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ABSTRACT

The prediction and understanding of consumer purchase decisions:

applying the Fishbein model to certain marketing issues

by Ute B. Bradley

In the fields of social psychology Martin Fishbein has developed-
the 'theory of reasoned action.' A literature search was undertaken
in both social psychology and marketing which revealed that the
theory has been widely tested in social psychology, but to a much
lesser extent in its marketing application. In particular, the
marketing applications indicated many gaps in methodology largely
due to constraints imposed by time, money and the need for
confidentiality of the results; all of which have provided few
opportunities to evaluate the model consistently.

The present investigation therefore had four main aims:

(i) to apply the model to real marketing problems amongst
large and representative groups of consumers, paying particular
attention to the operational application of all elements of the
model and making improvements to this methodology wherever possible.

(ii) To apply the model consistently over several markets.
To achieve this, marketing companies were sought, which had problems
for which Fishbein methodology was appropriate and three markets
were covered.

(iii) To extend the model to seek improvements in
predictability. Two measures of Behaviour and Confidence were added.

(iv) To explore the differences in marketing advice which
would result from a comparison between

~ the standard Fishbein analyses

~ methods commonly used by marketing researchers today (e.g.

mean scores and association data) and

- alternative analyses (e.g. stepwise regression and multi-

variate techniques) applied to the data which had been:.
collected for the standard Fishbein analyses.

The thesis is organised as follows: Chapter 1 covers the research
design in relation to the four aims of the study; Chapter 2 deals with
the theoretical basis of the research; Chapter 3 discusses the
elicitation part of the model fully, particularly as advances in
methodology were made here; Chapter 4 covers the analyses of the
predictive power of the standard Fishbein model and Chapter 5 its
diagnostic implications; Chapter 6 tests the alternative analyses
taking the research beyong the standard Fishbein model and Chapter 7
draws conclusions and indicates further Wworthwhile areas of research.
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. CHAPTER |

RESEARCH DESIGN AND EXECUTION - THE MAIN PARAMETERS OF THE THESIS

-

1.1. INTRODUCTION

The literature search of the UK and American experience of the
Fishbein model in marketing (to be detailed in Chapter 2) indicated a
basic need to extend experience with the model. Judged from published
sources, little research had been undertaken in the UK on the model in
an academic context and the research undertaken in a marketing context
was usually not fully reported. The object of this research therefore
was to improve knowledge of the Fishbein model in marketing, which would
also give an opportunity to examine further the academic soundness of '

the model.

1.2. IMPLICATIONS FOR.RESEARCH DESIGN ARISING FROM LITERATURE SURVEY

1.2.1. Alternative Theoretical Approaches

The literature shows that in commercial research, constraints of
coét and time, normally require a consistent theoretical approach. It
is seldom possible to explore alternative theoretical approaches

- either, by mounting identical studies in different markets

-~ or, by exploring alternative data analyses,

It was therefore desirable to include this in any new research in order
to

- explore differences between markets rigorously and in depth

- and find out whether different marketing recommenddtions would

result from considering the same data from alternative conceptual
and analytical points of view.
A project of this kind would therefore have academic value as well as
practical use, which is of course vital in an applied discipline like
marketing.

1.2.2. Specificity of Application

Tuck in the Journal of Marketing Research, indicated that there is
a lot of ignorance and confusion about applying Fishbein to marketing
and that in order to succeed, it is necessary to apply -the model in a
highly specific sense. This point is also made by Harrell and Bennett
(Journal of Marketing Research, 1974). This highly specific application
is aimed for in the present study. The details are given in the relevant

chapters, but particularly in Chapter 4.



1.2.3. Marketing Considerations

Financial constraints.have meant that much academic research has
been based on small samples of students. For research to be convincing
both academically and for marketing purposes, it needs to be based on
a large representative sample of real consumers. To achieve this,
financial help would be necessary from marketing companies, especially
to cover data collection costs.

Two major UK marketing companies agreed to fund the project, because
they believed it would be of practical value to them and in fact the
results were applied in their marketing.

1.2.4. Confidentiality

Competitive commercial considerations normally prevent the publicat-
ion of much market research data. Consequently it was necessary to seek
companies, which not only had the sort of marketing problem for which
the Fishbein model would be an appropriate methodology, but which would
also allow the data to be reproduced in a thesis. This would make the
work available to other researchers in similar fields, which would be
valuable, because the literature search showed how indebted market
researchers were to those who had investigated the Fishbein model in
social psychology and other areas.

1.2.5. Value of this Research

There has been little research at the PhD level into marketing
models and other marketing subjects and more is needed. As Mostyn (1978b)
pointed out 'models are criticised by researchers because they are never
replicated; the model builderstests out his/her model, constantly
changes and adjusts it and finally puts it into print. The next researcher
comes along with the new and improved version which has latched on to
something 'essential’ but not previously considered and so it snowballs.
Few researchers are willing to accept the more scientific approach and
attempt to replicate the existing models. However, as Kollat et al (1970)
point out this problem is true with so many facets of consumer research;

' Consequently a project which both

there is never enough replication.
replicates an existing model and seeks to develop some new approaches,

should make a useful contribution to marketing and marketing education.

1.3. RESEARCH PLAN

A final research plan was developed which met the above considerations

and the research parameters of this plan are shown in Chart U.1. and

described in the following sections:



CHART 1.1. RESEARCH PLAN AND ANALYSES

Stage 1 | Elicitation Elicitation
Stage 2 | Main data collection stage for: Main data collection stage for:
TAKE-HOME BREWERS' BEERS AND LAGERS SUB-SECTOR OF CIGARETTE MARKET
(hypothesised to be under attitudinal control) | (hypothesised to be under normative control)
BREWERS' BEERS: 7 brands CIGARETTES: 7 brands
- Samples: men (size:196) Sample: size: 246
women (size: 103)
usership group (size:
50)%.
*Data examined for sponsoring company only,
no reproduction possible
TAKE-HOME LAGERS: 6 brands
Samples: men (size:196)
women (size:103) i
Stage 2 Analyses:

1. Standard Fishbein analyses for prediction an

regression and Fishbein biai analysis and 2,

d diagnostic information: summative multiple

disaggregated multiple regression model

Stage 3

Obtaining Behaviour Measure and developing many] further analyses (e.g. multivariate methods).




1.3.1. Research Comparability

Much of the commercial and academic research carried out on the
Fishbein model has been producgd under different operational rules and
consequently the data and the results are not often comparable, either
within or between markets. Therefore three comparable data sets were
collected, relating to the different markets of take-home beer and lagers
and cigarettes.

1.3.2. Attitudinal vs. Normative Control

According to Fishbein, markets can be more under attitudinal or more
under normative control; these being the major predictors of Behavioural
Intention. These two types of control correspond to the two parts of the
Fishbein formula, given in Appendix 1(i). Consequently of the three
product fields, two were postulated to be under attitudinal control and
one under normative control. The literature search suggested'that a
greater understahding of the relative importance of the attitudinal
versus the normative components of the formula, could help determine
the best advertising content for particular product groups or brands.

1.3.3. Scale of Research

The literature included very few studies of more than one or two
brands within a single product field and therefore increasing the number
of brands would extend knowledge beyond present boundaries (Tuck,

Journal of Marketing Research, 1973). Further it would be necessary to
test all brands in a particular market under exactly the same conditions.
Seven brands were tested in the take-home beer and cigarette markets;

and six brands in the take-home lager market. Consequently the consistent
testing of 20 brands on large sample sizes makes thie large and complex
project unique in the marketing literature dealing with the Fishbein
model.

1.3.4. Three Research‘Stages

As will be discussed in Chapter 2, the Fishbein model requires three
research stages: .

Stage 1 (on chart 1.1.). The main parameters of the Fishbein model
are elicited from the population to be studied, particularly the salient
attitudinal and normative beliefs. These must be tabulated and analysed,‘
so that the decisions can be made about which to include in the final
questionnaire.

Stage 2. The main data collection phase for all the Fishbein measures,
excépt for Behaviour. Before this stage 2 can start, the questionnaire

must be piloted to make sure that the measures work as intended. The data



obtained is then analysed, according to the model, with the help of
summative regression analysis to test prediction and with the help of
another type of analysis to test the diagnostic power of the model.

Stage 3. The collection of the Behaviour measure for the model,.This
may sometimes be collected at the same time as the main data (stage 2),
but more usually is collected at some point thereafter.

Appendix 1(i) gives the Fishbein formula and Appendix 1(ii) all the
symbols used in this research.

1.3.5. Analysis Methods

The main objective was to establish whether different techniques of
analysis produced different marketing recommendations. This involved two
approaches:

(i) In order to test both the predictive and diagnostic power of the
Fishbein model compared with other methods of analysis, the quantitative
stage 2 data was analysed both by the standard Fishbein summative
regression analysis as well as by the disaggregated (stepwise multiple
regression) model. This line of comparative analysis was fully developed
during the course of the research with the help of multivariate
statistical analysis techniques. .

(ii) In order to compare the explanatdry power of the Fishbein model
for marketing purposes, the Fishbein data was compared with the type of
data on which marketing decisions are usually based like mean score and
association dafa. The former is already part of the normal Fishbein data

and there was therefore no need to collect it separately.

1.4,  RESEARCH HYPOTHESES

For the present study a number of hypotheses were set up for testing
the data and these are given in Appendix 1(iii). They cover four major
areas, The firsct three, examine the Fishbein model per se by testing .
whether

- the model predicts behaviour (Group A hypotheses, Chapter 4);

~ the model is internally valid (Group B hypotheses, Chapter 4);

- the model provides good diagnostic explanations of the particular

markets (Group C hypotheses, Chapter 5).
Some of these hypotheses explore the feasability of using a reduced set
of variables without reducing the predictive power of the model. For
example,

- is Behavioural Intention (BI) necessary as an intermediary to

Behaviour?
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- Are all salient beliefs required to predict either overall attitude
(Aact) or general norm (NB)?

- Is a generalised other (NB) sufficient, or are several others (SNB)
necessary to increase prediction (Ryan and Bonfield, 1975)?

The fourth area of hypotheses (Group D, Chapter 6) explored whether
the disaggregated model providcd better prediction and/or diagnosis than
the summative model. Also the additions to the model (two measures of
behaviour and confidence) were covered (Group A and D hypotheses,

Chapters 4 and 6).

1.5. AIMS OF THE RESEARCH

These were already stated in the Abstract, but will be repeated

here. The main aims were:

(i) to apply the model to real marketing problems amongst large
and representative groups of consumers, paying particular attention to
the operational application of all elements of the model and making
improvements to this methodology wherever possible,

(ii) To apply the model consistently over several markets. To
achieve this, marketing compﬁnies were sought, which had problems for
which Fishbein methodology was appropriate and three markets were
covered.

(iii) To extend the model to seek improvements in predictability.
Two measures of Behaviour and Confidence were added. /

(iv) To explore the differences in marketing advice which would
result from a comparison between '

- the standard Fishbein analyses

- methods commonly used by marketing researchers today (e.g. mean

score and association data) and )

- alternative analyses (e.g. stepwise regressibn and multivariate

techniques) applied to the data &hich has been collected for the

standard Fishbein analyses.

1.6. CONCLUSION
The aim of the chapter has been to provide an overview of the

research: how it arose and how it developed. The specific details are all
given in the relevant chapters.

Chapter 2. The first section of Chapter 2 looks at the development
of Fishbein's theory and its application in the field of marketing. Many

areas requiring research were identified and several of these were



deliberately built into the final research design. The second part of the

chapter briefly reviews other '

models’ which attempt to help explain the
behaviour of consumers-and which have had an impact in the marketing field
in the UK in the 1960's and 1970's: how they differ from Fishbein's model,
the extent to which Fishbein has influenced them. Chapter 2 also considers
some likely future developments in research models.

Chapter 3. This deals with the clicitation problem in the widest.
context as well as reporting on the methodology and data of the present
research,

Chapter 4. The theory of reasoned action is restated in detail and
in the chapter it is related stage by stage to both the methodology and
results of this research. '

Chapter 5. The Fishbein data is explored in more detail, by examining
Fishbein's biai analysis which gives a great deal of diagnostic information.

Chapter 6 concerns itself with all the techniques which go beyond
the traditional Fishbein analyses. '

Each chapter relates the data obtained in the present research both
to theory and to the data other researchers have generated. Conclusions
are drawn and the possibilities for future research are indicated. The

summing up for the whole thesis is given in Chapter 7.



CHAPTER 2
THE THEORETICAL BASIS OF THE RESEARCH: A REVIEW OF THE MODELS FOR UNDER-
STANDING AND PREDICTING CONSUMER BEHAVIOUR USED FOR MARKETING IN THE 1960's
~ AND 1970's

2.1. INTRODUCTION

This chapter considers the development of Fishbein's latest model
as used in this research. It is based on psychological theories of the
expected value to individuals of particular choices; known as expectancy
value theory. Competing theories of consumer choice, which were applied
in marketing in the UK in the 1960's and 1970's are also considered

briefly, to allow an assessment of Fishbein's contribution.

2.2, THE DEVELOPMENT OF FISHBEIN'S MODEL

2.2.1. The Theory of Reasoned Action
Fishbein (Ajzen & Fishbein, 1980) has recently presented his latest

theory of consumer choice as the Theory of Reasoned Action. He explains
'the theory is based on the assumption that human beings are usually
quite rational and make systematic use of the information available to
them.' The details of the theory and their implications for its operational
application, are discussed at the beginning of Chapters 3 and 4 and
further at the beginning of Chapter 5. This arrangement enables the
relevant theoretical details to precede the discussion of how the various
elements of the theory were handled in this research. In this chapter.
an overview of the Theory of Reasoned Action will be given and some
of the broader issues raised will be discussed, particularly for
marketing. Before this can be done, however, we need to consider how
Fishbein's definition of attitudes developed and examine the initial\
formulation of his theory.
2.2.2. The Nature of Attitudes

In 1935 Gordon Allport wrote 'attitude is probably the most distinctive

and indispensable concept in contemporary American social psychology.

No other term appears more frequently in experimental apd theoretical
literature.' Yet for many years it proved to be one of the most ambiguous
and confusing concepts in the whole of psychology. In a review of
research published between 1968 and 1970, Fishbein and Ajzen (1972),"
found more than 500 different‘operations designed to measure attitude!

It is therefore not surprising that the correlations between attitudes

and behaviour found by researchers are on the low side e.g. Wicker (1969).

8



Many factors accounted for this state of affairs, but some of the most
relevant ones to Fishbein's work were as follows -

(i) A definition of attitude reasonably widely accepted was that
attitude was a learned predisposition to respond in a consistently
favourable or unfavourable manner with respect to a given object. When
attitude research was examined by Fishbein and Ajzen (1972), howevér,
there were no clear definitions

- of the nature of a predisposition

- the learning process involved

- and of consistency of response.
With these different definitions attitude research as a whole could not
advance. )

(ii) Multi-dimensional vs. unidimensional definitions of attitude:
attitude, it was believed for a long time, had three.components - affect,
cognition and conation. Affect refers to a person's feeling towards
and evaluation of some object, person, issue, or event; cognition,
relates to his knowledge, opinions, beliefs and thoughts about the object;
and conation denotes his behavioural intentions and his actions with
respect to or in the presence of the object. This type of multi-dimens-
ional definition was supported by e.g. Rosenberg and Hovland (1960) and
Krech and Crutchfield (1948) and Krech, Crutchfield and Ballanchey (1962).
Fishbein and Ajzen (1975) state 'we have reserved the term 'attitude' for
one of the categories, namely affect. The term 'belief' will bg—used for
...cognition, and the term 'intention' for...conation...Since, when
dealihg with attitudes, we are concerned with predispositions to behave
rather than with behaviour itself, it seems desirable to make a distinct-
ion between behavioral intention and actual behavior.' Conceptually we
therefore have '

- Behaviour (B)

Behavioural Intention (BI)

(Overall) Attitude (A°= attitude towards an object;

Aact = attitude towards an act).

Overall Attitude has two components: beliefs
: evaluation of these
beliefs.
A uni-dimensional definition of attitude, as adopted by Fishbein, has
the major advantage of being more clearly understood and more amenable
to implementation than a multi-dimensional concept. Others (e.g. Thurstone,

4931; Osgood, Suci and Tannenbaum, 1957; Likert and Guttman) have also



followed this line of reasoning. Thurstone (1931) for example, defined
attitude as 'the affect for and against a psychological object.' Fishbein
made an important contribution to psychology by making these clear-cut
definitions and he himself argued cogently that such 'distinctions are

an essential prerequisite for systematic....research.'

(iii) The great number of attitude theories which exist in modern
psychology: many of which were summarised by Fishbein (1975) and are
presented in Table 2(i). Contemporary attitude theories fall into four
main groups: learning theories, expectancy-value theories, consistency
theories and attribution theories. Learning theories are concerned with
the process whereby a given response becomes associated with (or
conditioned to) a given stimulus. Expectancy-value theories rest on the
assumption that people learn 'expectations' ie beliefs that a given
response will be followed by some event. As the event can have both
favourable and unfavourable consequences for the individual, it is
'expected' that the probability of performing events which have favourable
outcomes for the individual will be increased. Consistency theories are
concerned with the relationship between two objects of judgement such as
brand X is strong. The relationship can be stated in terms of positive
and negative balances, etc. Attribution theories are concerned to
establish the degree to which a given event or action could be attributed
to some person or object. All of these theories

- do not use the same variables
- for a given.theory, there can be a difference between the
conceptual variables and the operational variables
- some gre based on information-processing models, others are
dynamic models. In the former information leads to the format-
ion of beliefs, etc; in the latter the focus is on the change
the information has on beliefs, etc without reference to their
formation.
Psychologists tended to work within the context of a particular attitude
theory and attempted to develop evidence for or against it. They were
therefore less concerned with the fundamental issue of what are attitudes
and how to measure them with validity and reliability. Fishbein concerned
himself with all these issues.

2.2.3. Fishbein®s first expectancy value theory:-Ao theory

In this he concentrated on establishing overall attitude towards an
bject. This : beli .) adb the object
obje equels the summed total of each belief (b1) about h|

multiplied by its respective evaluation (ai). For example, a person’s

10



. TABLE 2(1) .
COMPARISON OF CONTEMPORARY ATTITUDE THEORIES (adapted from Fishbein &

.- Ajzen,1975)

THEORIES CONCEPTUAL TYPE OF OPERATIONAL
VARIABLES THEORY VARIABLES

LEARNING THEORIES

Staats and Staats A I* A
Lott b,A,B T* b,A,I,B
Doob | b,A,B T* -
EXPECTANCY~VALUE THEORIES
Fishbein b,A T* b,A
Edwards b,A,B I* B
Rosenberg b,A D b,A
CONSISTENCY THEORIES
Balance (Heider) b,A D b,A,I,B
Congruity (Osgood & ’
Tannenbaum) b,A D A
Dissonance (Festinger) b D b,A,I,B
ATTRIBUTION THEORIES
Self-attribution (Bem) b ™ b,A,I
Attribution to others b I* b,A,I
KEY: b = belief T*= Informational

A = attitude D = Dynamic

1 = Intention

B = Behaviour

overall attitude towards brand X may consist of the belief that brand X
is strong (bi) and he evaluates or likes strength in cigarettes (ai) and
also of other biai combinations, all summed. In algebraic form Fishbein

presented the theory thus -~

with Ao = attitude towards the object ©

11



b. = the strength of belief i about Object o

)]
]

the evaluative aspect of bi i.e. the evaluation of the beliefs

-

n = the number of beliefs about the Object

In this theory Fishbein views an individual's beliefs about any given
object in terms of the probability (or strength) of a stimulus-response
association. Further, he regards the belief system (i.e. the totality
of an individual's beliefs about any given object) as a habit-family-"
hierachy of responses. According to Kaplan and Fishbein (1969) and also
Fishbein (1963,1967) this means, for example, that attitudes will change
either because an individual's beliefs about the object change, or the
evaluative aspects of beliefs about an object change. Beliefs may change
in two ways according to the theory: new beliefs may be learned or the
strength of beliefs may change; that is, their relative position in the
belief hierachy may change.

The theory therefore postulates an informational basis for the formation
of attitudes and this was indicated above. A person is viewed as
processing the information he has about an object in arriving at his
evaluation of the object. Research evidence (Miller, 1956) suggests that
there may be limits to an individual's information processing capabilities
and while an individual may hold a large number of beliefs about an
object, his overall attitude at any specific time may be determined by
only a limited number of these beliefs,

This type of expectancy-value theory has had an influence on marketing
thought and on consumer attitude research; perhaps not least because of
the way marketing theorists have defined products e.g. Kotler (1967):

'(A product is) a bundle of physical, service, and symbolic

particulars expected to yield satisfactions or benefits to the

buyer....'
2.2.4. Rosenberg's Expectancy Value Model

Rosenberg (1956) had produced an expectancy value model which in
algebraic form is very similar to Fishbein's formulation, yet the two
models have very different antecedents, Rosenberg's formulation draws on
consistency theory which stems from the work of Heider (1946) and
others, whereas Fishbein's model accounts for the relationship between
beliefs and attitudes in terms of learning processes.

Theorists and practitioners of marketing have argued about the

12



interpretation of these two models. Two major questions have been debated
- how different are these two theories? »
- is the definition of the components of the two models the saﬁe or
not?
Major contributioﬁs‘towthis debate have been made by Sheth (1972), Bass
(1972), Bass and Téléfzyk (1972), Tuck (1973), Sheth and Whan Park (1973),
Klippel (1971) and Mézis, Ahtola and Klippel (1975). One of the items in
this controversy, is the strength with which beliefs are held. This
concerns us particularly in Chapter 5. Briefly, several researchers
have wrongly equated belief strength with importance in Fishbein's
formulation (see Chapter 3) and this was criticized by Fishbein and
Ajzen (1975) and by Cohen, Fishbein and Ahtola (1972). Hackman and
Anderson (1968) and Wyer (1970) suggestéd that the formula should include
a weight for the importance or salience (Fishbein's term) of each belief
item. However, the research evidence suggests that this is not a fruitful
line of enquiry (Anderson, 1970; Hackman and Anderson, 1968; Kaplan and
Fishbein, 1969; and Wyer, 1970).

2.2.5. Fishbein's second expectancy value theory: Aact theory

Fishbein (1975) argued that 'the attitude is viewed as a general
predisposition that does not predispose the person to perform any

' Therefore, it follows that the expectancy value model

specific behavior.
which tries to predict attitude towards an object (Ao) cannot be
expected to predict specific behaviours. )

Dulany (1961,1964) approached this problem; he was concerned with
predicting the probability that an individual would make a particular
verbal response or class of verbal responses. His theory was that an
individual's Response was a function of his Behavioural Intention and
that Behavioural Intention could be broken down into two components: a

reward expectation and the influence of other people; each with their

respective weights.

R~BI = (RHd)(Rsv)wo + (BH)(MC)W1

With R = Response
BI = The subject's Behavioural Intention to make a particular
"~ response or class of responses
RHd = The subject's hypothésis that the occurance of a particular
response will lead to a reinforcement/reward(ie hypothesis

of the distribution of reinforcement)
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Rsv

BH =

MC

Two major
(i)
on behavi
good pred
was accou
(ii)

behaviour

= The subjective value the individual places on the reward.

the extent to which the individual believes a particular
behaviour is expected of him by another person (ie behavioural
hypothesis)

motivation to comply; the extent to which the individual wishes -
to conform to BH

wl = empirically determined weights.

points emerge from Dulany's work:
His wodel, does not predict behaviour as such, but concentrates
oural intention. However, Dulany (1968) found intentions to be
ictors of behaviour; as much as 88% of variation in behaviour
nted for by variation in intention.

The theory postulates two major components as determinants of

al intention: first, the subject's expectation that a given

response will lead to a certain event and second, the individual will

comply wi

Dula
or the th
research

appendix

B

With B =
BI =
Aact
NB =
b, =

i
a. =
i
SNB.

J
mc.

J
n =

w,., a8

0
Throughou

as SNBmc;

th perceived demands in the research situation.

ny's theory was adapted by Fishbein.to become the Aact theory
eory of reasoned action. This is the theory applied in this
and the formula and the definitions are given in full in an

to Chapter 1; they are briefly repeated here.

~Bl = woanct] + v, [NB]

\

Aact ='Zbiai NB = SSNBjmcj

Behaviour

Behavioural Intention

= Overall attitude

General Norm

individual attitudinal belief '

evaluations of these individual attitudinal beliefs

= individual normative beliefs
= motivation to comply

number of salient beliefs/ number of relevant referents
nd Wy = regression weights,

t the rest of this research SNBjmcj will be written without

this is the shorter more conventional version.

14



Before dealing with the main characteristics of this theory it is
hecessary to point out that the Aact model was a considerable improvement
on the Ao model, particularly for marketing. Marketing researchers had
concentrated on measuring attitudes towards brands not on attitudes
towards buying a particular brand in a spécific situation. This practice
was congruent with thé psychological research on attitudes towards
objects (Ao theory). The Aact theory shifts the émphasis towards behaviour.
Moreover, Fishbein was able to demonstrate that his Aact model was a much
better predictor of behavioural intention (1967) and behaviour, than his
Ao model had been (1963).

The main characteristics of the Aact model are:

(i) A person's intention (BI) to perform a particular behaviour
(B) is determined by his overall attitude (Aact) towards performing the
behaviour and by his general norm (NB). Aact breaks down into beliefs and
their evaluations; NB into specific~normative beliefs and motivation to
comply. Behavioural Intention in its turn determines Behaviour.

(ii) Overall attitude (Aact) is determined by individual beliefs
(bi) multiplied by their evaluations (ai) and in this sense the theory
is similar to other expectancy value models (e.g. Tolman, 1932; Edwards,
1954 and Vroom, 1964). The products of the beliefs x evaluations are
summed. This, of course, is not to say that there is a mental summative
process at work. But for measurement purposes, summing produces adequate
correlations. The theory is therefore more useful in terms of prediction
than understanding.

(iii) The overall normative component (NB) of the theory
stresses the fact that the social environment may have an influence on
behaviour as well as attitudinal beliefs. This component is determined
by the perceived expectations of specific referent individuals or groups
(SNB) and the individual's motivation to comply (mc) with those
expectations. Fishbein and Ajzen (1975) believe that these normative
beliefs may be formed as the result of an inference process; normative
beliefs may be inferred from the referent's perceived attitude towards
performing the behaviour. Motivation to comply has proved an elusive
concept. Fishbein and Ajzen (1975) have interpreted it as the individual's
general acceptance of the 'lead' given by a referent individual or group.

. dust as in the attitudinal part of the formula individual
beliefs (bi) were multiplied with their evaluations (ai) and their product
summed so for the normative side of the formula the individual normative

beliefs (SNB) are multiplied by their respective motivations to comply
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(mc) and the product summed.

(iv) The empirically derived weights (wo and w]) are obtained
by regressing both attitudinal and normative components of the formula
against Behavioural IntenFion (BI:Aact+NB). The resultant standarized
regreésion coefficients are taken as a measure of the extent to whiéh
Overall Attitude (Aact) and General Norm (NB) determine Behavioural
Intention (BI).

(v) The attitudinal (bi) and the normative beliefs (SNB) are
clearly the key elements of the theory; they do NOT influence Behaviour(B)
directly but via Overall Attitude (Aact) and General Norm (NB). Aact
and NB in their turn feed into Behavioural Intention (BI) and this helps
predict Behaviour (B). The theory is therefore not just an additive one,
but also a linear one. The detailed relationships between all elements -
of the theory are fully discussed at the beginning of Chapter 4.

(vi) All elements of the theory (B - BI - Aact - {individual
bi's and ai's] ~ NB - [individual SNB's and mc's]) must be applied in
a highly specific sense., The Aact theory incorporates reinforcement
contingencies or outcomes of performance of the act in a specific -
situation. It is therefore more likely to be a better predictor of
Behaviour than the Ao theory. Fishbein (1971) put forward the following
argument in favour of the Aact formulation:

"I think this distinction between attitude towards an object and
attitude towards a behavior is & very important one, and one that has
often been ignored..Even though'I may think some product has all kinds
of good characteristics, qualities and attributes, I.may not believe
buying or using that product will lead to valued outcomes...For
example, a woman might believe that 'high pile carpeting' is 'warm',
'comfortable', 'luxurious', and 'prestigious', and since she positively
evaluates those attributes, she is likely to have a positive attitude
toward 'high pile carpeting.' However, Qhat do you think the consequences
of 'buying high pile carpeting' are for that woman if she has two dogs,
a cat and three children under nine?'

The highly specific application of the iheory, sometimes referred to as
'the specificity argument', is fully discussed in Chapter 4.

(vii) The variables included in Fishbein's theory (and listed
in (vi) above) are those which he claims are sufficient by themselves
to provide good prediction; others disagree. For example, Doob (1947)
believes that these variables are not the sole determinants éf behaviour

and that various situational factors also need to be taken into account.
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(viii) Fishbein and Ajzen (1975) devote a substantial part of their
book to the measurement of the variables of the theory and their
validity and reliability. The main points they make are that

~ all measurement ultimately rests on responses to simple
statements of belief or intention

- measurement is undertaken on bipolar (usually 7 point)
scales.
Their research evidence indicates that reliable and valid measures of
each of the variables in the formulation can be obtained.

2.2.6. Empirical tests of Fishbein's Aact model

A detailed review of the empirical tests undertaken on the model in
social psychology have been provided by Fishbein et al in numerous
papers and in Ajzen and Fishbein (1973). Multiple correlation co-efficients
‘obtained in such studies are given in Table 2(ii). These studies have
ranged widely over many topics and indicate that the model has proven
relatively successful in terms of explaining variations in behavioural
intention.

Applications and tests undertaken on the model in the marketing
field and related areas, which were largely reviewed before the present
research was set up, show more variable results. Much of the marketing
application has been concerned with the measurement of brand preference
or brand choice prediction, Within the context of expectancy value
theory three major application areas can be distinguished:

(i) Based on the Rosenberg model

 E.G. Hansen (1969); Bither & Miller (1969); Klippel (1971);

Klippel & Bither (1972).

(ii) Based on the Dulany/Rosenberg/Fishbein models, some including

an 'importance' element

E.C. Scott & Bennett (1971); Moinpoir & MacLachlan (1971);
Moinpoir & Wiley (1972b); Wilkie & Weinreich (1972);
Wilkie & McCann (1972); Bass (1972); Bass & Talarzyk
(1972); Bass & Wilkie (1972); Bass, Pessemier & Lehmann
(1972);Sheth & Talarzyk (1972), preceeded by Sheth (1969,
1971).

Reviews of the. 'importance' models are given by Lutz & Howard

(1971), Pessemier & Wilkie (1972) and Bither and Shuart (1972).

(iii) Fishbein (Ao and Aact) models and extensions
E.G. Tuck (1969,1970,1971,1972,1973,1976,1979); Chapman (1970);
Sampson & Harris (1970,etc); ESOMAR papers (1971);
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TABLE 2(ii)

MULTIPLE CORRELATION COEFFICIENTS FOR THE PREDICTION OF BEHAVIOURAL

INTENTIONS (references above the line adapted from Fishbein & Ajzen,1975).

et al, 1978

STUDY INTENTION MULTIPLE
CORRELATION
Fishbein, 1966 Engage in premarital sexual
intercourse 0.85
Carlson, 1968 Perform 30 behaviours towards
an African Negro 0.84
Ajzen & Fishbein, Ferform 8 leisure time
1969 activities 0.77
Fishbein et al, Send/Follow communications
1970 of co workers 0.70/0.61
Hornik, 1970 Maintain missiles in a game 0.81
Ajzen & Fishbein, Choose alternative X or Y in
1970,1971 2 PD games 0.71/0.72
De Vries & Ajzen, Cheating at college (various
1971 behaviours) 0.87/0.82/
0.57
Darroch, 1971 Sign 2 interratial photo releases 0.65
Ajzén & Fishbein, Perform 4 behaviours involving
1972 risk 0.79
Jaccard & Davidson, Use birth control pills
1972 0.84
McArdle, 1972 Sign up for alcoholic treatment 0.74
Glassman, 1971 Buy 8 products "0.67 -
Scbwartz & Tessler, Transplant donor
1972 0.77
Thomas, 1975b Off Peak Bus Patronage - 0.77
Bowman, Fishbein Voting behaviour in a nuclear
power referendum 0.92

;

Bright & Stammers (1971); Cowling (1971,1972,1973);Wilson,
Mathews & Monoky (1972); Glassman {1970); Bonfield (1972/
1974); Harrell (1972); Lutz (1973); Weddle & Bettman
(1973); Resnik (1974); Ryan (1974); Ryan & Bonfield (1975);
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Durand (1975); Wilson, Mathews & Harvey (1975); Thomas &
Tuck (1975); Thomas (19759; Ahtola (1975); Milord & Perry

( 1976); Bhagat, Raju & Sheth (1979).

In this section extensions to the model refer to those developed

by Fishbein himself and by other workers and also to the addition

of variables e.g. situational variables e.g. Wicker (1969),

Songer (1973), etc.

Despite the number of studies listed, there has been considerable

variability in the results achieved with Fishbein's model(s) in the

marketing context; regression coefficients ranging from poor to acceptable.

This can be briefly illustrated by the work of one worker in this field

(Table 2(iii)).

TABLE 2(iii)

RESULTS OF FISHBEIN ANALYSES (Cowling, 1971)

1. Buying an alcoholic drink

. Buying a health food

. Prescribing a drug

Pursuing a leisure activity

. Response to ad approach

P~ WwWN
-

. Purchasing a luxury product

2b.a,
11

17
.46
.36

42
.08

SNB .mc.
ZSNB me

.10

Multiple

Correlation

.23
.56
.61
49
.50
.10

The main reasons for this variability were outlined in Chapter 1 (covering

constraints relating to research approaches and techniques used, time

and money) and this determined the way the present research project was

set up. The marketing value of many of these studies is also limited by

the fact that the criterion variable often used is behavioural intention

and not behaviour.

2.3. LINEAR ADDITIVE MODELS

So far the discussion has concentrated on one of these models, that

developed by Fishbein. Linear Additive Models should perhaps be regarded

as a class of model rather than as a single model. Pessemier and Wilkie

€1973) describe 42 variants of the model, each of which has its own
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distinctive features. In Europe, the best kﬁown version of this type of
model is the St. James model (Hendricksom 1967,1970,1972) and this has
often been incorporated into market segmentation studies to assess the
importance of beliefs in relation to an ideal brand. Fishbein's model
and St. James' have generated much heated debate (McDonald 1970; Twyman,
1972, etc). The main questions that have arisen according to Westwood,
Lunn and Beazley (1974b) are -

1. Is the linear additive format itself correct in terms of the
cognitive processes involved?

2. Should the researcher ascertain how important the respondent
feelé an aspect of a product is or alternatively how much he
likes it?

3. Should a direct or indirect measure of importance (or evaluation)

~of the attribute be used?

4, Should the concept of the ideal brand (or ideal point e.g. Lehmann,
1971) be incorporated into the model or not? '

These questions will be discussed in Chapter 4, in the concluding section
of this chapter and again in the final chapter (Chapter 7). They are ‘
important questions when considering the marketing application of these

models.

2.4, COMPETING THEORIES USED IN THE UK IN THE 1960's AND 1970's

2.4.1. Introduction

Sampson and Harris (1970) pointed out that 'looking retrospectively
at the field of marketing research in the 1960's, the concept of attitude
was both distinctive and indispensible.' However, there were problems in
eliciting attitudes, measuring attitudes and interpreting results. Two
problems in particular stood out ‘

- the inability to relate attitudes to subsequent behaviour

- to influence and measure attitude change
and both of these are crutial if markgting research is to be used meaning-
fully in marketing strategy because the goal of marketing communication,
it can be argued, is to persuade the consumer to take a particular actionm.
This persuasion often takes the form of an attempt to change attitudes.

It would be useless if behaviour change did not follow attitude change;
although it has been demonstrated that behaviour change can precede
attitude change. The understanding of such basic cognitive relationships
is a necessary foundation for the more complex interrelationships involved

tn consumer buying behaviour, some of which will be examined in the
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context of competing theorj. \

For the marketing manager attitude has also fulfilled three functions
during this period. Lunn (1971) stated that they were predictive, diagnostic
and surrogate functions.

- The predictive fun;tion enables the manager to predict sales, etc of

his product in the short run based on consumer attitudes or preferences.
This has been the traditional focus of attitude research in marketing

and it is in attempting to fulfill this function that the controversy
surrounding the attitude-behaviour relationship has arisen. In some

cases, variables which are more easily understood and measured than
attitude, e.g. age, social class, etc. have been used instead.

- The diagnostic function provides some explanation of why a product performs
in the market. This function rests firmly on the assumption that there

is a relationship between attitudes and behaviour: ie information

received by the consumer through advertising for example, is translated
into puréhase behaviour thfough some cognitive process and attitude is

an important stage in this process. i

- The surrogate function, regards attitude as a variable which intervenes
between external information and subsequent purchase behaviour. Attitude
measurement provides a surrogate measure of sales, where manipulations

of the marketing mix cannot be measured directly in sales change. The
proposed change in the marketing variable can be tested in the behavi;ural
laboratory and it has been most frequently used in this sense when attempts
have been made to measure advertising effectiveness. '

Models used by marketing researchers have concentrdted on one or
other of these functions of attitude; Fishbein's model has been essentially
a predictive model. These points will be taken up again in the concluding
section of this chapter.

2.4,2, Buyer Behaviour Theory

The need for theory in marketing to explain choice behaviour was
stressed by Lunn (1970,1977a) and he has described buyer behaviour theory
under three approaches - the empirical approach, the a priori and
the eclectic approach.

The Empirical Approach

The main exponent of this approach in the UK is Ehrenberg (1969,1972,
1974,1977). His starting point was extensive panel data relating to fast
moving consumer goods. He was particularly interested in statiomary
markets, where little or no change occurs in the total market size over

Successive time periods. He has attempted to derive laws from the
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the patterns and regﬁlarities which can be observed in this data. He has
succeeded, in so far as he can predict, the number of repeat buyers and
average number of purchases of any brand which are to be expected in a
given time period, if nothing has happened to the 'stationary' market.
Ihis gives a useful benchmark, against which to assess thé effects of
advertising, promotions, seasonal trends, etc.

This work has had considerable influence on marketing thinking about
repeat purchase and in much, unpublished, consultancy work, detailed
marketing applications have been worked out. One of these, on evaluating
a consumer deal, was published in Admap by Goodhardt and Ehrenberg (1969).
The work has also been applied in a very interesting way to advertising
(Ehrenberg, 1974). But much more work is required to understand the
reasons for the purchasing patterns which have been found.

Another expression of the empirical approach in the 1960's and 1970's '
in the UK was the extensive work undertaken by many workers (Sampson,

1971; Lunn, 1971b, 1971c; Falconer, 1981; etc) applying multivariate
techniques (like principal component and factor analysis, cluster analysis,
multiple regression analysis, discriminant analysis, canonical analysis,
etc) to market research data. The applications of these techniques were
often conducted within the context of market segmentation studies

and researchers had to work out a rationale for the applicatidn of the
various multivariate techniques to their data.,

All this work led to considerable debate, and as was pointed out
above, not least in relatioé to one of the majcr problems researchers
had encountered: how to assess the importance of beliefs (Chapﬁer 3).
Fishbein had emphasized saliency, others emphasized importance (Wilkie
& Pessemier, 1973; Hendrickson, 1967, 1972). Different types of
importance models were developed and applied more frequéntly in the UK.

The threshold and the trade-off models (conjoint analysis) are the most
interesting examples. Much of this work was done by Westwood (Esomar, -
1973), Westwood, Lunn and Beazley (19742,1974b) and Lunn (1981). In the
States there were also researchers working on these problems, for
example Green and Wind (1975). '

A parallel development took place at this time relating to the
presentation of data by mépping and some of the details of this work
are given by Sampson (1980).

The work with multivariate techniques lead to some further interesting
develcpments: developments in market  modelling and simulationm. Rathgr

than apply 'ready madetheories' (reviewed by Day, 1972) of the linear
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additivg type for example, this new approéch relied on the investigation
of the structure of a particular market, attempting to understand its
dynamics and simulating future behaviour in it. Market models and
simulation exercises began to appear frequently in the market research
literature (Marchant, 1972; Palmer, 1971, 1973; Palmer-and Faivre, 1975;
Sampson, 1974; Westwood, Lunn and Beazley, 1974b; Westwood, 1974; Lunn
and Blackstone, 1978; Barjanski and Faivre, 1979). This appgoach relies
upon information theory and it too has not been without its problems.

The A Priori Approach

This approach relies on harnessing the knowledge and insights gained
by researchers, working on the problems of understanding and predicting
consumer behaviour. Most of these researchers work in the behavioural
sciences and that contributions have come from many disciplines is
obvious from such review articles, as provided by Slovic, Fischhoff and .
Lichtenstein (1977). Psychology has offered many theories: for example,
Freud's work has been applied in motivational research; Gestalt psychology
and Festinger's theory of cognitive dissonance have found application
in advertising. For a review of the psychological theories used in
advertising see Kennedy & Corkindale (1976). Fishbein's contributicn
clearly belongs under this approach.

Many of the concepts that marketing researchers have adopted are
still somewhat experimental, were developed in laboratory situations and
not in the market place and their explanatory or predictive power has
usually been exaggerated, In many instances, they have been presented as
opposing theories, rather than as alternative explanations of the same
phenomena. This point will again be taken up in the concluding section
of this chapter.

The Eclectic Aoproach

This approach tries to integrate consumer behaviour theories
(emanating from psychology, sociology, economics, etc) with what is known
from, actual market data. 'Its strength,' says Lunn (1971), 'lies in the
comprehensiveness of its perspective.......There is...a danger...of

' This comment echoes

having too many variables and interrelatiomships.
the feelings of many marketing researchers when examining these models.
The first major attempt in this field was made by Nicosa (1966). He
identified four major variables which mostly account for the decision
process (B- the buying of a brand; M- motivation; A- attitude and C-
communication sent by the business firm). He incorporated these into

four major linear equations, which could be simulated by computer. There
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were further elaborations to this work, but essentially it was too naive
‘a representation of the processes involved. Yet it has proven to be a |
valuable pioneering coﬁtribution in this field.

Engel, Blackwell & Kollat (1978) also produced their theory in
terms of a complex flow chart, which also includes post~purchase behaviour.
The decision processes involved are represented as being highly rational

.and the approach lacks a detailed discussion of how the model and its
variables are to be applied in a practical marketing situation.

The most interesting and ambitious of the 'big' theories is that
produced by Howard and Sheth (1969). This has been much updated, even
incorporating now some of the thinking which can be traced to Fishbein
(see Engel,Blackwell & Kollat, 1978). It has proven very useful in
indicating to researchers and marketing peopie the complexity of buyer
behaviour and stating some of the major variables and processes involved
in buying decisions. Many attempts have been made to test the model (e.g.
Columbia Buyer Behaviour panel projects). However, as Farley and Ring
(1970) pointed out, this model too suffers from the same major deficiency
as the.Engel, Blackwell anquollat model suffers from —.the measuring
instruments to be used in.actual applications of the model have not been
well enough‘developed. The model has also proven useful in stimulating
new research in the area of attitude-behaviour relationships (Sheth,
1970) and family decision processes (Sheth, 1970b).

These are the main eclectic models, there are others. Although they
all have been developed and tested over time, they have proven too |,
complex to apply well in practical marketing research - but they have

influenced thought and stimulated useful research into decision processes.

2.5. CONCLUSIONS AND FUTURE DEVELOPMENTS

The review provided above indicates that marketing researchers in
the UK have approached the problems of describing, ‘explaining-and
predicting buyer behaviour from many different points of view and with
the help of many different theories. Much of lasting value has been
learned from this; but the most important conclusion that has probably
been reached my many researchers, with the help of the perspective
gained over a number of years, is that each approach provides only a
partial explanation of the marketing phenomena involved. Each theory
illuminates only certain elements of it. McGuire in a review article in
1970, came to a similar conclusion in relation to the ability of

psychological theories to explain psychdlogical chenomena.
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Fishbein's major contribution to the work of marketing research has
been in terms of .

(i) defining 'attitude' in an operational sense

(ii) setting up the concept of salience

(iii) establishing a predictive model of choice behaviour.
There are problems even with his Aact model and in detail these will be
dealt with in the last chapter of this thesis. In overall terms they
relate to

- the application of the model to an area (marketing) for which it

\ was not developed and

- to the formulation of the model and associated methods of implementat-

ion.
In terms of the applicability of the model to marketing, the major problem
(Chapter 4) lies in the relationship between behavioural intention and
behaviour. In a laboratory situation the two are usually very close in
time and in social-psychological experiments motivation can also be very
high. In marketing, there are many intervening variables (Songer. 1973;
Wicker, 1969, etc) which blurr this relationship. For marketing it is
also important to remember that the Fishbein model is essentially a
predictive model and that its linear nature and 'arithmetic' (multiplicat-
ion and addition of beliefs, etc) do not really represent the cognitive
processes involved; it therefore provides little explanation.

The other main theories reviewed here, market models and simulation
studies have promised much to the marketing man and delivered less. In
the case of the former, this is largely because it has been difficult to
work out the operational implications of the models, perhaps because
they were so complex. This problem also applies to the latter, as Sheth
(1976) commented 'both management and model builders should lower their
aspirations...shift the emphasis from buildipg optimisation to building
problem input models.' The more successful applications of models are
those where objectives have been deliberately restricted (Lunn and
Morgan, 1981, using the trade-off model for studying pricing problems).

In the future progress is most likely to be made by - '

1. a questioning agproach-to all our working assumptions and by
attempting to test them in a rigorous fashion. For example, questioning
the definitions of attitude, the assumption that thers is a relationship
between attitude and behaviour, etc.

2. Developing 'theoretical approaches' and testing them so that they

can be falsified in the sort of way outlined for the development of good
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theory by Popper (1972). . -

| 3. Establishing methods to test how all the elements interrelate
in a given theory and that they are a true representation of the cognitive
processes involved. In the search for better prediction, many models
~use what is mathematically convenient but how is information processed?.
Is it linear and additive (e?g-.lbiai)’ does it depend on decision
protocols (Bettman, 1970) or are the rules put forward by Einhorn (1970)
or Russ (1971) nearer the truth, or does the process work differently
altogether?

4., Researchers should not work solely within the confines of a
particular theory and become prisoners of it, just looking for arguments
to defend it., But instead they should take the most appropriate elements
of various theories and relate them to a particular marketing probleﬁ.
One approach could be to look at real buying data, like Ehrenberg did,
derive laws and then go further and try to 'fit explanations' of why
buying behaviour takes this particular form. Or test a particular theory
against real buyer data and see if it 'fits.' Whichever of the two
approaches proves right, it does seem important to relate the two; and
to do this with the useful developmental work done by practicing
marketing researchers. In this way it might be possible to end up with
a good theory which would

-~ describe a particular market

- explain what is going on

- and predict future developments in it.

5. This would then make it possible for marketing men not only to
be working with assumptions such as that attitudes are in some way
important, but they would better understand what they are, how attitude
and behaviour change are related and how marketing variables can be
manipulated. Marchant (1972) for example, indicated that the approach
used in his choice model 'implies a real shift in emphasis in the way in
which attitude studies are approached. The aim becomes to investigate
how products ccmpete for their franchise rather than with how the average
evalﬁation of products can be lifted. The implications for a more
realistic approach to brand and market management are very exciting.'
This line of enquiry should be more rigorously and widely tested.

6. As implied, future work must be based on marketing reality -
it must understand and take account of the nature of brand competition,
it must look at repertoires'of brand choice and not single brand choice,

if the former operates in the market and it must take account of the
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risk involved in choice behaviour (Tuck, 1971), etc.

7. It is also necessary to look hard at the actual measuring
instruments used - the research is no better than the answers which
respondents provide. Marchant (1972) proposes to use simple rank
correlation techniques. This, for example, reduces the amount of work
the respondent has to do and with it the liklihood of the responaent
providing stereotyped answers as fatigue sets in. The lengthy ratings
required by a Fishbein study could run such a risk..Another technique,
which makes fewer demands on the respondent than ratings might make, 1is
the aésociation grid. This will be discussed in a later chapter. These
alternative approaches should all be investigated more fully, as they
would aid practicing marketing researchers very much indeed.

In relation to some of the questions raised in this chapter important
developmental work has been done, but much more is required. With

systematic research effort improvements should be possible in the future.
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CHAPTER 3
ELICITATION OF INPUT DATA

3.1. INTRODUCTION

, The first part of this chapter reviews the techniques available for
eliciting or obtaining the attitude dimensions etc. to be applied in
research, both in the social sciences and marketing. The second part of
this chapter presents the elicitation data for this research.

When eliciting variables for marketing studies several points need to
be considered. The variables should be

(1) relevant for the consumers in a particular market;

(ii) specific to the behaviour to be studied;

(iii) expressed in the consumers' own language and

(iv) made into appropriate measuring instruments.

If these points are covered in marketing studies, it will increase the
chance to predict, explain and ultimately influence marketing behaviour.

In the 1960's marketing researchers working on both sides of the
Atlantic, often found a lack of correlation between attitudes and behaviour.
They realised that a critical factor for improving behaviour predictability
was ﬁhe quality of the input data (Sampson 1977,1980; Myers and Alpert,
1968). It had become so obvious 'that garbage in is garbage out.' High
quality input dat& was clearly important because attitude data was being"
widely applied to marketing problems in the UK, as Lunn (1969) pointed
out, e.g. especially in _

(i) the identification of target groups in market segmentation (e.g.

Skelly and Nelson, 1966);
(ii) brand image research and in
(iii) defining market structures (e.g. Golby, 1968 and Stefflre, 1968)
according to consumer perceptions.,
In the USA also a great deal of attitude research was carried out and
according to Klippel (1971) it took the following three forms =
(i) 'Research concerned with predicting buyer purchase or buyer choice
behavior based on knowledge of relevant attitudes and/or their
component elements' (e.g. Sheth, 1970).
(ii) 'Research concerned with predicting brand preference or brand
appeal based on the knowledge of relevant attitudes and/or their
component elements' (e.g. Bass, Feb. 1972).

(iii) 'Research concerned with predicting change in brand preference

or brand appeal based on a knoWledge of change in relevant

attitudes and/or their component elements'(e.g. Bither & Miller,
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1970).

3.2. TECHNIQUES FOR ELICITATION

To obtain the best input data, it almost invariably meant that researchers
undertcok two-stage research designs: first, for elicitation and second,
for the marketing study. Some exceptions to this are to be found in the
literature.

Many techniques have been used for elicitation and the most important
ones are reviewed below viz. subjective judgement, existing research/
literature review, group discussions/extended interviews, experimental
techniques (Nolan), elicitation of salient beliefs and information

processing.

3.2.1. Subjective Judgement

Researchers or their clients (e.g marketing people) may feel that they
know their market and produce a list of what they believe to be the
relevant attitude dimensions in their market. However, intuition and
experience alone cannot be enough. This approach is no doubt a good
reflection of their own perceptions of the market, but it may have little
to do with the way consumers see it,

3.2.2. Existing Research/Literature Review

The..quality of existing research clearly depends on how well it was
conducted; while literature reviews have been used especially by academics
with limited funds to conduct their own research (e.g. Klippel, 1971).

3.2.3. Group Discussions/Extended Interviews

Group discussions and extended interviews (also known as depth interviews)
are the two major techniques used in marketing studies in the UK to elicit
attitude material. As techniques they have been described extensively (e.g.
Sampson 1967,1969,1978; Mostyn 1977,1978). The group discussion
technique may be used on its own, or brainstorming and synectics may be
applied as well within a group context. Similarly extended interviews may
be used on their own or projective techniques may be intrqduced (e.g.
Sampson, 1967) or Kelly's repertory grids (Kelly, 1953; Frost and Braine,
1967; Sampson, 1970D. The repertory grid technique can be applied in an
interview situation other than that of an extended interview, but as Lunn
pointed out in 1969:'It is, however, best administered within the context
of an extended interview, where responses are‘probed by free association.'
In this kind of interview the respondent can explain in what ways any
two producgs are the same and different from the third in the triad. The

essence of the repertory grid technique is the presentation of all brand
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or product stimuli in triads'until the respondeﬁt has entirely exhausted
his or her repertoire of constructs relating to the field...Respondents
normally provide between ten and thirfy responses and the average response
level is about eighteen constructs per interview' (Frost and Braine,
1967). Variations in triads can also be used e.g. keeping one element
fixed (e.g. abc,abd,abe,etc) or even using paifs; but these variations
have not been frequently used in marketing reseafch. For e.g. Durand

" (1975) applied a modification of Kelly's technique developed by Bieri,

in a Fishbein study.

Whether the material is produced by the basic group discussion or
extended interview or with the help of additional techniques (like
synectics to raise the creative content), the end result is a wealth of
material which is of a qualitative nature only (ie most of the dimensions
elicited may have been mentioned by only a handful of people and some by
only one). Also there is the danger, especially in a group situation, that
dimensions which are socially less acceptable, are suppressed, or that
socially acceptable words are used to describe them. Also in groups
respondents may have ideas put into their heads by other members or not
be allowed sufficient time to produce all their dimensions, causing
further distortion. The extended interview (like the Kelly technique) may
give the respondent too much time so that dimensions are invented or their
importance exaggerated. Another problem encountered in the interview
situation itself, is the language which respondents can command. When they
hava said 'it smells nice' that may be all they can say about smell; for
other dimensions there may be a large number of synonyms. If factor -
analysed, such data would give a one item factor for smell, compared with
factors consisting of several items for the other dimensions.These
subjective elements in the interview situation can be minimised somewhat
by the moderator using indirect techniques. Yet as Sampson (1978) pointed
out, this does not apply to Kelly grids 'with the Kelly grid the interview
situation resembles more a test than an interview.'

All the material obtained from groups discussions or extended interviews
must be carefully analysed (see section 3.3.), which may int;oduce'further
subjective elements into the material by the researcher. For example,
Kelly grids require a considerable amount of editing because they produce
responses which

- tend to be too descriptive or irrelevant (e.g. I don't like these

two; I like that one);

- are not true constructs. According to Kelly a response 'Is liked
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by children - is not liked by children' is not a proper construct,

whereas 'Is liked by children - is liked by adults' is a construct.

Each individual's grids have to be sorted, classified and listed with
those of other consumers. This all increases the problems of subjectivity
and distortion creeping into the data. Many researchers, including the
present writer, who have worked with Kelly material would echo SAmpson's
(1978) conclusions: 'As far as scale item construction is concerned, the
repertory grid has been criticised for 'dredging up' irrelevant and non-
salient dimensionality, making further refining essential.' For this
reason and others given by Cowling (1973 e.g. the Kelly.technique ‘for
many respondents is not a meaningful and relevant task; it is not the
way they usually consider and make judgements between brands...it can
produce constructs which are not relevant to the choice decision, but
simply relevant to discriminating between three objects presented.') The
use of Kelly triads has been largely superseded by the Elicitation
Interview.,

3.2.4., Experimental Techniques (Nolan)

In his 1971 paper, Nolan reviewed the situation in the UK. He experimented

with five item elicitation techniques:

(i) 'Free Association.' For each brand, respondents were asked:'Can
you tell me what comes into your mind when you think of..? Any-
thing at all just anything that comes into your head..? Any-
thing else?'

(ii) 'Evaluative.' This method was based on the 'consumer—orientated
grid' reported by Haymes and Bickers (1970). Respondents were
asked what they liked about each product, and then what they
disliked about each product.

(iii) 'One Versus the Rest.' Each brand was dealt with one at a time
as in method (ii) but on this occasion respondents were asked
how it differed from the other brands which made up the set.
Follow-up questions asked how it was better and how it was
worse than the other brands.

(iv) 'Repertory Grids.' Respondents were shown a set of three brands
and asked 'Can you tell me a way in which two of the brands are
like each other, but different from the third?' This continued

with different triads being shown according to a pfe-determined
random order with respondents being asked to produce for each
triad a "construct' they had not previously mentioned, until

they were unable to do so for three consecutive triads.
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(v) 'Paired Comparisons.' This method had some similarity tb the
repertory grid approach, but differed from it in that respondents
were shown pairs of brands rather than triads, and were asked
for each pair not for one 'construct' but for as many ways as
they could think of in which the two differed. When no new
dimensions were forthcoming on one pair, another was presented,
up to a maximum of six. Nolan points out that pilot work had
shown that beyond this point hardly any new dimensions weré likely
to be produced. Pairs were presénted in a predetermined random
order,

Nolan applied his experiment to two product fields and obtained most items

from the 'one versus the rest method:'

BOTTLED TOOTH-
SAUCES PASTE
Number of dimensions elicited by:
10 'Free Association' Interviews 24 19
10 'Evaluative' Interviews , 26 19
10 'One Versus the Rest' Interviews 29 21
10 'Repertory Grid' Interviews 19 T 20

He further examined the yield of each technique in terms of the meaning
of the dimensions he elicited. Subsequently Cowling (1973) pointed out
that Nolan's techniques,like those of most researchers at the time,
produced dimensions relating to the product ('the Object') and not to
behaviour ('the purchase or us-age decision'). Nor did he feel that the
number of items elicited need be the best measure of success, but the
relevance of the items. This will be discussed further when we look at
Cowling's work.

3.2.5, Elicitation of Salient Beliefs

In the early 1970's elicitation work in marketing studies developed
in a new direction. This was due to the work of researchers active in the
US. Alpert (1971) and Myers (1968), worked on the identification of
determinant attributes. Alpert wrote: 'Those attributes projected by the
product's image which lead to the choice of that product may'be called
"determinant, since they determine preference and purchase behaviour.' As
a concept this is clearly akin to saliency. He experimented with different
research methods to obtain determinant attributes and suggested that
'direct questioning' might be the most effective method. Although his

results related to students with one product and could therefore not be
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generalized, he pointed the way for comparing possible methods for
identifying determinant attributes.

Although, other workers (like Nolan above) had been experimenting
with elicitation, the most interesting work was undertaken by Fishbein
and his co-workers. Recalling his formula, as used in this research,
we need to note two points:

"BA-BI = Yy [Aact] + w, [NB]

1

Zb.a. S SNBmc
11

(i) Elicitation is required for attitudinal (bi) as well as for
normative beliefs (SNB). As Sampson (1980) pointed out 'Fishbein
had drawn attention to two different types or components of
attitude. They were (descriptive) beliefs (bi) and (affective)
evaluatigns (ai). The former are statements about what an object
(or behaviour, present author) is held to be; the latter represent
the degree to which descriptors of objects are regarded as good
or bad.' Normative beliefs represent 'relevant Others' who can :
influence our decisions. A review of the literature suggests that
several 'relevant Others' may frequently be involved in a given
situation. |

(ii) Sampson (1980) continues 'Fishbein's other major contribution

was to focus on saliency. Previously it was commonly assumed
that all product attributes/attitude scale items were relevant
for all respondents, although their relative 'importances'
might differ.’

The proElem then became how to translate this into a marketing context

and work out a detailed methodology for elicitation. This first required
an understanding of Fishbein's formulation and the concepts behind it.
There are eight important points to be considered-

(i) For all elements of the formula, the focus in elicitation has to

be on the purchase 'act' and not on the 'object' (brand or product).
This 1s because we are trying to predict purchase intention and
ultimately purchase behaviour and 'within our conceptual framework',
Fishbein (1975) states, ' we assume that behavioral intentioms

are the immediate determinants of the corresponding overt

behaviors' (ie purchase).

(ii) The focus must be identical for all elements of the formula, or
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at the same level of 'specificity' or correspondence. As Tuck
(1976) says: 'this point is of particular importance to market-
ing. Overall attitudes to 'beer' will not necessarily have any
relationship to the behaviour of 'ordering a Double Diamond in
the pub on the cornmer when I go out for a drink tonight'....
Fishbein's theory can deal with both sorts of intentions; but
only if all subsidiary measures are taken at precisely the same
level of specificity as the behaviour it is wished to predict...
This is extremely important in the application of the theory and
can often be overlooked.' Indeed it must be one of the first
problems to be sorted out in any survey because elicitation has
to be related to the appropriate specific behaviour. This may
not be an easy problem and may require some exploratory work as
Keenan (1976) found. Quoting from Tuck (1976) Keenan's elicitat-
ion questionnaire was as follows:
1.'Can you tell me what you think about joining the WRAC? Just
any ideas or views you have about joining the WRAC?
2. What do you think about making the WRAC your career?
3. Do you know anyone who thought you should join the WRAC?
4. Do you know anyome who thought you should not?' 1
Tuck continues 'Some explanation of the above questionnaire is
needed. I have stressed that beliefs, attitudes etc. should be
measured on precisely the same level of specificity as the
behaviour one wishes to predict. Why, then, did the questionnaire
ask about 'joining the WRAC' and 'making the WRAC your career'
when the action it was wished to predict was 'leaving the WRAC'?
The reason shows the hazards of applied research.' The sponsors
of the research (the Womens' Royal Army Corps) felt that it would
not be right to ask girls who had just joined the Army to consider
'leaving the Army.' They were not willing to allow the question
'what do you think about leaving the Army?' to be asked. After
some pilot work Keenan found that the actions of 'leaving the
Army' or 'joining the Army' were very close within the first six
weeks of entrance to the Army. She therefore decided to specify
the behaviour in which she was interested as 'joining the Army’
or 'not joining the Army'. Howevar, she was not entirely sure
that this would be the best wording, so a second concept ‘'making
the WRAC your career' was included to see if this elicited a

different set of salient beliefs, or if the set of salient beliefs
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it elicited would differ over time. As Tuck says, 'Keenan's
procedure here is a good example of how a researcher cannot
always prbceed by rule of thumb... The essentials are to elicit
beliefs about the act to which one is later going to measure
attitudes and monitor behaviour, and to elicit on the same
level of specificity throughout any study.'
“(1iii) As mentioned previously both the attitudinal and the normative
beliefs have to be elicited to be salient to the 'act.'

Fishbein defines a salient belief as one that is a primary

determinant of attitude. As Fishbein (Esomar, 1971) says, 'if
we really wish to know the determinants of attitude we have to
know the person's salient beliefs...Saliency refers to the
fact that the respondent is aware of or conscious of the attribute,
that it is on the 'tip of his tongue.' In other words, it has
a high probability of being elicited by the respondent. Notice
this is similar to what 1s meant by belief strength. That is,
the strength of a belief refers to the strength of the aésociat-
ion between the product and the attribute. If something has a
high probability of being elicited, there is a strong relation-
ship. The problem is that not all 'strong' beliefs are salient.
More specifically, if I consider only the first five to nine
responses a person makes, there is almost perfect correlation
between the order in which these responses are elicited and
some independent measure of the strength of these beliefs,
However, a person may hold other 'strong' beliefs which are
not salient. For example, I may strongly agree with the state-
ment that 'Brand X is nutritious' even though I don't normally
think 'nutritious' when I think about Brand X. Thus, belief
strength per se will not serve as an indicant of salience.'
There are several important points in this quote:
one, an.indication that salience is quite a complex concept; .
two, that there is probably a hierachy of beliefs from the
least to the most accessible for retrieval and the
latter are more likely to be the salient beliefs;
three, that salient beliefs are likely to be found within
the first five to nine to be elicited and
four, that belief strength is not'necessarily an indicant

of salience. This point is very important because
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it means that salience is something other than a
measure of importance and that belief strength cannot
be an external criteria for validating whether a given
set of beliefs are salient or not. This argument will
be further explored later in this chapter.

Point three above, relates to research done on attention
span and information processing by Miller (1956) and |
others. This suggests that an individual is only able

to process 'seven, plus or minus two' items at a given
time . On the basis of this it has been argued that

at a given time no more than 9 beliefs determine a
person's attitude; or at least a.smaller rather than

a larger number.

(iv) Fishbein further argued at Esomar (1971) that salient beliefs

should be elicited in a'free-response format' by which he meant

'asking the subject to describe the attitude object..he could

be asked to list 'the characteristics qualified, and attributes

(Zajonc, 1954) of an object...or he could be asked to list the

consequences of performing some behaviour.'He also felt that.

elicitation should probably stop after the first 5-9 items, on

the assumption that any further items might not be salient. He

had to admit that 'recommending the use of the first five to

nine items is .. merely a rule of thumb', as it is impossible

to determine when salient beliefs stop and non-salient beliefs

are produced. The problem is further complicated by the fact that

the elicitation procedure itself may elicit a dormant belief which

now becomes salient. As working methods Fishbein suggests using:

- the first few (5-9) beliefs of an individual, or in the case of
a sample the use of

- 'modal salient beliefs' which could be

- the 10 - 12 most frequently mentioned beliefs,

those beliefs which exceed a certain frequency,

or use as many beliefs as necessary to account for a
certain percentage of all beliefs.
(v) At the Madrid Esomar seminar (1971) the problems of obtaining an

operational definition of saliency and the correct phrasing for

the elicitation questions in marketing research were examined in

further depth.by marketing researchers. Tuck stated that 'for

purposes of mass survey work...it is necessary to establish...
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'modal salient beliefs' ie those beliefs which are most frequently
present, across time and across different people, for any given

' She continues 'for most attitude objects, to

attitude object.

which a great number of people relate,'there is surprisingly

little difficulty in establishing modal salient beliefs which

accountfor at least sixty per cent of all beliefs elicited.'

The Horlicks study presented by Bruce (1971) at the seminar,

used as its elicitation technique free response to the simplé

question 'can you tell me anything that comes into your mind

when thinking about drinking Horlicks?' This simple question seems

to have worked, for the answers produced differences between user

groups which were acceptable to those with experience of this
market. Fishbein's own comments relating to saliency at the

seminar made the following points:

- there is no known way of obtaining salient beliefs apart from
direct elicitation;

- he prefers a simple elicitation procedure; both Kelly Grids and
group discussions can make things salient that may not have i
been salient before as well as reveal non-salient items.

Cowling in 1973baddressed himself to the problem of the correct
phrasing of elicitation questionms in.marketing studies., He called
his method 'Elicitation Procedure' and it took the following format:
'Brief check questions are asked to ensure the respondent falls
within the target group, dand to determine that she is a buyer of
the relevant product/brand. Then she is encou:agéd to put herself
into the situation of buying that brand (ideally this should be
done as near to the purchase decision as possible, and if possible
the question should be asked at the buying point). Next he/she is
asked a series of non-directive questions, such as:

Q. What comes into mind when you think about buying...?

Q. When I say to you buying...what does it make you think of?

Q. Is there anyone you know who might like or dislike you to buy..?’

In the light of experience this has been amended by Cowling

and he claims five basic advantages for the technique:

1. 'For similar expenditures, one can obtain-quantitative assess=—

ment of the proportion of consumers for whom the attribute is

relevant, ie it allows more bbjective decisions on what attributes
to validate. | | \

2. It concentrates on the purchase or the usage decision rather
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than overall brand image; hence the attributes elicited are.
likely to be those relevant to the reasons for choosing the

© product or brand. We believe this.reduces the risk of including
irrelevant attributes in the validation questionnaire.

3. It avoids the problem of asking respondents what is important
to them - and so hopefully minimises the elicitation of attributes
to 'justify' or 'rationalise' purchase behaviour.

. 4, It gives assessment of the importance of brand image to the
buyers, ie is the purchaser's attitude towards the brand particularly
important to the decision, or is it influenced by social normative
factors (ie the perceived attitudes of other people)?

5. It yields differences between brands even at the preliminary
stage. It has done this in markets, where quantitative techniques
have failed, suggesting it is a more subtle method of eliciting
brand choice factors.'

Tuck summarised the position reached in 1976: 'Salience is
given a precise operational definition. Salient beliefs are the
first beliefs which a respondent produces in answer to an open-—
ended question such as 'Tell me what you think about (the act in
question).,' The respondent is thought of as being his own best
reporter on what beliefs are important to him, or what beliefs
he ought to take into account in a given decision. He is simply
asked to list the first beliefs and associations that come to mind
about a given act, in a 'top-of-the-head' unconsidered way.' She
illustrates this from Keenan's (1976) study: 'But for survey
research purposes we cannot easily deal with a set of widely
differing individual salient beliefs. Hence it is usually
necessary to see if there is a set of 'modal salient beliefs',
ie salient beliefs common to all likely respondents. This is
done by administering and analysing an 'elicitation questionnaire’
to a population similar in structure to the population on which
the research proper is to be carried out.' '

The problems associated with the sample-to be used for elicitat-
ion research pointed out by Tuck will be returned to below.

(vi) It is clear from the above that Fishbein and those concerned with
marketing studies (Cowling, Tuck, etc) favour the use of modal

salient beliefs. This method of analysis has also been employed

in social research studies (e.g. Keenan, 1976; Ryan, 1974;

Hackman and Anderson, 1969). The basic premise underlying this
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technique is consistent with the argument presented by Mitchell
(1971) that the appropriate unit for analysis for determining
needs and wants of groups are those individuals conprlslng
the groups in question. This implies a certain amount of
homogeneity in the groups and in marketing terms this means
individual usership groups have to be examined. This was done
by Bruce, for example, in his Horlicks study (Esomar, 1971).
This is clearly in line with marketing thinking as brands or
products are marketed to groups and not individuals.

(vii) However, others (Towriss, 1979; Durand, 1975; Wilkie and
Weinreich, 1972; Bass, Pessemier and Lehmann, 1972; Hansen,

1969) have argued for the use of the salient beliefs of

individuals, even within a marketing context. Wilkie and
Weinreich (1972) tested two situations; one, where both the
type and the number of attributes was permitted to differ from
regpondent to respondent and two, where both type and number
were the same for all individuals. They inferred that the two
approaches could make a difference in terms of cost, predictive
efficiency, diagnosis of attitudinal structure and perhaps the
assessment of saliency. And reviewing the wider research
evidence to date, they conclude 'complex problems remain...
in the sense that hard theory on attributes in the consumer
context is incomplete. Empirical potential is limited because
of the necessity of trading off theoretical gains (e.g. allow-
ing for individual differences through removal of structure in
measuring instruments and/or allowing differing number and |
types of attribute inclusion in the model) against practical
losses (e.g. difficulties in ceding and assembling data and/or
summarising the results). In addition, all results and
conclusions with the (Fishbein-type, present author)
modelare interdependent. Empirical study of issues such as
salience or number of attributes are forced to rely upon
predictive tests which assume control of all other issues of
the model. As these other issues are discussed it should become
apparent that theoretical development is preferable.’
(viii) Most of the academic research using the Fishbein model has

probably been carried out on relatively homogeneous groups

like students. This reason, plus the high interest of most of

the subject matter to the individuals concerned, are probably

39



twe major reasons, according to some workers in the field
(e.g. Sampson and Harris, 1970), why the model has worked
well in this context. In marketing studies the use of relatively
homogeneous samples and subgroups should help towards greater
internal consistency and overcome some of the problems which
users of individual salient beliefs have seen. Moreover,
whilst consideration of brands may not always be a high
interest area to consumers, advertising does produce a certain
amount of stereotyping of beliefs and this may make the use
of modal salient beliefs much less of a problem. As Tuck (1976)
points out: 'It is worth mentioning here that if an elicitation
study does not throw up a clearly dominant set of modal
salient beliefs, then further studies must be carried out
before continuing to Stage II. The usual cut-off point taken
is that the beliefs selected for the final questionnaire must
account for at least sixty per cent of all recorded responses.
If this is not happening, the spread of ‘individual salients'’
is so wide and idiosyncratic that the topic is not suilted to
survey research techniques without further breakdown into
sub-samples with more similar salients. In research on the
usage of any advertised product, salient beliefs are almost
always more stergotyped than on research into non-advertised
products. Usually five to seven modal beliefs will account
for seventy per cent of all recorded responses. Advertising in
all probability works through controlling respondents salient
beliefs about using a product.'

3.2.6. Information Processing

Bettman (1970,1979), Palmer (1973) and Palmer and Faivre (1973),

Palmer and Sampson (1972) and others have investigated an information
processing approach to consumer behaviour. McGuire (1970) in a review
article on 'The guiding theories behind attitude change research' described
t

this as 'a theory for the 1970's.' These researchers use the words

N

'decision protocols' instead of elicitation. Bettman (1979), after review-
ing a number of familiar techniques used in the decision protocol
interview (including observation by video, following by detailed 'why'
questioning), stipulated only that 'it would seem that the processing
required by the questioning method should be maximally congruent with

the processing used by consumers in the actual choice task one wishes to

study.' Palmer and Faivre (1973) explain that (a) the individual is the
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unit of analysis at this stage and only later on may data from similar
individuals be aggregated; and (b) 'a functional approach will focus on
the limited set of variables thgt are relevant to the particular behaviour
under study.' These would represent a basic, essential list to be separated
from elaborations based on such a list: 'For example, one may be asked

the extent to which 'Harold Wilson is kind to his family' - but nobody
really knows whether Harold Wilson is kind to his family or not. Our
attitude to this statement will be derived from what we associate with the
term Harold Wilson. Such attitude is constructed from essential list
elements which we would do better to measure directly.' Similarly, these
researchers suggest that highly evaluative attitude items (e.g.

good taste) represent a processing of such = basic list information and
that information processing theory could help distinguish betwéen basic
and processed items. However, it is clear that data input methodology is
still being developed (e.g. Sampson, 1980) and that many different

methods are being used. As Palmer (1973) states: 'I sometime use a free
response technique which simply asks the réspondent to describe the

brand to me. However, too many respondents appear to answer in evaluative
terms - it's good, it's bad, etc. These answers are the result of certain
list processing; they are not the lists themselves., An alternative set

of questions has been suggested by Antony Cowlino, he suggests we ask,
'What comes to mind when you think about buying..? And, when I say to

you buying..., what does it make you think of?' It seems to me these
"‘sorts of non-directive questions should get at the raw content of these
lists.' And he continues, 'l do not know to what extent we will be
successful in retrieving the content of very subconscious lists. If we
cannot we will have to rely on the output processes which can access

and operate on these-lists. Lists governing what we believe and what we
want may well fall into this category. I have tried to measure what

people want from a product by getting them to do certain list processing
in response to the question, If (the product) had...characteristic, would
this be a good or a bad thing?' These quotes have been given in full and
although the language is new, after studying the Fishbein approach, the

basic method does not sound altogether unfamiliar.

3.3. ANALYSIS OF DATA
Most writers agree thatthe elicitation techniques reviewed above,

require careful content analysis. Frequently this is undertaken by one

or more people who helped conduct the elicitation interviews as they
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already have a good understanding of the issues involved. If one person
does the analysis there is consistency, if more than one, a particular
person's perception of the material may be balanced by the input of the
others (Towriss, 1979). More complex methods of analysis, like linguistic
coding (McDonald, 1973), have not been widely used in this context. One
reason for this can be attributed to Fishbeinian type of elicitation;
this produces material which is easier to handle than the vast amount
produced by conventional methods, also the data is recorded for each
brand separately and the items are also listed in the order in which they
occur to respondents. It is therefore easy, for Fishbein data,to simply

draw up frequency lists for the sample to obtain modal salient beliefs.

3.4. PREPARATION OF ELICITATION DATA FOR SURVEY 1JSE

Lists of items may be generated by various techniques (section 3.2.),
but all lists are edited, so that the items are expressed in the most
meaningful ways possible as well as appropriate for either bi-polar
semantic differential scales (Osgood et al, 1958) or agree~disagree scales,
on which these items can be endorsed in subsequent stages of the research.
Prior to the elicitation of salient beliefs, these lists could be fairly
exhaustive as each of the hypothesised belief dimensions could be
represented by several belief items. This was necessary in those cases
where a single item could have meant different things to different people
and also because more items could be needed when attempting to measure an

attitude dimension indirectly. As Lunn (1969) stated '

we cannot ask a
housewife directly if she is economy minded, but we can obtain information
indirectly through her endorsement of such items as 'A good housewife
always buys the least expensive kinds of food' and 'You should always use .
up leftovers.' Ajzen and Fishbein (1980) also suggest that the traditional
belief items produced in marketing studies were usually 'evaluative
criteria,' which consumers employed in their purchase decisions. They
related to the extent to 'which the different brands are satisfactory with
respect toeach criterion and to choose the brand they believe best meets
their criteria.' These evaluative itemsthey felt were usually of a general
nature, applicable to all brands within a product class. By contrast, the
Fishbein method, as it elicits by brand can point out that different
salient beliefs attach themselves to different brands. They concluded,
'interestingly,.however, the measure of satisfaction with respect to a
given attribute appears to tap much the same information as the belief

gtrength and attribute evaluation measures within an expectancy-value model.'
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The next stage in the traditional approach, was to reduce the total
list and confirm or reject the groupings of items under the dimensions,
which had been hypothesised by the researchers at the elicitation stage.
This was done usually with the help of factor analysis (factor analysis
with rotation rather than princibal component analysis). Ajzen and
Fishbein (1980) indicate that a second method of reduction was also used.
This consisted of attempting to identify those beliefs which best
discriminate between buyers and non-buyers. As in their view, the traditional
lists included both salient and non-salient items, both reduction methods
could eliminate either of the two types of belief. They say 'not all
salient beliefs discriminate between people who perform a given behavior
and people who do not..two of the most salient beliefs about the Rolls
Royce are that the car is both expensive and prestigious. However, those
attributes would not distinguish between buyers and non-buyers, since both
groups of consumers would agree that the Rolls Royce is expensive and
prestigious.’

With the Fishbein approach the elicitation data are obtained from /
each individual by brand and subsequent analysis gonsists of a frequency
count by brand for a relatively homogeneous sample.All the individual
data are aggregated. A few researchers (Towriss, 1979; Wilkie and
Weinreich, 1972; Thomas and Tuck, 1975) have, however, worked on individual
data., Some editing is then usually required, as two individuals can
express the same idea in slightly different words. Clearly the judgement
of the'interviewers'comes into play here and great care needs to be taken.
Ajzen and Fishbein (1980) concern themselves with the problems of editing
and provide some common sense rules. Firstly, they suggest that when two
belief items appear in a modal set,which possibly differ in semantics
only, the researcher can go back to the individual raw data. If both items
are listed by individuals, the chance is that they are different; if not,
not. Similarly , they have grouped together relatively minor beliefs into
a more general category and used the latter as a belief statement (e.g.
'when taken together they suggest a salient belief in the population
concerniﬁg the side effects of using birth control pills. In order to
capture this belief, a statement such as 'my using birth control pills
leads to minor side effects' can be included in the modal set.') Further
editing is then called for in the case of the bi and a, statements so that:

- they are appropriately phrased for the rating scales on which they

are to be endorsed at the next stage of the survey and

~ the 3 scales are a true relection.of the bi scales from the point



of view of correspondence between all items of the formula to be
predicted.For e.g. in the beer sample of this research some of the
specific items were expressed identically both as bi and a; items:

' In another

'buying the beer which says'what we want is Watneys.
instance the bi statement took the form 'buying the beer with the
red barrel' the a, statement 'buying the beer which reminds me of a
red barrel.' This small Chgnge in the a; wording made it correspond
better to a final scale, which read, 'like very much-dislike very
much' and also; of cpurse,'the beer does not come in a red barrel.
The red barrel is purely a symbol.
As the total number of items produced by Fishbein elicitation is
smaller than that produced by more traditional methods, Fishbein would also

claim that no reduction with factor analysis is necessary. Indeed it would

remove salient items from a list believed to consist only of salient items.

3.5. THE IMPORTANCE OF BELIEF ITEMS

When presented with a list of belief items marketing men always ask

one question: 'which are the important ones?' perhaps with a view to
majoring on them in their advertising. As we have seen the traditiomal
approach tried to obtain an answer with factor analysis and other methods
(to be reviewed); Fishbein has stressed that importance is not a relevant
concept in his theory. As Cowling (1973) says 'the questions do not ask
for 'reasons for purchase' or for 'importance dimensions.' The respondent
has no reason for thinking that we wish to discover 'why be huys a brand' -
no pressure is placed on him to justify or rationalise his behaviour.'

Sampson and Palmer (1973) and Sampson (1977) have looked at the
importance issue and how it has been dealt with. Their conclusions are
briefly reviewed here, as they will be referred to in subsequent chapters.
Also reviewed wi{l.be the work of other researchers.

“

3.5.1. Multivariate Techniques

Reviewing multivariate analysis techniques for reducing lists of
beliefs Sampson and Palmer conclude that: .
(i) beta weights in multiple regression analysis 'are not measures
of importance'; 4
(ii) a variable in discriminant analysis 'may be shown to 'discriminate’

but this is not to say that the variable is important;'’

‘as

(iii) using the automatic interaction detection (AID) technique
a means of inferring the importance of an attitude dimension

. or an attribute is dangerous.'
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(iv) In other contexts (Boss, 1971) multiple classifactory analysi§
(MCA) had worked in terms of importance, but Sampson and Palmer
conclude 'we do not think that it is able to solve the problem.'

(v) The most popular technique, factor analysis, has three drawbacks

in their view: ;

- 'the order of obtaining factors (ie factor I, factor II etc)
according to the amount of variance accounted for is not a
measure of importance;

- for any one factor, factor loadings - the correlations of test
variables with factor vectors, are not measures of the importance
of the items constituting that factor;

.= factor scores - the actual scores of people obtained from a
linear combination of variables have nothing to do with importance.’

These authors have considerable experience in this field within a marketing
context and so their views are worthy of some attention.

3.5.2. Fishbein's model

Fishbein does not speak of the importance of beliefs in his model,
although many have been mistaken on this point (e.g. Joyce, Esomar 1971;
Glassman, 1971). In 1971 Fishbein observed:'The model, however, does not
consider importance judgements....importance judgements are unrelated to
attitudes and intentions...indirect attempts to assess importance by look-
ing at correlation or regression weights..are not inappropriate but mis-
leading...if a produqt has a positive characteristic I consider important,
shouldn't this make me like the product more than if it has a positive
characteristic I consider unimportant? The answer to this question is
essentially 'yes', but in an indirect sense. First, it should be noted
that whenever attempts have been made to include importance judgements
in the model (ie to change the model fromZBiai to SBiIiai), the predictive
power of the model actually decreases. However, people will tend to have
strong beliefs about (more knowledge of?) attributes they consider
imbortant than those they consider unimportant and/or their evaluation
of important attributes will tend to be more polarised (either positively
or negatively) than their evaluation of unimportant attributes. Thus, in
a sense, the ZBiai_model does pick up 'importance.' Since the Bi and a,
scores will tend to be more polarised for an important attribute than an
unimportant attribute, that Biai score will tend to be large apd thus it
does contribute more to the total attitude. However, the absolute magnitude
of a given Biai score cannot be considered as a 'true' indicant of

importance, since the B,a, score associated with some 'important' attributes
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may be relatively low, while the Biai score associated with some 'unimportant'
attributes may be high...I do think that this approach is much more
reasonable than procedures that use correlations or regression coefficients
as indicants of importance.'
Wilkie and Pessemier (1973) reviewing the evidence to date, say that
Day (1972) gives 'five reasons why importance ratings may not represent
salience.,Sampson and Harris (1970) tested the rank order of fourteen
attributes' actual correlations with affect against stated importance
ranks and report a Spearman rho correlation of ~.06...Wilkie and Weinreich
(1972) (also) report empirical model results supportive of this contention.'
Cohen, Fishbein and Ahtola (1972) comment that an importance weight
was never part of a Fishbein equation and that if importance was defined
as prominence (Zajonc, 1954) or incorporated as an additional variable
into the model, its predictive valfdity is lowered (e.g. Fishbein and
Ajzen, 1972; Kaplan and Fishbein, 1969).Research which made an attempt
to incorporate importance weights into additive utility models (WAU) was
reviewed by Moinpour and Wiley (1972b) and they came to a similar conclusion
(e.g. Cohen and Houston, 1971; Moinpour and MacLachlan, 1971; Sheth and
Talarzyk, 1970/1972).
3.5.3. St. James Model

A model frequently applied in the UK to deal with importance was the
St. James model (Hendrickson, 1967 and 1970; Hendrickson and Willson, 1972).
Importance in this model is calculated in terms of a brand's particular
score and its distance from the ideal brand. In practice, the author has
found, that an ideal brand is a very difficult concept for consumers
although Marchant (1972) disagrees. According to Sampson and Palmer (1973)
the assumptions behind the model for estimating the importance weights
are as follows:

- 'That as 'dissatisfaction' with any brand in respect of an important
characteristic varies, so will probability of purchase. The relation-
ship itself will, of course, be inverse.

-~ That any persons's 'dissatisfaction' with any brand in respect of
any characteristic may be estimated by the absolute difference
between that person's rating of the brand and of the ideal of the
characteristic.

- That probability of purchase may be represented as a linear function
of the ranked preference for the brand as measured by a series of
paired preference questions.

- That the importance of any particular characteristic may be represented

3
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as the proportion of variation in probability of purchase that can
be explained by variation in 'dissatisfaction' over all brands.

- That we may reallstically assume the stréngth of the relationship
above may be assessed as the square of the product moment correlation
between the variables.'

They continue, 'thus for each person we have

X. = rating of the jth brand along the ith scale
i =1,....,n scales

= J,....,m brands .

[

x.* = rating of the ideal brand along the ith scale

y. = preference rank order of the jth brand (Derived from an

) (mxm) preference rank order matrix Y)

Dij = person's dissatisfaction with the jth brand along the ith |

scale (defined as lxi* - xij')'
e = error term
The model itself is:
n
Yj=(Vi2.:‘ I;D;;) * e
and the importance weights I, are the squares of the average correlation
coefficients between Yj and Dij for all brands and all consumers. The
squares of the correlations are then scaled to an average of 1.0 for easy
interpretation. These standardised values are called 'importance weights'
and although no more than fairly weak ordinal measures (ie 1.6,0.8,0.4)
they are often used as ratio scale measures (ie 1.6=2x0.8=4x0.4 and
so on). It is wrong to do this.'
And they conclude 'The St. James' model method of deriving importance is

an indirect approach based on correlation...it is, we believe, quite

wrong to impute importance on the basis of correlation coefficients.'

3.5.4. Other Importance Measures

Sampson and Palmer (1973) recommend inferential analysis as a
possible contribution towards estimating importance. As an example they
state 'the greater the difference between regular brand rating and ratings
for other brands, so the more the attribute contributes to brand choice.'
They also believe information theory has something to contribute to the
importance issue. This leads us to consider micro-behaviour modelling and
trade-off analysis (Westwood, 1973) where according to Sampson (1977)
'the utilities themselves, so it is claimed, provide an accurate reflection
of what is 'important' in attribute terms,'

Importance has been a great problem for researchers; Fishbein regards
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it as extraneous to his model. Yet as Chapters 5 and 6 will indicate it

is not an issue which has been solved.

3.6. PROBLEMS HIGHLIGHTED IN LITERATURE REVIEW

The main problems highlighted in this literature review are summarized
below, together with the ways in which they were dealt with in this research.

3.6.1. Elicitation Techniques

Techniques used for eliciting beliefs prior to the application of
Fishbein's method did have considerable problems and these were outlined
above. Fishbein's method, by contrast, has a lot to recommend it, both
conceptually and in practical terms. Conceptﬁally,the technique goes
beyond others in a way useful to marketing studies; it picks up‘determinant
beliefs within.the limits of‘éurrent.understanding and these relate to the
behaviour we are trying to predict. In addition, by eliciting beliefs at
the level of specificity we wish to predict, Fishbein regards the importance
issue as irrelevant to his model. As the number of belief items produced
by Fishbein's technique is smaller than with other techniques, it is
certainly less critical. In practical terms, Fishbein's technique is
relatively cheap and quick to apply and it has therefore been used and
extended in this research. A major problem remains in the lack of suitable
outside criteria against which to measure the salient beliefs obtained in .
a particular study.

3.6.2. Specific Wording Of Elicitation Technique

Many studies reviewed (both in this chapter and chapter 2) do not
enter into the problems of elicitation, nor do they give many details
about the method used. This lack of interest is regrettable for as was
pointed out earlier, elicitation is of fundamental importance in determining
the qualit§ of the input data. Also usually little is said about the wording
of the elicitation technique used; the details of the wording used in this
.resqarch are given in full, later on in this chapter. It cannot be argued,
that this is a great improvement on what has been found in the literature;
but it is hoped that a specific aspect of it (e.g. the element of game)
is a small improvement. However, the research has applied the wording
consistently and virtually simultaneously to three markets and 20 brands;
a level of complexity almost unique in thereported marketing studies using
Fishbein. Moreover, in the literature review the point was made that
elicitation has to be carried oué at the same level of specificity and
this has again been achieved in this research, by emphasising the next

purchase occasion.
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3.6.3. Moderator for Elicitation ,

The elicitation 'interview' may be carried out by the researcher
alone, by the researcher and interviewers or only by interviewers. Many
studies reviewed do not pay great attention to this point and the methods
vary considerably. In this study elicitation was undertaken solely by
the researcher (in the cigarette study and with some help, trained by
the researcher, in the studies relating to drink) and this must aid
consistency across the results.

3.6.4., Individual Interviews vs. Groups

Most of the studies in the literature employ individual interviews
for eliciting belief dimensions; some use groups. In this research a
technique called 'individuals in a group setting' was developed. This is
new, attempts to utilise the advantages of both individual interviews and
groups, appears to be viable and has important economic implicationms.

3.6,5. Classifying and Editing Elicitation Data

Most writers do not give details of the ways they classified or
edited beliefs. For example, in editing it is sometimes argued that
'several heads are better than one' (Towriss, 1979), but in a situation
where semantic difficulties have to be resolved, it is argued.here, that
a single person doing both the elicitation and editing is more satisfactory.
This person understands what took place during elicitation and can
therefore resolve semantic differences more easily. It is believed that
this method was another small advantage for the total technique used in
this research.

3.6.6., Analysis of Elicitation Data

The literature review indicated that for marketing studies modal
salient beliefs were more appropriate than salient beliefs analysed by
individuals. In fact this study went further and established market modal
beliefs; these will be defined in section 3.7. A pre-requisite for the
development of modal or market modal beliefs is that the groups on which
the research has been carried out have something in common. This makes
sampling for elicitation work very important.

3.6.7. Sampling for Elicitation

Most of the academic literature employs stuéent samples and not
consumers; this makes their work of limited use in marketing (e.g. Respik,
1974; Ryan, 1974; Mazis, Ahtola and Klippel, 1975). In this research
real consumers were sampled; they represent homogeneous groups (e.g.’
smokers of a particular type of cigarette and respondents who bought both

beer and lager for drinking at home); and the samples used were large.
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This gives better validity than with some of the small samples encountered
in the literature.

3.6.8. '"Importance' issue

Ajzen and Fishbein (1980) point out that traditionally marketing
studies produced ,

- evaluative criteria relating to the satisfaction with the brand,

not salient beliefs; and ,
- so many evaluative criteria, that they searched for an importance
measure, to reduce the total list.
They comment: 'the measure of attribute importance is extraneous to an
expectancy-value model.' This point will be more fully discussed in
Chapters 5 and 6.

The second part of this chapter examines in detail the elicitation
methods used in this research into three markets (subsector of the
cigarette market, take-home markets for brewers' beers and lagers),
reports on the main conclusions, as well as on the problems remaining

for future research.

3.7. FIRST DATA SET - SUB-SECTIOR OF CIGARETTE MARKET

3.7.1. Data Collection

The sponsoring company indicated that the market sector should be
defined by 10 brands: brands A-G which are included in the validation
stage of this research and three minor brands. Knowledge of the market
suggested that for elicitation, the sample to be contacted should consist
of . - .

- about 200 people who smoked any of the 10 brands 'most frequently’

or as a second brand ‘

- approximately 50% men and 50% women

- include smokers from both the north and south of the country in

the right proportions and

- consist of a good sample of adult smokers of this type of cigarette

by interviewing throughout the day.
The 200 respondents were interviewed in approximately 12 groups of éixteen

people at a time: using the 'individuals in a group setting' method.

Together as a group respondents were taken through the elicitation form
question by question and they filled in the answers themselves without
reference to their neighbours. This method ensured that the instructions
on the form were easily understood and followed, so that many individuals

could, on their own, complete the task simultaneously and in a relaﬁively
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short time. This approach was fully piloted, was economical and there
was no reason to suspect that the data obtained was different from that
obtained from respondents 'interviewed' on an individual basis.

As can be seen from the elicitation form, Appendix 3(i),smokers'
attitudinal beliefs were elicited first and their normative beliefs second.
Respondents were asked first for their beliefs about their own one or two
brands (for which salient beliefs, it was thought, might be better
established) and then for the remaining brands. The order of asking was
alternated between the groups, with each order clearly displayed in front
of respondents. For this purpose large mock ups of the packs of the ten
brands were used and respondents worked though the order displayed from
their left to right. This explains why on the elicitation form part of
Question 7 reads '"Now, going from left to right, pick out the first brand
about which you have not written anything as yet.' Normative beliefs were
elicited in general (NB) and specific norms (SNB) were elicited for all
the company's brands, with the questions about the remaining brands being
asked ac¢cording to the design shown in Appendix 3(ii).

This elicitation method was the result of careful pilot work and it
produced many features that were interesting and new:

(i) The research showed that respondents from a fairly wide age and

social class distribution, spread over two contrasting regioms,

could produce beliefs by answering the simplest of questions.

For brand beliefs 'what comes into your mind when you think of
(next) buying ...brand?' For normative beliefs, 'please imagine
for me what sort of people would think that you should (next)
buy...?

(ii) It was also felt that their task was made easier because it was
presented to them in the form of a game. For example, Question 5
read 'could you help me by doing a bit of imagining. Imagine
you are going out to buy your next packet of..(subsection of
cigarette market).Imagine that you are buying the brand which
you buy most often (which is...) Thinking of this brand, what
comes into your mind when buying it?' Also, their co-operation
was obtained, by asking for their help. Respondents were all

interested in this product field and this helped to motivate

them to undertake the reseach task, as well as the other features :-

just mentioned. \

(iii) The task was undertaken in a group setting; this was an important

factor in establishing the right atmosphere for a ‘game'. There
g
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were 16 members to a 'group' and this number was used largely

because it produced an efficient and economical fieldwork

situation: 200 individuals made approximately 12 groups;

each group was large enough for the 'game' to be played and

yet small enough for each individual to see the brand mock ups

and to produce beliefs for each brand within a very short time
~span of the other individuals in the 'group.'

(iv) This last point is important because it suggests that salient

' beliefs were obtained which were 'top of the head.' Also as
Fishbein had suggested,the technique persued should be a free
response situation, and this was the case in this research.
Added to this a timing which even in a group setting was 'top
of the head’', would suggest that the beliefs obtained in this
study were salient.

(v) In the pilot another question was explored. To make the behaviour,
specific the elicitation questions could be made to relate to '
the next purchase occasion or, the Company suggested, to smoking
the brand in the company of other people. At the time it could
have been possible that cheaper cigarettes were smoked in private,
rather than the more expensive cigarettes from this market sector.
This proved not to be the case and the next purchase situation
was majored on,

3.7.2. Analysis and Results: Attitudinal Beliefs

Respondents were asked to record beliefs in the order in which they
thought of them. In almost all cases, less than seven items were produced
per brand, per individual. This would support that the elicited beliefs
lie within the tolerance defined as salience.

For the total sample frequency lists were prepared separately for
each brand. The area differences for both attitudinal and normative beliefs
were small, Therefore the results for the north and south were combined.
The same was true of male/female differences.

Next, the frequency lists for the brands were combined to produce

salient beliefs for the total sample: called market modal beliefs in this

research., This goes beyond Fishbein's method. Fishbein would have taken
the modal beliefs for each brand and applied them in subsequent research
and each brand might have had the same type and number of beliefs, or not.
Market modal beliefs used in this research were developed as follows -
One, as stated, the indi&idual brand beliefs (e.g. strong, strong

and harsh, etc) were added together across all the brands;
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Two, in the total column beliefs of similar meaning were grouped
together into 'dimensions' (e.g. strong, strong and harsh, etc.
were grouped together under strength. This gave 8 dimensions:

. strength |

price/value/bargain

.

taste/flavour

satisfaction/pleasure to be obtained from cigarette

. packaging

O U B WN e

. physical characteristics of cigarette (e.g. length, tobacco, etc)
helping to increase its reputation and/or increase its popularity,
social acceptability

7. promotion incl. sponsorship

8. some lesser categories.

The first six 'dimensions' represent at least 607% of all beliefs

mentioned by the total sample; this was the definition of saliency .

used in this research. Looking at Ajzen and Fishbein (1980) this

is quite a stringent definition; they comment 'perhaps the least
arbitrary decision rule is to choose as many beliefs as necessary
to account for a certain percentage (e.g. 75%) of all beliefs

"emitted.' The 'dimensions' were in line with company thinking and

the rank order was most interesting to them; it confirmed that area 2.

above, was becoming very dominant in this market sector.

This grouping of beliefs under 'dimensions' was largely under-
taken because using real consumers, each belief 'dimension' was‘
expressed in a wide variety of ways (e.g. strength: strong, strong
and harsh, etc), both negatively (e.g. weak) and positively (e.g.
strong, the right strength). R

Three, within each 'dimension' the dominant beliefs (in terms of

frequency of mentions) were picked out to represent the
beliefs for this sub-sector of the market:

1. strength: too strong and harsh

2. price/value/bargain: reasonably priced

buy it only when on offer
3. taste/flavour: taste/flavour
4, satisfaction/pleasure to be obtained from cigarette:
a pleasant cigarette .
a satisfying, sustaining cigarette
5. packaging: attractive pack

6. physical characteristics etc: OK to offer around
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reliable name and reputation
a cigarette to be seen with
increasing in popularity.

Four, this list of 11 salient beliefs appeared to be a true réflect-

ion of the meaning of the elicited material. This list was
compared with the lists produced by each brand (Fishbein's
method) to check if any particular brand had a salient belief
(60%+of all mentions) that was not included. This analysis
suggested that the salient beliefs for the brands were similar
and only one brand (Brand G) produced an important item of its
own: sports sponsorship. This belief was not included for this
brand only, as it was of little interest to the company.
Therefore THE MARKET MODAL BELIEFS FOR A GIVEN BRAND consist of

1. the beliefs salient for the total market sector to which it belongs &,

2. the salient beliefs which are 'relevant' to it alone.

The reasons for developing market modal beliefs for this research were

as follows - '

(i) at the elicitation stage the marketing man could obtain a

quantitative assessment of the beliefs that were operating in
the total market segment. Fishbein's method gives the information
only by brand. It was therefore argued at the time, that this '
could be an appropriate development for marketing studies in NEW
markets. All 3 markets investigated here were new markets.
“(1i) These beliefs would allow all brands to be compared over time
on an identical core set of beliefs. This was considered most
important by the sponsoring companies, as in new markets images
are still being developed.

(iii) Ia addition they made allowance, for individual salient beliefs

to be included for specific brands.

The development of market modal beliefs, like modal beliefs, is

accompanied by problems of classification and editing:

Question One: did the market modal beliefs chosen represent different
strands of meaning or was there duplication/redundancy
between the belief items?

When chcosing the dominant belief(s) for each 'dimension'
some judgement had to be applied whether similar
sounding/phrased belief did or did not mean the same
thing. Eiser (1975) noted this problem as well. Fishbein's

- elicitation method gave no further clue, as no additional
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questions are asked of respondents., Ajzen and Fishbein's
rule of thumb stated in 1980, of checking the individual
respondent's data to see if nearly duplicating items
were frequently mentioned by individuals or not and if
they were to include them as separate items, proved
inconclusive here. It was not possible to check this
with a small pilot, but as a result of the lessons
learned, a clarification section was added to the
elicitation interviews for the other data sets.Also

a more rigorous test was carried out and. this is reported

" in Chapter 6.

Question Two:

why do evaluative items appear in market modal beliefs?

A number of likely reasons were investigated:

(i) the market was relatively underdeveloped by advertis-
ing and so beliefs might not yet have become strongly
stereotyped; or

(ii) the nature of advertising was such that it did not

provide strong beliefs for the brands; or

(iii) there was considerable variability between the

brands in terms of the salient beliefs produced;
in other words, each brand had a host of items
peculiar to itself apart from the evaluative items
which were common to all and in aggregating the °
data across the brands, the more individualistic
items did not/show up; or |

(iv) the difference between determinant and indicant beliefs

(explanation to follow), would have to be examined
within the context of this research (Thomas and
Tuck, 1975; Kaplan and Fishbein, 1969; Cronen
and Conville, 1975). .

Examining the frequency lists for the beliefs, it was

found that there was little evidence for (iii) above. As

has been explained before, highly salient items for

individual brands were included in the market modal beliefs.

The marketing companies confirmed there was evidence for

both (i) and (ii) above. In the case of (iv) the literature

review indicated that determinant beliefé are salient
beliefs, indicant beliefs can best be explained with the

help of an example. In marketing terms, it is possible
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(if people know little that is specific about a given
brand, but on the whole think it is a good brand) that
they will elicit beliefs about it which are evaluative
in nature. E.g. beliefs like good taste; after all a
cigarette brand could not be a good brand, if it did
not taste good. In other words, they use their overall
assessment of the brand to infer beliefs about it. This
is a hypothesis which might fit a young market in which
brand profiles are not strongly developed.

vHowever, evaluative beliefs may not be as unhelpful
as some researchers have suggested; arguing even for
cutting them out altogether from research projects. They
might equate with Osgood's general factor (factor
analysis: Chapter 6) and that is not necessarily a
'rubbish bin', but a real fact of consumer brand assess-
ment.

3.7.3. Analysis and Results: Normative Beliefs

The normative beliefs were analysed in an identical fashion to the
attitudinal beliefs. The total sample gave two general norms (NB): they
were family (ie parents and general family) and friends and neighbours.

The two general norms were expressed in many variations e.g. wife,husband/
friend at work, etc, but they were subsumed in the above two categories;
otherwise a market survey would have been unmanagable. Moreover, quite
often more than one member of the family was mentioned by a particular
individual.

Specific Norms (SNB) for the brands which were salient are: family,
friends and neighbours and smokers who want to impress people. As in the
case of the attitudinal beliefs, it was felt that brand profiles would
vary on these specific norms, especially with regard to the third item.

There were other specific norms (accounting for less than 60% of all
mentions), like other people (unspecified) who buy/smoke the brand; beliefs
akin to the attitudinal beliefs e.g. people who like a satisfying smoke.

These were not very informative.

3.8. SECOND AND THIRD DATA SETS - BREWERS' BEERS AND LAGERS

3.8.1. Data Collection
The take-home markets for brewers' beers and lager brands were researched

and this research produced the second and third data sets. As the number

of beers was too large for a survey, all the beers made by a particular
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brewer were considered together, rather than individual brands of beers;
but for lagers, it was brands which were researched. A small pilot was
undertaken to test if respondents could cope with brewers' beers rather
than brands. Brewers had different images and partly because of the large
number of beers each brewer made and partly because the beers for the
take-home market did not have strong images, it was the brewer's image
which tended to support the brands rather than the other way round. It
was therefore concluded, that aggregates such as brewers' beers, could be
incorporated into a Fishbein study.

The beers of the following brewers were considered -

Watneys

Whitbread

Truman

Courage

Charrington

Ind Coope.

'

The lager brands for the take-home market which were considered were -

Heineken

Carlsberg

Holsten

Skol

Harp

Kronenbourg.

The details of the elicitation method were the same as for the
cigarette data set. Elicitation forms used are given in Appendices 3(iii)
and 3(iv). The names of the brewers and lagers were rotated; the whole
approach was piloted. The pilot suggested that beliefs were less easily
forthcoming in the beer field, therefore elicitation was tried in two
ways: exactly the same as-in the cigarette and lager studies and by adding
‘an additional probe 'anything else at all about..? On balance this did
not seem to help much and was therefore not finally used.

. The sample consisted of =

MALES FEMALES
1'group' of 15 males, AB 1 'group' of 21 females,ClC2

2 'groups' 35 males, CIC2

These numbers included pilot samples, all respondents had bought both

beer and lager for drinking at home. In all 'groups' there was an even
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age spread.

A male 'interviewer', thoroughly briefed by the researcher, conducted
the male groups and the researcher conducted the groups with women. All
work was carried out in the company's sales area. From half the groups
the data on brewers was obtained first, followed by lager and vice versa.

3.8.2. Analysis and Results: Brewers' Beers Attitudinal Beliefs

In practice the analysis took the same form as for the cigarette data.
In total, the number of comments produced were fewer than for cigarettes
and this may be due to the fact that

- the samples were smaller in this instance, as males and females

had to be analysed separately

~ aggregates were involved rather than brands.

There appeared to be some differences in the beliefs produced by males
and females. and a further two groups (] male and 1 female) were set up.
to check whether these differences were real or only due to the smaller
sample sizes. The final analysis gave a list of seven beliefs for both
sub-groups, which in both cases reached just 60% of recorded responses
within each group total. The seven beliefs aggregated across the brewers'
beers were:

buying a good quality beer

_ buying a well-known beer

buying a beer which offers - good value for money

buying a beer that tastes good

buying a popular beer

buying a strong beer

buying a beer which is difficult to obtain.

These beliefs appeared to be realistic descriptors of the market to the
sponsoring company. Some appeared semantically very close, like 'well-
known' and'popular'. As Fishbein's technique gives no help, a clarifying
gsection was added to the end of one of the male and one of the female
groups. It would appear from this that, a brewers' beers can be old,
well-kngwn and unpopular or well-known and popular or neither. It was
therefore decided to retain them as separate beliefs,

In addition to these beliefs, there were other salient beliefs which
reflected the advertising of certain brewers' beers and these were in-
corporated into the market modal beliefs:

Watneys: buying the beer which says 'what we want is Watneys'

buying the beer with the red barrel '

Truman: buying the beer with more hops in

58



- Whitbread: buying the pint that thinks it's a quart
buying the beer with the Tankard and Trophy emblem
Courage: buying the beer with the cockerel emblem
Bass Charrington: buying the beer with the Toby Jug.
The fact that we have

- many beliefs relating to specific brewers' beers makes this data set
clearly different from the cigarette data

- also it was not absolutely clear whether this data set would show
real male-female differences at the validation stage and so they
were examined separately at that stage. Again this differentiates
between the data sets.

3.8.3. Analysis and Results: Brewers' Beers Normative Beliefs

General Norms (NB) relate to family and friends. Women produced an
additional norm and that is 'husband.' These are the people who influence
purchase choice. |

At the outset of this study it was hypothesised that take-home beers
and lagers would be attitudinally determined markets. The nature of the
product to be drunk at home, would be the main purchasing determinant.
This hypothesis was strengthened at this stage of the analysis as it
became clear that the product had to appeal to the 'main consumer' (ie
the husband) or his 'immediate drinking circle.'

Specific norms (SNB) related to:

- younger people

- people who bother about the quality of their beer
in addition to the beliefs already mentioned under general norms. Some
respondents equated the young with inexperience or women. There was more
than a hint that people who bother about the quality of their beer were
more upper class e.g. Whitbread drinkers.

In the pilot study for this elicitation an interesting point emerged:
respondents produced the brewer as a norm in addition to the more usual
answers to this question. In the elicitation therefore each normative
questioned required the addition 'I don't mean the brewers, I mean just
anybody you can think of.'

3.8.4., Analysis and Results: Lager Attitudinal Beliefs

For lagers there were eleven beliefs which were salient for the market
sector:

buying a lager which offers good value for money

buying a good quality lager

buying a lager that tastes good
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buying a strong lager

buying a refreshing and thirst-quenching lager

buying a lager with a foreign name

buying a lager which ig easily available

buying a Pils lager

buying a popular lager

buying a lager which is not well-known

buying a British made lager
Male-female differences were less obvious in this data; women seemed to
have a much greater product knowledge of lagers than beers. This greater
knowledge on the part of women is also reflected in the fact that the
total number of beliefs elicited for lagers is greater than for beers. It
may also have something to do with the fact that here we are dealing with
brands and not aggregates.

In addition the market modal beliefs again included beliefs which
were salient for particular brands only:

Harp: buying the lager from Guiness and Park Royal

Carlsberg: Buying the best lager in the world

buying Danish lager brewed in England by Danes
Heineken: buying the lager which refreshes the parts other beers
cannot reach
Holsten: buying a German lager
buying a lager with a diet version.

3.8.5. Analysis and Results: Lager Normative Beliefs

Both men and women produced family and friends as a general norm (NB)

and women also their husbands.
Specific norms (SNB) related to family, friends and husband. In addition

there were two further salient specific normative beliefs: sporty types

(relating to Carlsberg and Harp especially) and those who know a lot about

lager.

3.9. CONCLUSIONS AND RECOMMENDATIONS FOR FURTHER RESEARCH -

3.9.1.Elicitation Techniques

After a review of the literature it was concluded that Fishbein's
elicitation method was conceptually sound and appeared to work in practice
in studies involving consumers. Compared with other techniques it is also
relatively quick and cheap to apply. The Fishbein method was therefore
applied and it worked with samples covering a wide spread of age, social

class and regional backgrounds and attendant different verbal abilities.
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After careful piloting, it was also found that Fishbein's elicitation
technique could be applied both to brands and aggregstes like brewers'

beers.

3.9.2. Specific Wording of Elicitation Technique

The specific wording used in this research follows the best available
in the literéture and no advance on it can be claimed. However, as
previously described, the element of game increased rapport and should have
helped to improve the quality of the final data obtained. This has not
been proven, but it is put forward as a workable method.

The wording was also applied consistently and virtually simultaneously
in three markets and to 20 brands, which makes it one of the largest and
most complex studies available in the marketing literature. Further, the
specific wording was expressed at the same level of specificity and this
is very important.

3.9.3. Moderator for Elicitation

The achievement of consistency in the results was further aided by
having the researcher undertake the task of moderator solo, with the
exception of a trained helper for some of the beer and lager work. In the
literature many different moderator situations were found to apply.

3.9.4. Individual Interviews vs. Groups

This research aimed to obtain the best of both of these techniques
by developing a method which was new and ecomomical to apply: 'individuals
within a group setting.' At a time of finmancial stringency, funding research
is a problem for all researchers, therefore this innovation should be most
helpful. The pilot work undertaken for this method ('individuals within
a group setting’) indicated that the results should not be different from
those produced in individual interviews, as respondents still behaved
very much like individuals in the 'group setting.' It is also believed,
that the quality of the elicitation data obtained, was improved by aiding
rapport in thev'group‘setting.' }
3.9.5, Classifying and Editing Elicitation Data

Full details of the methods used in this research have been given in
section 3.8. Throughout the attempt was made to achieve consistency in
the results and better understanding of the data,

Further, in editing the belief statements it was necessary to check
that

- they were suitably expressed in relation to the verbal labels on

the rating scales to be used in stage II of this researﬁh and

- that the ai scales were a true reflection of the bi scales, .
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As was indicated earlier great care has to be taken here and as Sampson
(1970) pointed out, mistakes can be made.

3.9.6. Analysis of Elicitation Data

The analysis produced market modal beliefs which were the salient
beliefs

~ common to all the brands in the market sector and

-~ the salient beliefs of individual brands or brewers' beers.
This is a development of Fishbein's thinking and particularly relevant in
new markets. However, this type of analysis needs to be further tested.

The market modal beliefs elicited for the three markets cover a
wide range of beliefs (e.g. relating to physical characteristics of the
products, their reputation etc) and the author is confident that they
are salient beliefs, because of the methodology used to obtain them. It is
not clear whether they are determinant beliefs or merely beliefs indicant
of respondents overall attitude to the brand in question. Indicant beliefs
could operate in new markets. All three markets are relatively new ones.
Having to attract external funding for research like this, inevitably
means working in new fields, because older established markets have already
been adequately researched. Unfortunately, attempts made to obtain a
comparison with a well-established market, did not materialise. It would
for example, have been interesting to see, if distribution related items
are important in new markets but not in older omes.

3.9.7. Sampling for Elicitation

Some of the samples (e.g. students) reported in the literature, produce
results from which it is difficult to generalise. In this research real
consumers have been used; relatively homogeneous and large samples (e.g.

200 for the elicitation stage in the cigarette study). All this should
increase confidence in the results.

3.9.8. 'Importance Issue'

Fishbein claims this is extraneous to his model and the research
evidence supports this, when importance is incorporated into his model as
an additional element in the formula. However, the issue needs to be
examined further and this will be done in a different way in Chapter 5
and Chapter 6. '

3.9.9. Multidiscipliniary Research Effort

It is clear from this chapter that considerably more effort needs to
be put into the following areas:
1. a rigorous set of tests to see to what extent individual salient

beliefs are lost in the production of modal salient beliefs and to what
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extent this is a real problem in prediction, )

2. An external test for salient beliefs, to check that the beliefs
obtained are indeed salient.

3. More work on the classification and editing proceedures, to provide
reasonable guidelines for researchers.

4, Testing the usefulness of market modal beliefs vs. modal beliefs.

5. Exploring the structure within salient beliefs, to develop our
understanding of salieﬁcy; igsues explored in Chapter 6 of this research.
In 1977 Sloviec, Fischhoff and Lichtenstein stated that even among model
builders techniques for doing elicitation are rarely discussed. This
state of affairs, it is hoped, is changing. Fishbein's theory was
developed within social psychology has been applied to otherfields where
contributions have been made (e.g. transport: Thomas, 1975; Towriss,
1979). Also, in sociology, for example, many researchers (Filmer,
" Phillipson, Silverman and Walsh, 1972; Harré and Secord, 1972) are focussing
on the process within the individual. They attempt to develop models of
the way in which individuals comstrue reality and aim to discover the rules
and patterns for interpretation. Abelson (1976) has made an interesting
contribution in this direction, with his work on script processing in
psychology; but few practical applications have been published to date.

It is possible that the research activity in many disciplines will

contribute to & solution of some of-the major Jutstanding questions:in
elicitation. In this elicitation research, attention has been paid to the
details of the technique and many small improvements were made on many
points. It may be that this is another way in which the total research

effort on the elicitation part of the model makes headway.
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CHAPTER 4: THE THEOkY OF REASONED ACTION
MAIN FISHBEIN ANALYSES - HYPOTHESES, DATA AND CONCLUSIONS

4.1, THE THEORY OF REASONED ACTION

The theory was discussed in outline in Chapter 2 and compared with
competing theory and research, The formula which summarises the main
elements of the theory was presented in an appendix to Chapter 1.

Ajzen and Fishbein (1980) summarise the theory as follows:

CHART 4(i)

Factors determining a person's behaviour (after Ajzen and Fishbein)

$b.a.= sum =f
i7" ———
attitudinal
beliefs x
evaluations:

The persons beliefs
that the behaviour Aact
leads to certain —)

. Overall Attitude:
outcomes & his

evaluations of these Attitude toward
outcomes the behaviour BI B
ZSNBme= sum of Wo BehaviouraldBehaviour
normative beliefs x Relative weights - Intention

of attitudinal and wl//z

moti i o comply: . . .
otivation t J: normative cons:Lderatlons

The sum of a person's

beliefs that specific NB
individuals or groups —>
think he should or should
not perform the behaviour (Subjective
& his motivation to comply Norm)

with the specific referents

General Norm:

Key: Underlined terms: notation used in this research

Rest: detailed descriptions of notations }

Wo * W T regression weights
This is essentially a predictive theory. Ajzen and Fishbein emphasise that
the first stage is to identify the Behaviour to be predicted, then to
recognise that Behavioural Intention is an antecedent to Behaviour, and
that Behavioural Intention is the function of two basic determinants: a
person's overall attitude to the behaviour in question and his general

norm. The latter reflects social influences and the person's willingness
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to take account of them. According to the theory, overall attitude in its
turn, is a function of §ttitudinal beliefs; similarly, general norm is a
function of normative beliefs. This gives something of a linear structure
to the theory. It is also an economical theory:' it identifies a small
set of concepts which are assumed to account for the relations (or lack
of relations) between any external variable and any kind of behaviour that
is under an individual's volitional control’ (Ajzen and Fishbein, 1980).
Whereas other theories have struggled with 'n plus' variables, Ajzen and
Fishbein (1980) maintain that 'an external variable will Bave an effect
on behaviour only to the extent that it influences the determinants of
that behavior.' Loken and Fishbein (1980) found for example, that occupat-
ional variables did not ccntribute to prediction of childbearing intentions,
over and above childbearing attitudes and general norm. | \
Having described the main elements of the theory and the relation-
ships that hold between them, it is now necessary to examine the
individual elements of the theory in more detail and their relationships

to the rest of the theory.

4.2. ELEMENTS OF THE THEORY
4.2.1. Behaviour (B)

The definition of behaviour is a major problem. It is important to

remember that it can consist of -

(i) either behavioural action(s) under the individual's control or

of outcomes of behaviours. Passing a particular examination may be the

outcome of reading books, atten-ding lectures (under the individual's
volitional control) and the level of difficulty of the examinations (not
under the individual's control). According to Ajzen and Fishbein, predict-
ing sales is more like trying to predict an outcome, which is influenced ‘
by factors other than the person's intention to buy, such as product
availability, etc. This is an important point which will be expanded later
in this chapter.

(ii) Behaviour can also consist of single actions, such as a specific

behaviour performed by an individual, about which there would be high
agreement among inde-pendent observers that the behaviour was performed.

Or behaviour may consist of behavioural categories, which involve sets

of actions, rather than single actions. It may not be possible to observe
them, but they may be inferred after observing a single action which is
representative of the type. Reading a book (single action) may, for

example, be used to infer that the person is studying (behavioural
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category). If a category is to be the behavioural measure, then a
representative single actién may have to be carefully chosen to represent
it, or an index of several single actions may have to be compiled.
Behaviour can be measured by self-reports or by observational
techniques. The former are usually more subjective than the latter and
to overcome the limitations of either, both techniques are sometimes used
in the same study. Also the behavioural measure can represent a single
instance of that behaviour or repeated instances. The latter tend to
increase the reliability of measurement, yet a careful distinction must
be drawn between a measure of magnitude (ie how much of the behaviour
occured) and frequency ( ie how often the behaviour was performed) and
relative frequency (ie the proportion of times that the behaviour occured).
According to Ajzen and Fishbein, the researcher must choose the
behavioural measure most appropriate to what he wishes to measure and it
must be one that is operationally feasable. The theory also states that
behaviour has four elements: action, target, context and time. For example,
drinking (action) beer (target at which action is directed) at home (context,)
in the evening (time). Again the researcher may wish to specify all four
or state one or two by implication. However, all elements must be
considered and be applied consistently throughout the study.

4.2.2, Behavioural Inteantion (BI)

When attempting to predict Behaviour from Behavioural Intention, the
theory states that the closeness of the intention-behaviour link is
determined by

firstly, the degree of correspondence between the two and

secondly, by the stability of the intentions.

Degree of correspondence implies that action, target, context and time are
specified in the same way for thé behaviour to be predicted as well as

for the behavioural intention. The degree of correspondence is also known
as the level of specificity: each element of the formula must match. For
example, when trying to predict the behaviour of drinking (action) brand
X of beer (target) at home (context) in the evening (time) next time the
person drinks beer at home,then when trying to predict the corresponding

behavioural intention,it is necessary to predict how likely it is that

the next time the person drinks beer at home, he will be drinking (action)
brand X of beer (target) at home (context) in the evening(time). The same
correspondance is required for all the remaining elements of the theory
when applying them in a Stage II questionnaire (é.g. overall attitude,

general norm, attitudinal and normative beliefs).
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Stability of intentions is largely a function of the time interval
between the intention and behaviour; the closer the two are together the
more stability can usually be expected. Stability is a real problem in
marketing studies, as a considerable amount of action usually takes place
in most markets. However, such studies are helped by the fact that stability
on the whole is better for samples than for individuals, as ' a great
variety of events can produce changes in the intention of individuals'
(Ajzen and Fishbein, 1980). Most of these events are specific to the
individual and tend to be small in their effect when considering the
intentions of a target group. Exceptions are external eveunts, which can
shift the intentions of a large proportion of the population in the same
direction (e.g. increases in the cost of energy).

4,2.3. Determinants of Behavioural Intention:Aact and NB .

Overall attitude towards a behaviour (Aact) represents a person's
general feeling of favourableness or unfavourableness towards performing
personally the behaviour in question. The theory views attitude largely
as an overall evaluation:'there is a widespread agreement that evaluation
is the most essential part of attitude and our definition therefore'does
justice to the attitude concept', conclude its authors (Ajzen and Fishbein,
1980). The assumption is, that the more favourable a person's attitude
is towards the behaviour, the more he should intend to perform that
behaviour and vice versa. When measuring Aact two points must be observed:
firstly, that we are measuring the person's attitude to his own
performance of the behaviour and secondly, that overall attitude must
correspond to BI in action, target, context and time. S

Overall attitude is measured on a semantic differential bi-polar
scale, like all the other elements of the theory. Integer values of +3
to -3 are assigned to these semantic differential bi-polar scales. Green
and Tull (1978) describe it as a 'quantitative-judgement method,' as it
is assumed that the scale has more than ordinal properties. The +3 to =3
scales are regarded as assumed interval scales as for example 'factor
analysis is typically applied to interval-scaled data' and so too is
regression analysis. The subsequent regression and factor analyses .carried
out on the Fishbein data (Chap. 4&6) assume interval scales as input. But
as Evard and Maire (1977) state 'the hypothesis of equality of psychological
intervals between the degrees of a semantic scale is quite disputable
(cf. Holmes, 1978; Prasad 1976).

General Norm (NB) is the second determinant of Behavioural Intention

(BI). It has most recently been described as 'subjective norm' by the
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authors of the theory. General norm refers to a person's perception that
most people who are important to him, think he should or should not perform
those behaviours which he believes. 'important others' think he should
perform and vice versa. Again NB must correspond to BI in terms of actionm,
target, context and time. |
‘ According ﬁo the theory, Aact and NB are each given weights and these
reflect the relative influence of the two components on Behavioural
Intention, as determinants of that intention. It is known that these
weights can vary due to individual differences and as a function of
differing behaviours which are to be predicted. Knowledge of past research
results helps in the formation of hypotheses, about the relative weights
of the two components in determining BI, for areas not yet researched.
The theory regards BI as having a mediating role between Aact+NB

and Behaviour (B). Therefore Aact and NB should predict BI; whereas

their ability to predict the behaviour Vill depend on the strength of

the BI-B relationship. Moreover, the theory argues that Aact.and NB

together should predict BI better than Aact alone, or NB zlone.

4.2.4. Determinants of Overall Attitude and General Norm: bilfi/SNBmc

The determinants of overall attitude towards a behaviour (Aact) are

beliefs which have become associated with it. As was pointed out in
Chapter 3, these are salient beliefs which are empirically determined.
If prediction is to be achieved, then the beliefs must correspond with
Aact in action, target, context and time; just as Aact+NB has to
correspond with BI and BI with B. The theory states that it is the total
set of salient beliefs which enters into the decision process for a
given individual and-hence they are all required, if good prediction is
to be achieved. However, the theory allows for the possibility, that a
reduced set of these salient beliefs, could be a better predictor of
what the individual will do, than the total set of salient beliefs. Little
work has been done on trying to find reduced sets of salient beliefs and
this is a major concern in this research (Chapter 6).

The theory also states that there are two elements to each belief.
For each person the’stfength with which each belief (bi) is held is
measured as well as how each belief is evaluated (ai). That is, an
assessment is made by the person whether these beliefs are a good-bad
thing/something personally liked or disliked respectively. For a given
individual each bi and its corresponding a, are multiplied and then all

these biai numbers are summed (Zbiai). This sum, in turn, is combined with
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that of the rest of the sample. This can best be illustrated in a table of
hypothetical figures, giving belief strengths (bi) and outcome evaluat-

ions (a.):
i

b. a, b.a.
i i i%i

Belief Outcome Product

Strength Evaluations

Belief 1 +3 -2 -6
Belief 2 +3 +1 +3
Belief 3 +1 +3 +3
Belief & -1 +2 -2
Belief 5 -3 -1 +3
+1 =2b.a.

11

This way of combining the data raises a number of interesting points and
these will be further elaborated in. Chapter 5:

(i) the b,a, product can be the same, even if the individual b, and
a; are different, as is the case with belief 2 and belief 3 above;

(ii) the biai product can be the same, although only the signs of
the individual bi and a, are different, as in the case of beliefs 2 and
5 above; ' _

(iii) the summed product of the b.a; (Zbiai) may be the same for
different individuals, even though each individual may have a different
set of salient beliefs; » : : -

(iv) the summed product of the b.a, (Zb.a;) may be the same for one
individual over time even though the composition of the total set of
salient beliefs may have changed or only one or two beliefs have changed
their bi and a, elements relative to one another. This indicates why
attitude change is so difficult to predict.

(v) It has sometimes been stated (see Chapter 3) that this type of -
calculation gives an importance weighting to each belief. As was discussed
then, the theory does not support such an interpretation. Importance is
therefore not tested in this chapter. However, the biai product gives
some indication about the beliefs which contribute more or less to the
total set (see Fishbein's 1971 quote in Chapter 3). This line of argument
will be further developed in Chapter 5, where the diagnostic value of the
theory will be examined, compared with the predictive value, which is the

subject of this chapter.
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The determinants of general norm (NB) are also beliefs, called specific

normative beliefs (SNB). Only the person's beliefs that the referent thinks
he should or should not perform a behaviour, makes it a true normative
belief. A normative belief relates to a specific group or person, rather
than to 'generalised others', as NB does. Again these specific normative
beliefs are salient beliefs (see Chapter 3) and there must also be
correspondence between specific normative beliefs (SNB's) and general

norm (NB) in terms of action, target, context and time. Again the theory
states that the total set of SNB's enters into the decision process, with
the possibility that a subset may give equally good or even-better predict-
‘ion than. the total set of salient normative beliefs.

It is not sufficient to know the strength of a person's beliefs about
the relevant others (SNB's) for predicting the general norm, but in
addition it is necessary to know the person's motivation to comply (me)-
with each of the referents. These two elements (SNB and mc) are assessed
on 7 point bi-polar scales, multiplied and summed, just like the bi and
a; elements of the attitudinal beliefs. . "

The authors of the theory argue that overall norm (NB) performs a
mediating role vis-i-vis specific normative beliefs (ZSNBmc), just like
overall attitude (Aact) perform a mediating role vis-a-vis attitudinal
beliefs (Zbiai), ie they are a necessary part of the formula in predicting
BI.

4.2.5. The Link Between Beliefs And Behaviour

The argument presented so far and summarised in Chart 4(i), suggests
that the theory of reasoned action postulates a number of relationships
should hold good. Beliefs, which ultimately predict behaviour, do not do
so directly, but underlie overall attitude (Aact) and general norm (NB);
these two in their turn help predict Behavioural Intention (BI), which
should help predict Behaviour (B). Although these relationships are
postulated, they must be tested empirically in every market, to check
whether the theory works or whether in the operational applicaﬁion of
the theory some problems have arisen (e.g. in terms of the correspondence
between action, target, context or time). \

| Hypotheses were formulated at the beginning of this research to test
the basic postulates of the theory and they will be checked out and repor;ed
on in section 4.4. of this chapter.

4,2.6. Data Collection And Data Reporting

As can be seen from the questionnaires attached to this chapter,

strenuous attempts were made to collect the data for this research, in
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the way specified by the theory, even though the data had to serve practical
marketing applications, as funding for the research was obtained from

two major marketing companies. The details of the data collection are

given in the Appendices to this chapter, but two main points will be

dealt with here:

(i) To measure Behaviour (B) the attempt was made to obtain panel
data, as it has considerable advantages over other methods of measuring
behaviour in dynamic markets. It was not possible to do thié, so self-
reports on postcards were substituted (Appendix 4(iv)). This method had
the advantage of being relatively cost-effective and could be administered
in time close to the original data collection date (for the questiomnaires).
It was hoped, that in this way, the stability between the BI and B
measures could be increased in real markets. In addition, alternative
measures of behaviour were built into the analysis to see if they could
give better correlations. If so, it could indicaté, that cheaper measures
of B might also work, as the alternative measures were collected on the
original questionnaires. '

(ii) Throughout the questionnaire for each:study, at each stage in
the chain of measures linking the theory of reasoned action, an attempt
was made to achieve correspondence in terms of action, target, context and
time. In practical marketing research, however, some operational problems
arise and in the three studies reported, these problems have been dealt
with as follows. In the cigarette study, buying (action) a specific brand
of cigarettes (target) for yourself (substitute for context) next time
(time) were the elements used throughout the questionnaire. Smoking occurs
in many contexts, therefore context was not specified, but wherever the
individual smoked, was~vtaken to be the context. Questions would have
become too unwieldy if every time the phrase 'next time' had had to be
included. Therefore the time element was dealt with by making 'next time'’
the general context for the whole questionnairé. In the beer and lager
studies the time element was dealt with in the same way as in the cigarette
study and again for the same reasons. The action element was drinking,
the target element was a particular brewer's beer or a specific brand of
lager and the context was drinking at home. The beliefs, as was indicated,
in Chapter 3,were those which had been empirically determined for the 3
markets: sub-sector of cigarette market, brewers' beers and lagers. These

generated 3 data sets.,
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4.3, DATA PRESENTATION

The .three data sets contain an enormous amount of information. The
Fishbein analysis requires summative regressions to be fitted (Appendix
4(1)) and a way had to be found to summarise this regression data to make
assimilation easy. Therefore all the regression runs for a given brand
have been entered on a chart like the one shown on the next page. 12
regressions were run for each brand, using SPSS (Statistical Package for
the Social Sciences) on the City of London Polytechnic Dec 10 machine.
Each summative regression has a number and this is shown on the chart on
the next page and given in detail below:

No. of regression Single (r) or Criterion Predictor

on chart Multiple (R) variable wvariable(s)
regression
coefficient
(nm r B BI
(2) R BI Aact,NB
(3) r BI Aact
(4) r BI NB
(5) r Aact Zbiai
(6) T BI Zbiai
(7) T NB ZSNBme
(8) T BI ISNBmc
(9) R BI Zbiai, ZSNBmc
(10) r NB ESNB
(1) r BI ZSNB
(12) R BI Zbiai, SSNB

These regressions were run in order to test the hypotheses set up at the
start of this research, They attempt to test empirically whether the
model is working within the constraints of this research exercise. The
basis of the hypotheses were outlined in the introduction to this chapter.
In detail some of the major steps in prediction in Fishbein's linear model
are given below; each one generating particular computer regression runs:
Step l'- BI predicts B; regfession (1) on chart.
Stép 2 - BI is predicted more by Aact + NB together, regression (2)
on chart, than separately by either Aact, regression (3)
on chart, or NB, regression (4) on chart.
Step 3 - BI is predicted with differing strengths by Aact and NB (size

of correlation coefficient (3)/(4) on charts; or regression
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weights (w on chart).

Step 4 = Aact is predicted by the Zbiai, regression (5) on chart;
similarly NB is predicted by2SNBmc, regression (7) on
chart, OR by 2SNB, regression (10) on chart.

Trial tabulations indicated that motivation to comply (mc)
did not work well in all insﬁances, therefore the specific

normative beliefs summed (ZSNB) were run in addition to the

specific normative beliefs multiplied by motivatiom to comply

and summed (2SNBmc). This run was additional to the normal
Fishbein analysis, although in some of his more recent work
Fishbein and other workers also found that mc is difficult
(Fishbein, 1980; etc). .
Predicting BI - the remaining regression equations are examined under
this heading in the next section of this chapter.
The summative regressions were run on the computer separately for the

3 markets by the author and the effective sample sizes were as follows -

Sub=-sector of Brewers' Beers Lagers

cigarette mkt. Men Women Men Women
Regressions incl. B - 144 98 49 98 49
All other regressions 246 196 103 196 103

The statistics which have been calculated on these regression runs and the
detailed results for the three markets are given in chart form in Appendix
4(v).

In the next section of this chapter the main conclusions are presented
under each of the hypotheses set up at the outset of this research.
Significant values in the text refer to the 5% level or above. Avenues

for further research are also indicated.

4.4, RESULTS AND CONCLUSIONS

As indicated, the extent to which the data gathered in the 3 studies,
accorded with the predictions of Fishbein's theory have been presented in
summary form in charts (Appendix 4(v)). These will now be examined to see
how well they fit the formal hypotheses set up at the outset of this study
(Chapter 1) and repeated here.

4.4.1, Hypothesis 1 - there is no relationship between Behaviour (B) and

Behavioural Intention (BI): tested by rB:BI -no.(1) on chart

The discussion at the beginning of this chapter suggested that if all

the major problems of implementing the theory in survey research are
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observed, it should be.possible to find a goéd association between B and
BI. Strenuous attempts were made to apply the theory faithfully in this
research, although it had to serve practical marketing needs as well as
academic requirements. Yet over the three data sets the.. |
correlation for rB:BI expressed as percentages (for explanation please see
Appendix 4(v)) are low. For cigarettes they range from 6% to 24%; for
brewers' beers from 3% to 26% (men) and from 3% to 37% (women). For lager
brands from 5% to 25% (men) and 2% to 197 (women). The full results are

given in the next two tables.

TABLE 4(i) SUB-SECTOR OF CIGARETTE MARKET: the percentage variation in

B explained by BI

Brand A  24%

Brand B 6% '
Brand C 8%

Brand D No information available

Brand E 17%

Brand F 177%

Brand G 12%

TABLE 4(ii) BREWERS' BEERS AND LAGER BRANDS: the percentage variation

in B explained by BI

BREWERS' BEERS LAGER BRANDS
MEN WOMEN MEN WOMEN .

Watneys 26% 37% Harp 25% 12%

Trumans 8% 9% Skol - 5% 19%

Whitbread 132 22% Kronenbourg 127 10%

Courage 157 15% Carlsberg  14% 5%

Charringtens 3% 7% Heineken 10%2  16%

Ind Coope  12% 28% ' Holsten 62 2%

S&N 122 3%

Some of the major reasons which might account for the low correlationm
between Behavioural Intention and Behaviour are explored below:

(i) Ajzen and Fishbein (1980) indicated that purchase might partake
more of the character of an 'outcome' than of a specific behavioural act-
ion. As outcomes incorporate many factors (see introduction'to this chapter),
not only are the relationships more complex, but some of them may not be

under the person's volitional control (e.g. point of purchase influences
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such as brand availability, price and promotion): These considerations
would apply to the three data séts presented here, all making prediction
more difficult.

(ii) The definition of B used in this research. This was collected on
a postcard for the 3 purchases (for cigarettes) following the interview;

2 purchases only in the case of beers and lagers. For a given brand each
purchase was coded 1, each non-purchase as 0, so in total a persons score
could range from 0-3 for cigarettes, 0-2 for beers or lagers. This computed
measure was B, It has some affinity to loyalty and should therefore have
been a reasonable measure of B; but the complexity of purchase in the
market made it too simple a measure. This can be seen from the special
analysis undertaken for Brand A (Appendix 4(vi)). Panel data would clearly
have been preferable, but it was not available. It would have allowed for
greater sophistication in analysis (e.g. McDonald, 1969; Bonfield, 1972).
Panel data can also reveal the existance of brand repertoires, examined
both in the UK and USA (e.g. Ehrenbefg et al 1969,1970,1972 and 1977).

(iii) It has been noted that similarity between perceived characteristics
of brands or products leads to a situation where purchase can take place
within brand repertoires, rather than on a single brand basis. This again
increases difficulty of prediction and there is some evidence of its
occurance in these markets (Brand A special analysis, Appendix 4(vi)).

(iv) Also the personal involvement of consumers with the brands
researched here may be lower than in the case of some other markets; it
certainiy would be expected to be lower than in the field of social psychology.
Kaplan (1978) for example, found the Fishbein model worked well in
predicting 'to have - or not to have - another child' with rB:BI = .55,
which was a highly significant result.

(v) The relationship between 'attitudes' and behaviour is a very complex
one and this is well documented by Mostyn (1978b). Not least, because a
person can bring his or her attitudes in line with behaviour.

(vi) The data sets were collected in relatively young markets..In old
"established markets, where brand loyalty can be stronger, unpublished
data seen by the author has indicated stronger BI-B associations (r =.5
and above). These markets had been well researched already and funding for
this research had of necessity to be for mérkets where data was still
required, which tended to be newer markets, where these factors did not
hold to anything like the same extent.

(vii) Other argﬁmenté why the correlation between B and B3I may be

weak have been put forward by Hyman (1949), Dollard (1949), Insk-oce and
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Schopler (1967), Kiesler, Collins and Miller (1969) and Wicker (1969).
Hyman argued that attitudes may be measured privately, whereas behaviour
is undertaken in real life, where action needs to be defended. This makes
a.consistent relationship impossible. Dollard instanced respondents who
were incapable of making an appropriate (behavioural) response as being
a likely factor underlying weak correlation between B and BI, because
they were apathetic or they did not have a sufficiently high IQ. Kiesler,
Collins and Miller attributed the lack of a good relationship between
attitudes and behaviour to the bad measurement of both. Insk-ce and Schopler
indicated that a given attitude may have more than one behavioural respounse;
or the expected behaviour may fail to occur because the appropriate
opportunity does not arise. They also suggested that the motives and drives
underlying a given behaviour may be stronger than motives related to the
'relevant' attitude and it may therefore not be reflected in behaviour.
Wicker instanced situaﬁional and personal factors (e.g. unforeseen
circumstances/ competing motives) as having an interferring effect.

The rB:BI relationship is therefore a weak link in7this theory.
as applied in the current research. Other workers have had the same
experience e.g. Glaser (1973) wrote: 'Although the correlations between
B and Bl are significant it is apparant, from an examination of the
differences in the explained variances between behaviour and behavioural
intention (B-BI) that the model generally gives better prediction of
behavioural intention than behaviour.' Even if the association between
B-BI in this research had been stronger, it must still be remembered that
multiple regression analysis only proves association and not causation.
Also a good correlation at.one point in time might not be repeated a
second time; the fact that a consumer'intends to purchase X' and actually
does so for a short time period, may only mean that the point of purchase
situation and intention coincided, they might not have coincided at a
different time. Panel data, which gives much longer records and also the
possibility of running the data within.individuals, gives much richer
answers(e.g. McDonald, 1969). Simpler methods of obtaining B, have also
not worked in other situations (e.g. Resnik, 1974).

4.4.2. Hypothesis la = there is no relationship between Behaviour as

measured on the questionnaire and Behavioural Intention

It is clear from the above, that the Behaviour (B) measure needs
careful attention in a marketing study. Alternative measures of Behaviour
included on the stage II questionmaire and analysed in Appendix &4(vi),

are closer to measures of reported intention to purchase than to actual
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purchase. Whether they are capable of reflecting real purchase, would
reuquire calibrating th? results with panel data for the same time periods.
The Behavioural Intention measure can also be improved. The detailed
analysis for Brand A (given in Appendix 4(vi)) indicates that the spread
of answers on the rating scale for BI, can reduce the relationship between
B and BI. Other workers have found this too (Gormley, 1974; Bonfield,
1972) and it may therefore be necessary to 'disaggregate the data' before
relating it to Behaviour. This approach shows considerable promise and
should be explored in subsequent studies.

If the objective of any given research is to focus on the intention -
behaviour link in marketing then the arguments and suggestions given
above need to be borne in mind. But should the research focus be more on
behaviour alone, then an alternative technique might be explored which
concentrates on behaviour (e.g. trade-off analysis e.g. Westwood et al,
1974, etc).

4.4.3. Hypothesis 2 - Behavioural Intention (BI) is not necessary to predict

Behaviour (B): tested by RB: Aact + NB

This hypothesis was not tested as the link between Behavioural Intent-
ion (BI) and Behaviour (B) was not particularly close. It was therefore
decided to concentrate the testing within the Fishbein formula, with the
highest element of the equation being BI,

4.4.4. Hypothesis 3 - there is no relationship between attitude towards

the act (Aact) plus general norm (NB) and Behavioural Intention (BI):

tested by RBI:" Aact + - NB - nos.2,3,and 4 on chart

There is a good relationship between Aact + NB and BI (no. 2 on
charts) for all three data sets, with all regression coefficients above
25% and many well above it. This result is one which would be predicted by
the theory. There is only one exception to this amongst women for one
brewers' beer.

Further in almost all cases for the 20 products tested, Aact + NB
together (no. 2 on charts) predict BI better than either Aact (no. 3 on
charts) or NB (no. 4 on charts) alone., Numerically this is true, but these
differences are not necessarily significant. This type of result is in
line with the model's prediction. The results obtained are given in the

tables below,

TABLE 4(iii) SUB-SECTOR OF CIGARETTE MARKET: the percentage variation in

BI explained by Aact+NB together, Aact and NB separately

Key: (*) = significant difference at 5% level or above between rBI:Aact
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and rBI:NB results, in favour of starred item.

RBI:Aact+NB ) rBI:Aact rBI:NB
Brand A 45% 41%(%) 22%
Brand B 447 37% 247
Brand C 40% 33%(x) 18%
Brand D 4L67% 38% 28%
Brand E 55% L67% 417%
Brand F 59% 56%(*) 23%
Brand G 51% 447 32%

TABLE 4(iv) BEERS AND LAGER MARKETS: the percentage variation in BI

explained by Aact+NB together, Aact and NB separately'
BREWERS' BEERS

MEN WOMEN
RBI:Aact+NB rBI:Aact rBI:NB ‘RBI:Aact+NB rBI:Aact rBL:NB
Watneys 56% 54%(*)  42% 697% 67%(%)  45%
Trumans 407 38% 29% 33% 27% 24%
Whitbreads 417 35% 30% 40% 39% 23%
Courage 407% 35% 31% 54% 54%(%)  31%
Charringtons  27% 24% 19% 21% 21% 10%
Ind Coope 42% 38% . 297 41% 37% 297%
- S&N 467 437% 35% 497 46% 37%
LAGER BRANDS
Harp 63% 60%2 51% 53% 48% 40%
Skol - 50% 48%(%)  32% 48% 48% 30%
.Kronenbourg 45% 45%(*) 187% 437% 40% 22%
Carlsberg 54% 46% 8% 49% 49%() 247
Heineken 42% 417%(*) 197 51% 50%(*)  24%
Holsten 36% 34% 21% 31% 27% 22%

4.4.5. Hypothesis 4 - the regression equation of rBI: Aact does not

really differ from the regression equation rBI: NB - nos. 3 and 4 on chart

and regression weights

The purpose of this equation is to test whether both the general norm
and the overall attitude (Aact) are really necessary for the prediction
of Behavioural Intention (BI). If an explained variance of 257% can be
taken as a reasonable measure of association, then in the cigarette
study, Aact makes a good predictor of BI for all brands and NB in the case

of three out of seven (Table 4(iii) above). In the drinks markets the same
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holds true for Aact for seven brewers® beers and six lager brands - with
one exception each, in the ‘case of both men and women.(Table 4(iv) above).
NB reaches this level of 25% in the drinks markets in all but 4 cases (out
of 13) amongst men and all but 7 cases amongst women. When testing

rBI: Aact against rBI: NB there are few cases where the differences are
significant (* items on Tables 4 (iii) and (iv)): Brands A, C and F in

the sub-sector of the cigarette market and Watneys, Skol, Krdnenb0urg,
Heineken amongst men and Watneys, Courage, Carlsberg, Heineken amongst
women.1in the drinks markets.

As would be expected the regression weights are in line with these
results. Although the evidence is less strong for NB, it is suggested that
in the current state of the markets, these results nevertheless argue for
the need for both measures (Aact and NB).

4.,4,6, Hypothesis 4a — the cigarette market is largely under normative

control and the drinks markets are largely under attitudinal control

The original hypothesis put forward by marketing people that this
sub-sector of the cigarette market was largely under normative control,
was not borne out by the data. For all brands the normative effect is
weaker and in the case of three brands attitudinal control seems
definately indicated by the results; Table 4(iii). This may be another
piece of evidence which underlines the relatively underdeveloped nature
of brand profiles in this market; the three brands where the differences
are significant appeared to be the ones with the most strongly developed
brand personalities when the data was collected (Brand A,C,and F).

There may be another reason why the original hypothesis was not
substantiated. In a 'Critical Analysis of the Public Literature' relating
to the US smoking market, which Fishbein carried out in 1977, he
hypothesises that normative control may be more important in this market
for péople who are starting to smoke; teenagers and women; while
attitudinal control may be more important for those continuing to smoke
and for older people. This may apply to our data, as the three more well
established brands may have an image which relates them more closely to
established/older smokers than the less well developed brands.

The original hypothesis that the drinks markets were more under
attitudinal control is true of all brewers' beers and lager brands amongst
both men and women, but statistically significant in only four instances
amongst both men and women; Table 4(iv). This suggests that there is room
for the strengthening of brand imagés in what is essentially a new market:

the take-home market for brewers' beers and lager brands.
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As was shown above, Aact and NB as regressed on BI, gave regression
coefficients which were significantly different in only a number of
instances. One of the principles underlying multiple regression analysis
is that the variables (Aact and NB in this case) should be independent of
one another. This was tested for all 3 data sets and in almost all cases
the correlation coefficients were significantly different from zero.
However, fof the cigarette data these correlation coefficients were low
(ranging from .32 to .59) and it could be argued that they are not
‘sufficiently big to invalidate the regression coefficients. Much more
caution must be applied when interpretfng the regression coefficients for
the drinks markets because here the correlation coefficients for‘both the
male and female samples were bigger (brewers' beers: ranging from .53 to .
.75; lagers: ranging from .52 to .79). . -

4.,4,7. Hypothesis 5 — there is no relationship between attitude towards

the act (Aact) and the sum of the individual attitudinal beliefs (Zbaaili

tested by rAac‘t:Zbiai —no..S on chart..

As the charts in Appendix 4(v) indicate, the correlation between
rAact:Zbiai is not as good as would have been expected in all three
markets (excepting brewers' beers amongst men). It ranges from 35% to less
than 20% for cigarettes; 11% to 367% amongst men for beers and 5% to 37%
amongst women for beers; 16% to 337 amongst men for lagers and 17% to 23%
amongst women for lagers. There may be a number:of féEtor;.contributing
to this result:

- working in young markets, where attitudinal beliefs have not as

yet attached themselves to brands and so brand images are weak;

- thé use of market modal beliefs, which may hide some differences

between the brands;

~ only some beliefs work strongly for a given brand with others

contributing little or brands having different attitudinal profiles
as varying combination of beliefs are endorsed for each one; 7

- the problem of intercorrelation between the items.

All these factors may make a contribution. It is intended to elaborate
only on the last of these problems: §
» - - when predictors exhibit high intercorrelation amdng themselves,

this suggests that the data set includes redundant information;

~ by using the total set of salient beliefs in the summative regression

analysis, Fishbein's method retains this redundant information. The
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data will be specifically examined from this point of view in Chapter 6,
as the problem of the intercorrelation betweén belief items, is the main
trigger for the examination of subsets within the belief data. Such
subsets might exhibit less intercorrelation between belief items and
hence improve prediction.

The problems associated with this result fof rAact:lbiai is further
underlined by the fact that rAact:Zbiai is not very different from the
less direct measure of rBI:Zbiai (no 6. on the charts), whereas the model
would predict the latter to be worse.

4.4.8, Hypothesis 6 - there is no relationship between overall norm (NB)

and the sum of the individual normative beliefs(ZSNB) and motivation to

comply (mc): tested by rNB:3SNBmc -no. 7 on charts

For the cigarette market the correlation between rNB:3ISNBmc is
virtually nil. The mc part of the formula does not work in this market.
It was found in this research that mc is extremely sensitive to question
wording, and although the wording was improved for the drinks markets, the
rNB:2ZSNBmc improves over the cigarette study only slightly for men.
Amongst women, rNB:3SNBmc is more important for both brewers' beers and
lagers and this suggests that there could be a sex difference in the results.
In the take-home markets, it is believed, that this is due to the fact
that women purchase for others more often than men do; hence norms might
be of greater importance to them. However, in all cases the correlation
improves greatly when motivation to comply (mc) is removed.

4.4.9, Hypothesis 6a - there is no real difference between rNB:3SNBmc and

rNB:JSNB - nos. 7 and 10 on the charts

The differences between these two regressions can be seen from the

next two tables.

TABLE 4(v) SUB-SECTOR OF CIGARETTE MARKET:difference between rNB:ZSNBmc
and rNB:3SNB

rNB:ZSNBmc rNB:ZSNB
Brand A 0% 55%
Brand B 0% 53%
3rand C 0% 50%
Brand D 0z . 55% .
Brand E 0% 63%
Brand F 27 59%
Brand G 0% 557%
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TABLE 4(vi) BEERS AND LAGERS: difference between rNB:$SNBmc and rNB:SSNB
BREWERS' BEERS

MEN WOMEN
rN3:ZSNBmc rNB:ISNB rNB:SSNBmc rNB:SSNB E
Watneys ' 6% 69% 27% 63% ;
Trumans 5% 547% 11% 447, i
Whitbreads YA 54% 9% 57% '
Courage 2% 56% 3% 46% i
Charringtons 5% 59% 167% . 457 %
Ind Coope - 0% 61% 14% 57%
S&N 1% 57% 15% 56%
LAGER BRANDS |
Harp C12% 70% 23% 63%
Skol 16% 687% 147% 347%
Kronenbourg 47 54% 12% S1%
Carlsberg 12% 53% 10% 422
Heineken 1% 58% 1% 45%
Holsten 15% 58% 33% 57%
As tha differences between rNB:ISNBmc and rNB:ZSNB in the cigarette sample
are very big, they are all significant. The percentages in the drinks

markets were tested for significance too and in only one case were the |
differences not significant (Skol, amongst women). Therefore, even with
improvements in question wording, mc still contributes little to the

results.
4,4,10. Hypothesis 7 = to test whether the inclusion of overall attitude

(Aact) is a necessary part of the formula: there is no difference between

rAact:Zbiai’and rBI:Aact -nos. (5) and (3) on charts

The difference between the aggregated measure and the direct measure
in the cigarette market is significant in all but two cases; the aggregated
measure 1is Zbiai and the direct measure is Aact. Amongst men, the difference
is significant for all but one of the lager brands, but for only two of
the brewers' beers. Amongst women, the difference is significant for all
but one of the lager brands and significant for four of the brewers'
beers. Therefore the differences appear to be more in evidence for the
cigarette and lager markets than the beer market and the inclusion of
Aact is probably necessary. This result may be partly due to the fact that
beliefs may have attached themselves more effectively to brands (cigarettes,

Yagers) than to aggregates like all the beers made by a particular brewer.
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The details are given below.

TABLE 4(vii) SUB~SECTOR OF CIGARETTE MARKET: difference between rBI:Aact

and rAact:3b.a.
i%i

rBIl:Aact rAact:Zbiai
Brand A 41%(*) 25%
Brand B 37%(*) 227
Brand C 33%(*) 16%
Brand D 38(ns) 24%
Brand E 467 (*) 32%
Brand F 56%(*) 23%
Brand G 447%(ns) 35%

TABLE 4(viii) BEERS AND LAGERS: difference between rBl:Aact and rAact:Zbiai

BREWERS' BEERS

rBl:Aact rAact:Ebiai rBl:Aact rAact:Ebiai

Watneys 54% (%) 36% 67%(*)  37%
Trumans 38%(ns) 267% 27%(ns) 15%
Whitbreads 35%(*) 18% 397%(*) 147%
Courage . 35%(ns) 287% 54%(*)  20%
Charringtons 24%(ns) 11% 21%(ns) 5%
Ind Coope 38%(ns)  25% 37%(ns) 30%
S&N 43%(ns)  32% 46%(*)  21%
LAGER BRANDS

Harp 607%(*) 33% 48%(*)  23%
Skol 48% (%) 30% - 48%(*) 20%
Kronenbourg 45% (%) 23% LOZ(*)  17%
Carlsberg 46%(*) T 16% 49%(*)  17%
Heineken 41%(ns) 30% 50%(*)  22%
Holsten ©34%(*) . 17% 27%(ns) 20%

4,4.11, Hypothesis 7a - to test whether the inclusion of the genéral norm

(NB) is a necessary part of the formula: there is no difference between

rNB:YSNBmc and rBI:NB OR rNB:3SNB and rBI:NB - nos. (7/10) and (&) on charts

As table 4(ix) shows, in the cigarette study, for both of the above
situations, all the differences are significant. NB is therefore a necessary
part of the formula when mc is included (as this gives very low figures
A

for rNB:3SNBmc), but NB is of more questionable value when mc is excluded,

as the rNB:3SNB figures are always greater, than the rBI:NB figures.
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TABLE 4(ix) SUB-SECTOR OF CIGARETTE MARKET: difference between rNB: $SNBme
and rBI:NB OR. rNB:3SNB and rBI:NB ‘

rNB: SNBmec rBI:NB rNB: SNB rBI:NB
Brand A 0% 22%(*) 55%(%)  22%
Brand B 0% 24%(%) 53%(%)  24%
Brand C 0% 18% (%) 50%(*)  18%
Brand D 0% 28%(%*) 55%(*)  28%
Brand E 0% 51%(%) 63%(*)  41%
Brand F 2% 23%(%) 59%(*)  23%
Brand G 0% 32%(*) 55%(*)  32%

In'the drinks markets the situation is much more complicated, but
the next table summarises the significant (¥*) results.

TABLE 4(x) BEERS AND LAGERS: difference batween rNB:SSNBmc and rBI:NB OR

rNB:SSNB and rBI:NB
BREWERS' BEERS

MEN

rNB:ZSNBmc rBI:NB rNB:2SNB rBI:NB
Watneys 6% 42% (%) 69%(*)  42%
Trumans 5% 29% (%) 54%(*)  29%
Whitbreads 6% 30%(*) 54%(*)  30%
Courage 2% 31%(*) 56%(*)  31%
Charringtons 5% 19%(*) 59%(*)  19%
Ind Coope 0% 29%(*) 61%(*)  29%
S&N % 35%(*)  STA(*)  35%

WOMEN
Watneys 27%(ns) 45% 63%(ns) 45%
Trumans 11%(ns) 24% 44%(ns) 24%
Whitbreads 9%(ns) 23% 57%(*)  23%
Courage 3% 31%(%) 46%(ns) 31%
Charringtons 16%(ns) 10% 45%(*)  10%
Ind Coope 14%(ns) 29% - . SRIU(*)  29%
S&N 15% O 37%(%)  56%(%)  37%
Harp 12% 51%(%) 70%(%)  51%  MEN
Skol - 16% 327%(*) 68%(*)  327%
Kronenbourg 47 © 8% (%) 54%(*)  18%
Carlsberg 12% o 38%(*) 53%(*%)  38%
Heineken 1% 19%(ns) 58%(*)  19%
Holsten 15% - 21%(ns)  58%(*)  21%
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rNB:3SNBmc rBI:NB rNB:SSNB rBI:NB

Harp 23%(ns) 407 68%(*).  40% WOMEN
Skol 14%(ns) 207% 34%(ns) 30%
Kronenbourg 12%(ns) 22% S51%(*) 22%
Carlsberg 10%(ns) 24% 42%(ns)  24%
Heineken 11%(ns) 24% 45%(ns)  24%
Holsten 33%(ns) 22% 57%(*) 22%

For brewers' beers all the differences are significant for both
situations amongst men: i.e. when me is included in the test, the direct
measure (rBI:NB) does better than when mc is excluded. Amongst women
the results are more variable, as the measure including mc is quite largé
for some brands and therefore not significantly different from the direct
measure (rBI:NB). Although the indirect measure (rNB:ISNB) is numerically
larger than the direct measure (rBI:NB) in the test rNB:3SNB and rBI:NB,
it is significant in only 4 cases in favour of the indirect measure.

For lagers all the brand differences are significant amongst men
when rNB:ISNB and rBI:NB are tested,ie the effect is always lower for the
direct measure (rBI:NB) than the indirect measure (rNB:3SNB). This
makes the direct measure a doubtful instrument in this instance too. When
mc is included in the test (and mc did somewhat better in this market and
beers than in the cigarette market), the direct measure does better in all
but 2 instances. Amongst women, mc does much better than amongst men on
average, therefore, when mc is included in the test there are no significant
differences between the direct and indirect measures. When rNB:ZSNB and d
rBI:NB are tested amongst women, the indirect measure does better than
the direct measure in all but 3 cases.

‘All this suggests that more work is required on 'motivation to comply'’

'general

and there appears to be some doubt as to the usefulness of a
others' compared with 'specific others aggregated.’
4.4,12, Predicting BI ‘

In addition to predicting the main links in the theory of reasoned

action tested under the above hypotheses, the BI links were also checked
(nos. 6,8,11,9 and 12 on the charts).

In the case of the sub-sector of the cigarette market the following
points are of interest:

’(i)Eibiai explains between 40% and 21% of the variance in BI over
the. 7 brands (no. 6 on charts).

(ii) SSNB explains between 42% and 18% of the variation in BI; when

!
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mc is included in the regression this falls to virtually nothing (nos. 11
and 8).

(iii) In most cases the variance éxplained byZbiai in BI (no. 6) is
not very different in size to that explained by Zbiai in Aact (no.5). The
model would suggest that the former could be lower. The results.for the
normative part of the equation are in line with the model's prediction:
the variance explained byJSNB in NB is always greater than the variance
explained by3SNB in relation to BI.(nos. 10 and 11 on charts).

(iv) The model also argues that Aact+NB together (no. 2) should
predict BI better than Zbiai +2SNBmc together should predict BI (no. 9)
and this is certainly the case. The prediction is better wheaniai +ZSNB
together are considered (no. 12).and in the case of regression (12) this
holds true even though in the figures presented, one belief ('too strong
and harsh') was excluded from the analysis. This was done, as the
sponsoring company wished to test the predictive power of the equation
minus this belief; it made no difference.

The same points come through in the beer and lager data:

}.the indirect measures predict BI less well than the direct measures

(e.g. rﬁbiai +2SNBmc together compared with Aact + NB together);
2.the main exception to this appears to be the comparison involving
the salient attitudinal beliefs where rAact:Zbiai is not very
different from rBI:Ebiai. The model would predict the former(l.above)
not the latter instance (point 2).
3,The inclusion of mc‘in an equation reduces the predictive power.

4.4.13. Conclusions and avenues for further research

In the complex,. dynamic and young markets which were investigated

in this research, the link between Behaviour and Behavioural Intent{on
was not established. The reasons for this are explored in great depth,
both in the main commentary and in Appendix 4(vi). It is likély that
both the Behaviour and Behavioural Intention measures can be improved:
‘Behaviour, by getting as close to continuous records of purchase as
possible and Behavioural Intention, by carefully examining the spread of
the ratings obtained on the 7 point scales. As the example of Brand A
demonstrated (Appendix 4(vi)), this type of examination suggests, that
the B:BI link should be investigated separately for groups with different
endorsement of the BI scale. _ \

When testing the internal validity of the model, in.terms of all the
remaining links indicated on the charts, the linear nature of the mddely

is generally confirmed; although not significantly in the following main
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instaqces:

(i) In all three markets the general norm (NB) does not appear as
useful a concept as the model suggests. Comparing the general norm (NB)
with the less direct measure (the sum of the specific normative beliefs),
it is a less good predictor than the specific beliefs aggregated ~ when
these are presented minus 'motivation to comply' (SSNB). Possibly a
‘general others' is less useful than specific others; or it might be a
question of exploring the wording of this concept. It might evcn be the
case that 'in some product fields..situational factors may be more
relevant than social norms perceived in terms of reference groups' Sampson
and Harris, 1970). For example, situational factors altered the model
significantly in the Songer-Nocks' research (1975). This argument could
be particularly relevant to markets where several brands are perceived as
similar and high point-of-sale activity exists (e.g. sub-sector of
cigarette market).

(ii) Clearly there is a problém with motivation to comply; as a
concept it does not appear to work very well, even with improvements of

"the type tried in this research exercise. More work may be required to
improve the wording; the pilot work done for this research suggested that
respondents' objections were more to the wording than to the concept.
Alternatively, if that avenue fails, then it may be necessary to drop
this mc measure altogether from the formula and perhaps cover it in
terms of the 'context' of the research model:e.g. 'taking into account
your own personal wishes and those of other members of the family for
whom you buy...'It is suggested, that this would be a valuable direction
for further research on the Fishbein model. Other researchers too have
found problems with mc e.g. Ajzen and Fishbein (1969), Thomas (1975,
Schwartz and Tessler (1972) and Keenan (1976).

(iii) Ebiai does not appear to predict overall attitude (Aact) as well
at it might. Tuck (1970) in an unpublished report relating to a well-
established UK market, found rAact:Zbiai = ,79 and .51 for the two brands
investigated and these figures were highly significant. It is possible
that the results found in this research are connected with the underdeveloped
nature of brand profiles in these young markets and also pdssibly to the
use of market modal beliefs, which could have reduced some of the differences
between the brands. This will be investigated further.

When applying a model such as Fishbein's in dynamic markets and in
product fields where branding is not very strong, success cannot be

guaranteed and empirical verification has to be undertaken each time. It
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is necessary to check how the model works in different product fields
and for different market segments. In the marketing field this is essential,
as we are not always dealing with areas of high interest or with homogeneous
population groups, in terms of how purchasing decisions are made.

Also in applied research, costs must be minimised, and therefore it
is suggested that where the underlying belief structure need not be
explored, only the overall attitude and general norm parts of the formula
need be established, with conéequent savings in data collection and process-
ing. Even where the belief structure is an important part of the research,
some of the detailed work on the B:BI link done here for example, might
suggest that for marketing advice it is more useful to examine the data
ratings for BI versus the behavioural measure, than to run expensive
regression analyses..The latter are not always helpful, where great

complexity is to be found in the purchase situation. )
Marketing men also look for a small set of key beliefs on which they

can major in their promotional activity and these ought to be the most

predictive of behaviour ie pufchasing‘behaviour. True to Fishbein's

model the total set of salient beliefs was handled in the summative

regression analyses dealt with in this chapter. To improve marketing

advice,the total set of salient beliefs for each brand will be examined

in more detail in the next two chapters.
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CHAPTER 5 ,
FURTHER EXAMINATION OF FISHBEIN DATA

5.1. INTRODUCTION

In this chapter a closer examination is made of the attitudinal and

normative beliefs underpinning the overall belief structures (Aact and NB),.

in order to investigate the Fishbein formula more thoroughly.
It was shown in Chapter 4, that the extent to which Aact (overall

attitude) and NB (general norm) predicted BI (Buying Intention) varied

for the different brands. It is important to find out whether this is due

just to more weight being given to the attitudinal compared with the
normative part of the equation or whether, in addition to this, the
contribution made by the individual attitudinal or normative beliefs to
the overall structure differs from brand to brand. It is not possible to
obtain any explanation from the standard Fishbein analyses, as presented
in Chapter 4, as all the peliefs are summed.
The analyses required to provide an explanaﬁion of the above were
listed under hypothesis 8 in Chapter 1:
'..to investigate the Fishbein formula more fully the two following
equations need to be broken down:
(i) to check on the contribution of the bi's and ai's to
attitude towards the Aact and
(ii) similarly to check on the contribution of the individual
SNB's or SNBmc's to general norm..
this check needs to be carried out in order to test whether
Hypothesis 8a - individual brands have different attitudinal and normative
beliefs attached to them and
Hypothesis 8b = whether the Fishbein model yields more information by such
further analyses than the data on which marketing actiouns
are commonly made today (e.g.mean scores and association
data).'
As is clear from Chapter 4, the Fishbein formula involves three types
of belief scores in the attitudinal part of the equation:
b, scores
1
a, scores

b.a. scores.
i1

The bi scores are the belief scores produced by the sample for each of the
salient beliefs and they indicate the strength with which the belief is

held for a given brand. In the case of the cigarette study, there were
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11 beliefs. These will need to be examined later, in order to check whether
salience varies for the individual brands. These scores are directly
comparable to the mean scores commonly presented in marketing research

v

or brand image studies,

The a, scores reflect, in the cigarette study for example, the extent to-

which these smokers personally like the attributes described by these bellefs

in this type of cigarette. Therefore a, scores are a reflection of what

is liked about a particular product field by the market (or market
segment).

The biai scores (derived by multiplying a given bi score with its a, score)
tell us which beliefs work most strongly for the brand, since the theory
holds that attitude is formed from the sum of the biai scores of all the
salient beliefs (Zbiai). Clearly the mean biai s;ofes presented in the
tables and appendices of this chapter, are not exactly the same as the
mean b scores multiplied by the mean a scores.

This part of the project will check on the contribution each individual
bi’ai and biai score can make to Aact. For ease of identification this has
been called the 'Fishbein biai analysis'throughout this chapter.

Similarly, in the normative part of the equation, it is important to
check on the contribution made by the individual normative beliefs (SNB)
to general norm (NB). This analysis has been undertaken twice. First, as
the formula demands, by examining each individual normative belief after
it has been multiplied by the relevant motivation to comply (SNBmec).
Second, by omitting mc, as there was some evidence (Chapter 4), that -
motivatién to comply did not always work with the data sets used in this
study.'

This detailed examination of the two parts of the equation, attitudinal
and normative, should provide information about the explanatory power of |
the Fishbein model and its ability to provide marketing advice. For the
attitudinal part of the equation, a further comparison can be made between
the data from the Fishbein biai analysis and the types of data on which
marketing actions are usually decided, such as mean scores and association
data. Mean scores (bi scores) are already part of the input to the
Fishbein model; association data is not. By comparing these three types
of data (Fishbein biai analysis, mean scores an& association data)
hypothesis 8b can be tested: 'whether the Fishbein model yields more
information by such further analyses than the data on which marketing
actions are commonly made today (e.g. mean scores and association data);'

and to check whether they would provide different marketing advice,
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The first part of this chapter deals with the attitudinal belief

structures, the second part with the normative belief structures.

5.2. ATTITUDINAL BELIEFS UNDERPINNING OVERALL ATTITUDE

5.2.1, Belief Scores (bi scores) or Mean Scores

As indicated above, the bi scores are like the mean scores usually
presented in brand image studies. In such studies mean scores only are
usually pfesented and the different brands are compared along the
individual belief and overall attitude measures.

The data for the cigarette study were examined in two different ways:
first, from the contribution all eleven beliefs make to each brand (Table
5(i)) and second, from the point of view of how each brand performs on one
belief at a time (Table 5(ii)). It should be remembered that belief
scores range from +3 to -3. Table 5(i) shows that although the belief
reliable name and reputation is the first belief for all brands except D,
the rank order in which the beliefg support each brand is different.
Fishbein argues that for prediction of overall attitude the tot;l set of
eleven beliefs applies to all brands, but the data suggest, that the
beliefs are endorsed differently in each case and that the brands have
different images. There may, therefore, be a cluster of restricted
beliefs for each brand which could predict overall attitude better than
all the eleven beliefs put together. This hypothesis will be investigated
in a subsequent chapter.

‘The scores on Table 5(i) also indicate that Brand A has a particularly
strong image and BrandiD a very poorly developed image. This point is —
really brought out by the analysis shown on Table 5(ii) - Brand A comes
top on all beliefs although on three of them there are other brands with\
mean scores not significantly different from those of Brand A. These are:
attractive pack (where top place is shared with Brand B); reésonably
priced (where top place is shared with Brands C and F) and buy it onmly
when on offer (where there is very little difference between any of the
brands).

In a brand image study, the‘beliefs are usually related to some
overall measure and in this study the most appropriate measure is Aact
(Table 5(iii)). Brand A comes top by a significant margin here too. It
must therefore be the most successful brand in this sub-sector of the
market and there seems little room for existing beliefs to be improved
with perhaps the exception of reasonably priced, where it shares top

place with two other brands. In future, promotional effort for the brand
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TABLE 5(i)

SUB-SECTOR OF CIGARETTE MARKET:

bi/mean scores by brand

Brand A Brand B Brand C

Brand D Brand E Brand F Brand G

Belief 1 =1.58(9) =1.13(5) -1.01(8)
Belief 2 1.38(10) 0.72(9) 1.25(3)
Belief 3 1.63(6) 1.05(7) 1.06(7)
Belief 4 1.75(4) 1.09(6) 1.15(4)
Belief 5 2.11(2)* 1.89(2)* 1.13(5)
Belief 6  1.59(8) 0.89(8) 1.08(6)
Belief 7 2.11( 2)*1.63(3) 1.56(2)
Belief 8 2.37(1) 1.98(1) 1.99(1)
Belief 9  1.75(4) 1.20(4)

Belief

0.65(11) 0.99(9)
0.31. 0.30

Belief 11 1.61(7)
Sig. diff. 0.29

KEY: belief 1 too strong and harsh
= reasonably priced
= good taste/flavour
= a pleasant cigarette

= attractive pack

= 0K to offer around

—h
-~ O W 00NN O WN
L]

pa—

= increasing

0.76(10) 0.09(9)
10 ~0.98(11)-0.71(10)-0.61(11)-0.88(2)*-0.75(4) -0.87(10)-0.75(10)

=0.04(11)-0.32(7) -0.96(6) -0.96(5)

0.49(5) 1.09(2) 1.22(3) 0.89(8)
-0.12(8) 0.26(10) 0.92(7) 0.85(9)
-0.06(10) 0.31(8) 0.99(5) 0.96(5)

0.98(1) 0.63(6) 1.16(4) 1.52(3)
-0.14(7) 0.29(9) 0.89(8) 0.96(5)

0.55(4) 0.85(3) 1.66(2) 1.59(2)

0.58(3) 1.66(1) 2.01(1) 1.91(1)

0.15(11) 0.76(11) 1.04(4)

0.60(11)
0.32

0.89(8)
0.31

0.73(5)
0.31

0.15(6)
0.30

a satisfying, sustaining cigarette

= reliable name and reputation
= g cigarette to be seen with ' ~
= buy it only when on offer

in popularity

The scores range from +3 to -3 hence the figures indicate that some

brands have a fairly well developed image (e.g. Brand A), some a fairly

poor image (e.g. Brand D).

Figures in brackets are ranks; ranking has been undertaken on size

of score alone, not sign. Sign will be interpreted in the text. To be true

to the data salient beliefs were introduced into the questionnaire as phrased

by the majority of respondents. They were not rephrased, so that both

negative and positive worded statements were included. This produces data

with both pesitive and negative signs and makes interpretaion somewhat

more difficult.

* mean scores are not significantly different (5% level or above-
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TABLE 5(i) cont.

based on a pooled common SE between the eleven beliefs) from the top

mean score; the rest are different from the top mean score.
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TABLE 5(ii)
SUB-SECTOR OF CIGARETTE MARKET: bi/mean scores by belief

Too strong and harsh OK to offer around cont.
Brand A -1.58 Brand E 0.85
Brand B -1.13 Brand D 0.55
Brand C -1.01 ' Sig. diff. 0.28
Brand F -0.96 |
Brand G -0.96 Reasonaﬁiy priced =
Brand E -0.32 Brand A 1.38
Brand D -0.04 Brand C 1.25
Sig. diff. 0.33 Brand F 1.22
Brand E 1.09
Good taste/flavour Brand G 0.89
Brand A 1.63 Brand B 0.72
Brand C 1.06 Brand D 0.49
Brand B 1.05 | Sig. diff. '0.28
Brand F 0.92
Brand G 0.85 A pleasant cigarette
Brand E 0.26 Brand A 1.75
Brand D -0.12 Brand C 1.15
Sig.diff. 0.32 Brand B 1.09
Brand F - 0.99
Attractive pack Brand G 0.96
Brand A 2.11 Brand E 0.3
Brand B 1.89 Brand D - 0.06
Brand G 1.52 Sig. diff. 0.32
Brand F 1.16
Brand C 1.13 A satisfying,sustaining cig.
Brand D 0.98 Brand A 1.59
Brand E 0.63 ; Brand C " 1.08
Sig. diff. 0.28 Brand G 0.96
Brand B 0.89
OK to offer around Brand F 0.89
Brand A 2.11 Brand E 0.29
Brand F 1.66 Brand D =-0.14
Brand B 1.63 Sig. diff, 0.33
Brand G 1.59 ,

Brand C , 1.56
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TABLE 5(ii) cont.

Reliable name and reputation Increasing in popularity
Brand A 2.37 Brand A 1.61
Brand F | 2,01 Brand C 0.99
Brand C 1.99 Brand F 0.89
Brand B 1.98 Brand E 0.73 d
Brand G 1.91 Brand B 0.65
Brand E 1.66 Brand G 0.60
Brand D 0.58 Brand D 0.15
Sig. diff. 0.25 Sig. diff, ©0.31

A cigarette to be seen with Buy it only when on offer
Brand A 1.75 Brand A -0.98
Brand B 1.20 Brand D -0.88
Brand G 1.04 Brand F -0.87
Brand C 0.76 Brand G -0.75
Brand F 0.76 Brand E -0.75
Brand D 0.09 Brand B -0.71
Brand E 0.15 Brand C . -0.61
Sig. diff. 0.33 Sig. diff. 0.37

TABLE 5(iii)

SUB-SECTOR OF CIGARETTE MARKET: mean scores for Aact

Brand A 1.54
Brand C 0.69
Brand B 0.62
Brand G 0.50
Brand F 0.45
Brand E -0.15
Brand D =0.94

Sig. diff. 0.38

KEY: mean score range from +3 to -3
the brands above the line are not sig. diff. (5% level+ based on

pooled common SE betweeﬁ the seven brands) .from Brand A; those below the

line are sig. diff. from the first brand.

96



may have to concentrate on reasonably priced and watch for or anticipate
market trends which could bring about a change in salient beliefs. Clearly.
there is a great deal of room for improving the other brands = Table
5(ii) - especially Brands D and E which are ranked bottom both overall
and for many of the beliefs. Brand B, is doing as well as Brand A on
attractive pack, but could possibly be improved on other beliefs; most
particularly on reasonably priced. Brand C, on the other hand, could
benefit by improving its image (e.g. attractive pack) and seems to be
bought somewhat more on offer than other brands. Whereas Brands F and G
might benefit from product improvements (e.g. good taste and flavour, a
pleasant cigarette and a satisfying, sustaining cigarette). Without know-
ing the full situation for each brand, marketing advice cannot be further
refined and for reasons of confidentiality, further discussion on brands
where the full situation is known, is not possible.

In brand image studies the data are usually examined further by
inspecting subgroups of the sample, particularly users and buyers versus
non-users and non-buyers. In this case, the nature of the samples
makes this impossible.

Therefore mean score data is capable of providing marketing advice
and the quality of this advice will now be compared with the marketing
advice which can be obtained from the Fishbein biai analysis.
5.2.2. The Fishbein biai analysis

In this analysis the individual bi and a, scores are compared with

the biai scores. As the following section will demonstrate, it is capable
of providing some interesting and useful information, on which to base
marketing judgements. But as Fishbein (1971) pointed ouﬁ, this analysis
should not be interpreted in terms of importance:

'The model, however, does not consider importance judgements...
importance judgements are unrelated to attitudes and intentionms..indirect
attempts to assess importance by looking at correlation or regression
weights...are not inappropriate but misleading...if a product has a
positive characteristic I consider important, shouldn't this make me like
_the product more thanm if it has a positive characteristic I consider
unimportant? The answer to this question is essentially 'yes', but in
an indirect sense. First, it should be noted that whenever attempts
have been made to include importance judgements in the model (ie to change
the model from 2Biai.t02BiIiai), the predictive power of the model:
actually decreases. However, people will tend to have stronger beliefs

about (more knowledge of?) attributes they consider important than those
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they consider unimportant and/or their evaluation of important attributes
will tend to be more polarised (either negatively or positively) than
their evaluation of unimportant attributes. Thus, in a sense, the.ZBiai
model does pick up 'importance'. Since the Bi and a, scores will tend to
be more polarised for an important attribute than an unimportant attribute,
the Biai score will tend to be large and thus it does contribute more to
the total attitude. However, the absolute magnitute of a given Biai score
associated with some 'important' attributes may be relatively low, while
the Biai score associated with some 'unimportant' attributes may be high..
I don't think that this is the true answer. However, I do think that this
approach is much more reasonable than procedures that use correlationms

or regression coefficients as indicants of importance.'

The importance issue was discussed in Chapter 3 and need not be repeated
here. Instead the detailed reasoning behind the Fishbein b_ai analysis
needs to be stated. The biai scores compared with the indiéidual bi and

a, scores should indicate

- which biai scores contribute most to the overall attitude to the

brand and

- which beliefs might be improved (ie where the b, score for the
brand are lower than the a, scores for that belief in the market).t
These statements become clear when we refer back to the introduction to
this chapter. As the theory holds that attitude is formed from the sum
of the biai (Ibiai) scores of all the salient beliefs, then the size of
a given biai score is taken as a rough indication of the contribution
that biai score makes to the brand image. It is a rough indication only, )
given Fishbein's proviso quoted above. The a, scores show how much people
like a belief in a given market, the bi scores the strength with which it
has become attached to a given brand, upholding its image. Therefore it '
follows that if a brand is weak (low bi score) on what is liked by the
market (high a, score), it needs to be improved and vice versa. This
analysis is now examired for the cigarette data.

Looking at Brand A, on Table 5(iv) which gives the b.,a, scores, we
find by calculating a new pooled standard error between the eleven biai
scores, that only the top three biai scores are not significantly different
from the one ranked first for that brand. Two of the top three biai scores
relate to the good reputation of the cigarette and one to what might be

described as general evaluation (a pleasant cigarette):
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biai" R a,

: L L
reliable name and reputation - 5.15 2,37% 2,03
a pleasant cigarette 4.34 1.75 2.39%
OK to offer around 4,33 2.11* 1.80

These high biai scores are due to a high belief endorsement (bi) for the
brand on reliable name and reputation and OK to offer around and a high
liking for a pleasant cigarette by the market (ai). The asterisks (%)
indicate that the differences between a given pair of bi and a, scores

is significant (at the 5% level or above) in favour of the figure with
the asterik. These figures suggest little need for improving the brand on
reliable name and reputation and OK to offer around but some possible
improvement on a pleasant cigarette. Therefore it might be reasonable to

look at the beliefs with the lower biai scores, namely:

reasonably priced 2.67 1.38 1.65ns
increasing in popularity 1.86 1.61*  1.15
buy it only when on offer 1.78 -0.98* -0.42

On the last of these beliefs there is clearly less to worry about than the
biai score suggests, because the brand is bought when not on offer (bi)
and smokers do not dislike doing this too much (ai). The brand is seen

as reasonably priced, slightly less so than the market likes; although

the differences between the bi and a, scores is not significant. Tﬁe

brand is increasing in popularity and appears to be more popular than the
market requires (lower a, than bi score). This might be a hint that its
recent advertising was beginning to suffer from 'overexposure.' It was a
point that the sponsoring company investigated further, but for reasons
of confidentiality it cannot be expanded here.

The above suggests that price/buying on offer might be areas for
concern in the future. As it already was the most pleasant cigarette a@n
this sub-sector of the market, it was difficult to see how to improve the -
cigarette on this score. The marketing advice from this analysis was
therefore to watch the brand's perceived value for money and improve it
when necessary.

For the remaining brands, the data are given in less detail; only
the top biai scores are examined and if these need improving, then the
other biai scores will probably need even more improvement. The reasons

for commenting on the top biai scores only are explored below.
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TABLE 5(iv)

SUB-SECTOR OF CIGARETTE MARKET: RANKING OF b}ai SCORES FOR 7 BRANDS
3 1 N

Prand’A

reliable name and reputation 5.15

a pleasant cigarette 4.34
OK to offer around 4.33
good taste and flavour 4.04

a satisfying, sustaining cig. 3.87

attractive pack 3.54
a cigarette to be seen with 2,89
reasonably priced 2.67
increasing in popularity 1.86
buy it only when on offer 1.78
too strong and harsh -0.15
Sig. diff. 0.85
Brand B '

reliable name and reputation 4.31

OK to offer around 3.52
attractive pack 3.28
a pleasant cigarette 2.74
good taste/flavour 2.66

a satisfying, sustaining cig. 2.43

a cigarette to be seen with  2.30

reasonably priced 1.53
buy it only when on offer 1.15
increasing in popularity 0.99
too strong and harsh -0.05
Sig. diff. 0.82
Brand C

reliable name and reputation 4.51
OK to offer around 3.41
a pleasant cigarette 3.04

a satisfying, sustaining cig. 2.89

good taste/flavour 2.77
reasonably priced 2.69
attractive pack 2.60

a cigarette to be seen with 1.71

increasing in popularity 1.17

100

Brand C cont,

buy it only when on offer 1.02

too strong and harsh -0.13
Sig. diff. 0.81
Brand D

attractive pack. 1.69
OK to offer around 1.59
reliable name and reputationl.42
reasonably priced 0.99
buy it only when on offer 0.81
a cig., to be seen with 0.63
increasing in popularity 0.38
too strong and harsh 0.13
a pleasaht cigarette -0.03

a satisfying, sustaining c.-0.13

good taste/flavour -0.20
Sig. diff. 0.75
Brand E

reliable name and reputation3.76

reasonably priced 2.30
OK to offer around 1.95
increasing in popularity 1.28
attractive pack 1.20

buy it only when on offer 1.13
a cig. to be seen with 1.06

a satisfying, sustaining c. 0.90

a pleasant cigarette 0.85
_good taste/flavour 10.60
too strong and harsh -0.07
Sig. diff., : 0.88



Brand F

reliable name and reputation * 4.33

OK to offer around 3.29
a pleasant cigarette 2,40

a satisfying, sustaining cig. 2.39

reasonably priced 2.39
attractive pack 2.37
good taste/flavour 2.30
a cigarette to be seen with 1.95
increasing in popularity 1.47
buy it only when on offer 1.36
too strong and harsh -0.08
sig. diff. 0.83
Brand G

reliable name and reputation 4.13

OK to offer around 3.44
attractive pack 2.62
a satisfying, sustaining cig. 2.46
a pleasant cigarette 2.43
good taste/flavour 2.23
reasonably priced 1.86
a cigarette to be seen with 1.80
buy it only when on offer 1.22
increasing in popularity 1.09
too strong and harsh 0.01
Sig. diff. 0.77

Key: Scores range from +9 to -9,
Beliefs above the line are not significantly different (5% level or
above based on the pooled common SE between the eleven beliefs) from the

top belief for each brand.
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For Brand B the‘top biai scores which are not significantly different

from one another are:

’ b.a, b, a,

r 1 L -1
reliable name and reput;tion 4.31 1.98 2.03ns
OK to offer around 3.52 1.63 1.80ns

!

These high biai scores are due to an equally high belief endorsement (bi)
and liking (ai) for the two beliefs; there is no need to improve these
belief scores for the brand.

For Brands C,E, and F reliable name and reputation alone make the top

rank: _

Brand C 4,51 1.99 2.03ns

Brand E 3.76 1.66 . 2,03*

Brand F | 4.33 2.01  2.03ns ,

The difference between the individual bi and a, scores is only significant
for Brand E and so there is some room for improving the brand on this

belief.
In the case of Brand D 3 beliefs share top positionwith the first

ranked belief:

attractive pack 1.69 0.98  1.47%
OK to offer around 1.59 0.55 1.80%
reliable name and reputation 1.42 0.58 2.03*
reasonably priced ' 0.99 0.49 1.65%

For all of these beliefs the bi and a, differences are significant, ie the
brand is scored worse on all of them and considerable improvement can be
effected here. This is not surprising as the low bi scores suggested a
weak overall image for the brand.

Brand G has 2 top biai beliefs:
reliable name and reputation 4.13 1.91 2.03ns
OK to offer around 3.44 1.60 1.80ns -

A need for improvement is not indicated. ‘

For Brand A the data were explored in considerable detail, in order
to obtain the right marketing advice for its future development. The
principle that Fishbein biai data is capable of such detailed explorationm,
has been demonstrated, and the same detail was not given for the other
brands in order to avoid too much repetition, It must be pointed out that
the data sets are very large in this study and the analysés undertaken
were very thorough and detailed. They are not always spelled out in the

text, if the same points emerge again. But it is necessary to resolve the
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question if the two data (Fishbein biai analysis and mean scores) provide
the same marketing advice. In the case_of Brand A, there was little to
choose between the two types of data, as the brand appeared to follow a
good strategy. But this may not be the case with brands with room for
improvement. For Brand B, the mean scores compared with the performénce‘:
of Brand A (Tables 5(i) and (ii)), suggested that the most obvious belief
to improve for Brand B was reasonably priced. Moreover, there was room -
for improvement on most of the other beliefs, except attractive pack.
Looking at the individual bi and a, scores for Brand B in Appendix 5€i)
suggests that:
l.there is no significant difference between them for OK to offer
around and reliable name and reputation, a cigarette to be seen with and
buy it only when on offer, and so improvement is not perhaps necessary;
2.the brand does better on the bi than a; scores and therefore does
not need improving for too strong and harsh and attractive pack and
3.does need improving on the rest, as the a, scores are higher than
the b, scores: reasonably priced, good taste/flavour, a pleasant cigarette,
a satisfying, sustaining cigarette and increasing in popularity.
This would suggest that the mean scores give a general picture which the
Fishbein biai analysis refines. It agrees with the mean score analysis
that reasonably priced needs improving for Brand B, but also singles out
the taste area in this context. Although on too strong and harsh Brand
B's mean score was less good than that of Brand A, the Fishbein biai
analysis suggests it need not comern us. Further there is a group of
beliefs (listed under 1. above) which although worse than Brand A on
the mean scores, are not in need of improvement (Eishbein Biai analysis).
The same detailed analysis could be provided for the other brands,
illustrating the same principles. To reduce repetition they have not
been given in full here, as the same points will be further explored in
the other data sets. '
Compared with looking at the mean score data only, the Fishbein biai
analysis also gives a clue to the dynamics of the belief structure by
-pinpointing more accurately those beliefs which might improve the
marketing performance of brands, but also warns that
- putting into effect any marketing advice can alter both the
individual bi and a, element of the equation and this might make
it more difficult to observe any successful outcome or otherwise
of a given promotionalﬁcampaign. The effect of changing both the

bi and a; element was demonstrated in the previous chapter under
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4.2.4. Mean score analysis on its own, by comparison, makes belief
change appear too simple. 1

5.2.3. Association Data

As was indicated in a previous chapter, the mean score data and the
remaining elements of the Fishbein formula are all collected with the help
of rating scales. This method of data collection has several disadvantages:

(i) it takes time to collect, as respondents need to be told how to
fill in rating scales and it takes different people more or less time to
complete such scales;

(ii) the care with which respondents fill in such scalesvaries: some
taking extreme care and a long time and others being careless or fatigued
by the task, particularly if the questionnaire is a long one and

(iii) in terms of data collection and processing, rating scales can
also be an expensive method compared with, for example, association data.
However, rating scales have the advantage of givingvmore detailed and
.perhaps precise results than association data. Strenuous attempts were
made when collecting the rating scale data for this research to overcome
some of these problems, particularly by carefu@,piloting the questionnaires.
But difficulties cannot always be overcome and where time and cost are of
the essence, association data is often employed currently in brand image
studies. All the respondent has to do in order to provide association data,
is to indicate whether there is an association between a given belief and
any or none of a given number of brands. Association data do provide a
picture of image strength for the brands and by allowing the respondent
to pick the beliefs associated with a particular brand, they could perhaps
be a rough and ready check on which beliefs are 'salient' for a brand.
Association datawere obtained in the cigarette study and the results are
given in Appendix 5(ii). The objectives for collecting it related to previous
work done by the sponsoring company and so the data cannot be discussed
here, but the exercise indicated that association data can be useful in
the way described above.

5.2.4., Attitudinal Data for 3 markets: conclusions

In Appendix 5(iii) are given the tables and the detailed commentary
for the drinks markets. These two data sets essentially corroborate the
findings obtained from the cigarette study. Therefore in this section
the conclusions drawn from all™ 3 data sets will be presented and the
relevant marketing advice will be emphasized.

(i) The brands seem to have differing profiles (hypothesis 8a) on

the total set of salient beliefs for beers, lagers and cigarettes. In
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the drinks markets there are many instances where there seem to be real
differences between men and women in the data (appendix 5(iv)). It is

very difff;ult to say why these male/female differences are there; the
Fishbein elicitation method gives no additional information. In a
conventional brand imagg study, where beliefs are obtained from an extended
interview for example, many hypotheses are obtained which might help towards
an explanation of such findings. For marketing studies this is a real
shortcoming of the Fishbein approach.

(ii) There are also indications in the data that the more successful
‘brands , le those rated highly on overall attitude, are manipulating the
beliefs more successfully than other brands. Brand A of the sub-sector of
the cigarette market is such an example.

(iii) The mean scores (bi scores) for all 3 data sets are on the low
.side, especially so for brewers' beers. This may reflect partly the new-

ness of these markets and in the case of the beers, that we presented an
aggregate to respondents and not specific brands. It is possible to
undertake this type of exercise .for an aggregate 1ike‘brewers' beers, but
its usefulness in marketing terms relates to promotional activity being
undertaken for brewers' beers jointly and not for individual brands.
(iv) The mean scores when arranged in rank order, give some indicat-

. ion about which beliefs support overall attitude for a given brand more or
less. By comparison with the performance of other brands, the mean scores
give some broad indication of the beliefs which should be improved for

a given brand. The Fishbein b,a, analysis for all 3 data sets (hypothesis
8b) adds a refinement, by indicating more precisely the beliefs which
might be improved effectively. The beliefs thus singled out are those
which contribute most to overall attitude (high biai scores) and where
the endorsement for the brand belief (bi score) is lower than the

general liking for the belief by the market (ai score). The marketing
advice obtained from the mean scores and the Fishbein biai analysis are
often different and as has been demonstrated, the Fishbein biai analysis
seems to give more useful information. It is important to note, that in
cases where there are several low mean scores, the Fishbein Piai analysis
can indicate the order of priority (in the absence of any other strategic
advice) in which their improvement might be tackled. It obtains this
. greater precision, by paying attention to the size of the biai score and
the difference between what respondents like in the market (a.l score) and
what they get from a brand (bi score). All three data sets indicate that

there is room for improvement in brands' images. However, any improvement
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attempted, will depend on the strategy for the brand and any improvement
which is successful will depend on how it is handled in terms of affecting
both the bi and a, components. There is very little help in the literature
to decide which beliefs to manipulate and how to treat the two bi and a;

., components of it e.g. Lutz, 1975; Guerro and Hughes, 1972. Further studies
of attitude change might be very helpful here. It must also be remembered
that research is done within the context of the 'present', whereas

decisions relate to the 'future.' So marketing advicé must be creative,

yet based on today's research. '

(v) In the elicitation procedure for the drinks markets unique items
appeared which related to the past advertising effort for the brands.
During the elicitation sessions it became clear that these items were
indeed very memorable for respondents; yet none of these are very
important (in the top rank or equal with it) for the brands when endorsed

as mean scores (bi scores), evaluation scores (ai scores) or as combinat-
ions of the two (biai scores). It was argued in Chapter 3 that there is
no outside criterion for determining whether the salient beliefs obtained
are really salient. The type of result obtained here, suggests that
highly memorable items might come into the salient list, without really
belonging there. This should be investigated in subsequent studies if
possible. On the other hand, these highly memorable items, whilst salient,
might not be very effective in supporting overall attitude; or their
endorsement on rating scales is low because respondents at this stage in
the research process respond in a highly rational way. These hypotheses
merit further investigation.

(vi) Although Fishbein states that all the salient beliefs are necessary
for prediction, he does acknowledge that a reduced set might improve the
actual predictioh for a brand. The point relating to memorable items, made
above, underlines such an argument and looking for a reduced set of

variables is the object of the next chapter.

5.3, NORMATIVE BELIEFS UNDERPINNING GENERAL NORM

5.3.1. Normative beliefs from 3 data sets

Normative beliefs relate to the second part of the equation. As was
pointed out in the introduction to this chapter, normative beliefs also
need to be examined, to find those which support the general norm best.

The tables in Appendix 5(i) indicate that on the whole for the sub-
sector of the cigarette market, whenever motivation to comply (mc) is
tnvolved, the scores decrease dramatically; therefore it is not worthwhile

#
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to include mc. The mecan scores for general norm (NB) and the rank order
in which the specific normative beliefs (SNB) support the general norm (NB)

are given below:

BRAND A BRAND B BRAND C BRAND D BRAND E BRAND F BRAND G

NB 1.49 0.93 1.06 -0.27 0.15 0.75 0.79
SNB] 3 3 3 3 2 3 2
SNB2 2 2 2 2 1 1 1
SNB3 1 1 1 1 3 2 3

-

SNB] is family, SNB2 is friends and neighbours and SNB3-is smokers who
want to impress people. The rank order suggests that friends and neigh-
bours and smokers who want to impress people, mostly hold first or
second place, with family usually in third place. These findings are
clearly more important in those cases where the normative part of the.
equation is strong compared with the attitudinal part (e.g. Brand B).

In the case of the drinks markets (Appendix 5( v)), men and women
have four specific norms in common and women have a fifth normative belief
on their own. The main justification for examining the male/female sub-
groups was the fact that previous data suggested a possible difference

between males and females and the data supports this. The specific norms

were:
Brewers' Beers Lagers

Men  SNB, Family . Family

and SNB2 Friends Friends

Women SNB3 Younger people Sporty types

SNB4 People who bother People who know a lot

about the quality about lager
of the beer they
drink

Women SNB5 Husband . Husband

only

As noted before (Chapter &), the inclusion of mc works better in the drinks
markets than in the sub-sector of the cigarette market. It will be recalled
that this may be partly due to the nature cf the market, but also to the
improvement in question wordingiin the drinks markets. Considering the

scores with the inclusion of mc only, we obtain the following picture:
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WATNEYS TRUMANS WHITBREADS COURAGE BASS. CHARR. IND COOPE S&N .

MEN ,

NB 1.C0 1.12 1.13 0.97 0.64 1.10 1.23
SNBmc] 1 2 2 2 2 1 1

SNBch 2 1 1 1 1 2 2

SNBmc3 4 4 4 4 4 3 4

SNBmc4 3 3 3 3 3 4 3

WOMEN

NB 1.27 1.21 1.07 1.13 0.82 1.22 0.82
SNBmc] 2 2 3 3 3 2 4

SNBch 3 1 2 2 2 3 3

SNBmc3 5 5 5 5 5 5 5

SNBch 4 4 3 4 4 4 2

SNBmc5 1 3 1 1 1 1 1

For men, family and friends are most effective in underpinning NB, generally.
followed by people who bother about the quality of the beer they drink

and younger people. For women, with the exception of Trumans, the husband

is first, followed by family and friends, then by peoplé who bother about
the quality of the beer they drink and finally by younger people. These

findings are next compared with those for lagers:

HARP SKOL KRONENBOURG CARLSBERG HEINEKEN HOLSTEN

MEN

NB 1.07 1.04 1.25 1.59 1.42 0.77
SNBmc] 1 1 2 2 2 2
SNBmc2 2 2 , 1 1 1 1
SNBmc3 4 & 4 4 4 4
SNBch 3 3 3 3 3 3
HOMEN

NB 1.37 1.41 1.40 1.55 1.68 0.30
SNBmc1 3 3 4 "3 3 3
SNBme, 2 2 1 2 2 2
SNBmc3 5. 5 5 5 5 5
SNBmca 4 4 2 4 4 1
SNBmc5 1 1 3 1 1 4

For men, family and friends generally come first in supporting NB, followed

Sy people who know a lot about lager and sporty types. For women, on the

108



’

whole, the husband comes first followed by friends and family, pecple who
know a lot about lager and sporty types. Only Kronenbourg and Holsten did
not quite conform to this pattern. Here the husband's influence is less
important.

5.3.2. Summary For Normative Beliefs

The specific normative beliefs (SNB) which were elicited in the three
data sets underpin the general norm (NB) in a fairly consistent order
across the brands. For women, the husband is clearly very important and
the consistent order across the brands only breaks down for those brands |
where the husband's contribution to the general norm is not the most -

important,

5.4. GENERAL CONCLUSION

The above commentary indicates that the additional examination of the

Fishbein formula is worthwhile, both for the attitudinal and normative
part of the equation. For it indicates, what contribution the individual
attitudinal and normative beliefs make to the overall structure, which is
"never seen in the summative analysis (Chapter 4).

The data indicate that the brands have different profiles on the
attitudinal beliefs but are much more similar on the normative beliefs;
in this way supporting the first part of hypothesis 8a more strongly than
the second part. For hypothesis 8a stated 'individual brands have
different attitudinal and normative beliefs attached to them.'

More specifically, it was argued above, that the Fishbein biai
analysis is of real value, even so it is more costly to obtain and analyse
than mean scores and association data. It helps not only by

-relating the performance of a brand on a particular belief (bi) to
the way that belief is seen by the relevant market or market segment (ai)

- but also highlights more precisely those beliefs which could be
improved for the brand (biai vs. b, vs, a, scores).

- Further, it makes a contribution to the understanding of the
dynamics of the belief structures ( the manipulation of the b, and a,
components in a promotional campaign).

This adds a dimension to the marketing advice offered which is not possible
with the type of data (mean scores and association data) on which market-—
ing advice is usually based today and supports hypothecis 8b: 'the
Fishbein model yields more information by such further analyses (biai)

than the data on which marketing actions are commonly made today.' Also

if the analyses are done by subgroups e.g. males/females, the Fishbein
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biai analysis can tell us which beliefs to improve amongst a given subgroup.

The commentary also stresses, that there is room for further
experimentation, particularly with regard to the following areas:

(i) elicitation: to check whether the unique (promotional) items
attached to the drinks' brands, are really salient or not, or just
working at a low level for the brands,

(ii) The treatment of motivation to comply, either by producing an
acceptable way of introducing this concept into the formula or by omitting
or substituting it.

(iii) The exact wording of the belief items. For example, at the’
elicitation stage certain beliefs were expressed in a positive way and
others in a negative way. When preparing these items for the questionnaire,
this method of expression was preserved as consumers did appear to think
more easily in these terms. But the corollary of this is that the data set
is slightly more difficult to handle, as both negative and positive numbers
are involved. Changing all the beliefs into positive expressions before
data collection could be an improvement, but it is necessary to check
whether the items expressed in this way would still be salient. There is
no method for doing this at present; only judgement.

(iv) The Fishbein b.a, analysis seems to have something of real value
to contribute. It would be useful to check the marketing advice that
emerges from it against that from mean scores in other markets, as well
as to test the differential effect achieved in longitudinal studies. This
would have the further merit of testing the different effect of promotional
effort on the bi and a, components and the interaction between the two.’

(v) There is the possibility that there could be redundancy both
in the attitudinal and normative items. This hypothesis is the special
concern of the next chapter.

(vi) Further the stability of the salient beliefs (between individuals
and within individuals over time) for a specific decision needs to be
tested extensively. Most research assumes stability but the number of

tests published is small. A small scale test is incorporated in the next

I

chapter.
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) CHAPTER 6
ALTERNATIVE ANALYSES - HYPOTHESES, DATA AND CONCLUSIONS

6.1. INTRODUCTION
In Chapters 4 and 5 the data sets collected for this research were

analysed in accordance with the Fishbein model. In this chapter, different
methods of analysis will be described which were applied to the same data
sets. It is the differential marketing pay-off through the use of alternative
methods which will be examined closely.

These alternative methods of analysis were explored, because the’
standard Fishbein analyses did not completely satisfy the marketing man's
need for information: providing, if possible, a'key' set of beliefs with
~which he can predict, understand and manipulate what goes on in the market.
For maximum marketing utility such a 'key' set of beliefs should be small
and represent those beliefs which most effectively aid prediction and
understanding.

The diagnostic Fishbein analysis was presented in Chapter 5 and it
highlights those beliefs on which marketing improvements might be undertaken
most effectively. In this way a sub-set of salient beliefs is identified,
but it rests on the assumption that what the market likes now (ai score) is
the best guide to improvement. For prediction (Chapter 4) Fishbein uses
the total set of salient beliefs in summative regression analysis and |

- conceptually this is too great a number to handle in any marketing

or promotional campaignsand

~ the detail of the beliefs is lost in summation and so its marketing

value is reduced,

These two points have led in the literature (see Chapters 1,2 and methodologica

introduction to Chapter 3) to three areas of controversy:

(i) the value of summation

(ii) the problems of intercorrelations of belief items and

(iii) the need to reduce the full set of salient beliefs.
Summation, in the Fishbein model, refers to the process of multiplying
(bixai) and adding (Sbiai) the belief items in a salient set before enter-
ing them into summative regression analyses for the purpose of prediction.

This was described in Chapter 4,
Intercorrelation of belief items refers to the interrelationship between

the items in a set; particularly to the fact that they can be highly
correlated with one another, so that the Fishbein summative model could

multiply and add highly correlated items over and over again. If the
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intercorrelation between the items is high, then the need to reduce the
full set of salient beliefs may be indicated.

These three problem areas will be examined in detail in this chapter
as follows - ,

First, a comparison will be made between the predictions obtained by
the Fishbein summative regression analysis and a method of analysis
(stepwise regression analysis) which keeps the identity of each belief
in a salient set. This is described in section 6.2. of this chapter.

The original design for this research described in Chapter 1
indicated that 'confidence' was an additional variable to be introduced
into this research. As will be described later, it was not incorporated
into Fishbein's formula, but added to the salient beliefs in stepwise
regression analysis. Logically 'confidence' relates to stepwise regression
analysis and it has therefore been presented in section 6.3. of this
chapter. But the reader who wishes first to follow the main argument of
this chapter, can leave section 6.3. until the end, as it is a completely
§elfjcontaipeg'section of this chapter, .

Second, the intercorrelations within the attitudinal and within the
normative belief items will be examined, using the output of the stepwise
regression analysis, in this way attempting to minimise computer and
researcher time. If the intercorrelations are high in the salient sets,
then it is argued, this justifies the search for reduced sets of belief
items. This examination of intercorrelations is dealt with in section
6.4.

Third, five methods will be reviewed by which reduced sets were
sought to increase the marketing utility of the data. This is the main
section of this chapter (section 6.5.) and is followed by a discussion
section (section 6.5.).

The arguments presented in this chapter are of necessity quite
complex and the amount of data handled in its preparation was very large:
as both the attitudinal and normative beliefs had to be dealt with for
the 20 products spreading over the three markets and in the case of two,
of the markets, the data had to be run twice, once for men and once for
women. The amount of data involved can be judged by examining the summary
tables presented in the appendices to this chapter. All these data were
carefully examined and are available, but for simplicity the main .
arguments throughout this chapter have been restricted to three products
(Brand A, representing the sub-sector of the cigarette market, Watneys'

beers to represent beer and Harp to represent lagers). In a few instances
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it has been felt appropriate to restrict the argument to one brand only.

6.2. SUMMATION VERSUS DISAGGREGATION ¢

6.2.1.Definition

As indicated, in this section a comparison will be made between
the predictions obtained by Fishbein's summative regression analysis
and a method of analysis (stepwise regression analysis) which keeps the
identity of each belief in a salient set. In summation, the identity of
individual beliefs is lost.

Stepwise regression analysis is sometimes also referred to as dis-
aggregation and disaggregation is a process whereby the beliefs are kept
separate throughout the analysis. As previously mentioned, in this research
disaggregation is based on stepwise regression analysis, which puts
beliefs in a hierachical order in terms of effectiveness in predicting
the criterion variable.

Wilkie and Pessemier (1973) in their review paper of 'Issues in
Marketing's Use of the Multi-attribute Models' point out that there are
problems with the summation aspect of such models and quote some authors
who have studied the problems of summation versus disaggregation =

'Sheth (1970) makes four points for disaggregation:(1) summation is
not theoretically explained by its advocates, (2) summation of ratings
obtained on bipolar scales leads to a compromise (average) value, (3)
summation of positive and negative ratings assumes that one cancels out
another, and (4) his previous empirical studies regressing affect on beliefs
have shown summation to consistently lower predictive power as compared w
to keeping beliefs separate in multiple regression. Cohen and Housten
(1971) agree with Sheth's position and add that the disaggregated approach
is essentially appealing in terms of diagnosis of bases of consumer "
attitudes and in analysis of attitude change. Lutz and Howard (1971) concur
in pointing out that summation results in considerably less utilization
of the very information which had such intuitive appeal for marketers
in the first place....' But they continue Empirical analyses of disaggregat-
ion versus summation are few.'

This research attempts such an empirical analysis; indeed stepwise regress-
ion was built into the research design at the beginning for this purpose

(Chapter 1). Wilkie and Pessemier (1973) also point out that it is essential
to have some sample homogeneity, if the arguments in favour of disaggregat-
ion are to hold (e.gz. being users of a particular type of cigarette, rather

“than much wider sample definitions). These conditions are given in the
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present study.

6.2.2. Stepwise Regression Analysis

From a marketing point of view, comparing summative with disaggregated
analyses, could help in theory to answer the question raised here:

Q 1 Would the two types of analyses yield different results in terms
of their ability to predict the criterion variable?
It could also answer two further questions =

Q 2 Would the quality of the answers be different (are variables
identified and what is their meaning)?

Q 3 Can the use of the disaggregated model assist in identifying.a
reduced set of 'key' beliefs?
To answer question 1 which is the concern of this section and the other
questions depends to some extent on the exact way the stepwise regression
analysis is undertaken. It is necessary at this stage, to explain the
approach devised for this .research and also to indicate the full range of
regressions run by the stepwise mode. This will provide the necessary
background for the way question one is considered and also indicateYthe
key stepwise regression runs which have been used to answer question ome.

There are various ways of performing stepwise regression analysis and
for this study the choice of method was dictated by the available computing
facilities. The only package readily available on the DECI0 at the City
of London Polytechnic which could handle the large volume of data involved
was SPSS (as described in the second edition of its 1975 manual;
corresponding to versions 5-7 on the computer, as program updating was
carried out during the life of this project). There were also limitations
on the amount of computer core which was available and as a very large
number of runs was required, a cost-effective utilisation of the data had
to be devised. SPSS uses forward stepwise regression by inclusion only.
The order of inclusion is determined by the respective contribution of
each variable to explained variance, This means that the computer could
enter variables in single steps from the best to the worst, provided that
they meet the statistical criteria established in the parameters section
of the statement; these statistical criteria are given in Appendix 6(i).
The variable that explains the greatest amount of variance in the dependent
variable will enter first; the variable that explains the greatest amount
of variance in conjunction with the first will enter second, and so on.
In other words, the variable that explains the greatest amount of variance
unexplained by the variables already in the equation enters the equation

at each step. Appendix 6(i ) shows that the independent variable which is
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chosen for entry is the one which has the largest squared partial
correlation with the dependent variable. Howéver, SPSS does NOT remove
variables once entered and one or more variables may never enter into
the regression equation, if the statistical criteria are not met. (

If a computer program had been available which would have eliminated
predictors which no longer meet the pre-established criterion at each .
successive step and if the criterion values (mainly in terms of an F
statistic) for entering beliefs into the regression had been limited
right from the outset, then the results provided by such an analysis,
would have given
~ an optimum reduced set of 'key' beliefs (answer to Q 3 above);

- which should predict the criterion variable better than the total set

of beliefs entered into the summative regression analysis (answer to Q 1
above) and

- which should provide more useful data for marketing than is the case
with the summative regression results, as it has maintained the original
data complete by identifying the individual beliefs and not summing them
with all the others. Also by setting out the order in which the individual
items in the retained set make their contribution to the total set, it
would provide a rank order of belief items. All this would have been
obtained in one computer run,

The analysis approach used here requires two stages:

(i) as a first stage a complete ordering of beliefs was obtained by
allowing default values to operate only in the SPSS run (full details on
SPSS are given in Appendix 6(i). Thus no preconceptions were imposed on
the data at the outset, as a choice of statistical exclusion values can
be a fairly arbitrary process. But as the SPSS program does not remove
variables once entered, this virtually produces an output containing all
beliefs,

(ii) The second stage was to look for a smaller set of 'key' beliefs.
A very cost-effective way of finding these was utilised in this research..
In the first stage of the analysis, described above, a printout of the
correlation matrix for all the beliefs in a given set is automatically
provided. The correlation matrices were examined

- to provide not only much of the data for obtaining reduced sets
(see section 6.5.) but

- also helped with the problem of checking on the intercorrelations
between belief items in a salient set (section 6.4.), so further conserv-

ing computer resources.
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The limitations of this two-stage analysis approach will be considered
below.

6.2.3. Stepwise Regression Computer Runs

Stepwise regressions were run for the following equations for most of
the cigarette data and lager brands and brewers' beers. In the case of

the latter two, they were run separately for men and women:

No. of computer Criterion or Predictor(s) or
run ‘ dependent v, independent variables
1. BI Aact,NB .
2. Aact. biai variables
3. BI biai variables
4, NB SNBmc variables
5. BI SNBmc variables
6. NB SNB variables
7. BI SNB variables
8. BI biai and SNBmc variables
9. BI biai and SNBmc variables and confidence
10. BI biai and SNB variables
(run 10. run for Watneys' beers and Harp only).
11. . Aact bi variables
12, BI bi variables
(runs 11 and 12 undertaken for cigarette brands only).
13. Aact ay variables
14. BI a; variables

(runs 13. and 14. for Brand A only).

The regression runs are presented in Appendices 6(iv),(v) and (vi)
with Appendix 6(iii) explaining both the method of presentation of this
large amount of data and the related stafistics.

As the number of beliefs making up the full set of salient beliefs
varies for the products included in this research, they are quoted in
Appendix 6(ii) as well.

6.2.4. Predictive Power: Summative vs. Stepwise Analysis

To establish whether summative and disaggregated analysis yield
different results in their ability to predict the criterion variable is
the main concern of this section of the chapter. In Appendix 6(ii) certain
key regressions were pulled out for Brand A (representing cigareftes),
Watneys' beers (representing beed») and Harp (representing lager). For the

three products the proportion of variance explained in the criterion
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variable is shown as a percentage end given for both the summative and
stepwise runs. For purposes of illustration one key regression from all

the stepwise regression runs undertaken (see 6.2.3.) is given in Table 6(i).

SUMMATIVE STEPWISE
REGRESSION REGRESSION
Aact:Zbiai Aact:biai variables

BRAND A 257% 39%

WATNEYS' BEERS:

Men 36% 522

Women ' 37% 487%

HARP: o

Men 337 36%

Women 23% ' 40%

TABLE 6(i): Summative vs, stepwise regression: proportion of

variance explained in Aact

Table 6(i) shows one key equation. In section 6.2.2. above, it was stated,
that stepwise regression with automatic insertion and deletion of»Variables,
produces an optimal subset of 'key' predicting beliefs. As was indicated
this method of analysis was not available for this research, and the method
used instead gave a ranked set of beliefs, but not an optimal subset.

Even so, the example in Table 6(i) indicates that prediction can improve

in stepwise regression compared with the summative method. Also the re-
maining examples presented in Appendix 6(ii),show that in those instances
where there is a difference between the two analysis methods (which is

true of most cases), the stepwise method explains more of the variation

'in the criterion.

So from a marketing point of view there is value in stepwise regression,
if it can improve the level of prediction; as it appears to be doing even
on the basis of this data. This would argue that the improvement in predict-
ion, could be even greater with an optimal set of beliefs and it is
therefore important to look at the question of reduced belief sets; This’\
improvement may not apply to other situations e.g. Bass and Wilkie (1973)
reported little difference in prediction between the two analyses methods.
These indications suggest that more work needs to be done comparing the
two methods. |

The marketing value is also greater in the case of stepwise regression,

because each variable entered into the analysis is identified, which is
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clearly not the case in summative regression.(answer to question 2 above).

6.3, CONFIDENCE

6.3.1. Introduction

It will be recalled, that this section deals with the addition of a
variable by means of stepwise regression analysis; not with the incorporat-
ion of a variable into the Fishbein formula. Logically confidence (the |
variable in question) fits with stepwise regression analysis, but as it
is somewhat outside the main framework of this chapter, the reader might
like to proceed to section 6.4, and return to this section at the end of
the chapter. \

6.3.2. The Concept

The concept of confidence has been included in this research to extend

the usefulness of the Fishbein model in the marketing context. It was
incorporated in the stepwise regression runs, as they allow extra variables
to be introduced and tested against the criterion variable. Fishbein
would argue against adding variables to the theory, as he believes that
those variables currently included in the theory, transmit the effect of
other variables (see introduction to Chapter 4). On the whole, this
research has been true to this approach, and variables commonly used in
marketing studies such as demographics, etc have not been introduced as
additions. However, confidence was added because past experience suggested
that it might work in the marketing field and the particular way it was
introduced into this research, could extend the scope of the present
theory. : _

Harrel (1972) added confidence/perceived risk to his version of the
Fishbein model for doctors. He used as his basic Fishbein model -

-

B ~ BI (Aact)v-v] + (NB) (MC)w,

and by adding confidence and perceived risk he changed it to -

B~BI =w. (55, (c)a) +w 308 (O] (ve] )
Yo (i) T (f SRR

He used confidence to assess first, doctors' 'confidence in making each
probability estimate.' Second, he instructed his respondents: ‘'after you
have evaluated each outcome, indicate on the second scale the level of

confidence you have in your answers, to the first part. FOR EXAMPLE, if

you think it is 'extremely probable' that Brand A would Adequately Lower
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Blood Sugar and you are only 'moderately confident' (50% confident) in
your ability to make the assessment, your response would be:
ADEQUATELY LOWERS BLOOD SUGAR

Extremely Extremely Extremely Extremely
Improbable Probable Low High

Confidence Confidence

v -/

BRAND A

In his results overall confidence in the drug brand was shown to be
related to attitude as well as to behavioural intention.

The concept of confidence appeared therefore to show promise and was
incorporated in this research. The way it was incorporated was different
from Harrel, in so far as confidence was used to help assess the extent
to which respondents felt sure, that their intentions to purchase brand X,
when entering the shop of their choice, would actually have been carried
out by the time they left the shop. Such a measure, it was felt, would
give some indication of the dynamics in the market place and the extent
to which respondents felt they might cope with them. Perhaps the most
relevant factors are the promotional activity and stock postions in
retailers. Unpublished 'in-and-out surveys' have attempted to assess in-
store factors on a much more detailed basis and they indicate, that in-
store factors must be assessed in every product field.

The question to assess confidence used in this research was -

E.G. Imagine you are going out to buy your next cans or bottles of take-
home lager. You have an idea which lager that is going to be. How certain
are you that you will actually leave the shop with that particular lager?
The question was measured on a 7 point scale ranging from very certain to
very uncertain.

6.3.3. Results

To make such a measure easy to apply in future marketing research,

it was not incorporated into the model's equations, but simply added as
another predictor variable in the stepwise analysis. The details of the
analysis are given in Appendix 6(xiii) for two otherwisé identical
equations, The results indicate that

(i) the proportion of explained variance in the criterion varies
little between the two equations, so confidence seems to add little to

overall prediction.
(ii) Out of ‘the 33 instances (relating to individual products) for
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which both the equations were run, only in 16 cases did confidence enter
the equation in the first 5 steps.

(iii) When the variables were reduced to a more highly predictive set,
confidence was retained in most intances where it had occured in the first
5 steps. But in some instances it was not retained and in two instances,
were it had occured outside the first 5 steps, it was finally retained.
This result might suggest, that the order in which the variable of
confidence appears in the stepwise regression is not very consistent.

Confidence was included initially in this research to extend the
usefulness of the Fishbein model in the marketing context. In Harrel's
case, it was incorporated into the summative formula. The proportion of
explained variance in the criterion variable achieved by confidence in
this research, using stepwise regression, does not show good prediction.
However, the alternative approach pursued here, of simply adding if as
a predictor variable and not incorporating into the formula, is 3 method
which merits further work with other variables. Also confidence might be
a more useful extension to the model, if it could be further tested an&
improved, by asking the question for each brand, so that a cross check
could then be undertaken relating proportion of explained variance with
different confidence levels to actual degrees of purchase behaviour.

This might be a way to improve the relationship with Behaviour in the

model.
6.3.4. Confidence as an extension to the Fishbein model, compared with

the other two extensions incorporated in this research: preference and

lozaltz

Preference and loyalty (ie purchase of previous ten units of a product

and the next 10 units) were added to this research as alternative Behaviour
measures. As was reported in Chapter 4, they were not very fruitful
lines to pursue, \

Confidence, however, added as an additional variable in stepw{se
regression and related to each brand (not just overall as had to be done
in this research, in order to keep the questionnaire within reasonable
length) could show promise. In a study on student occupational aspirations,

the present author (Bradley, 1981), found it aided prediction.

6.4. INTERCORRELATION BETWEEN BELIEF ITEMS
6.4.1. The Problem

In the introduction to this chapter it was stated that the inter-

correlations within the attitudinal and within the normative belief items
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will be examined and if the intercorrelations are high, then the search

for reduced belief sets may be indicated. Consequently, both the attitudinal
and the normative belief sets for each of the 20 products included in this
research were examined. The method used in this research relies on an
examination of the correlation matrix for a given set of variables and as
was indicated previously, this is a cost-effective method, as the correlat-
ion matrix is part of the printout for the stepwise regression.Full details
. of the method are given in Appendix 6(iii) and a detailed example is
provided for Brand A, regression 2. in Appendix 6(iv). Owing to the large
volume of data involved, no other examples are shown, but they can be
obtained by application to the author. Briefly the method for checking
intercorrelation works as follows -

(i) predictor variables which correlated .5 or above with the
criterion variable were noted; also the intercorrelations between these
predictors were noted. Only the predictor with the highest correlation
with the criterion was retained, the others were removed, if the inter-
correlation between them and the retained predictor was .5 or above.

(ii) Also the intercorrelations among the remaining predictors was
checked and if .5 or above, the predictors were removed (see Brand A
example, Appendix 6(iv).

6.4.2, The Data
In Appendices 6 (iv),(v) and (vi) both the attitudinal and the

normative beliefs have been examined for intercorrelation between the

items.

For cigarettes, the key regression equations examined are given in

Table 6(ii). For the attitudinal beliefs the key equations are

- criterion variable Aact OR BI: with the beliefs being either biai
beliefs OR bi beliefs (ie in the former case the beliefs have been
multiplied with evaluation before being introduced into the regression
analysis, in the latter case this did not apply).
For -the normative beliefs the key equations are |

- criterion variable NB OR BI: with the beliefs being either SNBmec
beliefs OR-SNB beliefs (ie in the former case the individual normative
beliefs have been multiplied by motivation to comply before being entered
into the stepwise regression analysis, in the latter case they went in
without this prior multiplication with mc).
In Table 6(ii) the underlined figures are the numbers in the full set of
salient attitudinal items OR salient normative itemé. The figures beneath

give the numbers of items remaining, after thée intercorrelated items have
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been removed, using the above method. 4

TABLE 6(ii): REDUCTION OF SALTIENT BELIEF SETS BY EXAMINATION OF CORRELATION
MATRICES: SUB-SECTOR OF CIGARETTE MARKET

BRAND A B c D E F G

Nos., in full set

of salient beliefs: 11 = 11 1 1 n n 1
Attitudinal

regressions:

Aact:biai var. 8 8 7 8 8 9
BI:biai variables 7 8 7 8 8 9 8
Aact:bi variables 7 5 6 5 4 5 4
BI:bi variables 6 6 6 5 4 4 4

Nos. in full set

of salient beliefs: 3 3 3 3 3 3 3
NormatiYe

regressions:

NB:SNBmc var., 3 3 1

BI:SNBmc variables 3 3 1 3 3 3 3
NB:SNB variables 2 2 1 1 1 1 1
BI:SNB variables 2 2 1 1 1 1 1

The figures indicate, that the 11 salient attitudinal beliéfs which were:

elicited for the cigarette market, can be reduced to somewhere between

7 - 9 beliefs in the case of the biai beliefs or 4 - 7 beliefs in the
case of the bi beliefs. The two regression equations involving bi beliefs
were run for the cigarette market only. This was done in order to check,
whether the attitudinal beliefs (bi) before being multiplied with their
evaluations (ai) would produce different results from the biai beliefs,
where this prior multiplication has been undertaken. The results are
different. The straight beliefs (bi) show more intercorrelation than the
biai beliefs. This suggests that the multiplication process reduces/masks /
intercorrelation and this should be further investigated. As Table 6(ii)
also shows, the number of reduced beliefs when Aact.is the criterion is
very similar to the reduced numbers when BI is the criterion variable.

It must be noted, that the same number may not imply that the identical

beliefs are represented in the reduced sets.
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In the case of the normative beliefs for cigarettes the reduction

is less when motivation to comply (mc) is included in the regression than °
when it i1s not. The 1-2 beliefs obtained when mc is excluded should be
taken as the truer figure, as mc did not work very well in this market
(Chapter 4).
These results clearly indicate that there is considerable redundancy
within the attitudinal and within the normative belief items. This may
be explained by the fact that there is correlation between the items per
se and perhaps also by the use of market modal beliefs, which could have
increased the redundancy of items for individual brands. That there is
some truth in this latter argument can be seen from the intercorrelations
between the predictors and the criterion variable and from the intercorrelat-
ions between the predictors; in some instances they are low for the former.
Similar intercorrelations and redundancy applies to the attitudinal

beliefs for brewers' beers, as can be seen from Table 6(iii).The same

applies to the normative beliefs, although in this data there is not-

the difference between the figures that included/exclude mc. For the
reasons outlined in Chapter 4, mc worked better in this market.

Similar points emerge from the lager table - Table 6 (iv) - as for
brewers' beers.

6.4.3. Summary and Discussion

The extent of the intercorrelation within both the attitudinal and
normative belief items for the 20 products would suggest that

- the belief sets can be reduced and

- that summative regression analysis may not Be a good research tool
to use, as was stated by some writers quoted in the introduction to this
chapter. Fishbein would argue against this because

(i)the total set of salient beliefs is required by his theory to
obtain the best egplanation of the market and the Fishbein biai analysis
(Chapter 5) focusses on the beliefs most relevant for action.

(ii) With a reduced set of beliefs an equally good or better predictibh
might be obtained than with using the full set of salient beliefs, but
Fishbein's theory would indicate that the reduced set might be poorer in
explanation. '

So Fishbein would argue that he obtains good prediction with his model
using summative regression analysis plus good diagnostic informationm,
especially with the Fishbein biai analysis, where the beliefs are kept

separate too.
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'TABLE 6(iii) REDUCTION OF SALIENT BELIEF SETS BY EXAMINATION OF CORRELATION
MATRICES: BREWERS' BEERS

MEN WATNEYS TRUMANS WHITBREADS COURAGE CHARR. IND C. S&N
Nos. in full set

of salient beliefs: 9 8 9 8 8 7 7
Attitudinal

regressions:

Aact:biai var. 4 3 4 3 4 3 2
BI: b.a, var. 5 2 4 3 4 3 2

Nos. in full set

of salient beliefs: &4 3 4 4 4 4 4
Normative - N
regressiouns:
NB:SNBme 1 1 1 2 1 1 1
BI:SNBmc 1 1 1 2 2 1 1
NB:SNB 1 1 1 2 2 1 2
BI:SNB R 1 1 2 1 1 2
HOMEN
Nos. in full set - '
of salient beliefs: 9 8 9 8 8 7 7
Attitud%nal

. regressious:
Aact:biai var. 2 4 4 3 3 2 2
BI:biai variables 3 5 4 3 3 2 2

Nos. in full set

of salient beliefs: 5 5 5 3 5 5 3

Normatiye re

regressions:

NB:SNBmc 1 2 1 1 2 2 2

BI:SNBme 1 2 1 1 2 2 2
NB:SNB 1 1 1 1 1 2 3

BI:SNB ] 1 o 1 1 3 2
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TABLE 6(iv) REDUCTION OF SALIENT BELIEF SETS BY EXAMINATION OF CORRELATION
MATRICES -

MEN HARP SKOL KRONENBOURG CARLSBERG HEINEKEN HOLSTEN
Nos. in full set

of salient beliefs: 12 11 11 13 12 13
Attitudinal '

regressions:

Aact:biai variables 8 7 7 8 6 8
BI:biai variables 8 7 6 8

Nos. in full set

of salient beliefs: &4 4 4 4 4 4
Normative

regressions:

NB: SNBmc 1 1 1 1 1 1
BI:SNBmc 1 1 1T 1 1 1
NB:SNB 1 1 1 1 1 1
BI1:SNB 1 1 1 1 1 1
WOMEN

Nos. in full set
of salient beliefs: 12

-—
b
—
—_—
—
w
-—
N
—
W

Attitudinal
regressions:
Aact:biai variables 8 6 6 7 7 7
BI:biai variables 9 6 6 7 7 7

Nos. in full set

of salient beliefs: 35 5 5 5 5 5
Normatiye regressions

regressions:

NB:SNBmc 2 2 1 1 1 2
BI:SNBmc 2 2 2 ) 1 1 1
NB:SNB 1 1 1 2 2 4
BI:SNB 1 1 1 2 2
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However, as has been indicated above
- there méy be problems with summation as a research tool (Wilkie
and Pessemier, 1973) and
~ salient belief sets may be large
: éo making comprehension and manipulation by the marketing

man difficult and

lacking focus, by not identifying a small 'key' set of
beliefs,

While the Fishbein biai analysis goes a long way to provide some focus,
it may not be the only method of doing this. The high intercorrelations
between the belief items found in this research, it is argued, provides
another reason supporting the search for smaller 'key'sets of beliefs -
to increase the marketing utility of the data. Methods for identifying

reduced sets of beliefs will be examined next.

6.5 THE IDENTIFICATION OF REDUCED SETS OF ATTITUDINAL AND NORMATIVE BELIEFS

6.5.1. Introduction

The previous section made it clear that there is considerable inter-
correlation within both the attitudinal and the normative belief items.
This fact, as well as the large number of items in the original salient
lists, makes it essential to reduce the number of items. The marketing
value of this type of data is much enhanced if a smaller 'key' set of
items can be identified which can be manipulated in a given promotional
campaign. Much attitudinal data whilst collected in a perfectly correct
manner, is not adequantley applied, as 'the techniques and the technicians’
fall down on working through the application problems. It is not easy to
take a set of 'seven plus or minus two' beliefs and apply them in a
promotional exercise., It is a key element in this research to find a method
which will satisfactorily reduce sets. The standard Fishbein summative
approach fails here (Chapter 4), although the Fishbein biai analysis is
an attempt in the right direction (Chapter 5).

To identify reduced sets, 5 techniques were explored in this study:
three relying on stepwise regression analysis, hence capitalising on a
major re-run of the data sets and two on principal component and factor
analysis respectively.

6.5.2. Technique One For Reducing Belief Sets: Interactive Analysis

A pilot exercise was run on an IBM Statpack program on another
computer which allows the researcher to include and exclude variables in

the analysis in order to fully explore the structure of items in a set and
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find the most predictive set. A sample of this pilot is included in
Appendix 6(vii). '

This method was not pursued any further because this analysis method
is expensive in the time required both by the researcher and the computer;
it cannot take large data sets easily and a more cost-effective technique
was available.

6.5.3. Technique Two For Reducing Belief Sets:Variables in Equation

In the SPSS stepwise regression program at each step 2 tables are
printed out, called Variables in Equation and Variables not in Equation
(at that particular step). After the regression run has been made, it-is
possible therefore to go back to that step in the sequence in which the
proportion of explained variance in the criterion variable and all
individual F values for retention in the Variables in Equation table are
significant. Since the equation for that subset of variables is already
available, the program need hot be rerun. This method was used here;
starting with the first step the F value was examined in the Variables in
Equation table and if significant the next step was looked at until the
first non-significant entry to the equation was encountered (also see
Appendix 6(iii); significance was read at 5% level or above).

The data for Variables in Equation is presented in Appendices 6(iv),
(v) and (yi) for all the equations run. These tables show the Aumber of
items to which the equation can be reduced if only the initial significant -
items (called Variables In Equation -VIE- in the tables) are retained.
The reductions are considerable in the case of all three data setsipage 128+,

The method is clearly capable of providing reduced sets of items.

A second point, that needs to be considered, is whether the items in the
reduced set are in the'right' order, from the item that contributes most
at the top, to the one that contributes least at the bottom. This pro?lem
was raised in section 6.2. In this context the main limitations of this
technique need to be considered. By not specifying a restrictéed F level
in the intial stepwise run, the equations contain almost all items and
the addition of the later variables in the series adds little or nothing
to the power of the equation, as indicated by the level of the proportion
of explained variance in the criterion. This can be seen by inspecting
that equation where the fullistep by step printout has been given in

the appendices (Appendix 6(vi) regression 2. Men:Harp). In a trial run
bwhere the F level was restricted SPSS naturally produced the same items
in the same order and simply cut the run at the specified F level. There

was little point in such truncated runs and the full runs were undertaken.
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TABLE  6(v): REDUCTION OF BELIEF ITEMS ACHIEVED USING VIE METHOD:SUB-
SECTOR OF CIGARETTE MARKET: SUMMARY OF APPENDIX 6(iv)

KEY: * Key equations

Figures in brackets give number of items in full salient set run in
equation and

figures beneath are the variables left with significant values in VIE
table, at 5% level or above.

BRAND 1.BI:Aact,NB 2.*Aact:biai 3‘."-‘BI:biai 4 ,*NB:SNBmc 5.*BI:SNBmc 6.%*NB:SNB

(2) (11) (11) (3) (3) (3)

A 2 2 2 2 2 3
B 2 4 7 2 2 3
c 2 3 s 2 2 2
D 2 5 2 2 2 2
E 2 4 5 2 2 3
F 2 3 4 3 2 3
G 2 5 5 2 2 2
?tBI:SNB 3.BI:b.a.,SNBmc 9.BI:b.a,,SNBmc,C. 11‘*Aact;bi'12:*31;bi

(3) (14) (15) (1) an

A 3 2 3 4 4
B 2 10 11 3 5
c 2 4 5 3 3
D 3 2 3 4 4
E 3 6 6 5 5
F 3 4 4 4 7
G 3 7 7 5 5
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TABLE 6(vi): REDUCTION OF BELIEF ITEMS ACHIEVED USING THE VIE METHOD:
BREWERS' BEERS: SUMMARY OF APPENDIX 6(v)

KEY: as for cigarette table: Table 6(v) plus
Brewers' Beers: W= Watneys; T= Trumans; Wh= Whitbreads; Cou= Courage;
Ch= Charringtons; IC= Ind Coope; S&N= Scottish &
Newcastle,
Belief .items:E.g. (4/5) no. of beliefs before/ refers to male data;
: number after / to female data.

PRODUCT 1.BI:Aact,NB 2.*Aact:biai 3.*BI:biai 4¥NB:SNBmc 5%BI1:SNBmc 6.%NB:SNB

W 2) (9) (9) (4/5) (4/5) (4/5)
Men 2 2 5 1 1 3
Women 2 1 3 2 2 4
T (2) (8) (8) (4/5) (4/5) (4/5)
Men 2 2 4 1 R 2
Women 2 1 1 o 1 3
Wh (2) (9) (9) (4/5) 4/5) (4/5) -
Men 2 4 3 1 0 "3
Women 1 1 4 3 1 3
Cou (2) (8) (8) 4/5) (4/5) (4/5)
Men 2 4 4 2 0 3
Women ] 3 3 3 1 3
Ch (2) (8) (8) (4/5) (4/5) (4/5)
Men 2 P2 3 2 0 3
Women - 1 1 ‘ 3 1 5
IC (2) : (7) (7) (4/5) (4/5) (4/5)
Men 2 1 1 2 0 3!
Women 2 1 1 3 L 4
S&N (2) (7) (7) (4/5) (4/5) (4/5)
Men 2 2 2 2 0 3
Women 2 1 1 3 1 3

continued on page 130
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TABLE 6(vi) CONTINUED

PRODUCT 7.*BL.:SNB 8.BI:b{ai,SNBmc 9.BI:biai,SNBmc,C. 10.BI:biai,SNB

W (4/5) (13/14) (14/15). = (13/14)
Men 2 6 6 7
Women 3 7 | 7 7
T (4/5) (12/13) (13/14)

Men 2 ' 7 8

Women 3 6 7

Wh (4/5) (13/14) (14/15)

Men 2 3 3

Women 2 4 4 \
Cou (4/5) (12/13) ' (13/14)

Men ] 4 4

Women 4 5 6

Ch (4/5) (12/13) (13/14)

Men 2 3 . 3

Women 2 3 ' 3

Ic (4/5) (11/12) (12/13)

Men 3 1 2

Women 2 2 2

S&N (4/5) (11/12) (12/13)

Men 2 2 3

Women 3 2 3
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TABLE 6(vii): REDUCTION OF BELIEF ITEMS ACHIEVED USING THE VIE METHOD:

LAGER BRANDS: SUMMARY OF APPENDIX 6(vi)

KEY: as for brewers' beers

BRAND 1,BI:Aact,NB 2.*Aact:biai 3.*BI:b]._ai 4 ,*NB:SNBmc 5.*BIL:SNBmc 6.%NB:SNB

Harp (2)
Men 2
Women 2
Skol (2)
Men 2
Women 1

Kbourg (2).

Men 1
Women 2
Carlsbg (2)
Men 2
Women 1

Heineken (2)

Men 1
Women 1
Holsten (2)
Men 2
Women = 2

(12)

(12)

(4/5)

continued on page 132
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TABLE 6(vii) CONTINUED

BRAND 7.*BI:SNB 8.BI;biai,SNBmc,9.BI:biai,SNBmc,C. 1o.éi:biai,SNB

Harp (4/5) (16/17) (17/18) (16/17)
Men 4 4 6 4
Women 3 7 9 7
skol  (4/5) (15/16) (16/17)

Men 2 2 3

Women 3 2 2

Kbourg  (4/5) (15/716) (16/17)

Men 2 4 4

Women 2 3 3

Carlsbg (4/5) (17/18) (18/19)

Men 2 7 7

Women 2 7 7

Heineken (4/5) (16/17) (17/18)

Men 2 3 3

Women 2 8 7

Holsten (4/5) (17/18) (18/19)

Men 2 3 5

Women 2 5 6.
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The limitations of the technique with regard to the ordering of items,
has been partly overcome by the Variables in Equafion method, as it
concentrates on the significant items only (and these could enter the
equation first). But as SPSS produces an ordered set of items only and
not an optimal set, it is also possiblebthat by this method, some of the
variables introduced into the equations at an early stage, subsequently
could loose their power and significance and should therefore not be
included in a reduced set. As the reduction process is quite considerable
with the Variables in Equation method, it is hoped, that the resultant
reduced sets do not suffer too greatly from this limitation. A check is
built into the analysis later (see Analysis of Correlations).
Qualitatively the results obtained from the stepwise compared with
the summative regressio n analysis are better, as the significant
variables (VIE) are identified. This problem was also raised in section
6.2. of this chapter., But the proviso on order must be borne in mind.

6.5.4. Technique Three For Reducing Belief Sets: Analysis of Correlations

This method was tested as it represents an adaptation to interactive
analysis to the facilities available to the author. It was tried on two
brands in the cigarette market: one (Brand A) was chosen because the
proportion of explained variance in the criterion variable on the first
step of the original regression analysis was high; the other brand (B) was
chosen:it was at the low end of the spectrum. It was felt that this would
represent the maximum spread in the data. This exploratory work was carried
out on the cigarette data, rather than on the drinks data, as it was felt,
that not so much could be gained by development work in these markets, as
they were even newer markets than the sub-sector of the cigarette market.

The technique used here was described as an adaptation of interactive
analysis, but unlike interactive analysis (see section 6.5.2.), where
interaction is a continuous process with the computer, three approaches
were used in this research. The details of the methodology are given in
the key to Appendix 6(viii) but briefly they are -

(i) the correlation matrices of the original stepwise regression runs
were examined to decide (by the same criterion as before) which variables
to include and which to exclude and if several variables had a strong
claim to being included, then they would only be allowed in on consecutive
runs. '

(ii) A more subjective set of variables was run and this was obtained
from the elicitation interview and related to the hypotheses then formed,

about which variables might relate most to a given brand. This problem
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relates to the extraction of soft data and is one that marketing researchers
are constantly confronted with in their Qork. It is therefore worth examin-
ing in a research exercise, which is particularly concerned with the
~marketing pay-off of‘alternatiye techniques.,

(iii) An approach which excluded all variables which correlated
highly with the criterion.

(iv) An approach taking the variable which correlated most with the
criterion variable and making it the criterion.
The runs were undertaken with default values as before and the details are
given in Appendix 6(viii). The results are summarized in Tables 6(viii),
(ix) and (x). The runs were restricted to the attitudinal belief part of
the Fishbein formula, as it is the bigger part, and so makes a more

detailed exploration of the data possible.

TABLE 6(viii) ANALYSIS OF CORRELATIONS: APPROACH (i) and (ii) above:BRAND A

Approach (i): allowing variables which correlated highly with criterion in

initial stepwise regression into analysis on consecutive runs only.
1. There were 3 highly correlated bi beliefs with criterion in original
stepwise regression: good taste/flavour

a pleasant cigarette

a satisfying,sustaining cigarette
GOOD TASTE/FLAVOUR IN A PLEASANT CIG. IN A SATISFYING,SUSTAINING CIG. IN
Aact:bi BI:bi Aact:bi BI:bi Aact:bi BI:bi

good taste/ good taste/ a plst. a plst.
flavour flavour cig. cig. a sat./sustg. a sat./sustg.cig.

OK to offer reasonably a cig. toincg. in OK to offer reasonably priced

around priced be seen pop. around
reasonably
priced

2. There were also 3 highly correlated b, 34 beliefs with criterion.

KEY: IN = variable in run
E.g. Aact:b, Regression equation run with b varlables = regression .

numbers 1.2. § 5.6.7. in appendlces
Variables listed under regression equations are significant variables

Variables in Equation.

Approach (ii): subjective set of variables(included good taste/flavour and

‘a pleasant cigarette, not a satisfying,sustaining cigarette)

Aact:bi variables BI: bi variables

a pleasant cig. good taste/flavour

a pleasant cig.

reasonably priced

OK to offer around y
KEY: regression run 4 & 8 in appendices
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TABLE 6(ix) ANALYSTS OF CORRELATIONS: APPROACH (i) and (ii) above:BRAND B

Approach (i): details as for Brand A

1. There were 2 highly correlated bi variables when criterion was Aact:
good taste/flavour '
a pleasant cigarette
There were 3 highly correlated variables(bi) when the criterion was
BI: good taste/flavour
a pleasant cigarette
a satisfying,sustaining cig.
GOOD TASTE/FLAVOUR IN A PLEASANT CIG. IN A SATISFYING,SUSTAINING CIG. IN

Aact:b; BI:b, ' Aact:b, BI:b, BI:b,

good taste/ good taste/ a plst. a plst, a satisfying, sustg. cig.
flavour flavour cig. cig.

too stg. OK to offer too stg. reasonably reasonably priced

& harsh around & harsh priced

reasonably reasonably too stg. too strong and harsh
priced priced & harsh

KEY: as for Brand A
regression run numbers involved = 1,2.4.5.6,

2. There were 3 highly correlated variables with criterion when the variables

were biai variables.

Approach (ii): subjective set (includes good taste/flavour not a pleasant

cigarette).

Aact:bi variables BI:bivariables
good taste/flavour - good taste/flavour too strong & harsh
too strong and harsh reasonably priced

KEY: this represents regression runs 3.7. from appendices.

These two tables identify for the two brands (A & B) those variables which
are highly correlated with the criterion when the beliefs where bi beliefs.
The same information is available for the biai beliefs. Also they identify
the variables chosen for the subjective sets. The results given in terms
of the significant variables (VIE) indicate |

- that whenever one of the highly correlated items is included in
the equation, it appears in the significant variables. This is true
irrespective of whether the predictors are bi or Piai beliefs and the
criterion is Aact or BI. This result therefore does not help to throw any
light on order effect, as these initially highly correlated variables seem

to force their way to the top. It is relevant therefore to ask what would
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happeﬁ if these items were excluded, or if one of them were taken as'the
criterion variable in its turn (see Table 6(x).

- In the subjectibe sets more significant variables appear when the
criterion is BI than Aact.in the case of Brand A. In the former case price
appears as a significant variable and as was pointed out in Chapter 4 this
was a growing factor in the market-place. Therefore subjectively chosen
belief sets may not be such unrealistic sets, as it is sometimes claimed
in the literature by proponents of hard data.

For Brand A, as indicated, two further analyses were carried out:
excluding all three highly correlated items and making the item with the
highest correlation with the criterion variable, the criterion in its own

turn. The results are shown in Table 6 (x).

TABLE 6(x) BRAND A: ANALYSES OF CORRELATIONS: APPROACH (iii) and (iv)

Approach (iii): excluding all highly correlated items. For the bi variables

these highly correlated items were:good taste/flavour, a pleasant cigarette,

a satisfying,sustaining cigarette. -

Aact:bi variables BI:bi variables

a cig. to be seen with a cigarette to be seen with
too strong and harsh reasonably priced
increasing in pobulafity too strong and harsh

OK to offer around OK to offer around

buy it only when on offer

Approach (iv):most highly correlated item = criterion: a pleasant cigarette

A pleasant cigarette: all other bi variables

good taste/flavour
a satisfying,sustaining cigarette
OK to offer around
Reasonably priced
too strong and harsh
¢ most highly correlated item = criterion: a pleasant cigarette

A pleasant cigarette: all other b, variables but less two other highly

correlated ones (good taste/flavour; a satisfying,

sustaining cigarette).
OK to offer around
too strong and harsh
reasonably priced
a cigarette to be seen with
reliable na me and reputation

attractive pack
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When all three highly correlated items are excluded for Brand A:the
resultant significant items reflect recent advertising effort for the
brand. The order of the items is different between the two runs (Aact
as criterion/BI as criterion) and this suggested that the research might
usefully explore another group of techniques, hamely principal component
and factor analysis. For in these techniques the overall evaluative items
usually get separated and become a factor in their own right and other
items also group into their individual factors.

It is interesting to note that when the most highly correlated item(biai)
is taken as the criterion and run against all the remaining variables,
the order in which the items come out is different from the order when
these items where run originally against Aact. This would suggest, that
even the most highly correlated item is no surrogate for Aact. And this
introduces a note of caution. Even though the belief items may correlate
highly with the criterion and among themselves, it is possible that this
does not invalidate the Fishbein summation method. Perhaps all these items
are necessary to predict the Aact:Zbiai correlation well, as Fishbein
would argue. To test this further, the reduced set identified for one
brand, was re-run for the Aact:Zbiai equation and the results are
reported on in the discussion section 6.6..This is only a small experiment
and much more systematic work on this needs to be‘undertaken in futuse.

It was also hoped that this Analysis of Correlations technique might
shed some light on the order in which the variables enter the stepwise
regression run. It was pointed out under the variables in equation method
that one of the limitations of data reduction techniques could be that ‘
they would produce different orders.for items. Analysis of Correlatioms,
by being an adapation of interactive analysis, should produce a more
meaningful order. But as has been demonstrated for Brand A above

- the belief items which correlated highly with the criterion variable
will force their way to the top of any list of significant items, whenever
they allowed to do so ,

- and a different ordering is only obtatned when they arerexcluded
altogether.

Yet it is important to remember that these stable highly corre}atéd items
fit the advertised image of the brand.

6.5.5. Technique Four And Five For Reducing Belief Sets: Principal

Component and Factor Analysis

(i) Initial Exploration of Data

The initial exploration of the data using principal component and factor
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analysis was undertaken to find the most appropriate way of exploring
the structures within the belief sets. Itsuse was therefore

- exploratory -

- as well as to test hypotheses. The previously used data reduction
techniques had already indicated variables which duplicated by being
highly correlated. Principal component and factor analysis was used to
see if the reduced sets obtained by techniques 1,2, and 3 described so
far, could be confirmed,

In this initial exploration principal component and factor analyses
PAl and PA2 (for full explanations see Appendix 6(ix)) were run for all
brands of the cigarette market, using SPSS. The runs were undertaken
separatelj for the a;, the bi and the biai variables. The resultant data
are given in Appendix 6(ix), which also gives full technical and statistical
details. What'eméfges'ié thatvp;infipal component anjlysis is clearly the
most difficult to interpret, PA2 co%eéﬂnext and PAl is the easiest to ,
understand. This interpretation is partly subjective, as the interpretat-
ion relies heavily on the meaning of the items coming together in components
or factors. Moreover it relates to the images of the individual brands.
But there is a more non-subjective element to the interpretation as well.
Principal component analysis is difficult to interpret as the first
component tends to be very large; also the same belief item tends to
appear in more than one component. All this adds up to an ill-defined
picture. For this reason no identifying labels are given to the components.
Taking only those items that loaded .5 or above on a factor, fewer
factors are obtained using PA2 than PAl, as can be seen quickly when in-
specting the number of factors in Appendix 6(ix). The PA2 factors are
therefore more 'mixed' factors, ié they contain several strands of meaning
which PAl spins out. It is for this reason that the PAl analysis has been
shown for all brands, with principal component and PA2 as well only for
Brand A. |

For PAl the data relating to each brand have been shown on two pages:
page 1 gives the full results and page 2 gives the belief item which best
represents a particular factor (for detailed explanation see Appendix 6(ix).
This is the belief item which carries the largest factor score for that
factor. This is another reduction method built into this analysis proceedure

and is called the reduced factor.

Table 6(xi) summarises the PAl run for the ai scores for the market

segment; giving some idea of the structure of the total market segment.
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TABLE 6(xi): EVALUATIONS (a. scores) FOR TOTAL SUB-SECTOR OF CIGARETTE
MARKET: ONLY IDENTIFYING LABELS OF EACH FACTOR ARE GIVEN

PA1 FACTORS
TOTAL MARKET BRAND A BRAND B BRAND C BRAND D BRAND E BRAND F BRAND G
SEGMENT

OE OE OE OE OE OE OE OE

Pa Pa Pa Pa Pa Pa/R Pa Pa/R1
' S s S S
B B B B B B
P P/R P P P
R R - R2
Pr Pr Pr Pr Pr Pr Pr Pr

Labels identifying factors:

OE = Overall Evaluation
Pa = pack '
= gtrength
= bargain
= popﬁlarity
R = reputation
Pr = Price

The evaluation scores (ai) were run separately for each brand, and as
expected, came out the same. They provide a picture of the belief structure
for the attitudinal beliefs for the total market segment. The identifying
labels only have been given above, they show the close correspondence of
the PAl factors between the brands, but it must be remembered that the

same label, may not include the identical individual beliefs.

The reduced factors for the bi‘and the biai scores are given in the
next two tables. Reduced factors, it will be recalled, are those which give
the item with the highest loading on a particular factor only. The results
indicate

- that there is redundancy between the belief items

- that brand profiles do indeed vary.

The order of the factors is given in the left hand margin, this is of interest
although there is no easy relationship as in principal component analysis,

where the percentage variance explained by each factor can be calculated,
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this 1s not the case for PAIl.

TABLE 6(xii): REDUCED PAl bi FACTORS: SUB-SECTOR OF CIGARETTE MARKET

BRAND A BRAND B BRAND C BRAND D BRAND E BRAND F BRAND G
F1 GT/F PC GT/F GT/F GT/F ~SS8C §sC
F2 RN/R RN/R RN/R RN/R RN/R TSH AP
F3 BOO TSH RP BOO TSH RN/R RP
F4 ‘RP RP BOO RP BOO - BOO TSH
F5 TSH BOO TSH TSH IP AP CSW
Fb6 I? IP AP AP RP RP BOO
F7 AP - IP - - IP IP
KEY: GT/F = good taste/flavour

RN/R = reliable name and reputation

BOO = buy it only when on offer

RP = reasonably priced

TS = too strong and harsh

IP = increasing in popularity

AP = attractive pack

PC = pleasant cigarette

SSC = satisfying, sustaining gigarette

CSW = a cigarette to be seen with

OK = OK to offer around

TABLE 6 (xiii): REDUCED PAl biai FACTORS: SUB-SECTOR OF CIGARETTE MARKET

F1
F2
F3
F&4
F5
F6
F7
F8

BRAND A

GT/F
AP
TSH
BOO
1P
RN/R
oK
RP

GT/F
AP
TSH
BOO
1P
RP
csW
RN/R

KEY: as above.

BRAND B

BRAND C
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BRAND D

BOO
TSH

RN/R
OK

'BRAND E

GT/F
BOO
AP
I?P
RP .
TSH
RN/R
OK

BRAND F

GT/F
AP
BOO
TSH
1p
RN/R
RP
csw

BRAND G'

GT/F
AP
TSH

IP.
BOO
BOO



In this exploratory analysis, the number of factors obtained for the
PAl analysis was controlled by specifying a cut-off value (minimum eigen-
value of 0.5 - see technical and statistical note, Appendix 6(ix)). For
the bi beliefs this gave between 6-7 factors. The question then arose
whether this was the appropriate number of factors for the strutture
contained in the data. A number of techniques were explored and these are
also described in the technical and statistical note, referred to earlier.
The technique which seemed to hold most promise was the running of a
range of solutions.

(ii) Range of Solutions -

For each cigarette brand PAl was run for 4 - 9 solutions; the data
are given in Appendix 6(x). Appendix 6(xi) gives the same data for Watneys
and Harp, représeﬁting the drinks markets.

The question which needed to be answered now was how to pick the most
appropriate solution. Lunn (1969) addressed himself to the problem and he
suggested 3 possible techniques -

(i) when inspecting a range of solutions it sometimes becomes clear
that 'one particular solution is indeed the best. That is, it is both the
most meaningful to interpret, and has the highest factor loadings.
Solutions extracting fewer factors are blurred: those extracting more are
too diffuse.’

(ii) In situations where several solutions are acceptable, it would
be inappropriate to demand a single optimum solution. Lunn (1969) states
'the one chosen will depend upon marketing considerations. For example,

a specific solution will be taken, if detailed brand discrimination is
required, but a more general solution, where we are interested in under
standing the basic mechanisms,'

(iii) A further possibility is to use Cronbach's coefficient alpha.
This gives an assessment of split half reliability, taking into account
all possible pairs of splits. 'But it can also be used to help to clarify
the range of factor solutions', says Lunn, 'and to select the most suit-
able one for the research purpose. In all these cases, the items selected
are those which maximise reliability, as measured by alpha,

(iii) Chosen Solutions

The methods for finding the most appropriate solution for the
markets studied here were (i) and (1i) above, namely a solution which
stood out from the rest and marketing considerations.

In the cigarette market

~-.golution 7 was chosen for brands A,B and C, which was the
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solution before reputation split into two factors;

- For Brand D solution 6 was chosen and again for the same reason.

- For Braﬁd E solution 6 was appropriate if pack was not seen as
an important item for this brand; solution 7 if it was. Solution
6 was right for the brand (see mean scores, Cﬁapter 5).

- For Brand F solution 7 was chosen, when popularity had split
out as a separate factor and for

- Brand G it was solution 5, before reputation split into two
factors. ‘

For the drinks markets the chosen solutions were somewhat more difficult
to arrive at, as the first factor was always much more than just an
evaluative factor. Also there is the male/female difference to be taken
into account.

- For Watneys' beers solution 7 was chosen for men and soluticn
8 for women, when value for money &/or strength had split out
from overall evaluation plus. |
- For Harp solution 9 was chosen for men and 8 for women for
the same reason; although even for these solutions value
does not split out as a separate factor.
The reduced factors for the chosen solutions are given in Table 6(xiv).

It was mentioned earlier that Lunn listed marketing considerations
in choosing factor solutioms. After studying the data from this research
these marketing considerations can be specified somewhat more precisely.
They involve considerations of

- the current brand images of the brands

- the use of the solutions in subsequent research and it is argued that
reduced factors are of great value here; they represent 'key'
beliefs, small in number and so easier and cheaper to apply. Reduced
solutions offer a good working tool for marketing researchers and
merit further consideration,

- The likely developments in the market place. For example, Brand A's
current image emphasized overall evaluative items, but price was
becoming an important consideration in the market. The company
therefore looked for a solution which contained price as a separate
item,.to be able to monitor the brand's progress. They continued
with their theme advertising, but pursued price vigorously with
scheme promotions., In the drinks markets good.value for money was
often part of overall evaluation; if the drink was not seen as

good value consumers were not interested. However, for practical
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reasons, in order to monitor future progress by the brands, the chosen

solutions looked for value as a separate factor, if at all possible.

TABLE 6(xiv): REDUCED FACTORS FOR CHOSEN FACTOR SOLUTIONS: BRAND A, HARP
WATNEYS' BEERS '
BRAND A: 7 factor solution

good taste/flavour

reliable name and reputation
buy it only when cn offer
reasonably priced

too strong and harsh
increasing inuvpopularity
attractive pack

WATNEYS' BEERS

MEN: 7 factor solution WOMEN: 8 factor solution

buying a good quality beer buying a beer that tastes good

buying the beer with the red barrelbuying the beer with the red barrel
having difficulty to obtain it buying a well-known beer

buying a well-known beer having difficulty to ottain it

buying a popular beer buying the beer which offers good value
buying a strong beer ' for money '

(buying the beer which offers buying a popular beer

good value for money) buying a strong beer

HARP buyg. the beer wh. says what we want is W,
MEN: 9 factor solution WOMEN: 8 factor solution

buying a good quality lager buying a good quality lager

buying a lager which is easily buying a British made lager

available . buying a lager which is easily available
buying the lager from Guiness buying a lager which is not well-known
and Park Reyal ' buying a lager with a foreign name
buying the lager which is not buying a Pils lager

well known buying a popular lager

buying a Pils lager buying a strong lager

buying a lager with a foreign

name )

buying a popular lager

buying a British made lager

(buying a strong lager)

KEY: reduced factors give the item with the largest factor .score in each

factor; picked by inspection of largest factor scores in rows.

v

(iv) Stability of Solutions '

If possible the sclutions chosen should be checked for staBility. This -
was done by running the data on split samples and the details are given
in Appendix 6(xii). The results indicate that the same factors emerge, but
not necessarily in the same order, after factor 1 and factor 2 have been
extracted. This test was done'only on the cigarette data and although the

rfesults do not further the order argument, they do give confidence in the
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factor analysis results.

’

6.6, DISCUSSION AND CONCLUSION
6.5.1. The Problem

In this chapter an attempt was made to consider the usefulness of
stepwise regression compared with summative regression and to discover é
method which would produce a 'key' set of reduced beliefs. To achieve this
a number of stages had to be gone through -

(i) It was necessary to ask whether in terms of prediction and the
quality of the answers obtained, stepwise regression added anything for
the marketing man over and above what summative regression provided. This
research indicates that the answer to both of these questions seems to be
yes. This would be even more true of the type of stepwise regression which
eliminates variables, thus producing optimal belief sets. |

(ii) The output from stepwise regression was utilised to check whether
there was evidence of intercorrelations between the belief items. As the
intercorrelations between the belief items in a given set was high, this
seemed to support the search for reduced belief sets.

(iii) 5 different methods of data reduction were examined, which of
these worked best? '

6.6.2. Comparison Of Data Reduction Methods

Compariamon across the 5 reduction techniques indicate that
- there is redundancy between the items and
- that two techniques in particular show promise:factor analysis
and analysis of correlations, |

Factor Analysis (PAl)

\ . ,
Factor analysis, although one of the most expensive techniques employed

here, sorts the belief items into groups which can be reduced to 31ng1e
item factors. This makes the reduced factors economical to apply in
sub-sequent research. In this way the current brand 1mage can be measured
and future changes can be monitored. This approach argues for factor
analysis to be undertaken even on salient lists of beliefs (which are
shorter than lists obtained by other methods, see Chapter 3), before
‘attempting any quantification of the data. Indeed Moinpour and Wiley (1972a)
argued for factor analysis to be undertaken prior to regression analysis

to reduce intercorrelations between items. In their view, high item inter-.
correlations reduces the validity of regression work. '

" Analyses of Correlations

None of the reduction techniques explored in this chapter sorts out
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the importance question ie which technique produces the most meaningful
order in which the items appear. Attempts to solve this question in’
previous research (see Chapter 3, section 3.6.) were not very successful
either, but one techniqdé looked at in this research, namely Analysis of
Correlations holds some promise for marketing studies, It comes closer to
producing optimal sets than any of the other techniques tried here, can
work on large data bases and does not require additional funds (like inter-
active analysis). |

The detailed results fo; the 3 products are given in the next three
tables and they will be useful for the next two sections. In these the
5 data reduction techniques will be compared from the point of view of

- the diagnostic or explanatory information they provided and

- their comparative predictive powers.

Diagnostic Comparison

Fishbein argues that all the salient beliefs for a particular product
are required to obtain good diagnostic information. Tables 6 (xv),(xvi)
and (xvii) show the significant or key beliefs to which the total set can
be reduced. These are smaller and much more manageable sets for marketing
purposes.

These reduced sets can be compared with the Fishbein biai analysis.
The Fishbein biai analysis is not a reduction technique as such, but it
is of interest here in so far as 1t separates those beliefs on which the
brand does well (bi scores are greater than a; scores) from those on which
the brand does not so well (ai scores are greater than bi scores); both
types of beliefs are required by the marketing man in a 'key' set of beliefs
- in order to monitor future progress of his brand. Taking Watneys data
for men the biai'analysis suggests that the beliefs which might be improved
for the brand (Chapter 5) are:-

buying a good quality beer

buying a beer which offers good value for money

buying the beer that tastes good

buying a strong beer.
Tﬁis range of beliefs most closely resembles the beliefs included in the
chosen factor solution for the brand amongst men Table 6(xvi). If the .
beliefs are listed on which Watneys does well (well-known, popular, not
difficult to obtain, and the 2 advertising slogans), then again the factor
solution resembles this group better than any other reduction method.

This diagnostic analysis would therefore put moreemphasis on factor

analysis as a data reduction method, than on any other. Factor analysis
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produces a good range of items and the Fishbein biai analysis identifies
those which can be acted upon; although sometimes this proves difficult

(e.g. Brand A: 2 pleasant cigarette; Chapter 5).

“TABLE 6(xv) CORRELATION MATRIX ANALYSIS:COMPARISON OF DATA REDUCTION METHODS:
BRAND A

1. Aact:bi variables

a. 11 beliefs reduced to 7 by eliminating highly correlated items (.5 or

above) from correlation matrix of original stepwise regression run. This
was the check on the intercorrelation of belief items.

A pleasant cigarette

attractive pack

a satisfying,sustaining cigarette
buy it only when on offer
reasonably priced

increasing in popularity

too strong and harsh

b. Variables in Equation (VIE) reduced 11 beliefs to 4:

a pleasant cigarette

a cigarette to be seen with

a satisfying,sustaining cigarette
attractive pack

¢. Analysis of Correlations

see table 6(viii) and 6(x).

2. bi variables

d. Exploratory PAl factor analysis (eigenvalue 0.5): reduced list of bi

beliefs (picked by inspection of largest factor score in rows) giving
7 items:

good taste/flavour

reliable name and reputation

buy it only when on offer

reasonably priced

too strong and harsh

increasing in popularity

attractive pack

e. Solution 7 PAl Factor Analysis:'

good taste/flavour

reliable name and reputation
buy it only when on offer
reasonably priced

too strong and harsh
increasing in popularity
attractive pack
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TABLE 6(xvi) CORRELATION MATRIX ANALYSIS: COMPARISON OF DATA REDUCTION METHODS:
WATNEYS' BEERS

MALE . ' FEMALE

1., Aact:b.a. variables 1. Aact:b.a, variables

i1 171
a. 9 beliefs reduced to 4 in 9 beliefs reduced to 2 in
correlation matrix correlation matrix
buying a beer that tastes good buying a good quality beer
having difficulty to obtain it having difficulty to obtain it
buying the beer with the red
barrel '

buying the beer which says
what we want is Watneys

P.‘VIE’reduced 9 beliefs to 2 VIE reduced 9 beliefs to 1

buying the beer that tastes good buying the beer that tastes good
buying a good quality beer

2. bi belief items 2. bi belief items

e. Solution 7 PAl factor analysis Solution 8 PAl factor amalysis

buying a good quality beer buying a beer that tastes good

buying the beer with the red buying the beer with the red barrel
barrel i

having difficulty to obtain it buying a well known beer

buying a well known beer buying a strong beer

buying a popular beer having difficulty to obtain it

buying a strong beer buying the beer which offers good value
(buying the beer which offers for money .
good value for money) buying a popular beer

TABLE 6(xvii) CORRELATION MATRIX ANALYSIS: COMPARISON OF DATA REDUCTION

METHODS: HARP

MALE FEMALE

1. Aact:biai variables 1. Aact:biai variables

a. 12 beliefs reduced to 8 in 12 beliefs reduced to 8 in

correlation matrix : correlation matrix

buying a lager which tastes good buying a good quality lager

buying a British made lager - buying a lager from Guiness and Park Royal
buying a lager which is not well buying a lager which is easily available
known buying a popular lager

buying a lager with a foreign buvying a lager with a foreign name

name . buying a lager which is not well known
buying a popular lager buying a Pils lager

buying a. lager from Guiness buying a British made lager

and Park Royal

buying a lager which is easily
available

buying a Pils lager

Continued on page 148
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TABLE 6(xvii) Contd.

b. VIE reduced 12 beliefs to 3 VIE reduced 12 beliefs to 4

buying the lager that tastes good buying a good quality lager

buying a British made lager buying a lager from Guiness and Park Royal
buying a good quality lager buying a popular lager

2. bi belief items 2. bi belief items

e, Solution 9 PAl factor analysis Solution 8 PAl factor analysis

buying a good quality lager buying a good quality lager

buying a lager which is easily buying a British made lager

available buying a lager which is easily available
buying the lager from Guiness & buying & lager which is not well-known
Park Royal buying a lager with a foreign name
buying a lager which is not buying a Pils lager

well-known buying a popular lager

buying a Pils lager buying a strong lager

buying a British made lager
buying a lager with a foreign
name

buying & popular lager

(buying a strong lager)

Predictive Comparison

To test the predictive power of the various data reduction methods
a test was set up and to maké“it rigorous it was restricted to Brand A.
The equation chosen for the test wherever possible was Aact:Z‘biai and
the reduction methods examined are those listed before and some others.
They are fully listed in Table 6(xviii) and at this stage the reader
should look at the headings in Table 6(xviii) to obtain a summary state-
ment of each of the methods compared. When the detailed items involved are
examined, they indicate that there is a common core of items that is
attached to the brand, with others around it.

The Aact:2b.a, equation was taken to test the predictive power of
reduction methods A-F; in this equation the items were summed, to be
able to compare each method with the original Aact:ibiai equation using

all 11 salient beliefs for the brand. The results were as follows:

REDUCTION METHOD(see Table 6(xviii) R2 as % Rank
Method A 17% 5
. B 37% 1.
c(n : 17% 5
c(2) 17% 5.
c(3) K 17% 5
c(4) 1% 10
D 17% 5
E . 18% 4
F 37% 1
Original Aact:Zbiai reg. 25% 3
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TABLE 6(xviii): COMPARISON OF REDUCTION METHODS DISCUSSED IN THIS CHAPTER
AND SOME OTHER METHODS; testing their predictive power for BRAND A

A. The variables remaining after examining the correlation matrix of the

* origindl stepwise regression and removing variables with high intercorrelat-

ions (Appendix 6(iv)

a pleasant cigarette

OK to offer around
*reasonably priced

*buy it only when on offer
*too strong and harsh
*increasing in popularity
*reliable name land reputation
*attractive pack

B. Variables in Equation of original stepwise run: second data reduction

technique discussed in this chapter (Appendix 6(iv).

a pleasant cigarette
a satisfying,sustaining cigarette

C. Analysis of Correlations: third data reduction technique discussed in

this chapter: Appendix 6(viii)

1. Aact and first reduced set of biai variables

*too strong and harsh
*reasonably priced

*good taste/flavour
*attractive pack

OK to offer around

*reliable name and reputation
*buy it only when on offer
*increasing in popularity

2. Aact and second reduced set of biai variables

*too strong and harsh
*reasonably priced

a pleasant cigarette
*attractive pack

OK to offer around
*reliable name and reputation
*buy it only when on offer
*increasing in popularity

3, Aact and third reduced set of biai variables

#too strong and harsh
*reasonably priced
xattractive pack

a satisfying,sustaining cigarette
OK to offer around
#reliable name and reputation
*buy it only when on offer
#increasing in popularity

4. Aact and all biai variables MINUS 3 variables which correlate highly

with criterion (good taste/flavour, a pleasant cigarette, a satisfving

contd.
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sustaining cigarette)

OK to offer around

*buy it only when on offer
*increasing in popularity
*reasonably priced

a cigarette to be seen with
*reliable name and reputation
*attractive pack

*too strong and harsh

D. 8 factor solution reduced to 1 item per factor: Appendix 6(ix).

(This 8 factor solution was run on ‘'a minimum eigenvalue of .5 and
differs from the chosen 7 factor solution for the brand for the bi
variables only by one additional item. The identical items in the two
solutions are starred. The 7 factor solution is given in Appendix 6(x).

*good taste/flavour
*attractive pack

*too strong and harsh

*buy it only when on offer
*increasing in popularity
*reliable name and reputation
OK to offer around
*reasonably priced

(The 7 factor solution would correspond to the 5th reduction method discussed
in this chapter).
E. Evaluations for total market segment (ai scores)PAl analysis;Appendix 6(ix)

*too strong and harsh
*reasonably priced

*good taste/flavour
*attractive pack

OK to offer around

*buy it only when on offer
*increasing in populirity

F. The three overall evaluative items

*good taste/flavour
a pleasant cigarette \
a satisfying, sustaining cigarette

KEY: * items appearing in factor solution. ‘
F. the three evaluative items were run on the assumption that they

produce the highest percentage prediction of all methods.

The results quoted on page 148 indicate that only two methods offer
improved prediction over the original one which includes all the salient

beliefs. Interestingly enough, these two are the ones where the two or

1

three most evaluative items were run against Aact (method B and

Eespectively). From their meaning this is the reduced set which was promoted.

150



The results also indicate that .
- there is a common core of items attached to the brand (marked *)
- some reduction methods emphasised end results promoted in the
advertising (e.g. B and F) and others
- emphasised product characteristics more (e.g. D); as well as
other items.
. - price appeared in all except A and F.
The conclusions which the company derived from this was to
- continue emphasising evaluative items in theme advertising
- strengthen price through scheme promotions as this seemed to be

.a key belief in the market (ai scores e.g method E.).

6.6.3. Conclusions

When a study is carried out collecting data suitable for Fishbein
methodology then
- Fishbein analysis methods must be carried out, if the aim is replicat-
ion.
- If there is the chance to explore the data then it is recommended
that:
(i) stepwise regression analysis is tried in place of summative
regression analysis;
(ii) stepwise regression producing optimal sets is employed;
(iii) intercorrelation between belief items is reduced before
stepwise.regression is carried out;
(iv) and that intercorrelations can be redﬁced by factor analysis
or a method akin to the analyses of correlations used here.
Such exploration would increase the marketing utility of the data by
providing belief sets
- which would be relatively small
- highlight the belief structure of a given brand
- are easily comprehensible and relatively easy to use. If these two
factors are ignored in marketing studies, the-studies will not be used.

as intended.
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. CHAPTER 7
A MAIN CONLUSIONS AND RECOMMENDATIONS FOR FURTHER RESEARCH

7.1, INTRODUCTION

It will be recalled that the main parameters of this research were

set out in the Abstract at the start., This is repeated below:

'In the field of social psychology Martin Fishbein has developed
the 'theory of reasoned action.' A literature search was undertaken in
both social psychology and marketing which revealed that the theory has
been widely tested in social psychology, but to a much lesser extent in
its marketing application. In particular, the marketing application in-
dicated many gaps in methodology largely due to constraints imposed by
time, money and the need for confidentiality of the results; all of which
provided few opportunities to evaluate the model consistently.

The present investigation therefore had four main aims:

(i) to apply the model to real marketing problems amongst
large and representative groups of consumers, paying particular attention
to the operational application of all elements of the model and making
improvements to this methodology wherever possible,

(ii) To apply the model consistently over several markets.
To achieve this, marketing companies were sought, which had problems for
which Fishbein methodology was appropriate and three markets were covered.

(iii) To extend the model to seek improvements in predict-
ability. Two measures of Behaviour and Confidence were added.

(iv) To explore the differences in marketing advice which
would result from a comparison between

- the standard Fishbein analyses

- methods commonly used by marketing researchers today
(mean scores and association data) and

- alternative analyses (e.g. steﬁwise regression and
multivariate techniques) applied to the data which
had been collected for the standard Fishbein analyses.'

It will be recalled that to cover all these elements the thesis was
organised as follows:

Chapter 1 covered the research design in relation to the four main aims of

4

the study;
Chapter 2 dealt with the theoretical basis of the research;
Chapter 3 discussed the elicitation part of the model fully, particularly

as advances in methodology were made here;
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Chapter 4 covered the analyses of the predictive power of the standard
Fishbein model and \

Chapter 5 covered its diagnostic applications;

Chapter 6 tested the alternative analyses taking the research beyond the
standard Fishbein model and it is the purpose of this chapter -

Chapter 7 =~ to draw conclusions and indicate further worthwhile areas

of research.

7.2. ELICITATION OF SALIENT ATTITUDINAL AND NORMATIVE BELIEFS

Fishbein defined and applied the concept of saliency to the elicitation

process. As was indicated in Chapter 3, considerable refinements were
added in the application of this concept to marketing studies, particularly
in the UK. A further refinement was the 'element of game' added in this
research, which made the whole elicitation task easier for respondents. As
a consequence of these refinements saliency now has several advantages
over other elicitation techniques, but its major drawback is the lack of
any external test. This might be obtained from the .work done on elicitation
iﬁ several disciplines; external tests of saliency should also tackle the
problem of determinant versus indicant beliefs.

In this research the concept of saliency was applied both to brands
and aggregates like brewers' beers and it worked for both; although, as
expected, it seemed to work slightly better for the former.

In marketing studies the elicitation of salient beliefs is usﬁally

undertaken on an individual basis, while other elicitation techniques use
either individuals or groups. In this research the attempt was made to
combine individual and group elicitation, in order to get the best from
each. The resultant 'individuals within a group setting' technique (described
in full in Chapter 3) is very cost efficient and new to marketing research.
The new elicitation technique used, was the same for all three markets
. and was carried out mostly by the author with some help from another
psychologist, trained by the author in this technique. This aids the
consistency of the results, something not always achieved in other studies.
Moreover, this research obtained the beliefs of real consumers, from
relevant and relatively homogeneous groups, which meant that the language

in which beliefs were. couched was that of the consumer.

7.3. EDITING AND ANALYSIS OF SALIENT ATTITUDINAL AND NORMATIVE BELIEFS

Editing and analysis of the elicited beliefs was undertaken solely

by the author; which further aids consistency of results. More research
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with this degree of consistency in elicitation, editing and analysis could
help establish whether consistency or the input of several researchers
gives the best marketing pay-off.

It was indicated in Chapter 3, that the Fishbein method does not help
resolve semantic difficulties and it was suggested that clarification
sections ought to be added at the end of some elicitation sessions, as
proved invaluable in this research.

Researchers have worked on both the beliefs of individuals and modal
beliefs (e.g. Fishbein) in sample surveys. For this research the concept
of market modal beliefs was developed, which are

1.salient beliefs aggregated for a homogeneous subsector of a market

2. plus any highly salient beliefs obtained for a particular brand.
The hypotheses behind market modal beliefs was that they ' :

(i) would give an immediate indication of the structure of beliefs
in a new market

(ii) could be particularly appropriate where brand images differ in
degree and not in kind (as might well be the case in relatively new
markets)

(iii) could allow strong salients for particular brands to emerge

(iv) would allow for brand comparisons to be made on all beliefs. In
new markets this was particularly important because it gave a datum line
from which beliefs could be singled out to build a particular brand image
and the success of such a marketing operation could then be measured
subsequently against this datum.

It was found that the strong salient beliefs for the individual brands,
related to previous brand advertising, and especially to the drinks markets.

In future research, comparisons should be undertaken to explore what
is lost and gained by using individual beliefs, versus modal beliefs,

versus market modal beliefs; preferably for both new and old established

markets.

7.4. QUANTIFIED RESULTS‘- 'THE THEORY OF REASONED ACTION'

The theory was consistently applied across 20 products in three markets,

making this large study almost unique in the marketing and academic literature.
Fishbein argues that certain causal relationships should hold connecting

the various elements of his theory (e.g. beliefs feed into overall attitude/
general norm/ feed into Behavioural Intention feed  into Behaviour), but

in Chapter 4 the author has argued that in a new area such as marketing,

these causal links must be empirically tested.
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The detailed results obtained with Fishbein's model are preéented in
Chapter 4 and they indicate that in all 3 markets

(1) the link between Behaviour and Behavioural Intention is not

established; and the likely reasons for this are fully discussed. Both the
Behaviour and Behavioural Int?ntion measures can be improved and one of
the analyses presented in Chapter 4 demonstrates that this can be done
effectively with the Behavioural Intention measure (by looking at the
detailed ratings on the 7 point scales). The results indicate that more
work needs to be done to establish the link between the Behaviour and
Behavioural Intention measures in marketing studies. It may be that the
link was difficult to establish in this research because
- the markets investigated here were relatively new ones and not
established markets with brand loyalty; .
- the retail market was in a state of flux with inflation and recess-
ion putting more emphasié on price-value than usual; '
- the theory does not allow for situational and other factors which
might indeed be much more dominant in marketing than in social
psychology.
The theory will be of little value to marketing people wishing to use
attitude as a predictor unless Behaviour can be linked with Behavioural

Intention.
(ii) When testing the internal validity of the Fishbein model, its

linear nature 1is generally confirmed, although not well nor at levels
which are significant, particularly in the following instances: .

a. The general norm (NB) is not as useful a concept as it might
be, for when motivation to comply (mc) is removed from the sum of the
specific normative beliefs (ZSNB), they (ZSNB) tend to be a better
predictor of the general norm (NB) than the general norm is of BI (Behavioural
Intention). It was suggested in Chapter 4 that the general norm could be
further improved or there is the possibility, which Sampson and Harris
(1970) noticed, in place of the genera; norm..'in some pfoduct fields..
situationallfactors may be more relevant to markets where several brands
are perceived as similar and high point-of-sale activity is in evidence.'
This was increasingly the case with the markets researched here.

b. The results indicate that there are real problems with
motivation to comply. As a concept it did not appear to work very well,
even with the tjpe of improvements tried in this research exercise (in
the drinks markets). It was therefore suggested in Chapter &4 to |

- carry on the work of improving the wording
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- and if that fails, drop motivation to coﬁply as a measure and take
account of it in the context of the model (e.g. 'taking into account your
own personal wishes and those of other members of the family for whom you
buy').

Ajzen and Fishbein (1980) also recognized that there was a problem:'there
are many unresolved issues with respect to the concept of motivation to
comply' and they state that more research is in progress. This research
attempts to check the usefulness of the concept by making it specific to
a behaviour rather than eliciting it in general as is currently done.
They state 'For example, instead of asking people how much, in general,
they want to do what, say, their friends think ﬁhey should do, they could
be asked how much they want to do what their friends think they should do
when it comes to family planning or to politics.'

c. The‘Zbiai did not appear to predict overall attitude (Aact)
as well as it might. This may in part have something to do with the use
of market modal beliefs, which needs to be investigated further.

(iii) The hypothesis put forward at the begianning of this research
(Chapter 1) that the cigarette market would be more under normative control
was not borne out; the normative effect was generally weaker than the
attitudinal effect. Similarily, the drinks market was believed to be more
under attitudinal control, but with few exceptions this was not significant.
This points again to the fact that these were young markets, presenting
many opportunities for brand images to be built.

(iv) Of necessity, the findings of this research are restricted to
relatively new markets. They may therefore not be generalisable to more
old established markets and one example quoted from such a market in
Chapter &4 (Tuck, 1970, unpublished report on UK washing powder market) did
suggest that some stronger correlations between the elements of the theory
of reasoned action can be obtained (e.g. Aact: biai = .79 for Persil, a
well-established brand with great brand loyalty).

(v) As was indicated, throughout stage II quantif%cation and the

subsequent analysis many small improvements in methodology have been

developed in this research, which should make for better application of
the theory in areas where motivation to purchase a particular brand may I
not always be high; particularly when compared with the subject matter
dealt with in social psychology which usually involves the respondent to

a much greater extent.
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7.5. INCREASING THE MARKETING PAY-OFF OF FISHBEIN'S THEORY

In Chapter &4 the main Fishbein summative regression analyses were
presented. This lead to a search for additional marketing pay-off from
the data. Four major ways were explored.

First the traditicnal analysis of Fishbein data offers the'marketing
man a useful overall theory, but the detailed belief structure is lost
by summation (other problems relating to summation were discussed in
Chapter 6). Yet the detailed beliefs are after all what the marketing man
uses to explain, predict and hopefully change brand images.

Marketing researchers in the UK have usually offered mean score data
to marketing men and if this is collected on rating scales it can be akin
to the bi measures in a Fishbein analysis. In addition Fishbein offers
a, scores and the combined biai scores. In this research the comparison
between these three measures has been called the Fishbein biai analysisi
More recently, marketing researchers have use@ association data for good
methodological as well as cost reasons, instead of rating scales. Mean
scores, the Fishbein biai analysis, association data are compared in
Chapter 5 and it was concluded that

(i) compared with association data, rating scale data could

-~ produce problems for the respondent
- and greater cost.

(ii) Rating scale data, as used in the Fishbein Piai analysis, has
something of real value to offer the marketing man, over and
above mean score data and association data because:

- it helps by relating the performance of a brand on a particular
belief (bi) to the way that belief is seen by the relevant
market or market segment (ai scores%

- it highlights more precisely those beliefs which could be
improved for a given brand (low bi scores vs. high a, scores) &

- it warns that the dynamics of the total belief structure in
a market (biai Vs, bi Vs, ai) are very complex. Putfing into
effect any marketing advice can alter both the individual bi
and a; element of the equation and this might make it more
difficult to observe the outcome of any given promotional
campaign.

(iii) Assoéiaﬁion.ahd rating scale data do, of course, have the

advantage of keeping thé individual beliefs - which is not the
case in Fishbein summation.

“Further research is required comparing mean score, association data and
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Fishbein's biai analysis (e.g. Davidson ana Jaccard, 1979;/Kap1an 1968,
1972). »

A second way in which the marketing payoff of Fishbein's theory can
be increased is in terms of cost and time. There are several possibilities:

(i) in markets, where the detailed belief structure is not important,'

all the Fishbein data need not be collected - it could be re-
stricted to B,BI,Aact and NB, if appropriate to the survey's aims.

(ii) Where the belief structure is important, it could be argued

that when diagnostic information is more important than prediction,
- summation and the cost of regression analysis could be saved
- and a marketing study could concentrate on the Fishbein biai
analysis (as defined in Chapter 5).
(iii) To reduce the cost of collecting rating scale data, association
data could be collected instead., This method is not only
cheaper and quicker, but it could also be argued that by letting
the respeondent emphasise the 'important' associations, it o
comes closer to emphaéising what is salient to the individual
(than the traditiomal Fishbein approach, which employs modal
beliefs and requires all of them to be completed by all
respondents.,
Future research effort should help determine in what situations these
alternatives are most appropriate.

A third way of increasing the marketing pay-off of Fishbein data was
presented in detail in Chapter 6. Fishbein argues that the total set of
salient beliefs is necessary for understanding a market, but he also allows
for the fact that a reduced set might give better or as good prediction;
but possibly poorer explanation. But the number of salient beliefs can be
too large for a marketing man to manipulate in any promotional cémpaign
and he therefore asks three questions:

- how can the number be reduced?

- which are the most important beliefs?

- and what is the order of importance?

It has already been stressed that importance has no place in Fishbein's
theory and these questions have therefore beea dealt with in the following
ways:

(i)As in the Fishbein approach it is possible that highly correlated

items may be multiplied and added over and over again in the
summative regression analysis, the intercorrelations within the

attitudinal and within the normative belief items was checked for
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all the data by using a most cost—effective method. The full
correlation matrices, which are part of the output of stepwise
regression analysis, were checked for this purpose. In all cases
the data indicated redundancy between belief items. For example,
for the cigarette data the 11 salient attitudinal beliefs reduced
to somewhere between 7-9 for the various brands when the equation
was Aact:biai and 4-7 items when the equation run was Aact: bi
. variables. Similarly, there was redundancy in the normative part
of the equation; when the individual normative beliefs (SNB's)
were run without motivation to comply (mc) the 3 individual normat-
ive beliefs in the cigarette data reduced to somewhere between
1-2 beliefs for the various brands.
The Fishbein approach as such fails to identify a reduced and action-
able set of beliefs, although the Fishbein biai analysis (Chapter 5)
is a move in the right direction. Therefore a key element of this
research was the identification of such a reduced set of beliefs.
(ii) As data reduction seemed to be justified, by the high intercorrelat-
ion between the salient belief items, 5 major data reduction
techniques were explored in Chapter 6 which were all capable of
reducing the data, but varied in their effectiveness to give
diagnostic or predictive informatiom.
(iii) However, neither previous research (quoted in Chapter 3) nor
the data reduction methods explored in Chapter 6 were really
capable of providing an answer to the 'importance' or order of
the items question. It was suggested that this ould probably
be most effectively done with the help of
- interactive analysis, which showed promise in this research,
but could not be extensively pursued and by
- analysis of correlatioms, which was fully explored in Chapter 6.
(iv) The data reduction methods studied here were also compared with
the Fishbein biai analysis. The conclusion reached in Chapter 6
was that factor analysis was not only an effective method of re-
ducing belief data, but also one which appeéred true to the

structure of the data. It was 'suggestad the reduced factor (a

further analysis development built into this research) could be
taken as the answer; it gave the smallest number of belief items
in total (with only one belief representing each factor). Owing
to the high intercorrelations found between belief items, it was

pointed out that many writers (see Chapter 6) urge factor analysis
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to be undertaken prior to either summative or stepwise regression
analysis., \
A fourth way in which the marketing pay-off of the Fishbein data can
be increased is by running stepwise regression analyses instead of Fishbein's
recommended summative regression analyses. This alternative approach was
fully described in Chapter 6. In stepwise regression analysis the identity
of the individual beliefs is preserved, unlike in summative regression
analysis. Only Fishbein's biai analysis keeps the identity of the individual
beliefs.

7.6. EXTENSIONS TO FISHBEIN'S MODEL

As indicated in Chapter 1 the purpcse of this study was to

(1) replicate Fishbein's model in a marketing context.
(ii) Effect improvements in research practice
- where these seemed appropriate at the time to the marketing
conditions (e.g. the development of market modal beliefs);
- or where the data could be improved by making the task easier
for respondents (e.g. the 'game element' in elicitation);
- or by making the data collection more cost-effective with
for example, 'the individual within a group setting' technique,
also used in elicitation.

(iii) A further purpose was to test individual variables to see if
they gave better prediction; NOT to built additional elements
into the Fishbein equation.Two alternative measures of Behaviour
(loyalty and preference) were built into this research. As the
results in Chapter 4 show, this was an interesting attempt to
find cheaper Behaviour measures than the main measure used, but
they cannot be recommended for future studies. Indeed the main
Behaviour measure did not produce satisfactory results and much
more needs to be done to establish good links between Behaviour
and Behavioural Intention in marketing studies.,

Another addition incorporated into this research was the concept
of confidence. It was added as a variable intc stepwise regression
analysis, reported on in Chapter 6, not as an additional
variable into Fishbein's formula. This appears to be a useful
avenue to pursue in future research, especially if the assessment
of confidence/perceived risk is

- taken separately for each brand

- is applied to buying situations where confidence/perceived risk is
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greater than in the case of the products‘stﬁdied in this-research.
Future research could concern itself with adding other variables with the
help/of stepwise regression analysis, which would help establish the Behaviour
- Behavioural Intention link better. Situational variables might be most

useful in this context.

7.7. FISHBEIN AND MARKETING APPLICATIONS

The data sets collected for this research have proven valuable

- in solving real marketing problems;
';vadging to the store of knowledge about the appiication of

the modei to marketing préblems;
- indicating where this application can be improved and
- pointing out avenues of research which have not proven useful.
However, if Fishbein's model is to help the marketing man predict purchasing
behaviour much more work needs to be done in this area as well as in

others as is described in section 7.8.

7.8 AN A PRIORI APPROACH TO RESEARCH

In Chapter 2, where Fishbein's theory and alternative theories used
in marketing have been reviewed, it was stated that Fishbein's major
contribution to marketing had been in
- defining 'attitude' in an operational sense
- setting up the concept of salience
- establishing a predictive model of choice behaviour
- and developing the Fisbbein biai analysis to increase»the diagnostic

information from his model.
In attempts to apply the model to an area such as marketing; for which it
was not developed, much useful work has been done to make the model operational
and in one area in particular (elicitation) an important contribution has
been made by this research. But three major problems remain:
1. relating Behavioural Intention to Behaviour
2. relating the concepts employéd by the theory to the underlying
cognitive processes '
- 3. and scrutinizing the details of the research used in marketing
studies.

1. The Behaviour - Behaviourai Intention Link

In this and in other research exercises reported in the literature,
the Behaviour - Behavioural Intention link, was the weakest element in the

chain of explanations offered by the model. In marketing, purchase behaviour
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must be explained if a model is to make a useful contribution and ‘it was
suggested, further research should employ either of two promising approaches.
One approach could be to look at real buying data, derive 'laws' (as
Ehrenberg has\done) but then to go further and try to 'fit explanations' of
why buying behaviour takes this particular form. Or test a particular
theory against real buyer data and see if it 'fits.' The two elements -
buying and explanation - need to be related and this could produce a good
theory with which to

- describe a particular market

- explain its workings and

- predict future developments in it.

2. Underlying Cognitive Processes

Although Fishbein's model is one of the better a priori approaches.
used by marketing researchers (Kelman, 1974), the second question raised
was whether it reflected the underlying cognitive processes. It was
suggested in Chapter 2 that it was probably better at prediction than
explanation (after all cognitive processes may not multiply and add). This
argument is also supported by Anderson and Shanteau (1977). As researchers
look more across academic boundaries further contributions might be expected,
as Olson indicated in 1980 information processing theory for examble, may
help in explaining some of the cognitive processes involved.

3. Details of Research

To achieve any progress in the marketing area, it was also suggested
that many of the details

- like the measuring instruments used and

- the statistical analyses applied
need to be examined carefully. The interrelationships in marketing studies
are very complex and 'good theory', cost-effective measuring instruments
and appropriate statistical techniques will need to make their ‘joint

contribution. to the understanding of individual markets.

7.9. APPRAISAL OF RESEARCH PROJECT

Finally, in appraising this project, it can be stated that all its

objectives have been covered:
- a literature review has been undertaken

the Fishbein model has been applied to real marketing situations

- improvements were built into the application of the model and

methodologies were pursued, taking this research beyond Fishbein's

model.
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The results achieved in this research were used to deal with academic

issues with pay-off in marketing as well as to deal‘ﬁith real marketing
problehs. Both of these aspects of the results have been fully discussed

in the various chapters, as this research project was particularly concerned

with the marketing pay-off of alternative research techniques.
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APPENDIX 1 (i)

TIE THEORY OF REASONED ACTION: THE FORMULA

BB = woiAact] + wl[NB]

",
Aact =X b.a,

NB ==mHSNB.mc.
(58 L 8 &4 J J

Behaviour

Behavioural Intention

Overall Attitude: attitude towards performing the behaviour

General Norm (or subjective norm)

individual attitudinal belief (the belief that performing the behaviour will lead to some

consequence . )

evaluations of these individual attitudinal beliefs (the value of consequence i

individual)

individual normative beliefs, or the perceived prescriptions of referent 3

motivation to comply with referent 3
number of salient beliefs/number of relevant referents
regression weight

regression weight

to the



BI
Aact

b. var.

SNB..
J

mc,
]

APPENDIX 1 (ii)
LIST OF SYMBOLS USED IN THIS RESEARCH -

Behaviour

Behavioural Intention
Overall Attitude

General Norm

Individual attitudinal belief

Evaluation of individual attitudinal belief

Individual attitudinal beliefs multiplied by their respective
evaluations and

summed or

notation of individual attitudinal beliefs without prior
multiplication by their respective evaluations in stepwise
regression; also indicated as bi’bi’ etc., Similarly for biai var.

Individual normative beliefs, or the perceived prescriptions
of referent j

motivation to comply with referent f

In most of the data F has been dropped and the shorter more conventional

version of SNB or mc have been used instead; in tables where a particular

SNB needs to be identified it has been given a number, -

SNBmc

SSNBme
SSNB

Individual normative belief multiplied by its respective
motivation to comply and

summed or _

summed without prior multiplication with mc

number of salient beliefs/number of relevant referents
regression weight

regression weight

single regression coefficient

multiple regression coefficient

Confidence
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. APPENDIX 1 (iii)
RESEARCH HYPOTHESES

KEY: -

1. Group A and B hypotheses are covered in Chapter 4;
Group C hypotheses in Chapter 5;
Group D hypotheses in Chapter 6,
2. Hypothesis Testing: the notation used for testing the hypotheses

developed in this research are as follows -

Single/Multiple regression coefficient Criterion or " Predictor or

Dependent independent’
Variable variable
Examples:
Hypothesis 1
r B 'BI
Hypothesis 2
R . B Aact + NB

HYPOTHESES FOR SUMMATIVE MODEL
GROUP A. RELATING TO BEHAVIOUR

Hypothesis 1 - there is no relationship between Behaviour (B) and

Behavioural Intention (BI): tested by rB:BI

Hypothesis la - there is no relationship between Behaviour (B) as measured

on the questionnaire and Behavioural Intention (BI)

Hypothesis 2 — Behavioural Intention (BI) is not necessary to predict

Behaviour (B): tested by RB: Aact + NB
GROUP B, TESTING THE INTERNAL VALIDITY OF THE MODEL

Hypothesis 3 - there is no relationship between attitude towards the

act (Aact) plus overall norm (NB) and Behaviocural Intention (BI): tested

by RBI: Aact + NB
Hypothesis 4 — tests whether both the general norm (NB) and the overall

attitude (Aact) are really necessary to the prediction of BI: the
regression equation rBI: Aact does not really differ from rBI: NB

Hypothesis 4a = the sub-sector of the cigarette market studied in this

research is largely under normative control and the drinks markets are

largely under attitudinal control,

Hypothesis 5 - there is no relationship between attitude towards the act

(Aact) and the sum of the individual beliefs (Zbiai): tested byirAact:Zbiai
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Hypothesis 6 - there is no relationship between overall norm (NB) and

the sum of the individual normative beliefs (¥SNB) and motivation to
‘comply (mc): tested by rNB:SISNBme
Hypothesis 6a = there is no diffcrence between rNB:SSNBmc and rNB:SSNB

Hypothesis 7 - to test whether the inclusion of overall attitude (Aact)

is necessary; there is no difference between rAact:Zbiai and rBIl:Aact

Hypothesis 7a - to test whether the inclusion of general norm (NB) is

necessary; there is no difference between rNB:ISNBmc and rBI:NB OR rNB:3SNB
and rBI:NB ' '
GROUP C.” FURTHER INVESTIGATION OF MODEL

Hypothesis 8 = (If the results indicate considerable variation in the extent

to which Aact and NB predict BI then for this reason as well as to
investigate the Fishbein formula more fully the two following equations
need to be broken down:
(i) to check on the contribution of bi's and ai's to attitude
towards the Aact and
(ii) similarily to check on the contribution of the individual SNB's
or SNBmc's to general norm).
This check needs to be carried out in order to test whether

Hypothesis 8a - individual brands have different attitudinal and normative

beliefs attached to them and

Hypothesis 8b = whether the Fishbein model yields more information by such

further analyses than the data does on which marketing

actions are commonly made téday (e.g mean scores and

association data).
This analysis has been identified in the text as the Fishbein biai
analysis and it would indicate whether different marketing advice would
emerge from it compared to the other techniques in relation to thz - Co
development of sales messages, etc. This analysis might also suggest
whether the succescsful brands are successful because they are already
following an optimal strategy according to the interpretation put on
the data and whether it would be worthwhile in future research (e.g. .
longitudinal studies) to establish how sales messages can be changed.

GROUP D." HYPOTHESES FOR DISAGGREGATED MULTIPLE REGRESSION MODEL,ETC.

1. What does it add over and above the summative model? Test specific

hypotheses as per summative modgl.
2. Check if the inclusion of 'confidence' increases the prediction of

the model.
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APPENDIX 3(i)
CIGARETTE ELICITATION FORM

A. THE INTRODUCTION TO RESPONDENTS stressed the following general points
in relation to the task to be performed:

(1) In front of them respondents had some pencil and paper and in a .
minute they would be asked if they would help fill in a few details about
their smoking of ....cigarettes.

(ii) They were to go together through the paper with the moderator

to make it even easier for them, but not to confer with their neighbours.

The whole setting was relaxed and stressed that all we were going to do
was play a little game: specifically respondents were to imagine themselves
going out to buy their next packet of cigarettes and that the moderator
would tell them which packet that was, so that they would cover a number
of brands (display pointed out).

B. QUESTIONS

1. Which .... cigarette brand (from subsector of market) do you buy most

often? 4

2. What other brand or brands do you buy on a regular basis?

3. What was the last brand of cigarettes that you bought?

4, Which brand of ...cigarettes do you expect to buy next?

5. Could you help me by doing a bit of imagining. Imagine you are going out
to buy your next packet of cigarettes. Imagine that you are buying the brand
you buy most aften (which is....Ql). Thinking of this brand, what comes
into your mind when buying it?

6. Thinking about the other brand(s) yoﬁ buy regularly, what comes into
your mind when buying it? Answer this question for any brands you wrote
down at Q2.

POINT TO DISPLAY .

7. Now I want you>to think of the same sort of thing for the other brands.

What comes into Your mind when thinking of buying them? I want you to

use the next few sections totell me in turn about each of them, missing

out the brand(s) you have told me about already. Now, going from left to
right, pick out the first brand about which you have not written anything

as yet. Write the name of this brand on the line below...What comes into
your mind when ybﬁ think of buying that brand? '

8. Now write down the name of the next brand you have so far written nothing
about...What comes into your mind when you think of buying that brand?

9. Now write down the name of the next brand'you have so far written nothing
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about...What comes into your mind when you think of buying that brand?
10. Now write down the name of the next brand you have so far written
nothing about...What comes into your mind when you think of buying that
brand?

11. Now write down the name of the next brand you have so far written
nothing abecut...What comes into youf mind when you think of buying that
brand? .

12. Now write down the name of the next brand you have so far written
nothing about...What comes into your mind when you think of buying that
brand?

13. Now write down the name of the next brand you have so far written
nothing about..What comes into your mind when you think of buying that
brand?

14. Now write down the name of the next brand you have so far written
nothing about...What comes into your mind when you think of that brand?
15. Now write down the name of the next brand you have so far written
nothing about...What comes into your mind when you think of buying that

brand?
16. Could you now think of something a little different: Other people

often have views about the cigarettes we should buy. Can you think of
anyone who might have views about the cigarettes you should buy next
time? This can be a member of your family, or somebody else altogether.
17. Please imagine for me what sort of people would think that you should
next buy...(brand)? |

18. What sort of people would think that you should next buy...(brand)?
19. What sort of people would think that you should next'buy...(brand)?
20. What sort of people would think that you should next buy...(brand)?
21. What sort of people would think that you should next buy...(brand)?
22. What sort of people would think that you should next Buy..(brand)?
C. CLASSTFICATION DETAILS

Occupation (Occupation of Head of Household)

Part-time/Full-time working, etc.
Age

Area
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- APPENDIX 3(ii) -
BRAND ROTATION FOR ELICITATION STAGE

(a) Brand 1

Brand
(b) Brand

Brand
(¢) Brand
(d) Brand
(e) Brand

(f) Brand
Normative beliefs for these groups of brands were elicited from the six

o O N U B wWwN

groups in each area as follows -
group 1 group 2 group 3 group 4 group 5 group 6
North ab ac ad be bd cd

South ab ac ad be bd cd

This meant that everybody provided normative beliefs alternately for the

two company brands and for four other brands.
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_ APPENDIX 3(iii)
BREWERS' ELICITATION FORM

Q1 Which brands of beer have you bought for drinking at home in the last
four weeks? (Record name of brewer and brand.)

Q2 Which brand do you buy most often?

Q3 What was the last brand you bOught?

Q4 Which brand do you expect to buy next?

Q5 Could you help me by doing a bit of imaginimz. Imagine you are going out
to buy your next beer for drinking at homé. Could you tell me what comes
into your mind when you are buying...(brewer' beers) for drinking at
home?

Q6 Could you tell me what comes into your mind when you are next buying
....(brewers' beers) for drinking at home?

Repeat Q6 for Qs 7 - 10, \ / (
Q11 Could you think of something a little different - Other pebplq often

have views about brewers whose beers we buy next for drinking at home.

Can you think of anyone who might have views about the brewers whose
beers you buy for drinking at home? ADD - this can be a member of your
family or somebody else altogether. I don't mean the brewer, I mean just
anybody you can think of.

Q12 Please imagine for me what sort of people would think zég’should next
buy ......(brewers' beers) for drinking at home? I don't mean the brewers,
I mean just anybody you can think of.

Repeat Q12 for Qsl13 to 17.

N.B. General Introduction as for cigarette form; again repeated for lager

elicitation form.
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APPENDIX 3(iv)
LAGER ELICITATION FORM

Q! Which brands of lager have you bought for drinking at home in the last
four weeks (Record name of brewer and brand)?

Q2 Which brand do you buy most often?

Q3 What was the last brand you bought?

Q4 Which brand do you expect to buy next?

Q5 Could you help me by‘doing a bit of imagining? Imagine you are going
out to buy your next lager for drinking at home. Could you please tell me
what comes into your mind when you are buying....lager for drinking at home?
Q6 Could you tell me what comes into your mind when you are next buying
...lager for drinking at home? ‘
Repeat Q6 for Qs 7 ~ 10.

Q11 Could you think of something a little different = other people often

have views about the lagers we buy for drinking at home. Can you think of
anyone who might have views about the légers you buy next for drinkiné

at home? ADD - this can be a member of your family or somebody else
altogether. I don't mean the brewers, I mean just anybody you can think
of. -

Q12 Please imagine for me what sort of people would think you should next
buy...lager for drinking at home? I don't mean the brewers, I mean just
anybody you can think of. |

Repeat Q12 for Qsli3 -‘17.

172



A

APPENDIX 4(1)
REGRESSION FITTED

The regression equation fitted to the data for both the summative '
and the stepwise regressions (presented in Chapters 4 and 6 respectively)

was of the type -
y =f;oxo +I’)]x] MIREEREEE

where the coefficients are standardized to eliminate a constant term.
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APPENDIX 4(ii)
CIGARETTE QUESTIONNAIRE -

1. Personal Details (name, address).
2. Demographics (Age, social-class, male/female, north/south).
3. Introduction to respondents: this stressed that throughout we were
interested in obtaining respondent's views in relation to the next time
_he/she went to buy ....cigarettes (from subsector of this market) and
explained how to fill in seven point scales. If required, these points
were emphasised again throughout the questionnaire by the interviewer
who completed the questionnaire.
4, Rey:(i) ....cigarettes in the questionnaire refers to the cigarettes
of the sub=-sector of the market which was researched.
(ii) On the questionnaire the brand lists were typed in identical
order. Rotation was achieved by respondent 1 being asked first about
Brand A, etc.; respondent 2 being asked first about Brand B and so om. For
each respondent the same order was maintained throughout the questionnaire.
(iii) Rotation of the belief items was achieved in a similar way.
Respondent 1 was ;sked first about 'too strong and harsh', etc.; respondent
.2 was asked first about ‘reasonably priéed' and so on. For each respondent
the same order applied throughout the questionnaire.
(iv) Question order differs in some instances from that suggested
by Ajzen and Fishbein in their latest work (1980), but there are many
variants in the literature before that date. Also the order used by Loken

and Fishbein (1980) is very similar to that used here.

Q1. Could you please tell me whether, on the whole, you are in favour or
not of buying for yourself the following brands of ....cigarettes.
Very Quite Just Neutral or Just Quite Very

fav. fav. fav. inbetween unfav. unfav. unfav.

Brand
" Brand
Brand
Brand
Brand

Brand

QO T MY 0w >

Brand
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Q2. BRAND A
How true are these statements of this brand?

Very Quite Just Neutral or Just Quite Very

true

v

inbetween untrue ——
Too strong and harsh ‘
Reasonably pficed
Good taste/flavour
A pleasant cigarette
Attractive pack
A satisfying, sustain-
ing cigarette
OK to offer around
Reliable name and
reputation
A cigarette to be scen
with
Buy it only when on offer
Increasing in popularity
Q3 to Q8: repeat for BRAND B TO BRAND G.
Q9 I want you to tell me whether the following things connected with buying
.....cigarettes in general (not just specific brands) seem to you
personally things you like or dislike.
Like Quite Just Neutral or Just Quite Dislike
very like 1like inbetween. -dislike— very

much much

Too strong and harsh
Reasonably priced

Good taste/flavour

A pleasant cigarette
Attractive pack

A satisfying, sustain-
ing cigarette

OK to offer around
Reliable name and
reputation

A cigarette to be seen
with

Buy it only when on offer

Increasing in popularity.,
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Q10. Different people have different views about the different...brands
we can buy. On the whole, would you say that most of your family, friends

and neighbours would approve of buying the brands listed below.

Approve e Neutral or’ Disapprove
Very Just Quite inbetween ' Just Quite Very
much | | much
Brand
Brand
Brand
Brand

Brand

Lo I o> B w B o S - - B 9

Brand
Brand G

Q11 Using the same scale do you think that most of your family would or
would not approve of your buying the brands listed below?

Brand
Brand
Braqd
Brand

Brand

> I ©> B o S o TR -~ B 4

Brand
Brand G
Q12. Similarly, do you think that most of your friends and neighbours would

or would not approve of your buying the brands listed below?

"Brand A
Brand B
Brand C
" Brand D
Brand E
- Brand F
Brand G

Q13. Similarly, do you think smokers who want to impress people would or

would not approve of your buying the brands llsted below?

Brand A
Brand B
Brand C
Brand D
Brand E
Brand F
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Brand G ’

Ql4.Now, using this scale, tell me how important it is to you to do what
most of your family favour. '
~—Important- Neutral or —Unimportant
Very Quite Just inbetween Just Quite Very

Q15. And how important is it to you to do what most of your friends and
neighbours favour?

Q16. And how important is it to you to do what smokers who want to impress
people favour? \
Q17. Next time you buy a pack of....cigarettes, are you likely or unlikely
to buy any brands listed below? Use this scale for your answer.

Very Qu}te Just Neutral or Just Quite Very

—1likely inbetween — unlikely

Brand
Brand
Brand
Brand

Brand

o B <> B = Y & T = B S

Brand

Brand G
Q18. Could you think back to your last TEN packets of ...cigarettes you

have bought and tell me what brands they were. How many of each did you.
buy? (List brands below, with quantitites, make sure it adds up to 10).
Q19. Now, thinking about your next TEN purchases, what brands do you think
they would be? How many packets would you buy of each? (List ten brands
below, with quantities, make sure it adds up to 10).
Q20. Imaginme you are going to buy your next packet of cigarettes. You
have an idea which brand that is goéing to be. How certain are you that
youn will actually leave the shop with that brand?

Very Quite Just Neutral or-Just Quite Very

—certain inbetween - uncertain—

Q21. Look at these 7 brands pléase (Brand A-G) and tell me which one you

like best, which second best, and which next etc.
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APPENDIX &4(iii)
BEER AND LAGER QUESTIONNAIRE

1. Purchase information: personal purchase of beer only established, lager
only and both in the last four weeks; particular brewers' beers and brands
of lager bought in last four weeks; which brewers' beer (ONE ONLY) uswmally
bought and which brand of lager usually bought. For usual brewer's beer
and usual lager bought, usual place of purchase established.

2. Personal details and demographics (name, address, age, social class,
male and female).

3. Introduction to respondents: this stressed that throughout we were
interested in obtaining respondent's views in relation to the next time
he/she went to buy beer/lager for drinking at home; before answering each
question respondents were to imagine going out to buy their next bottle/
can of beer/lager for drinking at home and answer the question in that
context. It also explained how to fill in the seven point scales. If
required, these points were emphasized again throughout the questionnaire
by the interviewer; but definately repeated again before Q16 or Q1 whenever
these started the second half of the interview; as the order of asking

about beers and lagers was alternated between respondents.

Ql. I would like (first) to talk to you about buying beer made by different

Brewers to drink at home. On the whole could you tell me whether you are

in favour or not in favour of buying beers made by the following brewers,

to drink at home? , )
Very Quite Just Neutral or Just Quite Very

—favourable— inbetween -unfavourable-

Watneys

Trumans

Whitbreads

Courage

Charringtons

Ind Coope

Scottish & Newcastle

Q2. Tell me if the following statements about buying beers from various
brewers to drink at home are true or untrue in your opinion?

Very Quite Just Neutral or Just Quite Very

——tTue inbetween — untrue

Buying Watneys to drink at home is:
buying good quality beer
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buying a well-known beer

buying a beer which offers good value for money
buying a beer that.tastes good

buying a popular beer

buying a strong beer

means having difficulty to obtain it

buying the beer which says 'what we want is Watneys'
buying the beer with the red barrel

Buying Trumans to drinks at home is:

buying a good quality beer

buying a well-known beer

buying a beer which offers good value for money
buying a beer that tastes good

buying a popular beer

buying a strong beer

‘means having difficulty to obtain it
buying the beer with more hops in
Buying Whitbreads to drinks at home is:

buying a good quality beer

buying a well-known beer

buying a beer which offers good value for money
buying a beer that tastes good

buying a popular beer

buying a strong beer

means having difficulty to obtaln it

buying the pint that thinks it's a quart

buying the beer with the Tankard and Trophy emblems
Buying Courage to drink at home is:

buying a good quality beer

buying a well-known beer

buying a beer which offers good value for money
buying a beer that tastes good

buying a popular beer

buying a strong beer

means having difficulty to obtain it

buying the beer with the cockerel emblem
Buying Bass Charrington to drink at home is:
buying a good quality beer

buying a well-known beer

buying a beer which offers good value for money
buying a beer that tastes good

buying a popular beer

buying a strong beer

means having difficulty to obtain it

buying the beer with the Toby Jug

Buying Ind Coope to drink at home is:

buying a good quality beer

buying a well-known beer

buying a beer which offers good value for money
buying a beer that tastes good

buying a popular beer

buying a stroang beer .

means having difficulty to obtain it

Buying Scottish and Newcastle to drink at home is:
buying a good quality beer

buying a well-known beer

buying a beer which offers good value for money
buying a beer that tastes good
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buying a popular beer
buying a strong beer
means having difficulties to obtain it

Q3. I want you to tell me whether the following things connected with buy-
ing beer from various brewers to drink at home are personally things you
like or dislike?

Like Quite Just Neutral or Just Quite Dislike

very like like inbetween -dislike— very

much much
buying a good quality beer
buying a well-known beer
buying a beer which offers good value for money
buying a beer that tastes good
buying a popular beer
buying a strong beer
buying a beer which is difficult to obtain

buying the beer which says 'what we want is Watneys'
buying the beer which reminds me of a red barrel
buying the beer with more hops in

buying the pint that thinks it's a quart

buying the beer with the Tankard and Trophy emblems
buying the beer with the cockerel emblem

buying the beer with the Toby Jug

Q4. Different people have different views about brewers' beers we can buy
for drinking at home. On the whole would you say that most of your family
and friendiiwould approve or not approve of your buying...beer to drink
at home?
— Approve — Neutral or -Disapprove -
Very Quite Just . inbetween Just Quite Very

Much Much

Watneys

Trumans

Whitbread

Courage

Charringtons

Ind Coope ,
Scottish and Newcastle

Q5 (ASK WOMEN ONLY)

Do you think that your husband would or would not apprbve of your buying
...beer to drink at home?

Watneys

Trumans

Whitbread

Courage

Charringtons

Ind Coope

Scottish and Newcastle

Q6 Do you think that most of your family would or would not approve of your
buying...beer to drink at home?
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Watneys

Trumans \
Whitbread '

Courage

Charringtons

Ind Coope

Scottish and Newcastle

Q7. Do you think that most of your friends would or would not approve of
your buying...beer to drink at home?

Watneys

Trumans

Whitbread

Courage

Charringtons

Ind Coope

Scottish and Newcastle

Q8. Do you think younger people would or would not approve of your buying
...beer for drinking at home?

Watneys

Trumans

Whitbread

Courage

Charringtons

Ind Coope

Scottish and Newcastle

Q9. Do you think that people who bother about the quality of the beer they

drink would or would not approve of your buying...beer for drinking at home?

Watneys

Trumans

Whitbread

Courage

Charringtons .
Ind Coope ’

Scottish and Newcastle

Q10, Sometimes we want to fit in with other people and sometimes we do not.
On the whole, thinking of buying beer to drink at home, how much does it
matter to you to buy what other people think you should buy. Please use
this scale to tell me whether you want to fit in with..(repeat each in

turn)when buying beer for drinking at home?

Want to fit in . Neutral or Do not want to fit in
Very Quite Just inbetween -  Just Quite Very

Much Much

Your husband*

Your family

Your friends

Younger people

People who bother about the quality of the beer they drink
(*Ask women only)
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Q11. Next time you buy beer for drinking at home are you likely or unlikely
to buy...beer? |

Very Quite Just Neutral or Just Quite Very

-——likelyb inbetween —unlikely —

Watneys

Trumans

Whitbreads

Courage

Charringtons

Ind Coope

Scottish and Newcastle

Q12. Can you think back to the last TEN bottles/céns of beer you have
bought for drinking at home and tell me which brewers' beers they were
and how many of each brewers' beers you bought? (Ensure total adds to 10).
Q13. Now thinking about your next TEN purchases, which brewers' beers do
you think they will be and how many bottles/cans will you buy of each?
(Ensure total adds to 10). ' .
Ql4. Imagine you are going out to buy your next can or bottles of take-
home beer. You have an idea which hrewers' beer that is going to be. How
certain are you that you will actually leave the shop with that particular
brewers' beer?

Very Quite Just Neutral or Just Quite Very

inbetween — uncertain—

— certain
Q15.Could you look at these brewers please and put them in the order in
which you prefer their beer for drinking at home? Which do you like best,
second best and so on?

Watneys

Trumans

Whitbread

Courage

Charringtons

Ind Coope

Scottish and Newcastle

Q16. I would like (now) to talk about buying different lagers to drink at
home. On the whole could you tell ﬁe whether you are in favour or not in
favour of buying the following lagers, to drink at home?

Very Quite Just Neutral or Just Quite Very

—favourable - inbetween — unfavourable-

Harp

Skol
Kronenbourg
Carlsberg
Heineken
Holsten
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Q17. Tell me if the following statements about buying different brands of
lager to drink at home are true or untrue in your oéinion?

Buying Harp to drink at home is:

buying a popular lager

buying a lager which is not well-known

buying a British made lager

buying the best lager in the world

buying Danish lager brewed in England by Danes
Buying Heineken to drink at home is:

buying a lager which offers good value for noney
buying a good quality lager

buying a lager which offers good value for money
buying a good quality lager
buying a lager that tastes good
buying a strong lager :
buying a refreshing and thirst quenching lager
buying. a lager with a foreign name ‘
buying a lager which is easily available
buying a Pils lager
buying a popular lager
buying a lager which is not well-known
buying a British made lager
buying a lager from Guiness and Park Royal. N
Buying Skol to drink at home is:
buying a lager which offers good value for money
buying a good quality lager
buying a lager that tastes good
buying a strong lager
buying a refreshing and thirst quenching lager
buying a lager with a foreign name
buying a lager which is easily available
buying a Pils lager
buying a popular lager
buying a lager which is not well-known
buying a British made lager
Buying Kronenbourg to drink at home is:
buying a lager which offers good value for money
buying a good quality lager
buying a lager that tastes good
-buying a strong lager
buying a refreshing and thirst quenching lager
buying a lager with a foreign name )
buying a lager which is easily available
buying a Pils lager
buying a popular lager.
buying a lager which is not well-known
buying a British made lager
Buying Carlsberg to drink at home is:
tuying a lager which offers good value for money
buying a good quality lager
buying a lager that tastes good
buying a strong lager
buying a refreshing and thirst quenchlng lager
buying a lager with a foreign name
buying a lager which is easily available
buying a Pils lager
a
a
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buying a lager that tastes good

buying a strong lager

buying a refreshing and thirst quenching lager
buying a lager with a foreign name -

buying a lager which is easily available
buying a Pils lager

buying a popular lager

buying a lager which is not well-known

buying a British made lager

buying the lager which 'refreshes the parts other beers cannot reach.'
Buying Holsten to drink at home is:
buying a lager which offers good value for money

buying a good quality lager

buying a lager that tastes good

buying a strong lager

buying a refreshing and thirst quenching lager
buying a lager with a foreign name
buying a lager which is easily available
buying a Pils lager

buying a popular lager

buyinpg a lager which is not well-known
buying a British made lager

buying a German lager

buying a lager with a diet versionm.

Q18. I want you to tell me whether the following things connected with
buying lager to drink at home are personally things you like or dislike?
Like Quite Just Neutral or Just Quite Dislike
very like like inbetween —dislike very

much ' much
buying a lager which offers gocd value for money
buying a good quality lager
buying a lager that tastes good
buying a strong lager
buying a refreshing and thirst quenching lager
buying a lager with a foreign name
buying a lager which is easily available
buying a Pils lager
buying a popular lager
buying a lager which is not well-known
buying a British made lager

buying a lager that reminds me of Guiness and Park Royal -

buying the best lager in the world

buying the Danish lager brewed in England by Danes .

buying the lager which refreshes the parts other beers cannot reach
buying the lager which comes from Germany

buying the lager which has a diet version.

Q19. Different people have different views about the lager we can buy for
drinking at home, On the whole would you say that most of your family and-
friends would approve of your buying ...lager to drink at home?
Approve Neutral or Diéapprove
Very Quite Just inbetween  Just Quite Very

much © much
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Harp

Skol
Kronenbourg
Carlsberg
Heineken
Holsten

Q20. (ASK WOMEM ONLY)

Do you think your husband would or would not approve of your buying...lager

to drink at home?

Harp

Skol
Kronenbourg
Carlsberg
Heineken
Holsten.

Q21. Do you think that most of your family would or would not approve of

your buying..lager for drinking at home?

Harp

Skol
Kronenbourg
Carlsberg
Heineken
Holsten.

Q22.Do you think that most of your friends would or would not approve of
your buying...lager for drinking at home?

Harp

Skol
Kronenbourg
Carlsberg
Heineken
Holsten

G23. Do you think sporty types would or would not approve of your buying

..lager for drinking at home?

Harp

Skol
Kronenbourg
Carlsberg
Heineken
Holsten

Q24. Do you think people who know a lot about lager would or would not
approve of your buying...lager for drinking at home?

Harp

"Skol

Kronenbourg

Carlsberg : ‘ /
Heineken ‘

Holsten.

Q25. Sometimes we want to fit in with other people and sometimes we do not.

On the whole, thinking of buying lager to drink at home, how much does it
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matter to you what other people think you should buy? Please use this
/ .
scale to tell me whether you want to fit in with...(repeat each in turn)

when buying lager for drinking at home?

Want to fit in Neutral or Do not want to fit in
Very Quite Just inbetween Just Quite Very
much much

Your husband¥*

Your family

Your friends

Sporty types

People who know a lot about lager
(* Ask women only).

Q26. Next time you buy lager for drinking at home are you likely or
unlikely to buy..lager?

Very Quite Just Neutral or Just Quite Very

—1likely inbetween -unlikely

Harp

Skol
Kronenbourg
Carlsberg
Heineken
Holsten

Q27. Could you think back to the last TEN bottles/cans of lager you bought

for drinking at home and tell me which brands they were and how many of

each brand you bought? (Ensure total adds to 10).

Q28. Now thinking about your next TEN purchases, which lagers do you

think they will be and how many bottles/cans will you buy of each? (Ensure

total adds to 10).

Q29. Imagine you are going out to buy your next cans or bottles of take-

home lager. You have an idea which lager that is going to be. How certain

are you that you will actually leave the shop with that particular lager?
Vefy Quite Just Neutral or Just Quite Very

inbetween -uncertain—

—certain
Q30. Could you look at these lagers and put them in the order in which you

prefer them for drinking at home? Which do you like best, second best and
so on?

Harp

Skol
Kronenbourg
Carlsberg
Heineken
Holsten

NB. Rotation of brands and belief statements was identical to the method
used in the cigarette questionnaire; it was operated both within beers and
lagers. '

\
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APPENDIX 4(iv)
POSTCARDS - DATA FOR 'B!

i

POSTCARD FOR SUB-SECTION OF CIGARETTE MARKET

Respondent Number
Please fill in the details of the...cigarettes you buy on the next
three purchase occasions, in the table set out below.

I BOUGHT FOR MYSELF THﬁSE...CIGARETTES:

First Second Third
purchase purchase purchase
A occasion occasion occasion
BRAND
BRAND
BRAND
BRAND
BRAND
BRAND
BRAND G
OTHER....CIGARETTES

L T < B o B o T v B 3

POST THIS CARD NOW PLEASE
Key: ....cigarettes ‘refers to sub-sector of market.

POSTCARD FOR BREWERS' BEERS

Respondent Number

Please record your next 2 beer purchases for drinking at home.
' AFTER THIS INTERVIEW
The FIRST time I bought The SECOND time I bought

beer for drinking at home beer for drinking at home

I bought (TICK): I boucht (TICK):

Watneys' beers

Trumans' beers

Whitbread beers

Courage beers

Charrington beers

Ind Coope beers

Scottish and Newcastle beers

Other brewers' beers :
PLEASE RETURN THIS CARD AS SOON AS POSSIBLE.
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APPENDIX 4(iv) cont.

POSTCARD FOR LAGERS

Respondent Number

Please record your next two lager purchases for drinking at home.

AFTER THIS INTERVIEW
The FIRST time I bought The SECOND time I bought

lager for drinking at lager for drinking at
home I bought (TICK): home I bought (TICK):

Harp lager

Skol lager
Xronenbourg lager
Carlsberg lager
Heineken lager
Holsten lager
Other lagers.

PLEASE RETURN THIS CARD AS SOON AS
POSSIBLE.
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. APPENDIX 4(v)
STATISTICS FOR SUMMATIVE REGRESSION ANALYSES
CHARTS SUMMARISING DATA FOR SUMMATIVE REGRESSION ANALYSES FOR:

1. SUB-SECTOR OF CIGARETTE MARKET
2. BREWERS' BEER MARKET
3. LAGER MARKET

DATA PRESENTATION ON CHARTS -

A. Figures above the line

r and R are measures of association: r is the simple -linear correlat-
ion coefficient-involving one predictor and one criterion variable; R is
the multiple'correlation coefficient involving two or more predictor
variables and one criterion variable. The size of the r/R measure is an
indication of the significance of the relationship between criterion and
predictor variable(s) and so too is the fit on the regression line. Where
the relationship between the criterion and predictor variable(s) is
significant, this has been indicated for r/R at the relevant degrees of
freedom thus *

0.1% level (%x¥)
1% level (%%*)
5% level (%)

ns = not significant

B. Figures below the line
2

Both r? and R% are a measure of

variation in criterion variable explained by the predictor(s)
total variation in criterion variable V
and the values must range from O to 1. For interpretation it is best
to consider them as percentages e.g.
BRAND A, regression (1) r _.49 BRAND B, REG. (2) R .67

> 24y B 45%

C. Regression weights

are given for Aact and NB on BI (regression 2).
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APPENDIX 4(vi)
SUB-SECTOR OF CIGARETTE MARKET: DETATLED ANALYSIS OF BI AND B
BRAND A: ALTERNATIVE MEASURES OF B

SUB-SECTOR OF CIGARETTE MARKET: DETAILED ANALYSIS OF BI AND B

For the sub-sector of the cigarette market, the postcard measure of

Behaviour (B) was looked at in more detail, in conjunction with the

Behavioural Intention (BI) measure from the Stage II questionnaire. The

analysis was undertaken on the sample of 144 who replied to the postcard.
It will be recalled that Behavioural Intention (BI) was rated on

a 7 point scale (+3 to -3) on the questionnaire and for this analysis the

+3 scores only were extracted and compared with the B measure from the

postcard., The assumption behind this analysis was that those scoring

a brand +3 for Behavioural Inten;ion (BI), would be more likely to carry

out their intentions and actually buy the brand, than those who scored

their intentions at less than +3:

All those scoring BI +3 for 1 brand only 78
- buying that brand only 55
- buying that brand with other(s) 8
- not buying that brand . 15
All those scoring BI +3 for 2 brands 27
- buying those two brands only 8
- buying one of these two brands + other(s) 14
- buying neither of the two brands 5
All those scoring BI +3 for 3 brands 20
- buying all three brands 0 :
- buying two of the three brands + 1 other 8
- buying 1 of the brands + others 10
- buying none of the three brands 2
All those scoring BI +3 for 3 brands plus 10

All those scoring BI at less than +3 in the

jo

case of all brands

Respondents had to rate all 7 brands on the questionnaire and the headings

in the above table indicate how many respondents gave a top score of +3

to any of the seven brands. 54% gave a top score to 1 brand only, 19% to

2 brands, 14% to 3 brands, 7% to more than 3 brands and 6% to none of the
brands. This suggests that Behavioural Intention may capture quite a

complex situation, which relates to the real dynamics of the market.

Nearly half of the reépondents in this example, intended to purchase not

one brand but several, and this may indicate that they choose their purchases

. from a repertoire of favourite brands. Panel data for the same time period
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APPENDIX 4(vi) cont.

would suggest that the purchase of more than one brand was not uncommon.
Looking at the results in more detail, it can be seen that the

Behavioural Intention (BI) - Behaviour (B) link, is also quite a complex

one. 78 respondents had given a top score (+3) on BI to one brand only;

of these 55 claimed on the postcard to have bought that brand exclusively

on the next three purchase occasions, 8 claimed to have bought that brand

in conjunction with one or more other brands and 15 did not buy that brand

at all. This may suggest that factors at the point of purchase are

influential in éhanging intentions. The actual price charged at the point

of purchase might have a powerful influence; discounting was becoming an

active factor in the market. The situation is even more complex in those

instances, where respondents scored more than 1 brand +3 for Behavioural

Intention. It is this complexity which may explain the relative low correlat-

ions between BI and B which was achieved when the total range of scores

(+3 to -3) for all 7 brands and all 144 respondents was put into the original

regression analysis (rB:BI). This result may also suggest that relatively

simple measures of B and measures restricted in time (to 3 purchase

occasions), are not adequate for highly competitive markets in which brand

repertoire purchasing may also take place.

BRAND A: ALTERNATIVE MEASURES OF B

These measures were built into the questionnaire on the assumption
that they might provide a better correlation with Behavioural Intention.
But the complexity of the market situation demonstrated above, would
indicate that they may not be any more adequate to the task. These
alternative measures of Behaviour were:

(i) a measure of preference, respondents were asked to rank all 7

brands in order of preference:

(ii) a measure which asked respondents to report the last/next ten
packets of cigarettes they had bought from the sub-sector of the
market.

These questions can easily be picked out on the questionnaire. The data
arereported here for Brand A only. Test runs indicated, that Brand A
produced essentially the same type of answers as the other brands and so
in order to conserve computer resources, full runs were not undertaken
for the remaining brands.

Taking preference as a measure of Behaviour (B), the regression

\
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APPENDIX 4(vi) cont.

rB:BI was run and this produced r = .65***, ie.Behavioural Intention (BI)
explained 42% of the variation in Behaviour (B). Preference appearsto be

a better measure of Behaviour than the.postcard B measure, where BI only
explained 24% of the variation in B. This might suggest, that a B measure
collected on the questionnaire at the same time as the Fishbein measures,
might not only be cheaper than the postcard measure of B, but in certain
situations might actually be more predictive. But it may still be inadequate,
particularly as preference is a measure of stating how acceptable a brand

is and therefore more akin to BI than B.

The analysis of the 10 packets question for Brand A took the form of
grouping all those giving a low score for BI (-3 to 0) and a high score
for BI (+1 to +3) and cross analyse these two groups by those who stated
that they last bought 0-7 packets of Brand A or 8-10 packets of Brand A.

The results were as follows:

BI
-3 to 0 +1 to +3
0 - 7 packets 69 121
8 - 10 packets ' 0 56

A\l

This analysis was based on 246. The result stresses again the need for
disaggregating the data, as the relationships are not simple. 36 respondents
intended to buy (BI: +1 to +3) Brand A and they did not only buy the brand,
but bought large quantities of it (8-10 packets), whereas no packets at

all were bought, by respondents whose intentions were weak (-3 to 0). This
is a nice clear cut result, but it is not so clear cut when smaller
quantitites of the brand are involved. 121 respondents with positive
intentions, bought between 0~-7 packets and also 69 respondents claiﬁed to
have bought that amount, yet their intentions had been weak (=3 to 0).

This is probably a more accurate measure of behaviour than preference,

but to be sure of this, it would have to be correlated with panel data.
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APPENDIX 5(i)

SUB-SECTOR OF CIGARETTE MARKET: BRANDS A-G:biai, bi’ a, & SNB/mc scores
1

BRAND A
biai bi a,
Scale +9 to -9 Scale +3 to -3 Scale 43 to -3
Too strong and harsh -0.15 -1.58 0.11
Reasonably priced 2.67 1.38 | 1.65
Good taste/flavour 4.04 .1.63 , ' 2.38
A pleasant cigarette 4,34 1.75 2.39
Attractive pack 3.54 2.11 1.47
A satisfying, sus-
taining cigarette 3.87 1.59 2,39
OK to offer around 4.33 2.1 1.80
Reliable name and
reputation 5.15 2.37 2.03
A cigarette to be '
seen with 2.89 1.75 1.31
Buy it only when on
offer 1.78 -0.98 -0.42
Increasing in
popularity 1.86 1.61 1.15
’ NORMATIVE SCORES
NB | 1.49
SNB] ' 1.18
SNB2 1.26
SNB, 1.85
SNBmc1 0.92
SNBmc2 -0.69
SNBme 5 -2.11
KEY: SNB1 Family
SNB2 Friends and neighbours

SNB3 Smokers who want, to impress people
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BRAND B

a.,
L

Scale +9 to -9 Scale +3 to -3 Scale +3 to -3

biai bi

Too strong and harsh -0.05 o =1.13*
Reasonably priced 1.53 0.72
Good taste/flavour 2.66 1.05
A pleasant cigarette 2.74 1.09
Attractive pack 3.28 1.89%
A satisfying, sus-
taining cigarette 2.43 0.90
OK to offer around 3.52 1.63
Reliable name and
reputation 4,31 1.98
A cigarette to be
seen with 2.30 1.20
Buy it only when on
offer 1.15 -0.71
Increasing in
popularity 0.99 0.65

NORMATIVE SCORES
NB 0.93
SNB, 0.63
SNB, 0.90
SNB3 1.68
SNBmc] 0.46
SNBmc2 -0.38
SNBmc3 -2.10

0.1
1.65%
2.38%*
2.39%*
1.47

2.39%*
1.80(ns)

2.03(ns)

1.31(ns)

-0.42(ns)

1.15%.

KEY: * significant difference between bi and a, scores at 5% level or abové;

ns = non-significant difference.
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BRAND C

bia; > %
Scale +9 to -9 Scale +3 to -3 Scale +3 to =3
Too strong and harsh -0.13 -1.01 0.1
Reasonably priced 2.69 1.25 1.65
Good taste/flavour 2.77 1.06 2.38
A pleasant cigarette 3.04 1.15 2.39
Attractive pack 2,60 1.13 1.47
A satisfying, sus-
taining cigarette 2.89 1.08 2.39
OK to offer around 3.41 ‘ 1.56 1.80
Reliable name and
reputation 4,51 1.99 2.03
A cigarette to be '
seen with 1.71 0.76 1.31
Buy it only when on '
offer 1.02 -0.61 -0.42
Increasing in
popularity 1.17 1.00 1.15
NORMATIVE SCORES
NB 1.06
SNB] 0.67
SNB2 0.86
SNB3 0.95
SNBmc] ' 0.91
SNBmc2 -0.22
SNBmc3 -0.28
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BRAND D
b.a. b. a.

i1l i i
. Scale +9 to -9 Scale +3 to -3 Scale +3 to -3

Too strong and harsh 0.13 -0.04 0.1

Reasonably priced 0.99 0.49 1.65

Good taste/flavour ~0.20 C-0.12 2.38

A pleasant cigarette -0.03 -0.06 2.39
_ Attractive pack 1.69 0.98 1.47

A satisfying, sus-

taining cigarette -0.13" -0.14 2.39

OK to offer around 1.59 0.55 1.80

Reliable name and

reputation 1.42 0.58 2.03

A cigarette to be

seen with 0.63 0.09 - 1.31

Buy it only when on

offer 0.81 -0.88 -0.42

Increasing in

popularity _ 0.38 : 0.15 1.15

NORMATIVE SCORES

NB -0.27

SNB, -0.43

SNB2 - -0.04

SNB3 0.30

SNBmc] 0.35

SNBme,, 0.46

SNBmc3 -0.16
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BRAND E

biai " bi a.i
Scale +9 to =9 Scale +3 to =3 Scale +3 to =3
Too strong and harsh -0.07 -0.32 0.11
Reasonably priced 2.30 1.09 ‘1.65
Good taste/flavour 0.60 0.26 2,38
A pleasant cigarette 0.85 0.31 2.39
Attractive pack 1.20 0.63 1.47
A satisfying, sus- “
taining cigarette 0.90 0.29 2.39
OK to offer around , 1.95 0.85 1.80
Reliable name and _
reputation. . 3.76 1.66 2.03
A cigarette to be
seen with 1.06 0.15 1.31
Buy it only when on
offer 1.13 -0.75 -0.42
Increasing in
popularity ' 1.28 0.73 1.15
NORMATIVE SCORES
NB 0.15
SNB, 0.00
SNB2 0.26
SNB3 =0.17
SNBmc | 0.35
SNBmc2 -0. 1
SNBmc3 O.SO.
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" BRAND F

biai b, a,
Scale +9 to -9 Scale +3 to =3 Scale +3 to =3
Too strong and harsh -0.08 -0.96 0.1
Reasonably priced 2.39 1.22 1.65
Good taste/flavour 2.30 0.92 2.38
A pleasant cigarette 2.40 0.99 2.39
Attractive pack 2.37 1.16 1.47
A satisfying, sus-
taining cigarette 2.39 0.89 2.39
OK to offer around 3.29 1.66 1.80
Reliable name and
reputation 4.33 2.01 2.03
A cigarette to be
seen with 1.95 0.76 1.31
Buy it only when on
offer 1.36 -0.87 -0.42
Increasing in
popularity 1.47 0.90 1.15
NORMATIVE SCORES
NB 0.75 -
SNB] 0.55
SNB2 0.74
SNB3 0.68
SNBmc] 0.77
SNBmc2 -0.12
SNBmc3 -0.58
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BRAND G

b b. a,

.a.
11 1 1

Scale +9 to -9 Scale +3 to =3 Scale +3 to =3

Too strong and harsh -0.01 -0.96 0.11

Reasonably priced 1.86 0.89 1.65

Good taste/flavour 2,23 0.85 . 2.38

A pleasant cigarette 2.43 0.96 2.39

Attractive pack | 2.62 1.52 1.47

A satisfying, sus-

taining cigarette 2.46 0.96 2.39

OK to offer around 3.44 1.60 1.80

Reliable name and

reputation 4,13 1.91 2,03

A cigarette to be

seen with 1.80 1.04 1.31

Buy it only when on

offer 1.22 -0.75 -0.42

Increasing in

popularity 1.09 ~0.60 1.5
NORMATIVE SCORES

NB 0.79

SNB] 0.49

SNB2 0.76

SNB3 1.31

SNBmc] Q.59

SNBch -0.18

SNBmc3 -1.63
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APPENDIX 5(ii)
ASSOCIATION GRID

N = 246
BRAND======mmmmmm e e e e e e

BELIEF A B C D E F G None

1 s6 67 12 13 2 9 40 3

2 45 61 10 24 2 &4 33 4

3 80 S7 9 17 3 4 37 5

4 17 17 26 7 69 46 15 9

5 S4 34 2 13 11 26 42 13

6 24 22 17 37 71 11 27 8

7 53 52 13 16 5 10 34 10

8 46 33 15 6 10 17 23 2

9 33 14 33 8 56 52 20 3
10 45 26 32 13 23 25 26 5
1 49 30 20 7 17 28 22 10
12 22 10 18 9 43 31 15 7
13 31 17 25 18 40 28 28 8
14 4 30 43 25 31 39 33 7
15 50 39 19 12 13 23 28 5
16 57 37 32 15 26 36 33 2
17 .48 25 20 6 16 28 18 6
18 22 11 20 29 26 22 19 7

KEY: FigQures in table are percentages.

233



. APPENDIX S5(iii)
BEERS AND LAGERS:.biai , bi and a; scores

-

BEER-WATNEYS-MEN biai bi ai
BUYING Scale +9 to -9 Scale +3 to -3 Scale +3 to -3
a good quality beer 2.26%* 0.83 2.54%
a well-known beer 2,87* 2,02% 1.31

a beer which offers

good value for money 2.05 0.80 2,36%
a beer that tastes good 1.95 0.66 2,70%
a popular beer 1.77 1.43%* . 0.96 ]
a strong beer -0.,07 0.03 1.79%*
having difficulty to

obtain it 1.76 ©-1.38% -0.92
the beer which says 'what

we want is Watneys' . 1.31 0.82% -0.08
the beer with the red

barrel 1.34 1.02% -0.08
Sig. diff. _ 0.73

BEER-WATNEYS-WOMEN

BUYING -

a good quality beer 3.09% 1.26 2,51*
a well-known beer 3.35% 1.94 1.66ns
a beer which offers

good value for money 2.87*% 1.1 2,38%
a beer that tastes good  3.02% 1.19 2.59%
a popular beer - - 1.97 1.56 1.22ns
a strong beer 0.12 _ 0.18 1.45%
having difficulty to |

obtain it 2.91* -1.71 -1.49ns
the beer which says

'what we want is Watneys' 1.68 1.20% 0.25
the beer with the red

barrel 1.30 1.48% 0.27
Sig. diff. 1.05

KEY: biai scores: the top belief is * and other beliefs which are not
significantly different from it (at 5%+ level) are also
*; this is based on the pooled SE between the total set
of beliefs.
bi or a, scores: * denote sig. diff. between them at 5% level or above;
ns = not significant,
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BEER-TRUMANS~ MEN

BUYING- Scale

a.
1

+9 to -9 Scale +3 to -3 Scale +3 to -3

a good quality beer
a well-known beer

a beer which offers
good value for money

a beer that tastes good
a popular beer
a strong beer

having difficulty to
obtain it

the beer with more hops
in

Sig. diff.
BEER-TRUMANS-WOMEN
BUYING -

a good quality beer
a well-known beer

a beer which offers
good value for money

a beer that tastes good
a popular beer
a strong beer

having difficulty to
obtain it

the beer with more hops
in

Sig. diff.
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b.a. b,

. 11 1
2.83% 1.07
2.35% 1.66%
2.33% 0.89
2.76% 0.96
1.28 1.12
1.12 0.61
1.16 -0.91
1.12 0.54
0.70
2.67% 1.06
2.55% 1.58
2.51% 0.97
2.72% 1.05
1.60 1.18
0.90 0.48
1.13 -0.83
1.31 0.56
0.85

2.54%
1.31

2.36%
2.70*
0.96
1.79

-0.92

0.41

2.51*
1.66ns

2.38%
2.59%
1.22
1.45

-] 049

0.37



BEER-WHITBREAD-MEN

b.a. b. a

. 11 1 i
BUYING - Scale +9 to -9 Scale +3 to -3 Scale +3 to -3
a good quality beer 2.87% 1.11 2,.54%
a well-known beer 2.29% 1.62% 1.31
a beer which offers good
value for money 2.15 : 0.86 2.36
a beer that tastes good 2.67% 0.96 2.70%
a popular beer 1.40 1.33 0.96
a strong beer 0.92 0.46 ' 1.79
having difficulty to
obtain it 1.08 -0.77 -0.92
the pint that thinks
its a quart 1.43 0.31 0.05
the beer with the Tankard
and Trophy emblem 1.30 0.98 0.28
Sig., diff. 0.65
BEER-WHITBREAD-WOMEN
BUYING -~
a good quality beer 2.67% "1.08 2.51%
a well-known beer 2.39% 1.40 1.66ns
a beer which offers
good value for money 2.51% 0.95 2.38%
a beer that tastes good 3.01% 1.08 2.59%
a popular beer 1.58 1.14 1.22
a strong beer 0.84 0.47 1.45
having difficulty to '
obtain it 1.76 -0.92 -1.49
the pint that thinks
its a quart 0.74 0.59 0.23
the beer with the Tankard
and Trophy emblem . 6.71 0.86 0.21
Sig. diff. : 0.84
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BEER-COURAGE-MEN

b.a. b, a,

RS R i i
BUYING- Scale +9 to -9 Scale +3 to -3 Scale +3 to -3
a good quality beer 2.56* 0.92 2.54%
a well-known beer 2.36% 1.51 1.31ns
a beer which offers
good value for money 1.95* 0.78 2.36%
a beer that tastes good 2.19* 0.82 2.70%
a popular beer 1.57 1.08 0.96
a strong beer 0.99 0.47 1.79
having difficulty to
obtain it 1.00 -0.84 -0.92
the beer with the cockerel
emblem 1.33 0.93 0.15
Sig. diff. 0.68
BEER~-COURAGE-WOMEN
BUYING -
a good quality beer 3.09% 1.21 2.51*%
a well-known beer 2.73% 1.55 1.66ns
a beer which offers
good value for money 2.30% 0.85 2.38%
a beer that tastes
good 2.65% 0.96 2,59%
a popular beer 1.57 1.21 1.22
a strong beer 0.96 0.56 1.45
having difficulty to
obtain it ' 1.87 -1.08 . =1.49
the beer with the
cockerel emblem 1.36 1.10 0.49
Sig. diff. 0.86
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BEER-BASS. CHARR,-MEN

BUYING~- Scale

b:-a,.

11

b.
1

a.
1

+9 to -9 Scale +3 to ~3 Scale +3 to -3

a good quality beer
a well-known beer

a beer which offers
good value for money

a beer that tastes good
a popular beer
a strong beer

having difficulty to
obtain it

Ehe beer with the Toby
Jug

Sig., diff.

BEER-BASS., CHARR.-WOMEN
BUYING -

a good quality beer
a well-known beer

a beer which offers good
value for money

a beer that tastes good
a popular beer
a strong beer

having difficulty to
obtain it

the beer with the Toby
jug
Sig. diff.,

1.56%

o 1.42%

0.95*
1.29%
0.92
0.81

0.61

1.11
0.62

2.05%
1.95%

1.77%
1.85%
1.20
0.47

1.54%*

0.44
0.85
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0.54
1.08

0.39
0.46
0.82
0.37

-0.59

0.68

0.81
1.23

0.69
0.71
0.91
0.31

-0094

0.73

2.54%
1.31ns

2.36%
2.70%
0.96
1.79

-0.92

=0.01

2.51%*
1.66%*

2,38%
2.59*
1.22
1.45

-1.49%

0.16



BEER-IND COOPE-MEN

b.a.

BUYING -

11

b. a,
1 1

Scale +9 to -9 Scale +3 to -3 Scale +3 to -3

a good quality beer
a well-known beer

a beer which offers
good value for money

a beer that tastes good
a popular beer
a strong beer

having difficulty to
obtain it

Sig. diff.
BEER-IND COOPE-WOMEN
BUYING -

a good quality beer
a well-known beer

a beer which offers good
~value for money

a beer that tastes good
a popular beer
a strong beer

having difficulty to
obtain it

Sig., diff.

2.53%*
2.06%*

2.02%
2,64%
1.41
0.59

.11
0.68

2.76*
2.5]*

2.41%
2.71%
1.86%
0.58

2,06%
0.94

239

0.95 2.54%
1.50 1.31ns
0.81 2.36%
0.93 2.70%
1.07 0.96
0.28 1.79
-1.10 -0.92
.1 2.51*%
1.60 1.66ns
0.95 2.38%
1.06 2.59%
1.29 1.22ns
0.43 1.45
-1.15 ~1.49ns



BEER-S&N-MEN

i bi~ai bi a;

BUYING - Scale +9 to -9 Scale +3 to -3 Scale +3 to -3

a good quality beer 3.88* 1.48 2.54%

a well-known beer 1.30 1.08 1.31

a beer which offers

good value for money 2.64 1.02 2.36

a beer that tastes good 3.81* 1.39 2.70%

a popular beer 0.61 0.80 0.96
~a strong beer 2.70 1.47 1.79

having difficulty to

obtain it -0.07 -0.06 -0.92

Sig. diff. 0.71

BEER-S&N-WOMEN

BUYING -~ .

a good quality beer 2.67* : 1.00 2.51%

a well-known beer 1.72%* 0.86 1.66%

a beer which offers good . .

value for money 2.,06% 0.82 2.38%

a beer that tastes.good 2.25% 0.88 2.59%

a popular beer 1.16 0.61 1.22

a strong beer 1.83% 1.05 1.45%

having difficulty to - -

obtain it 0.32 -0.18 -1.49

Sig. diff. 0.97
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LAGER~-HARP-MEN biai bi ai

BUYING— ° Scale +9 to -9 Scale +3 to -3 Scale +3 to -3

a lager which offers

good value for money 2,71% 0.97 2.34%

a good quality lager 2.47% 0.93 2.46%

a lager that tastes

good 2.65% 0.97 2.61%*

a strong lager 0.73 0.31 1.83*%

a refreshing and thirst

quenching lager 2.89% 1.08 2.29%

a lager with a foreign .

name -0.07 ~0.96% 0.47

a lager which is easily '

available 2.83* 1.52 1.71ns

a Pils lager 0.38 -0.36 0.46%*

a popular lager 1.39 1.12 0.96ns

a lager which is not

well~-known . 0.60 -1.09%* -0.35

a British made lager 0.41 0.97* 0.24

the lager from Guiness

and Park Royal 0.71 0.46%* -0.10

Sig. diff. 0.70

LAGER-HARP-WOMEN

BUYING. -

a lager which offers

good value for money 3.95% 1.47 2.56%

a good quality lager 3.86%* 1.46 2,53%

a lager that tastes

good 3.69% 1.36 2.70%

a strong lager 1.41 74 1.74%

a refreshing and thirst ‘

quenching lager 3.97* 1.49 2.48%

a lager with a foreign

name 0.03 -0.53 0.48%

a lager which is easily

available 3.96% 1.73 2.05ns

a Pils lager 0.85 -0.34 0.16%

a popular lager 2.25 - 1.47 1.20ns

a lager which is not

well-known 1.24 -1.45% -0.58

a British made lager 0.36 0.72% 0.23

the lager from Guiness

and Park Royal 1.17 0.33 0.11ns
0.98

Sig. diff.
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LAGER-SKOL-MEN

BUYING - Scale

b.a.
ii

b,
i

a,
1

+0 to -9 Scale +3 to -3 Scale +3 to -3

a lager which offers
good value for money

a good quality lager

a lager that tastes
good

a strong lager

a refreshing and thirst
quenching lager

a lager with a foreign
name

a lager which is easily
available

a Pils lager

a popular lager

a lager which is not
well-known

a British made lage
Sig. diff. :

LAGER-SKOL- WOMEN
BUYING -

a lager which offers
good value for money

a good quality lager

a lager that tastes
good

a strong lager

a refreshing and thirst
quenching lager

a lager with a foreign
name

a lager which is easily
available

a Pils lager

a popular lager

a lager which is not
well-known

a British made lager
Sig. diff.

2.45%
2.74%

2.58%*
0.87

2.85%
0.89
2.82%

0.72
1.33

3.88%
3.69%

3.81%
1.02

3.90%
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0.83

1.45
-0.26
1.12

-1.30
0.12

2.34%
2.46%

2'6]*
1.83

2.29%
0.47

1.71ns
0.46
0.96

-0.35
0.24

2.56%
2.53%

2.70%
1.74

2.48%
0.48
2.05*
0.16
1.20

-0.58
0.23



LAGER-KRONENBOURG~-MEN biai b. a

i i
BUYING - Scale +9 to -9 Scale +3 to -3 Scale +3 to -3
a lager which offers '
good value for money 3.15% 1.13 2.34%*
a good quality lager 3.61% 1,37 2.46%
a lager that tastes
good 3.62% 1.33 2.61%
a strong lager 2,69 1.20 1.83
a refreshing and thirst
quenching lager 3.23% 1.29 2,29%
a lager with a foreign
name 1.35 1.41 0.47
a lager which is easily
available 1.62 0.79 1.71
a Pils lager 1.04 0.01 0.46
a popular lager 1.37 0.77 0.96
a lager which is not
well-known 0.36 ‘ ~0.62 -0.35
a British made lager 0.10 -0.78 0.24
Sig. diff. 0.64

LAGER~-KRONENBOURG-WOMEN

BUYING -

a lager which offers

good value for money 3.11* 1.16 2.56%
. a good quality lager 3.43% 1.28 2.53%

a lager that tastes

good 3.34% ' 1.22 2,70%

a strong lager 2.37 1.11 1.74

a refreshing and thirst :

quenching lager 3.32% 1.28 2.48%

a lager with a foreign ‘

name 1.17 . 1.32 0.48

a lager which is easily

available 2,02 0.79 2,05

a Pils lager. 0.60 -0.17 0.16

a popular lager 1.49 0.78 1.20

a lager which is not ;

well-known 0.84 -0.65 -0.58

a British made lager 0.12 -0.86 0.23

Sig. diff. 0.92
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' LAGER-CARLSBERG-MEN b.a, b a

i i
BUYING - ’ Scale +9 to -9 Scale +3 to -3 Scale +3 to -3
a lager which offers
good value for money 3.79% 1.39 2,.34%
a good quality lager 4,11% 1.55 2.46%
a lager that tastes
good 4 . 44% 1.59 2.61%
a strong lager 2,58 1.17 1.83
a refreshing and thirst .
quenching lager 3.83% 1.51 2.29%
a lager with a foreign
name 1.22 ’ 1.32 0.47
a lager which is easily
available 3.10 1.65 1.71
a Pils lager 1.03 0.26 0.46
a popular lager 1.91 1.38 0.96
a lager which is not
well-known 1.07 -1.20 -0.35
a British made lager 0.08 -0.45 0.24
the best lager in the
world 1.12 0.15 1.05
Danish lager brewed
in England by Danes 1.49 0.86 0.71
Sig. diff. 0.69 :

LAGER-CARLSBER-WOMEN

BUYING -

a lager which offers ’

good value for money 4 . 46% 1.65 2.56%
a good quality lager 4.71* 1.79 2,53*
a lager that tastes

good 4,83%* 1.74 2.70%
a strong lager 2.38 - 1.15 1.74
a refreshing and thirst

quenching lager 4,39% 1.63 2.48%
a lager with a foreign _

name 0.99 1.29 0.48
a lager which is easily

available 3.57 1.68 2.05
a Pils lager 0.84 -0.22 0.16
a popular lager 1.88 1.38 1.20
a lager which is not

well~known 1.17 -1.26 . -0.58
a British made lager 0.13 -0.76 0.23
the best lager in the

world 1.05 0.31 1.00
Danish lager brewed in

England by Danes 1.25 0.96 0.49
Sig. diff. - 0.96
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LAGER-HEINEKEN-MEN biai b a

i i
BUYING - Scale 19 to -9 Scale +3 to -3 Scale +3 to -3
a lager which offers -
good value for money 3.61* 1.33 2.34%
a good quality lager 3.76% 1.42 2.46%
a lager that tastes
good 3.85% 1.38 2.61%
a strong lager 2,32 1.04 1.83
a refreshing and thirst
quenching lager 3.74%* 1.44 2,29%
a lager with a foreign
name 1.40 1.32 0.47
a lager which is easily
available 2.92 1.50 1.71
a Pils lager 0.63 0.09 0.46
a popular lager - 1.72 1.29 0.96
a lager which is not
well-known 0.77 -1.08 -0.35
a British made lager 0.17 -0.49 0.24

the lager which

'refreshes the parts

other beers cannot

reach' 2.06 0.90 0.65
Sig. diff. 0.67

LAGER-HEINEKEN-WOMEN

BUYING -

a lager which offers

good value for money 4,64% 1.7 2.56%
a good quality lager 4,90% 1.83 2.53%
a lager that tastes «

good 5.10% 1.83 2,70%
a strong lager 2.45 1.14 1.74

a refreshing and thirst

quenching lager 4,49% 1.68 2.48%
a lager with a foreign

name 1.26 1.39 0.48

a lager which is easily

available 3.93 1,79 2,05

a Pils lager 0.61 -0.31 0.16

a popular lager 2.41 1.49 1.20

a lager which is not

well-known 1.50 -1.35 -0.58

a British made lager 0.50 ~0.83 0.23

the lager which

'refreshes the parts other

beers cannot reach' 2.66 1.32 0.78
Sig. diff. 0.96
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LAGER-HOLSTEN-MEN b a. b. a

i1 i i

BUYING - -Scale +9 to -9 Scale +3 to -3 Scale +3 to -3

a lager which offers

good value for money 1.92 0.64 2.34

a good quality lager 2,50% 0.94 2.46%

a4 lager that tastes

good 2.38%* 0.85 2.61%

a strong lager 1.80 0.83 1.83

a refreshing and thirst

quenching lager 2.37% 0.90 2.29%
~a lager with a foreign :

name 1.09 0.90 0.47

a lager which is easily

available 1.16 0.42 » 1.71

a Pils lager 0.82 0.35 0.46

a popular lager 0.88 0.39 0.96

a lager which is not

well-known . 0.16 -0.26 -0.35

a British made lager -0.06 -0.70 0.24

a German lager 0.97 0.64 0.49

a lager with a diet _

version 0.85 0.14 -0.39

Sig. diff. 0.61

LAGER-HOLSTEN-WOMEN

BUYING -~

a lager which offers

good value for money 2.13% 0.76 2.56%

a good quality lager 2,69% 1.08 2.,53%

a lager that tastes

good 2.57% 0.96 2.70%

a strong lager 1.51 0.78 1.74

a refreshing and thirst .

quenching lager 2.39% ' 0.96 2.48%*

a lager with a foreign

name 1.30 1.16 0.48

a lager which is easily

available 1.09 0.59 2,05

a Pils lager 0.70 0.34 0.16

a popular lager 0.87 - 0.65 1.20

a lager which is not -

well-known 0.65 -0.34 -0.58

a British made lager 0.38 ~0.59 0.23

a German lager 1.04 0.98 0.48

a lager with a diet

version 0.71 0.18 -0.24

Sig. diff. 0.90
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APPENDIX 5(iii) cont.
DRINKS MARKETS: COMMENTARY ON MEAN SCORE (bi) AND FISHBEIN biai ANALYSES

MEAN SCORES - BEERS

For each brand the mean scores for the beliefs are presented separately
and .not in two ways as was done for the cigarette market in the main
comﬁéntary. This method of presentation has been followed here because

= the number of beliefs per brand varies, as in these markets (unlike
the cigarette market) we have many brand specific beliefs. These relate
to the past promotional effort of the brands and are unique to that brand.

~The total number of beliefs per brand can be larger than in the
cigarette study and this makes it more difficult to focus on the belief
structure of a given brand, if that data is presented belief by belief.

The beliefs for the different brewers' beers are given in Appendix
5(iv). Ignoring the belief having difficulty to obtain it, as none of
the brands were really difficﬁlt to obtain, thé remaining scores were
examined as follows. The top score and only the one(s) not significantly
different from it are commented upon, as they underpin the attitude
structure for a given brand most strongly. For Watneys and Ind Coope the
top belief for both men and women is buying a well-known beer and
amongst women the top place for Ind Coope is shared by buying a popular
beer. For Trumans the top belief for men and women is again buying a well-
known beer and all the other beliefs are significantly different from
" this one. For Whitbread the same holds true amongst men, but amongst
women there are 4 beliefs which are not significantly different from

the top one, which is buying a well-known beer. For Courage top rank goes
rto buyiﬁg a well-known beer for men and to this belief must be added

buying a popular beer and buying a good quality beer for women. For Bass
Charrington the top two beliefs are not different from one another, amongst
both men and women and they are: buying a well-known beer and buying a
popular beer. For S & N the top three beliefs hang together for men:

buying a good quality beer , buying a strong beer and buying a beer that
tastes good; For women the top belief is buying a strong beer and 4 other
beliefs are not significantly different from it. This last brand is cleérly,
the most different on the basic seven beliefs, but some of the other
brewers' images stand out better when the brewers' specific promotiénal
beliefs are taken into account. Amongst women more beliefs come into an
equal position with the belief in the top rank than fof men; this would

'suggest that salience for them is a more complex phenomenon. The main
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Objectives of the promotional campaign for a particular bewers' beers

would suggest which beliefs to improve. There is also the additional

point that in scme instances brewers are prémoting all their beers together
(and this data would help in this respect )whereas others are promoting
different beer brands. Not knowing the full circumstances, marketing
~advice for this data is difficult to produce, particularly as the

overall measure (Aact) shows all the brewers' beers to be very close.

It should also be noted that a strong beer appears to be a positive

belief ( all the scores are positive and so are the a, scores for it).

A low score may not mean it needs improving - the optimum may vary for
different brewers' beers. The mean scores give little help here; the
Fishbein biai snalysis is more illuminating as will be demonstrated below.
Also there is very little difference between the beers on having difficulty
to obtain it; although a salient belief, it appears almost redundant in
practice.

Bearing in mind that the scores range‘from +3 to =3 for these means,
they are all on the low side and this suggests that images for all the
brewers' beers in the take-home market are weak and offer a real opportunity
for improvement. This is further underlined by the fact that the beliefs
which appear to work most effectiveiy are fairly general items like well~
known and popular, ie items which require little personal experience of
the beers. ‘ '

THE FISHBEIN biai ANALYSIS - BEERS

The scores are given in Appendix 5(iii). Again the biai scores

underline the fact that the scores are on the low side in this market.
For each brand the top biai score will be presented and any equal to it.
A full analysis of all biai scores is given only for the first brewers'

beer: Watneys.

For Watneys the top biai score and those equal to it are:

MEN \

buying a well-known beer 2.87 2.02*%  1.31
buying a good quality beer 2.26 0.83 2.54%
WOMEN |

buying a well-known beer 3.35 1.94 1.66ns
buying a good quality beer 3.09 1.26 2.51*%
buying a beer that tastes good 3.02 1.19 2.59%
having difficulty to obtain it 2.91 -1.71 -1.49ns

buyg. a beer wh., offers gvim.. 2,87 1.1 2,38%
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Key: gvifm = good value for money
* difference between bi and ai scores signficant at 5% level or above.

ns = pnot significant,

Amongst men two biai beliefs are close at the top and indicate that
Watneys is very well known , but could be improved in terms of quality.
For women more biai beliefs are equal to the top one than for men and of
these two need no improvement (well-known and difficult to obtain)
whereas the others could all be improved, as the ai scores are larger
than the bi scores: good quality, tastes good and good value for money.

For the remaining beliefs amongst men four need no improvement
(popular, difficult to obtain, what we want is Watneys and the beer with
the red barrel) but value for money, good taste and strength could be
improved. For the remaining beliefs amongst women, the two advertising
slogans and popular need no improvements, but strength does.

Comparing this detailed analysis with the mean score data only, it
is more informative in the case of the biai analysis, indicating more
precisely which beliefs could be improved. For example, amongst men the
mean score data suggest that good quality beer is a belief which works
at a low level for Watneys' beers and as there are other mean scores
which are equally low, it is difficult to decide what emphasis to place
on the improvement of this compared withother beliefs. The Fishbein
biai analysis on the other hand, raises the biai score for good quality
beer to the top of the biai beliefs and this would suggest that improving
this belief should have priority over others.

For Watneys, like for Brand A in the main commentary, the data were
presented in considerable detail. For the remaining brewers' beers, the
same detailed analysis was undertaken and it pointed to very similaf
conclusions. They are therefore not repeated here and only the top biai
scores will be considered for each brewers' beers.

For Trumans the top b,ai scores are:
i

biai bi a,
MEN
buying a good quality beer 2.83 1.07 2.54%
buying a beer that tastes good 2.76 0.96 2.70%
buying a well-known beer 2.35 1.66* 1,31
buying a beer which offers good

value for money 2.33 0.89 2.36%
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WOMEN

,buying a beer that tastes good 2.72 1.05 2.59%
buying a good quality beer 2.67 1.06 2.51%*
buying a well-known beer 2.55 1.58 1.66ns

buying a beer which offers

good value for money 2.51 0.97 2,38*

For men all the bi and a, scores were significantly different; all beliefs
with the exception of well-known, could be improved. For women, the
differences were not significant for well-known, 511 the rest were and
they suggest the possibility of improving this brewers' beers along these
dimensious.

The biai scores that work strongly for Whitbreads' beers are:

MEN
buying a good quality beer 2.87 .11 2,54%
buying a beer that tastes good 2.67 0.96 2,70%
buying a well-known beer ' 2.29 1.62%  1.31
WOMEN .

buying a beer that tastes good 3.01 1.08 2.59%
buying a good quality beer 2.67 1.08 2.51%*
buying a beer which offers good

value for money 2.51 0.95 2.38%
buying a well-known beer 2.39 1.40 1.66ns

For men the first two beliefs could be improved; for women the difference
for well-known is not significant, but the rest might be improved.

Four biai scores contribute most to the image of Courage beers:

MEN
buying a good quality beer 2.56 0.92 2.54%
buying a well-known beer 2.36 1.51 1.31ns
buying a beer that tastes good 2.19 0.82 .2,70%
buying a beer which offers good

value for money 1.95° 0.78 2.36%
WOMEN ‘

buying a good quality beer 3.09 1.21 2.51*
buying a well-known beer 2.73 1.55 1.66ns
buying a beer that tastes good 2.65 0.96 2.59%

buying a beer that offers good
value for money _ 2.30 0.85 2,38*
This is the second example where the same beliefs work for both men and

women. Trumans' beers was the first instance of this. For both men and
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women the difference for well-known is not significant, the rest are
and they could all be improved.
The same four beliefs work hard for Bass Charringtons for men, but

for women it is five beliefs:

MEN
buying a good quality beer 1.56 0.54 2.54%

buying a well-known beer 1.42 1.08 1.37ns

buying a beer that tastes good 1.29 0.46 2.70%

buying a beer which offers

good value for money 0.95 0.39 2.36%

WOMEN |

buying a good quality beer 2.05 0.81 2.51%

buying a well-known beer 1.95 1.23 1.66%

buying a beer that tastes good 1.85 0.71 2.59%*

buying a beer which offers good

value for money 1.77 0.69 2.38%

having difficulty to obtain it 1.54 -0.94  -1.49%* \

All the biai score differences are significant, except for well-known
amongst men; these scores suggest that there is room for improvement.
The biai scores for Ind Coope with the most positive effect on

overall attitudekare:

MEN
buying the beer that tastes good 2.64  0.93 2.70%
buying a good quality beer . 2.53 0.95 2.54%
buying a well-known beer 2.06 1.50 1.31ns
buying a beer which offers good

value for money 2.02 0.81 2.36%*
WOMEN '

buying a good quality beer 2.76 1.11 2.51%
buying a beer that tastes good 2.71 1.06 2.59%
buying a well-known beer - 2.51 1.60 1.66ns
buying a beer which offers good

value for money _ 2.41 0.95 2.38%
having difficulty to obtain it '2.06 -1.15  =1.49ns
buying a popular beer 1.86 1.29 1.22ns

Amongst men, all the differences are significant, except for well-known
and all the former point to the fact that the beers could be improved on
these beliefs. Amongst women, well-known, popular and having difficulty

Tto obtain it are not significant, the rest could be improved.
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For Scottish and Newcastle the following beliefs emerge strongly:

MEN
buying a good quality beer 3.88 1.48 2.54%
buyihg a beer that tastes good 3.81 1.39 2.70%

WOMEN | ’

buying a good quality beer 2.67 1.00 2.51%

buying a beer that tastes good 2.25 0.88 2,.59%*

buying a beer which offers good |

value for money 2.06 0.82 2.38%

buying a strong beer : 1.83 1.05 1.45%

buying a well-known beer 1.72 0.86 1.66%

All these differences are significant and they show the brewers' beers
less satisfactory than they might be.
MEAN SCORES - LAGERS

Some brands are well-known (Harp, Skol and Carlsberg) and even the

others are reasonably well-known. For the other béliefs the picture that
emerges is as follows. For Harp the top mean score amongst men and women
is a lager which is easily available, amongst the former it is significantly
different from all the other beliefs, but amongst women five other beliefs
share its top place. For Skol, a lager which is easily available is top
amongst men; amongst women a lager which is easily available shares top
place with five other beliefs. For Kronenbourg, buying a lager with a
foreign name, is the belief with the highest mean score for both men

and women . Amongst men this position is shared with 4 other beliefs; 5
amongst women. Men see Carlsberg as the lager which 1s easily available,
tastes good, is of good quality, refreshing and thirst quenching, offers
good value for money and is popular. Women see a good quality lager, that
tastes good, is easily available, offers good value for money,is refresh-
ing and thirst quenching. Heineken is seen by men as easily available, as
well as refreshing and thirst quenching, of good quality and taste, offers
good value for money, has a foreign name and is popular. Women by

contrast see it essentially as a good quality lager with a good taste
which is easily available, offers good value for money, is refréshing and
thirst quenching and popular. Finally Holsten is seen as a good quality
lager by men, which is also refreshing and thirst quenching, has a foreign
name, tastes good and is strong. Women see it as a lager with a foreign
name, as well as a lager of good quality, which is German, tastes good and
is refreshing and thirst quenching. .

In terms of overall attitude (Aact) Carlsberg and Heineken stand out
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amongst the men whereas these two brands and Harp and Skol are not

significantly different from one another amongst the women. Even the beliefs
that top the list for each brand have fairly low mean scores, although
they_are'highef than for brewers' beers. In terms of marketing advice,
clearly some of these beliefs could be improved, depending on the particular
strategy for the brand, and there is certainly room for improving those
beliefs which come lower down in the rank order for each brand than those
described here, The above commentary suggests that the way the beliefs are
endorsed for each brand differs and that there are real differences

between men and women in this market (Appendix S5(iv)).

THE FISHBEIN biai ANALYSIS -~ LAGERS

In the case of the first lager brand Harp, the biai scores contributing

most to overall attitude are:

bi3s 5y 3
v .
buying a refreshing and thirst
quenching lager 2.89 1.08 2.29*
buying a lager which is easily
available 2.83 1.52 1.71ns
buying a lager which offers good R
value for money : 2.7 0.97 2.34%
buying a lager that tastes good 2,65 0.97 2,61%
buying a good quality lager 2.47 0.93 2.46%
WOMEN
buying a refreshing and thirst
quenching lager 3.97  1.49  2.48%
buying a lager which is easily
available 3.96 1.73  2.05ns
buying a lager which offers good
value for money 3.95 1.47 2,56%
buying a good quality lager 3.86 - 1.46 2.53% .
buying a lager that tastes good 3.69 1.36 2.70%

The same biai scores work ?or both men and women; in both cases the
differences between the bi and a; scores is not significant for easily
available. For the rest of the scores there is room for improving the
brand. Among the beliefs not listed above, one stands out, namely strength.
The brand is not seen as particularly strong. This applies to both men and
women.

Compared with the mean score data, this analysis gives more information.
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Easy availability is the top belief amongst both men and women; this is
the mean score or bi score. When compared with the a, score, there is no
significant difference. The remaining mean or bi scores amongst the men
are all significantly different from this one and it is possible to argue
that they could be improved, but it is only the Fishbein biai analysis
which suggests (by the size of the biai scores) where most of the benefit
of improvement might be obtained. Amongst women the top six bi scores

are not exactly the same beliefs that come top on the biai scores and so
again the Fishbein biai analysis provides some additional guidance as to
where improvement might pay off most.

For Skol the top biai scores are as follows:

biai bi a,
MEN
buying a refreshing and thirst
quenching lager 2,85 1.16 2.29%
buying a lager which is easily
available : 2.82 1.45 1.71ns
buying a good quality lager 2.74 1.02 2.46%
buying a lager that tastes good 2.58 0.92 2.61*
buying a lager which offers good '
value for money 2.45 0.88 2.34%
WOMEN
buying a refreshing and thirst
quenching lager 3.90 1.44 2.48*%
buying a lager which offers good
value for money 3,88 1.47 2.56%
buying a lager that tastes .good 3.81 1.41 2.70%
buying a good quality lager 3.69 1.42 2.53*

buying a lager which is easily

available 3.55 1.57 2.05%

All these individual bi and a, scores are significantly different, except
for availability amongst men and and all instances improvement is indicated.

For Kronenbourg we have as top scores:

MEN
buying a léger that tastes good 3.62 1.33 2.61%
buying a good quality lager 3.61 1.37 . 2.46%

buying a refreshing and thirst

quenching lager | 3.23 1.29 2,29%
Buying a lager which offers good '

value for money 3.15 1.13 O 2.34%
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WOMEN
buying a good quality lager 3.43 1,28 2.53*

buying a lager that tastes good 3.34 1.22 2.70%
buying a refreshing and thirst

quenching lager 3.32 1.28 2.48%
buying a lager which offers good

value for money 3.11 1.16 2.56%

In all instances the a, scores are significantly higher than the bi\scores'
and point to the possibility of improving the brand.

For Carlsberg four biai scores stand out amongst men and women:

MEN
buying a lager that tastes good 4,44 1.59 2.61%
buying a good quality lager 4.1 1.55 2.46%
buying a refreshing and thirst

quenching lager 3.83 1.51 2.29%*
buying a lager which offefs good

value for money 3.79 1.39 2.34%
HOMEN

buying a lager that tastes good 4,83 1.74 2.70%

buying a good quality lager 4.71 1.79 2.53*

buying a lager which offers good ‘

value for money 4 4,46 1.65 2.56%

byying a refreshing and thirst

quenching lager 4.39 1.63 2.48%

All these bi and a, differences are significant and in all cases the mean
socres (bi) for the brand are lower than the evaluative scores (ai) and
this suggests that improvement is possible.

The same four biai scores are'top for Heineken for both men and

women:
MEN

buying a lager that tastes good’ 3.85 1.38 2.61*
buying a good quality lager 3.76 1.42 2.46%
buying a refreshing and thirst

quenching lager e T 3.7 1.44 2.29%
buying a lager which offers good

value for money 3.61 1.33 2.34%
WOMEN ’
buying a lager.that tastes good 5.10 1.83 2.70%
Buying a good quality lager 4.90 1.83 2.53%
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buying a lager_which offers good
value for money
buying a refreshing and thirst

quenching lager

All the differences between the bi and a; scores for

4.64

4.49

significant and all can be improved.

1.71

1.68

2.56%

2.48%

this brand are again

For Holsten there are three top biai scores for men and four for

women:
MEN

buying a good quality lager
buying a lager that tastes good
buying a refreshing and thirst
quenching lager

WOMEN

_buying a good quality lager

buying a lager that tastes good
buying a refreshing and thirst
quenching lager
buying a lager which offers good
value for money
Again all these differences are
be improved.

The Fishbein biai analysis
which work hard to underpin the
also that there are differences

in the top biai scores for each

2.50
2.38

2.37

2.69
2.57

2.39

2.13

0.94
0.85

0.90

1.08
0.96

0.96

0.76

2.46%
2.61*

2,29%

2.53*
2.70*

2.48%

2.56%

significant and show that the brand.could

for the brands suggests that the beliefs

overall attitude for each brand vary .and

in the data between men and women. Even

brand we find that in most cases the

individual bi>and a; differences show up weaknesses that can be improved.
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APPENDIX S(iv)

BEERS AND LAGERS: bi scores: male/female

differences

BEERS - WATNEYS

BUYING WATNEYS FOR DRINKING AT HOME IS:

buying a good quality beer

buying a well-known beer

buying a beer which offers good
value for money

buying a beer that tastes good
buying a popular beer

buying a strong beer

means having difficulty to obtain it
buying the beer which says 'what we
want is Watneys'

buying the beer with the red barrel
Sig. diff.

Key: Men: sample size = 196

Women: sample size = 103

MEN

0.83
2.92
0.80
0.66
1.43
0.03
-1.38

0.82
1.02
0.33

1.11
1.19
1.56%
0.18
~-1.71

1.20
1.48
0.39

Top score is underlined; score(s) not sig. different from top score

at 5% level or above is %,

A sig. difference relates to the pooled SE between relevant number of

beliefs for a given brand.
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BEER - TRUMANS

| MEN WOMEN
BUYING TRUMANS TO DRINK AT HOME IS:

buying a good quality beer 1.07 ~1.06
buying a wéll-known beer 1.66 1.58
buying a beer which offers. good

value for money -0.89 0.97
buying a beer that tastes good 0.96 1.05
buying a popular beer 1.12 1.18
buying a strong beer 0.61 0.48
means having difficulty to obtain it -0.91 -0.83
buying the beer with more hops in ~0.54 0.56
Sig. diff. 0.29 0.34
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BEER = WHITBREAD

BUYING WHITBREAD TO DRINK AT HOME IS:

bdying a good quality beer

bufing a well-known beer

buying a beer which offers good value
for money |

. buying a beer that tastes good

buying a popular beer

buying a strong beer

means having difficulty to obtain it
buying the pint that thinks its a quart
buying the beer with the Tankard and
Trophy emblems

Sig. diff.
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1.11

1.62 -

0.86
0.96
1.33
0.46
-0.77
0.31

0.98
0.29

WOMEN

0.95*
1.08%
1.14%
0.47
-0.92
0.59

0.86
0.48



BEER - COURAGE

BUYING COURAGE TO DRINK AT HOME 1IS:

buying good quality beer

buying a well-known beer

buying a beer which offers good value
for money

buying a beer that tastes good

buying a popular beer

buying a strong beer

means having difficulty to obtain it
buying the beer with the cockerel
emblem

Sig. diff.

260

MEN WOMEN
0.92 1.21%
1.51 1.55
0.78 0.85
0.82 0.96
1.08 1.21%
0.47 0.56
-0.84 -1.08
0.93 1.10
0.29 0.36



BEER - BASS CHARRINGTON

BUYING BASS CHARRINGTON TO DRINK AT HOME IS:

buying a good quality beer
buying a well-known beer
buying a beer which offers
money

buying

[+

popular beer

[

buying
buying a strong beer

means having difficulty to

good value for

beer that tastes good

obtain it

buyihg the beer with the Toby Jug

Sig. diff.
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MEN WOMEN
0.54 0.81
1.08 1.23
0.39 0.69
0.46 0.71
0.82% 0.91%
0.37 0.31
~0.59 -0.94
0.68 0.73
0.27 0.33



BEER - IND COOPE

MEN WOMEN
BUYING IND COOPE TO DRINK AT HOME IS:
buying a good quality beer 0.95 1.1
buying a well-known beer 1.50 - 1.60 -
buying a beer which offers good value '
for money _ 0.81 0.95
buying a beer that tastes good 0,93 1.06
buying a popular beer 1.07 1.29%*
buying a strong beer 0.28 0.43
means having difficulty to obtain it -1.10 -1.15
Sig. diff. 0.28 0.35
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BEER - SCOTTISH & NEWCASTLE

MEN WOMEN

BUYING SCOTTISH & NEWCASTLE TO DRINK AT HOME 1S:

buying a good quality beer : 1.48 1.00%
buying a well-known beer 1.08 0.86%
buying a beer which offers good value for

money 1.02 0.82%*
buying a beer that tastes good 1.39% 0.88*
buying a popular beer ' 0.80 0.61
buying a strong beer 1.47% 1.05
means having.difficulty to obtain it -0.06 -0.18
Sig. diff. - 0.29 0.37

BEER - Aact

Watneys ' 0.82 1.18
Trumans 0.78 0.68
Whitbreads 0.90 0.85
Courage 0.82 0.98
Charringtons 0.24 0.32
Ind Coope 0.90 0.96
Scottish and Newcastle 1.10 0.45
Sig. dif€. - 0.31 0.43
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LAGER - HARP

MEN  HOMEN
BUYING HARP TO DRINK AT HOME IS:
buying a lager which offers good value
for money 0.97 1.47%
buying a good quality lager 0.93 1.46%
buying a lager that tastes good 0.97 1.36%
buying a strong lager 0.31 0.74
buying a refreshing and thirst
quenching lager 1.08 1.49%*
buying a lager with a foreign name -0.96 -0.53
buying a lager which is easily available 1.52 1.73
buying a Pils lager -0.36 -0.34
buying a popular lager 1.12 1.47%
buying a lager which is not well-known -1.09 -1.45
buying a British made lager : 0.97 0.72
buying the lager from Guiness and Park
Royal 0.46 0.33
Sig. diff. 0.30 0.39
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LAGER -SKOL

BUYING SKOL TO DRINK AT HOME IS:

buying a lager which offers good value
for money _

buying a good\quality lager

buying a lager that tastes good

buying a strong lager

buying a refreshing and thirst
quenching lager

buying a lager with a foreign name -
buying a lager which is easily avail-
able

buying a Pils lager

buying a popular lager -

buying a lager which is not well-known
buying a British made lager

Sig. diff.
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0.88
1.02
0.92
0.40

1.16
0.83

WOMEN

1.47*
1.42%
1.41%
0.58

1.44%
0.81

1.43%
=-1.47
-0.15

0.37



LAGER - KRONENBOURG

MEN WOMEN

BUYING KRONENBOURG TO DRINK AT HOME IS:

buying a lager which offers good value for

money 1.13 1.16%
buying a good quality lager 1.37% 1.28%
buying a lager that tastes good 1.33* 1.22%
buying a strong lager 1.20%* 1.11*
buying a refreshing and thirst quenching

lager : 1.29% 1.28%
buying a lager with a foreign name B 1.32
buying a lager which is easily

available 0.79 0.79
buying a Pils lager 0.01 -0.17
buying a .popular lager 0.77 0.78
buying a lager which is not well-known -0.62 -0.65
buying a British made lager -0.78 -0.86
Sig. diff. 0.27 0.38

266



LAGER - CARLSBERG

BUYING CARLSBERG TO DRINK AT HOME 1IS:

buying a lager which offers good value

for money

buying a good quality lager

buying a lager that tastes good

buying
buying
lager

buying
buying
buying
buying
buying
buying
buying
buying

a

a

a

a

a
a
a
a

strong lager

refreshing and thirst quenching

lager with a foreign name

lager which is easily available
Pils lager

popular lager

lager which is"ﬁot well-known

British made lager

the best lager in the world

Danish lager brewed in England

by Danes

Sig. diff.
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1.39%*
1.55%
1.59%
1.17

1.51%
1.32
1.65
0.26

1.38%
-1.20
-0.45
0.15

0.86
0.29

WOMEN

1.65%
1.79

1.74%
1.15

1.63%
1.29
1.68%*
-0.22
1.38
-1.26
~-0.76
0.31

0.96
0.39



LAGER - HEINEKEN

BUYING HEINEKEN TO DRINK AT HOME IS:

buying a lager which offers good value
for money

buying a good quality lager

buying a lager that tastes good

buying a strong lager

buying a refreshing and thirst
quenching lager

buying a lager with a foreign name
buying a lager which is easily available
buying a Pils lager

buying a popular lager

buying a lager which is not well-known
buying a British made lager

buying the lager which 'refreshes the
parts other beers cannot reach'

Sig. diff.
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MEN

1.33*
1.42%
1.38*
1.04

1.44%
1.32*
150
0.09
1.29%
-1.08

=-0.49

0.90
0.29

'WOMEN

1.71%
1.83

1.83
1.14

1.68%
1.39
1.79%
-0.31
1.49%
=-1.35
-0.83

1.32
0.38



LAGER - HOLSTEN

BUYING HOLSTEN TO DRINK AT HOME 1IS:

buying the lager which offers good value

for money

buying a good quality lager

buying a lager that tastes good

buying a strong lager

buying a refreshing and thirst

quenching lager

buying a lager with a foreign name
buying a lager which is easily available
buying a Pils lager
buying a popular lager

buying a lager which is not well-known
buying a British made lager |
buying a German lager

buying a lager with a diet version

Sig. diff.

LAGER - Aact

Harp

Skol
Kronenboﬁrg
Carlsberg
Heineken
Holsten
Sig. diff.
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MEN

0.64
0.94

0.85%
0.83*

0.90*
0.90*
0.42
0.35
-0.39
-0.26
-0.70
0.64
0.14
0.28

1.02
0.98
1.10
1.62
1.40
0.56
0.30

WOMEN

0.76
1.08%
0.96%
0.78

0.96%
1.16
0.59
0.34
0.65

-0.34

-0.59
0.98%
0.18

0.38

1.36
1.51
0.89
1.53
1.72

- 0.30

0.38



APPENDIX 5(v)
BEERS AND LAGERS: SNB/mc SCORES

MEN WOMEN

WATNEYS
NB ' 1.00 1.27
SNB] ) 1.16 1.22
SNB, 1.01 1.1
SNB, 1,07 1.29
SNBA 0.61 1.07
SNB5 - 1.36
SNBmc] 1.33 1.84
SNBmc,, 1.26 1.79
SNBmc 5 0.44 1.1
SNBmc, 0.57 1.16
SNBmc5 .- 2.38
EEX:SNB]/SNBmc] = family

SNBZ/SNBmc2 = friends

SNB3/SNBmc3 = younger people

SNBa/SNBmc4 = people who bother about the quality of the beer they drink

’SNBS/SNBmcs = Husband, applies to WOMEN ONLY.
TRUMANS
NB 1.12 1.21-
SNB] | 1.21 1.15
SNB, _ 1.11 1.15
SNB3 1.12 1.25 ’
SNB, 0.93 0.93
SNB5 - . 1.02
SNBmc] 1.40 1.44
SNBmc,, 1.52 ].48
SNBmc3 0.63 0.91
SNBmc4 1.06 1.28
SNBmC5 - 1.37
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WHITBREAD
;;-"—T-—
SN
SNB
_SNB
'SNB
SNBS
SNBmc
SNBmc
SNBmc
SNBmc

SNBmc

E N PO )

1

w &~ WwN

COURAGE
NB

SNB]
SNB
SNB
SNB
SNB5
SNBmc
SNBmc
SNBmc
SNBmc

SNBmc

2
3
4
1
2
3
4
5

BASS CHARRINGTON

NB

SNB
SNB
SNB
SNB
SNB5

SNBmc
SNBme
SNBmc
SNBmc
SNBme

1
2
3
4

wm W -
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MEN

1.13
1.14
1.20
1.14
0.97

1.12
1.23
0.52
0.89

0.97
0.88
1.05
1.03
0.97

0.85
0.92
0.56
0.73

N.64
0.68

- 0.72

0.81
0.52

0.69
0.80
0.40
0.42

WOMEN

1.07
1.10
1.13
1.13
1.02
1.06
1.66
1.76
1.01
1.66
1.85

1.13

1.12
1.12
1.13
T.12

1.10

1.70
1.77
0.92
1.05
1.90

0.82
0.85
0.90
1.02
0.69
0.76
1.16

1.20

0.79
1.06
1.27



IND COOPE
NB

SNB]

SNB
SNB
SNB
SNB5
SNBmc
SNBmc
SNBme
SNBme

SNBme¢

2
3
4

[V T~ S UC R - T

SCOTTISH AND NEWCASTLE

NB

SNB
SNB
SNB
SNB
SNB5
SNBmc
SNBme
SNBmc
SNBmc

SNBmc

1

2
3
4

1
2
3
4
5

HARP
NB

SNB
SNB
SNB
SNB
SNBS
SNBmc
SNBmc
SNBmc
SNBmc

SNBme

0N

[V, I S VS I
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MEN

1.10
1.04
1.08
0.97
0.87

0.86
0.79

.0.38

0.36

1.23
1.13
].23

0.97

1.54

1.01
0.93
0.29
0.82

1.07
1.02
1.03
0.79
0.89

1.08

0.93
0.31
0.34

WOMEN

1.22
1.09
1.04
1.32
1.05
1.12
1.26
1.23
0.84
1.08
1.87

0.82
0.90
0.92
1.01
1.06
0.93
0.76
0.85
0.7
1.30
1.31



KEY FOR LAGERS: SNB]/SNBmc] = family

SNBZ/SNBmc = friends

! SNB3/SNBmC§ = sporty tyﬁes,

SNB4/SNBmc4 = people who know a lot about lager

SNBS/SNBmc5 = Husband, APPLIES TO WOMEN ONLY.

MEN  HOMEN

sKoL
NB 1.04 1.41
SNB] 1.08 1.21
SNB, 1.06 . 1.27
SNB3 0.85 1.45
SNB4 0.88 1.05
SNB. - 1.15
SNBmc, 1.24 1.51
SNBmc2 0.96 1.80
SNBmc3 0.29 0.56
SNBmc4 0.34 1.07
SNBmc5 - 2.13
KRONENBOURG
NB 1.25 1.40
SNB] 1.19 1.16
SNB2 1.32 1.28
SNB3 1.18 1.21
SNB, 1.46 1.49
SNB, - 0.93
SNBmc1 : 1.17 1.52
SNBme, 1.27 1.78
SNBmc 5 0.29 0f16
SNBme, 0.61 1.64
SNBmc - 1.62
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CARLSBERG

NB

SNB
SNB
SNB
SNB
SNB5

SNBmc
SNBmc
SNBmc
SNBmc
SNBme

1

~owLoo

wm W =

HEINEKEN
NB

SNB]

SNB
SNB
SNB
SNB5
SNBmc
SNBmc
SNBmc
SNBmc

SNBmc

2
3
4

Ul LN -

HOLSTEN
NB

SNB
SNB
SNB
SNB
SNB
SNBmc
SNBmc
SNBmc
SNBme
SNBmc

W L N -

W WY -
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MEN -

1.59
1.48
1.55
1.22
1.56

1,71

1.72
0.41
0.92

1.42

1,27

1.35
1.10
1.35

1.46
1.56
0.46
0.94

0.77
0.73
0.94
0.92
1.12

0.74
1.07

10,29
0.57

WOMEN

1.55
1.28
1.44
1.29
1.45
1.32
1.84
2.10
0.30
1.50
2.23

1.68
1.44
1.50
1.30
1.41
1.45
2.21
2.22
0.19
1.51
2.58

0.30
0.83
0.98
1.09
1.08
0.67
1.32°
1.44
0.31
1.48
1.13



APPENDIX 6(i)
STEPWISE REGRESSION

In this analysis the data analysis tool used was forward stepwise
regression by inclusion, based on SPSS. The order of inclusion is
determined by the respective contribution of each variable to explained
variance. '

In the SPSS program, 3 statistical criteria may be used in deciding
which variables are to be included; the criteria are established in the
parameters section of the regression design statement. The specification
is - (n,F,T)
where n = the maximum number of independent variables that will be entered
into the equation; F =F ratio computed in a test for significance of a
regression coefficient. At each step in the analysis, F ratios are computed
for variables not yet in the equation. The F ratio for a given variable
is the value that would be obtained if that variable were brought in on
the very next step. T = tolerance. The tolerance of an independent
variable being considered for inclusion, is the proportion of the variance
of that variable not explained by the independent variables, already in
the regression equation. The tolerance index has a range from O to 1. A
tolerance of 0 would indicate that a given variable is a perfect linear
combination of the other independent variables; a tolerance of 1.0 that
the variable is uncorrelated with the other independent variables; a
tolerance inbetween of say .6 means that 60% of the variance of a potential
independent variable is unexplained by predictors already in the equationm.

The three paraméters are optional in the program and as for this
research it was necessary to explore the data initially and not approach
it with any'preéonceptions, default values were used instead. These were

n = 80

F =.01

T = .001.
These values place little restriction on the stepwise regression and such
a run therefore gives virtually a complete output. It necessitates a
subsequent exercise, by computer or otherwise, to reduce the items to a
set which gives the best predictors. In this research, the follow-up
exercise, was not undertaken by computer, as a very good alternmative
method was available, and this made it possible to save valuable computer

resources.
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APPENDIX 6(ii)

A. BRAND A: summative vs., stepwise regressions

WATNEYS AND HARP: summative vs. stepwise regressions

SUMMATIVE STEPWISE

REG. REG.
BRAND A
1/2.Bl:Aact, NB 45% 457%
1.Aact:ibiai/Z.Aact:biai, etc. 25% 39%
l.BI:Zbiai/Z.BI:biai,etc. | 21% 39%
l.NB:ZSNBmc/Z.NB:SNBmc] 9.3 0% 8%
3 ] 3
].BI:ZSNBmC/Z.BI:SNBmc] 2.3 0% 6%
] ]
1.BI:8b,a,.,3SNBmc/2.BI:b.a,,etc.SNBmc 22% 417%
i'i ii 1,2,3
].NB:ZSNB/Z.NB:SNB] 2.3 55% 57%
’ 3
1.BI:2SNB/2.BIL:SNB 18% 18%
1,2,3

KEY: Figures are regression coefficients (r/K) expressed as percentages.
Regressions 1. are written as summative regressions; regressions 2.
are written as stepwise regressions.

Percentages in stepwise regressions relate to the last step computed

for a particular regression equation..
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1,2,3

KEY: SUMM., = summative regressions

STEP. = stepwise regressions

277

MEN ~ WOMEN

suMM. STEP, SUMM, STEP.
WATNEYS ‘ '
1./2.BI:Aact,NB , - 56%  56% 697  69%
l.Aact:Zbiai/Z.Aact:biai,etc. 36%  52%  37%  48%
1.BI:ibiai/Z.BI:biai,etc. 39%  47% 32%  45%
l.NB:ZSNBmc/Z.NB:SNBmc]’2’3 6% 10%2 27%  35%
1.BI:ESNBmc/Z.BI:SNBmc])2’3 4% 9% 237 29%
1.BI:Zbiai,ZSNBmc/Z.BI:biai, etc.SNBme, ,39%  49% 44X 577
l.NB:ZSNB/Z.NB:SI\IB]’2,3 612  72%Z  63%Z. 64%
l.BI:ESNB/Z.BI:SNBl’2’3 447 487 53%Z 62%
HARP
‘1./2.Bl:Aact,NB . 63% 60% 53% 53%
].Aact:Zbiai/Z.Aact:biai,etc. 33%2 36%  23%  40%
1.BI:2b.a./2.BI:b a,, etc. 35%  40% 247 40%
1.NB:ESNBmc/Z.NB:SNBmc]’2’3 122 19%Z  23%  32%
1.BI:ZSNBmC/Z.BI:SNBmc]’2’3 47 8% 15% 28%
1.BI:Zbiai,ZSNBmc/Z.BI:biai,etc.,SNBmc]_359Z 36%  24%  53%
1.NB:§SNB/2.NB:SNB] 12,3 70%  79% 68% 13%
1.BI:ZSNB/2.BI:SNB 42%  50%  42% 437



APPENDIX 6(iii)
KEY TO APPENDICES 6(iv)(v)(vi)

» » - ‘ . .
1. Stepwise regressions (listed at the beginning of Chapter6) were run

for all 3 markets and in the case of the drinks markets twice: once for
men and once for women. This produced an enormous amount of data and
therefore in its presentation certain reductions have been undertaken.

The full step by step output has not been given, but can be obtained by
applying to the author.

2. For the equations which deal directly with the attitudinal and normative

part of the Fishbein equation, a correlation matrix analysis is produced

by the SPSS output. All variables which correlated .5 or above were
eliminated from the matrix and the list of the remaining belief items is
given. The following steps were gone through in this analysis -
a. correlations(.5 or above) of predictors with criterion variable
were noted, also intercorrelations between these predictors. Retained
was the predictor with the highest correlation with the criterion, others
which ‘correlated also .5 or above with the criterion were removed,if
the intercorrelation between them and the retained predictor was .5 or above.
b. intercorrelations among the remaining predictors was checked and
if .5 or above, were removed.
An example is given for Brand A, regression 2. These analyses have not
been shown for any other regression runs or brands, as the volumne is so
great; but they can be obtained by application to the author.

3. For all equations run, an analysis called Variables in Equation is

presented. For exact method used, see text. Variables are shown till the
first item appears which is not significant. In some instances after the
first non-significant ifem, variables appear which are significant again.
This analysis stopped at the first non-significant item, as the object was

to obtain a good tight predictor set.

4, Significance testing undertaken of stepwise regressions and Variables

in Equation was according to F values and appropriate degrees of freedom:
0.1% level | ‘

*¥* = 17 level

5% level.

5. Number of beliefs in full salient set

SUB-SECTOR OF CIGARETTE.MARKET:

All Brands A-G have 11 attitudinal beliefs (bi’biai’ai) and 3 normative

beliefs,

ok

*
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BREWERS' BEERS ,
BRAND " MEN WOMEN

Attitudinal Normative Attitudinal Normative

Beliefs Beliefs Beliefs Beliefs
Watneys 9 4 9 5
Trumans 3 4 8 5
Whitbreads 9 4 9 5
Courage 8 4 - 8 5
Charringtons 8 4 8 5
Ind Coope 7 4 7 5
saN 7 4 7 5
LAGERS
Harp ‘ 12 4 12 5
Skol 11 4 1 5
Kronenbourg 11 4 IR b
Carlsberg 13 4 13 5
Heineken 12 4 12 5

4 13 5

Holsten 13

6. Notation for stepwise regression

In these tables abbreviations have been used to describe the variables
included in the regressions. For e.g. Aact:biai,biai, etc. implies that
a string of biai variables is involved, ie the number in the salient set
listed above. For normative variables e.g. SNB]’2’3’ the numbers involvedr
have usually been listed like in this example.
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APPENDIX 6(iv)
SUB~SECTOR OF CIGARETTE MARKET: STEPWISE REGRESSIONS

BRAND A

1.Bl:Aact, NB

VARIABLES IN EQUATION (VIE) .
Step 1 Aact Overall Attitude F= 172,5%%*
Step 2 NB  General Norm F= 15.2%%%

2.Aact:b.a,,b.a,,etc.
CORRELATION MATRIX: .5 or above (CM)

Aact and NV170 Good taste/flavour =.54]

NV171 A pleasant cigarette =,574,78 77

NV173 A satisfying, sustaining cigarette =.57 ].74
Also

NV174 OK to offer around and NV176 a cigarette to be seen with =.53
Therefore NV171,NV174, not NVI70,NV173,NV176 and all others:
a pleasant cigarette

OK to offer around

reasonably priced

buy it only when on offer

too strong and harsh

increasing in popularity

reliable name and reputation

attractive pack

VARIABLES IN EQUATION (VIE)

Step 1 NV171 A pleasant cigarette F=117  4%%*
Step 2 NV173 A satisfying,sustaining cigarette F= 17, 3%¥%*
Step 3 NV169 Reasonably priced F= 1.3ns
3. BI: Siai,biai,ggg.
VIE

- Step 1 NV170 Good taste/flavour F =148, 4%%%*
Step 2 NV171 A'pleasant cigarette = 3,4%
Sfep 3 NV173 Asatisfying, sustaining cigarette F= 1.3ns
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4, NB:SNBmc
- VIE
Step 1 SNBmc

1,2,3

1 Family

Step 2 SNBmc2 Friends and neigﬁbours

Step 3 SNBmc3 Smokers who want to impress

5.BI:SNBme
VIE

1,2,3

Step 1 SNBmc2 Friends and neighbours

Step 2 SNBmc1 Family

Step 3 SNBmc, Smokers who want to impress people

3

6. NB:SNB
VIE
Step 1 V112 Family

1,2,3

Step 2 V119 Friends and neighbours

Sﬁep 3 V126 Smokers who want to impress

7.B1:SNB
VIE
Step 1 V119 Friends and neighbours

1,2,3

Step 2 V112 Family
Step 3 V126 Smokers who want to impress

8. BI:b‘ia,.:,b_ifa’...etcSNBmc]’2’3

VIE

~ Step 1 NV170 Good taste/flavour

Step 2 NV171 A pleasant cigarette

Step 3 NV173 A satisfying,sustaining cigarette

9, BI:b.a.,b.a.,etcSNBme and Confidence
R IR AR RRE R A= B I

VIE |

Step 1 NV170 Good taste/flavour

Step 2 NV161 Confidence

Step 3 NV171 Pleasant cigarette

Step 4 SNBmc, Friends and neighbours

2
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[}

8.0*
11.9%%*
0.8ns

s']*

10, 1#%%

0.5ns

218.9%%x*
51, 8%**

4, 8¥*

43 4Kk

7. Q%%

3.5%

148 J4%%*
3.4%

1.3ns

148, 4k
3.9*

1.2ns



t

11. Aact:b.,b, etec.

D ———————— i

VIE ‘

Step 1 V17 A pleasant cigarette

Step 2 V22 A cigarette to be seen with

Step 3 V19 A satisfying,sustaining cigarette
Step 4 V18 Attractive pack

Step 5 V23 Buy it only-when on offer

12, BI:b,,b, etc.

———1 1

VIE

Step 1 V16 Good taste/flavour

Step 2 V22 A cigarette to be seen with

Step 3 V15 Reasonably priced

Step 4 V19 A satisfying,sustaining cigarette

Step 5 V17 A pleasant cigarette

13, Aact:a.,,a.,, etc.

—i'"i

VIE

Step 1 V99 A satisfying,sustaining cigarette
Step 2 V98 Attractive pack

Step 3 V103 Buy it only when on offer

14, Bl:a,,a,,etc.

B el § 1

VIE

Step 1 V98 Attractive pack
Step 2 V95 Reasonably priced
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t§ 13 ) )

147 ,9%%*
17 . 6%%*
3.7%
2.6%

O.8nsi'

199, 8w+
14, Qe
4, 3%%
3.5%%

1.2ns

6. 1*
3.0%
2.3ns

4.6*
2.6ns



BRAND B

1. BI:Aact, NB
VIE

Step 1 Aact
‘;Step 2 NB

vy Aact:b.a,,b,a,, etc.
—_—1 i1 —°
VIE
Step 1 A pleasant cigarette
Step 2 A cigarette to be seen with
Step 3 A satisfying, sustaining cigarette
Step 4 Reliable name and reputation

Step 5 Too strong and harsh

3. BIl:b.,a,,b,a., etc.
— 11l L —

VIE
Step 1.A pleasant cigarette

Step 2 Attractive pack

Step 3 A satisfying,sustaining cigarette
Step 4 Too strong and harsh

Step 5 OK to offer around

Step 6 A cigarette to be seen with

Step 7 Reasonably priced

Step 8 Good taste/flavour

4, NB:SNBmc
VIE

Step 1 Friends and neighbours

1,2,3,

Step 2 Family

5. BI:SNBmc
VIE

Step 1 Friends and neighbours

1,2,3

Step 2 Family

Step 3 Smokers who want to impress people

6. NB:SNB
VIE

Step 1 Friends and neighbours
Step 2 FAmily

1,2,3
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[}

142, 7ok

31, xRk

75.3%%%
YRR
4, 0%*
3.5%%
2.0ns

90;8***
6. 8%%
4 ,9%%
3. 4%k
3.2%%
3. 8xwn
2.6%

" 1.8ns

5.2%

12, 7%%%

5.5%
7. O%%*

0.0ns

178, 1%%* .

43, 8%%%



Step

7.B1:

VIE

Step
Step
Step

8.BI:

VIE

Step
Step
Step
Step
Step
Step
Step
Step
Step
Step
Step

9.B1:

XEE

Step
- Step
Step
Step
Step
Step
Step
Step
Step
Step
Step
Step

3 Smokers who want to impress people

SNB; 5 3
1 Family
2 Smokers who want to impress people

3 Friends and neighbours

biai’biai’SNBmC],2,3
1 A pleasant cigarette

2 Friends and neighbours

3 Attractive pack

4 Good taste/flavour

5 Reasonably priced

6 OK to offer around

7 A cigarette to be seen with

8 A satisfying, sustaining cigarette
9 Too strong and harsh

10 SNBmc3

11 Buy it only when on offer

Smokers who want to impress

and Confidence

bJ..ai,I:\]..ai,SN.Bmc],2’3
1A pleasant cigarette
Friends and neighbours
Attractive pack

Good taste/flavour
Confidence

Reasonably priced

OK to offer around

00 ~N O U &~ WP

A satisfying, sustaining cigarette-
9 Too strong and harsh
10 SNBmc3

11 A cigarette to be seen with

Smokers who want to impress

12 Buy it only when on offer
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b I I I T B> L B> B T I |

[ IR B> B> B c> B > BC> B 5 I > RS I 5 I 5 |

12, 5%%%

61, 2%%%
26, 2%%%
2.3ns

90, 8%**

7. 9%%%
8§k
5, 3%%¥%
3.8%*
3.3%*
3, Hrkew
3.3%%
2.5
2.8%%
0.8ns

A

90.8***
7. Qkkke

8. ¥k
5 . 3***
-
3.6%%
3.4%%

3.3%%*
3, Gr*k
3, Qhwk
2.3%%

1.1ns



11.Aact:b.,b,, ete.,

VIE

Step 1 Good taste/flavour F = 96,0%%*
Step 2 Increasing in popularity F = 19,3%%%
Step 3 Too strong and harsh F = 13, 5¥%%*
Step 4 Reliable name and reputation F= 1.2ns

12. BI:bi’bii_EES

VIE

Step 1 A pleasant cigarette F = 118,5%%*
Step 2 Reasonably priced F = 12,4%%%
Step 3 OK to offer around F= 5, 0%%k
Step 4 Increasing in popularity F= 3,9%

Step 5 Too strong and harsh F= 3,2%%

Step 6 Good taste/flavour F= 1.70s

285



'BRAND C

1. BIl:Aact,NB
VIE

Step 1 Aact.
Step 2 NB

2. Aact:b,a.,b.,a., etc.
—_— 111 —

VIE

Step 1 A satisfying, sustaining cigarette -

Step 2 A pleasant cigarette
Step 3 Attractive pack

Step 4 Reliable name and reputation

3. BI:b.,a,,b.a,, etc. i
—ii1’i L =

VIE

Step 1 A pleasant cigarette

Step 2 A satisfying, sustaining cigarette
Step 3 Buy it only when on offer

Step 4 Attractive pack

Step 5 Good taste/flavour

4 ,NB:SNBmc
VIE
Step 1 Family

1,2,3

Step 2 Friends and neighbours

Step 3 Smokers who want to impress people

5. BI:SNBmc
VIE
Step 1 Family

1,2,3

Step 2 Friends and neighbours

Step 3 Smokers who want to impress people -

6.NB:SNB
VIE

1,2,3

Step 1 Family
Step 2 Friends and neighbours

Step 3 Smokers who want to impress people
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121, 8%%*
26,0k

85, 5%¥%*
7 .9k

6. Tk

1.5ns

130, 3%**
7.9%%
7.2%%
3.6%*
1.3n0s

12.8%%
14, 2%%%

1.2ns

4.,5%
6.9%
0.0ns

192, 3%%*
36 ,9%%**
3.5%



7. BI:SNB
VIE

1,2,3

Step 1 Family
Step2Smokers who want to impress people

Step 3 Friends and neighbours

8.BI:b,a,,b.a.,SNBme
—_—i 11l

VIE

Step 1 A pleasant cigarette

1,2,3

Step 2 A satisfying, sustaining cigarette
Step 3 Buy it only when on offer

Step 4 Attractive pack

Step 5 Good taste/flavour

9.BI:b.a.,b.a.,SNBmc and Confidence
—"1 1’11 1,2,3

VIE |

Step 1 A pleasant cigarette

Ste; 2 Confidence

Step 3 A satisfying, sustaining cigarette
Step 4 Buy it only when on offer

Step 5 Attractive pack

Step 6 Increasing in popularity

11. Aact:b,,b.,, etc.

VI1E

Step 1 A pleasant cigarette

Step 2 A satisfying, sustaining cigarette
Step 3 Too strong and harsh

Step 4 Buy it only when on offer

12, BI:b,.,b., etc.

V1iE

Step 1 A pleasant cigarette
Step 2 Too strong and harsh
Step 3 Good taste/flavour
Step 4 OK to offer around
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1

T N R R

T T R

i ) |

1)

77 . Phver
12, 8%%%
0.1ns

130, 3%
7.9%%%

7. 2%%%
3.6%%

1.3ns

130, 3%**
11.8%%%*
7 .9%%%
7.0%*%
2.4%

1.5ns

82, 9%**
5.6%%
3.6%
2.2ns

152, 0%
6. 9%
2.7%

2.1ns



BRAND D

1.B1: Aact, NB
VIE

Step 1 Aact
Step 2 NB

2. Aact:b.a,,b,a,,etc.

———— 1l 1 131 -

VIE

Step 1 Good taste/flavour

Step 2 A pleasant cigarette

Step 3 Too strong and harsh

Step 4 A cigarette to be seen with
Step 5 OK to offer around

Step 6 A satisfying, sustaining cigarette

3. BI:b.,a.,b.a,,etc,

i LT =

VIE

Step 1 A pleasant cigarette

Step 2 A satisfying, sustaining cigarette

Step 3 Good taste/flavour

&. NB: SNBme
VIE

Step 1 Friends and neighbours

1,2,3

Step 2 Family

Step 3 Smokers who want to impress people

5. BI:SNBmc
VIE

Step 1 Smokers who want to impress people

1,2,3

Step 2 Family

Step 3 Friends and neighbours

6. NB:SNB
VIE

1,2,3

Step 1 Family
Step 2 Friends and neighbours

Step 3 Smokers who want to impress people
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[}

147, 45%
35, 7wk

120, 2%%*
6, 9%
4,6%*
208*
3.8%%*

1.8ns

124, 33k
4, 9%k

1.91s

5.4%
7. 5%%%

1.3us

4 8%
3.2%
0.7ns

262, 6%**
38.6#¥*
3.6%



7.BI:SNB],2,3
VIE

Step 1 Family

Step 2 Smokers who want to impress people

Step 3 Friends and neighbours

8. BI:.b]._ai,bia]._,SNBmc].2,3

VIE

Step 1 A pleasant cigarette

Step 2 A satisfying, sustaining cigarette

Step 3 Good taste/flavour

9, BI:b,a,,b.a.,SNBmc and Confidence
e el RS LA RS £ 1,2,3

VIE
Step 1 A pleasant cigarette

Step 2 Confidence

Step 3 A satisfying, sustaining cigarette

Step 4 Good taste/flavour

11. Aact:b.,b., etc.

VIE

Step 1 Good taste/flavour

Step 2 Increasing in popularity

Step 3 Attractive pack

Step 4 A satisfying, sustaining cigarette

Step 5 Too strong and harsh

12. BI:b.,b,, etc,

VIE '

Step 1 A pleasant cigarette

Step 2 Increasing in popularity
Step 3 Reliable name and reputation
Step 4 Good taste/flavour \

Step 5 A satisfying, sustaining cigarette
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79, 5%%¥
28, 5%%*
4, 5%%*

124, 3%
4, 9wx

1.9ns

124, 3%**
g, 7¥%%¥
b bk

2.1ns

133, 2%%%
5.9%x
PRASE
2,9%

2.1uns

143, 6***
5.8%*%
2,7*
2.6%
1.4ns



BRAND E
1.BI:Aact,NB ﬁ
VIE
Step 1 Aact
Step 2 NB

2, Aact:b.,a.;b.,a,, etc
—— L D —
VIE
Step 1 Good taste/flavour
Step 2 A cigarette to be seen with
Step 3 A satisfying, sustaining cigarette
Step 4 OK to offer around ‘

Step 5 Increasing in popularity

3. BI:b.a.,b.a,, etc.

—_—iii i —

VIE

Step 1 A pleasant cigarette

Step 2 A satisfying, sustaining cigarette
Step 3 OK to offer around

Step 4 Buy it only when on offer

Step 5 Good taste/flavour

Step 6 Increasing in popularity

4, NB:SNBmc
VIE

Step 1 Friends and neighbours

1,2,3

Stép 2 Family

Step 3 Smokers who want to impress people

5. BI:SNBme
- VIE

Step 1 Friends and neighbours

1,2,3

Step 2 Family

Step 3 Smokers who want to impress people

6. NB: SNB],2,3
VIE

. Step 1 Family
Step 2 Friends and ne{ghbours

Step 3 Smokers who want to impress people
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207, 7k
46, 8¥¥*

115, 3%
10, 1wk
6, O*vex
4 Bk

1.8ns

155.3%%*
15, 5%%%*
8, Lkt
2.8%
2.5%

1.5ns

7.9%*

17, 7%%%

0.7ns

7.0%*

8, h%k%*

1.4ns

388, 3%¥%*
29, 2%%%

8. 6%%*x



7. BI:SNB

VIE

Step 1
Step 2
Step 3

1,2,3

Family
Friends and neighbours

Smokers who want to impress people

§;_§£ibiai,biai,SNBmc],2’3

VIE

Step 1 A pleasant cigarette

Step 2 A satisfying, sustaining cigarette
| Step 3 OK to offer around

Step 4 Friends and neighbours

Step 5 Good taste/flavour

Step 6 Buy it only when on offer

Step 7 Increasing in popularity

9. BI: biai,biai,SNBmc1’2’3, and Confidence
VIE

Step 1 A pleasant cigarette

Step 2 A satisfying, sustaining cigarette

Step.3 OK to offer around

Step 4 Friends and neighbours

Step 5 Good taste/flavour

‘Step 6 Buy it only when on offer

Step 7 Increasing in popularity

11. Aact:b.,b,, etc.

VIE
Step 1 A pleasant cigarette
Step 2 Too strong and harsh
Step 3 A satisfying, sustaining cigarette
Step 4 Good taste/flavour
tep 5 OK to offer around
Step 6 Buy it only when on offer
12. BI:b.,b,, etc.
VIE
. Step 1 A pleasant cigarette
Step 2 A cigarette to be seen with
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137, 8%k

20 ,4%%%
6. 9¥

155, 3%%*
15.5%%*
8, 4k*%
2.9%
2.4%
2.5%
1.3ns

155, 3%%*
15, 5%%*
8,4k
2.9%
2.4%
2.5%

1.3ns

133, 9%%*
13, 6%%%
5. 5%k
3.0%
2.3%

1.8ns

191, 3%x
24, gw



Step 3 Too strong and harsh

Step 4 A satisfying, sustaining cigarette

Step 5 Buy it only when on offer

Step 6 Good taste/flavour
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11.,9%%*
4, 1%*
2,6%*
0.7ns



BRAND F

1. BI:Aact,ﬁB
Step 1 Aact
Step 2 NB

2.Aact:b.a,, etc.
VIE
Step 1 A satisfying, sustaining cigarette
Step 2 A pleasant cigarette
Step 3 Buy it only when on offer
Step 4 Good taste/flavour
i
3.8I:b.a,,b.a,, etc.
=171 —
VIE
Step 1 Good taste/flavour
Step 2 A satisfying, sustaining cigarette
Step 3 A pleasant cigarette
Step 4 Buy it only when on offer

Step 5 Reliable name and reputation

4. NB:SNBmc
VIE

Step 1 Friends and neighbours

1,2,3

Step 2 Family

Step 3 Smokers who want to impress people

5. BIL:SNBmc
VIE

Step 1 Smokers who want to impress people

1,2,3

Step 2 Friends and neighbours

Step 3 Family

6. NB:SNB
VIE
Step 1 Family

1,2,3

Step 2 Friends and neighbours

Step 3 Smokers who want to impress people
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312,9%%*
15, 5%%%

113, 1%k
8, 8¥¥*
3.2%
1.4ns

159 ,0%%*
14, 9%**
4 5%*
2.6%
1.8ns

16 ,8%*%
8, 5%%*

7 . 9***

14, 3%*%
5.9%*
2.5ns

64 , 9ik
6.5***



7. BI:SNB
VIE

Step 1 Smokers who want to impress people

1,2,3

Step 2 Friends and neighbours

Step 3 Family

8. Bl:b,a.,b.a.,SNBmc
b R S e 1

VIE

Step 1 Good taste/flavour

1,2,3

Step 2 A satisfying, sustaining cigarette
Step 3 Friends and neighbours
Step 4 A pleasant cigarette

Step 5 Reliable name and reputation

9, BI:b.,a,,b.a.,SNBmc and Confidence
—_—1Tii1 1,2,3
VIE

Step 1 Good taste/flavour
Step 2 A satisfying, sustaining cigarette
Step 3 Friends and neighbours

Step 4 A pleasant cigarette

Step 5 Reliable name and reputation

11. Aact:b.,b, etc.

VIZ

Step 1 A pleasant cigarette
Step 2 Good taste/flavour

Step 3 Attractive pack

Step &4 Increasing in popularity

Step 5 A satisfying, sustaining cigarette

12. BI:b.,b,, etc.
——T1 T

VIE
Step 1 Good taste/flavour

Step 2 A pleasant cigarette

Step 3 Increasing in popularity

Step 4 Too strong and harsh

Step 5 A s;tisfying, sustaining cigarette
Step 6 Attractive pack |
Step 7 Reasonably priced

Step 8 OK to offer around
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107 .0%%*
10 , 2%k
4, 2%k

159, Qe
14, gaen
11, 3%k%

3.4%%

1.8ns

159 .0%%*
14, 9%%*
11, 3%%%

3.4%*

1.8ns.

148, 9¥%*
5.6%*%
2.7%*
2.9%

1.9ns

218, 6%**
14, 9%k
7. 1wk
2,7%
2,6%
2.7%
2,8%*

1.1ns



BRAND G s .
1. BI:Aact, NB
VIE

Step 1 Aact
Step 2 NB

2. Aact:b,a,,b.a,, etc.

—_— L U ——

VIE

Step 1 Good taste/flavour

Step 2 Too strong and harsh

Step 3 OK to offer around

Step 4 A pleasant cigarette

Step 5 Reliable name and reputation

Step 6 Buy it only when on offer

3. BI:b.a,,b.a.,, etc.
—_—1 1L ——

VIE

Step 1 A pleasant cigarette
Step 2 A cigarette to be seen with
Step 3 Too strong and harsh

Step 4 Good taste/flavour

Step 5 Buy it only when on offer

Step 6 A satisfying, sustaining cigarette

4., NB:SNBmc
VIE
Step 1 Family

1,2,3

Step 2 Friends and neighbours

Step 3 Smokers who want to impress people

5. BI:SNBme
VIE

Step 1 Friends and neighbours

1,2,3

Step 2 Family

Step 3 Smokers who want to impress people

A |
5: NB:SNB, 4
VIE

‘Step 1 Family
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193, Tk
34, 9w

= 124, 9%%%
= 7, ]REk
= 7. 6wk
= 3,7%%
= 2.4%

= 1.7ns

o o oy oy
I

= 163, 3%%*
= 7, 5%%k%
= 5,3%*
4, 1H%
= 2.6%

= 1.9ms,

mom oM o mg
i

7.2%*
10, 6%%*

2.0ns

ry
]

6.6%
10, 2%%%
F = 0.1luns

= 250. 3%%*



Step
Step

7. BL:SNB

VIE

Step
Step
Step

8. BI:b.,a,.,b.a.,SNBme
—— 1l 1 11

VIE
Step
“Step
Step
Step
Step
Step
Step
Step

2 Friends and neighbours

3 Smokers who want to impress people |

1,2,3

] Family
2 Smokers who want to impress people

3 Friends and neighbours

1,2,3

1 A pleasant cigarette

2 A cigarette to be seen with
3 Too strong and harsh

4 Good taste/flavour

5 Buy it only when on offer

6 Friends and neighbours

7 Attractive pack

8 A satisfying, sustaining cigarette

9. BI:b.a.,b.a,,SNBmc and Confidence
e S TR R 1 1,2,3

VIE

Step
Step
Step
Step
Step
Step
Step
Step

A pleasant cigarette
A cigarette to be seen with

Too strong and harsh

1

2

3

4 Good taste/flavour

5 Buy it only when on offer
6 Friends and neighbours
7 Attractive pack

8

A satisfying, sustaining cigarette

11. Aact:b,,b,, etec.

Step
Step
Step
Step
Step
Step

1 Good taste/flavour

2 OK to offer around

3 Attractive pack

4. Increasing in popularity

5 A satisfying, sustaining cigarette

6 A pleasant cigarette
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47, Tww
0.8ns

72,0%%*
19, 2%%*

7 Qe

163, 3%¥% -
7.5%%%
5.3%%
4, 1x*
2.6%
2.4%
2.5%

1.9ns

163. 3%
7 5tk
5, 3%
4, 1k
2,6%
2,4
2.5%

1.9us

130, Pk
14 3#%%
12,6%%*

7 . Gk
2.4%
2.0us



12. BI;b.,b,, etc.
VIE

Step 1 Good taste/flavour F = 222,7%%x
Step 2 Increasing in pdpularity F = 7.3%%%
Step 3 A pleasant cigarette F=  3,9%*
Step 4 Reliable name and reputation F= 2.,6%
Step 5 A cigarette to be seen with F = 3,9%*
Step 6 OK to offer around F=  1l.,4ins
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APPENDIX 6(v)

BREWERS' BEERS: STEPWISE REGRESSIONS

MEN: WATNEYS

1. BI:

Aact, NB

VIE
Step 1
Step 2

Aact
NB

2. Aact:b.a.,b.a,, etc.
—_——TT1 L —

VIE
Step 1
Steb 2
Step 3

Buying a beer that tastes good
Buying a good quality beer

Buying a strong beer

3, BI:b.a,,b.,a.,, etc.
—i 1

Step 1
Step 2
Step 3
Step 4

Step 5
Step 6

4. NB:

Buying a beer that tastes good

Buying a good quality beer

Buying the beer with the red barrel
Buying a beer which offers good value
for money

Buying a strong beer

Buying a well-known beer

SNBme

VIE
Step 1
Step 2

5. BI:SNBmc

VIE
Step 1
Step 2

6. NB:SNB

VIE
Step 1
Step 2

1,2,3,4

Family
People who bother about the quality
of the beer they drink

1,2,3,4

Family

Friends

1,2,3,4

Friends

Family
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226, 9
10, 4k

175,9%%*

9 ,9%%%

2.5ns

124 Qe
6 4 xvk

3.4**
2.8%

1.2ns

20. 1#*¥*

0.6ns

16, 2%%*

1.6ns

345.9%%*

38, 1#%*



Step 3

People who bother about the quality

" of the beer they drink

Step &

7. BI:S

- VIE
Step 1
Step 2

Step 3

8. BI:b
VIE
Step
Step
Step

SN =

Step

Step 5

o))

Step
Step

9. BI:b
VIE
Step

1
Step 2
Step 3
Step &4

w

Step
Step 6
Step 7

10. BI:
VIE

Step 1
Step 2

Step 3

Younger people

NB),2,3,4
Family

People who bother about the quality
of the beer they drink

Friends

1211P;3;»5NBmCy H 34

Buying a beer that tastes good

Buying a good quality beer

lBuying the beer with the red barrel

Buying a beer which offers good value
for money
Buying a strong beer

Younger people

7 Friends

iai,biai,SNBmc]’2’3’4 and Confidence

Buying a beer that tastes good
Buying a good quality beer \
Buying the beer with the red barrel
Buying a beer which offers good
value for money

Buying a strong beer

Younger people

Confidence

b;3;:0331:58By 2,3,4

Family

Buying a beer which offers good
value for money

People who bother about the quality
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15, 2%%*

1.2ns

145, Ol

17 3%%*

0.2ns

124 ,0***

12, 5%%*

6 Lkiek

3.4%%
2.8%
2.2%

1.6ns

124, Qe

12, 5%%%*

A

3.4%*
2.8%
2,2%
1.8ns

145, 0%%*

40, 9w



Step &4
Step 5
Step 6
Step 7
Step 8

of the
Buying
Buying
Buying
Buying

Having

beer they drink

a beer that tastes good

the beer with the red barrel
a well-known beer

a strong beer

difficulty to obtain it
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- | 10, 7%%*%

= 4, 5%%
= 34%*
= 2,2%
= 2.2%
= 0,9ms



WOMEN :WATNEYS
1. BI:Aact,NB

Xlg'
Step 1 Aact = 207 ,9%%%
Step 2 NB =  6,3%%
2. Aact:biai,biai,_EEEL
VIE
Step 1 Buying a good quality beer F = 83, 1%%*
Step 2 Buying the beer which offers good

value for money F= 2,8us
3. BI’biai’biai’_EEE;
VIE
Step ! Buying a good quality beer = 59, 1%*%*
Step 2 Buying a strong beer F = 4,4%
Step 3 Having difficulty to obtain it F= 3.0%
Step 4 Buying the beer which says what we

want is Watneys F= 2.3us
4, NB: SNBmc‘ -5
VIE
Step 1 Husband F = 38,8%%%
Step 2 Family F = 7,0%%*
Step 3 People who bother about the quality

of the beer they drink F= 2.ins
5. BI:SNBmc] -5
VIE
Step 1 Husband F = 29,2%*%*%
Step 2 People who bother about the quality

of the beer they drink = 5, 3%k
Step 3 Family = 2.5ns
6. NB:SNB, _ .
VIE
Step 1 Family = 115,4%%*
Step 2 Husband = 14,.6%%*%
Step 3 People who bother about the quality

V of the beer they drink : F = 6,5%%%

301



Step 4 Friends
Step 5 Younger people

7. BL:SNB
VIE
Step 1 Husband

1-5

Step 2 People who bother about the quality
of the beer they drink

Step 3 Fahily

Step 4 Friends

8. BI:biai,biai,SNBmc] -5

VIE

Step 1 Buying a good quality beer

Step 2 Husband

Step 3 Family

Step 4 Buying the beer with the red barrel
Step 5 Having difficulty to obtain it

Step 6 People who bother about the quality

0f the beer they drink
Step 7 Friends
Step 8 Buying a stroung beer

9, BI:b.a,,b.a.,SNBmc
ST

1-5
VIE
Step 1 Buying a good quality beer
Step 2 Husband
Step 3 Family
Step 4 Buying the beer with the red barrel
Step 5 Having difficulty to obtain it
Step 6 Peoble who bother about the quality

of the beer they drink
Step 7 Friends
Step 8 Confidence

10. BI:biai’biai,SNBl_s

VIE
Step 1 Husband

Step 2 People who bother about the quality

+
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it

3.9%%
0.8ns

112,0%%*

15, 3%%*
5, Gk

1.4ns

59, V%%
14, 6%%*

4, 8w

3.4%%

2.2%
2.2%

1.5ns

59, 1k
14, 6¥%x
5 Lk

4, B

3.4%%

2.2%

2.2%

1.6ns

112, 0%*%*



Step 3
Step 4
Step 5
Step 6
Step 7
Step 8

of the beer they drink

Family

Having difficulty to obtain it
Buying a good quality beer
Friends

Buying a strong beer

Buying a popular beer
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15 ..3*3’:*
5, k%
3,9%%
6 . Gk
2,2%
2,.3*%
0.8ns



MEN: TRUMANS
1.BI:Aact,NB
VIE

Step 1 Aact

Step 2 NB

2. Aact:b.,a.,b.a, etc.

—_—1 1T —
VIE
Step 1 Buying a good quality beer
Step 2 Buying a popular beer _
Step 3 Buying a beer that tastes good

g;_gl:biai,biai,_ggg;

VIE

Step 1 Buying a beer that tastes good

Step 2 Buying a beer which offers good
value for money

Step 3 Buying the beer with more hops in

Step 4 Buying a strong beer

Step 5 Buying a good quality beer

4. NB:SNBme
VIE
Step 1 Family

1-4

Step 2 Friends

3. BI:SNBmC]-&l
VIE
Step 1 Family

Step 2 Younger people

6. NB:SNB
VIE
Step ! Friends

1-4

Step 2 Family

Step 3 People who bother about the quality

of the beer they drink
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120.6%%%*
6.6%*

6. 5%%
2.5ns

39,9k

4,6%
3.5%
3.2%
2.0ns

19, 5%%%
0.8ns

7.1%*

1.0ns

259, 0%**
35, Gk

2.1ns



7. 7. BL:SNB
vIE

1-4

Step 1 Family

Step 2 People who bother about the quality of

of the beer they drink
Step 3-Friends

8. BI:biai,biai,SNBmc]_4

VIE

Step 1 Buying a beer that tastes good
Step 2 Buying a beer which offers good

value for money

Step 3 Buying the beer with more hops in
Step 4 Buying a strong beer

Step 5 Family

Step 6 Buying a good quality beer

Step 7 Having difficulty to obtain it
Step 8 Friends

9, BI:b,a,,b.a,,SNBme
e e U S A 1

VIE
Step

Step 2 Buying a beer which offers good

1-4 and Confidence

—

Buying a beer that tastes good

value for money

Step 3 Confidence

Step &4 Buying the beer with more hops in
Step 5 Buying a strong beer

Step 6 Faﬁily

Step 7 Buying a good quality beer

Step 8 Having difficulty to obtain it
Step 9 Friends
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46,9

15, 6%*%*
0.8ns

3§.9***

4,6%
3.5%
3.2%
2.6%
2.1%
2.6%
0.8ns

39.,9%%*

4,6%

3.9%*
3.5%*
3. 4%*%
3,2%%
2.3*%

2. 9*7':
0.6ns



WOMEN:  TRUMANS
1. BI:Aact,NB
VIE

Step 1 Aact
Step 2 NB

2. Aact:b.,a,,b.a,, etc.

—— 1L 1 1 17 =

VIE

Step 1 Buying a good quality beer
Step 2 Buying a beer that tastes good

3.BI:b.a.,b.a,, etc.

ST LT ——

VIE

Step 1 Buying a good quality beer
Step 2 Having difficulty to obtain it

4 ,NB:SNBmc
VIE
Step 1 Husband

1=5

Step 2 Family

5. BI:SNBme
VIE ‘
Step 1 Husband

1-5

Step 2 Family

6. NB:SNB
VIE
Step 1 Friends

1-5

Step 2 Husband
Step 3 Family
Step 4 Younger people

7. BL:SNB
VIE

1-5

Step 1 People who bother about the quality

of the beer they drink
Step 2 Husband
Step 3 Family

Step 4 Yoﬁnger people
- 306
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"3

37 . 2%%%

8, 5%k**

22, 1%%%

2.9ns

18, 6¥%k*

2.7ns

16, 8%**

2.6ns

-—

12, 9%**

2.9ns

56, Q*** .
14, &%
3.0%*

2.1ns

43, %%
12, Sk

8. TH*%%

0.9ns



8. BI:biai’biai’SNBmcl-S

Step
Step
Step
Step
Step
Step
Step

N OO B BNy =

Buying a good quality beer
Husband

Family

Younger people

Buying a well-known beer

Having difficulty to obtain it
Buying the beer with more hops in

9. BI:biai,biai,SNBmc]_5

VIE

Step
Step
Step
Step
Step
Step
Step
Step

0 N o0 LN

Buying a good quality beer
Husband

Confidence

Family

Younger people

Having difficulty to obtain it
Buying a well-known beer

Buying the beer with more hops in
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3 m o

momom

o> T B B> B IS I |

L5 ]

18, bk
8., 3wk
3.2%
R
2,9%
2.9%%

1.5ns

18, 6%¥*
8, sk
3, 9%
3.6%%
3.4%%
2.7%

2.7%*%

1.1ns



MEN: WHITBREADS
1. BI: Aact,NB

VIE |
Step 1 Aact = 106, 2%%*
Step 2 NB = 19,9%%%
2. Aact:biai,biai, ete.
VIE
Step 1 Buying a beer that tastes good F = 51,9%%*
Step 2 Buying the beer with the Tankard and

Trophy emblems F = 7.5%%%
Step 3 Having difficulty to obtain it F = 4,4%*
Step 4 Buying the pint that thinks its a

quart = 3.3%
Step 5 Buying a well-known beer F= 0.8ns
éé—él:biai’biai’—gﬁsL
VIE
Step 1 Buying a beer that tastes good F = 42, 1%%%
Step 2 Buying the beer with the Tankard

and Trophy emblems F= 4,3*%
Step 3 Buying the pint that thinks its a

quart F=  7.1%kx
Step 4 Buying a well-known beer ‘ F = 1.9ns
4. NB:SNBmc]__.4
VIE
Step 1 Family F = 20,0%%*
Step 2 People who bother about the quality

of the beer they drink F= 0.4ns
3. BI:SNBmc1_4
VIE
Step 1 Family F= 2.,50s
6. NB:SNB, _, ‘
vIE |
Step 1 Family ‘ F = 197,2%%%
'Step 2 Friends = 14, 6%%%

308



Step 3 People who bother about the quality

of the beer they drink = 9,5k
Step 4 Younger people = 1.9ns
7. BI:SNB,
VIE
Step 1 People who bother about the quality

of the beer they drink = 106, 0%*%*
Step 2 Family : F= 4,2%
Step 3 Friends F= 0.3ns

: §_.___§_I_:biai,biai,SNBmc]_4

VIE
Step 1 Buying a beer that tastes good F = 42, 1%k%*%
Step 2 Buying the beer with .the Tankard and
_ Trophy emblems F o= 4,7%%
Step 3 Buying the pint that thinks its a

quart F = 7, 1%%%
Step 4 Buying a well-known beer = 1.9ns
2_._’_2_1:_:biai,biai,SNBmc]_4 and Confidence
VIE
Step 1 Buying a beer that tastes good F = 42, 1%%%
Step 2 Buying the beer with the Tankard and

Trophy emblems F= 4,7%%
Step 3 Buying the pint that thinks its a

quart = 7 PR
Step &4 Buying a well-known beer = 1.9ns
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WOMEN :WHITBREADS

1, BI:Aact,NB

VIE

Step 1 Aacf '
Step 2 NB

2.,Aact:b.a,,b.a,, etc.
—— L1 11 _—

VIE

Step 1 Buying a beer that tastes good
Step 2 Buying a popular beer

3. BI:b.a.,b.a., etc.
—— 1 1 i1 -

VIE

Step 1 Buying a beer that tastes good
Step 2 Buying a popular beer
Step 3 Buying a good quality beer

Step 4 Buying a beer which offers good

value for money

Step 5 Buying the beer with the Tankard
and Trophy emblems

4, BI:SNBmc
VIE |
Step 1 Husband

1=5

Step 2 Younger people
Step 3 Family
Step 4 Friends

5. BI:SNBmc
VIE
Step 1 Husband

1-5

Step 2 People who bother about the quality
of the beer they drink

i

6. NB:SNB
EEE?“"“
Step 1 Family
Step 2 Husband

1=5

Step 3 Friends

Step 4 Younger people

310

Lo g g

o T B > T |

62,2%%%
0.8ns

34 9k

1.3as

12, 6%%%
4 4%
3.0%

3.7**

2.0ns

32,3%%%
3.7%
4 ,0%*
0.9ns

25, 9¥%**

0.9ns

116, 63w
18, 8#%%
16.8%%%

0.7ns



7. BIL:SNB

VIE
Step 1
Step 2

Step 3

1-5

Husband F
People who bother about the quality
of the beer they drink .

Friends

8. BI:biai’biai’SNBmCI-S

VIE
Step 1

Step 2

Step 3
Step 4
Step 5

9. BI:b

Step !
Step 2

Step 3
Step &
Step 5

Husband : F
Buying the pint that thinks its a
quart

Buying a popular beer

Buying a good quality beer

Buying a beer which offers good

value for money F

.a.,b.a,,SNBmc and Confidence
i1’ 1-5

Husband F

Buying the pint that thinks its a quart
quart - : F
Buying a popular beer F
Buying a good quality beer F

Buying a beer which offers good

value for money ' F

3N

49, 9%k

4, 8%¥%
1.40s

25,9%%*

7, THx*

3.5%
6, Jhkk

1.2ns

25,9%%%*

7 JTFF*

3.5%

6, 3xxx

1.2ns



" MEN:COURAGE
1. BI:Aact,NB
VIE

Step 1 Aact
Step 2 NB

2. Aact:b.,a.,b.a., etc,

—_— i LT —

Step 1 Buying a beer that tastes good

Step 2 Buying a good quality beer

Step 3 Buying the beer with the cockerel
emblem

Step 4 Buying a popular beer

Step 5 Buying a strong beer

3. BI:b.a.,b,a., etc.

"1 ———

Step 1 Buying & beer that tastes good

Step 2 Having difficulty to obtain it

Step 3 Buying the beer with the cockerel
emblem

Step 4 Buying a popular beer

Step 5 Buying a strong beer

"4 ,NB: SNBmc
VIE

1-4

Step 1 Family
Step 2 Youngér People
Step 3 Friends '

5. BIL:SNBmc
VIE
Step 1 Friends

1-4

6., NB:SNB
VIE
Step.l Family

1-4

Step 2 Friends

Step 3 People who bother about the quality

of the beer they drink
Step & Younger people

312

104 , 4k

17.6%%%*

67 ,6%**
5.6%%

4. 7**
2.9%

1.1ns

39, 7%**
5.0%%

3.3%
2.4%

1.5ns

6.,9%*
SINA L
1.4ns

3.0ns

317, 5%%*
15 4w

4 .4**
0.5ns



7. 7. BI:SNB
VIE

1-4

Sfep 1 People who bother about the quality of

~ the beer they drink
Step 2 Family

8, BI:b.a.,b.a.,SNBmc
——tTiT LT
VI1E

Step 1 Buying a beer that tastes good

1-4

Step 2 Having difficulty to obtain it

Step 3 Buying the beer with the cockerel
emblem

Step 4 Buying a popular beer

Step 5 Buying a strong beer

9, BI:b.a.,b.a,,SNBmec and Confidencz
e D R A R | A

1-4

VIE

Step 1 Buying a beer that tastes good

Step 2 Having difficulty to obtain it

Step 3 Buying the beer with the cockerel
emblem

Step 4 Buying a popular beer

Step 5 Buying a strong beer

313

65, 2

2.1ns

39, 7¥¥*
5,0%%

3.3*
2.4%

1.5us

39, 7%%*%
5.0%*

3.3%
2.4%

1.5ns



'WOMEN : COURAGE
1. BI:Aact,NB

VIE
Step 1 Aact = 116,9%%*%
Step 2 NB = 0.2ns
2. Aact;biai,biai,_ggg;
VIE
Step 1'Buying a good quality beer F = 21,8%%%
Step 2 Buying the beer with the cockerel

emblem F = 8 . L%k
Step 3 Having difficulty to obtain it F a3 4,4%*
Step 4 Buying a popular beer F= 2.2ns
-é*glibiai’biai’ ete.
VIE
Step 1 Buying a beer which offers good

value for money F = 26,]%%*
Step 2 Buying the beer with the cockerel

emblem F = 9, ,2%k%*
Step 3 Buying a good quality beer = 2,6%
Step 4 Buying a popular beer = 2.1ns
4.NB:SNBme, o
VIE
Step 1 Husband = 24 ,G%*%%
Step 2 Younger people = 7 4¥%x
Step 3 Family =  3.2%
Step 4 People who bother about the quality

of the beer they drink’ ' F = O0O.4ns
5. BI:SNBmc, .
VIE
Step 1 Husband = 12,0%%%
Step 2 Friends = 2.,0ns
6. NB:SNB, .

VI |

Step 1 Family ‘ F = 67.4%%%

T3l



Step 2 People who bother about the quality

of the beer they drink S L 2
Step 3 Husband = § L4kk
Step 4 Friends ' F= 1.0ns
7. BI:SNB]_5
VIE
Step'1 People who bother about the quality

of the beer they drink F o= 42, ,2%%%
Step 2 Friends F = ]2, 6%%%
Step 3 Husband F = 3.4%
Step 4 Family F= 2,7%
Step 5 Younger people F = 1.1ns
§;_§}:biai,biai,SNBmc1_5
VIE
Step 1 Buying a beer which offers good

value for money F = 26, 1%%x
Step 2 Friends F = 12,3%%*
Step 3 Younger people F = 6.5%%%
Step 4 Buying a beer that tastes good F = 5,0%*%*
Step 5 Buying the beer with the cockerel

emblem F= 2,8%
Step 6 Buying a good quality beer F = 1.6ns
2_:__§_I:biai,biai,SNBmc]_5 and Confidence
VIE
Step 1 Buying a beer which offers good |

value for money F = 26,1%%%
Step 2 Friends F o= 12.3%%*
Step 3 Younger people F = 6,5%k%
Step 4 Buying a beer that tastes good F = 5.0%%%
Step 5 Confidence F = 3,3%
Step 6 Buying the beer with the cockerel \

emblem ) F = 3,1%%
Step 7 Buying a good quality beer F= 1.5ns
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MEN : CHARRINGTONS
1. BI:Aact,NB
VIE

Step 1 Aact

Step 2 NB

2. Aact:b.a.,b.a.,etc.

—_— L LT ———

VIE

Step 1 Buying a good quality beer

Step 2 Buying a strong beer

Step 3 Buying the beer with the Toby Jug

g;_g;:biai,biai,_jgghL

VIE

Step 1 Buying a strong beer

Step 2 Buying a good quality beer

Step 3 Having difficulty to obtain it
Step 4 Buying the beer with the Toby Jug
4. NB:SNBme ‘

VIE

1-4

Step 1 People who bother about the quality

of the beer they drink
Step 2 Family

Step 3 Younger people

5. BI:SNBmc];a
VIE '

Step 1 Friends

6. NB:SNB
VIE

1-4

Step 1 Friends
Step 2 Family

Step 3 People who bother about the quality

of the beer they drink
Step 4 Younger people

316

g

o om

¥

60, 3x%*

8, 6wk

27, GHsn
A

1.0ns

37, 3%%*
4,0%
3.6%
1.8ns

13.3%*%*%
G 1%

1.8ns

0.2ns

270, 2%%%
16, 4%k

9, S¥kvek

0.8ns



7. BI:SNB
VIE

1-4

Step 1 People who bother about the quality

of the beer they drink
Step 2 Younger people
Step 3 Friends

8. BI:b.a,,b.a,,SNBme
—TiL
VIE

Step 1 Buying a strong beer

1-4

Step 2 Buying a good quality beer
Step 3 Having difficulty to obtain it
Step 4 Buying the beer with the Toby Jug

9. BI:b.a.,b.a., SNBmc and Confidence
— 1111 1-4
VIE

Step 1 Buying a strong beer

Step 2 Buying a good quality beer
Step 3 Having diffieculty to obtain it

Step 4 Buying the beer with the Toby Jug

317

n o om

oo mg e

55.0Q%%*

8, 8%*xw

2.4ns

37.4%kH%
4.0%
3.6%

1.8ns

37 4wk
4.0%
3.6%

1.8ns



WOMEN: CHARRINGTONS
1. BI:Aact,NB

VIE

Step 1 Aact

Step 2 NB

2. Aact:b.a.,b.,a,,etc.
—_— Tl L
Step 1 Ruying a beer that tastes good

Step 2 Buying a well-known beer

3. BI:b.a,,b.a., etc.

—_—TiT T —

VIE

Step 1 Buying a good quality beer

Step 2 Buying a beer which offers good

value for money

4, NB:SNBmc

VIE
Step 1 Husband

1-5

Step 2 Younger people
Step 3 Family
Step 4 Friends

5. BI:SNBmc
VIE
Step 1 Husband

1-5

Step 2 People who bother about the quality

of the beer they drink

6. NB:SNB
VIE
Step 1 Husband

1-5

Step 2 Friends
Step 3 Younger people

Step 4 People who bother about the quality

of the beer they drink
Step 5 Family

318

L T 5 L R G ]

26, 1x*x*x

1.1ns

11.9%%*

l.Ins

10, 9%%*

0.8ns

33, 0%4%
6., 8%
11, 3%k

1.4ns

10.9%*%%*

1.7ns

69.9%%*
17 . 3%%*

S5.2%%

5. gk

6. 8%



7. BI:SNB
VIE
Step 1 Friends

1-5

Step 2.People who bother about the quality
of the beer they drink
Step 3 Husband '

8, BI:b,a,,b,a.,SNBmc
——TiL T

VIE

Step 1 Buying a gcod quality beer

1=5

Step 2 Family

Step 3 Buying a beer which offers good
value for money

Step 4 People who bother about the quality
of the beer they drink

9, BI:b.a,,b.a,,SNBme and Confidence
— 111 1-5

VIE
Step 1 Buying a good quality beer
Step 2 Family

Step 3 Confidence

Step 4 Buying a beer which offers good value

for money

319

6.3%%
0.6ns

10, 9%%*

14, 1*%%

3.]*

1.7ns

10, 9%**
14, TH¥**

6, ]*%*

1.9ns



MEN:IND COOPE
1. BI:Aact,NB
VIE \
Step 1 Aaét
Step 2 NB

2. Aact:b.a.,b.,a,, etc,

—_——1T1 LT —

VIE

Step 1 Buying a beer that tastes good
Step 2 Having difficulty to obtain it

3. BI:b,a.,b.a,, etc.

=i —

VIE

Step 1 Buying a beer that tastes good

Step 2 Buying a strong beer

4, NB:SNBme¢
VIE

1-4

Step 1 Family
Step 2 Younger people

Step 2 People who bother about the quality

of the beer they drink

5. BI:SNBmc
VIE
Step 1 Younger people

1-4

6. NB:SNB
VIE

Step 1 Friends

1-4

Step 2 Family

Step 3 People who bother about the quality

i of the beer they drink
Step 4 Younger people

7. BL:SNB
VIE
Step 1 Friends.

1-4

Step 2 People who bother about the quality -

320

118, 7%%%

12, 7%%%

96, 9%*¥*
2.2ns

65, 9¥¥*

1.8ns

6.9%*
3.1%

1.3ns

2.5ns

270, 7%%%
30.0%%*

4, 8w

1.7ns

55.6%%*



of the beer they drink
Step 3 Family
Step 4 Younger people

8., BI:b,a.,b.a,,SNBmc
———— 1 1l 1L 1.
VIE

1-4

Step 1 Buying a beer that tastes good

Step 2 Younger people

9. BI:biai,biai,SNBmc1m4

and Confidence

VIE

Step 1 Buying a beer that tastes good

Step 2 Confidence

Step 3 Buying a strong beer

321

12.9%*%%
3 .39**
0.6ns

65,9%%*
2.2ns

65, 9%%%*
3.7*%
2.0us



WOMEN: IND COOPE
1. BIl:Aact,NB
VIE

Step 1 Aact

Step 2 NB

2. Aact:b,a.,b,a.,etc.
—" 111 L —

VIE

Step 1 Buying a good quality beer
Step 2 Buying a becer that tastes good

3, Bl:b,a,,b.a,,ete,
—— 11 L

VIE

Step 1 Buying a good quality beer
Step 2 Buying a beer which offers good

value for money

4. NB:SNBmci_5
VIE

Step 1 Husband

Step 2 Family

Step 3 Younger people
Step &4 Friends

5. BI:SNBmc

VIE
Step 1 Husband

1-5

Step 2 Younger people

6. NB:SNB
VIE

1-5

Step 1 Friends
Step 2 Husband

Step 3 People who bother about the quality

of the beer they drink

Step 4 Family
Step 5 Younger people

322

txj 1 &

39, 5%%*
6,2%*

62, 8%¥%¥%

1.2ns"

35, 2%%*

0.7ns

36 ,3%%%

3.4%
5,8k

1.5ns

20, 2%%*
0.8ns

85, 7%%*
25 . 8%%*

7. 2%%%

3.1%
0.1ns



7. BI:SNB
VIE
Step 1 Family

1-5

Step 2 Husband
Step 3 Younger people

8. BI:biai’biai’SNBmcl-S
VIE

Step 1 Buying a good quality beer

Step 2 Husband

Step 3 People who bother about the quality

of the beer they drink

_<_and Confidence

9, BI:b.a,,b.a,,SNBmc
—i i1
VIE

1=5

Steé 1 Buying a good quality beer

Step 2 Husband

Step 3 People who bother about the quality

of the beer they drink

323

45 ,6%%*

11, Th*

1.6ns

55, 2%%*
11.7%%%

1.1ns

35.2%%%
11, 7%%*

l.1ns



MEN:SCOTTISH & NEWCASTLE
1. BI:Aact,NB

VIE

Step 1 Aact

Step 2 NB

2. Aact:b.,a,,b.,a., etc.

—_— i1 —

VIE

Step 1 Buying a beer that tastes good
Step 2 Buying a good quality beer
Step 3 Buying a popular beer

3. BI:b.a,,b.a., etc.
TS B T T
VIE
Step 1 Buying a beer that tastes good
Step 2 Buying a strong beer

Step 3 Having difficulty to obtain it

4. NB:SNBme
VIE
Step 1 Family

1-4

Step 2 Younger people

Step 3 People who bother about the quality

of the beer they drink

5, BI:SNBme
VIE

Step 1 Younger people

1-4

6. NB:SNB
VIE
Step 1 Family

1-4

Step 2 Friends

Step 3 People who bother about the quality

of the beer they drink
Step 4 Yodnger people

324

#

147, 5%%*

10, 9%%*

127 . Q¥%**
3.3*

1.7ns

50,2%*%
4. 3%

" 2.1ns

9,8%*
19, 1#%¥*

2, 1ns

2.4ns

220, 7%%%
32, 3%%%

11, 7%%%

0.6ns



7. BI:SNB
VIE
Step 1 Family

1-4

Step.2 Friends

Step 3 People who bother about the quality

of the beer they drink

_§_.__§£:biai,biai,SNBmc]_4

VIE

Step 1 Buying a beer that tastes good
Step 2 Buying a strong beer

Step 3 Having difficulty to obtain it

9, BI:b.a,,b.,a,,SNBmc and Confidence
i 0 St G 1

1-4
VIE
Step 1 Buying a beer that tastes good
Step 2 Confidence
Step 3 Buying a strong beer
Step 4 Having difficulty to obtain it

325

o> B LS LS |

66, 7%%*

A

2.3ns

50, 2%%*
4.3**

2.1ns

50,2%%%
5.6%%*
3.9%*%
2,2ns



WOMEN: SCOTTISH & NEWCASTLE
1. BI:Aact,NB

VIE

Step 1 Aact

Step 2 NB

2, Aact:b,a,,b.a,,etc.

— LT LT

VIE

Step 1 Buying a good quality beer

Step 2 Buying a well-known beer

3. BI:b.a.,b.a., etc.,

=—="Ti7i i

VIE

Step 1 Buying a good quality beer

Step 2 Buying a beer that tastes good

4. NB:SNBmc
VIE
Step 1 Husband

1=5

Step 2 Younger people
Step 3 Family

Step 4 People who bother about the quality

of the beer they drink

3. BI:SNBmc
VIE
Step 1 Husband

1-5

Step 2 Younger people

6. NB:SNB
VIE
Step'l Husband

1-5

Step 2 Family
Step 3 Friends

Step 4 people who bother about the quality

of the beer they drink

326

84, Sk
5,9%%

38, 5%%*

1.9ns

41,8%¥%

-1.5ns

48, 7%%*

6. 4%
6‘3***

0.9ns

43, 3%%*
2.4ns

109, 2%%*
23.6%%*
3.2%

O.4ns



7. BI:SNB
VIE
Step 1 Husband

1-5

Step 2 People who bother about the quality

of the beer they drink
Step 3 Younger people
Step 4 Family

8. BI:b,a.,b,a.,SNBmc
—_11

VIE

Step 1 Husband

1-5

Step 2 Buying a good quality
Step 3 Younger people
Step 4 Buying a popular beer

beer

Confidence

9. BI:b.a.,b.a.,SNBmc and
i1’7i1 1-5

VIE

Step 1 Husband

Step 2 Buying a good quality
Step 3 Younger people
Step 4 Buying a popular beer

beer

327

] 4 o g

mom o o

82.0%%*

10, 2%%%.

2.7%
2.0ns

43, 3k

17 3%k

4,0%%

1.7ns

43, 3%k
b4, 0%*

1.7ns



APPENDIX 6(vi)
LAGER BRANDS: STEPWISE REGRESSIONS

MEN: HARP
1. BI:Aact,NB
VIE ,
Step 1 Aact ' F = 295,9%%*
8tep 2 NB F = 13, 8%%*
2. Asctib.a,b.a.,ete. RZ_
Step 1 buying a lager that tastes good « S5%FN
Step 2 buying a British made lager ST %%%
Step 3 buying a good quality lager w3 9FHk
Step 4 buying a lager which is not well-known,59%**
Step' 5 buying a lager with a foreign name LA
Step 6 buying a popular lager . 60 %%
Step 7 buying a lager from Guiness and |
Park Royal BOFFF
Step 8 buying a lager which is easily avail-
able W B0F*E
Step 9 buying a Pils lager O0FF*

Step 10 buying a lager which offers good
value for money B60FF*

Step 11 buying a refreshing and thirst quench-

ing lager o« 60%%
Step 12 buying a strong lager . «BOF%F
VIE
Step 1 buying a lager that tastes good = 84, 9%%%
Step 2 buying a British made lager = 6,3%%*
Step 3 buying a good quality lager = 4, 6%%
Step 4 buying a lager which is not well-
known F= 2.,0ns
2;_2}:biai,biai,3££;
VIE
Step'l buying a lager that tastes good = 97.4%%%
Step 2 buying a good quality lager = 6,9%%
Step 3 buying a lager which is not well-
" known = 7,.6%%%
‘Step 4 buying a popular lager = 1.9ns

!
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4, NB:SNBme
VI1E
Step 1 Family

1-4

Step 2 Sporty types

5. BIL:SNBmc
VIE
Step 1 Family

1-4

Step 2 Sporty types

6. NB:SNB
VIE
Step 1 Family

1-4

Step 2 People who know a lot about lager
‘'Step 3 Friends

7. BI:SNB
VIE
Step 1 Family

1-4

Step 2 People who know a lot about lager
Step 3 Sporty types
Step 4 Friends

8. BI:b.a.,b.a.,SNBmc
— 111
VIE

Step 1 buying a lager that tastes good

1-4

Step 2 buying a good quality lager
Step 3 buying a lager which is not well-
known ‘

Step 4 Family

b

'Step 5 buying a popular lager

9., BI:b,a.,b.a,,SNBmc and Confidence

—— i1 11 1-4

VIE

Step 1 buying a lager that tastes good

Step 2 Confidence

Step 3 buying a lager which is not well-
known

Step‘& buying a good quality lager

329

trq

1 ] hf hy

651

43, 4%x%%
0.9ns

13, 8%%*%
2.0ns

634, Tx%¥k
23,2%%%
0.5ns

149, 5x**
19, 5%**
3.9%*
2.6*

97, fdew
6.9%*

7. 6%x
b, 6%

1.9ns

97 . 4kvek
8, Q%

7 o JH%k%

8, 3%%x



!

Step 5 Family = 4, Qkk
Step 6 buying a British made lager . F = 2,2%
Step 7 buying a lager which offers good

value for money F = 1.8us
10. BI:biai’biai’SNB1-4
VIE
Step i Family F = 149,5%%*
Step 2 buying a lager that tastes good F = 32,7%%*
Step 3 people who know a lot about lager F= 11,8%%*
Step 4 buying a strong lager F= 3,0¢
Step 5 Sporty types F = 1.7ns

330



WOMEN: HARP
1. BI:Aact,NB
Step 1 Aact
Step 2 NB

2. Aact:b.a,,b.a., etc.
—_—iTL LT —

VIE

Step 1 buying a good quality lager

Step 2 buying a lager from Guiness and Park

‘ Royal

Step 3 buying a lager which is easily
available

Step 4 buying a popular lager

Step 5 buying a lager with a foreign name

3. BI:b.a,,b.a., etc,.

—_—TiTi L —

VIE

Step 1 buying a good quality lager

Step 2 buying a Pils lager

Step 3 buying a lager from Guiness and
Park Royal

Step 4 buying a lager which is easily

available

4. NB:SNBmc,
VIE
Step 1 People who know a lot about lager

Step 2 Husband

'S5, BI:SNBmc
VIE ,
Step 1 Husband

1-5

Step 2 People whb know a lot about lager
Step 3 Sporty types

Step 4 Family

Step 5 Friends

6.NB:SNB
VIE

1-5
Step 1 Friends

331

g

[ TS L B B |

F

94, Sk
10, 2%

45, 5k

= 3.7%

3.0%
2.6*

1.2ns

6.9%*

= 3.6%

2.0ns

39,6%%%*

2.1ns

17 . 9%*%%
6.5%%

3.6%%

level insuff.

= 184, 8%%x



Step 2 Family

Step 3 People who know a lot about lager

Step 4 Husband

Step 5 Sporty types

7. BI:SNB

VIE

1-5

Step 1 Sporty types

Step 2 Husband

Step 3 Friends

Step 4 People who know a lot about lager

8. BI:b.,a.,b,a,,SNBmc
—_—i i1l

VIE

Step
Step
Step
Step

Step
Step

Step

Step

1=5

buying a good quality lager

Family

buying a Pils lager

buying a lager from Guiness and Park
Royal

People who know a lot about lager
Sporty types

buying a lager which is easily
available

buying a lager which offers good

value  for money

9, BI:b.a,,b.a.,SNBmc -and Confidence
— "1 111 1-5

VIE
Step
. Step
Step
Step

Step
Step

Step
Step
Step

1
2
3
4

7
8
9

buying a good quality lager

Family

buying a Pils lager

buying a lager from Guiness and Park
Royal .

Confidence

buying a lager which is not well-
known

People who know a lot about lager
Sporty types ‘

buying a lager whichis easily avail,

i
Step 10 buying a lager which offers g.v.f.m

332

m o om om om

L TILC> B B

o]

mos oM o om

14, 3%%%
11, 7%
3.2%
0.2ns

47, Q%
13, Thkx

5.1%%

1.2ns

38, 2%%*

10, 2%%*

7., 8%%*%

S .8%%%

2.6%

5, 5%k

2.3*

1.8ns

38,2%%%

10, 2%¥*

5. 8#wx

3.5%%

2.7%
2,2%
4, Q¥#*
2.0%

1.5ns



10, BI

VIE

Step 1
Step 2
Step 3
Step &
Step 5

Step 6

Step 7

Step 8

:biai’biai’SNBl-S
Sporty types

buying a gooa quality lager

buying a Pils lager

Family

buying a lager which offers good
value for money

buying a lager from Guiness and Park
Royal

buying a lager which is not well=-
known

buying a lager which is easily

available

333

L2 TG L I

18, 1%%*

11, 2%%%

11, 7%%*

3.0%*%

3. G

1.8ns



MEN: SKOL ,
1. Bl:Aact,NB
VIE

Step 1 Aact
.Step 2 NB

Z;.éiﬁE’biai’biai’_Sié;

VIE

Step 1 buying a lager that tastes good

Step 2 buying a refreshing and thirst -
quenching lager

Step 3 buying a lager which is not wall-
known

Step 4 buying a lager with a foreign name

Step 5 buying a lager which offers good
value for money

Step 6 buying a good quality lager

3. BI:b.a,,b.a.,etc.

—_—iL L L ——

VIE

Step 1 buying a lager that tastes good

Step 2 buying a British made lager

4, NB:SNBmc
VIE
Step 1 Family

1-4

Step 2 People who know a lot about lager

5. BI:SNBmc
VIE

1-4

Step 1 Family
Step 2 Sporty types

Step 3 People who know a lot about lager

6. NB:SNB
VIE
Step 1 Family

1-4

Sﬁep 2 Sporty types’
Step 3 Friends

334

179, 3%%*
S, 7%%*

100, 3k
5. 2%%

4, 3%*
3.3*

2.4%
0.8as

98, 9%*%*

1.3ns

0.9us

13,7%%*%
3.3*
1.5ns

533, 6%
15, Lskx

8, 2%%%



Step 4 People who know a lot about lager

7. BI:SNB
VIE
Step 1 Family

1-4

Step 2 People who know a lot about lager

Step 3 Sporty types

8.BI:b.a.,b,a,,SNBmc
—_—i LT

VIE

Step 1 buying a lager that tastes good .

1-4

Step 2 Family
Step 3 Sporty types

9, BI:b.a.,b.a.,SNBmc and Confidence
—Tii77i 1-5

VIE
Step 1 buying a lager that tastes good
Step 2 Friends

Step 3 Confidence

Step 4 Sporty types

335

= = g

0.9ns

81. Gk
10, 2%%*%
O.4ns

98, 9%¥*
10, 6%¥*

1.50s

98, 9%k

10, 6%¥**
5, Gkvek

2.1as



'WOMEN : SKOL

1. BI:Aact,NB
VIE

Step 1 Aact
Step 2 NB

2, Aact:b.a,,b.a.,etc.
—_— 1 1L

VIE

Step 1 buy a lager that tastes good

Step 2 buy a lager with a foreign name

3. BI:b,a,,b.a,, etc.
—_— 11—

VIE

Step 1 buving a lager that tastes good
Step 2 buying a lager which offers good value

for money

4. NB:SNBmc
VIE
Step 1 Husband

1-5

Step 2 Friends
Step 3 Family

5. BI:SNBmc

VIE
Step 1 Husband

1-4

Step 2 Friends

6. NB:SNB
VIE
Step 1 Family

1-5

Step 2 Friends .
Step 3 Husband
Step 4 Sporty types

7. BI:SNB
VIE

1-4

Step 1 Family
Step 2 Sporty types

336

F

F

mom oy

92, 6%%*

1.0ns

55, Sk¥*

1.90s

31, 3%%*

1.6ns

22, THwx

4, Gk
0.2ns

13, 2%%%
1.8ns

110, 2%%*
7. | *x*
4. ]**

0.3ns

40,9k

9, 8%%%



Step 3 Husband
Step 4 People who know a. lot about.lager

8. BI:b,a.,b.a,,SNBmc
—_—ii i

VIE

Step 1 buying a lager that tastes good

1-4

Step 2 Husband
Step- 3 buying a good quality lager

9. BI:b,a.,,b.a.,, SNBmec and Confidence
—_—T1 17711 1-5

VIE

Step 1 buying a lager that tastes good
Step 2 Husband

Step 3 Confidence

337

F =

&.5**

0.1ns

31.3%%%
6, 3%%

1.5ns

31,3%%%
6., 3%*
2.5ns



MEN : KRONENBOURG
1. Bl:Aact,NB
VIR

Step 1 Aact
Step 2 NB

2, Aact:b.a.,b,a,, etc.

et T T T ——

VIE

Step 1 buying a lager that tastes good
Step 2 buying a lager which is easily

available

3. BI:b,a.,b.a., etc,

—_—iL T L ——

VIE _

Step 1 buying a lager that tastes good

Step 2 buying a lager which is easily avail-

able

Step 3 buying a lager which offers good
value for money _

Step 4 buving a refreshing and thirst

quenching lager

4, NB:SNBmc
VIE

1-4

Step 1 Family
Step 2 Sporty types

S. BIL:SNBme
VIE

1-4

Step 1 Family )
Step 2 People who know a lot about lager
Step 3 Sporty types

6. NB:SNB
VIE
Step 1 Family

1-4

Step 2 Sporty types
Step 3 Friends

\ o 338

"y

155,9%%%
0.7ns

75 . 5%%*

2.2ns

59, 2%**

4, 9%*

3.9%*

1.2ns

23, 7%%*
2.9us

4,6%
4,0%
0.3ns

418, 5%%%
5.2%*

1.9ns



7. BI:SNB

VIE
Step 1

Step 2 People who know a lot about lager

Step 3

1-4

Family

Friends

8. BI:b.a,,b,a,,SNBme
——Tii 1 1

VIE
Step 1
Step 2

Step 3

Step &4
Step 5

-4

buying a lager that tastes good

buying a lager which is easily avail-

able

buying a lager which offers good

value for mo ney

Family

Friends

9. BI:b.,a.,b,a.,, SNBmc
——TiT1? i1

VIE

1-4

and Confidence

Step 1 buying a lager that tastes good

Step 2
Step 3

Step 4
Step 5

buying a lager which is easily

available

buying a lager which offers good

value for money
Family

Friends

339

F & 44 2%%*
F = 15,5%%%
F level insuff,
F = 59,2%%%
F= 4,9%k
F = 3.9%*%
F = 2.4%
F= _1.6ns
F = 59 2%%*
F = 4,9%%
F = 3.9%*
F = 2.4%

F = 1.8ns



WOMEN : KRONENBOURG

1. BIL:

VIE
Step 1
Step 2

Aact ,NB

Overall attitude, Aact

General norm, NB

2. Aact:b,a,,b,a., etc.
—_— L1 —

VIE
Step 1
Step 2

Step 3
Step &4

buying a lager that tastes good
buying a lager which is easily
available

buying a strong lager

buying a lager which offers good

value for money

3, BI:b.a.,b.a., etc.
—_— L LT

VIE

Step 1 buying a lager that tastes good

Step 2 buying a lager which offers good
value for money

Step 3 buying a strong lager

Step 4 buying a lager which is not well-
known A

4. NB:SNBmc]__s

VIE

Step 1 Husband

Step 2 Friends

Step 3 Sporty types

5. BI:SNBmc

VIE
Step 1

Step 2
Step 3

6, NB:SNB

VIE
* Step 1

1-5

Husband
Friends

Sporty types

1-5

Friends

340

13

67 . 5%%%
S.O**

515**
3.6%

1 1.8ns

18, 7%%%

3.7%
3.3*

1.50s

20, 2%%%
4.8**
2.5ns

21, 5%%%
3.6%

1.4ns

105, 4%**



Step 2 Family

Step 3 People who know a lot about lager

Step 4 Husband

7. BI:SNB
VIE
Step 1 Husband

1-5

Step 2 Friends

Step 3 People who know a lot about lager

8. BI:b.a,,b.a,,SNBme
—_—1 17711

VIE

Step 1 Husband

1-5

Step 2 buying a strong lager
Step 3 Sporty types
Step 4 buying a lager that tastes good

9. BI:b.a.,b.a,,SNBmc and Confidence
—_— i1 1-5

VIE
Step 1 Husband
Step 2 buying a strong lager

Step 3 Sporty types

349

Lo B B B 5 ]

moom

8. 3k

5.3%%

1.6ns

17, 3%%*%
6,3%*
0.9ns

21, 5¥kn
10, 5%%%
4, 3%%

2.1us

21.5%%%
10, 5%%*
4.3**



MEN:CARLSBERG
1. BI:Aact,NB
Step 1 Aact
Step 2 NB

2. Aact:b.a.,b.a., etc.

— T

VIE -

Step 1 buying a lager that tastes good

Step 2 buying a Pils lager

Step 3 buying a Danish lager brewed in
England by Danes

Step 4 buying a good quality lager

Step 5 buying a refreshing and thirst-
quenching lager

Step 6 buying a lager which offers good
value for money

Step 7 buying a lager with a foreign name

§4~§;:biai’biai’—g£3;

VIE

Step 1 buying a lager that tastes good

Step 2 buying a Pils lager

Step 3 buying a lager which is not well=-
known '

Step 4 buying a refreshing and thirst-
quenching lager

Step 5 buying a lager which is easily
available

Sfep 6 buying a Danish lager brewed in
England by Danes

Step 7 buying.a good quality lager

Step 8 buying a lager which offers good
value for money

. Step 9 buying a popular lager

Step 10 buying a British made lager

4. NB:SNBmc
VIE
Step 1 Family

1-4

342

166, Q%%

40, THkx

5 'O**
2.6%

2.9%

2.2*

1.6ns

~51,7%%%

5. 3%
3,9%%
2.6%
2.6%

WAL
2,2%

2,8%*%

.2'5**
O0.5ns

26 3%k



Step 2 People who know a lot about lager F = 3.4%
Step 3 Sporty types - 1.2ns
5. BI:SNBme, ,
VIE
Step 1 People who know a lot about lager F = 14, 6%%*
Step 2 Sporty types F = 4,5%
Step 3 Family F = 2.7%
Step 4 Friends F level insuff.
6. NB:SNB, _,
VIE
Step 1 Family F = 364 ,0%%%
Step 2 People who know a lot about lager F = 7.3%¥%*
Step 3 Sporty types F = 1.5ns
7. BI:SNB,
ViE (
Step 1 Family = 78.2%%%
Step 2 People who know a lot about lager F = 22,6%%%
Step 3 Sporty types F = 1.2ns
§J—§Iipiai’biai’ SNBmc1_4
VIE
Step 1 buying lager that tastes good F = 51,7%%*
Step 2 People who know alot about lager = 8, 8%¥%*
Step 3 buying a lager which is not well

known | F = 3.4%
Step &4 Sporty types F = 4,2%%
Step 5 buying a lager which is easily avail-

able , F = 3,2%*
Step 6 buying a Pils lager ‘ F= 2,7%
Step 7 buying a refreshing and thirst-

quenching lager . F= 2,7%k
Step 8 Danish lager brewed in England

by Danes ' ‘ F = 1.9ns
2;_§_I:biai,biai,SNBmc1_4 and Confidence
VIE
Step 1 buying a lager that tastes good F = 51,7%%%

iy

343



Step 2 People who know a lot about lager F =  B.8%k*

Step 3 buying a lager which is not well-

known F = 3.4%
Step 4 Sporty types F= 4,2%%
Step 5 buying a lager which is easily

available , F =  3,2%%
Step 6 buying a Pils lager F= 2,7%

Step 7 buying a refreshing and thirst-
quenching lager F= 2,7%
Step 8 buying Danish lager brewed in Eangland

by Danes F= 1.%s

344



WOMEN : CARLSBERG
1. Bl:Aact,NB

Step 1 Aact
Step 2 NB

2, Aact:b,a.,b,a., etc.

—— i T

VIE

Step 1 buying a lager that tastes good

Step 2 buying a lager with a foreign name

24—2;:biai’biai’—S£SL

VIE

Step 1 buying a good quality lager

Step 2 buying the best lager in the world

Step 3 buying a lager with a foreign name

Step 4 buying a lager which offers good
value for money

Step 5 buying Danish lager brewed in

England by Danes

4. NB:SNBmc
VIE
Step 1 Friends

1=5

Step 2 Husband

5. BI:SNBmc
VIE -
Step 1 Friends

1-5

Step 2 Sporty types
Step 3 Husband

6. NB:SNB
VIE
Step 1 Family

1-5

Step 2 People who know a lot about lager

Step 3 Friends

7. BI:SNB
VIE
—_— i

Step 1 People who know a lot about lager

345

1-5

g

96, 1%k

0.2ns

30,6%*%*
2.4ns

15 Gtk
5.8%%
2.9*

2.5%

1.9ns

9, 1%%

1.9ns

8,8%%
5.7**
2.3ns

79 . 5%%*
13.6%%*

0.9%us

~

16, 9%*%

{



. Step 2 Family

Step 3 Husband

8. BI:b.a,,b.a,,SNBme
r— L1 11

VIE
Step
Step
Step
Step
Step
Step
Step

Step

N OO VPN -

1-5

buying a good quality lager
Husband '

buying the best lager in the world
buying a lager with a foreign name
Friends

Sporty types

buying a lager which is easily
available

buying a strong lager

s

9, BI:b,a.,b.a.,SNBmc and Confidence
e aamen R O T R 1 1-5

VIE -
Step
Step
Step
Step
Step
Stép
Step

Step

1
2
3
4
5
6
7

buying a good quality lager
Husband

buying the best lager in the world
buying a lager with a foreign name
Friends

Sporty types

buying a lager which is easily
available

buying a Pils lager

346

L T T TR I )

x)

oM om o om e

5.6%*%
0.7ns

15, 4%%%
7, 7%%*%
4,9k
3.1%
2.6%

4, 3k

2.3%
1.8ns

15, G
7 . 7***
4.9
3. 1%
2.6%

2.3%
1.8ns



MEN:HEINEKEN
1. Bl:Aact,NB
VIE

Step 1 Aact
Step 2 NB

2. Aact:biai,biaiLEEE;

VIE

Step 1 buying a lager that tastes good

Step 2 buying a lager which is easily
available

Step 3 buying a Pils lager

Step 4 buying a lager with a foreign name

3. BI:b,a,,b,a,, etc.

—_—TiL T

VIE

Step 1 buying a lager that tastes good

Step 2 buying a lager which is easily
available

Step 3 buying a lager which is not well

known

4, NB:SNBmc]_4
VIE
Step 1 Family

Step 2 People who know a lot about lager

5. BI:SNBmc
VIE -
Step 1 Family

1-4

Step 2 People who know a lot about lager

_6. NB:SNB
VIE
Step 1 Family

1-4
Step 2 People who know a lot about lager

Step 3 Friends

7. BI:SNB
VIE

1-4

347

136,4%%*
0.8ns

68, 1%%%

11,0%%*

4' 2**

1.9ns

62, 2%¥%%
506**

2.2ns

37, 1¥ex
0.3ns

8,0%*
0.5us

456, 1xx*
6 . VAt

0.9us



Step 1 Friends
Step 2 Family

Step 3 People who know a lot about lager

8.BI:b.a.,b.a,
—" 711’11
VIE

Step 1 buying
Step 2 buying

able

Step 3 Family
Step 4 buying

9. BI:b.a.,b.a,,SNBmc
—_—T1T L

VIE
Step 1 buying
Step 2 buying
able
Step 3 Family
Step 4 buying

i

,SNBme, _,

a lager that tastes good

a lager which.is easily avail-

a strong lager

1-4

and Counfidence

a lager that tastes good

a lager which is easily avail-

a strong lager

348

oo ]

68, 8H#x
b 9k

1.50s

62, 2%%*

5,6%%
3.7*%

2.1ns

62, 2%%*

5,6%%
3.7%

2.1ns



WOMEN : HEINEKEN
1. Bl:Aact,NB
VIE

Step 1 Aact
Step 2 NB

2., Aact:b.a,,b.a., etc.

—TTL LT —

VIE

Step 1 buying a lager that tastes good
Step 2 buying a strong lager

3. BI:b.,a.,b.a., etc.

e U SR A R

VIE

Step 1 buying a good quality lager

Step 2 buying a strong lager

4. NB:SNBme
VIE
Step 1 People who know a lot about lager

1-3

Step 2 Husband

5.BI:SNBmc
VIE
Step 1 Husband

1=5

Step 2 People who know a lot about lager
Step 3 Sporty types

Step 4 Family

Step 5 Friends

6. NB:SNB
VIE

1-5

Step 1 Family

Step 2 People who know a lot about lager
Step 3 Husband
Step 4 Sporty types

7. BIL:SNB
VIE
Step 1 Family

1-5

349

F =

m o om om o

] = M om

[}

102, 1¥%%
2.3ns

Al.é***
2.6ns

26, 7%¥%*

1.9ns

13.9%%*

1.8ns

14, 9%%¥
3.9%
4 4¥*
3.4%
0.8us

76 4wkx
10, %%

2,7%
1.3ns

12, 2%%%



Stép 2 Husband F = 6, 8kwns

Steb 3 People who know a lot about lager F = 0.1ns
§;_§Iipiai,biai,SNBmc]_5
VIE
Step 1 buying a good quality lager F =  26,7%%%
Sfep 2 Husband F=m 14, 1hdex
Step 3 buying a strong lager F = 3.8%%
Stép 4 buying a lager which offers good

value for woney » F = 3.1
Step 5 buying a lager that tastes good F = 2.3*%
Step 6 buying a refreshing and thirst |

quenching lager F = 2.1
Step 7 Sporty types F = 2.5%
Step 8 Family F = 2.1*%
Step 9 Peopie who know a lot about lager F = 0.9ns
2_.___1}_]::biai,biai,SNBmc]_5 and Confidence
VIE
Step 1 buying a good quality lager = 26, 7%%*
Step 2 Husband ) = 14, THwk
Step 3 buying a strong lager F = 3.8%%
Step 4 buying a lager which offers good

value for money F = 3.1%
Step 5 buying a lager that tastes good F = 2.3%
Step 6 Confidence F = 2.5%
Step 7 buying a refreshing and thirst-

quenching lager ' F = 2,0%

Step 8 Sporty types F = 1.7ns

! : ‘ 350



MEN:HOLSTEN
1. BI:Aact,NB

VIE
Step 1 Aact 3 F = 10],3%%*
Step 2 NB = f L%k
2'AaCt:biai’biai’—E££;
VIE
Step 1 buying a strong lager F = 43,8%%*
Step 2 buying a british made lager = 12,6%%*
Step 3 buying a popular lager F = Q, Q%%
Step 4 buying a lager which is good value

for money F = 3.,5%%
Step 5 buying a good quality lager F= 3.,1*%
Step 6 buying a lager that tastes good F= 0.9ns
L@_}_:biai,biai, etc.
VIE
Step 1 buying a strong lager F = 50,6%%*
Step 2 buying a popular lager = 18.3%%*
Step 3 buying a British made lager F = 3,9%%
Step 4 buying a lager which offers good value

for momney F= 1.9ns
4. NB:SNBme, .
VIE
Step 1 Family = 54 ,9%%%
Step 2 Friends = 1.2ns
S.BI:SNBmc]_4
vIE |
Step 1 Family F = 7.9%*
Step 2 Friends . =  l.,4ns-
6. NB:SNB, .
VIE
SCep‘l Family | , F = 444 TH%*
Step 2 People who know a lot about lager F = 10,9%%*
Step 3 Friends = 1l.lns

351



7. BI:SNB
VIE

1-4

Step 1 People who know a lot about lager

Step 2 Family
Step 3 Friends

8. BI:b.,a.,b.a.,SNBmc
—— i

VIE

Step 1 buying a strong lager

1-4

Step 2 buying a popular lager
Step 3 buying a British made lager

Step 4 buying a lager which offers value

for money

9, BI:b.a.,b,a,,SNBmc and Confidence
—_—T1Ti 1 1-4

VIE
Step 1 buying a strong lager

Step 2 buying a popular lager

Step 3 Confidence

Step 4 buying a British made lager

Step 5 buying a refreshing and thirst-

quenching lager

Step 6 Family

352

Lo B B B |

38.9%¥*
12, 3%%x

0.2ns

50,6%%*
18, 3%%*
3,9%*

1.9ns

50,6%%*

18, 3%+

7. 5%k

4 3%*

2.5%

1.7ns



1

WOMEN : HOLSTEN
1. BI:Aact,NB
VIE

Step 1 Aact
Step 2 NB

2., Aact:b.a,,b.a., etc.

e T T —

VIE

Step 1 buying a lager that tastes good
Step 2 buying a German lager

Step 3 buying a lager with a foreign name
Step 4 buying a strong lager
3. BI;b.a,,b.a.,etc.

—_— LT i

VIE
Step 1
Step 2
Step 3
Step &
Step 5

buying a lager that tastes good
buying a Pils lager
buying a popular lager
buying a lager with a diet version
buying a lager which is easily

available

4, NB:SNBmc
VIE

1-5

Step 1 Friends
Step 2 Husband

5. BI:SNBmc
VIE
Step 1 Husband

1-5

Step 2 Sporty types
Step 3 Family

6. NB:SNB
VIE

1-5

Step 1 Friends
Step 2 Family
Step 3 People who know a lot about lager
Step 4 Husband

353

oo g

oo e

moom m m

38, 3%**
4.5%

27, Viekk
8 . J¥xkk
2,7*%
2.0ns

19, 2%%*
3.9%
3.4%
2.4%

1.9ns

48, 8%x*
2.8ns

5.3*
4,.0%
0.6ns
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Step 5 Sporty types

7. BI:SNB

VIE

1-5

]

Step 1 Husband

Step 2 Friends

Step 3 Sporty types

8. BI:b.a.,b.,a.,SNBme
e b Sl A T 1

VIE

1-5

Step 1 buying a lager that tastes good

Step
Step

2
3

Sporty types
buying a Pils lager

Step 4 buying a popular lager

Step
Step

9. BI:b.a.,b.a.,SNBmec
—Ti1 LT

VIE

Step
Stép
Step
Step
Step
Step
Step

5
6

Ny LN

buying a lager with a diet version

People who know a lot about lager

1-5 and Confidence
buying a lager that tastes good
Sporty types

buying a Pils lager

buying a popular lager

buying 2 lager with a diet version
Confidence

People who know a lot about lager

D4
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1.6ns

15 4%k
7. VHksk

0.9ns

19, 2%%%
4 4%
5. 2%%
3.5%%
2.6%

1.7us

19, 2%%%
4.4%
5.2%%
3.5%%*
2.6%
2.6%

1.8ns
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EXAMPLE OF IBM STATPACK PROGRAM




e

s

s

%

LX

o

Pdicn todan o

R .
TECLERINT ),

TR
Al V3l

Ty o5IE

KEAD File

T VES

- 1460 ROUS, 15 COLUNKS (FILE:CLPDATSE )

LadT DATA ITEM READ FROM IWFUT FILE CLFDATER

CCRESSIGN LINC THRAOUGH GRIGIR
.rs 21

SFECIAL OFTIDNS

NG

ENTER THE DEFCNDEMT VARIAELE
74

HCW tAakY VARITAELES DG YOU VISH 1§ DLLETE
LA

THESE VARIADLES

GFECIFY
r1,2,3

FLEASE SELECT THE STAKDARD(O) ,ADBREVIATED(1),0K AUTONATIC(2) CFTIOK

STEF 4

VARTATLE SELECTED..... B

SUR COF SRUARDS REBUCITY TN THIS STEF....
FROFPORTION OF VARIANCE OF Y REDUCED....
F FOR THIS VARIADLE (L1 .=1,163) ......
CUKULATIVE SU# GF 5%UARES REDUCED..... .
CUMULATIVE PRGFORTION RELUCED.wsevevwes

HULTIFLE CORRCLATION COEFFICIENT.... 0.667  (ADJUSTED R = 0.38/)

B i L ———

F FOR ANALYSIS OF VARI. (L. Fex 1,1563) 132.3"7

€ W VY. i A e e A WS e

L bR

356

- e, ———



@ o

o ©

Q

v v
F FOR THIS VAKIA

EERTURTTI N RCREPOTINN IS I T Contel,

—

UL REGH COLFF S.IRRDR F VALUD
5 0.72097 0.042¢6  132.37709
CONST 0.38428 0.14605
s1te 2
VARTABLE SELECTED..... 10

SUR 1IF SEUARES REBUCED IN THIS STEF....
FROTORTION 8F VARIAKCE OF Y KCLUCED....
F FOR THIS VARTALDLE (U.F.=1,182) ......

SHOULD VARIABLE ENTER
T

YEYS

CURULATIVE SUN OF SQUAKES REDUGCED......
CUAULATIVE FRGPCGRTION REDUCEDwesvrenes.

RULTIFLE CORRELATION.COLFFICIENT.... 0.439
“F FOR AHALYSIS OF VARI.(D.F.= 2,162) 73.231

STANDAKD ERROR OF ESTINATE.wecenean. 1.290

VARIABLES IN THE EON.

VELE REGN COEFF S.ERRIR F VALUE
8 C.45443 0.10847 - 18.33150
i0 D.35595 0.10671 §.22023

COAST 0.32795 0.14629
STer 3
VARTABLE SELECTED.....13
-U§ OF SGUARES RELGUCCD IN TRIS STEF....

Rot ORTIGN OF VARIANCE OF Y REDNGCED....
u RLE_{!’_.F."{’O’vl_,, g,:-e‘-_...

[N

T VALUE

1i.56652

13.874
0.027
8.220

43.

3.662
0,47

RS

0F

(ADJUSTED R =

(ADJUSTED SE=

T VALUE
4.281353
2.36709

- O
* s

i
iRy

:&—lc-
W e

FETA COLFF
0.66943

513,176
0.584)

1.298)

EETA COEFF
0.43124
0.26878

357

JR— —— - — ol



APPENDIX 6(viii)
ANALYSIS OF CORRELATIONS

METHOD USED FOR CHOOSING VARIABLES FOR INCLUSION IN SUBSEQUENT RUNS:

One, the correlation matrix of the original stepwise regression was
examined and
a. those predictors which correlated .5 or above with the criterion
were in turn excluded from consecutive runs. Also
b. intercorrelations between predictors were examined; included in
subsequent runs were those which correlated more with the criterion
variable, the rest were excluded. E.g. Brand A runs 1,2,3,5,6,7,9,
10,11,12,13,14 and Brand B runs 1,4,6,8-13,5. .
Two, a more subjective set was obtained by hypotheses formed during the
elicitation interview e.g. Brand A run 4,8, and Brand B run 3,7.
Three, .additional experimental runs were undertaken for Brand A omly to
a. exclude all the variables which correlated highly with the criterion
(.5 or above) e.g. experimental rums 1,2,5,6,.
b. Use that variable which correlated most with the criterion, as the

criterion variable e.g. experimental runs3,4,7,8.

BRAND A

Run 1. Aact and l1st reduced set of bi variables

IN:good taste/flavour and others. OUT: a pleasant cigarette, a satisfying
sustaining cigarette, reliable name and reputation, a cigarette to be
seen with., FULL SET: too strong and harsh, reasonably priced, good taste/
flavour, attractive pack, OK to offer around, buy it only when on offer,
increasing in popularity. ‘

VIE

N

Step 1 good taste/flavour = 113 .4%%%
Step 2 OK to offer around = 10.3%%%
Step 3 increasing in popularity F = 1.2ns3

Run 2. Aact and 2nd reduced set of bi variables

IN: a pleasant cigarette and others. OUT: good taste/flavour, a satisfying,
sustaining cigarette, reliable name and reputation. FULL SET: too stroné
and harsh, reasonably priced, a pleasant cigarette, attractive pack, OK,

to offer around, a cigarette to be seen with, buy it only when on offer,
increasing in popularity. '

VIE
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4

Step 1 a pleasant cigarette F = 147,9%%%
Step 2 a cigarette to be seen with F = 17.6%%%

Step 3 attractive pack F = 1.8ns

Run 3. Aact and 3rd reduced set of bi variables

IN: a satisfying, sustaining cigarette and others. OUT: good taste/flavour,
a pleasant cigarette, attractive pack, reliable name and reputation,

a cigarette to be seen With.‘FULL SET: too strong and harsh, reasonably
priced, a satisfying, sustaining cigarette, OK to offer around, buy it

only when on offer, increasing in popularity.

VIE
Step 1 a satisfying, sustaining cigarette F = 133,6%%*
Step 2 OK to offer around F = 3.4%
Step 3 too strong and harsh F = 1.1ns

Run 4. Aact and fourth set of bi variables: subjective set from elicitation:

reasonably priced, good taste/flavour, a pleasant cigarette, attractive

pack, OK to offer around, reliable name and reputation.

VIE \
Step 1 a pleasant cigarette F = 147,9%%%
Step 2 OK to offer around F.= 2.8ns

Run 5. BI and 1st reduced set of bi variables

IN: good taste/flavour and others. OUT: a pleasant cigarette, a satisfyiné,

sustaining cigarette, OK to offer around, a cigarette to be seen with, FULL

SET: too strong and harsh, reasonably priced, good taste/flavour, attractive
pack, reliable name and reputation, buy it only when on offer, increasing

in popularity.

VIE

Step 1 good taste/flavour = 199,8%*%*
Step 2 reasonably priced F= 5,9%%
Step 3 increasing in popularity F= 1.8ns

Run 6. and 2nd reduced set of bi variables

IN: a pleasant cigarette and others. OUT: good taste/flavour, a satisfying,

sustaining cigarette, OK to offer around, a cigarette to be seen with.
FULL SET: too strong and harsh, reasonably priced, a pleasant cigarette,

attractive pack, reliable name and reputation, buy it only when on offer,

increasing in popularity.

359

PR



VIE

Step 1 a pleasant cigarette F = 168, 5%
Step 2 increasing in popularity F= 5,2%%
Step 3 reasonably priced F= 2,7*%
Step 4 too strong and harsh F= 0.9ns

Run 7. BI and 3rd reduced set of bi variables

IN: a satisfying, sustaining cigarette. OUT: good.taste/flavour, a pleasant
cigarette, OK to offer around, a cigarette to be seen with.FULL SET:

too strong and harsh, reasonably priced, attractive pack, a satisfying,
sustaining cigarette, reliable name and reputation, buy it only when on

offer, increasing in popularity.

VIE
Step 1 a satisfying, sustaining cigarette F = 164 .6%*%*
Step 2 reasonably priced : F = 9,8%%*
Step 3 too strong and harsh F= 1.3ns

Run 8. BI and 4th subjective set of bi variables:

subjective set from elicitation: reasonably priced, good taste/flavour,
a pleasant cigarette, attractive pack, OK to offer around, reliable name
and reputation.

VIE

Step 1 good taste/flavour F = 199.8%%%
Step 2 a pleasant cigarette F o= 7.2%%
Step 3'reasonab1y priced F = 4,0%*
Step 4 OK td offer around F= 2.,5%
Step 5 Attractive pack F= O0.lns

Run 9. Aact and lst reduced set of biai variables

IN: good taste/flavour and others. OUT: apleasant cigarette, a satisfying,
sustaining cigarette, a cigarette to be seen with. FULL SET: too strong
and harsh, reasonably priced, good taste/fiavour, attractive pack, OK to
offer around, reliable name and reputation, buy it oniy when on offer,

increasing in popularity.

VIE
Step 1 good taste/flavour F = 98, 0%%%
Step 2 OK to offer around F = 8,7%%x*
Step 3 buy it only when on offer F= 1.5us
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Run 10.Aact:2nd reduced set of biai variables

IN: a nleasant cigarette and others. OUT: good taste/flavour, a satisfying,

sustaining cigarette, a cigarette to be seen with, FULL SET: too strong
and harsh, reasonably priced, a pleasant cigarette, attractive pack, OK
to offer around, reliable name and reputation, buy it only when on offer,

increasing in popularity.

VIE
Step 1 a pleasant cigarette ' F o= 117.4%%%
Step 2 OK to offer around F= 2.4ns

Run 11.Aact:3rd set if reduced biai variables

IN: a satisfying, sustaining cigarette and others. OUT: good taste/flavour,
a pleasant cigarette, a cigarette to be seen with. FULL SET: too strong
and harsh, reasonably priced, attractive pack, a satisfying, sustaining
cigarette, OK to offer around, reliable name and reputation, buy it only

- when on offer, increasing in popularity.

VIE
Step 1 a satiéfying,sustaining cigarette F = 115,0%%*
Step 2 OK to offer around = 2.,9ns

Run 12. BI and 1st reduced sét of biai variables

IN: good taste/flavour, and others. OUT: a pleasant cigarette, a satisfying,
sustaining cigarette, a cigarette to be seen with. FULL SET: too strong

and harsh, reasonably priced, good taste/flavour, attractive pack, OK '

to offer around, reliable name and reputation, buy it only when on offer,

increasing in popularity.

VIE
étep 1 good taste/flavour : F = 148, 4%*%*
Step 2 OX to offer around F = 0.4ns

Run 13. BI and 2nd reﬁuced set of biai variables

IN: a pleasant cigarette and others. OUT: good taste/flavour, a satisfying,
sustaining cigarette, a cigarette to be seen with, FULL SET: too strong

and harsh, reasonably priced, a pleasant cigarette, attractive pack,

OK to offer around, reliable name and reputation, buy it only when on offer,
increasing in popularity.

Vit ,

Step 1 a pleasant cigarette 100, Q%**

2.0ns

o
] it

Step 2 reasonably priced
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Run 14. BI and 3rd reduced set of biai variables

IN: a satisfying, sustaining cigarette and others. OUT: good taste/flavour,
a pleasant cigarette, a cigarette to be seen with. FULL SET: too strong
and harsh, reasonably priced, attractive pack, a satisfying, sustaining
cigarette, OK to offer around, reliable name and reputation, buy it only

when on offer, increasing in popularity.

VIE
Step 1 a satisfying, sustaining cigarette F = 95.4%%%
Step 2 reasonably priced =  2.3ns

BRAND B
Run 1. Aact and first reduced set of bi variables

IN: good taste/flavour and others. OUT: a pleasant cigarette, a satisfying,
sustaining cigarette, OK to offer around, reliable name and reputation,

a cigaretfe to be seen with, increasing in popularity. FULL SET: too
strong and harsh, reasonably priced, good taste/flavour, attractive pack,
buy it only when on offer.

VIE

Step 1 good taste/flavour = 96,Q%%*
Step 2 too strong and harsh S F = 16, 1%%%
Step 3 reasonably priced = 2.4us

Run 2. Aact and 2nd reduced biset

IN: a pleasant cigarette and others. OUT: good taste/flavour, a satisfying,
sustaining cigarette, OK to offer around, reliable name and reputation,

a cigarette to be seen with, increasing in popularity. FULL SET: too strong
and harsh, reasonably priced, a pleasant cigarette, attractive pack,

buy it only when on offer.

VIE

Step 1 a pleasant cigarette F = 84,5%%%
Step 2 too strong and harsh F = 16, 2%%% .
Step 3 reasonably priced F= 4,3*%

Step 4 buy it only when on offer F= 0,6ns.

Run 3. Aact and 3rd reduced set of bi variables

Subjective set from elicitation: too strong and harsh, reasonably priced,
good taste/flavour, attractive pack.

VIE
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Step 1 good taste/flavour F = 06,0%%*
16, T¥#¥%

2.40s8

Step 2 too strong and harsh

Step 3 reasonably priced

Run 4, BI and first reduced set of bi variables

IN: good taste/flavour and others. OUT: a pleasant cigarette, a satisfying,
sustaining cigarette, reliable name and reputation, a cigarette to be

seen with, increasing in popularity. FULL SET: too strong and harsh,
reasonably priced, good taste/flavour, attractive pack, OK to offer around,
buy it only when on offer.

VIE

Step 1 good taste/flavour F = 115,6%%%
Step 2 OK to offer around F = 13,3%%%
Step 3 reasonably priced F= 6,2*%
Step 4 too strong and harsh F= -3.8as

Run 5. BI and 2nd reduced bi set of variables -

IN: a pleasant cigarette and others. OUT: good taste/flavour, a satisfying,
sustaining cigarette, OK to offer around, reliable name and reputation,

a cigarette to be seen with, increasing in popularity. FULL SET: too
strong and harsh, reasonably priced, a pleasant cigarette, attractive

pack, buy it only when on offer.

VIE

Step 1 a pleasant cigarette F = 118,5%*%*
Step 2 reasonably priced F = 12.4%%%
Step 3 too strong and harsh F= 5.3%

F = 1.5us

Step 4 attractive pack

Run 6. BI and 3rd reduced set of bi variables

IN: a satisfying, sustaining cigarette and others. OUT: good taste/flavour,
a pleasant cigarette, OK to offer around, reliable name and reputation,

a cigarette to be seen with, increasing in popularity. FULL SET: too
strong and harsh, reasonably priced, attractive pack, buy it only when on
offer, a satisfying, sustaining cigarette.

VIE .
= 105,6%%*

Step 1 a satisfying, sustaining cigarette F

Step 2 reasonably priced F= 7,3%x
Step 3 too strong and harsh F= 6,7%%
Step 4 attractive pack F= 1.%9ns
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Run 7. BI and 4th reduced set of bi variables: subjective set from elicitat-

ion: too strong and harsh, reasonably priced, good taste/flavour, attractive

péck.

VIE |

Step 1 good taste/flavour F = 115,6%%%
Step 2 reasonably priced F= 9,6%%
Step 3 too strong and harsh F= 5,9%
Step 4 attractive pack F= 2,518

Run 8. Aact and 1st set of reduced biai variables

IN: good taste/flavour and others. OUT: a pleasant cigarette, a satisfying,
sustaining cigarette, OK to offer around. FULL SET: too strong and harsh,
reasonably priced, good taste/flavour, attractive pack, reliable name

and reputation, a cigarette to be seen with, buy it only when on offer,

increasing in popularity.

VIE:

Step 1 good taste/flavour F = 73,8%%%
Step 2 a cigarette to be seen with = 9, 4%%

Step 3 reliable name and reputation = 2.2ns

Run 9. Aact and 2nd reduced set of biai variables

IN: a pleasant cigarette and others. OUT: good taste/flavour, a satisfy-
ing and sustaining cigarette, OK to offer around. FULL SET: too strong
and harsh, reasonably priced, a pleasant cigarette, attractive pack,
reliable name and reputation, a cigarette to be seen with, increasing in
popularity, buy it only when on offer,

VIE:

Step 1 a pleasant cigarette = 75,3%%%
Step 2 a cigarette to be seen with = 7,6%%
Step 3 reliable name and reputation = 3.5nms

Run 10, Aact and 3rd reduced set of_biai variables

IN: a satisfying, sustaining cigarette and others. OUT: good taste and
flavour, a pleasant cigarette, OK to offer around. FULL SET: a satisfying,
sustaining cigarette, a cigarette to be seen with, too strong and harsh,
reliable name and reputation, reasonably priced, buy it only when on offer,
increasing in popularity, attractive pack. '

VIE

Step 1 a satisfying, sustaining cigarette F = 67.2%%*
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Step 2 a cigarette to be seen with = ]1,2%%%

F
Step 3 too strong and harsh F=" 1.9ns

Run 11. BI and first reduced set of biai variables

IN: good taste/flavour and others. OUT: a pleasant cigarette, a satisfying,
sustaining cigarette, OK to offer around. FULL SET: good taste/flavour,
attractive pack, reasonably priced, too strong and harsh, increasing in

popularity, reliable name and reputation, buy it only when on offer.

VIE
Step 1 good taste/flavour F = 88,0%%*
Step 2 attractive pack CF o= 9 4%k
Step 3 reasonably priced F= 2.9ns

Run 12. BI and 2nd reduced set of biai variables

IN: a pleasant cigarette and others, OUT: good taste/flavour, a satisfying,
sustaining cigarette, CK to offer around. FULL SET: a pleasant cigarette,
attractive pack, reasonably priced, increasing in popularity, tob strong
and harsh, reliable name and reputation, a cigarette to be seen with,

buy it only when on offer.

VIE |
90, 8¥x*

Step 1 a pleasant cigarette =
Step 2 attractive pack = §,8%%
Step 3 reasonably priced = 3.4ns

Run 13. BI and 3rd reduced set of biai variables

IN: a satisfying, sustaining cigarette and others. OUT: good taste/flavour,
a pleasant cigarette, OK to offer around. FULL SET: a satisfying, sustain-
ing cigarette, a cigarette to be seen with, reasonably priced, attractive
pack, too strong and harsh, reliable name and reputationm, increasing in
popularity, buy it only when on offer.

VIE :
82, 3%%*

Step 4 attractive pack

Step 1 a satisfying, sustaining cigarette F =

Step 2 a cigarette to be seen with F= 6,9%*

Step 3 reasonably priced F=  4,3%
F = ‘3.0ns
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BRAND A

experimental Run 1. Aact and bi variables MINUS 3 variables which correlate

highly:good taste/flavour, a pleasant cigarette and a satisfying, sustain-
ing cigarette
VIE

Step 1 a cigarette to be seen with F = 67,5%%%
Step 2 too strong and harsh F = 12, 7%%%
Step 3 increasing in popularity F= 6,]%kx
Step 4 OK to offer around F= 2.,8%

F = 1.2ns

Step 5 buy it only when on offer

experimental run 2 BI and bi variables MINUS 3 variables which correlate

highly: good taste/flavour, a pleasant cigarette and a satisfying and
sustaining cigarette

VIE

Step 1 a cigarette to be seen with F = 60,0%%*
Step 2 reasonably priced F = 21,2%%%
Step 3 too strong and harsh F = 13,3%%*
Step 4 OK to offer around F= 4,2%%
Step 5 buy it only when on offer F= 2,2%
Step 6 increasing in popularity F = 1.9ns

experimental run 3, A pleasant -cigarette as dependent variable: all

bi variables included

VIE
Step 1 good taste/flavour F = 665,6%%%
Step 2 a satisfying, sustaining cigarette F = 55.6%%%
Step 3 OK to offer around F = 12,1%%%
Step 4 reasonably priced F = 4, 8%%k
Step 5 too strong and harsh F= 3,0%

6 F = 1.6ns

Step 6 increasing in popularity

experimental run 4. A pleasant cigarette as dependent variable:MINUS good

taste/flavour and a satisfying, sustaining cigarette

VIE
Step 1 OK to offer around F = 99,5%%%
Step 2 too strong and harsh F = 43,.6%%*
Step 3 reasonably priced F = 21.0%%%
Step 4 a cigarette to be seen with F = 5,8%%%
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3.2%%
2.3%
1.4ns

Step 5 reliable name and reputation

Step 6 attractive pack

Step 7 increasing in popularity

experimental run 5. Aact and biai variables MINUS 3 variables which correlate

highly:

VIE
Step 1 OK to offer around CF = 26,5%%%
Step 2 buy it only when on offer = 5,5%
Step 3 increasing in popularity = 1.8ns

experimental run 6. BI and biai variables MINUS 3 variables which correlate

highly:

VIE

Step 1 reasonably priced F = 14, 1%%*
Step 2 OK to 6ffer around | = 9, 4%%

Step 3 buy it only when on offer F= 2.5ns

experimental run 7. a pleasant cigarette as dependent variable: all b.a,
i1
variables included

VIE -~

Step 1 good taste/flavour F = 388,9%%%
Step 2 a satisfying, sustaining cigarette F = 34 ,4%%%
Step 3 OK to offer around ' F = 13,0%%*
Step 4 a cigarette to be seen with CF = 4,0%%
Step 5 too strong and harsh F = 1.2ns

experimental run 8. a pleasant cigarette as dependent variable MINUS good

taste/flavour and a.satisfying, sustaining cigarette which correlate highly:

VIE
Step 1 OK to offer around - F = 51,9%%%
Step 2 reasonably priced F = 18,6%%%
Step 3 a cigarette to be seen with F = 10,7%%*
Step 4 reliable name and reputation F = 3.4%*
Step 5 buy it only when on offer F= 2.8%
Step 6 increasing in popularity F= 0.8as
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APPENDIX 6(ix)

A

1. Statistical note on principal component and factor analysis programs
2. Principal Component, PA1 and PA2 Factor Analyses for Sub-sector of

cigarette market

For total market segment full details 5

For Brand A full details

For remaining brands PAl analysis only.

1. Technical and statistical note on principal component and factor analysis

(PA1,PA2) programs

These techniques look for patterns of relationships in the data to

reduce them to a smaller set of components or factors.

Principal Component Analysis

The variables in the original correlation matrix which form the input
for the analysis, are changed into new variables and these are exact
mathematical transformations of the original data. This change preceedes
the data reduction sequence. The principal components that result are
orthogonal (uncorrelated) to each other. No assumptions are built into this
analysis, simply the best linear combination of variables is asked for.

It is best in the sense that the particular combination of variables accounts
for more of the variance in the data as a whole than any other linear
combination of variables. The first component is therefore the single best
summéry of linear relationships exhibited in the data, etc.

The analysis was run on the SPSS program and in terms of the output
represents: factor matrix using principal factor, no iteration. For each
principal component, the eigenvalues associated with it.are pfovidédait
.The sum of the eigenvalues is a measure-of the total variance“existing in ;
_thehdata;‘oh }he tableé_thé'§igenvaiues‘are given as percentages for each
componeét. The program then proceeds to the rotated solutions and of these
PAl and PA2 were used.

Factor Analyses:PAl, PA2 -

Factor analyses rest on the assumption that there are meaningful

relationships between the variables.

PAl -Principal Factoring without iteration

In terms of SPSS output it is the varimax rotated factor matrix. The
number of factors to be obtained can be specified in two ways: . ]
- one, after computing the principal component analysis the number
of significant factors to be obtained for the final rotated solution can

be determined by the specification of a minimum eigenvalue criterion. This
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was specified at 0.5, as this would give an initial view of the spread of
the variance in the data. This approach was used in the initial exploration
of the data, which attempted to find the best factoring method. The results
are given in this appendix.

- Two, specifying the number of factors to be extracted from the data,
after the principal run. Varimax rotated factor solutions ranging from
4-9 factors were extracted from the data sets for all cigarette brands and

for Watneys beers (representing brewers' beers) and Harp (representing

lagers). These are given in appendix 6(x).

PA2 ~ Principal Factoring with iteration

this is an alternative mathod to PAl and it differs from PAl in two
respects

~ it replaces the main diagonal elements of the correlation matrix
with communality estimates and

- it employs an iteration proceedure for improving the estimates of
communality.
Communality of a variable refers to the amount of variance of a variable
that is shared by at least one other variable in the set; the complement
of communality is the unique variance of a variable not accounted for by
any other variable in the set.

This method was also initially explored and the data are also given
'in this appendix.

Principal Component Analysis significance tests

In the initial exploratory runs, presented inthis Appendix, the
number of factors to be extracted from the data were specified by limiting
the minimum eigenvalue to 0.5. Whether the resultant number of components
was reasonable for the data could be fested by

one, examining the percentagé’of the total variance .explained by
each component and the remainder and determining some appropriate cut-off
point or

two, by applying Bartlett's test. This was computed for all the
principal component data presented inthis Appendix, but did not work well,
because mathematically the sample size was so large it swamped all other
parts of the calculation.

Three, exploring the total market structure. In the initial exploration
another approach was examined., The beliefs (bi) for all the brands of
cigarettes were subjected to a principal/PAl analysis with the minimum
eigenvalue specified at 0.5. There were two possible results which could

‘emerge. One, each component could represent all the belief items for a
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given'brand and the result would have been 7 factors, there being 7 brands.
This would have confirmed that the datawere collected separately for each
brand. Or two, and more interestingly, each component could represent a
belief area, with the identical statements drawn from each brand. Here the
maximum would have been 11 components, as there were 11 beliefs or some
lesser number which might have thrown some light on the redundancy in the
data,l

The run was repeated, but this time 7 factors were;pecified. This
was done on the assumption that 7 factors might emerge as separate factors.

First analysis Second analysis

(eigenvalue = (7 factors)
0.5)
PC1 15% 15.2%
PC2 97 8.1%
PC3 7% 6.7%
PC4 6% 5.6%
PC5 5% - 5.2%
PCh 5% Y
PC7 4%
PC8 4%
PC9 3%
PCI10 3%
Rest 397 49.5%

This approach did not appear to be a fruitful one: the percentage variance
explained by the total number of components was not very high. Further, on
the whole, components related to brands but the situation was by no means
clear cut: all beliefs for a given brand were not in the same component;
two brands could could with different beliefs share the same component. We
obtained neither 7 brand components nor 11 belief components; the former
would have underlined the structure imposed by data collection, the latter:
Fishbein's argument that all 11 beliefs are of value because they are the
salient set, '

Four, the only main alternative left to explore was to run a range of
solutions and examine these in terms of their meaning and decide the right

number ~ of factors for PA1/PA2 in this way. This was done and the data ‘are

given in appendix 6(x).
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EVALUATIONS (ai) FOR TOTAL SUB-SECTOR OF CIGARETTE MARKET

NO ITERATION (PC)

Fl1: 31.2%
a cigarette to be seen with .75
reliable name and reputation .73

FA:VARIMAX ROTATION(PAT)

OVERALL EVALUATION ,
good taste/flavour .88
a pleasant cigarette .85

OK to offer around .72 a satisfying, sustaining cig..83
a pleasant cigarette .66
increasing in popularity .63
attractive pack ' .60
a satisfying, sustaining cig. .59
good taste/flavour .50
F2:18.5% | PACK
good taste/flavour .72 attractive pack .92
a satisfying,sustaining cig. .58 a cig. to be seen with .66
a pleasant cigarette .53 '
reasonably priced .51
F3: 9.6% STRENGTH
too strong and harsh .75 too strong and harsh .99
buy it only when on offer .57 ‘
F4:9.1% . BARGAIY
too strong and harsh -.53 buy it only when on offer .99
F5:7.7% POPULARITY
reasonably priced .72 increasing ipn popularity .91
_F_'é_: 6.0% REPUTATION
increasing in popularity -.54 OK to offer around .81
' reliable name and reputation .78
F7:4.8% PRICE _
OK to offer around -.44 reasonably priced .98
. FA: VARIMAX ROTATION (PA2)
Fl REPUTATION
- a cigarette to be seen with .87
attractive pack .71
OK to offer around .67
increasing in popularity .61
: reliable name and reputation .55
F2 'OVERALL EVALUATION'
- good taste/flavour .84
a pleasant cigarette .81
a satisfying,sustaining cig. .70
F3 - :
- too strong and harsh (=.49)
F4 '
- buy it only when on offer ( .47)
F5
- reasonably priced (..47)
F6
- attractive pack ( .32)
F7

reliable name and reputation(.27)

Key: figures in brackets are below 0.5 and in these instances factors
have not been given a name; % are eigenvalues.

This table was run separately for all brands, and as expected, identical

results were obtained.
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REDUCED ai FACTOR: use of rotated factor matrix (PA1)

V94 explained by F3¥ V94 (too strong and harsh) S =F3
V95 " " F7 V95(reasonably priced) =F7

V96 S " F1 V96 (good taste/flavour) =F]

V97 o "

V98 " " F2{1 v98(attractive pack) . =F2

V39 " " F1

V100 " " F6 V100(OK to offer around) =F6

V101 " " F6 ]

vio2 " "oF2 J

vios " " F4 V103(buy it only when on offer) =F4

V104 " " FS V104 (increasing in popularity) =F5

Key: in subsequent tables oniy the second part of the reduced factors
will be shown; this is the main result on the right hand side of the

above table..

* picked by inspection of largest factor score in rows, of at least

15.
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BRAND A: PC:PA1:PA2 for beliefs (bi)

NO ITERATION (PC)

FA:VARIMAX(PAY)

21347% OVERALL EVALUATION

a satisfying, sustaining cig. .86 good taste/flavour .89

a pleasant cigarette .86 a pleasant cigarette .86

good taste/flavour .82 a satisfying,sustaining cig. .85

OK to offer around .76

reliable name and reputation .72

a cig. to be seen with .70

attractive pack .68

increasing in popularity .65

reasonably priced .53 ‘

too strong and harsh -.52

F2:11.7% REPUTATION

buy it only when on offer .65 reliable name and reputation .85

too strong and harsh (.47) OK to offer around .79
a cigarette to be seen with .71

F3:8.3% BARGAIN

buy it only when on offer .63 buy it only when on offer .98

reasonably priced (=.37)

F4:7.8% PRICE

Teasonably priced .65 reasonably priced .94

F5:5.9% . STRENGTH -

too strong and harsh .60 too strong and harsh .93

F6:5.1% POPULARITY

increasing in popularity -.54 increasing in popularity .89

F7:4.8% PACK

attractive pack (.48) attractive pack .89
FA:VARIMAX ROTATION(PA2)

r} OVERALL EVALUATION

- good -taste/ flavour .84
a pleasant cigarette .84
a satisfying, sustaining cig. .79

F2 REPUTATION

- attractie pack .51
OK to offer around .78
reliable name and reputation .76
a cigarette to be seen with .67

F3 PRICE

— reasonably priced .64

F& BARGAIN

- buy it only when on offer .57

F5

- too strong and harsh (-.43)

F6

- increasing in popularity (.23)

F7

- a cigarette to be seen with .17)
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REDUCED bi FACTOR (PA1)

Too strong and harsh
reasonably priced

good taste/flavour
attractive pack

reliable name and reputation
buy it only when on offer

increasing in popularity
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BRAND A: FA: VARIMAX ROTATION (PAl1) for biai beliefs

OVERALL EVALUATION

good taste/flavour .91
a pleasant cigarette © .88
a satisfying, sustaining cigarette .87
PACK

attractive pack .91
STRENGTH

too strong and harsh .99
BARGAIN )

buy it only when on offer , .98
POPULARITY

irncreasing in popularity .93
REPUTATION 1

reliable name and reputation .89
REPUTATION 2

OK to offer around .84
a cigarette to be seen with 74
PRICE

reasonably priced .97

REDUCED b.a, FACTOR (PA1)

too strong and harsh =F3
reasonably priced =F8
good taste/flavour =F]
attractive pack =F2
OK to offer around =F7
reliable name and reputation =F6
buy it only when on offer ° =F4
increasing in popularity - =F5
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BRAND B

b. beliefs
i

FA: VARIMAX ROTATION(PAl)
OVERALL EVALUATION

a. pleasant cigarette .90
good taste/flavour .90
a satisfying,sustaining cig.83
REPUTATION

reliable name & reputation .30
OK to offer around .77
a cigarette to be seen with.72
STRENGTH

too strong and harsh .96
PRICE '

reasonably priced . 9%
BARGAIN

buy it only when on offer .99
POPULARITY

increasing in popularity .88
PACK

attractive pack .91

REDUCED bi FACTOR

too strong and harsh =F3
reasonably priced =F4
a pleasant cigarette =F1

reliable name and reputat-
ion v =F2
buy it only when on offer =F5

increasing in popularity =F6
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b.a, beliefs i
i%i

FA: VARIMAX ROTATION (PA1l)

OVERALL EVALUATION

good taste/flavour

a pleasant cigarette

a satisfying, sustaining cig.
PACK

attractive pack

STRENGTH

too strong and harsh

BARGAIN

buy it only when on offer
POPULARITY

increasing in popularity
PRICE

reasonably priced

REPUTATION 1 °

a cigarette to be seen with
OK to offer around
REPUTATION 2

reliable name and reputation

REDUCED biai FACTOR

too strong and harsh
reasonably priced

good taste/flavour
attractive pack

reliable name and reputation
a cig. to be seen with

buy it only when on offer

increasing in popularity

.92
.9]
.83

.93

.96
<99

.95

.82
.79



BRAND C

b. beliefs
1

FA:VARIMAX ROTATION (PA1)
OVERALL EVALUATION

good taste/flavour

a pleasant cigarette

a satisfying,sustaining cig.
REPUTATION

reliable name and reputation
OK to offer around

PRICE

reasonably priced

BARGAIN -

buy it only when on offer
STRENGTH

too strong and harsh

PACK

attractive pack

POPULARITY

increasing in popularity-

REDUCED bi FACTOR

too sfrong and harsh
reasonably priced

good taste/flavour
attractive pack

reliable name and reputation
buy it only when on offer

increasing in popularity

<90
l87
.84

.82
.79

.89
.99
91
.89

.90

=F2

377

b.a. beliefs
ii

FA:VARIMAX ROTATION (PAl)
OVERALL EVALUATION

good taste/flavour «94
a pleasant cigarette .89
a satisfying,sustaining cig. .89
REPUTATION 1

reliable name and reputation .90

BARGAIN

buy it only when on offer .99
STRENGTH '

too strong and harsh .99
POPULARITY

increasing in popularity .95
REPUTATION 2

a cigarette to be seen with .82

PRICE
reasonably priced .98
PACK
attractive pack .90

REDUCED biai FACTOR

too strong and harsh =F4
reasonably priced =F7
good taste/flavour =F1
attractive pack : =F8

reliable name and reputation =F2
a cigarette to be seen with =F6
buy it only when on offer =F3

increasing in popularity =F5



BRAND D

b. beliefs
1

FA:VARIMAX ROTATION (PAl)
OVERALL EVALUATION

good taste/flavour

a pleasant cigarette

a satisfying,sustaining cig.
REPUTATION/POPULARITY
reliable name and reputation
a cigarette to be seen with
increaing in popularity

OK to offer around

BARGAIN

buy it only when on offer
PRICE -

reasonably priced

STRENGTH

too strong and harsh

P.\CK

attractive pack

REDUCED bi FACTOR

too strong and harsh
reasonably priced

good taste/flavour
attractive pack

reliable name and reputation

buy it only when on offer

.90
.89
.85
.81
.79
.70
,69
.97
.94
.99

.90

=F5

378

b.a. beliefs
i7i

FA:VARIMAX ROTATION (PAl)

OVERALL EVALUATION

a pleasant cigarette .91
good taste/flavour : 91
a satisfying, sustaining cig.91
POPULARITY

increasing in popularity .95
BARGAIN

buy it only when on offer .99
STRENGTH

too strong and harsh .99
PACK )
attractive pack .95
PRICE

reasonably priced .97

REPUTATION 1

reliable name and reputation.86
a clgarette to be seen with .55
REPUTATION 2

OK to offer around .87

REDUCED biai FACTCR

too strong and harsh =F4
reasonably priced =F6
a pléasant cigarette =F1
attractive pack =F5
OK to offer around =F8

reliable name and reputation=F7
buy it only when on offer =F3

increasing in popularity =F2



BRAND E

b, beliefs
1

FA:VARIMAX ROTATION(PA1)

- OVERALL EVALUATION

good taste/flavour

a pleasant cigarette

a satisfying,sustaining cig.
a cigarette to be seen with

REPUTATION/PACK

attractive pack

reliable name and reputation
a cigarette to be seen with

OK to offer around

STRENGTH

too strong and harsh

BARGAIN

buy it only when on offer
POPULARITY

increasing in popularity
PRICE

reasonably priced

REDUCED bi FACTORS

too strong and harsh
'reasonably priced '

good taste/flavour

reliable name and reputation
buy it only when on offer

increasing in popularity

379

.90
.87
.84
,52

.79
.79
.57
052

.97

.99

.92

b.a, beliefs.
11

~ FA:VARIMAX ROTATION(PA1)

OVERALL EVALUATION

good taste/flavour .93
a pleasant cigarette .88
a satisfying,sustaining cig. .87

reasonably priced
STRENGTH

BARGAIN

buy it only when on offer .97
PACK/REPUTATION

attractive pack .79

a cigarette tobe seen with, .71

POPULARITY

increasing in popularity .96
PRICE

.93

too strong and harsh .99

REPUTATION 1

reliable name and reputation .93
REPUTATION 2

OK to offer around .85
REDUCED biai FACTORS

too strong and harsh =F6
reasonably priced =F5
.good taste/flavour =F1
attractive pack ‘ =F3
OK to offer around =F8

reliable name and reputation =F7
buy it only when on offer, =F2

increasing in popularity



BRAND F

b. beliefs
i

FA:VARIMAX

ROTATION(PA1)

OVERALL EVALUATION

a satisfying,sustaining cigarette .88

a pleasant

cigarette

good taste/flavours

STRENGTH
too strong

REPUTATION

and harsh

reliable name and reputation

BARGAIN

buy it only when on offer

PACK
attractive
PRICE
reasonably

POPULARITY

increasing

REDUCED.br

pack
priced

in popularity

FACTORS

too stfong
reasonably

attractive

and harsh
priced

pack

a satisfying,sustaining cig.

reliable name and reputation

buy it only when on offer

increasing

* a cigarette to be seen with

in popularity
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.87
.85

.96

.83
.99
.92
.90

.86

b.a., beliefs
i1

FA:VARIMAX ROTATION(PA1)
OVERALL EVALUATION

good taste/flavour .90
a satisfying,sustaining cig..89
a pleasant cigarette .89
PACK

attractive pack .91
OK to offer around ' .53
BARGAIN

buy it only when on offer .98
STRENGTH

too strong and harsh .99
POPULARITY

increasing in popularity .96

REPUTATION 1

reliable name and reputation .91
PRICE

reasonably priced .92
REPUTATION 2 .

a cigarette to be seen with .89

REDUCED biai FACTORS

too strong and harsh =F4
reasonably priced =F7
good taste/flavour =F1
attractive pack =F2

reliable name and reputation =F6

" a cigarette to be seen with =F8

buy it only when on offer =F3

increasing in popularity =F5



BRAND G

b, beliefs
i

FA:VARIMAX ROTATION (PA1)
OVERALL EVALUATION

good taste/flavour .88
a pleasant cigarette . .88
a satisfying,sustaining cig..86
REPUTATION/PACK

attractive pack .90
reliable name and reputation.61
PRICE

reasonably priced .94
STRENGTH

" too strong and harsh .95
REPUTATION

a cigarette to be seen with .78
OK to offer around .78
BARGAIN

buy it only when on offer .99
POPULARITY

increasing in popularity .85

REDUCED bi FACTORS

too strong and aharsh =F4
reasonably priced =F3
attractive pack =F2

a satisfying,sustaining cig.=F]

a cigarette to be seen with-=F5

buy it only when on offer  =F6

" increasing in popularity =F7
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b.a, beliefs
i1

FA;VARIMAX ROTATION (PA1)

CVERALL EVALUATION

good taste/flavour .92
a pleasant cigarette .92
'a satisfying,sustaining cig..87
REPUTATION/PACK

attractive pack .83
reliable name and reputation.76
STRENGTH '

too strong and harsh .98
PRICE

reasonably priced .96
POPULARITY

increasing in popularity .93
REPUTATION

OK to offer around .89
BARGAIN

buy it only when on offer .99

REDUCED biai FACTORS

too strong and harsh =F3

reasonably priced =F4
good taste/flavour =F1
attractive pack =F2
OK to offer around =F6

buy it only when on offer =F7

increasing in popularity =F5



APPENDIX 6(x)

RANGE OF FACTOR SOLUTIONS:4-9 GIVEN FOR PA] FOR BRAND A, FOR OTHER

CIGARETTE BRANDS CHOSEN SOLUTION ONLY GIVEN: bi BELIEFS

BRAND A

4 FACTOR SOLUTION

F1 REPUTATION/POPULARITY
reliablendme and reputation
OK to offer around

a cigarette to be seen with
attractive pack

increasing in popularity

F2 OVERALL EVALUATION

good taste/flavour

a pleasant cigarette

a satisfying,sustaining cig.

too strong and harsh

F3 PRICE/POPULARITY
reasonably priced
increasing in popularity
F4 BARGAIN

buy it only when on offer
FS

REDUCED FACTOR

reasonably priced

good taste/flavour

reliable name and reputation

buy it only when on offer

.81
.81
.76
.65
S

.86
.84
.82
-.65

.88
.56

.95

=F1
=F4
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5 FACTOR SOLUTION

REPUTATION/POPULARITY

reliable name and reputation .81

OK to offer around .81
a cigarette to be seen with .75
attractive pack .64
increasing in popularity .51
OVERALL EVALUATION

good taste/flavour .88
a pleasant cigarette .85

a satisfying,sustaining cig. .84

PRICE/POPULARITY

reasonably priced .91
increasing in popularity .52 .
BARGAIN

buy it only when on offer .98
STRENGTH

too strong and harsh .89

REDUCED FACTOR

too stroungand harsh =F>
reasonably priced - =F3
good taste/flavour =F2

reliable name and reputaton =F1

buy.it only when on offer =F4



" BRAND A
6 FACTOR SOLUTION

F1 OVERALL EVALUATION

good taste/flavour

a pleasant cigarette

a satisfying,sustaining cig.
F2 REPUTATION

reliable name and reputation
OK to offer around
attractive pack

a cigarette to be seen with
F3 PRICE

reasonably priced

F4 BARGAIN

buy it only when on offer
FS STRENGTH

too strong and harsh

F6 POPULARITY

increasing in popularity

F7

REDUCED FACTOR

too strong and harsh
reasonably priced

good taste/flavour

reliable name and reputation
buy it only when on offer

increasing in popularity

.89
.87
.84
.80
.77
.71
.71
.89
.98
493

.83
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7 FACTOR SOLUTION

OVERALL EVALUATION
good taste/flavour
a pleasant cigarette

.89
.86

a satisfying, sustaining cig. .85

REPUTATION

reliable name and reputation

OK to offer around
a cigarette to be seen with

BARGAIN
buy it only when on offer
PRICE ‘

»reasonably.priéedv

STRENGTH

too strong and harsh
POPULARITY

increasing in popularity
PACK

attractive pack

REDUCED  FACTOR

too strong and harsh
reasonably priced

good taste/flavour
attractive pack

reliable name and reputation
buy it only when on offer

increasing in popularity

.85
.79
.71

94

.93
.89

.89



BRAND A
8 FACTOR SOLUTION

F1 OVERALL EVALUATION
good taste/flavour
a pleasant cigarette

a satisfying, sustaining cig..

F2 REPUTATION 1

reliable name and reputation
OK to offer around

F3 PRICE

reasonably priced

F4 BARGAIN

buy it only when on offer
F5 POPULARITY

increasing in popularity
F6 STRENGTH

too strong and harsh

F7 PACK

attractive pack

-F8 REPUTATION 2

a cigarette to be seen with
F9

REDUCED . FACTOR

too strong and harsh

reasonably priced

good taste/flavour
attractive pack

reliable name and reputatiomn
a cigarette to be seen with
buy it only when on offer

increasing in popularity

.89
.86
.85

.86
.76

.95
.99
.90
.94
.89

.85
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9 FACTOR SOLUTION

OVERALL EVALUATION

good taste/flavour .90
a pleasant cigarette .87
a satisfying,sustaining cig.85
BARGAIN

buy it only when on offer .99

PRICE

reasonably priced ‘ .95
STRENGTH -

too strong and harsh .94

POPULARITY

increasing in popularity .91
PACK

attractive pack .90
REPUTATION 1

reliable name and reputation87
REPUTATION 2

a cigarette to be seen with.87
REPUTATION 3

0K to offé;—érouqd .82

REDUCED FACTOR

too strong and harsh =F4
reasonably priced . =F3
good taste/flavour =F1
attractive pack =F6
OK to offer around =F9

reliable name and reputationF7
a cigarette to be seen with=F8
buy it only when on offer =F2

increasing in popularity  =F5



"BRAND B
CHOSEN 7 FACTOR SOLUTION

F1 OVERALL EVALUATION

a pleasant cigarette

good taste/flavour

a satisfying,sustaining cig.
F2 REPUTATION

reliable name and reputation
OK to offer around

a cigarette to be seen with .
F3 STRENGTH

too strong and harsh

F4 PRICE

reasonably priced

FS BARGAIN

buy it only when on offer

F6 POPULARITY

increasing in popularity

F7 PACK ’
attractive pack

REDUCED FACTORS

too strong and harsh

reasonably priced

a pleasant cigarette
reliable name and reputation
buy it only when on offer
increasing in popularity

attractive pack

090
.90
.83
.80
.77
.72
.96
94

.99

.88

9
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BRAND C ‘ :
CHOSEN 7 FACTOR SOLUTION

OVERALL EVALUATION

good taste/flavour .90
a pleasant cigarette .87
a satisfying,sustaining cig..84
REPUTATION

reliable name and reputation.82
OK to offer around .79

PRICE

reasonably priced .89
BARGAIN

buy it only when on offer .99
STRENGTH )
too strong and harsh .91
PACK

attractive pack .89
POPULARITY

increasing in popularity .90

REDUCED FACTORS

too strong and harsh  =FS
reasonably priced =F3
good‘taste/flavour =F1
attractive pack =F6
_reliable name and reputation=F2
buy it only when on offer =F4
increasing in popularity =F7



BRAND D

CHOSEN 6 FACTOR SOLUTION
F1 OVERALL EVALUATION
good taste/flavour

a pleasant cigarette
a satisfying,sustaining cig.

F2 REPUTATION/POPULARITY
reliable name and reputation
a cigarette to be seen with.
increasing in popularity

OK to offer around

F3 BARGAIN :

buy it only when on offer
F4 PRICE '
reasonably priced

F5 STRENGTH

too strong and harsh

F6 PACK

attractive pack

REDUCED FACTOR

too strong and harsh
~ reasonably priced
good taste/flavour
attractive pack
reliable name and reputation

/buy it only when on offer

.90
.89
.85

.81
.79
.70
.69

.97
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BRAND E
CHOSEN 6 FACTOR SOLUTION

OVERALL EVALUATION

good taste/flavour .90
a pleasant cigarette .87
a satisfying,sustaining cig..84
a cigarette to be seen with .52
REPUTATION/PACK

attractive pack .79
reliable name and reputation.79
a cigarette to be seen with .57
OK to offer around .52
STRENGTH

too strong and harsh .97
BARGAIN

buy it only when on offer .99
POPULARITY

increasing in popularity .78
PRICE

reasonably priced .92

REDUCED FACTOR

too strong and harsh =F3
reasonably priced =F6
good taste/flavour =F1

reliable name and reputation=F2

buy it only when on offer =F4

increasing in popularity =F5



BRAND F
CHOSEN 7 FACTOR SOLUTION
F1 OVERALL EVALUATION/REPUTATION 1

BRAND G

CHOSEN 5 FACTOR SOLUTION

OVERALL EVALUATION/POPULARITY

a satisfying,sustaining cig. .88
a pleasant cigarette .87
good taste/flavour .85
a cigarette to be seen with .67
F2 STRENGTH

‘too strong and harsh .96
F3° REPUTATION 2

reliable name and reputation .83

F4 BARGAIN

buy it only when on offer .99
F5 PACK

attractive pack .92
F6 PRICE

reasonably priced .90
F7 POPULARITY

increasing in popularity .86

REDUCED FACTOR

too strong and harsh =F2
reasonably priced =F6
attractive pack =F5

a satisfying,sustaining cig. =F1
reliable name and reputation =F3
buy it only when on offer =F4

increasing in popularity =F7

a pleasant cigarette .89
good taste/flavour .89
a satisfying,sustaining cig.83
increasing in popularity .62
OVERALL EVALUATION

too strong and harsh .92
PACK/REPUTATION

attractic pack .81
reliable rname and reputat. .75
a cig. to be seen with .67
OK to offer around .67
PRICE

reasonably priced .91
BARGAIN

buy it only when on offer .98

REDUCED FACTOR

too strong and harsh =F2
reasonably priced =F4
a pleasant cigarette =F1
attractive pack , =F3

buy it only when on offer . =F5



APPENDIX 6(xi)

RANGE OF FACTOR SOLUTIONS: 4-9 - CHOSEN SOLUTIONS ONLY GIVEN FOR WATNEYS'

BEERS AND HARP LAGER FOR BOTH MEN AND WOMEN FOR bi BELIEFS

WATNEYS' BEERS

MEN
CHOSEN 7 FACTOR SOLUTION

F1 OVERALL EVALUATION

buying a gocd quality beer .95
buying a beer that tastes good.90
buying a beer which offers good
value for money .77
buying a strong beer .54
F2 RED BARREL/WATNEYS

buying the beer with the red

barrel .94
buying the beer which says
what we want is Watneys .92

F3 AVAILABILITY
having difficulty to obtain it.99
F4 WELL-KNOWN

buying a wall-known beer .93
F5 POPULARITY

buying a popular beer .87
F6 STRENGTH

buying a strong beer .80

F7 VALUE FOR MONEY

buying the beer which offers

good value for money .57
F8

REDUCED FACTOR

buyirg a good quality beer =F1
buying a well-known beer =F4
buying a popular beer =F5
buying a strong beer =F6

having difficulty to obtain it=F3
buying the beer with\the red
barrel =F2
(buying the beer which offers

good value for money =F1/F7)
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WOMEN
CHOSEN" 8 FACTOR SOLUTION

OVERALL EVALUATION
buying a beer that tastes good .89
buying a good quality beer .70

RED BARREL
buying the beer with the red
barrel .93

WELL-KNOWN
buying a well-known beer .88
STRENGTH _

buying a strong beer ' 92
AVAILABILITY

having difficulty to obtain it-.93
VALUE FOR MONEY ,
buying a beer which offers good
value for money .80
POPULARITY :

buying a popular beer .78

WATNEYS i
buying the beer which says what
we want 1s Watneys .81

\

REDUCED FACTOR

buying a well-known beer =F3
buying a beer which offers
good value for money =F6

buying a beer that tastes good =FI

buying a popular beer =F7
buying a strong beer =F4
having difficulty to obtain it =F5

buyingthe beer which says what

we want is Watneys =F8
buying the beer with the red
barrel =F2



HARP LAGER

HEN |

CHOSEN 9 FACTOR SOLUTION

1 OVERALL EVALUATION +

buying a good quality lager .91
buying a lager which offers

good value for money .90
buying a lager that tastes

good .89
buying a refreshing and thirst
quenching lager .86
buying a strong lager 71

F2 AVAILABILITY
buying a lager which is easily

available .93
F3 GUINESS

buying a lager from Guiness

and Park Royal .94

F4 NOT WELL KNOWN
buying a lager which is not

well known .93
F5 PILS

buying a Pils lager ’ .95
F6 BRITISH MADE

buying a -British made lager .93
F7 FOREIGN ‘

buying a foreign lager .94
F8 POPULARITY

buying a popular lager .86
F9 STRENGTH

buying a strong lager .64

REDUCED FACTOR

buying a good quality lager  =FI
(buying a strong lager =F1/F9)
buying a lager with a foreign
name =F7

buying a lager which is easily

available =F2
buying a Pils lager =F5
buying a popular lager =F8

buying a lager which is not
Qell known =F4
buying a British made lager =Fb6
buying a lager from Guiness

and Park Royal =F3
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WOMEN
CHOSEN 8 FACTOR SOLUTION
OVERALL EVALUATION +

buying a good quality lager .97
buying a lager which offers

good value for money. .95
buying a lager that tastes

good .92
buying a refreshing and thirst
quenching lager .75
buying a strong lager .63
BRITISH/PARK ROYAL

buying a British made lager .97
buying a lager from Guiness

and Park Royal .62
AVATILABILITY

buying a lager which is easily
available .90
NOT WELIL KNOWN

buying a lager which is not

well knowm .92
FOREIGN

buying a lager with a foreign

name .94
PILS

buying a Pils lager .97
POPULARITY ‘
buying a popular lager .75
STRENGTH

buying a strong lager .72

REDUCED FACTOR

buying a good quality lager =F1
buying a strong lager =F8

buying a lager with a foreign

. name ' =F5

buying a lager which is easily

available =F3
buying a Pils lager ’ =F6
buying a popular lager : =F7

buying a lager which is not
well known ' =F4

buying a British made lager =F2



APPENDIX 6(xii)
SPLIT SAMPLE RUN

The PAl solution chosen for Brand A was the 7 factor one. A test was
undertaken to check whether this was a reasonable stable solution. This
test could have been carried out by running the range of solutions again
on a matched sample interviewed at the same time as the original sample
or on the same sample split into two separate samples. Owing to the cost
of data collection the first option was closed; therefore the original
sample was split into two:CIG1.DAT and CIG2.DAT. They were matched on

.male/female and north/south characteristics. On these two samples were
run _

- the mean scores for all the main variables involved in Brand A

- and the 7 factor solutionm.

There were 32 mean scores and 4 of these only were significantly _
different from one another between CIG1.DAT and CIG2.DAT. It was felt that
this result was probably permissable.

The results for the 7 factor solution were as follows -

CIG1.DAT

F1 F2 F3 F4 Fs F6 F1

good taste reasonably buy only attractive too stg. OK to offer.
flavour reliable priced offer pack & harsh around

a pleasant a cig. to incg. in

cig. seen with pop.
a satisfyg.incg. in
pop.
CI1G2.DAT _
good taste OK to reasonably attractivebuy only too stg. buy it only
. flavour offer priced pack .offer & harsh on offer
a plst. reliable
cig,
a satisfyg.a cig. to
seen with
ORIGINAL CIG.DAT.
good taste reliable buy it reasonablytoo stg. incg. in attractive
flavour only priced & harsh pop. pack
a plst. 0K
cig.
a satisfzg.cig. to
seen with

This suggests that both in content and the order in which the factors
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come into the solution, factors 1 and 2 are the most stable. Factors 3~7
‘contain the same items aswere in the original solution, but they are not
in the same order. The problem seems to be largely caused by the fact that
buy it only when on offer enters twice in Cig2.DAT; and in factor 7 OK

to offer around enters when it should have yeen in factor 2. It must
therefore be concluded that the order is not very stable after the first

two factors.

L3N



APPENDIX 6(xiii)
CONFIDENCE

Stepwise regressions: 1, BI;biai,biai,SNBmc versus

]'.
2. BI;biai,biai,SNBmc and confidence

]‘I

R2 achieved at last " Confidence entered at step no. After reduction
'step of regr. run retained/not retained
Brand A 1. 2— . 64
2. R2=.64 2nd R
Brand B 1. 2 .63
2. 2 .63 Sth R
Brand C 1. 2 .64 k
2. 2 .66 2nd R
Brand D 1. 2 .61
2. 2 .63 2nd R
Brand E 1. 2 .69 )
2. R2=.69 8th NR
Brand F 1. 2= .69
2. R%=.69 13th NR
Brand G 1. 2— .69
2. R%=.69 11th NR .
MEN:WATNEYS 1.R%=.70
| 2.8%=.70  7th MR
WOMEN:WAT  1.R%=.75 ' |
2.R%=.76 8th | MR
MEN:TRUMANS 1.R%=.50
2. R2 .52 3rd R
WOMEN:TRU  1.R%=.58
2. Rz .59 3rd R
MEN:WHITBD. 1.R%=.50 o
R%=.50 10th NR
WOMEN : WHITBD. 1.R2=.62
2.8%=.62 13th . NR
MEN:COURAGE 1. R°=.49
| 2. R%=.49 6th | NR
WOMEN:COUR. 1. R2=.65 '
2. R2= 66 5th R
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MEN:CHARR. 1. R>=.46

2. R%=.46
WOMEN:CHARR. 1. R
2. R
MEN:IND COOPE 1. R

WOMEN:IC 1. R2=.6]

2. R%=.62

MEN:S&N 1. R2=.50

2. R%=.52

WOMEN: S&N 1. R>=.69

2. R*=.69

MEN : HARP 1.R2=.65
9.R%=.67

WOMEN:HARP 1.R2=.73

2.R2=.73

MEN:SKOL 1,R%=.64

2.R%=.63

WOMEN: SKOL 1.R%=.64

2.R%=.63

MEN:KBG. 1. R%=.55
2.8%=.56

WOMEN:KBG. 1.R°=.64

2.R%=.64

MEN:CARLSBG. 1. R2=.59

2. R%=.59

WOMEN:CBG. 1. R>=.60

2. R%=.60

MEN:HEINEKEN 1.R%=.57
2.R%=.57

WOMEN :HEINEKEN:. 1. R2=.

2

2, R"=,66

MEN:HOLSTEN 1.R%=.57
2.8%=,60
WOMEN : HOLSTEN 1.R%=.60

2.R%=.51

10th
3rd
.2nd
4th
2nd

12th

2nd
S5th
3rd
3rd
6th
12th
11th
11th
7th
6th
3rd

6th
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