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ABSTRACT

A Computer Protocol of Consumers
in a Simulated Search/Purchase Task:
Sequential Patterns of Prepurchase
Information Seeking for a Durable Good

Nancy Jedanne Church
Concordia University, 1986

Prepurchase information seeking has been studic;
extensively by marketing researghéra..-They have focused on
the direction and degree ° dimensions and, more recently, o&
the patterns dimension of exfernal s;arch. The pattefns

reported have simply been different combinations of the

4

direction and ’degrge dimensions of search; they do Vno£

!

reveal the <sequence of information source wusage, and this

knowledge may be useful to consumer marketers,

-

A computer iﬂteraetive data’collection methodology was
developed for this.study; it was designed to' track the
‘cohsumer's entiﬁe information search for a durable good in a

laborﬂtory setting. The information search data _were-.

entered into a cluster’ analytic algqmithm, and five

sequential search patterns resulted.

Y

The largest search cluster, the One~Source Shoppers,

comprised over one-third of the samplé with most making only

-

a personal, vis;t to ~@ retail store(s). Obher‘OnerSouice
Shoppers used only newspaphr advertising or ggngnngp_ﬁgnégig
'magazine before making a "purohase.decisﬁon.-‘ thé second
largest cluster, the Variéhy Information Seekers, tended to

use all three ty‘i’es of information (i.e.3” ocommerocial,
/. ‘ o



‘to visit to a rétail store.

iv

neu£ral, _and’ persohai sources). Their typical. gearch
sequence 1nvolyéd the use of Consumer Reports fol{gyed by a.
retail store visit. The Advice Seékers exhibited two éypes
of search, either using only one source (a catalog or a
knowledgeable friend - or relative) or more ;han oné‘aource
(typically.a knowledg;ablelfriend or relative followed by a
personal Yisit'Fo a retail store).

- . L3
" Some consumers rely exclusively on commercially

[s]
available“1nformqtipn,_and were labelled the Seller-Provided

Informatioq Seekers. Their typical search sequence included

the use_of newspape} advertising followed by a retail store

N 7 !
visit, The smallest search cluster involved the greatest
amount of ‘externalxinformation seekidgf These consumers,

the Information Intqﬁsiva, Shoppers, all  used Consumer

- Reports rolldued _by the catalog saurce. Many then went on

v

It was 'also tounh that consﬁmens' use. of- thelr first

R4

‘information source is pé;ated tb.ﬁoth their perception of

the ease of'effoit in ioqating .a;sou ce and the perceived

. ’ ol 3 . ’ .
usefulness of .a.source, Consumgrs who\use a. neutral source
3 N L

in their seanqh. éequenoer. such as

(4

"axhibited significantly longer search sequeﬂced.

. 0B ¥
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’. CHAPTER I

INTRODUCTION

- -

In ltoday's world of an information explosion and

2
d ’

—

information overload, it is important that consumer

behaviorists understand how consumers are coping'with the -

nounds .of information available to then regarding a

purchasing prablen. While most consumer behaviorists have

S

included the information  search process in their

comﬁrehensive _modclé, it 43 still being represented as a
o<

blnck"bdx. ;ﬁis indicates tHat there is a lack of thorough

“

understanding about Awhat occurs during” the search for My
informatiton about durable goods and why search occurs. .
o ° . : .Q \ s N
"+ Consumer Decision Context , '
~ ’ ?
Consumer behavior has frequently been studied in a

4
)

piecemeal fashicn, often fron the#standpoint off either brand
» - N .

2 -

s

or store choice. However, the prdblem is much larger than

Lhat, Many more "decisions are involved and interfwined in

[} . -

t he inform§tion search process, ‘The conau*er will have to

X
"make decisions about: (a) the general product category, (b)

L3

o

the°specific product, catggory, (c) .the store, (d) the brand,

and (e) the model/features,desired.,'Thege decisions will

not necessarily be made in that order but they must be made,

aeither consgiousiy or by default,. . e
— v P ! ‘
To illustrate the number of decisions that are made }n

a purchasing situation, an- example of“a color television
. L]

punrnchase is’prdvided. .The @oﬁsumer'max_first decide thqt'“

. she would prefer to bdy a teleﬁiﬁion rather than a miémouavq

»
~

! - [



2 -

oven (general product category),. Next, shne -decides she
wants to buy a color televisién ratper" than a black and
white set°(specific product categoiy). She chooses to buy a

. ¢§oﬁf»brand of color televisjion (bpand decision) at the local

a -
-

Knart (store decision). Finally, she selects the 19-inch

‘ portable model with remote control and computer hook-up
- N .

(nodel/featyres decisions). ' T -

-

The number of decisions 'made by the. purthaser of a

ﬁqdrablé good 4dllustrates fhe com lgxity of the éurable gooé
}urchas§ng,prodess. It is-gilargér brocess w}gpfﬁ.which is
conta}ne& the 1nfobua£19n-s§;r:h prohéss.~wThe primari focus
, . .. o o
‘of this study will be on the prlepurchase information ;é;rch

™~

process for a durable good.
Xy

gb.dm,&n_mm.img

A large n;hber ©0fy studies regarding the consumer's

-

PN - hd

seé}ah for durable goods have been .conducted. ‘They bavq

-

focused on three areas of [information .search: (1)  the
. ' -~ + - - . L <

o / -

<\. | ] . r * .
EXTENT of the “"external seareh, (2) the relative IMPORTANCE

A + c . -
external ‘information seeking. Hence, we know that somne
Yo .. Ve

consumers canduct extenslive prepurchase searches -while
» !

-

. <
others * are 1less thorough 1n‘.thef¥' searches ¢« prior . to

- a

burchasing. We know- that some information séqices are
perceived as being mor ipportant and are Eeliew on mo;e
heavily in order to make ‘the ultimate puyrchase decision.. We

‘are also aware that so¢ome consumers will exhibit differgné

-»

* ¢
.
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patterns of source usage, relying on particular sets of
information sources to reach a purchase decision.

What is not known about the consumer's external search,

o

for durables may be even nore important than what is already

known. While we may be aware that patterns or sets of

inTormation source usage gxlst, we do not know the ORDER in _

3

which the .consumer gathere information prior to eurchasfng.

»Perhaps a small number of sequential patterns of information
= ~ i \

source‘usage exist. If so, then companies may be able to
4 s

2

develop distinct -marketing sﬁrategies to reach and influence

consumers who utllfze different sequential search patterns,.

t

' R W ) -

_ihe consumer's seaych sequence from the direbtionﬂand degree

"of the tonsumer's search it is desirable to dake it the

P >

roca; point of a study because so little is ‘kiown about the‘

a -

search sequence.

.

.Seareh sequence patterns ‘can reveal a
* ' R * -
great deal of 1nformatiom about ‘the search pracess. The

sequential patterns of solrce usage can reveal both the
direction (1#@., which sources) ahd the degree. (i.e.," how

-many sources and the 1ntensity) of search.\ However, +these,

-

dimensions'have beén investigated numerous times before,

K Studies of the‘sequential,patlerns of ‘source usage will

% . oo . -

p,eddj e‘heu dimension and new iuformation to the field of

markeﬁing. Although seardgh sequence will be the focal point

. »

~of this research, information about .direction and degree of

.

d,seareﬁ‘ will logically be gathered simurtaneousgy since

Hhile it may seEE difficult to meaningful}y dissociate

o

!

.
b
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y ~ Sequence "of - information source ' usage naturally ' succeeds
.direction Snd degree of search,
N ‘ ¥ ! . .
However, it should also'bb noted that the sequerice, of

.

source usage 1is dépéndent on the'quality of the information.
soyrce and the quality of information received-<~and these

L ot vary from situation to situation and from person to person.,

mmmwnw:waww ‘

Tauber (1982) has called on marketing researchera to

develop cuqtohized aﬁproacheQ'for durable goods research,

- He claims. that many of, the measures used for measuring

) . consumer behavior involving non-durable:. goods are not

L applicable or appropriate for durable goods. In particular,
. v R ' + ] q -

Tauber (1§82) urged researchers to conduct tracking rqsearch

9
i ew

Lo : among consumers of ' durables that "should be desigmed to fit

or simulate the consumer's purchase-deéision process," (p.

N ] . 1 0 ) ~ Bl
K » N [ 4 ) XY
' A tracking . research methodology. is desirable- when
studying‘Qu}able goods because: _ o T

> ' ¢ « 5
a. durable goods are otten more compdex and involve

- "

greater and varied risks, . .

1

B T8 T b durable goods are purchased inrrequently, and .
N /

. a

. - Jthe decision-making process for Qurablq;goods‘iﬁ/
P . v N N . N s

o J L often\donger and more'complex tﬁgnirdr packa;éd-

. ' . - Y
Lo, goods. \\ S
. - . s 0 .

Hehoe, the longer prepurchase process and, greater lack

‘,of“kqéwlegge for durable goads-makes~the,use/of a tracking

. s
-
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procedg‘ﬁ more attractive than an ex post facto methodology
or a racking study of a geﬁuine externdal search process,

EN

) Tﬂe research reported herein is specifically désigned
V{/ simulate the consﬁmgr's‘ search and decisjon-making

'////;rocess for a durable good. The simulation includes 'a

. L , R .
variety of commonly-used information sources, which “provide

/// information to the prospective consumer on features, models,

/

brands, and stores, Given that the decision-making'prbceés
usually culminates in decisions regarding all of * these

’

variables, the -simulation used in this study will more
cqmprehensi{ely and”gérs realiqticd&ly f;ack the search and
chorc?’processes/than-past—étudies,that dealt gole;y with
brand o;~store{chb£ce., Hence, thisnstudy is. designed to

overcome the inapprépriaténess of packaged goods

methbdologigS and is tailored to the nature of. durable goods

_~_purchasing} I ' ) ’

‘Potential Implications of this Research
ffi is clear that marketers need to develop and wuse

better research hethodblogies when studying durable goods

purchase'dégfsion'ﬁaking. - Byt, rhy do marketers need to be

" “ableée to understand the conépmeﬁ's‘inrormation seeking and

-

The ﬁvacticar. implicé;ions fesulting fron a greater

¥

understanding of prépurchase processes are numerous.
. . . /

CeIr marketeré wish to influence the prepurchase search

l

,procéds, then they' must. undérstand how it 1is presently
- » .

”garried .out. _ . "Marketing managers are particularly
1 : ‘

5 .

l'dec;sibh maﬁing processes used in durable goods purchasing? .
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strategie

- directio
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A

interegsted in éxternai information search as this provides

.

them with direct acces®to the consumer" (Hawkins, /Best &

Coney, 1983, p. u83).

"Knowledge of search is also requiréd by marketLrs for
'y |

the planning. o£~dis£ribution and communications ppogramsf

»

(Newman, 1977, p. 79), With a knowledge of how consumers go

about sear hing for information as well as the saequential

pattern of| their searches, manufacturers and retailers will

be 4in a etter poéition to ‘develop marketing strategies

. Y,
regarding | distribution and promotion of their roducts,

Hawkins, est and Coney (1983, p. 503) discussed [marketing

based on information” search patterns, [which are

shown in Figureu1. However, the search patterns| are baéed.
Ty

primarily on degree of search (EPS, LPS, and/ RRB) and

of brand search (evoked/non-evoked set). This

matrix oes not take into account the consumer's search’

-

» and the position ‘of a source within/ the search
sequeﬁ e may determine the types of informatian/ required by

the consumer.

Hence, by  wusing -sequential patperns of 4information
search aa/a segmentation base,.marketgrs ﬁay be better able\
to design and target their marketing errorts to better
defined customer segments. Forvexample, iffrétail stsreé

. -
are found -to be a frequently-used source of 'information

e

early in the search process, then manufacturers may decide
I -

to use a more selective (or intensive) . distribution

strategy, provide better sale&‘fvrcé training, and more

(")

Y

-
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"Figure 1. The Hahkins-ééét-Coney marketing strategies based

. -

‘on information search patterns. : . b
5 . ‘ ~ . ..
‘Target_market decisfon makinr and information search pattern
“ : . .. ' .
Habitual " Limited Extended
decision’ decisidn decision
Brand - making . ~ making making
position (no search) _ (limited search) (extensive search)
Brand in Maintenance - Capture . Preference
evoked set strategy - strategy . strategy
Brand not in Disrupt . . Intercept . Acceptance
evoked set strategy strategy strategy \
‘ |
support for their distributors' promotional effqrts. If

I

newspaper'advertising is frequently usgd early in thg search
" process, then perhaps advertising strategy will_bé;modified
to provide more conplete information or more compelling
reasons.to buy & specific brand or to shop in a qarticular
store.

‘¥In a’ broader ;ense, if distinct patterns of seqpential
s;arch are found to exist for one durab{e good, then these
paiterns may be generalizable to similar types of durable
goods, such ras major appliances.- It may be ‘that consumeré
use the same search strategles when plan&ing to buy durables
for which they'perceive,approximately the - same degrge and
tyge of risk,.

? further impliéation of this study 4is in regard to
consuner eduéaﬁion and -publie poliocy ‘efforts. It was

estimated that one in five households purchased a wmaJjor

durable in a given 12-month period (Tigert & Ma, 1983).

3

N .
- . . -
W@-&”T .
«
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Thus, a substantial number of people could benefit from ‘ -
efforts to aid them in making wise purchase. decisions. For

example, if some patterns of sequential search are found to

exist that appear to result in more efficient or effective

-

purchase decisions, then conégpers can be informed about,

L] . ¥
and urged to follow, particular search/bequences. T

7

In fsummary, there 1is a need for nmore tailored

approach#s to the study of durable goods purchasing, This

-

. ] .
‘research is intended to address the specific problems- of:
(1) inadequate methodologies for measuring durable éood§

searqh‘proeesses and (2) lack of a complete understanding of
. f .
external search for durables. The results of this research

should be useful to durable goods marketers in .strétegy.

development and .day-to-day tactical efforts as well as 1in

-~
-

consumer education efforts. In the Dbroadest serye,

"knowledge of search can contribute to understanding the

i

nature of human behavior generally" (Newman, 1977, p. 79):‘

' Statement of the Problem, Research Objectives,

t

and Research Questions
ConSumers gn the market for durable goods, as opposed o

to nondurables, generally conduct more extensive exterﬁal

Ed

searches for information before making purchases. Hence, it
L) B . e v

is crucial for marketers of durable .goods to understand the
consumer's prepurchase search process if they wish to
influence the search énd decision-making processes,

Whereas marketers of durable goods may be able to

1dentify the information sources commonly used by consumers,

Y -

*
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the patterns of information source usage, and the extent of
source usage, the research ;I‘;E; the external search area
appears to have ignore/d }E consumer's '1nf‘ormation
acquisition PROCESS. Where. do consumers begin when they
décide they have a need to purchase a durable good? What
information sources are sought out initially to help thenm
structure their searches? What ihformation sources are
subsequ_ent,ly used to help bulild .a'-n- information _bank, which

can be used ¢to ’narro»( down the alternatives? Do some

information sources typically lead consunmers to certain

other information sources? A : N /

Is the use of  certain {nformation sources-“associated

‘with a shorter or longer information search process? Are

some information sources used primarily in the early stages
of search while other information sources are used in later
stages .of search? Is the use of an information .source

influenced by its ease of accessibility? ‘Are information

——

sources that are most easily accessed sought after first?
Are information sources that are thought to be the most
useful sought after first? Is the possession of certain

demiographic, socioécononmic, or ® psychological traits

- -

associated with distinct sequential search patterns? To
da.te/ these questions have not been answered.

Tpe major focus and objective of this “sbu,dy is the

1nvestiéatiop of )consumers' sequential processes of

information search and acquisition, which 1lead to the

purchase of a‘ durable goofd, A second objective 1is to
. | .

]
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attempt to identify distinot information search patterns. A
third obJ;otive is to examine the sequential search patterns
in order to determine 4if other variables are related to the
use of‘ a partiéular sequential search ;;attern. Within the
context of a simulated ‘int'ormation-seeking and purchase
decision-"making process, this stddy is concerned with the
following major question and related questions: )
MAJOR QUESTION:

RQ-1: ,Abr-e there distinotly different sequential patterns
of information sourc.e usage found in gonsumers'?

" decision-making processés for t.he purchase of‘ a
durable good? If so, what ar:e the configurations of
the sequential patterns of source usage?

COROLLARY QUESTIONS:

RQ-1a: Does the wuse of a particular information source in

e an int‘ormation—seeking\sequenceofo.r 2 durable good

lead to varying probabilities that other information

sources will occur next in the sequence?

RQ-1b: Is the use of a particular\ sequent ial search ’
strategy related to one or more demographic,
socioeconomic, and/or psychological va—r:—iable(s)?,

RELATED QUESTIONS : o

RQ-2a: Are information sources that are more eaasily
accessed sought after first in the int‘ormat\ion

) Vs -

‘search process for durable goods?

)
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RQ-2b: Are information sources that are perceived as being
more useful sought after first .1n the information
search,,;proc.ess for durable goods? .

RQ-3: _In general, will seller-provided information sources
be used in proportion‘s greater than they are found
in the shopping environment during prepurchase
search for durable goods?

RQ"—;I: Is there d4 relationship bet:ween the use of certain
iﬁformation sources (?uch as a neutral source) and
the ;xtent (number of soui'e‘es uéed) of search?

Wit the major objectives and research questions

state:'d", we cfan turn next" to the or.g'apizational outline f‘o‘r

this dissertation,

~

Organization of Dissertation

This dissexj'tation

S

(1) This first chapter 4introduced the pro{blmetn area and
hY

1] be organized in the following

order:

briet‘i){ discussed the need for learning more about the
information acquisition process. The research
ovbjeotives and resea’rkch question:f were poséd.

(2) The secon;i chapter incluodes a comprehensive rév'iew of
the 1literature regarding: (a) ‘search behavior as- a
component of the comprehex;sive consumer, behavior
modelg; (b) searc,h behavior .models, and (c) search
behavior for durable and/or shopping goods as reported

in empiric¢al studies; The review of the literature

reveals the need for a different research methodology
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and the lack of knowledge regarding all aspects of

durable goods search, ’
(3) The third chapter will present the research questions

along wllh a theoretical componept preceding- each

research ouestion. - [

(U4) The fourth chapter will present the research design and

methodology. This 1includes’ a " discussion of the

~ Al .
. rationale for choosing a laboratory method that

involved a computer'interéctive data collection-device,

A research paradigm, which was developed to analyze
- .

process data, i3 introduced.

(5) The fifth chiapter will present the r%agargh results,

v

~ This 4includes the strategy and ”rationals for data

-

analysis as well as an: 1nterprétation§!‘ the results.
' T 6

(6) The final chapter will: (a) summarize the major I

outcomes of this study, (b) revMew thé limitations of

L]

the research, (c) p:eaent the marketing implications of

the results to wmarketing managers, and (d) include

suggestions for future research.

) * . -



CHAPTER II
A LITERATURE REVIEW
Introduction

The ~ensuiﬁ§ review of the consumerv secarch behavior
literature will be ﬂivideﬁ 1nta‘four seétions. The firast
section will preseni search/iﬁ}ormation acquisition behavior
as it 1is embeﬁged in the more conprehensive 'models “of
consuqer behav;or. The purpose of this section 1is -to
present .search behavior in thefzgaiext of a larger activity,
that Seing purchase decisioé making:

The second seciion will present the general information
acquisition wmodels, which deal more Specificflly and in

o
greater detail with search activity. This section provides

!
more insight into the dimensions andd possible causes of
consumer ‘search behavior,

The third section discusses the unique characteristics

of durable goods and shopping, goods as they to
— ~ , "
Prepurchase search behavior, Finally, the results of

published studies regarding consumers' searches for durable

‘ ’ ’
goods will be presented and discussed in the fourth section

-

of this chapter. These studies lend support to the consumer
behavior models and provide a strong foundation for the

‘present research, ’
. 7 o
Hence, the review of the literature begins very broadly

by‘ introducing general consumer behavior models, It moves

to a more focused view of search behavior models and finally
I s ‘
~&g a very narrow presentation of individual studiés

< . \

c Y,
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regarding the search behavior that precedes durable goods

purchasing. *

Comprehensive Consumer Behavior Models '
Prepurchase search behavior represents one aspect of
consumer, behavior and is a component of all the major

consumer behavior models, One bf}?he earljiest comprehensive

r

. consumer behavior models is the Andreason .(1965) Consumer
' »

. Decision Model, This model is one of the few that prgsedt

both the types ff information and types of sources tha{
consumers use during information search.

'Hicosia's (1966) moéel of consumer behavior 14 a
relaﬂizély,simple model with only four fields which include:

attitude, search' and _evaluation, decision, and storage or

consumption, Engel, Kollaf, and Blackwell developedtthe;r'

— — a3

firsé consumer behawvior model in 193ﬁ. Most recently they
have developed thrée different models which -are , based .on
level oft involvement and routinization of the decision
process, ~T$;X: High Involvenent Decisién ;rpcess model ‘i3
most relevant ; durable goods purchasing because it is for
fh&s‘type of good that the cgnsumeriis most likely to be

gotivated'to search Tor new information.

The Howard-Sheth (1969) consumer behavior model depicts

»

search activity as’ an important function that could lead to.

learning, brand comprehension, attitude, and intedtion

formationl' which could 1lead ultimately to the act of
purchasing. Sheth's (19T4) Family Deciéion-Making Model is

relevant to this theses since the purchase ofa durable good

1

-
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’often is the result of a multi-party purchase decision. The

predispositions of each person merge with exogenous

variables to fetermine ‘whether the purchase will be

. 7.
primarily autonomous or Jjointly ‘made.
v\ . Bettman's "(1979) Information Processing Model of
Consumer  Behavior takes nto account the individual's

motivation, goal hierarchy, and processing capacity, ail of
which 4influence attention to information, ext:rnal memory
Search and active external ;earch for information.
Resulting.from an analysis of several consumer behavior
models, Zaltman and walleédorr (1;79, pP.540) were able‘to

1

}dentif} the essential 'variablés and linkages iq any\
consumer behavior model, The search comﬁonent was one of
thé essential elements_ found to be crucial ~td any.
cogprghensive.consumer behavior model. Search may lead the
cons;mer to be exposed to external stimuli, and these
stim;li may be  internalized and utilized ‘1ater in the
purchase decision-paking process. N
The adoption of an informatloﬁ-pnocessing nodel of
consuner behavior suggeéts that one views the .consumer as a
. thinker and/or problem-solver. In fact, Berkman and Gilsoﬁ
(1978, p. 407) treated éﬁoice.behavior as [@ﬁob{en ‘solving -
“through information seeking and preference forgation for a
givén brand or sgore."' In addltion,’ "the {nclusion of
search -(1n consumer béhavior models) rétlegts a view of

. -' . . P
.consumers as proactive™ rather than reactive or passive

(Zaltman and Wallendorf, 1979;\p. 540).



-

i

It 4is the nformation procesaing perspective of

. . ~
consuger sehavior hat 6ne ﬁight eipact :o best-repraqpnt‘
the consumer who akes a major durable gﬁods pgrohasé--a
burqhaae ﬁhap is relatively cogplex, un}a;iliar (nequiridg
at léast limited problem solving), and/or expensive, Thus,
w?ilé -search 1is a componeﬁt in all of the compfehensive
mpdels of consumer| behavior; the models developed by Engel,
xollat,‘aqd Blackwell and James Bettman--which fncorporate

an information processing perspbctive--seém to -be most

relevant to durablle goods purchasing.

odels - ‘
According t Assael (1984, p.535), informapion

acquisition and 1nrormation"prochssing are two major

consumer rples in the marketing communication process, The

‘consumer must first be exposed to and acquire iﬂformation

EY .
before being able to process this ‘information, Information

’

search is the primary method of information acquisition,

However. Bettuan (1979) also proposed that individuals .

can acquire inf rmation by being conrronted uxth it rather

than actively searching for it. Hence, by being confraqnted
one can acquir 1nfqrmation through low involvement learning

or by ﬁaying ttention to information due to "interrupts."
* ) K -~

.Congrugent with Bettman's notion of "bein cénrronted" with

* * ’
information is Beales' et al, (1981) notion of passively
receiving infprmation rather than actively searching for it.
This 1s depicted . in ‘Assael's model of ipformatig;

abduiaitioh, ahown in Figure 2 as "passive receipt."
- o’ : . v o .

SN
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Information search can be diohotomizedx into internal

search Qnd external search'categoriesh Both aré actife'in
tﬁe,sensé that the consumer yolgntarily seeks information.
Engel and Blackwell (1982, p. 321) define .search as
. ﬂmotivated exposq;e to .information Qith regagd toka‘given
" altérnative," Walters (1918;"p. 117)* defined consumer
search as !the'ﬁeﬁtﬁl an& pﬁys}oal,activities undertaken by

consumers to provide ‘information .qn " products and store

alternatives."

. Bettman (1979, p. 105). defines 1internal: search as-

"information “soughx from memory" and_ external search as

""informationm .sought from butside sources." Engel and

Blackwell (1982, p.323) define external ‘'search as” Ma

motivated and completely voluntary decision to seel new

information." While internal search is a  cognitive

A}

activity, Berkman awl~ Gilson (1978, p. 405) describe

,external search as a physical activity. The consumen must

do something in order EP Séek out and be exposed to an

A

external source of information.
Bettman's (1979, p. 109) x"li‘x-amewcork for 'Viewing
Consumerl Information Acquisitionr is quite e;aborate
) rezé{d{g@ the dimensions of both j{nternal and external
'searpn. %he ihree ;major dimensions of external search

outlined by Bettman and shown in Figure 3 'are the direction,

the degree, and the patterns of search.

\
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The direction that the’,éxternal searéh will .take

depends on the consumer's "current goals" as well as on the
~

.type ofsinformation sought and type of source desired. Ehe

'.type of information sought -may be influenced by the level of

the consumer's knowledge, the structure of the consumer's

environment, the type of conflict being experienced, the

. purpose of the information, andrinterrupts. The type of

source’ sought may be a function of the stage in the choice

process that the consumer 1is 1in as well as individual

differences regarding sourcg preferences (Bettman, 1979, p.

_— ¢

109).

—

The 'degree of search is a function of: (a) the
consueer'a perdbption of costs versus the benefits of

searach, (b) . the environmént--the_ availability - of

information, the difficulty -of the choice, and ‘one's

perception of time pressdre, (¢) individual differences with

respect to one's abilities, concern for optimality, and type
of processing (in-store versus out-oféétore),,‘ and (d)

obnfl;pt'levels experienced b& the consumer (Bettman, 1979,

'Bettman (1979, p. 109) suggests that search may be
described as ocouf?ing in a brand search or an attribute
search pattern. A consumer using a brand search pattern
would seek all information on one brand at a, time., A
consuner using an aq£r1bubé search pattern /would' seek
information on aone attribute at a time for all brands beidg'

3

considered, Whether the search is by brand or attribute may
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be due to the format in which the information is presented

or the experience of the consumer. Consumers might'also use

a phased search strategy which involves switching from brand

to attribute search processes. ~
v

However, it 4is the "patterns®™ dimension of external
TN *

search that appears to be less comprehensive than the other
two external search dimensions described by Bettman,

+ ¢ ° D

Brand/attgibute search is'a pattern category based on ‘type
of information ' sought and, the sequence in which it |is
sought. "Another possible“pattern category 1is one baaod.on
type of information source sought and the sequence in which.
the information sources are sought. A bqahd or an attribute
search ‘oould yield a pattegn sﬁch as brand one/all
attribuﬂes; brand two/ali attriﬁhtes,»and brand three/ail
attributes or attribute one/all. brands, attribute two/all

brlands, and attribute three/all brands, However, an

‘ external search pattern based on type of source used could

yield a'pattenn such as source type a, source type b, source

. ~ !
type ¢, ete.

-

Sequential patterns of sou;ce usage are simply another

way of lboking at the patterns dimension of external search,

:

The knowiedge of sequential Tpatterns of source. usagq by .

marketers may be just as desirab;é, if not more so, than the

knowledge of brand and attribute patterns of 'search by

consumers., From a ‘practical paint'or view, the marketer may

1]

find it more useful to know which information source the

consumer uses-(as well as which_ informdtion sources commonly

v

-
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iead to other information sources) during thé prepurchase .
search., The m@arketer may benefit more as a result of
sending any wmessage through a medium to which the target
audjence 1is éxposqd than by sending an _appropriate messagg
through a medium that is not used b& the targét market.

Thus far, t%e ma jor consumer behavior mgdels have been
bresented in order to sgow how the activity of consumer
external search. fits into the overall consumer choige
process, Assael's model or‘ information acquisition and
Bettman's framework foy studying informatioq acguisition‘
were presented to highlight the major influenceé on external
search behavior. Bettman's framework:. identifies three
dimensions -of: external search--direction, degree, ‘and
patterns. -

The pattgrns didénsibn of search has.heretofore beeﬁ
defined in terms of brand or attri%ute pfocessing.‘ It 1is
'ﬁyoposed here, howéver; that external séarch patterns could
:also be defined in terms of source usage sequences.,

The next section of this literature review will.
introduce and disouss“durable and shopping goods and wiil
pfésent empirical studies which ‘provide more specific

information regarding the three dimensioﬁs of external

. séarch relevant to durable .goods.
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quable Goods and Shopping Good&: Definition ana
Impbrtance of Search A
Durable Goeds :
How . the consumer perceivés the product and the
purchasing ".problen determine tpe} subsequeht ﬁctions.i

including search, which may lead tb\jhe puﬁchase decision,

" The American Harketing Association- Committee on Definitions
. . ) . . .

' ’

-{Alexander, 1960) has defined durable goods as "tangible
‘goods which normally survive many uses." Hansen (1972)
suggested that a durable product is one that will last a

year or longer. QMatthews et al. (1964) felt that a useful

a

life of three years shpuld'bé u#ed as a minimum in defining
durable goods: : — .

| ,These ‘'definitions 1m§ly bhaf durable " goods are ¢
puréhased less frequently than nondurables, which are
égnsuméd in .2 short -period of time and .which require

rgpurchaﬁ}ng at Qhorter\intervals. The fact that durable

goods survive many uses would-—also leaﬂ . one o the
Poncluaion that the consumer is less likely to have a lo
purchaSing experience . for these goods relative

nondurables., Thus, ‘the-purchase decision will tend “o be a

more difficult task for bonsumepg of durables in relation to

{
Y

the purchase ‘of nondurables. ’ ‘ . ’
Shopping Goods : | S
Copeland (1§é3) first described three classes of goods-

. ' < ’ y ..
-convenience, . shopping, ' and specialty goods--based on

cpnaumeﬁs'“ shopping habigg; '~ The American Marketing

[}
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Association's officiml definition of.shopping goods is as

"follows: "Those consumers' goods which the customér, in the
process of ;election and purchase, characteristically
compares on such bases as suitability, quality, price, and
style (Alexandor, 1960).

It 1is wuseful "to present this convenience/shopping/
specialty goods trichotomy prior to. a discussion qf Qonsumer
extéknal search _for dgrables. This trichotomy describes
tﬁrqe different types of search atrategie; uhich. are
depermined by the consumer's perception of the product, the
product class,. and the' situation. When the cansumer
perceives that there are d;rrerences among brands and that a
better decision can be made by making- comﬁarisons among -
them, then the product is a shqpbing good for that per;on.

If the consumer wishes to buy a proauot with a minimum ?f
effort (at the first QE;re with 1little b-and comparison),
then the product is a convenience good for that person.. If
the consumer has a definite brand preference aﬁd is willing v
to expend a great deal of effort to obtain it, then‘éhe
product 1is a. specialty good for that consumer.. 7

A' durable good is’ not l{%ely to be purchased -
frequently, but somelconsumeré may"purchase durable goods .
with as 1little er}ort as is ocharacteristic of habitual
convenience éooda purchasing. A durable good may be sought

after like a specialty goo&, if consumers believe that the

" benefit of extra purchasing effort is worth the cost,
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However, the definition of specialty .gboda implies
brand loyalty, and the nature of durable goods ;Jrcﬁasing
causes it to be less conducive to brand loyalty than more
frequently-purchased non;urables. One . survey, which was
cited in the ¥all Street Journal (Lehner, 1984), reported
that almost two-thirds of ;fflu;nt carabuyera had no loyalty
to, any particular auto manufacturer, Be;kman and Gilson
(1978, p. 238)- also reported that "brand loyalty is lowgr.

for hard goods than for backaged goods." Hence, the long

1‘}
£ 2

1nter-purcha§e fime between durable goods purchases may make
it less likely that oo;sumers will bgy out of habjt and mor;
likely t@at consumer; will conduct some external search.

The shopping goods definiéion can be distinguished from
the convenience and specialty goods dérihitions by 1its
eépgagis on -comparison activity. ‘ Holton (1958) ‘defindh
shopping goods to reflect th; pergelvéd costs involved in .
comparison shopping. This comparison procedure can be quite
extensive (1nvoiving comparison 'Br many brands on ,mahy
attributes in many stoﬁes) or ‘can be vextrémely limited’
(perhaps 1involving compabison. of only tw; bra;da in, one
store qn oneoattribute): If one viewed shopping goods as
being on a gontipuum ranging from very little cooparison to
a great deéf§g{ comparison, the majority of consumers'would
probably classify the same ‘durable good ‘puﬁéhase in the

. shépping good category as well. i ‘  y

The United Statea Government citegorizes the following

product classes as durable‘ goods: _automobiles and

-
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automobile pa}ta; p;rtable and major appliances; furniture
and wmattresses; china, glassware, tableware, and utensils;
jewelry and watches; recreatzon goodﬁ including books,
radios, Lelgzisions, records, musical 11nstruments, sports

equipment; and durable toys (Dickson & Wilkie, 1978, p. 2).

Whether the consumer perceives a, particular durable.

good to be a convenience, shopping, or specialty good will

détermine the extent pr’,hia or her prepurchase search,
» % )

Greenberg and Bellenger (1974) found ' that consumer$ of

aufablps are not at all in agreement-about whether certain

durables (such as encyclopedias, tires, cameras, and color

televisions) are convenience, shopping, or specialty goods.

4

A .
The study suggested that there is more routinized decision

13

making in the purchase \of durable goods than would be

expected for such infrequently purchased gooda.gp

4 4

On the other hand, BJckli? k1962, p. \52) ragards
shopping goods as "those for which the con;um;} regularl;
formulates “a new solution to his need each time 1t ({13
aroused. >}hey .are goods whose s::tASLlity is determined
throvgh\search before the consumer commits himself to each
p;échaae.' ‘The necessity of a new soluiion is caused by the
1nfr;quenoy of purchase and the resultfng changes 4in price,
style, and technology, as well as consumer needs.

‘

() a .
‘Bucklin contends that’  the oonsun{i experiences either

11.1;.3 or extended problqn solving” in the purchase of a

shopping good. He states further that "whether tha conauner’

searches diligently, superficially, or even buys at the

-
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firs? opportunity, however, does not alter the ‘shopping
nature 3? the pigdunt” (p. 52). Hence, Bucklin's definition
of sho{ping goods does naot require that each consumer
conduct a seafch and ake cémpariéons, only ¢that the
purchase be of the nafure that normally\;;;Bires shopping
and comparing before buying. |

Kaish (1967) has defined shoppiné goods in terms of the
amount of cognitive dissonance arqused. He states that
"shopping @goods are/ goods that arouse ,high levels of
prépurchase apxiety about the possible inappr;;riateness of
the purch!‘e" (p. 31). Goods failins into this category are
tmfse "high in economic or psychélogicaL importance, which
confﬁiq significant performance diTferences, and which have
physical 'qualities that are readily related to the
performance ch;racteristics" (p. 31). Hence, if the produtt

is not perceived ¢to meet these "specificatipnﬁ“ by the

purchaser, then search behavior may be limited.

>

Bucklin's (1962) Product/Patronage hatrii contributes
further to the discussion of search behavior, It combines
consumers' product motives with'&hei; patronage motives, and
it is_ggggg on how well developed the consumer's ;meféreqce

map 1is with respect to brands and stores. This matrix

presents nine possible types of consumer buying behavior and.

~
shows that patronage motives confound consumer behavior with

respect to the consumer goods classifications. In
particular, the matrix 4{llustrates that consumers ' of

shoppin'b goods will exhibit varying levels of search,

e N

=4

Y
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depending on their patronage mopives. This 1; an important
key to understanding why researchers have found evidence of
little 1nter-stpré search among buyers of durable goods.
However, the Product/Patronage Matrix is weak from the
perspective of total\ prepurchase infornmation seeking
behavior. Consumers may conduct extensive out-of-store
seaﬁchgs (using the'advertising media, neutral media, and

-

to shopping in retail

word-of-pouth media) 4in  addi
stores, ﬂenée. while the Pfroduct/Patronage Matrix déqsiders
th; consumer's preference mapskfor both products and.stores,
and 1t gpscribes nine different shopping strategies, it does
not provide a complete frimework for the study of,
prepurchéﬁehinformation seeking and écquisition.

To summariiiiﬂfurabﬁe goods are those goods that are

used repeatedly and “have a relétively long life. Consuners -

are likely to view durable ‘goods as being synonymous with
. 1]
~spopp1ng goods since: R
(1) many durablea goods are relatively expensive and

therefore carry higher financial risk,

=
3

(2) consumers buydduvable goods 1nfréquent}y and lack a
great deal of purchasing experience, -
(3) many durable goods are also technically complex,

making it difficult to evaluate them. T

External search would seem to be the logical solution

¢
«

to these problems, The consumer is more likely to shop"
around if the item i3 somewhat axpensivea(finanéially risky)

beoahae searching may lead the purchaser to find a better

L)

L4
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price or value, thereby reducing the financial risk. Since
'durabie goods are purchased infrequently, the consume? lacks

-

purchasing experience, In addition, the consumer may have

forgotten information since the >~ last purchase,' the

consumer's needs may have changed sincec the last purchase,

—

and what’ the market has to offer may have changed since the

last purchase. Due tq these factors, the consumer may neecd
to search more extensively feor a«dureble shopping good than
for a nondurable convenience or specialty item.

Since many durable goods, particularly appliances aﬁd
‘' N 7 ‘ »
home electronic equipment, are” quite technical in nature,

the averagé consumer hay have difficulty evaluating and

«

comparing brands prior to purchasing. fhis difficulty may
be eased somewhat by using external information sources such

as Consumer Reports, friends and relatives,-%ybre personnel,

advertisements, etc. The likelihood of using and relyingvon

2 .
external sources of information 1is, therefore, greater for

. K
technical products that are difficult to evaluate.

Hence, durable goods dre frequently goods for uhich:the
consunmer- finds it necessary to copduct an external .search

prior to purchase decision making. This external search may

. . - '
include retail stores as well as the advertising media,

%

.‘\friends and relatives, and consumer‘reporting media.

Major Durables Asquisition Model o L

.In order to bridge the topic of ¢urab;§ goods with the,

study of search behavior, a'model'develqped by Dickson and
Wilkie (1978) will be presented in Figare 4 ‘and discussed.

.
{



. The Dickson~Wilkie model of the acquisitdon of major durables.

1

" Inftial Acquisition
. Priorities

. | .

- Extended

Low-Involvement
Information
Acquisition

I

Catalyst Preecipitant _
[nitial homemaking] Household move
Seasonal gift- Family change
glving Produect failure
Promotional offer- Wealth Increase

Acquisition by gift or rental

)
' -
5

. Short-Term 1
» High-Involvement "
Search

_Information Sources .

Brands Stores
Pride Personal
Performance Catalogues
Credit Media Ads
. Other

o

| Abandonment

Post Acquisition |g. Q
Evaluation

Adjustment ”
, : of Priorities [

From the Consumption of Household Durables: A Behavioral View (p.

Jdote.
10) by P. C. Dickson and W. R. Wilkie, 1978, Cambridge, Hass: The

Marketing Science Institute. Copyrfght 1978 by the Marketing. Sgi‘bnce-

“Inati;ute.
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Their model is entitled.a "Model of the Acquisition of Major

n"

’Durables," and it 1s a_descriptive model of t%s acquisition

process, \The first stage, "Initial Acquisition Priorities,

a

-is posited to occur when the consumer,takes an dinventory ofu

those durable goods owned and unowned and determiqes the
order in which desirabl%e, but wunowned goods wilY be
acquired, Clark and Soutar (1981) and Beckwith and Lehmann

¥

~ .
(1980) have shown that¢consumers do indeed possess priority

patterns for durable go%ds acquisition,

4 ?
Consistent with the Engel, Kollat, and Blackwell models

of high and low 1involvement search, Dickson and Wilkie

(1978) indicate that cohsumers’ do acquire information over

an extended period of time in low-involvement contexts, and
that either a "eitalys£" or "preciET:ant" may triéger high
involvement search, which 1is 1likely to be shorter in
duration. During the high involvement search, decisions

A
nust be made regarding the type of information to seek and

the sources of information to be utilized.

The "In-Store Behavior" stage may refer to interaceions
between the salesperson and the customer, other behaviors,
or the ult%mate purchase actt Howeve;, this Juncture is a

major weakness in the model. In this author's opinion, the

purchase act should be represented as a separate stage in

’ N

v the model, occurring after In-Store Behavior and before

Post-Acquisition Evaluation. This change would make it
possible for in-store behavior to lead to either

abandonment, postponement or purchase,

’

7
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Finally, the Dickson-Wilkie model debicts a post-
acquisition evéluation which is shown to affect both future
search behavior (via belie{e, attitudes, and int?ntions) and
the consumer's aéquisifion priorities. . Or more simply,
gince in-store behavior: 1is one ‘aspect- of information
gathering ' in high involvement search, the "In-store
Behavior" box in the model can be changed to "Purcﬁase Actn®
ané ‘the arrows‘ leadiny from it }o "Abandonment" and
"Postponement" cpul¢ be eliminated. One final critique of

this model is that it assumes that all consumers go through

a. "short-term high-involvement ,search," As the Engel-

. . . i
Kollat-Blackwell "Routine Decision Process Model ased - on

High Ipvolvement™ illustrates, it is pgssibl that no

external sources and no further information will be sofight
prior to a repur\chase.

’
What may be even more revealing than the Model of the

Acqhisition of Major Durables are Dickson's and Wilkie's
(1978) propositions underlying the modeI. They ére:
1. Deliberate and highly involved search behavior,

however short, is either prebipitaged%by an
.unexpected event oﬁ triggered by én expected event

which converts priorities or stalled plans into

.

action,
2, Casual acquisitioﬁ'or'prdduct information may occur

over an extensive. time before precipitating or

catalytic events h;ppen. This information is

L4

L}
obtained under very different conditions of



33

interest, concern, and praduct involvement fronmn

-..{l

what will be found at stages of deliberate and
intensive searéh. |

3. The search for and choice of the purchase outlet
frequently may ,precede tﬁe consideration of._
.,8pecific brands and,‘consequently, clearly
influences the composition of the evoked chéice
§et. Store loyaify'can be a more i@portant concept
than brand Jloyalty. ’

4, The expertise and interactive skills or‘stoFe o
personnel are significant in the\ggpchase of mgjor
durables.

. . S. After sufficient searcﬁ, immediatéfpunchase°may'be
abandoned or postp%Ped and the proceés may lie
dormant until hq}?ﬁated ‘by a future event,
Abandonment will have an impact onlfcquigition
priorities for othér prboducts,

6. The.decision process is under the pervasive

influence of a number of .cultural and econom16

J

.

facéor; (pp. 8, 10).
Sea?ch is an extremely important activity in‘ the
purchase of durable goods, as 1is evidenced by the above
nodel as well as the following study. Day and D;utscher
(1982)'attempt.ed to determine if attitudesl ‘could be used to
model brand choice behavior for ﬁaJor durable goods
(aﬁpiiances). A consumer panei was interviewed initially

and then again six months later, and those who “purchased a

S d
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) majo} appliance 'duriné this _time were included in the
analysis. Results of this Spudy showed that 57} of the
purchasers did not mention the brand they had Just lpurchased
Quring the inltial' interview, Hencve, it may be concluded
that their consideration sersiwere expanded and attitudes
devel&ped or changed 'during the seérog and decision process.‘
Thé authors also suggested that an initial consideration set
"does not significantly 1limit sﬁbsequpnt chdfce behavior."
Furthermore, the authors Eoncluded that "attitudes toward
brands of major appliances appear to *™e formed mainlf
through a process of learning without involvement,™ and,
therefore, are susceptible to change. In suppo;t of this,
Houston (1979) found tha£ the role of advertising for high
‘risk, durable p}odupts was mainly to generate~fyareness and
intereSt in brands rather phan to generate,tri;l or higher
order beliét; or affect, Finally, it was concluded that
attitudes toward appliance b;ands were weak predictors of.
brand choice except in the.case of brands that were part of
a £;11-line strategy with national advertising support. 1In
this case, attitudes which may resultrjfrém previous
satisfactory experience and th&h reinforced by advertising
maxgbg égrggger,and less susceptible to change. .
Up. to this point, the literature review has brocéeded
froﬁ the comprehen;ive consumer behavior models, to ‘an
information acquisition framework and model, to definition

5

and discuasioh of durable and shopping goods, and fipally to

”

an acquisition model of durable goods. The latter model
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presents
-
acquisition processes, those being extended, low involvement

consumers engaéing- in 'two types of infurmation

information acquisition Xpéésive) and Short-tgrm =’h"igh--
involvement search (aétive).- Since the: high-involvement
search is more deliberate and, therefore, more deasurabla,
it is the type of search ch&;eﬁ for meaSQrement. in ¢this
.stuﬁy. ' - ' -
| Furthermore, Dickson and Nilkie depicted - ﬁigh-
-involvement search as having an information soﬁrce oompoﬁent'
and an 1nfo}mation.type component,., Both of these componénts
have béen 1nclhded in t;e coﬁputer simqlated pu%chasing task
so that the test subj?cts would be faced with a fuller range
of market data (noé Just brand gnd attribute 1hrormation).
Howe;;r,'this model poiﬁts od:'that a ‘considerable amount of
low:involvement information acquisition occurs, which may
influence consumer attitudes and behavior. Hence, it should
be noted that the researcﬁlconducted for this dissertation
is limite;,in.generalizability because it was restricted to
" ,
a shori-terﬁ, high-involvement searéh context, In the next

<
section, the theoretical and empirical literature reggrding

the search for durable sbbds will be pre;eqted:

-

.

Review of the Besearch Regarding External Search

Introduction to External Search Literature

Having finst presentéd the conoeptual‘ framework of
consumer external search behavidr, specifioc réhearch
regarding external search for durable goods w;ll be

_presented in this section. Uséng Bettman's three dimensions

~
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of information aqﬁufsition (direction, degree, and
patterns), those studies "dealing primarilyl‘with type of

source(s) used (direction), number of sources used (degree),
¥

and importange or impact of d}nformation Sources will Dbe
reviewed first. Suﬁsequently, the literature pertaining to
patterns of .external seanch'will.be presented.

What motivates the 4consumer to condu;t an * external
search? Engel and Blackwell (1982, pp. 324-26) cite 3he
"guality and quantity of existing 1nformaiion" possessed by

the consumer as dne motivating -factor, 1In relation to the

quality of information stored in memory, *three variables

w

were mentioned to affect information search:

1. satisfaction: the égqater thelsatisracpipn with

-~ - e

tﬁe resulés of past purohases,;ﬁﬂé léwéé the . a
probability that search will ocour in the future
when similar oirouhstances lead'to pro len
recognition,
"2, 1interpurchase time: ' the greater the interpurchase
time, the Qigher the probability of exterpar
‘search.‘ . '
3. ‘¢hanges in the mix of alteryativea: the greater
the rate of‘ch;ﬁge, the higher the probability that
search will occur (p; 325).
Othef factors mentioned thai can trigger external
searoh 'a?e: the ability to recall 'information regarding

past purchasing problem sHlwdng, the amount of risk

perceived by the consumer with regpact to the purchase
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decision, and the consumer's confidence in his/ﬁer decision-
making ability. Risk can take a variety of forms such as
financigl, socigl, psychological, and performance risk as .
well as riag relat;d to the necessity of making multiple
decisions for a single purchase and the length of time the
consumer will be committed to wusing the product after
purchage. Thus, in order to reduce such risks, the consumer,
may cohduct an external search.

“Beales et al. (1981) provide some explanation for

consumers' limited ‘external search behavior_using the cost-

benefit principle as a rationale. They‘posit th#t éoqsumers
will search for information until.the costs of aciﬁiring it
exceed the befefits. This b}inciple-can be applied to the
consumer's level of experieice and knowledge. For,exéﬁple,
the benefits of external sear?p may be perceived a# being
very small for consumers who "do n&t have the memory
structure necessary to evaluate and inte;pret":information

as well as for consumers who "believe that they possess most

-

(4

of the ayailable information about ‘the relevant options"™
(Beales et al., 1981, p. 12)7

The ;ost-benefit péinciple can also be applied to the
consumer's Béroept&ons of variance 'in quality " and price
across available brands. If internal memory indioatea that
most brands a;e pretty much alike, then expected ggins from
search will bé\ minimal. However; consumer beliefs 6r

Rerceptions residingﬁ in ;ntgrnal memory may often be

inaccurate, and the consumer may not be well informed. Such
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consumers "do not realize they shpuld engaée in additional
search" (p. 17). ) .

While the lack of very thorough external search for
durables may be thought to be due to poor measurement
techniques or to the beljef that many consumers are 1azy-,‘
ignorant or indifferent, Ratchfibrd (1980) developed a model
to deternine the value of search for potential purc.hasers of
major appliances. His results suégest that a)limited search
n\x‘ay be near-optimal,. He found that ®"most of the e‘xpectefl
doliar gains (of search) are exh‘austed after the first thrﬂee
searches, ‘and becone negligible aft.er five searches"
(p. 17). Furthermore, he suggested that the benefits of
search ror. more Jmow]:edgeaﬁle consumers would be even
smaller, - Whilw‘the author admitted that behavioral eiements
were missing from :his model and that the model may not
explain actual search behavior, his mod_el does provide som‘e‘
usefui insights into search behavior. Many condgumers may
“unknowingly and wunconsciously perform rough calculations

sinilar to the calculations made in this model to assess the

¥
i

value' of'inrormation seeking.
Also discussed by Beales et al. (1981) with regard to

= the coat-benefit principle was the t;ct that the .cognitive
Tstrain and mental stress of evaluating t.o.o many alterna&:ives
may increase.the perceived costs of search beyqnd the
p.eroeived benefits. .H‘enée, co.nsumer's.,may lvimit the number

of brands, stores, apd/or attributes searched and evaluated

in order to reduce the cognitive 1load. Of course, the
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tolerance for such ostress gﬁfies from 4individual to

J
r 4
individual. ‘ { ’

Examining the whole spectrum of 4information sources,

‘Bealeé et ‘al, also discuss ipe costs of bbtatning
information from eaéh type of source, ’ Internal 1nformat£on
i€ less costly to access than information 'from external
sources. Passively acquired inforﬁztion is less costly to
the »consuﬁer than actively acquired 1nformat19n. Hiig
respect to ext?rnal -1nrormat12n sources, seller-provided
information 1is the 1least costly to acquire,' followed by

personal inspection and disinterested third par-;ie::,ﬁ in that

- .

order, (Personal . sources, such as friends or relatives,
i -

were not discussed in this study.) -

Hence, the cost of aéquiring 1nformat18n in terms of

. ~
time, effdort, or money must not outweigh the benefits or

< / . <
value, of the information available., Further, the benefit or

value of the .information may result from the consumer's

<

perception of risk, confidence in\purchaaing. satisfaction
- .
with a previows purchase, frequengy of purchase, and the

9 consuder's.memory and cogpitive cabacity. Thus, search nay"

-

be motivated by a number of circimstances and variables,
Direction-and Extent of External Search . °

. M

With an ' understanding. of ‘the major factors that -

. motivaée information search beyond that which is held in
B > * - ‘
internal ‘memory, it is desirable

- ' 9
information sources that may be used in the external search

. : : (o @r i

to discuss the types of

. .
\ R . , ﬂ/
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alternatives.

Aoategbrioa subdivided into face-to-face and ﬁkaa media .

Bl . ao

sources used by consumers in their_inrormation searches:

{. Personal sources (family, frienda, neighbors,
acquaintances)

2. Coomercial sources (advertising, salesmen, dealers,
papkasing, displays)

3. Public séurces (maas media,\consumer rating
organizations)

4. Experiential sources (handling, examining, using
.the product) (p. 157). ) .

Kotler states that aourceS may be utilized r5r

different reasons in the decision process. For example,

. commercial sources may be used prinarify for agquiring

information, while personal sources may be utilized more to

legitimize the consumer's predisposition or to evaluate the

NN

Engel and Blackwell (1982) classlfy‘&nformgtion sourcés

somevhat differently. They classify information sources

into general. and marketer~dominated categories, with thse

oalegori;a. LeGrand and Udell (1964) and Udell (1966)

clasaified information sources into out-of-store shopping

-
.and in-store shopping categories. ' Newman and Staelin (1972)

studied Your categories of information sources, those being

.

personal, neutral, advertising, and retail stores.
Infornation asources may also be classified as being

controllable oir uncontrollable from the seller's poinf of

>

3 |

o .e /
process. Kotler (1980) identifies four types of information .
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view (Davis, Guiltinan, & Jones, 1979). Kiel and Layton

(-1981) have . proposed that the “sources of i{information
f »

dimension may be composed of retailqr search, media search,
and interpersonal search., . Beales et al. (1981) wutilize’

three external source categories--direct inspection,

»

disinterested third parties, and seller-related sourges.
With this collection qf diverse classification 'systems
of consumer information sources, it will be difficult to

cbmpare studies reported in the literature. Some have

14

reported using information source usage indices, others have
L ud ~

reported oniy the use of onq\fr two information sources.
Nevertheless, the research cegarding“directionrand degree of

‘ ~ ' )
external information search will Qay proceed.

~

A major' research project undertaken by George Katona~

ot

» . ’
and Eva Mueller in "the early 1950s-i{s considered to be a

-true pionegring effort and a substantial contribution to the

.rield of ‘conspmér behavior. Katona and llueller ‘(1955)

.

4 . -

‘'studied prepurchase decision psaking for major household

durables such as televisions, refrigerators, stoves, and’

washing .machines. " They 'measurea five dimensions of

prepurchase de{ibérati%n. whlch included: . (1). extent of

circumsbectness, (2) extent of information~sedking activity,
Co ) S

(3) choosing -with respect to price, - (4) choosing with
reépect to brand, and iS)' numbers of features considered

(p. 42). Below is a lJist of several of their findings:
\‘ \ v . i ’ . > N
1. Regarding circumspecotness, it was found that over v

L3

~50$'or the respondents stated that they planﬁ%d durable -

., . '
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puréhasea at least several months ahead; extensive family
- distussion prigr to a durable goods purchase was Jjust as’

\Hikely as no discussion; and the majority ) reported

<:§}// that little consideration was given to the alternatives of

the given purchase, and they did not hesitate in making the

Y

durable good purchase.
2. Regarding extent of information seeking, one-third
. -

of the durable good buyers used either one source of

information or acquired no information. Friends and __

t/

relatives were ocited most frequently as an information
source, followed by stores. However, 58% of tﬁg,samplgg
reported visiting either cne or'he_ptore before“;uyig;.
Ona-tﬁird of the sample reported obtaining 1ﬁformatio; from
a print medium, .
3. More than half (57%) o{ the subjects indicated that
thgy considered only models in one price ra;ge, while 36%
repbonded'thai they considered models in more than one pfice
_ range. N | B
4, One-third of the sample knew which brand they"
’ uanﬁeﬁ when they began, while the others considered more
thQn one brand or:were open to many brands.
- 'S.  The most(frequently reported prodqct‘featuéea <
1nclu§e3 brand, mechanical properties, fol}pwed byﬂsize or
capacity, appearance, performaﬁce, and price. Other than

price and brand, it was reported that onli 35% of the :

purchasers had considered more than one teature.'

-]
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6. Education of the heaé of the family was foynd to be
positively related with degree of deliberation.
7. Sample members with medium-to-high 1n§omes vere”

found to be more deliberate purchasers than members of the
.o )

two lowest or tne highest income groups.

8. Younger purchasers are more highly motivated to 3

‘ .
search for information than older purchasers.,

9, With respect to an attitude toward shopping, each
\ . .
L .
income category seemed to have approximately the same
proportion of people who enjoyed shopping and who did not

-

like }o shop around. v

10. Clergpal and sales personnel wgre ﬁoreldeliberaﬁe
in their prepurchase decision process than people in other
occupational groups.

The Katona and Mueller study was not only an important
study because it was a. first but also because {t iﬁolgded ;
large sample and studied.several dimension§ of pre-decision
deliberatlon. .

LeGrand and Udell (1964) conducted a study among
purchasers: of ‘telévision sets and furniture to déger;ine

N

what sources of infofmation they used .és well as the

.

helpfulness and wusefulness of out-or-:tore‘ ;nfornation
sources and in-store shopping, Tﬁey reported tkelr findings
for televisions‘ and furniture separaiely as well as
‘together, and it is evident that éourcea used afd Extent of

source usage differs between buyers of the two 'product

classes.” Television purchasers visited a¢ average of éizz

N

Sh

>



o , ' 44

-

stores, while furniﬁure purchasers visited 3.3 stores on the
average. Forty-one percent of the television Puyers viSited
zero or one store compared ~}t’.ca 24.44 of the furniture
: =
purchasers.
Using aided recall, the most frequent overatll responées
. - :

given for the source;-of—info}mation-used questionm

(excluding store visits) were: (1) newspaper advertising,

(2) friends or acquaintances, (3) magazine hdvert;aingi (%)

telep%oning a store,” (5) catalogs, (6)': teiqviaion
. ’ - . ’ N ')
advertising, and (7) consumer rating magazines, in that.

-

- ~

order.” However, ‘1ends and ilcqu,aint,'aric‘ea were mé_ntioned
twice as. rreq:}ntly by television purchasers. than by
furniture purchasers. Also, television adver;ising: and

consumer rating magazines were mentioned far more frequently

L , .

by television purchasers.

) . o . 4
In terms of helpfulness of dJut-of-store sources of

information, the following sources were found to be most‘
A “ . . - °
helpful. in descending order: friends and gcquaintancea,

consunmer rating‘magazinea, newspaper advertising, telephoné

calls to store, Yellow Pages, catalogs, ‘and Eagazine'

[

dvertising. The most helpful sources for ﬁaking quality.

o?mpariyons were store visits, friends and‘ écquaintanoea,
l'e . M

“ ' . ‘ . * .
consumer rating magazines, sales and repalir personnel, and -

' experience for te;evisidn ppr?haseré, .while store visits
predominated for {rurn;ture - buyers.” ' For mwmaking price

comparisons, store visits were _overwhelmingly ther most
' . . . ~—" . .

helpful source for both furniture and television buyers, and

» ' - . :

’
A,

-



newspaper advertising was the second mo;; frequently
mentioned by both types of buyers.

The differing extent of store seaéchhgs well as the
differing usage and gepdﬁptiona of'helpfulnesﬁ-of sogrces
between ruraiture and television buyers might'be e?plqihed
by the nature of the produtct classes, Televisiona arg ﬁorq
complex, runctioniﬁv and ;standardiz@d.‘} Furniture idf
purchased for style and appearance as well as function, and)
it requires more personal, subjective judgments.

. Udell (1966) studied the prepurchase behavior)or small
appliance ”}urohasérs. Of the out-of-store soqpée;‘ of’
information controllablé b& the marketer; tpé threa ‘most

A »

. . .
helpful sources were: newspaper advertising, mail-order
, -

‘catalogs and circulars, and magazine advertising. Tﬁe most

: I
useful controllable out-of-store sources of information were
mail-order catalogs/circulars and newspaper ‘aQQert4s;hg.

¢

The noncontrollable out-~of-store source.- of '‘information

reported to bp both most‘helbtul and most'use(hl'was ®past

(Y
[]

experience with the product brand." Discussions-. -with

”friands, relatives and ﬂéigh&ons“uas'a distant second on

]

both the h pfulness-and usefulness dimensions.

Of the out-of-store sources ihcluded in the study, the

" usage of sources varied by marital status, sex, and income.

For example, single persons mentioned the use of television
and wagazing, advertising and discussions with l"ri'ends and
relatives more than ﬁarried ‘persons, Married women and

higher 1hcome households were more likely to mention the use
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of newspaper advertising, and married men and single wonmen

were more likely to mention the use of past experience with

-

the product brand. .

2

The most startling finding in this Study was that

-

almost 66% of tne purchasers had Shogped in only ohne stqpeu

With respect to all sources of information available to the
. ’ R
consumer, 57% responded that store visits were the most

helpful. fhe number of stores visited inorease& directly

with'price of the product and wiih the educational level of
rqspondehﬁé, and inversely with age. Purchasers wﬁ& were
siﬁglq were more likely to visit more tﬁan“oné Etore. The
panigy of inter-store search may be partihlly explained by
examining the fol{owing‘results. ‘Sevénty-three peroent‘or
the sample pla;neq their purcha;es before their first store

_visit, and 65% indicated readiness to buy when they made

.

their first sWore visit;

f

These results suggest'thd; cqnguﬁers might be pre-sold

a . .t .

on the product/brand through sources such as advertising,
[ . . s . A ] P .

_personal experience, or'persdna[‘recpmmgﬁdations. A heavier

reliance on these sources dfninfoqmgiion than others may

help to explaih the low iqoidence orAfnher-st6re searoh; In

addition, consumera,'mgy' feel. more confident 1in their
s - &£ . B

Judgqen;s regarding smqli- appliances, and there is less
v ¥ .
financial risk involved ghan for major durable purchases,

Kleimenhagen (1966-67) attempted to provide evidence
: « ,

for the classification of goods into convenience, shbpbing,

"_and specialty gbodi’catégories. While he did determiné that
\ N )
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consuners were nmore likely to shop in more than one store
for a shopping good than for a copven}énce good, he also
found that T4% of those searching for a shopﬁing éood
visited only one store, | However, this was not a

LAY

longltudinal‘study and the shopping goods searchers 1in the
study did not all make a purchase and @ay not have completed
N their searche;. -
Riter. (1966;67) coﬁducped Sq early study of color
_television purchasers, The varihblesiin thig Stﬁdy were not
well defined, an? it is difficult to determine their ex;ct
meaning. For example, he categorized buyers into shoépper
‘énd non-shopper ‘categéries on the basis ’of whether they
shopped at several stores, However}_ ther term, "several
stores,™ was not defin;d. Forty-ecight percent of the'SSQple'
" shopped at several ;tones and 521:%;d not. He also founa
that~661 of the sample purchased on their first visit t¢ a
store. Given that there was not a large number of brands
availabie at the time of this study compared to today dnd,'“

in fact, there was a shortage of color televisions, - Riter

found that Brand'name was a deciding factor in the purchase

¢
»

decision for more than two-thirds of the sagple.“ He also
suggested that consumers may be‘pre-soldlbgrore entéring the
Sfore. | "

Dommermuth aﬁd Cundiff (1967) conducted a séuay 'ds
housewives to determine the extent of’ théfr yinFer-store
.search for ¢lothing, costume Jjewelry, yard goods, wedding

gifts, towels and sheets, and cookware, Seventy-one percent
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.store, and‘més§ media), With respecf to the extent of store
- . . . \ R
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of tﬁe buyers shopped in only one store, on the average, for
all' 1tem§. However, certain lines were found to effect
greaﬁer search-. Almost forty percent of yard goods buyers
shopped in two or more stoie;. Those igems for which there
wasﬂaboveuaverage search were Mrelativeli nonstandarfized,
subJect‘to fashion and style considerations, and phe“choice

~

made by the purchaser will be socidlly apparent and.socially

significant."” Below average search ghsxfound fornitem ;hch

as men's shirts,- women's .gloves ahd blouses, towel :and
sheetsl and -cookware, which were considered by tbé authors
to have ""less‘- style connotatidn and greé;er
stan&grdiiation;" .The aythors suggest thét{ for the itens
in, their study, the gxtent of store search 1is direétly
related to the convenience of >store search, This may‘be
irdsr for these itens thaq for more cosﬁly major durables,

Brandt and Day (1972)‘ studied consumers' deéision

\ ) .
processes for major durables costing more than $100. They
. ) . {

utilized three measures of search: (1) number of stores

visited; (2) number of brands considered, and (3) dquer of

information  sources consulted before\purchasing (personal,

search, forty-eight perbent of the respondents\ shopped in

N ) . l - / 6 » . .

dnly one: s%rw. Thirty-three perecent of the sanple
. . [

considered only one brand. .They'beported that brand‘and
store search were highly correlated (Goodmdﬂ-Kruskal Gamma
of .70), although search ‘for bnapdé was more eﬁtensibe than

.

inter-store search. With respect ﬁﬁ number of infornation

& I
.
B 1

-
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sources used, 16% reported relying _on no_information source,

Al

46% reported reliance on one information sourcée, 223 relied

on\twé information sources, and 16% relied on three. or more

r
[y

information sources.

Using mdltipie regression angl;sis, an attempi uéq made
by Branht and Day to fifid determinants of store, brand, and
- information search. The‘ﬁgriables found‘to be felated to
storg.search and~wﬁ1ch were signifié&anat'ipe-.01 level
we;e: length of shopping perig% (-)n céncéqn over price
(;), and previous experiehce at a store (- ). The -variables
found to be related to number of brands considered and which

were significant at the .05 level were: concerh over price

(+), length ot‘ shopg‘ing period (=), and payment. method/uae a

of credit (-). Finally, information search was rolated to

.

brands in éind before shogg}ng (+) and pravious store
experience (-). Tﬁe authors concluded- that’ demographic
variables ' are not determinants of amount of search when
situation-spgcific variables are inclpdeh in the'analysis.

Newman and Staelin (1972) -conducted an,e&tensive study
B i /

of neq car and major appliance purchasers, and uaed:out-of-

store and in-store 1nrormation seeking indices, Fbyty-nine
péngent of the, purchasers -had visited only “éne ret;11
6utiet. _One might expect that wu;cﬁssers who conduct little
1ntei-s£6re search might also conduct more extensive out-of-
store se;rches, but this was not found to be the case in
this study. iThOSe hurchés;rg with highpr levels of out-of-

‘stgée information seeking were found *to be those w%p also
. . . . 3
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conducted more interQstore search. Of the six.out-or-store
information-seeking score categoqie;,‘73$ of the sample fell
into theflowest three categories of search. Thus, total
1nformatioq'seekfng o( purchasers of major ftems appears to
be quite low, | -

Thé authors utilizea AID analysis to find ex%}anatory
varia&les 'of §earch behavior, They .foynq} the fdllowing

reiationéhips% ;%wﬁ e
* 1. Househélds considering only,oﬁg‘brand at first had
lower total‘intormatiop-aeekiég scores than~those
céﬁa}dering.more thgn one brandhl v

2. ,HAhseholds cbnsiderihg only the brand they had
previoﬁsly.puboh;sed had lower infprﬁation-seeking°scores -

than those who considéred only one brand not previously

used. CoL .

- - - ——

3. Households paying a median price searched less than

those paying a higher or lower price.

4. As the cost of the appliance 1noreased,‘so did the

total information-seeking scores of buyers, This -

-

¢ a

ottt

relationship was found to be true only for car buyersuwho

CEN

initially considered two or more brands,

Multiple Classification Analyyis revealed the following

results: '

1. In houséholds where the quand was the major

.influence, the average informati n-seeking score was ‘lower.
2. Young, unmarrieds were shown to possess the highest
information-seeking bétrea;

!
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3. Buying experience (at least two purchases of a
product in the last tep years) was shown to have a negative
effect on search.*

4, Those with less than twelve grades of education,
.callege drop-outs,.and those wigh advanced degree$ were
found to have lower information-seeking scores,

Finally, the authors note ‘that their measures of types“
o{/%%urcés hsgd do rnot include a measure of the quality of
information obtained from the sources. 1In other words, one
gqoa sourée mayibé more uséfﬁi fhan‘several ﬁéd sources,

Mason and Mayer }19fé) 1nvés$igated segrch beha{ior of
gonépmeﬁs for food, drugs, cosmetics, televisiéﬁs,\iaqd'_
clqthingj‘ln'a cpmparisbn of purchase peh;vion ror.menT:-
§h1ﬁti,°mgn'§ }hbes,‘and'héelﬁvfsions, it was found that 39%
ot:\thé television  pufghaSe;s shpgbed in ‘only one store
compared to 5@% of the men's shirt§ bu}ers ;nq 6%1 of.the
men's shdes“puﬁ?rs. fheﬂadthdrs suggest-tﬁat.the higher
price of~ the television may ‘contribute \mos; to an

!
4

explanation of greater inter-store search. ~ It was concluded
- . 7o,

that the majority of consumers planned these purchases in’

adqahce‘ and that some type . of pre-phyaiqal Vprg-store

‘
- e - . s

shoppfng occurred.

' Also investiggiéd were information sources utilized to

make’ a decision to shop at az'particdlar- store.  For

'beleyisions the rank order was: (1) newspaper adverbisiné.

-(2) previous ‘experience, (3) éad;o' _or _television

advpptiﬁing,_(u) window display, (5) suggestions of Tbienda,
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? N
and (6) Consumer Reporta or other information services, For

men's shirts and shoes, previous experience was ranked,

number one; window displays ranked second fqr shoe buyers
and third for shirt buyers; suggestions of friends ranked
second for'shirh buyers and third for shoe-buyers; and shoe
and shirt buyers ranked newspaper advertising fourth, radio

or television advertising rifth, and Consuper Bgngn&§ sixth,

Henée, we find a conflict between this study's findings ,

and otﬁeré, but it may be due to the difference in the
wording of‘ihe studies'! questionsf—“"gﬁggestions of'friengs"
is ranked quite low by television pupchhsers in the,6 Mason
and Mayer study} bﬁt has been ranked high in other studies
(LQQrand and Udell, 1964; and Udell, 1966), Perhaps
fpibpds' suggestions are 'more important in ‘depisibns
regarding brands than in decisions regarding siore
patronage. Media advertising appears to be quite important
to television purchasers as an information source for’ making
decisions to shop ij ; store, .and the authors non£ribute
this reliance ‘to the less personalized nature of television
purchasing and to the infrequency of thisgtxpg of.puychase.‘
between naéioﬁal' and priéaté_ 'brand, major appliande
purchasers, Rothe and Laﬁonﬁ"(19735 found no 'siénificant
difference between the number of storqs shopped in by .the
two purohaser types. They found that approximately 66$ or

the purohasers shopped 1n only ope 'br . two atores, 30$

ahopped in three to ' five stores, and .the remainder ahopped

In a séudy‘ to determine if .there uere‘)girfabenceé'
v hd - ’ N > ‘\“ ’

¢

-
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in six or more storés, This again 1lends support to the
v,

contention tﬁgt inter-store search is quite limited for the
N - o .

majority of consumers.

v .
?’
Régarding the importance +of sources of information,

national and pgivate brand puréhasera ranked the-iqporhanc&
of information sourcgs‘aifferently. Bothfpuréhaaer typesn

- / hd - '
ranked "previous personal experiencp" as the most important

—— e
source of information during the shopping and decision-:

making process. This findidg*is supported by Settle (1972)
4 . P L I

in a study in which he found that consumers of durable

products™ would "receive nmore assurance from consiatency
information provided by personal experience over time than

from info}matiqn from other sources" (p. 670).

National brand purchasers ranked consumer reporting-

N

Lype Sulletins secondﬁ retail»;alespeople'third, advice from

friends and relatives fourth, in-store promotignal displays

- .

fifth, newspaper and magazine advertising sixth, and

television and radio advertising seventh. Private brand .

,purchasers ranked in-store promotional displays second,

/!

consumer reporting-type Nulletins third, retali salespepple"’

3

fourth, advice from friends and relatives (ifth, newspaper

S 2
s J

and magaziwe advertising . sixth, and televisfon and radib'

advertising seventh, It is infarestfng to note from this
. . . .

hanking of inrbrdttion ~source importance that media

advertising 1is ranked 1least important-by both types of

bgurcrlms‘ers, in contrast to Ha;on' and hayer (1972).

Consistent with other findings is the importance of previous

&



_personal experlotce. In addition, this study recognizes

/‘)’rdtail‘ salespeop

/ Mayer did #at include them in their 1ist of 4information

le as an informaticn sourpe, while Mason and
! ' L)

A . 4
' sources to be ranked. - . |
' In a study by Granbois and Braden (1976), the extent of J
L » v e

information search conducted by consumers was e&xplored to

o

-’ ‘ deteraine if various aspects of search would lead to bettag

14

predictive . accuracy of intentiona #fulfillment (i.e.,
o v

* purchase), They found greater predictive accuracy when more .\/‘
, ) R . )
Stores were visited as well as whensmore discubaigns Gith

-d

v
' others and within .the family were conducted. T‘he‘ \.@ber of

~

t.ypes,or inrornatiqn sources used was not signiflcantly

i relatea ‘to predictive accuracy, and the Index of Inforp}tion
s * s - X .

Search -Activity had only a weak positive relationship with

-

. %radic‘tiive 'accurac:y. Hence, total inrormatiqn-aq‘eking)
‘,(_: ' scores \.‘a.y serve to mask important information. . The),besb .
.x,.,‘ .*" - predioto;- of information seeking was "exbe'ctsd price to be #
'“‘\ f" : paid,'.l contrary f.o the conclusions reached by ;vaman and
[ ..?taelu’ (1972$ that price was’'’ not reﬁlhted to the
" “fn)rornnt."ion-;oeking 1n'dox$ . r . ’ ' - -
’ . ‘ . z

Granbols and. Braden found a positive and significant

-

‘o / rcl\:‘m{nship _bc_%wcen “socials visibility of the product) and

'nu-bir‘ of etores visited, optional features considered,

A

L .ty\pea "ot'“mrornn.ion souroces used, and ¢the Index .of

Information Search Activity, They ‘found no . rolatipn@hip

i N |

between a'atiata(cilon/diaaattafaot.,lon with a previous. searoh

p ) and any of the nonalsoa of Anformation search, In addition.'
/ BT ' "\ '}
\

Se v % ' \ ' .
* . - ' ¢ hoo- B $
“ , 0 v

2
’\

n
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, f
they found that as the number . of brands considered

.increased, the predictive accuracy decreased. The authors

suggested that, higher commitment to purchase may be

characterized by considerati&n of 'a small set of brands, An

inverse relationship was also found between length of

plannlng period and predictive accuracy. The authors
o

suggested that number of brands considered~and length of
planning period might have been ﬁaqsumed to be indirect
measures -of search, but they fctually.might:not indicate
search behavior at all, |

Westbrook and Newman (1978) conducted a study to

. {
determine ir dissatisfaction among major appliance-

2

p\rchaaérs and potential.- purchasers " was .related , to

gehavioral characteriatic; cl shoppers, Among praospective

.

purchasers, amount Qf ‘- planned information seeking’ and

=1

consultation of neutral sources (i.e., Consuper Reporta)

were positively related to shoﬁbeb dissati;ractionﬂ Number

v

of 'stoges visited ’and advice " of friends were not

13

signifiéantly‘rel;}ad to shopper dissatisfaction for this

-

groub. However, for recent purchasers of appliances, none
of the four information search variables- m;ntioned' above

. -
wgre found to be significantly reyated to di;s;tisfaction.
i

ﬂestbrogk and Newnan suggested that information search may

reflect "other aspects of buyez personality ‘“aa well ‘as
. ‘"
exte:;iir involvement in the decisional task/"

-

ncary and Olshavsky (1982) studied the- relationships
- J

betwoeh marketplace-related belieratand prepurohhqo'axtornal

1

' ‘ '_ .' S Y ‘ /
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information seeking of color television purchasers, Fifty

£

percent of the variance in the extent of external search was

accounted for by 27 consumer beliefs about their

‘capabilities as consumers and about the marketplace. Out of

a sample of 165. 36 subjects (22%) reported they exerted no
search effort before making a purcﬁase deciaioh. This group
was labelled the "nonsearchers," and it was found that thelir
purchases resulted fronm "previous brand and store
experience, unﬁolleited reconmendations from friends and

relatives, or personal relationships with retailers.”

A search index score with a maximum poésible value of

‘ 1,8}5 was utilized, but among the "searchers" in the sample,

¢

the average score was 1&7. orlzi belief st;temepbﬂ; ftr;een
b;liers had bivar;atg correlation éqetticients ;1gn1ficant
at the .05 level.,gnd“rive beliefs: had sigﬁiticaqt multiple
regreasion coertioienfs, ‘Tﬁey' found that if oonéuéqra

believed ' that -heavily advertised products . fere ﬁriced

higher, then consumers would oconduct more - search. Ifr

,6on;uﬁers believed they were poor Judgea of mechanical or

technical products or beiieved they vere“not knowledgeable
ahoppara,. t;;n less search was conducted. ‘ Ir anauners
beliegeq_that, "When important purchases are mnade quibkly,
they are usually regretteh;' then morg(aaaroh was found to
ooour, They alao discove;ed that ‘consumers tonducted less
inter-store search when they believed that local,
independent stores orrered‘better s;rvioe than large chu;d

stores, L . o

. %

- - o
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In a furthé?.analyais, Duncan and Olshavaff found Ihat
beliefs relating cues, such as popula?ity ,of brand or
country of origih, to quality " served as brand-limiting
"beliefs, Store-limiting £elie;:\tocused on the ideas that"~

(1) televisioh'sets;'in general, require little artér-salhs
service ;nd (2)'.some‘.storés' do indeed provide better
service, Hence, it was shown that consumer beliefs will be
related to the extent of tﬁe external séarch as w?ll‘as to

the direction of search, ; . ‘

- Hniripool commissioned a consumer qttitu&&- study-
entitled AngnLgalg_ﬁggnjn_fgz_ﬂﬁngkx (1983). In response
to a: question regarding trustworthiness of 1n}orma;10n
sourceé for providing information about‘m;nufachyrea,gooday
friends, relatives and .consumer neportérs were rated.in that
order as being most trdstggrthy. Advertising ranked sixth
out of ¢thirteen sources,. Among the ;-dvertftsingﬁ nedia.,
nexspég@r advertising was rated the most imﬁartant source of
information, with television, radio, and classified
advertiainé tied rpr second; magazines, third; and .direct
amafl, last. For major home appliances and home electronics,
a family nenberj or friend was reported to be the most
reldagle 1nrong;iion source, followed by a salospo}son. and
advertising. In addition, it ua; reported tﬁat consumers
were most likely,té use adverfising as a product information

-lsource before buying packaged/processed foods and small honme

appliances. This lends credence to Udell's (1966) findings
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of 1l4ittle store sasearch and greeter use of out-of-store
sources of information,

Cox, Granbois, and Summers (1983) conducted a two-wave
survey to 1nveetigate planning and search behavior for major
houaehold durables and autemobilee as well as to determine
1f search behaVier was related to certainty and éetisfaction
with the purchase. They categorized durable- good
acquisitions 4into four oategoriee b;sed on the consumer's
present neeortment of durables. . The four categories are:
(1) "Maintenance replacement," (2) "Adjnetinglvpgradiné
Replacement," ‘(3) "Additional ~ Unit Eipapeion."' and
. (8) "First Acquisition Expansion,"
‘The means of the "number of stores.iie;tep" variable

ranged from 2.5 for .the maintenanee replacement cateéory to

3.6 for the additional unit expansion eqtegeny. The means

of the "pnumber of brands-considered" variable ranged Cnom
. -
1.97 for maintenance replacement category to 3. 21 Jor the

» .

additional unit expansion categery. The eorrelation between

the "number of brands OOnsidered' and "certainty at time of-

purchase with respect to the brand" was highly aignifioant.
However, the oorrelation between_'nuqber of etores visited"®

and oertainty was not eignifioant when automobiles were

o

removed from the analysis. :

' In addition,'.oo}relation between 'nuuber .0f 'atoree
viaited.' xnunben of brands coneidere& " &nd- aatietaction
wae extremely 1low, 1ndioat1ng no relationship between extent

of search and satisfaction. It is interesting to note that

Lo »

a . 0 ’

.

-
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certainty was lowest and satisfaction was highest for those
making iheir first acquisition of a durable type. However,
satisfaction with the purchaséd brand in all oateéories was
found to be high. Thus, search (specifically numbef of

brands considered) may lead to certainty, " but search and

{

certainty are not associaled with satisfaction with the

purchase, *

Having discussed the extent of source usage and the
relative perceived importance of the sources, 1t ;111 be
enlightening to look at the relative impact of different
source types on opinion change and uncertainty. Woodruff
(1972) ’conducted a laboratory experiment 1involving the
choice&or a ooior television set, using marketeg-dominated;
consumer-oriented, and neutral sources of information. In
terms of overall opinion change, two aitferent patterns of
source impact were found, depending\ upon whether' mean
differences or standard dhvi;tion differences were used.
Usink mean differences, "marketer-dominated sources haq the
greitest impact, followed by consumer-oriented and neutral
Sources." However, using standard deviation differences,
consumer-oriented sources had the greatest impact on ;pinion

change, fdllowed by marketer-dominated and neutral sources,

Each of the sources was tested on its likelihood of reducing

‘uncertainty as wéll as on {its impact on uncertainty

reduction. Regarding wuncertainty reduction, consumer-

. [ .
oriented sources had the most impact, followed by marketer-

dominated sources, and neutral sources, Regarding likelihood

4
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of reducing unoertafdty, neutral sources were most likely to
reduce uncertainty followed "by consumer-oriented sources,
and marketer-dominated sources.

- The above riﬁdings were dade‘trdm overall tests of each
source. However, 1if one wighed to know how 1nrlu§nt1a1 each
source type was with respect to changing opiﬁions and
reducing uncertainty about specific product attriﬁute;, one
would heéd to measﬁre this for each attribdbute, Woodrurf
(19T2).'rgund' for the attributes of "quality of color
reprqguétion" and "reasonable price“ that marketer-dominated
" sources ‘erexmost lmportaht‘iﬁ chénging oﬂlnions, followed
by consumer-oriented and neutral sources, Also,‘opinions
about 'qualigy of oonsiruction‘o; compbﬁbnts" here affected
most by marketer-dominated éources. Opinions regaﬁding
"ability to obtain desirable’:cabinel' were found to be
equally affected bi‘all thrde‘lnrormatioﬁ ;ources.

’Hith respect to uncértainty, 'consumér-oriented sourqps
decreased uncertainty more freguen}iy . than marketer-
dominated sources for three of the‘four!nttributea used in
this stud;. Moreover, 19 a consiétent pattern neutral
sources deoreased uncertainty more frequently ihan either
marketer-dominated or cohsuner;oriented sources for all the
braﬁd ‘attributes” “(p. u173;' This atudy has .contributed

L] v
greater depth to an understanding of source usage. Most

studies have investigated only whioch sources were used and
their relative perceived importance, but this research went

one step further by investigating which aou;gbs can be most

.

+
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influential in changing opinions ;nh reducing uncertainty
overall and for specific product attribdbutes.
Another article may provide some explanation as to why

1 4

consumer-oriented and neutral sources were found to have §he

4

highest degree oé impact op uncertainty reduction and té be
most likely to reduce uncertainty, respeetiveiy: in a major-:
durable purc?ase. Claxton Aed Ritchie (1979) con@ucted
pesearch to ﬁetermine what were consumers' major prepurchase
information search and inrormation processing problens. For
the category of furniture/appliances, four of the most
important problems were: (1) "difficulty of judging quality,
(2) ignorant sales staffs, (3) poor gquality workmanéhip and
materials, and (4) high cost/unavailable parts makes repair
unr?asonab}e." - Therefore, if consumers do not feel
conrident‘ in Judging product quality, and they. have
preconceptions of poor vq&alit? workmanship and materiala;
and if they do not feel that retail salespeople are well
informed, then they must turn to personal sources (such as
friends, rela;ivqs, and current users) as well as to neutral
sources in order to make a decision,.

These prepurchase problems may also contribute to a
partial explanation of low 1nter-;tore search, Settle
(1972) found support for his hypothesis that "Given a very
complex product, the consumer will receive more assurance
from consensus informatibp provided by an expert other
person than from information from other Sources." Thus, (if

\
the prepurchase problems cited by Claxton and Ritch{e are



62

predominant, then the coﬁsumer will:often turn to rﬁienhL or
relatives who have,e*pqrtise'regarding the product class or

to neutral sources. ‘ .

Synthesis of Studies Regarding Direction and Degree
- - N . . : ‘ .

The articles just reviewed have shed some iight on the
direction and degree of consumers' external searches for.

durable goods. ‘The discussion ‘regarding, the direction

.

dimension of externéi search included information about the
types of information and information sources sought and the

ralative usefulness and impact of various ‘types of

information sources, The dis'cussion regarding the degree
dimension included information about the extent of»external'

search in térms of measures used, such as number of
o . . . ]

different sources used, number of stores shopped, and number

’

of ‘brands considered. N

The ﬁaJor studies regarding either the direction or
'degree dimension of ‘external® search for - durable goods are

sunmarizqed in Figure 5.° The figure points out some of the
deficiencies of the extermnal search for durable goods streaq
of research. Figure §5 clearly shows that most»studie; have
been ex post facto in natdre. The figure also illustrates
that many studies have investigated ;hly a bortion of the

search prooess by lookinﬁ at very specific parts of the

consumer's external search. o -
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Whereas these. studies have provided greater

L 4

understanqing of oonsuﬁ?r search, there is a need to improve
on the meppodé}qu as wellfas‘to e%iarge éhe séope of the
research, Tracking studies of the search process would help
to add;ess both deficiencies.

‘ Some type of tracking methodology (such as the
computer-interactive purchase simulation) would record the
dynamic search process as it occurred and, therefore, would
not be subject lo ex post facto problems of memory loss or
inaccurate recall. A tracking study can also Se devised to
track the entire sgarch process including thd use of any
number of information sources. Henece,. the scope of the
rﬁsea;ch can be uideng& to include more‘than uust\inﬁhr-
store searqh or inteﬁlsoﬁrce search.

The next sect:on presents and supma;izes the reiearch
’ P
that has, resulted in the development of patterns of

1nfordation seeking, that 1is, various <combinations of

information source usage that constitute differing search

-strategies.

. - h o . | ool
Patterns of External Information Seeking -
- &
Bettman's (1979) third dimension of external search--

patterns-~is presented only in the context _of brand versus

gttribute patterns of search.' While tﬁ se are éertainly_
1mportan@ patterng to study frowm an {information procgq;ipa
perapeotive:/there exist other types of search patterns that
may provide as much, if not more, insight intB extornali

search -behavior. Thereforey this section will include

13

“
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.inclined to'seek other infdrmation.

»“"" g ' : o - ‘ég
. ) ' .
aumhaﬁies'éf the literature regarding patterns ‘of external’
search baspd pbimari;y on’ source usage." Qnd w£11 rnote that
the stud;gs )of pattérns began appearihg latg; in the

literature than studies regarding the extent .and direction

.

-
2
“

of consumers' searches. ”

y L ' :
Brandt and. Day (1972) identified three patterns of
. ‘ ‘ . ' 0

~1hrdrma£10n seeking behavior for durable goods cosrgdg over

' $100: ' .

1. Non-shoppers were characterized by consumers uho-

considered one brand, Ehopphd in one store, and were less

s
o

£

<2 Moderate Shbppers vere characterized by consumers

who considered two or more brands, 'shopped at ivg to three

) N 3 , ¢
stores, and sought additional information from one or two

outside sources. . CsL (\\
o -~ .

3.- Aotiv& Shoppers were characterized by consumers who

- . -

considered many bramds, shopped qf four or more stores,-and

¥ ' -.

consulted more outside sources,

This early.  taxonomy of. information-seeking behavior
provided a frameéework for later studies of this phenomenon.
Claxton, Fry, and Portis (1974) studied prepurchase

informnation seeking for furniture and appliances, and they

- -

developed a more elaboréte taxonomy of information gatheriné
e

patterns that precede purchase decisions. They found three

-

patterns of {ntsrnation seeking for both product oclasses,
whigh were labelled "thorough-stors, intense," "thorough-

balanced, ™ and 'pod-thoroush.' Thoroughness in search was

—
”
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related to the number of different sources utilized in %he
purchase decision-making procéss.
The "store intense™ and "balanced" groups used two or

three different information sources on the average while thé
- .

'

*non-thorough™ group uaed~an average of one;aouree. The

e

"store intense thorough®™ group seemed to rely more on store
. N ' )
visits as an information source, and the authors commented

that this group appeared "to shop with their feet." Foryr
‘ rurﬂiture, this 'atgrq intense™ group averaged twenty store
visits, and *for appliancqs it Avéraged eight ‘store riaits.
The "balanced thorough™ group averaged four utores‘W;aited
for appligncea'and six stores ror,rurnitgrq. Houever.-tso

"balanced thorough" groups were divided into a slovw and a

. ' . e
fast group, and the authors indlcated a trade-off may occur

whereby slower decisién makers substituted longer e}qision

:
N

.times for: greater store search. The "non-thorough" group

for both product classes basioally ‘'used one information

- .
- 'y -

source, nada”one store visit, and took coppara}dvely!shorter

8 “

time tp make a purchase. Again, th;S,ggifp was divided ;nto i

slow and fast é;Oupb. haking the sam type of tradg;orta

between time and store visits. )
donparing the'porcedtige of bhypra in Jhch’clustor for
the two product claasoa.(tha 'atOﬁehihheqséﬁ group coaprised

8% of. applitance buyers and'SS oT the Turniture buyers. Tho,

"thorough balanced"® _group ropresqnted 27% of ‘the lpplianoo

(E\Luyera and hhi of turniturc buyors, and the 'nou-thorough'.

group. reproaented 65% or npplianoo' buyera ’lnd '3%% of

14

[
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/ need tor the product. proba&)} due to a . bruk doun.
.4

.
- PN
’ » ‘9 ‘ » '
-, ‘ N
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, .

A\ e .
rurnitura buyors. 3. fPerhaps appliance ~“buyers ‘pcrceiva\

applilncu to be more standardized, and they may feel more

o

coh{i‘dqnt rolying@nmtore or dbrand reputation, ex ri\ence,
. »r . B v .

. A LY /
and/or darketing communicatiorqs. Since furnitunre’ is
N [] - -

Yy L ' . i R '
Lo # '.dﬁqhnacd more onIts jstyle and color characteristtcs, 1is
4‘; N M

3

'vl%atandlrd}zad, is more personal, requires less after-

l‘“‘ -t , ( R
s ‘ sales /service,; and ,nl‘y‘, represent the buyer's tastes and
-~ . " . A’ - ! A . w‘ .
- . personality - to. others, the amore " thorough search for
d e X, ' " ] ~ . ‘ ) . :
. ) rurn\tturo by | a~ higher- percentage of buyers probably
[} . ‘ J‘" ‘.‘"'( . . ) ) . v . .
R " " fndicates groater imvolveasent due to greater perceived
. A, . ' 3 ¢ i o ; r )
. 7o paychological .and sogcial ‘risk. Perfor@ance is not as
. ‘\ ~v . ’ \ . ' . -
Pyl e st v -~
N .‘.hporunt u’a ,auitabillty L,n~ furniture purchas ng, and
YO .
W suitabimt.y wuy only be Judgcd by _inapecting rurniturc 1n
M ° . . a. . (/‘ . ] . —
e -the stox‘c.. i BN 2 i . '
A : < » . ¢
X ;’ “ Uit)\ re'aéeet to c‘hlf-tct.crfaticaf of consupers 'using
Y }1)"‘ : t.h'fho three”pdtterﬂ‘s of Lnrornat.ion acquisition,  "store
T 3 " ‘ - .

§1ntcn\;/e"buyes-s a-d ttye higheat levg '_ 6!“ education’ and
N AR J . .

{noohe,” and 'honéthol'ough' Jb.u&cra ‘had the  lowest. The

, - ° . . 3 :Z;"" " A '

"atore -intenseé®  shoppers . were ' most Iike fo perceive
EEN - ' . - . s

Lo .o , . . - oo !
‘aubatantul}/ ‘ prvoduct.‘ di-rrorencca, . and .financial
g

. »
-’ < 4

ﬂconaLdorationa vbrﬁ or noatyconcern to t.Ma gréup hBo'th'

.
v

-thorougn groups -were more 1nt.crutod iq\puying the 'riqt
”

produot" than‘then'non-ghoroughﬁ group. In eddigion, the

"non- t’hor“ group was nmore 11’ke1y~- o’ -f-havo‘q inuodlato

'Nu *

-

&

Lhorbu;h groups vy loro ukoly to .nug-'ln (ftln}

-'M'no'\ua,&ons., nd, for lpplilnco.‘, t.hcy uor, more umu t.o



>sterqos, and can opzners). He found that deafqr“visfts wvere

R T . ) . 69
[ 4 o . J
buy a product on sale and on the spur of &he moment. Tonis

~study bwﬁvrﬁqg some déepeq insights 1into why consubera‘

) - .
search to a greaten(z:;igsser extent than many of the other
A \ :

stpdies'reporteﬁ. ' « ° 5 <

Hous®%n (1979) suggested timt there might be a generic

pattgrn oq source usage for buyers in all paoduct
N ]
’ ‘ .
categories, particularly across a set of dirable goods., In

-

his atudy, five different external {nformation sources wga‘

rated on their wusefulness in 'pV%lugting five different

durable hoods on five different product attr&?uteé. In
e
addition, subjects were also asked ﬁo rate the importance of
. ' -~ . .
the pro%&ct attrfbutes for eazh of the five durable good
. Sy e - LY

product éategzries (televisgops, refrigerators,y washers,
t ]

- >

¥ 4
f
most useful'in providing mror:mation about style.‘price,“and

extra features; and other 'persons were most useful fo.
providing, information about ‘durapif?ty and  dealer

reputation. Based on these. results, Houston (1979)
inferred: ' L / L
4 .

14 , &

Givenr.the conststency across product classes of the

~

importance of durdéi}tty; price, and dealer‘reputation,

and given in-store eva;uatfon ol +t4ese attribdbutes,

.+ conauler usagi of other persons for infermation on

Y . . . ' . .

4‘hrabilgty and dealer reputaQioq.' pr product rating
. N * % . .

publicetions for dugabil1ty,,w€h~,¢grorudt1on brand

rating pub;icabions ro% 11st prices, qnd of dealer

k . ’ ~ " . . -
i .. visits for .adtual prices would seem to be& a likely:
- " y * Y . . ‘

.' -A.



70

LY

source usage pattern for buyers 4in all product classes

k) ¥ (p' 1“3).
\K\;_,}HCStDFOOR and Fornell (1979? utilized three measures of

information source_usigé (number of retail stores visited

/f ind intensity of neutral source usage and )prsonal source
i usage) in an attempt to construct patterns .of -information
> aource usage among buyers of major household appliances.

g {

Respondenfa were asked whether *they used each source,  how

v

/;, naq&{fﬁn&ail stores, were visited (intensity of usade) and

~whether the neutral “and personfl. sources were their main-.,

souroe (intensity). Delow ‘are fouf patterns (seg@entsf of

14 A

sdurce usage resulting from this study:
e ’

Pattern I - "Objective Shopper™: qharacterized by

© "high level of retail visits and considerable reliance on

neutral informatiey sources to the exclusion of personal
/ s LS ' .
- sources." Explanatory variables found to be significantly

S~

' /
= ~_ related to this segment: higher education and consideration

° ]
of many alternative brands. .

_Pattern II~- "Store Intense Shopber;: characterized by

¥ —_—

an "even greater degree of retail search than objectIVﬁ
A ]

4

shoppers, but lesser reliance op neutral sources of \
> : . ,

information a#h greater consu}tation'or personil sources."
*

Explanatory variables found to bde aigdir{oantly related to

this segpent; older and consideration of many alternative
» . ’ Lp
brands. - . -
‘s . . \
Pattern III-"Personal Advice Seeker": charagterizey by

visits ﬁpu'relutiveli QQH refail outlets and rély primarily t™

> . ~
a

)

)
v, N
: - .
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on per;onal advice from friends and n?ighbors; few of tﬁese‘
buyers consult neutral sources."™ Explanatory variables
found to be significantly related to this segment:: youngest
and most likely to consider many alternative brands.

[

Patte;n IV- "Moderate shopper": dharacteri;ed by the
fewest visits "to retail stores on the average, and even
though more than half hav'e congtlted neutral Eburces; they
rely primarily neither on the latter nor on personal
aourcés.'- Explanatory variables significantly‘relgxed to
this segment? ieast eddoa}ion, 1e;5t likely to have
considered. many brands, and very likely to have arn urgent
need for raplacing an item. o« |

There acre SamiLarities betwee; this taxonomy and the
‘one propose& by Claxton, Fry and Portis (1974). For

example, both wuse the store 1intense categor}.“ The

"Objedtive Shopper®™ described i{n this study might be best

-

compared to the "Thorough-Balanced" category in the Claxton,

Fry, and Portis study. The "Personal Advice Seeker™ and °

"Moderate Shopper" categories of this study may be most
similar to the "Ndn-shopper" category iﬁ the 1974 study.
Kiel and Layton (1981) studied three dimensions of
external information seeking (sources 'of information, time,
'and brand) of new car buye;s. They reported that 36% or;the
car buyers made two or fewer visits to Aealors, while 20% of
the buyers madn aix’more visits. (Note: this is trips
made, Aot necoasarilf rumber of difforent d;alera viaitedh;
Factor analysis was conducted on the search variables,

2 1
’

o

4



72

!a yielding four t;ctors: retailer search, . media and
‘deliberativp search, interpersonal search, and a time
dimension (searéh and introspection). Cluster'agalysia then
enabléd the rese;;cherg to classify consupmers into thﬁqu
groqu based on patterns of search., Profiles os these three
_ groups are presented below: -

< "Low Information Seekers"™ (24% of sample):’
characterf&ed by little search among all 1nrormat16n .
sources, few dealer visits, few discussions with others
regaraing purchase.’llttlb use of th media, purchased more
quiokly and with l1ittle brand or dealer deliberation.

"High Information Seekers" (19% of~sample):
characterized by extensive use of all inforgation'sources,
deliberate on several brands and dealers, spend considerablbt
time making purehasé decision. ‘

*"Selective Information Seekers"” (57$'or sample):

. : . . r -

Group 1 (31%): characterized by high retailer search
ané low levels of usage of other {nformation sources. '

Group 2 (13%): characterized by low retailer search
and extensive use of interpersonal sources of inror;agion.

Group 3 (13%): characterfzed by inéermediate amount of

\

retailer, interpersonal, and media search, considerable
/

search and decision time, and little brand or retqiler

deliberation. a N

Furse, Punj), and Stewart (1982) used cluster analysais
. N S
to identify five information-seeking strategies/patterns in
P . 4
1 * o .
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automobile purchasing. These search’ patterns will be

presented below:

1. "Constructive Shopper®: chaqacterized by the most

extensive search (both in-store and out-of-store), most

~

likely to have more than one household member particiz%king

2

in the purchase, least like}f to be confident of making a

/
J

good purchase before search, least satisfied wih:.pﬁevioua.
car and less likely to ﬁnoﬁ whét dealer or manufacturer they
would buy'from, more likely to be married, té have children
at home, and to read consumer magazines (11% of sample).

é. "Surrogate Shopper": characte;ized by above-
average seafch, very likely to;hav; more than one household
member -involved in the\ggichase decision making, expected to
y pay the léast for new car, less satiified gith previo&s

purchase, less likely to know what dealer or manufacturer
they would buy from in advance, above-average search results
from long hours of search by other household members,

3. éPreparatory Shopper™: characterized by

proportionately more out-of-store search than in-store

search, most likely to be single‘and have no children, less

likely to have help from a household member, not likely to

know from which manufacturer or dealer purchase will be
made, more likely to be satisfied with last car purchase, -

most likely to read oonéumer magazined.
 J

4, "Brand Loyal Shopper": characterized by being most

likely to know from which manufacturer the purchase would be

made,- spend less than average amount of time in out-of-store
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-7
search, more likely than the first three search patterns to

be satisfied with previous car purchase, por & likeiy to be
married than not, more likely to be Jjoint purchase decision,
and less likely to read consumer mégazines.

5.\\‘Hout1nized Response Shoppers®: characterized by
below average search of all types, similar to Bettman's pre-
.prooessod éholce in that buyer is most likely to pre-specify
both the make and the deéler. most. l'ikely to be satisfied
with previous purchase, most likely to be over 55 years old
and very likely to live alone, and more likely to expect to
pay the highest price for a]car. he

The auth?[s suggested that these five patterns could be

classified according to the degree of problem solving

exhibited, They stated that the "Canstructive Shopper™

appeared to be involved in extensive problem solving, while

the "Routinized Response Shoppers" exhibited the ¢type of

probl;m-solving behavior suggested by their name,. The
"Surrogate, " 'Preparatory," and "Brand Loyal"™ shoppers were
descrived as evidencing some amount of 1limited problem
solving behavior. ¥inally, the results of this study
provide no support for tne contention that search behavior
is felatod to education or income levelt

Hyile Midglfy (1983; conducted 4 -study of patterns of
interpersonal 1nfofmation seekiné in men's a;té\yurchasing,

he was looking at, K information seeking for socially symbolic

prpducts. He found rive'paﬁterns of information seeking,

»



which are summarized below:

t. "Minimal External Search: beliber;te': not
influenced much by 1nterpe}sonal 1néormdtion, use store
assistance, but conduct fittle inter-store search.

2., "Peer-Assisted Search": influenced by peer group
norms, discussions with others and visual influence of .
others, shop alone, do not rely on store personnei, and
conduct little inter-store search. '

3. "Extensive External Search": extensive physical»
shopping, Ehopper accompanied by a woman. *

M.' nSpouse-~-Assisted Search": 1833«daliberatlon and
pfespecification; less influence ;f group norms, rely on
stqre personnel ‘as well as on spoOuse. - |

5. "Minimal External Search: Decisive®™: not influenced
much by interpersonal s&urces, little use of store
personnel, visits more'outlefs than "6@11berate' and better
guided Sy group norns, less deliberation and prior
specification.

In relating 4individual typés to 1nformation-seek1ng\
patterns, Midgley found that uninvolyed {ndividual& were
most likely to use the "Minimal External Search: Deliberate™”
pattern; that singles were most likely to use the "Peer-
Assisteéd Search" pattern: that people interested in fashion
were most 1likely to hse ‘the "Extensiv; External Search"
pattern; and that people in high status positions w;regmoat

likely to use the "Minimal External Searoh: Dgoiaive' and

"Spouse-Assisted Seagch' patterns of information seeking.

*
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While the purposes of this study were different from Kiel

and Layton's (1981), one can see similarities between Kiel

and Layton's five patterns of information seeking llow,"

high, and ssleotiVe) and Midgley's five patterns.

The Whirlpool study” (America's Search For Quality,

1983) reported that consumers use a variety of information

sources, but factor analysis revealed that four groups

relied primarily on one soufoe each (advertising, television

and radio shows, friends and relatives, or consuﬁer interest

media). Those who relied primarily on advertising for
product ihformation (10% of sample) also relied on, and were

more demanding of, a;ore personnel., Members of this group

were more likely to disagree that quality products are more

1

expensive, Guarantees afnd warranties were perceived to be
more important to this group than to other gr;up§ before
purchasing. '

Consumers who relied primarily on televisf&n anJ ;adio
shows for product, information (13.5% oru;amp}e) were most
11kelif to "’ perceive theuaelv;s to be 'bétéer informed
consumeﬁs than they used to be. Tgfy also are most likely
to believe that if you want quality, &ou have go pay‘moye
for it. Hence, this group may Vbe well informed, but may
rely on price to indicate qqality in a purchase decision,
The consumer group which relied primarily on friends and

relatives for produot information (4t% of sample) was least

likely to rely on sales personnel angd demand that they be

knowledgeable. Members of this group were lsast likely to:

-

~
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check on a product's warranty/guarantee before purchasing

»

and were least likely to believe they were better informed

shoppers v%an'they used to be: It would seém that members
of this group have ;bdioiied the decision maker's role, and
they rely heavil} on a friend or relative, Finally, those
who relied primarily on the -consumer interest media (35% of
; - .
‘sample) were more\intereqted in the 'safety of broducts and
were more likel$'to Pay they were more demanding consumers
than they were a few years ago. Tﬁey were also 1likely to
rely to an extent on stoze personnel, Hence, the consumer
interest media reliant grqﬁp méy have eoither different or
additional informational needs that are best addressed by
the consumer interest media. TS
Consistent with tpe reliance on maiﬂly one information
saqurce by each of the four gréups'is the feeling by 70% of
the respondents that "they_often feul they'are not getting
their money's worth,"™ and sone appear to blame themsel¥%es
for not shopping around enough. Finally, 80% of the sample
said, "there -was too‘much produci information qvailable, and
63% said this makes it hqrd;r to cho;se products.™ For the
latter statemeﬁt, agreement was negatively associated with
the respondent's education. ‘The concept of Jinformation
‘ overload is apparently at wgrk: !
' While much of the previous literature presented has
focused on findings that many cohsum%ra condugt fairly

little external svsarach for Anformatioh, Thorelli and

- ‘Engledow (1980) have profiled a grodp of consumers who are
s * .

¢ ' 5 R

- . . Q ‘_%.‘p
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avid information seekers and who subscribe to consumer
testing magazines, They refot to this ‘grou; as
'Information-Senaitive-Consumers.; In additioﬂ‘ they have
found that this group 1is present in three‘ industrially
advaﬁoed countries-~the b.s.q Norway, and West Germany--and
is significantly different from the average consumer group.
The profile "of this group is as foilous. l "Information-
Senaitfva Consumers®™ are ch;racterized as being well
educated, most likely to hold professional or managerial
positions, with incomes well ab&ve the mean, and posaesging
a large assortment of durable gobds. . They exgibit their
.
sensitivity to information through their greater-than-
average media usage (especially print media), ﬁheir high
interest in purchase decision ‘making and in market
information problenms generallx{ They place great confidence
in prcduct tests and ather sophisticated sources of
information, and they hold "high expectaiionﬁ and
perfornance standards for products" (p. 12).
Thus,"Inrormation-Senaitive Consumers™ possess grsater
intelligence, which enabfea thenm to utilize _ diverse
information sources 'and to integrate this information with
their own extensive purochasing experience in order to
produce a greater number of evalua;ive criteria. 'Not only
do they have the \ability to conduct a th;rough exte}nal
search, but they have the interest to searéh for information

from various sources. In Hirschman's (1980) terms, they

possess a high "interocongcept network density,™ large

,

<)

i

ti
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"situational repertoires,” and,they exhibit "novelty-seeking
'.bepavior.' As a result, they are ablée to make better

purchase decisions. In addition, the authors hote that-

"there seems, in general, to be a snowballing effect to

,eduﬁation, experience, and ‘informatio . 18) and
tﬁey found thaf greater experience in pur;paaing was related
to greater information search.

Thorelli and Engledow (1980) ’aumﬁédv up the average
consuﬁer'p problems in this way: '
The consumer has moré money, and hgﬁgg’more choices to
make; more alternatives.  per choilce, an J(increasing.
'priceilon personal shopping time,.and higher persdpal
standards %o meet an each outconme, Added to these 1{is
the fact that personal input may be loqing value, both
because experiences with products ‘éuickfy become
obsolete withlfapid.produét change, and there tend to
be ?rewer, leas wellfinrormed salespeople involved in
current retailing methods" (p. 10). '
Thp result is what ﬁthe authors call the "consuamer.
information gap."™ When the purchasing problem is :seen trqn
this viewpoint, one can easily understand why many consumers
will ©be overwhelmed and will consequently purchase as
expeditiously as possible.

Finally, one study reported that th; first source used
in the information search process 1nr1uenceq later aearoh\\

4

and was related to the type of astore where the purchase was

- -

< . .

ultimately made. Wilkie and Dickson (1985) reported the

\
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follovwing nelahionﬁhips ‘between 1nt9rmation source used
first and type of store where purchase was nade:

- Consumer Reports, 81% pQrchased at specialt;\stores.

- Repairpersons, 73S purchaspa a? specialty store:;{

- Salespersons, 63% purchased at specialty stores,
. - Friends/relatives, there was‘no significant
dif?;rence. N .

-~ Newspaper ads, 61f purchased at seara. v

- Catalogs, 72% purchased at Sears. ' .

This is the only -study fCound that diascussed sequence of
'aearch and found earlier source usage to influence later
souraqge ‘uéage. Furthermore, the Quthora indicated that
consumers exhibiting .éifferent‘ search sequenges would bq
interested in different matketing mixes (p. 28). ¢
m&mw&W&mmemm
' Th}§ conpletes the Lreview of the literature section
with reasapect to patteqns‘or external aéarch for durables,
These studies are summarized 16 Figure 6, and the figure

>

reveals further wa;knesaea in this streanm or‘ research.
Firat, most of the group of atu&ies gathered data fron
aubJooﬁa after they had .purchased something {n the broduot
cﬁtegory being 4investigated. Tracking studies were not
.evident; and when one wishes ' to learn more about the
prepurchase search nng#egi, it-}s more desirable to record
" the search as {t is occurring rather than retroapecbivély.

Thus, a process methodology is woore appropriate for

examining 1?{oruntion seeking behavior than _are
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methodologies-that try to c¢apture :he process after it has
ocourred,

Although most of the studies summapized in Higure 6
resulted &n three to five Jinformation seeking patterns,
these patterns represent only the direEEiph and eel
dimensions of search., Only one of the studies investigated
the gsequence 1in which information sources were ut;lized or
th; seguenge in which in{grmation was acquired, Henoe: the
patterns reﬁorted in these studies reflect only the uge of

ditreﬁent combinations of information sources (direction and

"degree), ‘but do not reveal the full story about external

\
information seeking since the sequential order. of source
-4 ’ .

usage is not known or included in the sgarch patterns,

The seduence in which information sources are used‘can
be.important information ﬁor.the marketer, For example, the
position of an information source within a search sequence
may aetermine the ot@eﬁ sources and types of information
required by the consumer.

. By 1incorporating search sequences into -the search
pat:erns, the marketer will have a richer understanding of
the most common search strategiea-.° Thes;‘more comprehensive
;earoh patterns can then servé ‘as a basis for market
segmentation, ’The }more the marketer knows about the
different market  segments, the better the p;rket segments

{
can be served via better communications, distribution

channels, products, and sérvioeﬂ.

i
|



Furthermore, i1f new studies are ab{e to result ind
similar information-seeking:.patterns }o those. ,already
reported in the literature ang'they are also able to add the
_ Sequence dimension to the pattern, then further o;idenoe°

will be provided for the pattern and new information will be

added to the field. ‘ Cot a

A

Summary

Consumer sear;h behavior is an important and integral
part of each of the comprehensive médels of consumer
behavior, Since prepurchase information seeking is
particularly relevant to durable and shopping goods, these
terms were discussed and a model of major durable goods

acquisition was presented.

!

4 e

Bettman's (1979) framework for invqstigatipg ;xternal
search was used to categorize the recent literature by
dimension of search studied. Those studies that repoébéd oﬁ/
direction and/or degree of search were reviewed first. The
major limitations of this stream of research stemmed from
the ex post Tacto nature of the ‘studies and the limited
scope  of the studies with respect to the prepurchase

~ [4
information-seeking process, A methodology 4s needed that .

]

>

tracks the entire process as it occurs.

The patterns of external information-seeking for
durable goods that have been reported in the literature
during the lngs and 1980s were also reviewed. The major
weakness of this stream of research stems from the -fact that

the patterns of search repérted have merely been new -

~
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‘ combinations 9r the degree 'and direction’ dimensions of

i

- N Ll
search, In order to make a truly novel contribution to tﬁg

.y . . ‘ .
literature, .what 1is needed 1is- the 4introduction of. new

-~

1nt6rmation (thaﬁ'is, sequence of source usage information)

‘

to the pattern development process, ‘instead of the

rebbmp;nat;dn of old information.’



CHAPTER III |
?HE RESEARCH AREA AND RESEABCH QUESTIONS "
'Introduction . : '

This research is 'exploratonyi in nature.  Numerous
research studies have been reported 'ih‘,the .literature
neg&rding the' extent of consumers' egﬁernal searches, the
rela£i§e imporganoe of information Souroes, th; mixes of
informati;n sources used, and the patterns of information
acéuiéition/processing used with respect to brand and
aitribute, However, very»litt}e‘research has rqoused on the
sequential patteras of external segrch exhibited by
consumers of durable goods. In partiéular, the proposed
research will investigate the sequences in which consumers
seek out information souroes' during prepurcﬁase extérnai
search.. The émph;sis in this research is on sequences of
information source wusage, while the emphasis in ather
research has been on sequences® df brand and/or attribute
information acquisiéion (Bettman,'l979).
| Theoretical And Empirioai Support for

Research Quéstion‘One

The;maJor focqs of this research is on the research
question: Are distit tly difterént sequential patterns of
in;ormation Source -sage exhibited by consumers during
prepurochase 1}formation search for durable goods? in order

to address this questiongyit is important to first discuss

<

why we would expect to find patterns in /oxieréal searoh

- behavior rather than random search behavior., Subsequently,

v
-

Ny
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further evidence will be prov;dhd to support the expectation

°

of distinct search ﬁatterns._

The support .for thg non-randomness of external Qearoh
will be éresenge& now; Simon (1957) tolthhe-story of an
organism uh;éh had onlf one,needf;food-;and which i;ved'in
-an  environment in which food piles were: &istriﬁyted'
randomly, He stated, "Since the food heaps are distributed
randbmiy, there is no need for ‘paptern in 1its 'searoping -
aotivitigs” (p. 263). however, Simon also states "that the.
organism's modest‘d;pacity to perforn purpoaivé acts over a
short plann&pé‘bérizén permits it to survivé~gasily in an

~

environment where random behavior would 1lead to rapfﬁ

extinction" (p. 265). _
Unlike this simple organisnm's environment, the \j>

© gonsumer's environment of information sources |is QOE/(#T

randomly distributed and, therefore, the devélopzﬁﬁ?ff:rf'

search patterns uould‘ lead to more efficient information

.

acquisition. The consumer does not need to develop a new
! .

search strategy each time a purchase task arises, .If the
consumer did,‘s/ﬁe would spend a disproportionate amount of

time in prepurchase search and decision makihg. Instead,

'3

the oonghmer may recall partial or ocomplete purchasing
atﬁa;egies that haye beenxused in ﬁrior purchdSe aipua%iods,
ghoreby enabling. tﬂe consumer to’ simplify the purchasing
task. It 1s\pbssible, therefope, that. ver& young consumers

wopld'oxhibit impulsive -and raﬁdgm search behavior because



" they are nqt familiar'with the. types of information souroces .

»

i}

avallablp to ﬁﬁém. Howevér, by"thé time one becomés an /

-

. ., ‘ . ) . . R )
adult, one would be expected to have learned about a variety/

- S

z

of. information sources, ' ) Lo .

-

£

In addition, Burnkrant (1976) states "that consumers

will b® more motivatéd'io acquire and process informatiog if

the .information.is: (a) relevant to anh aroused. nse for

-
3

1nformqt16n (need), (L).§erc9iveg to be positively val edhas
an information neeé satisfier (value),'and (c) believed or
.exﬁected'.}o haye' a ﬁigh probébility' of satisfying an
information need (.(expectanay). 4 '
piven.the asgve, Bhrnkrént 5ugges€s tﬁag’hu ans deveiop *

a "belief-value matrix," which contains images of objeots

. that one has- learned are relevant“éo'éhe'sati faction.of. an

. ohéngg. ' o

.'.the consunmer is

aroused need for ;ntormatibn. Hénce, when rchasing, tasks
.hriée' that are similar "to ﬁast purchase/ situations, the

consumer ohoéses,inrormgtion sources fro his/her "bealief-

value' matrix" that have the highest probab;lgty of

satisfying an information need, B‘rnkrant positp that .

{ v

humans process information to satisfy/a need for unoerthid&y~
] LN - t -
1

However, if one does not perceive this ' need for
_information/uncertainty" change, then tpe ﬁbé&ierevava;’

matrix" will probably not be galled into aotion., This may

’
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1nexper1enoed consumers may not possess -a com;lete "belief-
‘velue matrTi," most adult consumers would be knowledgeable
ehthl the existence,- usefulness, and value. ?r purchase
‘1n§ormatlon'sources and uould, therefore, possess a ralrlu
,GOmplete matrix, '
~While many reseeroners"mightjergue that patterns 6r‘

,meeroh for durable goods would not te,developed by consumers

"

because long inter-purohase intervals would lead to pattern
torgetting, Mueller-(l955) reninds us that habits (patterns
or behavior) - may result rrom reinforcement ,as well as rrom'
repetition. Henoe,-the consumer who is well served bY a’
durable good ror many years is constantly reminded over the
lire of the product that he or she shopped uisely and used a
good purchasing strategy.A That consumer may be more likely
to re-enect the same patterh or segment of that pattern uhen
'a similar,purchase'situetion arlses.

Bauer's work (1960) on perceived risk also lends

~support to the argument that oonsumers' external information

searches are not random. He suggests that cOnsumers develop )

strategies for dealing‘with perceived r}sk, strategies which
mayf determine which types of’ 1nformation‘ sources 'will ‘be
utilized. For examble, oonsumers'who favoriand purchase
advertised brands in an effort to reduce risk probably Fely
neavily'on advertising as an inrormation source and may use
few other information souroes.‘COnsumers who' use an 6plnioh‘
leeéer'e 'edvice to reduce peroeiied risk mei rely‘ verr

- little on ocoomercial. 1nformatlon souroes, COneumers “who

\ ‘ Y oe
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,‘reduée perceived risk by bdbuying the most ineipensive brqnd'

will prebaﬁlw reiy heavily on price advertising end store

search. Consumers who use brand loyalty as a}risk-reduotion

Vi

strategy may, restriot their"information search to~'thqse
stores earrying “the preferred brand. Reliance ,on store
reputation and store loyalty may be used as strategies to

reduce uncertainty and- risk regarding product: quality. in

- addition, these strategies also allow the_oonsumer to limit"‘

external search (Stigler; }961) ;Consumers ‘may routinely

use particular search and decision-making strateéies in

situations involving the perception of similar types and
g .
amounts of risk. Hence, for products evoking similar

\

peroeptions,ofrrisk (such' as major household applianoes),

censumers may- put into aetion similar search gequences.

- " Hawkins and MeCain (1979) conducted * a study which’'

resulted in the deseription of(several shopping strategies.

.

'for‘ four ,different shopping goods., Nhile most of the

shopping strategies .were cnaraoterized by purposive or

systemetid'behavior!'one strategy was }sbelied "completely

randon shopping." Theﬁresearchers'desoribed tnis'strategﬁg

as "inefficient" and stated:that "it is unlikely that 1t 1s

. utilised frequently in-the.real world" (p. 6%). However, 1t

was also pointed‘ out( that -even;_ this inefficient. strategy

wodld return eenefits to the eonsumer for more expensive
‘"prodﬁets and'm;y be better than no shepping et all,

_The above is evidence to support the proposition that

the external search rer durable gooda by noet oonauners is

. 1
. N . . \

'y 90 .

R



°

. o9

\

L3

:nqt randoéll Evidence that there, exist distinot mixes of

information sour&e “usage and that different degrees of

search aES possible will now be presented. It will be used

AN

'dirferentfsequential'patterns of information source ubageaﬁ.

Lo .
. ! . . N .
" Howard'and Sheth (1969) appear to be the first to have

classified consumer problem solving on the bases of degree

.of external seafch and amount of decision time, A decision

'process "characterized by routini;ed response behavior

v

. require% little or ho aff;:;:E‘Bagr-h and takes little time.

* "At. . the' other .extreme, extensive pnbblem solving is

[—

charaoterizéd by. exterisive external search and the longest
decision time. Between RRB and EPS is limited' problem
301vihg: which is chabacterized by aq;interme&iate amount of

extebnar"seaqoh and decision timet‘~ While this theory

v

suggests that oonsﬁmers who" perceive a problem similarly.

will oonduop exiornﬁr searches of similar degree, it also
dmplies that oonaum;ra lw:llll’. perceive tﬁe .same '~ purchase

differently as pupohasing experiphce is gained in a'ﬁrodupt

.761aas.(Lehmann, Moore &fElrod{'1§82). Hence,. this theory"

provides . some support for ‘the notion thap coﬁaumerh'

external . Ssearches. may vary 1in degree and that different

——

_oconsumera méy perfdrm aimiler‘searohes._

Smith (1970) presented four explanations 6} durable

good choice behavior based on direstion of: search as well as’

on choice of riqﬁ-aoduohibn strategy. ' Brandt and Day (19fg)
P

Pe e .

to- support the contention that there exist distinectly.

-



92

were able to classify odnsumers" information-seeking

.

behavior into three groups based primarily on extent of
;earch. Claxton, Fry, and Portis ki97h) :studiéd both"
appliance and fu;niture prepurchase information seeking and
identified three patterns of}*infprmation séarch//hased on
degree, direction, and length.of search, Mosghis (!976)
described si¥ types -of shoppers (spegial, ‘brand-1loyal,

store-loyal, probleh-solviné, psyehosooializiﬁg, and -name-

conscious shoppers) and discussed the types of 1nformhtioh
L . < . N

Oy ’ N L

sources with which eaéh shopper type was mosi':highly
.correlated. Westbrook and Fornell -(1979) studied maJ;é
‘ ﬂousehold appliance purchasing behavior and found fdu;:
batterns of source usage based on the extent of usage of
"three source types--storé visifs. neutral sources, and
_ personal’ sources, Kiel and Layton .(1981) <classified
automobile buyers into three groups based ?n extent and
diréction of search,. .
. Haueisen (1981) develo;ed’a typolagy 6} five consiumer
types based on their ;roﬁenaities té shop and prdferenoéé

7

for certain types of stores; Information sources other thaﬁ

LA}

retail stores were not included |in this ,study. The
;lhirlpoo;ﬂ StUd‘Y--AMMﬂ__S&amh__&r_-_Qu.&l.m (1983) =~
reported th#t, while oconsumers may nuae more ihan . one
information source, they often rely primarily 6n one source
.of information, 'Finallyt‘Thogelli's and Engledow's (i980§
prafile of the "information sensitive donsumer" _desoribes

* one . type .of consumeér who °is ~ most ligdly to utilize

(Y



-

-

information from .a wide variety of inror@atién sources

n

N «
before making a purchase decision.,

Hence, this group of studies ilIltstrates that consumers ’
do actually differ in their information seeking behavior and

oah‘be groupéd }nto a gmgll number of distinct c¢ategories

.based on the d;gree aﬂd, the direction of their external

searches for information,

Bettman's {(1979) conceptualization of external search
includes a "pattenrns® aimension in addition to the
"direction” and "degree" dimensions. This T"patterns®

dimension is dissimilar to the patterns of search that are

. often discussed in" the econsumer behavior literature.

Somepimes,.thd term "patterns of sea}ch" w11£ e used to
describe mixes of information sources used by consumers.
These mixes may provide 1Arormation about the direot;on and
degree of information search, but'do noé indicate in which
orQer 1ntofmabion sources are accessed, On the other hang,
éettman'm ;pattergs" are based 'primarily on whether t;e

consumer seeks information byA brand, b& attriﬁute, or by

switching between the tﬁo using a phased strategy. Using .

'thia definition of "patterns," one would measure the type of

inforhatIOn acquired as well as the sequence in whioch it was
acquired.

Jacoby qt'hl. (1977). identified five search patterns,

that' began with either -the choice by processing attributes

(CPA) or ochoice by processing brands (CPB) strategy and

" which possessed different probabilities for four types of

e, -
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- s,

transitions. Building upon these four transition typéa.
Capon and Burke (1980) formﬁlated nine different information
acquisitign strategies. They used CPA, CPB, and CFP (choicg
by feedback processing) ‘as master c;tegoricdr uipﬁ
gubcategories pepresenting extent of search among available
brands.  Only eight b?rcent of the subjects in this study

Ly

could not be_qlassifiedlas usiné\oné of the nine strategies,
tﬁerefore, they were placed in é }andom processing strategy.
These randon processérs were predgmlnantly of  low
socioeconomic status, ’ ’
It has been shéwn that external information seeking 1s
not likely to be a random aétivity for most éonsumers. In

addition, research results have shown that consumers can be

categorized by similarities in their information-seeking

o

behavior, Some studies categorized consumers' external

searches by degree and/or .direqtionA of search. They

reported that some consumers' external searches were longer

than others; somé consumers' external searches 1include

“

"different combinations, of sdurces; and some consumers'

>

-

external searches involve more extensive use of varticulir
information sources. Other studies have found that

consumers do exhibit sémilaritiea in their information

vauisiﬁion sequences. Given that consumers /9f dgrabl}s -
have been found Eo exhibit different, distinctive external
searches ‘with respect to the direction, degree and patto;ns

dimensions’, it is reasonable to h}pog{;aize that c¢consumers

}
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can also be grouped according to sequential use -gf

) ' &

*  fnformation sources.

§§ . Research Question Number One: Will consumers exhibit a
‘gm;gl number (fower than ten) 'of distinctly different
aeqygntgal patterns Zof 1nform;tion sourte usage (qxternal

search)cprior to purchase decision making for durable goodb?

-

Theoretical and Empirical Support for f
Research Question 1a

Do sémg information sources typically lead conéhmers to
certaid‘other information sogrces? vStqted another way,

b the,probabiiity of ;se<‘or'some inéormatron sources highkr
art:r the .use of certain)other'inror5ation sourcesf This.

is

appears to be a relatively unexplored area. .- Intuitively, f
« one could make some reasonable predictions regaréi?g ﬁne

sequential wuse of {information sougces. For examﬁle, the

consumer who reads newspaper advertisements may be le to %

R

visét a retail store next. In many instances a retail store

* .
visit may prompt the consumer /to consult with friends and
~relatives before making the purchase decision.
. .
Con{eﬁsely, the use of some information sources may

reduce the -likelihood .of using other information sources,

Katona and Mueller (1955) suggested that consumers who used
friends or relatives' as ah ihformation source were more

* .likely to consult other_ sources, too. On the other hand,

»

consumers who did not consult friends or relatives were also
4 .

less likely to use other information sources, Arndt and May

(1981) found some 'support for the propoaition that

[N

o
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inexperienced consuners would be less likely to use

9

advertising as an information source 1f'th3§ had previously
acéuired word-of-mouth 1A}ormation, and they would be more
likely to use advertising as an information sourcelif they
had not previously acquired word-of-mouth information,

Ret hans and . Taylor (1982) have studied consumer

behadior./and suggest that consumers develop "shopping

scripts" as a- result of purchage exparience, These ~cripts .

include a blueprint for a sequence of‘prepurchasé.'purchase,

‘and post-purchase fctivitie$S. Lakshmi-Ratan and Iyer (1986)

contend that the script is formed as a result of multiple

occurrences; that it provides the consumer with an faction

sequence of a behavioral situation- and an information

processing framework, which facilitates interpretation of

information, .Theéy have developed a model for analyziné
consumer scripts. . r
-~ ~If these scripts are'applicéble gi\a range of purchases

it 1s reasonable kfnd

({.e., not product-specific),
N . re~

logical to expect that consumers maﬁegs .éwhat genq;al élans

for their prepurchase behavior. Furthermore, it is also

\ .
in these scripts before other types -0

3

reasonable to expect tha;_some aourceﬁ}iﬁll b; found ;arlier

f sources,. Rogers!
(1962!.ybrk on diffusion of innovations would lead one to
predict the use of mass media advertising sources during the
early stagéa of the adoption process and in;erpersonal

(word-ér-mouth) sources during later stages in the adoption

*



process. Based on the aforementioned evidende, a corollary

to Research Question One will be presented. .

v

Researoh'Questgon la: " Given the use of an information
source in ‘the ;prepurchase external search ;;equence, _will
"other sources possess varying probabilities of pccarfing
next in the s;qugnqe?

Theqreticél and  Empirical Suppgrt for
Research Question 1b ‘

If Research Questich number one is ;upported and thgrd
appear to be distinét t;pes Qr external seargh'aequénces,
then it 1is important to‘;ttempé po determine why consumers

\ b
.exhibit different search sequencey. Several demographice,

9

socioeconomic, and psychologicdl- traits have been 1hcluded
L
in this study because they have been found ta be related in

some way to external search behavior. These consumer traits
are presented in Figure 7 along with™their theorized Lor

*r

empirical relatibnships with external search,

2

s

Figure T reveals that the following variables nge been .

shown to have a positive relationship with information

Y

search: unmarried . status,‘. greater education level,

ownership of a car/vehicle, greater product-class knowledge,
greater importance of purchase or concern for optimality,
greater perception of inter-brand, digersify! greater
enjoyment of ahogpfgg and greater pfrception of the
importance of economizing. . |

The following variables have‘been)shown to poasess. an

1nvor§o relationship u}th greater exiernal search: presenqge
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of working wife, possession of greater .proQuct-specifié

1

puiohasing experienoe,}.perceﬁtion of more intere;toge
diversity, greater-bfgnﬂ loyalty, and greater'sto;e loya}ty.'
The literature regarding the foiiowiné variables does
not show consistent 1nf$qmat10n or provide surfioieng
1nformation to hypotﬁgaize a direction of:relationship w1§h
: . search behavior: ' sex and age éf consumer, presence of
childrem, household inconme, - product specific  self-
oonridehce; and perception of importance ;f qtorp and 5raqd

B

reput;tion. | . ‘

| In light of the @évidence p;o!ided in Figure 7
supportidg certain relgtionsﬁips between individual
variables and e;ternalu ;earch, the -ro;io;lng research
question can Be pased.

Research Question  1b: | Is ‘the' use of difrerent’
gequent;al,batterns of external §eardh.for a durable good
relgfed to .one or more demograpﬁic, socioeconomic, and/or
psychvIbgical ;;riablefs)‘.in the expected direction {as
sunmarized in Fiﬁure 77 ‘ _ Lo

| Theoretical and Emp1r1§a1 Support for

: ; Hypothesis Number One --

lIt will be emphasfzed again that this researéh is_-
explbrafcry\in nature.. Since quite a lot af information is
- known ab;ut the direotion and degree of prepurchase~extern;1 .
<§earoh ggt very little 1; -khown about .the sequence  of

exterpal aea}oh,"the hypotheses stated here are backed by a .

limited amount of.theoretiqalvaqd enplrical support.

w’
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i

éohsumers must begin their exte?nal . information

searches somewhere, but how do they decide where to begin?

',Given that  consumers normally. retr;eve',infofmation from

>

internal memory before embarking on an\external.searoh, one
¢ Y . R

might-hipothesiie that consumers acquire information that is
easier to acquire before écquiring other information. Leigh
(1983, p. 677) suggested that researchers- gconsider

alternative conceptualizations, of source.usage, including

groupiné.souroes by "ease of accessibility." Beales et al,
- ) / T

.'(198f) discussed information acquisition in a cost-benefit

‘context. Iﬁc}uded in their-;aiggory‘ér'gxternal %nf&rﬁation
sources yeré: direct inspectioq’by }he éonsumer, seller-
related s;urees, ;Sd disihtéresteq third parties.i
Seller-;elatédn séurc;g were described as :peing ;hé
lgast Eostly external source »f;f ?qnsumgrs (in terms ‘of
effort). Information from-seller~provlded ;ourcés 1s’q9$t
likely to be acquired casually, that is,‘uhile the consum;r
is ﬁengaged in another activity (Walters, 1978). In-
cont?asﬁ, other types of 1nrorﬁétion sources are usually"
sought‘.atter' purposgfu}ly. The. seller-related -source
categori(may include adv;rti;ing‘ahd per56n31 selling. RN
The ldirect_ \inspection oategory, whigh }nvolves
prepurchase observation by the purchasgr}' p;obably (alis
s&gewhere < in between‘ seller-related gources: ) aﬁd
y . e e

gibinperested third partieé in terms of ease of information

acquisition. Direct inspection requires more physical

-

. eff?rt than the wutilization of seller-related sources,

Lt
o
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i , r - .
Direct inspection may be as costly as using a disinterested
third A party in terns of cognitive ‘effort, but may be
perceived‘as having a lower total cost because there . are no

direct financial outlays required. The disihterested third

party category, which 1nc1ude$ paid consultants and Consumer

Reportas-type pubiicqtions,. intﬁévqg thq/'highest and mnmost

tangible costs, - In addition, Bealeg,ét al. (1981) stated

Ve .

that since sellér-supplied information is “regdfiy avaiASble
- M N

and 1s often obtained with little cognitive effort, there is
/l . T / -~ P

somebigbs dittie incentive for consumers to seek out other,
i

more ‘neutral information sources" (p. 20). Using this

[

concéptual framework as a guideline, the first'hyﬁbthesis

'

will ‘be stated: ) ' i . )

Hypopheaf& Number One: Information from'inrosmation

sodnoes that are perceived as being the léast costly (in

terms of eff;rt) will  Dbe’ acquir;d Ifirat during the

-_"oonsu;er's external search,

, Theoretical and Emplrical Support for
Hypothesis Number -Two ,

'A‘dirrerent conceptual framework involving the,valuh of

linforma}ion souraes within a déoision-speoifio context will

now ‘be discussed. ' Consumers - may believe that some

{hformaQ}on sources piovide better, more useful information

with ‘which to make " a specifioc _decision’ than <other
information sources. "Burnkrant's (1976). "belief-value

. matrix" is evidence ‘of this viewpoint. The consumer's

assessment of an information source's value may be dependent
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"consumers will have needs for different types of informatifion

106
/‘\

on the information that 1is already stored in internal
memory. ,If‘ona possesses a certain piece of information,
one would be unlikely to_-place a high value on an’
‘?igplicate that 1nfo;mation.
G :

In gdditlon, consumers may"have needs for very
dif(erent typés of information (due to difrerenoe; in
experience or in decision-making criiéria){ and aoﬁe
information sources mayibe perceived as providing some types
of information better than others. For example, Beales et
al. (1981) suggest that direct inspection may be wused
péimarily t; obtain information,6 about the existence of
alteynatives, product ﬁimensionsé and price; disinterested

ihird parties may be used most often to obtain product

quality information; and seller-relayed sources may be used

gost frequently to obtain éxistencé\information regarding

available alternatives or product attribute  information.

vy

Houston (1979) reported for five different durables that:

o

(a) durability and dealer reputation were the first and

second most important product attributes and that other

people were the most important information sources for thésa
' ~

attributes and (b) price, style, and extra features were

‘rated the third, fourth, and . Tifth most important

attr;butes, respectively, "and that dealer visits were the

most highly rated information source for these attributes,

K

Given that some information sources hayd“reputations

‘for providing certain types of information and given that

L)

-
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due to 4individual differences, consumers are expected to
.place different values on different int‘orn;ation sources when
purch:\sing an identical pr;oduct.

Hypothesis Number 1Two: Information sources that are
perceived as .being‘”the most useful will be accessed first
during the prepurchase ex'ternal‘segarch for durable goods.

’ Theoretical and Empirical Support for
Hypothesis Number Three

Since commercial or seller-provided information sources
are so* prevalent and pervasive {n odr soc{btj, ’1t‘is
reasonable to conjecture tl;at théy will be used more
frequently than other types of i’nformatgion sources during
wprepurchase search, Lecrand‘ ami Udell (1964) found that the
most rr"equently used 1n!’,o;~matio‘n source, excluding store
visits, was newspaper advertising. 1In addition, it has'been
suggested i’.hat this type of 1'nfor-mation ‘is least costly to
acquire’ih terms of effort_l(Beales et'al.r', 1981). Contrary
to this, Katona and Mueller (1955) found that the friends
.and relatives information source was the mos;wt‘requently
used, with store visits being the second Host used
information source,. However, si.noe marketrer-dominated
information comes in a variety of forams _and given the ready
availability and low aocquisition cost of seller-provided
information, the following hypothesis will be tendered. -

Hypothesis Number Three: §eller-prov‘ided information

. .4

sources will be wused in pro’pgrtions greater than tliey are

found in the shopping environment during prepurchase search

-



108

for durable: goqu. , That 1is, they will be used in
proportions greater tﬁan they Bceur in the information
environment.
Theoretical and Eapirical Support for
Hypothesis Number Four

Will -the use ‘of particular information sourcées
discriminate between consumers who conduct vyery, extensive
searches and consumers who conduct very limited searches?

One might reason that the shortest possible search would

involve a store visit which results in a purchase. However,.

it 1is  not reasonable ‘to assume that ¢the store visit

informatioli source would discriminate , between consuners

becaus® almost all oconsumers will wvisit a store during’

prepurchase external search, Given: (a) the profile of the

" "information sensitive consumer™ developed by Thorelli and

~

'Englédow (1980), (b) th‘ "éonstructive shopper" type who was

information sensitive T}l who read Consumer Reports (Furse,

Punj & Stewart, 1982)} (c) research reported by Lehner
(1984) that B87% of affluent car shoppers consulted Conaumer

Beports, and (d) the notion that the disinterested third

party is the most costly information source (Beales ot al,,

1981), “one might reasonably expect that more extensive

external searches " could be distinguished from limited

,external searches by the presence of a neutral source, such

as Consumer Reports, in the search sequence. Based on this

information, the next hypothesis will be presented..

»
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» Hypothesis Number, Four: The presence of a“’neutra}

* ‘
. sonrce in & consuker's search sequence will be associated
AY .

A3

* with a\}oncer, more extensive external search.

~

Summary of Research Questions and HypotheseQ
Researcq Question 1 Will consumers exhibit a small
number.(rewer:‘than ten) of distinctly different sequential

patterns or,informatfoénsouroe usag! {external search) prior

A

to purchase decision making for a durable good?

lesearch Question 1a: Given the use of an information

1

source in the prepurchase external search sequence, will

other sources possess varying probabilities of occurring

%

next in thé sequence? .

Research Question 1b: Is the use of different
[

sequential patterﬁ$ of &ternal search for a durable good
s v

'Telated to one or more demographic, sociocecottomic, and/or

- 4§ summarized in Figure 7)?

« psychological variable(s) in the expeb@?d direction (as

. »
: b

Hypothesis Number One:., Information from information
sources -that are perceived as being the feaat eosily in

terms of offort will be acquired first during ihe consumer's

-

external seapch.- ‘
. t .

. Hypothesis Numbetr Two: ° Information sources that are

perceived as being the most useful will be acdessedrtirst

during the prepurchase external search for a durable good.
. ’
. \
Hypothesis Number Three: Seller-provided information
sources will be the most frequently used type of information
) ' 1

9,

. . »>

VA
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I
LS

source during the prepurchase external search for a durable
good.

Hypothesis Number Four: The presence of a n;utral
source in a consumer's‘search sequence will be assooiated/

with a longer, more extensive external search.

W
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CHAPTER IV
RESEARCH DESIGN AﬁD‘METHODOLOGY -
In the quest to understand the consumer's external

search proocess, it 1is desirable to wutilize a research

v

-4 ’ ’
.methodology that will most reliably and validly measure the

prepurchase 1%formation-seeking process. AL one extreme the
€ T~
researcher could track actual external information seeking.

At the other éxtreme, the resear@her could ask the consumer
, /\ . . Id
to recgll a prior external search for information.
Methodological Alternatives
While research involving the measurement of actual

external search would be high in external validity, it would

be very difficult, time-consuming, and expensive to colflect
/ ‘
data in tHis way. Locating those consumers who are planning

to buy’  a particular durable good during the course of a

-

study is difficult since only a fraction of all consumers .
. N .

buy a specific durable good in any year (Tiger£ &\Ha, 1983).
In addition, it woJld be nearly impossibie to locate these
consumer's at the point when their extp;nal stearches b;giﬂ.
Furthermoréj‘ one’ consumers may spend weeks, months, or eben
years in external information seeking, and this could cause
reaéﬁroh expenses to be prohibitiye. ‘

On the other hand, "post-pdrchaae v;rbal reports from
con;umers aboﬁt their prepurohase: information . sehrch
activities™ are SubJect to many problems (Brucks, 198&):

Jacoby et al, (1977) describe information processing as

Seing dynamiec in nature, and thayrcriticizﬁ_cross-aectional

v
\
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studies that wuse post-purchase, static approaches, The&

cite the need for a process methodology, one that will

~ %

oabture the richness of a dynamio process. -Post-purohaso
. N .
self-reports #lso have the disadvantages of: (a) relying on

the subject's'jemory.t@;nfconstruct a previously conducted
external search and '(b) relying on the subject Eo relate

what was actually done during the prepurchase search

process. \The désire to appear logical or rational often
biases consumers! report of their actual behavior,
4

However, this type of ex post fac;o research 1s inexpensive
when compéred with actual field tests- and controlled

laboratory studies.

The information display board methodoiogy and the
1ﬁteractive data collection methodology a;e both procoss
mé@hodologies for tracking consumers!' inforpation-seeking
processes. The information display board appears to be

simpler to construct, but it has numerous limitations in

.relation to the interactive data collection technique.

First, the 4information display board is in two-

dimensional matrix {orm. Brands and attributes oonstitute_

the two dimensions, The information disblay bpard does not _

include a source~of-infdrmation dimghsion, therqfore; the

researcher 1s not able to determine which 4information

sources are ‘utilized. to gather’ 1nformat;on. Hoyer and

s

Jacoby (1983) suggest that researchers use a three-

> -

v . . . “

\

Y

>
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dimensional matrix, which Idcludes‘iypes of -sources as weIlf‘

+

a3 types of information, so that theyinformation acquisition
procesd will be measured more completely and accurately. -«

The 1nformationadihplai board 1s also criticized tor/“

=

being. "overwhelming in content™ in that hundredshof pieces

>

of informatign are placed on an information display board,

‘ »

which is sitting directly in front of the subject throughout
the entire exercise (Rosen,& Olshavsky, 1983, p. qa). > The
informatjion diapl?y board is awkward, cumber&ome and
obtrusive (Horton, 1983). On the other hand,” Capon and
Burke_’(1980) suggested that information display boards
ipnpose an ideal 1nrormation environment on the subject,
thereby reducing the external vafidity Qr studids using this
approach, Heeler ;t al. (1980) reported xhif,the position
'of information on an iﬁférmation digplay board’ may bids
which infgrmation is acquired: as well As the sequence of
"information acquisition. . C
Given the abo;e‘ pisadvantages of the information

display board '(IDB) methodology, the advantages of the

interactive data collection (IDC) methodology will - be

v

presented next. While both methodologies are laboratory

. methodologies, the interactive. data collection methodology

.

more closely resembles the consumer's actual decision-making

environment ' and may, thereforq, be higher in exterral
% - 4
validigy. The three-dimensional format adds the source
$ . . »
dimension, *which makes the simulation more realistic. °The

IDC technique does not force . the subject to acoesé

-

-
v
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information without oqngideration of -the source of that

information. In addition, "the mode of presentation of

L -

'fnfdrmation encourages a realistic plannihg process since,

N RS L [

as is usually the case in the real world, people do not know

what infdrmabion will be available nor how complete~it will

be at bhe beginning of thein decision making task" (Brucks,

! , RS

1984). 'Insté“d of presenting all available options at once

. environmant. : a

" of the interactive data collection approach:

14

[

to the. subJecp, Rosen and Olshawsky (198u) describe the

-

interactive., data collection technique as one where the

subject first seledtq an ingbrmation soprce,ang then.selects

information from that source in a "tree format." This would

a M

seem ° to “"be ' more like the true cogsumer marketplace

4

) PL

Hoyer .and Jacoby (1983) state the fqllowing‘advantaées
- . a -

a g

°,
-

(1) information can be presented to subJects more

e
'

-

(2) the visuyal bias inherent in the presentation of a

physical matrix is eliminated,

. (3) since no physical matrix is present, theré is

\ greater flexibility in,cdnstrucbingﬂinformhtioh
environments, and . : T -

P .

(4) due .to the fact that the seardh process 15

automaticaliy recorded by thé computer, data

. ‘collection is more efticient and reliable (p. 618)u

¢

The use of miorocomputers with CRT screens tor data
. . ring,

collection orfers several advantages over mechanical data

» .
-

quickly and errioiently (with little effort), -

un

.



’ \ ‘o i | : 11-5

collection procedu‘res'. Billié (198’2) suggested t;h‘at..the
fune‘tior'xa of oleaning and er;te’ring da't'.a on computer have
b;en eliminated, that int.eryiewer error in questionnaire
skipping patterns can be over’oome, that data analysis can be
conducted before data collection is gompleted, that faster
project turnarounds -can bé achieveé once the software 1s

developed, and that microcomputers have been so miniaturized

that they are easier. to t:_r~aqslport than én infornmation

) dis;;lay board, o

The interactive daﬁ]a coli_ec.tic;r} me,tk’lodology can more
realistically portray actual inf‘or:)mation-seeking be'haviori
since ‘subjects can be charged .a tinme o<\>st, which would vary’
depending upuo‘ the ':I.nt‘ohrmatio_n sour-ce utilized ('Hoyer &
Jaocoby, 1983;— Brucks, 1984), The IDC technigue also. ’
corresponds more closely to reality because it 'oi‘rers
multiple types of 1nfor;matio_n as well ‘as multiple sources

(Rosen & Olshavsky, 19818)._ For example, persbnal

recommendations can be acquired as well as .obJecitwive

Iattribute information. In addition, after the subject has

been introduced to- the ‘compute'r keyboard/screen there |is
little interaction between the experimgnten:and' the subjeét, -
and therefore there is lit;tle chance f.cln' interviewer bias,
However, t.hé 1n‘1t’3*{active data collection technolc;gy'
possesses\ some .disadvantages whifzh ;:1Jf_l be ex)plicated here.
First, the' researcher must have computers a.vailable for
-

conducting a study and, second, the development of the

software may be costly ‘in terms of time and money (Rosen &

[y
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‘Olshavsky, 1984). Third, a study.utilizing the computer may

introduce ' new probléms. Rosen and O0Olshavsky (1984)

discussed some "demand artifacts®"™ of this computer *data
collection methodology. Any laboratory study plaoes'
subjects in a Mlet's pretend" s}tuaﬁion. Hoperulmy, most

subjects will react with responses that would genﬁinely

@
represent real-world behavior.

-~

However, by introducing the computer; some subjects may:

respond more to the data collection instruhent phan tb the

écbual laboratory 'gask. For example, subJects' who “are
. a 4 Y 7z

apprehqnsivp.of the computer would probably rush through the

'task and exhibit an - under-utilization of 1hfofmation

_ sourcgées. :However, user-friendly software and thorough

[
’

instruetions can ‘'do much to alleviate this problem,
- Subjeets who would associate a computer study with game

; ! B
playing ot who are intrigued by this novel approac@)ﬁs dat.

! collection m&y gather more information than théy.would'under

i

hormal circumstances.

¢ A fourth disadvantage of the —-interactive. dafa\

i

S
o

collection té@hhique is that it would " be' V1rtually_

;ﬁpossible,to include in a computé; bpog?am all information
;gprces that .a consumer would be ~lilk‘ely to use during
Preburchase.aearoh.” Fifth, informaiiop'a;aroh 1n“the_agtqalﬁ
‘marketplace ‘often involves demonstrations, trials, seeing
';nd~touohipg.~ Laboraiory stu&ies may not'be able to provide

these types of stimuli to subjects, but Bruoks (1984) has

suggested that random access video disks may serve to bring

-
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the~1aborato}y closer to reality. This may be an important

imprﬁvemént Sinoe it has been found that consumers iay ]
‘respond qifferently go verbal product descriptions than to
the actugl produets_(§mead, Wilcox, & Wilkes, 1981).

“ f sixgh disadyé&bage of the computer interagﬁiﬁe
t;éhnology,u the .1qoluaion ’o} a time-cost factor,’ has
previausli been-gited as an advantage. Brucg§ (198ui states
th;t ‘people' perceive the value of .information sources
Aifreréntly, but that they will probably’pe_charged the same

]

time bosﬁ. In gdditiqn{ "waiting in front of a blank
. : ) w o
terminal screen may be much more or midch less aggravating

than spending \time ehopﬁ%ng in-  tle red}"‘world" '(Bruoké,F
1984, p. 88).
Ohe Stu&y‘investigated sikty.?nbjeots' regponses to the
~‘1;te¢£c§ive'data collection pro;ehyre (Rosen & Olshavsky,

" 1984), | fhéjﬁeseapchers found that only about 23% of ‘the
subjéc s felt they aoquiﬁed‘rinformagion ‘as ’tpey normaliy
would; forty’peroent tho@ght they acquired more information
seoauge it was easy to access; five pefcent acquired’mofe

ﬂinrorﬁation‘bgoéusé they were intrigued with th; computer
metho?oiogy;\eighteen"percent felt they had acéuired less

o 1nrormationtthan they normally would due to apprehension of )

oompptérﬁ, time‘ déhayé, etc.; and -21% felt they aéquired

information  different1y than nsrmal either becauée they
gould not examine the préhuot o; because ran information

source that was normally'used was not included in ;he study.

It should be noted phat the.gforementioned percentages do

R

[T
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not. add up tg 100% because multiple responses were given by
some respondents. ‘ “. '
Suppary of Rationale for Choosing The Interactive Data
Collection Methodology. To summarize this section, a
laborétory study appears to Pe'supgfior to aoctual téadking
of consumer seapch proceéseé for du}able goods because -the
laborato;;Q enables the researcher to study’ this type of
consumer behavior duriﬁg g shorter period of time, unde;
controlled circumstances, and utilizing a larger npmpér,or
subjects than might;‘be‘ found conducting actual sear&heé.
The 1laboratory :is better suited to the utilization of a
process metpqdology, Ex post facto stﬁdies rely on the
subJect;s memory and willingness to recreate a process.

—-Finally, the fntefﬁetive data collection methodology -appears

to allow the researcher to more full& measure the search’

process in a manner that is higher in external validity than
0 o “ .

the 1nforﬁation display board. Based on this information,

tﬁd research was conducted in a 1aborator§‘setting using an’

ihteractive data collection methodology.

X Thg/Procedure and Tasks

LS

The interactive data collection took place in a micro-

?

conputer laboraiorx located at Plattspurgh State University
College. A largé'number of miorocomﬁuters were available
and, therefore, several subjeats could perform the computer

"task simultaneously. The researcher did, however, help each

subject to get situated at, and oriented to, the computer at
.t o

n

the beginning of thé task. The \researcher was also

L
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_available throughout the task when individual subjects. had

'questions. e

The interactive data oollect{on procedure toog_ anys=

» T
where from one-half hour to two hours to complete. On the

average, sub}ects reqdired forty-five minutes to complete
tﬂe ;rocedure. The computer questionnaire and simulation
were‘designgd to be extremély user friendly;'moat responses
required the‘subqeob to press only one key. It was deéigned
to move quickly 'from question to duestion, and it was
programmed té not acoebt responses that were not listed as
responses on the cémpute?¢soreen.

The color telgyigio@ was chosen to be the product in
this study about which subj}qts would acquire prepurchase
informhtiohnadd make a pu;chase decision. 'It was ;hosen
‘because it is a major household durable, it is oknéd Ey most
household;, aﬁd the majority of. consumers will probably be
involved in a télevision pﬁrohase at some point ;n their
lifetimen Hence, this fype of purchése would be relevant to
most adult consumers. A major risk 1nv;1véd in a color
televisiqn purchase is.performance risk, ;nd Olshavsky and
—aranbois (1979) suggested that consumers will be more likely
“to engage in prepurchase choice processes when this type of
motivation is dominant. Therefore, this product should
provide ample opportunity for investigating prepurchase

searach.
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magazine advertising, Yellow Pages, mnewspaper adver

sources, the subJBpt.may havé subsequently been faced with

© 120

Computer Task: Pre-gjmulation Questdonnaire - .

'_The computer procedure was dividéd into three sections.
The first section 'could be 1labelled the pré-éimulation
questionnaire. It introduced the subject to the ;tudy andt
asked qﬁestigps to measure the subject's prior purchasing
experiencei }nowleﬂge, confidence, involvement,  and
perception_ 9( risk with respect to the color television
produFt category. _IA addition,’attitudes toward information
sourceés, attitddes about the diversity of*stores and brands,
aéd atﬂitudes'toward shopping were melasured.
Copmputer Task: Purchasé Simulation

' The second §eq§ion of the computqr_procedu;;hihvolved.a
dqcision-making_ task. ) The_‘spbgédt was askeq,m'"You have
decided- to buy a 13-incy color television. How would you go

'

about it?" This task was menu-driven-in that the subject

ua3'sh&wn a lést of eight information sources along with the
time cost (amount of waiting) for each so&fce. (The eight
‘ - ~ B

informat}on sources available to the subjects were:

sing,

pérsonal visits to retail stores, Consuper Reports magaz

ia phone call to retail stores, catalogs, and a knowledgeabl

friend or relative.,)  After - choosing one of the .pight

further choices regarding the tfbe of information desired ,

from a particular sourhé. Each time the subject indicated

o

that s/he had apgquired enough information from a source,

s/he was given the opportunity to .make the "decision to end

Fi

Va

i
2
Bw:. -



121

’

the in}ormat;on search and to make a purchase decision (to
buy or ‘not to buy).

Leigh (1983) suggested that studies about consumer
;nformation sgeking should ingorporate some improvements.
.Figat, he suggests that studies regarding souéce usage
should be Aocision specific so that researchers can learn
yhyjinrormation sources are consulted. Second, Leigh states
thac information seeking does not always lead to a decision
to buy, ~and that information seekers who decide NOT to buy
should also be included in information search studies._ The
procedure- described herein incorporates both of these
suggestions. , *

The eight information Sources used in this stuay were

chosen because they appeared'repeatedly in the information

seeking studies that were cited earlier. However, two other

‘information sources were deliberately excluded from this

-

study-~radio and television advertising. Unlike the print
media where the consumer must decide to do something (i.e.,-
read the advertisement), television and radio advertising
seem to be more 1ikely to confront the consuamer, thereﬁf
falling into the categories of "interrupts" .or "low
involvement learning" (Bettman, 1979). The consumer is not

actively searching for Jinformation acquired from these

. media, but is qsually“moré attentive'to the messages carried

o

’by these media when oonduotlng a prepurohhse search (Beales

et al,, 1981). Sinoce the consumer cannot completely control

information acquisition from the broadcast ddvertising media

5
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in terms of when information will be acquired} and since the
consumer does not usually plan to seek out TV. and radio
advertising during preﬁurchase external search, these media

A}

were not inolhded as information source alternatives.

Each information source had to be assigned a time cost.
Duncan and Olshavsky " (1982) reported onv two different
studies that r;sulted in /the fassignment of weights to
information sources based on amount of effort required to
gather énd comprehend lnformatibn from 9ach source. One

study showed that Consumer Reports and similar . guides

required the most effort, followed by dealer ;,visits;

3t

<«

consultations with salespeople; consultations with friends,

relatives and neighbors; magazine apvértisementa; newspaper

) ¢ 5 ~

advértiseménts; and radio and television advertisenentsa

-
4

(tied for 1last). The other study found an "other aburoea',

category required the. most effort, Tfollowed by Consumer -

LY

Reports and dealer' visits (tied);f consultations with

salespeople; ’consultations with'-friends, relatives, and

neighbors; and magazine, telev&slbn, and newspaper
” ‘

advértising’tied for lask. )

Since the information sources to be used in the present
study are not entirely the same sources as were used in the
previoqsli cited studies, an expert ;anel of thirt?en
marketihg and cbn;um;i economics professors was surveyed to
ascertain a measure of effart required to éather and

comprehend information from each source, ‘Thia expert panel
. , /

regarded personal ¥isits to stores as requiring the most

~

.
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effort, followed by Copsumer Reports ~~magazine; store

dagalogs; telephone calls to stores; magazine adie‘tising;
Yellow Page;; newapapér adveptising; and conaufting a
knowledgeable friend or relative. *

While the graphics capdhity of microcomputers "has
inprovgd greﬂ%ndously over the last few years, microcomputer
ggaphics' aré still ver; primitive and very difficult to
proéram. Since advertising relies on ‘iayout, pictures,
color, and special typefaces for results, ad$ since ig is
not raglistic to‘assupg Eyat Subjects would make a decision
to 'buy“ a c¢olor television on’ the basis of a written

doacr@ptiqn, it was decided to p}ovide subjects with some

pictorial- information 4in folders. Thus, to overcome the

]
limited graphics capability of miocrocomputers, subjects were

able to view actual ‘advertisements, 'cqtalog pages, and

- [y .
Consumér Reports evaluatﬁoqs as -well as photographs of each
color television model. . &

Howe;er, aubJecta’were still not able to use the very
important, but aubJeétive, criterion of pictufe quaiity to
evaluate the alternatives. , Instead, _they m§¥ have been
forced u:ihse .less important criterih. 3uch as price or
cabiﬂetry, to wmake  their deliaion:? This would appear to
ao\raot froﬁ the study's external validity.

. . _ .
The ihlrd section of th; conp;ter procedure obuld be

labellsai a post-simulation queationnd{ye. Measures to

determine attitudes regarding: the usefulness of different

B
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.information sources, the importance of saving money, and the
4 ’ ‘
importance of brand and store reputatjon in the purchase

-decision were included. Also included in the third section

were questions to detect store and brand 1loyalty and
N

numerous classification questions, Finally, a group of

questions was iﬁcluded'ﬁﬁi\ascertain whether subjects felt

that the computer interactive teohnngQ; realistically
measured their information seeking/brocesses.
Validation of the l{easure
In an attempt to investigate the validity of the

ol
information display board methodology, Heeler et al. (1980,

»
p. 38) made the following statement: "Since there is no

direct way of determining actual information acquisition in
real-world decisions, agreement between alternative indirect
HE(E is a vgluable cheqk 6n measures,"” The same concept can
be‘ applied to an ‘investigation of the validity of thﬁ
interactive data collection procedure. Ihérerore, it was

determined that a second data collection methbdology be

utilized in order to determine if there is convergent

~
-~ A

validity.

The second method of data collection involved

individual personal {interviews u;th recent ‘?urchasers of
color televisions. These purchasers were asked yp-recali
and recreate their prepurcha’se information-seeking
processes, They were advised to mention all information
sourils they used and were instructed to ;ecreate the aeaf&h

"in the proper sequence.

.
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This type of ex post- -facto research may résulfaﬁn poor
measures of search behavior s;nce it ‘relies on the
purchasers' memories,. The seﬁréh measures reported by the
purchasers may be 1inaccurate or incomplete due 'to memory
loss, or embeliished to make . the purchaser's decision
process appear more rgtional or thorough. In addition, the
persanal interview i3 very 1likely t; introduce the problem
of interviewer-interviewee interaction bias.

prever, this group of recent purchaseqs wags also asked

-

to perform the computer im

ractive data collection
procedure as a further valdidation check. Not only‘gan two
different groups -of people using two different data

collecQ}on methodologies be compared, but the same group of

(S l,

people using two different datd collection methodologies can
aliso be:compared. If the different methodologies proéuce
results that are similar, then we can be more certain that

we are measuring t ve 1nteﬁ§ed to measure, “ ‘

The population from which subjects wenre ,takgn for
these personal interv}aws included. all those residents of
the Plattsburgh area who were eighteen or oldér, heads of
househ;{ds, and who had purchased a color television within
the past six months, The type of sample use&.ton this
segment of the study was a nonprobability, convenieq;e
sample. anh-retail'store that was included in the ;tudy
was oontacged gnd was requ;ated to refer—from.three to five

color- television purchasers to the researcher for

interviewing. Hence, it was a convenience sample since
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store employees seleocted color television pJ}chasers who
were conveni’ently ‘available, On the ,other hand, it was
somewhat like quota sampling in that each store was given a

"quota”™ of purchasers to supply to the researcher. These

{
"quotas; contribute to greater representativeness of the
sample since the stores in the study are representat}ve of
the dirrerent'types of stores that sell color televisions,
fhe number of éeople who were referred to the
researcher by retail stores as recent purchasers was twenty-
, five. The'initial contaét with potential suhjects was made
by a retail salesperson in the store, The purchaser was
given a business card of'the researcher and was requested'to
contaét the researcher in order to 'communicate his/her
willingness to participate in the study gnd to set up an
appointment for an interview. _ The puréhasers were 16formed
that they yqu}d b; given a fifteen dollar incentive for
their participation in the study. ‘
. Since the recent purchaser group was p; participatesin
two different data collection procedgres, it was impoftént
to qeparaté the two measures by a reasonable time 16terqa1
s0 £ha& one measure would not bias the other déasure;
Members: - of this sample were asked to participate 1d,the

T

personal interview first. All interviews were condUctoJ by

~

the author of this research to ensure consistency. The

# researcher then made an appointment with the subject at a

Y

later date to conduct the interactive data collection

&~ - -procedure. The interactive data colleotion progedure was

- -
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always condubted last so that tée stimuli in the computer
program would n;t have a chance to bias the‘ personal
interview. The subjects in this sample were not compensated
until they oompleted both parts of the study.

‘Finally, the computer interactive data collection
4 .
procedure was pré-testeq using twenty subjects (10% of the

planned sample) in order to determine if there were-any
5 b
major problems in the computer program and with -the

\

questionnaire design. This step was important since the

actual research was going to be expensive in terms of

N\

computer time and subject compensatidn. The pre-test
uncovered some problems that were unique to computer

queétionnaires as wgll as problens with the comprehension of

: : 3
questions and their directions. ' As a result of the pre-

test, the computer program was improved and the

questionnaire was modified.

* . Sampling Design" /\

The implementation of this study required the use  of
two different sambl?s of subJectﬁ. The responses rﬁom the
larger sample were used to form the Sgsis of mésb:or this
study's findings. The responses from the Qﬁaller sample
were used to aid in the validation of the ra{earqp
methodology. Below 1is presented a diaoussioq"or the
aanpling lPethodolqu utilized, rofgo;ed by descriptive
atatig}ios of the samples.

The larger sample 'chosen for this study (hereafter

referred to .as the Primary Semple) was selected from a
-

* 127
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popul&%ion that included all residents of the Plattsburgh,

-

New York grea who also met the }equiremenéﬁ of being at

least eighteen years ‘old and ~ holding head-of-household

v

status, Although durable goods purchase dggision  .making

~

often involves multiple information seekers 'and joint

@

"decision making, the purchase of a television has .been found

to be somewhat more autonomic than purchases of other

durables {(Bonfield, 1978). Because the television pd?%hase

is one that involves more autonomy; it. seems reasonable to
~ v :

aliow each subject ¢ to proceed through the purchase
simulation\alone. Irrihe purchase simulation had been for

S

something, such as a family vacation, that traditionally has

more input from more than one person, then the methodolpgy
proposed here would be i;approbriate. |

Although exploratory studies do not" require  the
researcher to go to the lengths of‘zbtaining a p;obability
'sample, a probability sampling technique was used in this
resegreh. Random sampling was utilized so that greater
confidence could be held in the representative nature ;f the
sample. A representative sample is important beoabse a
typology of search sequences may result from this research,
and this could not be ac@}eved without a representative
sample, '

A simple random.samplg of six hundred people was.drawn
from the Plattsbdrgﬂ dity Directory, which was used as the
sampling frame for this study. This directory is prep;red

and published independently of other direqtoriea,gsuch as

«
»

7
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the telephone directory. - Its major advantage, over .the

-telephone direotory as a sampling frame is that ‘it 1ncludes

people with unlisted phone numbers as well as people ‘without
telephone service.
A relatively large sample size was desired due to the‘

large number of possible information search sequences that

could have resulted as well as the large number of. variables

that were used in the study. The people chosen to berln the

Primary Sample were first contacted by letter, The letter

invited them to participate in the ‘study and provided then
with ,a mediun for communicating their 'wi}l}ngnesg to

participate. The letters yere all mailed in late December

’

of 1984 and in early January of 1985 o

This study made substantial demands on “its ubjects.

Q‘,?
First, the ubjects had to transport: themsmlves td the state

univeréity in rder to participate. Secehd, the aétual

- [\l

interactive computer task required an average of forty-five
minutes to perform, Third, the task was one that required a
good deal of mental effort, something that some people would

prefer to avoid during their 1leisure hours. Due to these

_demands on the subjects, each person was offered an

lncentive to participate in his/ner initial contact letter,

»

They were given the choice between reeeiving a ten dollar
payment or having a ten dollar payment donated to a local
charity in their name. |

| Out of the six hundred names selected randomly, a final

total of two hundred one people responded and were 1included

>
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in the Primary Sample. This is a 33.5% response rate,

- These 'subjects made appointments, and the majority of them

participated in the study during the month of January of

1965. - Out of the two hundred one respondents, sixty-four

chose tb donate their. participation incentive to a locdl

charity or a nonprofit organization. This anounts to 31.81

of the sample donating their 1ncentive money to a oharitable'

N

cause.‘ Iv’ appears that providing potential subjects with a

"choice of incentive may ,potivate more peqple to respond

, ) ' A -
since different incentives appeal to different motives and

needs, wnéreas iwo-thrrds of the nespdndents prefe%red to.

be paid the ten dollar incentive directly,,the other One-

third may have been influenced to part&g}pate because they

could have their. tax-deductible donation sent directly to'

]

tne eharity of thelr choice .and they‘ were also helping
simeone te eonduct a worehyhile research pnoJect.
Profiles of the Sampleés and Comparison to Census Data

After all the data had been collecte%/from'the P}imary
Semple, it was stored on fifteen different floppy computer
dfsks. ?he dati_ was ’subsequently merged onto one
microcomputer floppy disk and .then transferred into, the

]

menory of a minicomputer for data analysis, The same

_procedure was followed for the Validation Sample data,

Utilizing the SPSSx software package, frequency
distributions and relative percentages for various

demographic characteristies were caleuleted. In an effort

to determine if the sample profiles matched the profile or_

et
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4 v

the population from which they were taken, statistiecs for

.oharacteristics that were 'avatldble .for the City of

?lattaburgh popula;ibn' from the 1980 U.S., Census are
compared in Table 1.: ) '

in looking ,at:»the eompari;pn between the samp19
profiles and the Cehsus_data, ig appears that som§ variablé

categories are under-represented and others are over-

‘represented, Howéver, in viéw of the fact that the city

from theh the sample. was taken is a‘"oollege town,"'the'

composition of ‘the sample is not surprising. Included in

the Census figures are college students, many of whom 1live

.iﬁ' dormitories and many who are not marFtied. The large

-

proportion of .single persons reported in the census data may

also be dué -.to the 1large U.S. Air Force ;nd prison
populations. The gol;ege students, for the most part, are
not copsidered to be heads of houséholds and_ most are not
listed in ‘thg.Directory, which was used as ihe samﬁliné

-

frame, In addition, the large ‘number of college students

probably accounts for the large numBer of people in the 18- -

24 age category as well as the large number of households
. - . -

¢

with low inconmes, (
AN

The large number of people who possess less than a high

' -
school diploma was surpriq%ng. Since this 1s a potentially

embgrnaaiing question, some respondents may have inflated
. ) r

thelir educational level a bit, On the other hand, it is

possible that people with lower than average levels of

education do not respond to surveys in aslgreab proportions

vk,

f



° Table 1

-Charaotiyist{e

-

Sex: Female

-Male ; \k; ’ . .
Marital Status:
Married
Single
Other
—~—ApAge: 18 - 24 .

g 25 = 29
30 - 34
35 - 39
4o - 44
ks - U9
50 - 54
55 ~ 59 p
60 - 64 ° ’

65+

. Education Level Achieved;
Less than High School
High School Diploma
Some College, No Degree
Associates Degree s
_Bachelors Degree ‘
Masters Degree
Professional/Doctors Degree

Household Income: Under $10,000
(annual) $10,000-19,999.
$20,000-29,999

$30.000-39.999

$40,000-49,999

. $50,000 & over

Missing answers

4’ For Primary Sanple, n=201

For Validation Sample, n=25
-equals combined 35-39

and 40-44 age groups

. equals combined 45-149

and 50-54 age groups

equals combindéd some

college and associates degrge-

34,999

49,999

eqqals‘bachelors
degree and above
represents $20,000-

Pﬁimarq Validatéon Census

Sample Sample Data
51.2% 6n.oz 55%15
. 48.8% 6.0% hy,9%
70.6% 88.0% 38.9%
13.9% 12.0% 45.7%
15.4% 0.0% -15.4¢
9.0%° 16.0% 39.1%
1009’ uoo’ 9.7’
14,48 12.0% 8.2%
18.4% 16 .0%

. 11.4%° 24.0% g.9%3
" 10.0% 8.0% u
9.5% 8.0% ‘9,5%
5.0% 8.0% 4,8%
'5.0% 4.0% y.2%
6.5% 0.0% 14.7%
3.5¢% 4.0% 29.4%
17.9% 32.0% 28.7%
31.8¢% 40.0% 5
9.5% 0.0% 19.5%
21.9% - 4.0% '
13.4% 8.0% 6
2.09% 12.0% 22.,4%
12.1% 8.0% ho.6%.
20.1% 16.08° 29.6%
22.1% 24.,0% -
20.6% 32.0% 21.8%
13.6% 4,08 5.5%
11.6% 16.0% 2.5%
1.0% 0.0% -——-

: r
6

LS

represents $35,000-

N
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as people with more education. If it. were possible to

eliminate the céllege student population from the Census
da;§. it is quite possible phat the sample profiles would
better match the Census data.

Research Paradigm Adopteéd ’ oo

The peshaﬁch methodology described herein is somewhat

new and quite different from most marketing research in that

it is a process methodology designed to capture consumers'
heoision making processes whilé_they are occurring rather

than Tretrospectively, However, the wuse - of a process

a A e

methodology, involving the computer as anlintéractive data

- ) ' - .
gathering device, requires that appropriate techniques 'for

aniiyzfng process data be utilized. Jacoby et al., (1977) -

developed an approach to analyze process .data obtained from

AN

two-dimensional ;nformétion display . boards,  and this”

approach will be described here as it relates to the thre¥-

.dimenaionﬁl_ computer interactive data collectidn

methodology.

The researéh paradigm develobed by Jacoby et al., (1977,

‘p.308)'fon tpe-gnalysis and interpretation of process data

1s‘a'rour-spagp procedure, The paradigm is shown in Figure

8. Stage I of' the hodel involves ﬁhe determi:ition of
construo§§ and variables that would aia'in the exblanation
of_-diffeﬁenoes in external search behavior, These may
1noludq eniirbnmental and/or individual variables. Jacoby

et al., (1977) suggest that individual dirrerenog variables

have not béen'studied extensively in this regard, and they

¢ 17
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Figure 8. The Jacoby et al. four-stage research paradignm.

<

STAGE I

EXPLANATORY CONSTRUCTS AND VARIABLES
1) ENVIRONMENTAL
2) INDIVIDUAL

STAGE II

CAUSAL/
CORRELA-
TIONAL

RELATION- .}
SHIPS

CAPTURING SALYENT CRARAGTERISTICS
1) DEPTH ~
2) SEQUENCE.
1) CONTENT

STAGE III -

CLUSTERING
ALGORITHMS

- —~

STRATEGIES OF
| INFORMATION ACQUISITIONS

" STAGE IV -
QUALITY STANDARDS
1) SATISFICING _J
____2) OPTIMIZING |

. DECISION
QUALITY -
ASSESSMENT

-

Note. From "P'r—epu‘rohase Information Acquisition:
Description of a Process Methodology, Research Para'ciigm and
‘Pilot'Inves;igation' by J. Jacoby et al., 1977, Advancea in
Consumer Research, 3, p. 308. Copyright 1977 by the
Association for c}s\ns‘umer Research.

&
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may have an effect on search behavior. This research
1 .
includes predominantly 4individual variables, - which are

operationalized in Ap\pendix'A—L

Stage II variables are those variables that are
descriptiv; of search behavior, These search behavior
charactt;ristic—s may describe the ’‘consumer's search with
respect to the depth, content, and sequence of search. E\‘or
example, a depth-of-search =~ variable might be one that
measures the numlber ~of different }nt‘ormation sources
utilized. A content-;:r-search variable may be one that

v

nea's{xr'es whether a source provides information regarding.
store or ?rand or both. A sequence-of-search variable may
be one that measures the order in w‘hich information sources
are agoessed; The var-iablges that describe search‘—behavior
are operationalized in Appendix A-2,

Stage I gnd II variables pmay be analyzed together to
ﬂtﬂ'nine if - there exist .any cégsal or correlatioﬁal '__
relationships bdetween the two types of" variables(&, Th; o
purpose of this step is to try t:) "isolate the determinants >
of seleoctive exposure" to information (Jacoby et al.,, 1976,

p. 5). ‘ . , '
The Stage IIIX :.variables are the various information
\aoquisit’ion\ strateg;es Ithat are ui:ilized by‘ consuiners.
k we strategies are determined by the presehce of different
oconfigurations of oonsumers'( depth, ;:ontent., and sequence of

searches, A clustering algorithm, which would aid in

wreducing the multivariate *process?Y data-base to some
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limited number of coherent search strategies,” is an
appropriate analytical technique (Jacoby et al., 1976, p.
7). ,

Haﬁbrick (1984) discussed the usefulness of cluster
analytie techniques in the development of nanagen?nt.
strategy . taxonom#es. According to Hambrick, the
hiegarohical type of cluster analysis is the dominant
technique wused in taxonomy construction. However, some
consumers may be similar to poox:;ly-m?n businesses in that
they may not have a cohesive probiem—solving strategy., If
this is the case: then cluster analysis may not result "in
interpretable clusters due to t.hoe noise 1ntr.oduced by ;hé
ra;xdom, incohesive ‘external search of sone con;ﬁuef‘s.
Regarding this, Hambrick (1984,  p.39) stated that
"hodgepodge clusters derived. from . . . some ceomprehensible
and sone ir;comprelfensible strategies th:;t a}e ’ so

& o

interspersed in an n-dimensional space"™ may be the result.
o

The final stage of this research paradigm, Stage IV,

¢

involves an assessment of the quality of 1nfourmatiori searaoh

\ :
via an assessment ot‘.t.he accuracy of the purchase decision,

One mnmust have satist‘icing~ and/o‘r optimizing standards t‘o.r,(.
use as variabl.es to assess\“deoisfon'quality. Since a n'ajor
purpose ox: this re‘searoh‘ is to devei.op a taxonox,ly of
external seirch strategies, this r'eaoaroh will follow the
proposed research par.-afiigm rf:on Stage I through St.age‘ III

and will not attempt to evaluage the quality of decisions

resulting from the information acquisition strategies,

"Q ’
N ~

ﬁ/ ’
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Since the primary objective of this dissertation i{s to

deternine if there are comnon patterns of information searcﬁ/

>

secquences, the most appropriate statistical approach would
) N -

involve a cluster analytic methodology. In order to test

the reliability and validity of the resulting clusters, a

split-half analysis using discriminant analysis was used,

Furthermore, more than one cluster analysis algorithm was

used in order to ﬁeternine if the clusters were reliable,
Resulting cluster wmeoberships were cross-tabulated with

numerous other variables that were -not wused in the

cluatgring procesas 30 that a richer brofile could be

obtained for the different clusters. Tests of some of the

-research questions required sinple counting ang/ chi-square

tests of asignificance. This overview off&he data'analnysisr
strategy 1is presedted in Figure 9. ‘
Summary

Tﬁa rationale for the research d¢gsign used in this
study was presented in this chapter. (he comp;:EY
therictive data collection methodology was chosen for use
over the lnrdrmation dibplay wboard‘ laboratory gpchqi{he
because it appears to be more'roaliatio. more accurate, and
leas ounberqon!b ‘

The procedu#% used for conducting the research and the
ihree-part .Qask required of the sample subjects w;;e

explained. 'FEach subject performed in a simulated purohaaing
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Flow-Chart of Data Analysis,

-Major Research Questions 1,

—-—

E

Stage II Variables .
| (Information Search Progcess Data

)

N

Transform Process Data

ta, 1b

Investigate whether

-

Enter Fixed Search
|1 Sequence Data into
Ward's Hierarchical

N

Search Sequences
have varying proba-
bilities by con- .
structing Transition

| Hatrix

iysis__ |

Check for Agreenent
Between Cluster Membet=
ships Using different

Enter Fixed Search
Sequence Data into
McQueen's k-means
Nonhierarchical Cluster
Analysis and other

Stage 111 Variables
Sgarch Strategy Segments

ificaiion
and Stage|:

Cross Cl
of "Stag

Stage I Variables
(Individua} socioeconomic.
demographic and -

'Description of Search
Strategy Segments

Cluasters)

N

hic)
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Figure 9 o;ntinued N
ﬁelate; Questions/Hypotheses 1 through
Stage I Varigbles Stage II Variablesv
(Individual psychographig (Information Search

variables: Attitude toward
_information sources) |

. . , Transform Process Data | ~
into Fix

Use qf Chi-Square Test
for Hypotheses 1 and 2.
To determine: if sources 4
that are rated easiest to
locate are used first and
if sources that are rated
jmoat useful are used firgst,)

. 4
S Lan ¥

’ . Use of Chi-~Square Test
for Hypothesis 3.
’ To determine if seller-'
) ‘—————-—a‘provided information {is
. usoed in greatdédr propor-
tion than it is -
) _avallable,

2

Use of Mann~Whitney U -
Test for Hypotheqfé y,
, .o To determine if tﬁ\luae

) of a neutral source\ is
. . associated with a longen

L]

.
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situation and answered questions on the computer before and
after the purchase simulation.

. The sampling plans for the primary sample or,subjects
(probability) and the secondary sample (non-probability)
were presented. The puypoée oé the secondary saﬁple was the
validation of the conputer 1nterac£ive' data coll?otion

. methodology. The major descriptive statistiéﬁb‘or the
primary and secondary sanmples were compared with 1980 census
data to determine wheth:} the samples were representative of
the lo¢al population. ; ’ ‘ ’ '

-Finally, the Jacoby et al, (19775 research parahigm:
which was developed bo help researchers analyze process

data, was presented. An overview of the: plan to analyze

data collected in this study was provided.'

~

«1
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CHAPTER V

Iy

. RESEARCH RESULTS
|  Introduction
The research:  carried out for this stady produced a

. large amount of déta. The %Lesults of the research,
‘ -
including a discussion of the research questions and

a

‘ ' hypotheses, are reported here. An analysis of the validity
.~ ) . .
of the research methodology, is also preaented. This ohgpter
will begin with some interesting general findings.

Ceneral Research Results Concerning

* Informatioh Search
S—- R

Before investigating the "research_ qQuestions, and

-hypotheses, sonme g‘pral research results uill be pres'ented

to provide the reader with preliminary information ab&ut phe:

- Lok

prepurchase information search process for a durablé good.

™ v T
. The first source that ‘is most likely to be used by ’

-~ consunmers in their search for a durable good is a peraonal

oy

visit to a retail store, Approximately forty percent or the

<
4

subjeots in this study used the store visit ‘g8 their ‘first

source in their s!arohea. “ pelow. is 'a list in descending

‘ -
\ )

order of the percentage of people using each source as their

.

_first source: . R

1) Personal Visit to Retail Store ------;h0.3$ "

Y

2) Consumer Reports magazine ------aa--ﬂ-zéuét

3) Newapnper Advertisxng ---------------.1u 9;

4) caca1oga -----------------------------1o oz
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5) ‘KnéwLedgegblé Friend or gelative f%;;‘ 7.0%

6) "~ Yellow Pages ~=-«= —————— :--,-7---;---- 2.0%

7) Magazine Advertising ---e=m-==-- ——mee=1,5%.

8) .Telgphone Call to Retail Store -—-==-- 1.5% ' A

<

The Personal Visit to Retail Qtore soﬁrce was also

found to be the qost‘freﬁuently:used last information source

N , -
by an even larger. proportion of consumers, as would ‘be

expected. Below 1is a 1list. in descending order of the

[ ¢] E
percentage of subjeats who utilized each Anformation source
~ .

. . )
as their last information source:

~

1) Personal Visit to Retail Store ------- 63.0%,

2) Knowledgeable Friend or Relative ;;___40:05

3)  Catalogs smem=-iesmecmcc-ceogpocecaeoos 7,580 . %
y) Consumer Reports magazine‘--;-f------; 7108,
'5) Newspaper Advertising ---'---—-:—':f_- 5.0% |
_6) Telephone Call to Retail Store --=----=~ h,?%

7) Mgéazine Advertising.p--—----e--ff--;-‘2.0&{ ‘ '
8) Yellow'Pagga-v------;J-J-----44f35-;-7 3;Ei;g' t

As one can see, the Personal Visit.to.Store source

dominates as the major source of information’ ror’ this

LR
S

particular durable goods purchase. The,two lists présenlqd

)

above also poin;'out the imporﬁancé'or certain sources edrly

iﬁ the 1nror;}fquqag;Dch pricéss'and of other sources later-

. “ . )
in the information search progcess, The Consuymer Reportas

mazazine'seemed"té be very important at the start of mahy
information séarcﬁqs, but became less important as a last

" source, Ugdng the Knowlédgeable Friend or.Relative source

™~



143
A

became somewhat more important at the end of the search

3

process than at the beginning of the sedrch.
. Newspaper Advertising seems to be more predoninant as a

first source than as a last source., It probably is used as a

-

preliminary solrce to determine where to go for further

information ‘(such as retail"stpres, catalogs, or Consumer

—_— -

& iR
Reports). The use, of Catalogs as an information source

became somewhat less important when comparing 'its use as a

. - |
first source and last source. Finally, the Telephone Call

-

to Retail Store was slightly more important as a last source
than as a. first source, perhaps because some purchase

‘decisions can be made over the telephone and an order cgn,be
subsequently placed.
Another way to look at the search patterns of uthedf

subjects in this study is to determine what proportion made

their purchase decisions' after using ‘the first . sourcs,

second source, -third source, etc. Table 2 depicts how many"

subjects exited from their prepﬁkoﬁaﬁe searches and made a
\ - raabll: A eoneE -
purchase® decision at each step.

9

Sa SRR
Table 2 clearly shows that almost:A47% ‘of the pu%]éqtq
" in this study were ready. to .make a:punchase decision -after

using 6n1y one information pourqd.‘~Two-thirds of the sample 

t -

made a purchase deciston_ after u%}lizing two information
sou&oea,’835 decided dfter three information sources, 91%
made a purchase decision érter four information sources, and

97% decided after accessing fiVe informition sources. The

\



.
~t

Step ‘ X

Purchased Number ‘Percentage Cuntulative
After Using: ' Percentagg
First Source 94 46.8% . 46.8%
Second ‘Source 40 19.9% . 66.7% |
Third Source 32 15.9% 82\6?
Fourth Source 17 8.5 " - 91.0%
Fifth Source 12 6.0% ) 97.03
Sixth Source ~( i y 2,08 ' 95:01
Seventh Source® .- 2 - 1,09 fl ' 100.0%

s

w e
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aThis'&qes not hecessaril§ mean that .seven different sources .
were used. - Subjects were able to go back and use a source a

second time.

H

j O
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' mean number of' information sources used by the members of
this sample ‘was 2.17. Subjects using six or seven
inrormatfqn sodrces are certainly a very small minority of

‘gﬁ . the 'gample. These results appear t; be consistent with
< nume;ous stu;ies' results with regard to the large
proportion of people who conduct very short,searches.before

I

making purchase decisions. ‘
WWWW
It ‘would also be informative to analyZe what proportion
. ~.of people using each of the eight information sourcfes as
their first source made a purohase decision after the first
source. Table 3 presents the data regarding ‘how many people‘
used each source as their ' first source and shows - the
percentége of them whb made a purchase decision after .using
ondy the one sou%ée.

It is clear fromo ‘Tabig "3’ that when one uses the
pe:;onal visit to‘'a ‘retail’ store gt& obtain  informatiodn
first, that in Bighty .perceng. of the cases no otﬁer}

. ihforhation source will be used., Although the'numbérs are ,

- hoo sm;ll to be conclugive, iwo’out‘of thrge’users-of the
telephone-oall to~the-retail-store information * source
;oncluded their .searches after using "that source. It
-appears that the retail store, whether visited in\?erson or
by phone, provides valuable intormation to many cons«mers so.

that they nq' longer feel the\ need_ to obtath additional
. e ’

information from other .sources.

’

T B . - B R T
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Table 3
2:222:&1gn_gi_ﬁjﬁjgslg_dxiiinz_Lns_xnnsnﬁas.ﬁimnlﬂiinn_Axiﬁn
Usipg Only Ope Source ~
‘Source Used Number Who Number (and Percentage) Who

First Used Source lade Purchase Decision After

First . - Using First Source

.. N *‘
Magazine ‘ , ' )

Advertising 3 1 (33%)

"Catalogs 204 . Tz(/;p )

Yellow- Pages R ' - (25%) ° ’
; - A :
Personal Visit , . R '
to Retail Store 81 - cr . 65-(80%) _ ~
Newspaper - , ) .
Advertising 30 6 (20%) -
Friend or { . -~
Relative . 14 »~ - 6 (u43%)
‘ - * . a o . T . )
Consumer . ' ' gy
Beports 46 6 (13%) -
Telephone Call - ~ B
To Retail Store 3° ‘ 2 (67%)
I P
' [ Y
-\ - — -— ©
) &
-i’ ' :
T |
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Forty-three percent of the people using the

knowledgeable friénd. or kélative. source as their_ first
sgurce made a purchase decision based soiely on the advice
of that source. ﬁen;e,' jnrormq£ion and advice from "a
trusted frie;ﬂ or yela;ive may be all the in(orpation ihat
Y Iso;ne. consumers want oc' need in order. to make a ‘purchase

decisioﬁ. It seems, .then, that-.a trugted, knowledgeable

>

4

person is the next best thing to being tferel ) : . .
This‘genergl information regarding consﬁmeriprepurchase
.search for durablaerk emphasizes the dmportagee of the
personal visit to retail stores., The stbre visit is often

- "the only inrormation souro; used prior to purchasing a

durable good, and it is also most likely to‘%e used as a

rirst and/or- last source 1n the search sequence,

Bgaaazsh_.nnaﬁkign JuuLh*_.An__Ln1g;&lxaiign__eﬁ__zngnnznnans
5nannh_§snnsnnsa.xgx_a_nnnanls_ﬁngn
< Are . digtinctly different- sequential patterns of

-

information source usage found in consumers! decision miking
procesgps‘fbr the purchase of -a durable?’ And 1if 56, what
are the configurations of Ahe sequential patterns of source

usage? .These questions are components of -the prfhary
research question of this study.

An anprodrihte.,teohnique for_ nalyzing the ' data

fgathered in this study and for 1ide tifying dirrerent search

atrategies is oluster analysis. ince this is exploratory

research . and very little is kpbwn about the category

1

"sﬁyucturg(.of the - problem, Anderbprg (i973) suggests that
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3

cluster analysis is nore appropriate than other category-
sorting statistical téchniques (such as d seriminant
analysis) when "all that is available is a collection of
observations whose category mémberships are unknown" (p.'2).
Anderberg (1973) also stated:
The op;raﬁional obJectibe in this case is to d;;cover a
category structure which fits.the_observations. ~The ’
Iproblem is frequentl}' stated as one of finding the -
"naturall groups." In a more .co5crete sense, ° the
Nd)fgbjeqtive i§ to ‘sort the observations }nto éroups such
.thgt ﬂhe degree of:"napusal assoqiation"”is high amon;"
membérs of éhé sam? groug and loﬁ between Qemhe}§ of
dif;grent.grOUps.‘(pl 2) | ‘ '
| Flﬁaliy. Anderbgrg (1?73, p.U4) pésit;d that "One of its'
(FluSPer aaﬁalysis')v most useful roles 413 to generate
'hybo}heibs about 'categorx‘ structure,..;éut _another ;a&,
elﬁsté} analysis may be ~used to reveal structure and

relations in the‘datd.,~1t is a toal of diséovery.” "It is

for that purpodé that cluster analysis was proposed for this
4 | ' is

study.; , .
‘. 7
Decisiong Regarding Cluster Analvsis Techniaue
Cluster analyéis requires the researcher to . measure T

~

ets on vqriables;' The second step reqﬁirea

elements or obje
. the g;searchen— to obtain an+ inter-object similarity or

distaﬁce meaaﬂrelmatrix._’fhe third —stép requires. the

researcher to det;rmihe which prﬁcédure will be used for.

A ,
. forming clu3ters from the similarity or distance measure,



149
2 S

The oclusters canc then be cross-classified with the

~clustering variables as well as with external variables to

determine on which traits the clusters differ.

‘ The use of cluafer_analysis in a studi requires\the
researcher to make several important declsions‘pertaining to
the technique, Below is a list of optiénq that require a
ch61ce: ' .
1. ﬁi;rarchical (aggloﬁerativa) versus

nonhierarchical (1t;rative)
.a., method of cluster linkage
:b. 'similarity or distance_measure

fed
The.opjective of this research is to determine if there

are grouﬁs "of people who use similar search se{uence
strategles, ﬂierarchicalhclustering was seiected for use in
this study because: | h _ .
) a) it can achieve optimally hom&geﬁéoqs group;'.
(Johnson, 1967); | ~
b) 1t doeslﬁot requirelany advance speciric;tion:cf
the number of clusters or the initial bluﬁﬁéé'
' ecentrqids’ (Punj and Stéhart,'1983){ anﬂ.‘
it is app;opriate'for bu;ldihg_a }axonomy

»

e)
* (Hambridk,‘198h).

\

It is ewsentially a fusion proq}as, which starts with

as many clusters as there gre'qleﬁenﬁs'and continues until

~

gli elements have been fused into one cluster.

A

- ' A . . -

t

\V4

o
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N Ward's minimum variance meghod. which minimizes the

’

uithin-clusieé variangﬁ, was selected for the following
reasons: A
» a) Ward's technique was found to‘outpdrrorm other
clustering methods (1.&., to detect genuine
structure) in a variﬁfx of markdting applications
( (Punj and Stewart, 1983); ,
Q) Ward's teéhnique tends to produqefhyperapherical
clusters. S£udies have shown that methods such as
this a;e space-dilating and result tn a recovery of
clister structure ;;;t is superior (Aldenderfer and _
Blashfield, 1984); and -
‘ c) Ha{d's method is the best method to use wﬁen
! ’ oytliers are present, when all cases must be-
-classified into a group, anF when clusters are not
well separated or when thére are "noise points"
between cluster boundaries (Aldenderfer and
A Blashfield, 1984). E I
' Hhen'using cluster analysis, the researcher must choose /
a résenblance coérficienf (similarity neashré) \t;;t is
~_ "_ abpropriate for the type gof data and the type of ciustering
B bethod. - Since the data are primarily binary in nature, it
would-h&v‘nbeen des%gable to use soame hypp.oc?qua}itafive:

. e
resemblance coeffig}ent,' such as the, Jaccard similarity
. o . measure or the Sokal ‘and Sneath aiuilariby measure. This
o , , n " . ; ..

L

\ - N~




- - 151

LY

Y
“~

B typs of measure vas not used for the feollowing.reasons:

- .

a) all of the clustering variables were not binary

variaﬁﬁea;
//{}’o" b) Ward's ‘minimum variance method possesases 71 "built-
;A/ ~ 1'“dissimilarity coefficient™ (the squared

» : .
Eucliﬁgdﬁz:1stance measure) which {s an inalterable

.
-

“part of the method. The researcher .loses the
option of selecting a resemblance. coeffhcient when

\ K .
~ (

) 2
e’ / using Ward's method; and -

- . t not available as an o on on the Data
. c) it was L avi s '{E?’

. v

) . General veraion of SPSSx,
- . , % R ‘

When one has a mixture of quan[:tative and qualitative
-» \ o

-~ -
b

»

- > Zattributes, one étrategy for handling this ﬂirtuse is to
' d , : Y
ignore the fact that the variables are mixed and use a
~ : .
. 4 .
.o resentlance coefficient suitable ‘for quantjjative

Ll . \ s

- \ ' ’ '
attribates, Romesbupg states that "this simplistic solution

)

- /uay appear,hbsde, but 4in fact {t often works . oy - The

N
.
‘ /A °

I - rosulta® will not be very asensitive to our hav;ng treated

s oL 'qualitaiivo attyibutes as if they ueﬁg quantitative

attributes” (\1984, p. 171). Punj and Stewart (1983, p. 143)
' N -

.[3tate further that "One conclusion in several of the studies

S . . - Lo - ) .
‘s that’the ehoice of agﬁilarityl difbimilar{ty measure, or
4‘ -* i . \

o /)/ so tion of a Ssinilarity ‘measure appears to be } less

important for determining the outcome of a clustering

. " ’ . s0lution-than the selection of a clustering algorithm."
.. . . ‘ N » ! b

+

- . M t »
,
o . 8 L . . ’ e v

diatancg‘neaaure. dbea not appear to be critical . ., . The
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To summarize, the ward's\hierarchipal method of ciuster

analysis using the squared Euclidean distance measure Qas

r [
selected to be the classification methodology for this
sﬁudy. Next we shall look at how the variables that were

, M ’ - v
used in clustering procedure were chosen for inclusion.

Since the research question ‘asks ’uhether there are

distinctly different sequential patterns of source usage, it
. o .
is clear that those variables that represent the consumer's

search sequence (Stage II variables ghaqagterizing sequence
of searph) are moat appropriate for 1ncluslon.1éto cluater
analysis. ‘The search sequence can be\characterized by:

1. Hhich information source 'was used firﬁt?

2. Which information source was used last?

.

\ 3., What type of transitions the subject exhibited in
- 4
\ going from one source to the next?

Each subject's data file contained both W% figest
*

source used and last source used in easily accessible form.
3 ) []

(However, the data were transformed so that the inTormaiion

source that was utilized as the first source most frequeqtly
Guas recoded as 1; the Source used as the first source with
. ’ e » - .
the next highest frequency was recoded as 2; and so on. The
v

-

éame thing was done for the "last sounce ujed" variable,

’ -~
The transitions exhibited \by consum;S: in their
, [S

{

_information searches were not easily .extracted lfrdm the

computer record generated by the/computé} simul&iion. Since

L

. ’ .
~the length of each subject's search was dependent upon how

’ -
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much- searching the 5ubjec§ wished to do, each ‘hbjeot

-

produced a2 conputer file of a ,difﬁprent length. The

conputer stored all the.sourcesﬁaécessqﬂ in the order in
which they were accessed by the subject,.put the.transitioés
from source to source were not part of‘' the record. \ In
addition, since each subjeét‘:could aécesQ the different
*1nformatidn_sourgqs in any order; a aimple tabulation of how
many subjects used each information source could not be
done. Instead, even this data had to be transformed fron
the .process data. In all, more than fifty data
transformations were made so that the process data
generated aby the computer simulated purchasing exercise
could be analyzed with .variables that were in fixed rormat;

]

‘“For example, eiéhh(fixed fields had to be set wup to
access any of the eight infornation sourcqs..éiyhe; thre
Hespongynt used a particular inforyation gource, i1t was
'racorded in the appropriate fixed field for qha% ;ource
along with the sequence of usaé; k;.e., whether 1t waskthé
first, second, third, etc. '§ourhe us;d). In order to
dgtermino the seguence of ;ource' usage, eibh pér;op'a
sequence had to be conatrﬁcted from the eight fixed fields.
This was made neceaaarb b}‘the fact that rnagondent; could
access the.inrofmation in any order they desired, and tyey
could - access as much or as‘%ittle information as” desired,

Other data transformations were .made to sérve a counting

rupction. That is, each aubJect's‘data file would show how
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many stores, catalogs, téiends; etc. were consulted as well
as how many questions were asked of particular sources..

The simplest transition 1is for a ‘aéquence of/'tuo
values, that is, from one source to the next. Awtransition
mgtrix was developed frop all subjects who had sehuences of

-

two values in their transformed data files. Those subjects

who used only one {nrormation. source and who, gherefone,

exhibited no two-éoﬁrcé ‘§ransition were coded differently
and were not included in Fhe transition matrix..~

The transition matrix is an 8 x 8 matrix, wfﬁh*only 56

. out of the 64 cells having an expected frequency. TPo'cells

~on‘the diagonal were not expected to have aﬁ.entry'beoégse a

o

transition could not occur if a'subject‘wenttfrom one source
; . .

to the same source. By definition, if :a 'subject used an
information source (sucﬁ as a perasonal, visit to a éebail
'store) and used the same source iéaediately after (to visit
a dJdifferent retail sLbre)L then it is considered. as using
.one source type, ¥ « .
.wﬁyﬂ actuality, only 43 of the 64 cwlls contained at
least a frequency of one. In an effort to enter oniy the
majoi éwp-aouree trahsilions into-the clus;er‘aﬂalysia. thé
ﬁgcus—,was plaéed on the ten cells with the ‘highest
frequenciea in ;he transition matrix. These gen cells had
frequencies nanging from 9 to 22. 'The remaining fifty-four
cellé hadsrrequenciea rhﬁging froa zero to seven, and a

judgment was made that these 2-source transitions did not

occur enough to’ justify their use ,as clustering variables,
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The transition matrix can be found' in Table 8. fheaeifkn
transitions were then added to haoh subject's file as ten
binary variables (q 5 iraqsition not present; | = transition
present).

For many of -the subjects in tﬁi: study, there was not
even one tca;aition of two values because the subject used

only one spurce. The proportion of people falling into this

category was quite large. Approximahely'NSS of the primary

sample (n = 201) accessed only one information source be(&re

making a pur;hase decision. Therefore, a variable

o

"indicating whether only one source was used or not was added

to each of the subject's data files. This was 'a p;ngry
variable, with "*i® reﬁresenting the use of only one~sohrc§r
A, frequency distribution in descending order is

presented for all two~source, three-source, and four-source

search sequences in Appendices '8;1;

AY

B-2, and B<3 ,

respectively. Oniy three-source sequences that opcurred'at

-

.
-

132 three-source sequences e;ﬁibibed by subjecgi, tpere were
eleven threé-source ‘tréns§tiooa which nmet the freqﬁenoy
criterion of three. This criterion was necessary to keeb
the ;qmber-or variables at a managéable level. - The‘presénoé
or absegoe of . each of bhn‘eleven”jegdurco transition types

was included ‘in each subjecots' 'daga fgle as a binary

variadble. While there were bixty-lhrhb. four-source

“ 5

pequqnoga'in the data set, only two‘out_pt the sixty-three .

ha@ a‘rreqxency greater .,than:one, This reveals ﬁhat while

. I
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-

there is much conmmonality in shorter search sequences,
L 4
longer search sequences tend to be unique. 4

To summarize, the variables that were included as
clustering variables were the following Stage II variables,
which describe the subject's search sequence in some way:

1. Source used first (Values range from 1 to 8, with N

o

representing the most ﬂrequent;y used first source

and é representing the least frequently used first'
source). ' x

-2. §ogrce used last (Values range from 1 to 8,ﬁw1th 1
representing the most frequently used last source

~and 8 representing the least frequentf;-:;;d last
source).

3. Ten binary variables representing the ten most
popular transitions of two sources (Values were 1
for presence of transition type and 0 for absence
of transition type).

§y, Eleven binary variables representing the eleven

most popular transitions of three’sources (Values

AN

absence of transition type).

5. Binary variable repreéenting whether the subdbject

-

used*onl& ond source (value = 1) .or more than one
source (value = 0).
The most significant sequential  source ‘usage

"information is ocaptured in these (five caﬁegories of

variables. The single-source users o.f information aré
’ *

»
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captured perfectly bg the first, second, and fifth variable
-gateaegories explained above; This accounts for approxlma&ely
'one-third of the supjects' search sequences. The essence of
the other two~thirds of the subJects{ search sequences are
,capturea in the ten most popular .2-source transitions as
well as 4in the source-used-first and source-used-last
variaples. While some of the 2-@oupce. transitions are

L

contained in 3-source transitions,.the use of the 2-source

transltibps, represents the most parsimonious use .of‘ the

data:

Mmmwnmﬂl_ﬁamﬂn

Whereas the decision to usp Ward's method of
hierarchical qluster analysis had been'mafzmprevlously, it
became necessary to locate the. appropriate conputer software

with which to analyze the data. The SPSSx statistical

gl

sort;are package‘ for. the Dhta,:@eneral' minicooputer was
available to the rgsearchep, and it cbntalned seven
hlerarchlpal clustering algorithhs, including Hard's method,
as well as one nonhierarchical method.

The availability of ‘mord than one plgorithp was
"lpportant so, that the“ reliability ‘of 'clusters could be
measured using more than one clustering method. While it
would have been. desirable to ,create speclal péoximlty
meaaupps for the binary v;riablesﬂ.in ;the study, this

H

'proeedure was not'available yep on this version of SPSSx.
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Ihe Clustering Procedure 3

Before introducing the va;iables into the clustering
algorithn, the issue of standardizing variables must be
addressed.: Most of the clustering variables are ?1nary
variables, except for the two variables tQat indicate what
source was used first and what source was used la;t by ;he
subject. The value of these variables rangedffro; oné/to
eight, and that would mean that they would overpower the:
binary variaples in the cluséﬁ;ing procedurd. Funkhouser
(1983) stated that when different metrics are used, it is
important to st;ndardize the variables in order to ;chiave
. conparability among different variables,.

In order to avolid thezproﬁfem of noncomparability, it
was decided to staﬁdquize‘ only the two variables with a
~range 1in values from one to eight so that they would
approximately ‘equal in weight to the binary variables.
Furthermore Romesgurg (1984) stated that qualitative
attributes with values of only "0" and "1" never need to b;
standardized. Hence, after standardizing the two ordinal
variables, the ordinal variables will have a mean of "O;'and
a standard devidtion of "1" and the binary variables will
have values of either "0" or "i1."

All of the variables cited above -were introduced into
cluster analysis uslné Ward's m;thod.' Numerous computer
runs were made in an attempt to determine whether fewver

variables might cluster the subjects Jjust as efficiently.

This was accomplished by examining cluster'asaignments while
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/ . ) * . M .
varying the number of oclustering variables. If the

clustering assignments were stable when an ’édd@tiqnal
variable(s) was used for clustering, then the numbe of
clustering variableé could be safely reduced, and the

clustering procedure would be more efficient. N

It was determined that there'was an ihsufﬁioiént amount

~ M .

of variance in the variable that measured which source the

subject used last, The inclusion of this variable into the

.cluster ana)lysis added very little information. Tﬁis is due

’ _ . a 'n
to the fact that most people use the retail store as their.
last source. Hence, this variable was not useful for

separating clusters’ ' and was deleted from the cluster

’

_analysis,

In addition, the eleven binary variables represen;ing
the eleven three-source transitions were also found to add
very little informatiop to the clustering procgdure. They
also gi& not change the clustering assignments very much
because sequences of th;ee sour;es were used by only one-
third of the subjects, whi%e. sequences of at least ¢two
sources were used by oved one-half of the subjects,

~

Furthermoere, two two-source transitions contain mosé of the .

information that a threefsource transition possesses. Thus,
[4

the ‘addition of the eleven three-source transitions. was

somewhat redundant to the two-source transition variables.
Hgﬁoe. all of the three-source transitions were deleted from

i
the cluster analysia.,
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Tryon and_Bailey (1970) suggest that ghe classification
of'pbjéctS' on a large number of dimensions "or variablés
yequiﬁes very large sample sizes. .Sinoe.the‘ééibary‘Sample
in tﬁ}s'study is on}y two hundred one, it {is 3eqirabl&"t5
delete as many variables
significantly'to the clu;pgrins assignments. The deletions
explained above h;ip to sreduce’ sopewhat the number of
patterns thatkare possible, given the number of wariables
and variable values, |
The Determination of the Number of Clusters

The I{terapure review of consumer external search

behavior provided some very loose guidelines to Folldw in

terms of the number of different search behavior groups

found in studies on the nature and extent of search. The

nuﬁber of consumer pearch-groupsaranged from three to six in

most of these studies. However, this study examines the

sequence of search and ma& yield quite different clusters
than thé‘other'dimensions of search.
What are the guidelines for selecting the most

appropriate number of c¢lusters? Although one - uses the

hierarchical model to avoid decidipg a priori the number of

clusters desired in ,advance, most of the procedures for .

I 4

- making decisions about the number of clusters necessary. for

best representing the data structure are heuristic {n

-

-nature. The following oriperia can be used to deteriine the

’

most appropriate number of c¢lusters:

*

as possible that do not contribute -

'

’

'(J
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Examipe the squared Euclidean distance obtained
when the oclysters are combined at each stage. When
there. is a relatively large inérease in'thq.vaiue
of this coefficient, this indicates that clusters
containing dissimilar objects are being forced to
merge (Norusis, 1@85). This is equivaleht to the
aqdare root of Romesburg's (1984)_E Lndex. The
Jump 1in thg squared éuclidéan distance has also
been“reterrgd to as an "elbow" or as an indication
of "tightness" of the cluséera.

A general rule of thumb is tﬁ;t'one can get no more

than n/50 to n/30 reliable clusters from sample

N
-~

data (Lehmann, 1979‘.
Bergier (19%8, p. 119) stated that analysis of the
homogeneiﬁy.within clusters and the stability of
the clusters at differ;nt levels of dlusgéring
might'be pertormedl. If each oluséer does not .
pos%ess the same "co}e members"” whqp the lgvel éf

clustering is changed (for example; from four to

"five clusters), then the clusters are not stable.

iBercieﬁ'suggests that "This stability can be.

analyied by performing a orosytabulation between
two consvégfive clustering levels."

The number of clusters should also be determined by

. the'intérpretability of the resultaniy clusters,

Very small and very large clusters may not be

1

useful for interpreting the da{:T#
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Given the above guidelines, be shall léok first at ‘the
fusion coefficients (squqred Euclidean distances) for eagh
stage of‘ghe élustering procedure, Table U4 ‘presentsesach of
the non-zero coefficients together with its stage number and
the amount of'chénge‘ln the coefficient.

An analysis of the changes in the fusion coefficients

in Table 4 would suggest that five oclusters is the most

probable solution since the change in the fusion coeffioiént

~ Jumps from 12.99 to 18.94 when five clusters are merged into

four clusters. The change in the coefficient prior to five
clusters is, normélly less ;han two, but after the five-

clué@er solution, the change in the .coefficient gets larger

A}

"and larger more quickly. Hence, this Jjump 4@ the squared

Euclidean distance would indicate that f;v; clusters is the
mosé propable solutionﬁfor this data set. '

Th; rdlé of thumb that indicates that one can extract
no more- than n/50 ;q n/30 reliable clusters would indicate
that this aata set would yield be{ween 4,02 and 6.7 reliable

clusters based on a sqmple size of two hundred one.

Another inQicator:p? the proper number of clusters is

ihe stability of the clusters fgpm one level of clupters to
anotheg. The core elements of the clusters appear to be
very ;table. Below is a repres;ntation of the changes in
cluster membership from.-the level of three clusters to the

»

level of 3ix clusters.
»

In looking at Figure 10, one notices that there'are—

three basic clusters in the data. The initial c}ustera 2
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4

r_iuuber of Clusters

g

z

Fusion Coefficient

Amount of Change

58 199401 .199401-
- 57 .398802, . 199401
55 .797603 . 199401
.54 1.063471 .265868 °
52 1.71i15272 . 348950
5t 2.077089 : 365567
49 2.954452 L 4T8562
48 . 3.450452 - 500000
46 4.574809 - ' .620357 .
45 5.274209 .6 99400
43 6.673009 .699400
42 T 406142 - W T33133
40 - 8.939374. . 783233
39 9.819134 879760
38 1C..705640 . 886506
37 11.769108 1,063468
35 14.0082632 1.196402
34 15.371065 1.288433 -
32 18.154282 1.416032
31 . 19.645676 - 1. 491394
28 24.,203918° 1.558273
26 27.517883 o 1.714279
25 - 29.,25224 4 1. 734361
23 . . 32.947800 1.897065
. - 21 " 36 .945770 2.098190 °
20 , 39.163818 2.218048
.. 19 " B1.945526° 2.781708
17 47.833969 2.961868 .
16 51.26567 1 3.431702°
15 56 .348343 5.082672
14 61:.727203 5.378860
13 . 67T.150391 5.423188
12 Th.,19844 1 7.048050
1 81.312027 7.113586
10 88.770111 7.458084
9 97 .767624 8.997513
8 107 .311203 9.543579
: 7 117.790970 10,879767 A
6 128.651123 10.860153
5 141 .644730 12.993607
4 160.589645 18.944915
3 190.211380 29.621735
2 259.426025 69.2148645
1 4 - 381.478760 122.\2;32735

!3.
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-and 3 are extremely stable, while the {nitial cluster 1
breaks into two smaller clusters at oach subsequent 1laevel.

At the 6-cluster solution leve{, CCluster 2 seeas to be too
)

small to be o? much use in later crosstabulati§n of clusater
-membership with other variables. Cluster .3 seens to have

stabilized fron the™ Sfclustey sqlutfon to iho 6-cluster

<

solution.

Eigu[g 10. &hanges in Cluster Mewbership at Different
. . ’ N
Clustering Levels,

Cluster Cluster Cluster Cluster
-Mlembership: Membership: Menbership: Henberahip:
3-Cluster 4-Cluster * 5-Cluster ~ 6-Cluster

? Solution . Solution Solution

‘ Solution

€

1(70) 1(sz)~<:::::::1(3a)’
: o T~2(13)

| 3(18)— n(18)
Su (279~ ~5(27) ———————§(27)
. N , - 4 . , ’(
2(73) — 2(73) : 2(13) ————3(73)
3(31)= — 3(31) 4(31) 5(31)
» P / g

Hote.c Number in pare heaes ropre§ent the nuanter of
subjects in each clus ﬁ; . .

' . . N »
! ; b
. ’
. .
. .

"It aphéabs from the various hadbistics that are

available that tive is the most probable numbeﬁ of cluatera
1n‘?hia data set. The Jump in the tuaion coerrioient or the
squared Euclidean’ di;tan¢e, the p/SO to n/30 ;ule of thuub,
the stability of “thq cdre clustars frcn tpd’ h-cluster

soiution to the S oluater aolution, and the ereatlon or a
i - ‘ - . ’
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‘~cluster Jthat {3 too small Q0 be uzneful in the 6~ cluqﬁf‘

- b.-q - »

3. aolution are all aupportive of a 5- cluster solution.
»

-

Given thd af&reﬁentioneg evidence, particularly the
C r ’ -~ )
' * fuston coefficdent ‘rule of thumb for determining an

RN apprqpriate nuubq@ﬁ of clusters as well as the stability of -
~

.

.}Z. th;\ clyster aolution 111ustrated in Figure 10, support f's

-

ﬁﬁbvldod for Rcsearuh Queition One. Consumers in this study
\ i

-

4r

v

<

t’
”p, propupchabeﬁscgruh stéategies--af reprosented by the five~

i iﬁd xhibit & spall duober (five) of distinctly diffarent ‘

*

" cladstar outcoue. 4 ?
4 ‘ ..
N MMMDH;QLMWL& -

R N “{
N Onc test of the prinary validity of a cluster -analysis
<) ) o

Lt aolution is uhether “the -~ clusters that ..result frbm the

.
- »
V

: ~
.o anulyais are interprétable and neaninbful In this caae, it t

N '5, - 7
- sust be de;qwmlncd ‘whether the sequential search .s rategiea
. 3. : .~
‘v ilized -b aub edts " why uerh clustered together. are ~
Y ?4 e by 3 q\ hg ! "us ere . ce r r »

) dlrfcﬁjnk Crpuh the otfizzglqs. used By sudjeots in other o )
; J'éluiééF%.‘ glnco the v;ﬂilblea ‘used for clunieringt‘ﬁe(e )

’ 7 categofiéal % nature, tf was ﬁot , iblb to calculate |

e : dirﬁ§¥3noos bo&vae; tte pean; or‘tho resulting elusters on

.:- tho variab1e1~uaod\tor ofa;tcring. Iwééudd. nonparametric N

Lo ” N ' a ' .

s

' »

_“'\\rnlationahips”in th% data or,uhethcr the 'data was randozly - %
:. ' ¢ o i . r ! t q
' dlatrtbutod. ) ' ‘ . .

. . . ;\" ¢ F‘ . -

) . -
l_lonva’r‘auerc stu;iatioa vore used because:’ (a) auch of i
[ b H

£
’,

; :-tgn data !od ror thiq studx were.’ noninal‘ﬁ\ta and  (b)

‘;i.!ir
/ii waa not™ nown whnthen whis?baarvatxoph :cre draw? rnpn..

halIX Y - ‘ “~ . . B ’ B ("\l "
c Ed .
.. ,. : " - . . ‘
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normally distributed popuﬂtions and whether the populations
- . ¢
had” t¥e same variance (Siegel, 1956). ../

N N ~
Crosstabulations were conducted between the assigned

sluater mﬂnbﬂ’rshfp ‘and .each, of the clustering variables. ,
. J : -
The chi-square stattsbd.c. degrees of freedom, ' level of
] ‘/ ‘ ' N ' ° -
sigpificance, Lambda, and the Uncertainty Coefficient are
- . /;resented “'in ‘l‘anblfe 5. Eachgnof these statistics is

* approbriate vhen both .variables are ‘nominal in nature.
L N » _

]
Lambda 1is a’ measure of aasociation)‘ based on the

-

concept of the proportional reductlon\ in error. Lambda car\

range ‘in value from zero to one, ﬂ,’ith one occurring when

-

prediction of the dfependent variable can be ma\ge‘without
g \

.error, A Lambda value of zero meaks that knowledge of the
, - )

\ ‘ value of @he independent «.variable yields no ,1mprovem6nt l.n_\
. Ry .- [} R

the prediction of the(de"pendeqt, variable, The Uncertainty

Coet!ficient i.s.\}ery much like Lambda in that i1t re_preaent’
"proportion by ﬁxiéh ‘unceMainty' in ‘the dependent‘ varia)le
1a,reduced..‘by knowled"ge of the indepéndent variable®™ (Nie et
al., 197%5)+ Like Lambda, its values can range from zero to

‘one; but they are éalculatedlon the entire distribution, not

N

\ ~on pust the mode as Lambda is. /

An 1napection_of" Table 5 reveals that all the chi- .

square statistics uere'aigniticant at _t.he .09 level of
’qignitica*nce.",' The crosstabulation of Tramsition Number Six |
. g ! X . , . »

and 'oluates-' pembership, with a chi-square:.significance of

L d

%
- funcertalinty 6f prediction of. the depWariahie by less

.oizz.’mged the ‘leaSt to the analysis ‘and decreased the

h . : .
s » -
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Table 5 '
{ -
8&uster Chi-square D.F. Sign. . Lambda Uncertainty
Membership Coefficient
with i
Clustering -
,Vigiablea = -
o
. "
Source Used ' . : .
‘-~ First 324,786 24 .0000 Jh23 481
Used One | - . )
Source 169.951 L] .0000 .587 .53} , .
*  Tran n. c . '
7 No~~Ofe “§3.u08 - . .0000 .062 145
* ' .
o
Transition ‘
No. Two 33.442 4 .0000 \fouu .085
Transition . h . '
lio. Three 15.514 y .0887 J 064 .050
Trénsition ! '
flo. Four = 20.220 4 .0005 .  .058, .060
Transition - . .
" * No, Five 85.4U47 4 .0000 142 . 165
Transition g - , ‘
No. Six 12.82% 4y . .0122 043 0us5
Transition . D ..
llo. Seven 21,931 'y .0002 <055 075
Transition | = : o ' _,
No. Eight 170.103 4 .0000 LUt +296 K
b ] : -
Transition ) - (
No. Nine uzitgu A e L0000/d +109 TIT - '
* Transition . ) "
No. Ten - 23.208 y .0001 .065 .068
Y ) ’
' M
. ' . »’ .
! e . -
- ) \ D,
; \ .
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than S;. The two variables representing the subjeot's
firét-;aed source and whether o; not tpe subject used only
one source possessed the .hngGst values of Lambda and °
Uncertainty Coefficients, The cluster analysis algorithnm
apparently-~utilized thesg two variables to a great extent
when\Fluatering sSubjects, Other clustering variables that
- figured h%avily into the clustering assignments were
Tnansitigns One, Fi;e, Eighi. and Nine. Therefore, evidence
i3 provided by all of the siiy'Ficant chi;squarg statistics
-~ to support the general .contention ‘that the hlusterins
variabwles figure significantly in the‘ clustering

o - ) /
assignments, ot

.,
‘Howevér, it is necessary to lqgk at the profile of each
! of the clusgers to qualitatively issess whether there isa’

¢ *

sone Qogic to the cluster solution.  The development of &

. ‘

profile for each of the clusters will also aid 4n the
L
\

pursust of a tentative answer to Research pueation 1b later,

.

which investigates whether different prepurchase search

r 4

strategies are related tb other traits of th consumes, It
is necessary to determine whether each of the 'resulting

clusters poasesse{ one or more unique tr'ait or set of traits

(4

that makes it different from the other clusters.

Table 6 presents a sumwmary of the doninant traits of

b

'aach cluster, Note that the percentages for the first two
clustering variables add down the colunns, while the

percentages add ac’ss the rows for the Transition

~

.
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¢
N +
variables, This was done to magnify the differences betweon

the clusters. v

Table 6 revealS a great deal of information about the

~

different sequential search strategies that were used by

subjects in this study. ‘'Each of the five clﬁsgefs will b;
W

Cluster One--Variety Informatiop Seekera (26%). The
people in this cluster exhibiied a'variety of information-
ggeking aequence?. Most began their 1nrormatioh giarchea
with either Consumer Reports or a Store Visit. The; all
used more thah one information source. This'gropp could be
conslaered t; have Mcatalogophobia," meaning they made very
little use of the éatalog source. They made extensive Qse
of four sources: Store Visiés, Neuspapqr, Friends 'and
Relatives, and Consumer Reports magazine. This indicates
that they utilized commercial, persodai; and neutral sources
of infrormation, The most typical qearcﬁ sequence for fhis
clu;ter is the two-source sequence beginning with tﬁe use of

a ) A

Consumer Reports magazine and ending with a personal visit

- to a retail store. fhey were twice as °likely to use

Consumer Reports before a store. visit as after a store
visit, They are more likely to consult with, féiénds or
relatives after a store visit than beror; a store visit, but
exhibit both 1nformat£on-aeeking sequences, They are also
likely to check with a friend or relative after,looking-at

newspaper adxertiaing or Consumerﬁgeportg magazine,

-
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Table 6

.
.
Yariables o

)

Clustering Cluster Cluster Cluster Cluster Cluster
1 .2 3 uo‘ 5
. Variable (n=52) (n=73) ., (n=18). (n=31)  (n=27) -

-

Ny

Source suze7™ Buz #4893 #7 2% 46 521 05
Used 39% ¢4 8% #5 119585 269 #2 41 82
First 15% 85 - 8% 07 . 13%- 43 4% #7
. 2% #2: . 10§ #1 he 06 w
. . 10% #8 '

One s

. Source None All HMNone 55¢ yes lone

Y Used 45% no
. Trans. 1°  lone * Mone 532d 65 , Wwg. n=17°

Trans. 2 None None 337 *llonie 67¢ = 9
Trans. 3 69% Mone 8% 5% 8¢ n=13
Trans. 4 89% None Noneg lone 112 nz= 9
Trans. 5 - 10% lione v)‘32 5% . 804 n=20
Trans. 6 67% None 22% lone . 11% n= 9 N
Trans. 7 47% None 29% 248 Hone n=17

s Trans. 8 10% None 86% 5% NHone n:=21
Trans. 9 ~ 89% None None 1% None . n=18

Trans.10 90% llone one None 102 n=10 L r

—

dThe percentages in this section represent the proportion of subjecta in
ach cluster using a particular sourcéd first or last, *
Source #s: f#izMagazine, #2=Catalog, #3=Yellow Pages, #U=Store Visit,
#5=Newspapeﬁ, #6=Friend/Relative #7=Consumer Reports, #8=Phone call to
. Store. . .
cTran;;itions: Trans. 1 = Catalog to Store Visit; Trans. 2 = Catalog‘to
Newspaper; Trans. 3.z Store Visit to Friend/Relative; Trans., 4 = Store
Visit to Consumer Reports; Trans, 5 =,Newspaper to Store Visit; Trans, 6
= Newspaper to Friend/Relative; Trans. 7 = Friend/Relative to Store
Visit; Trans. 8 = Consumer Reports to Catalog; Trans. 9 = Consumer
- eports to Store Visit; Trans,10 = Consumer Reports to Friend/Relative.,
The percentages in this section represent the proportion of that
transition type exhibited in each cluster,
n = number of cases which exhibited transition type.

A
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‘Cluster TwWo--Qne-Source Shoppers (36%). This group
5pbears to be quite homogeneous{in that every subject in the
group used only one information source. Eighty-four percent
of the subjects in this cluster went directly to the retail
store source and madg a purchase decision. - The remaining
16% used either the newspaper or Consumer Reports to m;ke a
purchase decision, This group represents the least amount
of ({information source usage, and it was also the largest'
clu;ter out of, the five clusters,

Cluster Three--Information Intensive _Shoppers (9%).

Almost ninety percent of this group began their information
B ¢

-

searches by using Consumer Reports magazine. Elevem'pereent

)
of this group used the newspaper as their first infédrmation
source. This group used the whole range of information

sources including Catalogs, Store Visits, Newspaper,

'S

Friends/Relatives, and Consuper Reports. After looking at a
catalog, they were likely to either visit a store or look at
a newspaper. After looking at the newspaper, some consulted
with ; knowledgeable friend or relative, Some who consulted
with a friend or relative subsequently visited a retail

store, The dominant transition for this cluster was tﬁe

t

sequence of using Consumer Reporits and then using a catalog.
This transition was exhibited by all of. the subjects in this

group. A store visit or the friend/relative source never
followed the use of Consumer Reports. - Furthermore, none of
these subjects immediately preceded the Copnsumper Report

source with a store visit, It appears that this group
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1

typica%ly'ﬁegina its sedrcé with Consumer- Reports magazine,
followed by the wuse of sto;e catalogs, and ends with a
personal visit to the retail store.
me The largest
segment of this group (42%) consulted with a friend or
relative as their first ;ource. Fifty-five percent of this
cluster wutilized onlyl one source in  thelir iqformation

_search, while 45% used more than one source. Of those

people using only one source, the most typiﬁal single-source

~
o

search involved the use of a catalog or a knowledgeable
friend or relgtive. This would seem to fndicate that some
people a}g making the purchase decision based solely on the
advice of a friend or relative. Approximately o;e in four
people in this cluster used the catalog souSZe as their
first 1nrormati;n source, Of those menbers ;f this cluster
using mqrd than one‘inforpation source, the most typical
sequénce ihvolved the use of a knowledgeable friend or
Felative ‘followed by a personal visit to a retail stdre.
Some of the members of this cluster also sought information
from Consumer Reports magazine befbre making a  purchase
decision. It appears, then, that this group way. be most
dependent upon others for purchasing advice that is either

3 -

neutral or personal in nature.
Cluster Five--Seller-Provided Information Seekers
(13.5%). Fifty-two pebqenb of this group used newspaper

advertising as their firste source, while forty-one percenf

used the catalog source. first, Both sources are seller-
.
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provided. More than half of the subjects in this cluster
used the sequence involving the use of newspaﬁer advertising
féllowéd by a store visit, Of those people whce wc~ed the
catalog sou}ce first, the second source is most likely to be
\

a store visit or a look at newspaper advertising. ‘While
this group aﬁbeabs to. 1ike the print medium, they seem to
prefer the commercial print medium over the neutral print
medium ( i{.e., newspapers over angungn_ﬁgngx&i).:

| To summarize the five clusters as proriléq using oqu
the clustgring variables: .

v %

1. Variety Inforunation Seekers--26% of sample R
2. One-Source Shoppers--36% of sample . \\
3. ’Information Intensive Shoppers--9% of sample
4. Advice Seekers--15.5$‘ofx?hmple ' . '
5, Seller-Provided Inform?tion $eekers--13.51 of
sample ' |

. Gordon (1981) discussed the .two:. basic de;ideqat; for
clusters: (1) isolation - of clusters and (2) cohesion
within clusters, In looking at . the profiles 6?\ the
clusters, it ;ppegrs that they ea&h posse?s' a .distinct
oﬁ;}aéze% and that the subjects within each cluster are
reasoPaﬂly homogeneous, Some of tgf clusters, hokever, do
bossess some 3subjects that do not seém to belong. This

suggests that the olusters are well isolated, but that

cohesion within some of the c}usters may be questionable,
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Given the profiles that were delineated above for the
five clusgers, it should be noted that further evidence is
provided for Research Question Nuzbher One,

Evaluation of the Clusters N !

/i - .
Since cluster anafysis algorithms, for the most part,

are atheoretic in nature; it is important to assess the

.

}ésultfng clusteqs to (determine if they are valid and
reliable. There are several ways to make these assessments.
Below are listed a few of the techniques that were used to

test the results of this study's cluster analysis:

1. One way to test for the reliability of the clusters

is to use more thah one clustering algorithm and to
coupar; the cluster assignments of each ;;thod}

$\“ . Gordon(1981) stated hha§ one "shouldn't accept
uncritically the results of a single clustering
method." _ 'L \
Discriminant analysis is a frequently.used
technique for orosa¥v$lidat1ng cluster analyaisl
results. Punj and Stewart (1983) suggested that

T . half the sémple be used in cluster anglysis after
which their cluster memberships would serve as the
groud membership variable in discriminant analysis,
The discriminant functions that are derived are
applied'to the "hold out? sample. The "hold out"
sample is-entered into cluater.anal}sia. The two

cluster memberships resulting from the application

of the discriminant functions aﬁh from the second

/ \

\
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cluster analysis are then oomparedf This simple
oross-validation is another technique to establish
~the refiability of the cluster solution. ,
3. "The ultimate test of a set of o%u;tbrs is its
uae}ulness. Thus, the user of cluster analysis
should provide a qemonstration that c}uaters are
related to variables other than those used to )
generate the solution" (Punj and Stewart, 1983, pf
146). This is a method for establishing external
validity. Numerous individual variasiea and
# information search variables that were not useq as
clustering variables cah be used for this purpose.
.éa;h of ' these pr;cédures' for e§tablishing the
. .
reliability and validity of the ocluster solution;wiil -be
discussed next.
QQMML&LJ!Q_&LWMMM If two
or more clustering methods pfbduoe sSimilar gluaters, then
the researcher can have nore oconfidence in the atruetu;e
revealed by the clusters. This congrugnoe is evid;noe that
the cluster assignments are less likely to be artifacts of
the partioul#r clustering qothod used apd more 1likely to
reveal the aotugl groups' aéructure.
The clustering method chosen for use in this study was
Har&'s hierarchical méthodk of oclustering. in order to
determine if the results obtained when using this method

were similar to other oclustering methods, the sample data

were entered into seven different hierarchical clustering

KY

¥
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alz%rithms and one nonhierarchical algorithm.' The

6luatering assignments from each of the seven cluateriﬁg

methods were cowmpared with the/ clustering assignments of the

¢ < -
Ward's method to determine what the percentage of agreement

was Behween each pair of assignments, Table 7 prbaents the

-

percentages, and indicates that the Average BRinkage Between
. \ . N

G}oqbs (using the Sduarbd'Euclidean distance measure) had

the. highest percentage agreement with the Ward's method

a

clustering assignments at 80%. The K-means nonhierérehica{

.
“

method resulted in clustering assignmentsathat“agreed with
the Ward's method assigfments 73% of the time, and the
Average Linkage witgin Groups Method (g;fng thq' Cosine
similarity measure) lhéd a 6§1 .agreement witﬁ Yhe Ward's
method,’ | o | LN

Since the Eoﬁsistency of cluster assignments i3

‘moderately good, it suggests that the groups that were:

formed by ocluster adalyais are .likely to rerléct aoﬁual

differences between the\oiuaters rather than differences due

F
4

to the mathematical formulas -inherent in the. algorithnm,
Cross-Yalidation of the Data. In order to use the
technique of simple oross-validation the following steps

were followed:

i

1. bivlde the sample into two equal parts by using the
first one hundred cases as part one and the second

‘one hundred one cases as part two, -

«
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Table 7

and Other Clusterins MMethods .

z. -

L]
Percentage of

‘lethod Compared to Vard's ’ Agreement
. AL
Average Linkage ﬁebween Groups
Using Squared Euclidean distance measure 80%
-Using Cosine Similarity Measure ’ 62%

\ . . v
K-means Nonhierarchical Method : 733
Average Linkage Within Groups » -

Using Cosine Similarity Measure 69% -

Using Squared Euclidean distance neasure . 58¢%

Complete Linkage (Furthest Neighbor)
Using Cosine Similarity Heasure : . 63%.
Using Squarod Euclidean distance measure _ 609

’

Single Linkage (Hearest Heighbdbor)
Using CosinesSimilarity lfeasure 42K
Using Squared Euclidean distance nmeasure . 36%

Centroid Clustering (UPGHC) : , .
Using Squared Euclldean distance measure 41%

1

« Hedian Clustering (HPONC)

Using Shuared Euclidean distance measure 39%

P
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2. “Take one-half of the sample and enter .the
- appropriate clpstéring variables for each sub;ect’
i : i . , I ’ o '
' into a cluster analysis prOg:am: S

3. Use the cluster membership 5§s4gne& te*eaoﬁ nubJ;ct\

!

R ., L v
in the previous step as the dependent variable in a

discriminant Aanalysis. Use the clustering

¢

variables as .the independent variables in the e

e

s
/

discriminant analysfa.
! ¥ 4

4. Apply tha;discrfmrngnt Tunctions obtained in ‘the

4]

e ‘ previous step tb the "hold out™ sample in order to

assign-each member &f thn,'hoid Opt ™ gsample to a

cluster. . o o

l
.

L

S, Ehter the app?hpriate cludtering variables for each

"subject in the "hold out"™ sample.into’ a cluster

. ]

. r
6. Compare'the cldﬁter menberahips assxgnedu}o ocach

o .

subject in step Usand atep 5 above to-g®g.if the

' subjects were assigned to the sanme _clusters,

'

As a- result of this prdcedurgﬁ'lﬁﬁ' ;ut of the 106
subjects in the '"hold-out™ sanple were classtfied {rdto the
same cluster by each method. It appears that CluBtor'Nyﬁng
N ° "" ““‘kfﬁ -
4 was responsidle for most of the confualan between the tmor;'
- -~

nothgéa" since it una"involvod in 11 out of ghb 15

- * 4

‘misclasaifications. 'In addition, the ' nonsatohing

-

classifications .did not seen to be gyatplatxc; inatead, the

—

nonmatching cluster assigndents seenad to invoive ali- five

|

w ¢ Al ‘
. . . 'f\
.
1 ' ‘ . ! L
. . S
. .
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Summary of Findings Regarding Research Question Onpne

The use of a cluster an:T;sis algorithh has resulted in
a_ fibg-clgster, splution :tﬁat afpbars o Dbe feaaénably
reliable and valid. The five {clustens represent five
different types of "prepurchase information-seeking
strateglies for a durable good.

It is now important to look more closely at the search
sequeﬁces, which+*brings us to the next resea;ch question,

Réseqrch Question 1a:
A Closer Look at Search Sequences

, Given the use of an information source in the

prepurchase external search sequence, will other sources

" possess varying .probabilities of occurring next in the

sequence? ‘

-

The purpose of this research question was to determine
' N

whether .some information search sequences are more common
/ -

-

and, thereforq, more likely to occur than other sequences.

% -
If some sequences are more common, then the marketer will be
Q .
better able to predict Lhaé)the consumer will do next after

an.information source isused.
. In order to investigate this research queStion, 1t was

« k)
necessary to construct a transition matrix. All tranaiéions

betwéen two information sources qére recorded in the

transition matrix presented in Table 8. ‘Thia table does not

include the subject's bransifion from dsing no source to

using the first« source nor does it include the transition’



usihg at least two sources =

Source Numbers:

catalogs
Yellow Pages
store visits

OO Ul 20 ) -

nagazine advertising

newspaper advertising
knowledgeable friend or relative

magazine

111,

telephone call to retail store,

Table 8 ‘ .
. Iransition Uatrix of all Tyo-Source Segquences
‘e . SN Fen v -
TO SOURCE NUMBER:2
1 2 3 y 5 6 s 7 8
FROM
SOURCE
NUMBER :
\:\\
1 0 0 () 3 0 1 0 0o
0% 03 0% 1.3%9 0% 4% 0¢ 0%
. 2 2 0 1 17 9 4 7 0
.9% 0% 4% 7.2% 3.8%7 1.7% 3.0% 0%
3 0 1 o0 1 0 1 1
05  .4% 0% 1.7% 4% 0% 4G 4%
4 1 4 1 0 7 13 9 oo,
, 4% 1.7% g 07 3.0% 5.5% ~3.8% 1.7%
5 1 6 1 20 0 9 y 2
. 4% 2+6% 4% B.5% 0% 3.8% 1.7%  .9%
6 1 2 1 18 3 0 6 2
4% .9% 4% T7.7% 1.3%- 0% 2.6%  .9%
° 7 0 22 3 18 3 10 0 y
0% 9.4% 1.3% T7.7% 1.3% 4.39% 0% 1.7%
8 0 0 0 5 0 2 1 0
0% 0% 03 2.1% 0% . 9% 'y 0%
liote. n(nud%ér of transitions) = 235; number of subjects

+

180
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from last source to purchase. These transitions were

‘

pfesented earlier,

A, . .
&“The transition matrix illustrates clearly that the

Co - , i . . u .
eight.ffﬁformatibﬁ sources .were "not wused with the <same

frequency. Since greater than_;wenﬁy percént of the cells
in the matrix had expected frequencie% of less than five,
the ehi-square statistic could not be calculated. ﬁowever.
one can see that some two-source sequences docurrqg quite
frequently while several other two-source sequences did nqt
occur at all during this study. While a st;tisticay“test
cannot be used to answer th}s question, the data in tye
matrix do appear to be patterned and nonrandom.

We can also look at the freguency distributiop of the
first source used by all of the test subjects, This is the
same as looking at the transition from before the purchase
exercise to the first source usedl' The expected frequency
of each source would be>1/8, or 12.5%, and the degrees of
freedom are 7. ‘Table 9 dépiets the frequency with which

'

each of the sources was used as the first source in this

-

study.

Table 9 lends support to the contention that each of

the eight information sources does not possess an equal

chance of occurring at each stage .of the sequence, The.

store visit, Consumer _Reports, -and. newspaper advgrtisins

[

were all souJYe@ that were used as ;hg first source 1in

proportions greatér than‘expected (12..5%). The store visit,

. »
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Table 9

-~

EMMM#MLW' - /

Sourc ¢ of Times ¢ of Times
Used First ' Used First
Store Visit . 81 . 40.3%
CONSUMER REPORTS 46 - R 22.9%
Newspaper Advertising . 30 - 14.9%
Catalogs 20 . 10.0% .
 Friends/Relatives . 14 7.0%
Yelldéw Pages .Y 2.0%
Phone Store - 3 ‘ 1.5%
Hagazine Advertising 3 . 1.5%

Hote. n’= 201; df = 7; .chi-square = 100.137; 0<.001.

v =
-~ LY
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~in particular, was heavily utilized by the subJeets as the .

flrst souroe used in the purchase .exerecise,

-sourge is used as .the- last souroe in the purchase exercise.

This 4is-the same.”as looking at. the transition from last

source used to ‘the purhhase decision. The degrees of

-

freedom are seven, and the-egpectep frequency of each source
is 1/8, or 12.5%. Table 10 nresents the frequency with
whioh eaen source. is utilizeu as the last source in the
study. ] R : . ‘ .
Table 10 further supports'the~contention that eeoh of
the’ sources does not -possess an equal chance of being
selecteu‘by shoppers at each stage of the seanch sequenoe.
" Once again, the store visit dominabes in frequenoy.of use by
the test subjects, -and this occurrence alone results 1in a
.significant, chi-square statistic, However, it " 1is
unoerstandable thap‘the store visit would be used as the
last source , in the search sequence oy such a 1large
pencentage of_snOppers since that is where many.purchases

decisions are madé and subsequently consummated.

mnmmwmmwgmmmﬂmn
Sequences B

. In ;Lying to -determine whether consumers exhibit
distinck' patterns of prepurchase inrbpmation seeking, a

multitude of- search sequences were recorded. Whereas there

were far too many different sequences to discuss each
4

individualdy, a screening process was adopted to reduoe_the:

We ocan also look at "'the frequency with which each

T



-

. Table 10

“

Source #¢ of Times : $ of Times

Used Last Used Last
Store Visit 127 ' , 63.0%
Friend/Relative 20 ‘ , 10.0%
‘ Catalogs ‘ - 15 7.5%
’ Consuper Reports 14 7.0%
. Newspaper Advertising 10 g ' 5.0%
Phone Store 8 4.0%
llagazine Advertising o : 2.0%
Yellow Pages® ' 3 T 1.5%

-7

lote. n ='201; df = 7; chi«square. = 237.72; p<.001.
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'
R .
. + v
. - ' -
-
. . . .
. l N ~
B . 0
+ “ 4

nudber of. ;equences for analysis.‘ ' The less;

transitions at’ each step of the decision :pr cess werae

»

dropped from- analysis. The oriterion ‘used for deleting a’

sehrch sequence was the 1% pure chance criterign, That is,

d ' £y
“

£ of all the

transitions at that stage in the decision process then it

was deleted from further analysis: \E?r ex mple,asince'bhe~:’

transition from source 1 to source 6 did dot comprise .13 of

the 201 transitions that took place at gtage 1 (transition

between first source and .second source/or purchase), it ‘was

deleted from further analysis,. o

v

‘An'analysis of the choice of the first source in the
search process resulted 1n the el mination of all of the

search sequences that began with magazind advertising,

Yellow Pages, and a telephone call to a retail store. /This

»

reduced the total number of transitions from 201 to 191, and -

the latter figure is the figure upon which all sugceeding'

calculations will be based. Approximately U42%° df the most

N

rrequently traveled paths/began with a .visit to a.rebail .

store, 24% began by read ggngnmgz_ﬂgngnjg magazine, 15.7%
began by reading newspaper advertisemenis, 10.5# began by

1ookinq at catalogs, And 7% began by asging a ‘knowledgeable
friend or relative fér advi&e. |

The - paths at began with each of these five
inf&rhation sourées will be presehtéd next. ‘Oﬁiy those
possessing a pr bability of occurring of ?ne percent or more

will be"dis ussed. The search pat?& that begin with

probable .
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‘catalogs, ,a personal visit to a - retail store, rneygpap'er
advexjtisi’;lg, a \knowle-dgea'ble . friend or relative, .and
mmg_n__n_e_mu magazine are illus‘t'rat.ed gréphically in
'App'endix c. dut of all of the;se‘ information s-a;arch paths,
.t.'went.}; paths had a probabilikt:.y of plc;vcurring greater ‘t;han one
percent, The twenﬁy most prébable path's are ‘pi'e'sented in
. Table 11. | |

"Although the data .are. p.re:;‘em}ed‘ somewhat differently
‘than in 'prev;qus tables, once again the most popql-gé'way to’
shop .appe‘arg to be to.;:ake a"*.per;o'nal visit to a retail
9t9;‘e(s) and then ”;:o make a purchase decision. This was the
overwhelmini; séaréh ;equenoe choic.:e" comprising over 36% of
.the nmost probable-.-f)a'ths'. \'i‘mhis. ’sear‘oh path" was used
'exélu‘sively by members of the Qne\-Sour/c'e Shopper Cluster.
Th'c: next most f‘rec’;uently. travelled .sea‘roh‘ -;:_ath involv,'ed‘
seeking information t‘;\;m‘ a knowlédgeable t‘rien& oi' relat'i‘ve
and making a purchase deoiéipn b_ase'd upon t';.he information
acquired. This had La‘apro'b\abj.lity of 5-3/4%. About 5-1/&%_
of the /most'frequentl’y exf;vibited search paths invqlved the
‘use Rot‘ ;:ataiogszfollowed by a. purchase d_eoiisibn'.. Bot.l; of
these pa’thswére followed exclusively .by members of the
Advice-Seeker cluster. .

, It is reasonable to _expect that ‘‘the -three most
frequently used information éea;roh paths irﬁwolvad only one
1ﬁformation source~-a store visit, or friend/relative, on\a

oata‘lég. Most consumers will try to make'd‘ec.iaions as

efficiently as possible, and this may involve the
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Table 1
Source Sequence
ercentage” First Second ‘Third Fourth :
‘t‘ Occurrence Source . Source _ Source Source Cluster
36.640% 4 2
5.738 6 Ty
5’235 —— -2 4
5023“ ". 5‘-- ----- > u 5
50225 - 7 2
3.667 To=--g--> 4 1
3.660 . 5.5 ~2
3.147 (LT LR > 2emmmme- > 4 3
. 1.571 2emmmn- =>4 5 .
1.568 (mm—m——— > 2emmmeen > beemmmm- > 4 3
1.567. § Sme=om-- > bermmmem > 4 . 1
1.052 2mmm——— > Hmmmeo- -=> U ‘5
1.052 L > beemeeee > Toemee== > 8 1.
1.052 fomenmm > 6 . "1
1.047 (oemme=— > beemm—e- > 4 R I
1.047 Tomwaw==ud 6 1
1.047 . bm—seaad | : 4
1.045 Smmeeeded 2eccmees> } 5
. 1.036 foongenad Tocemw- “> 6 1
+ 1,036 R LETEL T > 7 l 1
l; o
Note. Source #2 = catalogs’ *
> Source #4 = perasonal visit to retail store_
Source #5 = newspaper. advertising | 3 ’
Source #6 = knowledgeable friend or relative
Source #7 ='Copsumer Reports magazine
Source #8 =

teleghone ca%l to retail store

e
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LS

aequieition of "just ‘enough" information to feel coufortable
making a purchase decision. 1In addition; the probability of

ﬁsing combinatione of inrormation sources would most likely

be lower than the probability of using just one information

Jsource. ) ’ C
: £ L
With only a slightly lower probability of ococurring is
the'eearch sequence of dsinélnewapaper advertising,‘naking a ’
, 'pePSQnal visit to a retail gtore; and.bhen Paking a purchase
decision. This aearch sequence was utilized excluaively.b§
members of the Seller-Provided Inrormation Seeker cluster.
With approximately the same probability of occurring is the
inﬂormation search involving the use of , angymgx__ﬁgngnlg

- .

. \; magazine and a subsequent purchase—decision. Persons using
only ggn;nngz_ﬂgpgn&g before making a purchase decision were'
members of the One-Source Shoppers group. Both of these-
search sequences~have a probabrlity~of approximately 5.24%.,

The -searcb sequence ‘sbarting with angymgn__ﬂgggn&g
leading to a retail’ store visit and then a purchase decision

‘ was the sixth most rrequently ‘travelled search path with a

“probability of ' 3-2/3%. This ~search sequence was used
excluaively by- members of the Variety Information Seeker
clueter. About the same proportion-of people used newspaper

v‘adyertising as their sole information source, and then made
a pprchasejﬁeoieion. These consumers were' members of the

One-Souroce Shopper group. ‘Slightly over 3% of the most

- ; )
frequently exhibited search +paths involved the se of

| - -

anghngz__ﬁgngn£1 magazine first, catalogs eecend; ‘and. a

- »

St —
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personal® visit to a retail store third. . These consumers

\ ‘ 189

/

were all. members of the _Information fntenéive Shopper

/

cluster. : L / .

N ' ES

Thé remainder of thg twenty .mqst * frequently used

information search. paths edch compqise"from about ‘one to one

-

S , . /
and one-half percent of the search/ paths. Three search

L

paths each held about' 1w1/2% of the, paths. One of these

e

paths began with the .use of a catalog, led to a per;dnal

-

viJit to é retail ,store and ‘a purchase deciSion.- Th;s path

exemplified the Sellgr-Prqvided InTormation Seeker group.
The second path, and one of the longest, began with Consumer
Repoprts magaziné which led to the use of catalogs, then to a

3

knowlédgeable friend or relative,tahd finally to a personal

visit t9 a retail store. This long path was exhibited by

-

N . . .
menbers of the Information IntensIve Shopper category. The

third path began with the use of newspaper advertisingﬁ\

) folldﬁedﬂﬁy the use of a knowledgeable friend or~relat1ve,

" which led to a ,ﬂersonal visit to. a- retail store. This

L}

longer-than-aveﬁage.sparch path qu-found among members of
the Variety Information Seekek‘cluster. ,
. | The last grouﬂ of the mos{ frequenllf travelled search
paths all comprise about bne percént of'the most pﬁébable
paghs. " One of fthesp began with the use of a catalog,
followed by the use of newspaper adveﬁfiqing and a personal

visit to a retail store’ Thig was characteristioc of the

'Sellér-Proyidea Information Seeking group. Another path

a ~

Abégan with a personal visit to a retail store followed by

4 r

- : . [}

B
* ] ¢
. «
v .
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the use of a knowledgeable friend or relative. While this

path ended here, another path used these two sources

followéd by the use of Lonsuper Reports ahd a telephoheycall
to ; reta}l store. Bgth of these paths were utilized bx
members.of the Varieiy Informationtseeker cluster. |

Two path§  began with the use of Consugier Reports
magazine, followéd by the use of a knqwledgeablehrriend or

relative, While one of these paths ended there, the other

.continued on ﬁo a personal visit to a retail store. Still

another path began with the use of a knowledgeable friend or

v

ralative, leading to a persohal visit to awretail store and
then to & purchase decision. These two paths also were

v

found exclusively among Variety Information Seekers,
. ‘q . )

Two paths began with 'a personal visit to a ;9tail store

followed by the use of Consumer Reports magazine. yne of

these paths ended in a purchase decision while the other

continued on to the use of a knowledgeable friend or

relative. Both of these search sequences were exhjibited by

.Variety Information Seeker Cluster members. The last of -the

‘twenty most probable search paths began with the use of
newspaper’ advertising, which led to the use of catalogs, and

finally to a personal visit to a retail store. This search
. 8

sequence. was carried out by consumers in the Seller-Provided .

Information Seeker category. -
All of the most probable 1nf9rmation search paths are
presented for 1nspeoti6n in Appendix C. The percentage to

the right of each brangh -stands for the proportion of Lhe

-



* 191

total search sequences represented by that ‘garticular
branch, The numbers in the 2ircles represent the
information source being used at each°step in the search
process., The numbers on the branches stand for the
proportion of searches that proceeded down each branch from
every decision ﬂoint.‘ |
WMWHMM

Research Question 1a 1inquired as tc whether oertﬁin
sources p;ssé;sed greatgr‘probabilities of occurring after
dertain other sources in prepurchase Search sequeﬁces for

durable goods.

The transition matrix of two-source sequences, while

hd [

‘not subjected to a statistical test, exhibits definite

patterns of source usage. The fact ‘that certain information

A

. .
sources are more likely to be used-.as the consumer's first

source or last source indicates greater Probabilities of
certain sources be££g‘uiilized at‘zifferent stages in the
seérch. . -

| Whereas much of the data analysis was based on the
preseqce‘or.absence of ?wo-source sequences, one may wonder
whether the five resulting clu?ters are associated with
co;sﬁmers' full search seduences~ "In an attempt to ?larify
this 41issue, the full inforuaation uSearch sequences were
invesgigatad further. This investigation resulted in twenty
of the most probable complete search path;. Eaéh of these

twenty search paths was uniguely exhibited by the members of

only one clustgr. Hence, this further supports’' Resgarch

3

v

o
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Question One.regarding the existence of distinctly different
sequential sedrch strategies' and Research Question l1a
regarding varying probabilities of source usage ‘“in the

segrch sequence preceding durable goods purchasing.

-

Research Question 1b: Are SequenEial Searc"?atterns
) ",
Associated with Other Variables?

Is¢£he ase of different sequential search patterns for
‘a durable good ‘relaggd to one or more ‘demographic,
aoeioeooﬁomié, and/or psychological variable(s)?

How th;t it has been estabiished that the give-cluster
‘solution is reasonably reliaSIe, the next tﬁsk is ¢to
' determine if the clusters are meaningfu{_and useful*in a
markeggng eontext; In order to do this, ‘it' must be
.deternined whéther other variables that were not used in *the

clustering process are related to c}uster membership. HWe

_uifllrirst look at the other variables that were desoriptive

v
n~

of each subject's search, but which were not wused as |
clustering variables, Then we will see how individual
variables, sugh as attitudinal and experiential variables,
are related to cluster qempership. By analyzing the data to
determine whether aﬂhese 1nd1vidua1‘naﬂd other search

variables are related to cluster membership, Resegroh

* ° .

Question 1a can be investigated. '
’ &

. - Lt
Search-Yariables and fluster Heaberahip ¥

~Table 12 preaents a list of variables used in the

. - o L]

\
- e
L] - M
'

study, and depicts whether there was a "aignitjicant&(

v,' ’ d' -

e



Table 12

Relationships Found Between Cluster Membership and Other

Search Variables in This Study

.Cluster Chi- Signif-
embership Square icance

. crossed ¢
with: (

D.F. Lambda

Ugcertainty
Coefficient

nasazin% - . -
Usage » 13.00 4 # .029

llunber of
llagazines i
Used 30.87 12 ko .0by
Catalog

. Usage 92.11 4 oo 217

Number of
Catalogs ' .
Used 108.14 16 LA .156
Yellow Page

Unage 14.20 . 4 .036

Numbep of
Yéllow Pages
Used 24 .44
Store Visits

‘Made 37.23 .082

Number of . T ‘
Store Visits 56,18 32 * .103
Néuspaper
Usage ' 57.67 4 hae 167
Friend or
Relative .
Usage 50.47 4 T onae . 140
Numberxof

Friends/Rel- -<

atives used 75.46 36 LR .152

.042 1

.073 -

.255

243

.050

.068
.078
.084_
<135

.158

.166



Table 12 continued

Clustdr Chi- D.F. Signif-  Lambda Uncertainty
Membership Square ' icance : Coefficient
crossed |
' with:
’ ) Consumer Re- - ; .
( . ports Usage 101.78 4 heo 374 . .2641
Telephone , -
Usage 15.61 y LA .069 .053
Hunber of - ..
Stores ’ .
Telephoned 24,80 24 n.s. 069 .075
Total Questions ' ’ oo,
Asked at - .
Stores 115.76 76 L .091 ; . 137
Total Questions ) _
Telephoned bo.76 ° 32 . n.s. -.083 .097
Nunber of )
Sources - . K p;
Used . 190.20 20 aae .366 402
. Depth of 1 ; : - A
Search . '
v Index . 126.81 60 LA 165 JATH
Total
Chunks of. . : )
Info., Used 175.31 116 LA .164" .200
1 ’ ' -
3tore ‘Where - é
* - P
- Brand *
‘Bought §7.54 4y - n.s, .065 L0614

>

Source Used ' , o
Last 86.94 - 28 LA 144 179
L ‘ .

4

Note. n.s. denotes not significant at .05 level.
® p< .05 level, 6_‘ R<q 01 level, . #88 p< 001 level.

r
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' : s (
nonparanetric reldtionship between cluster membership and

. -

gach search variable. -

Table 12 indicates that cluster membership is related

U

LISPRY

~to some of the variables that describe the subject's content

IS

Y

and -depth of search and 1is not relaieq‘to ptherh: Those
va}iaSIes that have both significant chi-square (at least
.001.‘}evel)énd a relatively high- Lgmbda oé’ Uncertainty
Coefficient (of at 1least ‘.05), ;ill be selected for
discussion. It -should be noted here that the,clustei}ng

Y .

variables were primarily variables describing the search
of . ' :

sequence (i.e., the transitiéns between two §§hrcas).

- » . : 's'\‘}' "

-

Hence, some of the source Variables may be highly ‘correlated.

L Q . -
with some c%usters and not others because they cdmpyise part
R f ? - ad
of the- transitions used for clustering, purposes. Tt is

interesting to note that the choice ‘of store frpdehioh to
ey . -

4

purchase and the brand choice were not significantly related

0
v

to cluster membership. ~

The three. variables _with \the highest Lambda.. gpd
> ‘ )

. Uncertainty C8efficient values are the numbér of. different

L4

A

information sources used during the seareh; whether the

Consumer Reports source waa'use¢, and whether the catalog

source was used.. The number of sources used seemed to

reduce uncertainty more than richer measures of-search, such
. ] - "

¢

as the depth of search 4index and the total chunks of

A . *

*information requested. Other _important variables seeﬁingly
" v L}
related to clugster.membership include whether the subjects

‘used the newspaper as an information source, w&ethﬂr the
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subjects used a friend or relative as,an information source,

and whether the subjects used, the store visit information

“y §purce. Also related to cluster membership 1s the source

®
L o

- used last in the search sequence. To reiterate, all of
‘.- - these sources can be shown to be related to the‘clustering
- variables themselves because the information source

variables -are components of the transitions variables, and
. ’ - ;

the depth of search variables are related to the binary"

variable which indica%ed whether .or not onYy one information

n

. - { N - N
- Source was used, .. - . )

[

. \ - . . . N
- For those iearch vdriables that are ordimal in natdre,
e

éQ the- Median Test can be oondueted to determine in a different

*
v

a

£ R
N

. way whether the relationship between each search variable A
, A . P
and cluster menbership is sbgnificant. It also allows one e -
o9 - \ ~ e '
wa. < 'to determine whether each eluster oontains a higher or lower s ’

. "proportion of,people possessiqg a particular oharacteriatic.

ES
L4 - o

- 7' _The- 3éarch variables measured at least ﬁ;aindlly were each ~,\§

L3 i .
. P

Jointtly o;éssified with ecluster membership usihg theﬂMedian—

. Test, gnd'.the results are presented in Table 134

A - -

- P - .. 3

Table --13 'indicates that . differences between the,

Al

. [ PN .-
» clusters. on the searcg varQablas.appear to be genuine, as is £

. evidenoed by 911 variables béing signifioant at the '.05 . ~
level at a minimum. Next, we shall 1ook at -how the olushere e
appear on eaoh variable relative to the median. This will a

~

¥ . Ta oo

be presented in Table 14, ’ : )
oo .In looking at Table 14, one ts able to see not only . = .r
‘which variablesﬁhelp to,n{sgingui?h between the oluatersh“

‘\ ~ - ’ ’ a’ -~

k] ..
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Table 13 . \
Bsmmumnns_me_nmﬁwm_mmm
1‘ _ )
- » . i ' £
. Cluster Membership Median Chi-Sq. D.F. - . F
with: - )
Nunber of Catalogs . ' ’ “
Used 0. 92.11 Y ae
Humber of. Stores )
Visited . 2 12.22 y ' LI -
Number of Friends/ . : e
Rel&dtives Used .. 0 50.47 l AN L
Total Questions: Asked .- . - .
at Stores- ] 11.85 4 L]
Total Questions Asked . '
- of Friemds/Relatives 0 50.4% - y (Y
NHumber of Sources ’ ) . ‘ o ,
"Used . . 2 89.80 . u LA
Depth Index of z T .
Source Usage ., 3 ua.gu i a8
y .. ‘ . . A N

HOIE:‘ Number of Magézines used, Yellow Pages used, StoreS
Telephoned, and Total Questions Telephoned to Stores ecould
“not be tested due to too .many -cells with less than 5
- rréquency. s . . - .
* p<: .05.signir&cance level, #u# h{‘.091 significance level.

- - . N ) .
- v ¢
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Table 14 ;

.Search Variable ‘Hedian ct c2 c3 cy .- 'C5
¢ of Hagazines 0 - - - -8 - >
.. 8% of Catalogs 0 - - PO - e
# of Yellpw Pages 0 - - - -h - ‘
# of Stores Visited 2 -0 - e e -
, ¢ of Friends/ . L . . .
- Relatives - .0 -2 - = -8 -
# of Stores Phoned © 0 - - - - ‘. ”/f
. ’ ,
-Total # of Questions !
_Asked at Store 4y + - - - +
Total # of Questions : ’
Asked over Telephone 0 A | 2 - - -
Total # of Questions o ‘ ) " B / .
Asked to Friendp/ﬂgrs o’ - - - R ‘/g N .
ot . X . K . . M N /
Number of Sources 5 T { //
~ Used 2 + - + v - S =
* v . ' . ’. x/ v
Depth of Search ) Coe e Y
In‘dex ' N " 3 l . - + ) .? » .+ 4 //-- "\ +

— : ' ) ’ I
< . /

+ denotes that more people in that cluster were higher than

.tlie median than lower or equal to the median vaiue.

- denotes that more people in that cluster were equal to or

lower than the median than higher than the median’ value,. .

*In instances where all clusters had the majority of people . 5
falling at the moedian or lower, an asteri;ﬁ indicates that )

the cluster had a higher proportion of its membership above | ¢
the median than the other clusters had.

d « — 7
/
., ) . b
’ 2 .
4
/// 4 )r
/ ]
R A
r'd ‘ / . @
7, .
- /
/
/
4 o
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"but also -how they distinéuish between the clusters. First

we will lbokﬂat those variables where there are clearly more
subjects above the median than equai to or below ipe medidn.
First, it is clear that Clusters 1 and 3 possess more

people who use more than two information sources (the median

- > .
nunber of infermation Bqurces used). On the Depth of Search

.variable, Clusters 1, 3, and 5 (Variety Information Seekers,

Information ,/Inﬁensive Shoppers, and 'Seller-Provided

-

Ipformatioq/séekeés, respectively) contain more people who

" _conduect more in-depth searches- than people who conduot

'qearches’at the median leyef or lower, llore members of

/
»

.Clusters 1 and 5§ ask more than "the median number of

questions at stpres that they visit, More members of

/

C;dsters 3 and- 5 use more than the median number of store
/

'/datalogs'than less than the median number of catalogs.

»

‘Next, -we will look at those clusters which had the
hiéheét proportion of -people in the ‘greater-than-median
category, but éqé'propqrtion‘in all of ‘these cases is less
than fifty - pereehh. Cluster 1 °(variety Information

Séek@rs)had_the highest proportion of people who telephoned

‘stores and who asked the most questions,over the—~telephone,.

Clusters 1 and 5 (Variety Information Seekers and Seller-

Provided  Information Seekeérs) had the highest proportion of

peoﬁle who Gisited more than the median ‘number of stores,

Clusters 1 and § hgd the highest proportion of people who

used. greater than the median number of friends and relatives

“as information sources; they also asked more than the median

[

.
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gumber of quﬁ‘tions of these personal .sources. Finally,
Cluster 4 (Advice Seekers) had tﬁé hiéhest proportion of
people who read more than the médian number of magazines and
more than the median number of yeliow page headings.

(=4

Up to, this point we have seen how the resultant

clusters differed on the search variables used for

)

clustering as well as on other search variables that pertain-

to the content and depth of ‘'search., We will now examine the
individual variables to determine if any of this tipe.of

external variable are related to cluster membership.

‘ ~

Individual Variables and Cluster Membership

It is important to determine if the five clusters in

the chosen clustering solution are related to variables

-other than those used for arriving at the cluster solution.

This 18 necessary for providing evidence of external
validity, that is, to show that the resulting clusters are
meaning}ul; interpretable, and useful, The cross-taﬁhiation
of’.individual variables with cluster membership .Jis also
inportant for invéstigating Research Question 1b, which is
an\inquiry about relationships between sequential patterns
of search and individual variableé. Hence, we will now
examine the relationships between the individual variables
and cluster membership, ot

.First, ve wiil examine those inﬁiéidual variables that
are only nominal in nature, They were gach cross-tabulated
with oluater'membe}ship, and then the chi-square statistie,

Lambda, and Uricertainty qufticiént were calculated for each

‘
¥ tia
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|

pair. Table 15 pres\ent‘s tl;e results of the cross-

<

tabulations between’ cluster membership and the individual

)

&

vax."iables.i, o

Tablew15 reveals that only three of thelvariables
measuring demogra;hic characteristies and purchasing
experience were s'ignif‘icant at at 1least the 05 1level.
Since there are le\variables in this table, al.?- variables
qould be expected ‘to be signif‘ic’:ant.punely by ctlla‘nea. The
results, therefore, must be intérpreted 11n thia li‘ght. .

The Tirst v-aria'blel in Table 15 to possess a significant
chi-square dtatistice 1is ;;he Age of the SubJject's Youngest

Child variable.: An inspection of the joint occurrence of

cluster membership with the age! of the subject's youngest

child reveals that persons in Clusters 2'and 4 seem to have

-

older children, while persons' in Clusters 1, 3, and 5 tend -

‘to have younger L*hildren who were twelvle and‘undex;. The
second variable‘:i‘n 'i‘able 1.5 to posses"s. a significant chi-
square ‘statistic (at .091 level) 1s the variable 'whiech
measured ‘highest educatibnal level attained. It a‘ppeabs
that those persons in Cluster 2 (T;le One;Sou‘rce,Shoppers)

possess the . most’ people at the lower educational 1levels.

Persons in Cluster 4 (Advice Seekers) and Cluster 5 (Seller-

Provi Information Seekers) were most likely to hold a
high school diploma.  Subjects in Cluster 1. (Variety
Information Seekers) and Cluster 3 (Information fn;ensive
Shoppers) well'e most 1likely to have -a paqhelors or an

P . e
advanped degree.



"?' ’ * ’ . 202

Table 15 . ' . ‘ ‘
. Cross-Tabulation Detween Cluster llembershio and Individual Yariables®
Cluster : Chi- D.F. E . Lambda  Uncertainty
. Membership Square e Coefficient
Sex 2,05 -~ n.s. 022 - .005
Age o 43.63 36 n.s. »055 .064
Marital Status 16.91 = . 12 n.s.- .032 .04y
Number of v 7 .
Children 17.55 16 n.s. . .oMm .031 ’
Age of Youngest o
Child ~ 21.25 12 * . 125 ,053
Educational
Level ’ 55.39 24 e ¢ L079 . .090
Number of Wage ) i
Earners in Home 12.50 - 12 n.s. .000 .030
Household
Income 19,37 20 . n.s. . .039 .d31
Own Car 3.65 U n.s. +000 016
Type of Decision o ' ‘
Process - 44,25 20 L .115 .081 N
Own TV 1.59 4 n.s. .000 .00y
Own' Color TV 2.00 4 n.s:, .000 .006
Brand Bought ‘
" Last . 60,03 76 n.s. .037 .085
Ever Bought at:
" Store 1 ' 1.75 y - n.s. .000 .008
Store 2 52 y n.s. .000 .001
Store 3 - 6:99 y n.s. .000 .016
Store 4 2.89 . &4 n.s, ~ .00 .006
Store 5 , 2.95° ] n.s. \ .boo 013 ° .
"Store 6 4,42 I n.s. - % 000 .020
Store T 6.67 " n.s.  ¢1L.000 .018
Store 8 3.58 h n.s. N+000 - .016
Store Loyalty 8.68 i n.s. .000 .021
Brand Loyalty 4:36 ] n.s. - LY .010
TV Purchase . .
Experience 22,56 16 . n.s, .000 045
Hote. n.s. denotes not significant at at least .05 level, -

# o< .05 level; #0 p< .01 level; ### p<- 001 level.

4
-
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The third sigg/&ficanh relationship in Table 15 was

between cluster mrenf ip and the subject's perception of

his/her decision process. Six descriptions of the

search/decision process were listed, and the subject had to

choose the one that most closely described his/her decision

process, Below is a list of the decision 'processes:

1. Knew before started the computer 'simulation whigh
store from which s/he would buy and which brand
s/he would buy (7.7%)’.

2. Knew before started the computer simulation which
brand s/he, would buy,' but had to ciecide~ from which
store to buy (16.0%). - ~

3. ISnew' be;&r’e started the ;omputer simulation frvoz'n

whic}l ;té)re s/he would buy, but had to decide on

the brand (10.8%). T

4. After searching, chose store and then ;:hose brand

(9.8%). N

5. After:se‘arching, chose drand and then chose store
(26.3%).
.6, After searching, c;hose Ur.iand and store

simultaneously (29.4%).

From the crosstabulation, it appears that subjects in

-

-

the .two " clusters, that'exhibited the shortest search

sequences (i.e., Clusters 2 and 4) were mo% likely to have

made up their minds about either the store or brand or both’

before searching for new informat fon. Hence, this wmay

account ‘for someé of the lack of depth and diversity in their

° -
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searches, Subjects in Clusters 1 and 3- (The Variety

Infornation Seekers and the Information Intensive Shoppers,
resp@ctively)ﬁended to search, make a choice about what

brand to buy, and then make a choice about the store fron

-

“ which to bu‘y. Subjects in Cluster 5 (Seller-Provided

Information Seekers) were most likely to search amd make the
store and ‘brand'choioe simultaneously. ,It appears that the
brand and store choices panno’t b'e made separately and/or

cannot be perceived as distinetive choioces Trter the fact by
. R
a great many people. . . : N
Next, we yill 1look at some of the demographic variables

*

pre.sented above that were measured on-an ordinal scale. For

‘these variables it <1s appropriate to use the nedian test to

d‘eternine if sone ciusters possess more subjects above or
below the median than other c¢lusters., Table 16 presents
these results.

Table 16 reveale‘i that Cluster.- 2 (The One-Source
Shoppers). possessed nore ;Seople who were older than the
mgéian age category than were equal: t;: or younger than the
medi‘g.n age. The median age category was 30 to 34, Tl;is
olﬁster also tended :to have‘mcire people w:l.t.h children who
were over twelve years of age, rather thanh twelve ang

younger., While the Number of Children";tariable was not

significant for this''test, Cluster 2 also had more .people

with more children than the median number of children (2).
The olusters with longer search sequences (Clusters 1
‘ . . L
and 3) did 4indeed- have a majority of . subjects who had
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g

Results of the ledian Test Applied to Cluster Membership and Ordinal

®# p< .05 level; Sﬂ p<

.01 level; %28 p¢

. 001 level.

Yariables *
Ordinal Ci c2 C3 ch c5 Chi F Median
Variable Square

/l
Age - - + - - - 10-05 8 3
Nunmber of-
Children - - - - - 4.80 n.s. 2
Amt of TV !
Purchasing T
Experience - - - Y- - 5.73 n.s. 1
Age of ™
Youngest )
Child - + - - - 13.85 e 2
Educational ’
Level + - + - - 23.16 nas 3 ‘Ii
Household
Income - - + - - 1.55°. n.s. 3 :
Hote. n.s. dendtes not significant at at least .05 level.

i

s

Y
)
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, t&tained t::N;}gher education levels. ‘While the Household.

Incope variable did not prove to have a significant

v

relationship with cluster membgﬁsnip on the median teg}, the

gajorli; (or nembers of Cluster 3 had household 4incomes

greater than the median level, which was $20,000 to $29,999.

Finally, ihe Amount of ;hrchasing Exﬁgrience variable

was not found to ha;e a ‘'signifiocant relatiodship with

N

“cluster Qemberphip either. fpe‘median number of times that
the subjects had participated in a color Feleiision purchase

decision was one; and the ana1¥sis showed that a higher

"proportion of Cluster 2 members than “the other ngsters had

been involveATFn-sudh a purchase at lea;t &ﬁice.

The tables and analyses presented provide sone

enrichment to the profiles that areifeing developed for the

0 =

five clusters, fhe next section wiil present tﬂ% analyses
of “the, rolation#hips b,bet.ween\.al’.t::l.t:udina'). variables and
c{uater ncabership. This study looked _at the subjects!'
attitudes toward‘the following items:
1. the ease of acquiring information fronm each:sour '
2. °;he usefulness of each of the information sourcezz‘
3. how knowledgeable the subject.believed s/he was
regarding: (a) éhe color television product:

. ’
category and (b) the stores that sell color '

televisions,

‘
4. how confident the subject felt nesarding his/her

L

= L)

. . J
ability to evaluate: &g)'\he products in the color -

-A
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television product category and (b) the stores
'selliﬁg color televisions,

5. the degree of similarity/difference betwecn: (a)
.color television brand. ayailable in" the market
place and (b) stores offering color televisions in
the area,

a . R

6. the importance of searching until finding Jjust the
rcght brand,

.7. the deg}ee ts whibSh-the subject enjoys/does not
enjoy shopping, '

8. how important it was to economizi.in the television
purchase decision, . \

9. how imporﬁant the brand's reputation was in the
subject's purchase decisgpn,

10, how important the store's reputation was in the
subject's purgiase decision.

All of the attitudinal iteus were asked on a scale from

—1 to 7, with 1 represent;:g the positive end of\thf”scale.
Since- %hese scales possess an underlying continuous

distribution and are at 1least ordinal measurements, the

Kruskal-Wallis one-way analysis of variance by'ranks is an

appropriate test of whether the differences between the’

clusters are genuine differences or merely due to chance
variations between r‘h&om samples. taken .rrom ~the sanme
population. The Kréskal-wailis test i3 a nonparametric
test, and it is more/erficient than the median teat since 1t

uses more of the information that has been collected. The

o\

\

v »
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{ ' .
procedure results 4in a chi-square statistic, and the

significance level can be calculated with a correctigh for

a

ties 1in rank. The results of these calculations ‘are

“ -

ppesented in Table 17. This table includes ‘the mean ranks

for each giuster, the means for each cluster, and the

overall mean of the pr&ma?y sample in addition to the chi-
A .
square and its significance level. . .
Table 17 vreveals further ' information about the

difrerenges between the five clusters. Out of twenty-seven

-

~attitudinal 1teﬁs, eight of them were significant at at

deast the .05 level, This 1s far greater thén 'th§i>7>35

-~

items that would be signiticaqt due purely to ohanoe( Four
information sources exhibited significant -, differences

between the clusters wWith respect to -the éase of acquiring

n

information. from then., Tup information sources exhibited

significant differences with respect to the perceived

~

d!etulness of the information source. There was ﬁound-ao be

a ~§;§§151cant difference between the clusters on the

importance of making Jjust the right purchase decision as

well as on the importance pr store reputafion .in the

S~

purchase decision.

With respeot to the subjects' attitudes toward the ease

-

of acquiring information from the catalog -source, it appears

that the clusters rating catalogs as being e;asier to use

made very little use of the catalog source (i.e., Clusters 1

b t —

and 2). Subjects in Clusters 3, 4, and 5 iused the catalog

source to the greatest extent, yet they ;}ted the catalog
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Table 17
»

WMMMWMMQM

.

usmhgnah1n_and.A&&i&ndinal_!anianlgﬁ

Attitudinal Chi-

MEAN- _RANKS

Variables Square 4 C1 c2 C3 cy cs

s

‘Ease of ‘ﬂ\

Acquiring

Information: .

tiagazine 8.15 n.s. 100 94 126 115 87
Overall liean = 2.85

Catalogs 11.19 8 115 . 85 108 96 . 117 -
Overall llean = 3.73 ‘
Yellow Pgs 13.99 LA 920 105 68 109 125
ean 2.62 3.07 1.78 3.03 3.48
Overall Mean = 2.89

Store visit 12.30 8 107 88 128 '+ 90 119
{lean 3.25 2.71 4,00 2.7t 3.70
Overall llean = 3.10

Hewspaper 12.11 8 106 103 119 104 70
tiean ‘ a0 2,17 2.10 2.17 2.16 1.19
Overall liean = 2.01 v

Friend/rel 1.60 n.s. 106 ° -96 m 99 100
liean 2.77° 2.53 2.72 2.55 2.u4
Overall lean = 3.60 , -

Cons.Reports 3.81 n.s. 107 97 _ 115 - 87 107
ifean ' 3.73 3.44 4,06° 3.19 3.74
Overall Hean = 3.57 .

Telephone 2.79 . n.s. 100 96 120 104 101
liean . 2.67 2.60 3.17 "2.65 2.56
Overall Mean = 2.67

Usefulness R

of Source:

‘Magazije «  18.38 "o 121 98 112 100 64
lean A\ 4,25 3.52 3.89 3.52 2.h4
Overall llean = 3.60 "

Ly ‘0

209
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T .- K )y - ‘

Attitudinal Chi- __U.LN_—B_U_K_S___

Variables Square - F C1 c2 c3, (o]} C5
— - : - . T

Catalogs 2.1 n.s. 109 95 108 97 103
“(Ian . uosu "‘007 u.39' uo16 u030

" Overall llean = 4.26 . ' .

. Yellow Pgs  14.67 LT 88 98 81 ° 120 127

., llean ' . 2.58' 2.73 2.28 3.29 3.44 . ”
Overall ilean = 2.83
. , »

Store visit 7.12 n.s . 99. 106 101 79 17
”ean ucse u.73 "'9677 3-8" .5019
Overall llean = 4.61 .

Hewspaper 6.18 n.s. :° 102 - 160 124 103 . 85
Hean 2.04 . 1,93 2.22 2.06 1.04
Overall Meanm = 1.94 » o

Friend/r#l . 1.56 n.s. - 103 93 114 96 . 103
l“ean , 2;83, '2075 3-06’ 2077 2070
Overall lfean = 2.80

cdns.Reports 6.96  n.s.” 105 99- 130 86 97 —
:'!ean u-37 4718 - 5.11 3087 uo19 .
Overall Mean =z 4.26 ‘

Telephone.  3.91 ° n.s. - 97 106 117 100 87
{ean » 3.19 3.42. 3.83 3.29 2.96
Overall !fean = 3.32 '

Knowledie of: )

Color TVs ~ 7.22  n.s. 1M 91 123 95 g5
1lean 4,02 3.62 4.3 3.55 3.37

. Overall ilean = 3.75 ‘ ? : P

Stores ‘4,21 n.s. 104 98. 123 100 89
tean ‘¢ 379 3.63 4.2 3.65 3.37

-4  Overall llean = 3.70 o .

Confidence in T\\

Ability to .

Evaluate:

, ‘ ) -

Color TVS 6.36 n.s. 9 - 95 121 117 --.97

. Hean . 3.19 3.21 3.9“ 3.77 3.15 ,
Overall llean = 3.35

. 7
N R
'},



' Attitudinal Chi . y -MEAN - RANKS .
Variables* Square, F C1 -C2 c3 . Cy s
Stores . 4.68 n.s. 96 99 , -103°° 120 . 93

D lteam.., o ‘ 73,00 3.16 3.22  3.55 2.96

Overall llean = 3.16) oo . . e
b Importance fl oL, . Lot
of liaking

‘" the'Right = . - _— S ' . .
Decision: -10,47 ~ 8% 110 86 109 - 98 - 122 .
Mean . o 2.87 2.33%- 2.83 ~ 2.52  3.m1
Overall Mean=2.69 ., . )

: N b '
Perceptioh .
of Brand : Ve . N
Difference: * 2.55 n.s., ° 100 95 10& 110 1M1 -
" Mean ‘ o ‘3.46 .-3.38  3.39° 3.81  3.T4

O_vera;l RIein = 3.5:2 ) ) ] - v .
Perception s S T .
of Store ’ Lt - " e B
Difference: 7.62 . n.s. . 100- 98 76 . 121 .04

lean - - 3.81  3.M 3.11  4.39° .3.89 .

" Overall Mean = 3.81 -: . ' . - :
Enjoyment ) ’ . - ot
of Shopping: 2.80 ° n.s. 106 100 . 103 - 87 ﬁno K

lHean - 3.48 3.38 3.28  2.84 3.59

Overall Mean = 3.34 ‘ “a . -

- ¢ 4
Importance . Lot :
of Saving 3%:- 3.70 n.s. 106 °~ 93. 96 - 11y " 102

Mean 3.12 7 2.81  2.94 3.48 3.04

Overall MHean = 3,04 ) . N .7

. o - 1 .

. Importance ’ ' R : v .
of Brand : - - A
Reputation: 4,39 n.s. 93 99 101 118 101

Mean 1.75 2.14° 2.06 2,74 1.78
. Overall Mean = 2.08 ‘ L , '
Importance ! . o . :
of Store °, My, - - : . ’ .
Reputation: 9.80 LA 109 85 115 112 107
Mean . . 2.54 2,08 2.83 2,90 2.56
Overall Mean = 2,146 ) N : . ’ '

. ‘
¢ =

Note. n.s. denotes not significant at at least ,05 level, i
® p< ,05 level; #% p< .01 lavel, Y ’

® v - L3
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source asabeing difficult'to acquire 1nformgtion'ffom. It

appeafs._to be jﬁst the reverse .for the Yellaw Pages.

:ciusgers 1, 3, and 4 used the Yellow Pages'ﬁhe most, and

they also rat;d the Yellow Page§ as being\easiér to ;cquire

infornation rrom th;n the other clusters, Clusters 2‘and 4

rated Store Visits as being .an information source that is

y," : ‘ easy to acquire information rrom (compared to the other

v - . ‘clusters), yet these twd clustédrs used the Store Visit

source the 1eas¢.

: - The main difference with respect to attitude toward the
. ease of acquiring 1nformation from the newspaper was between
A -, . “,Clpster 5 and~a11 the other clusters. Subjects in Cluster 5 °
qh{ie{cle;ply;raéeq khe £eWSpaper as an information source
) from which it is very easy to acquire information. It
should ge noted,Q howeveé, that the newspaper source was

,// "ranked by ;11 the qldsters as be}ng ielatively easy tdﬁ
7 , acquilre ingormation from, as the overali .mean of 2,01
illustfates. \fh;a-is the lowest overall mean of all eight

information sources, indicating tthat pqule 'éenerafly

believe that the newspaper is the most accessible source of

purchase information., N
n . .
’ ; . With respect to the subjects' attitudes toward the
- usefulness of magazines as an information source, it appeapé

-

that menbers of Cluster § rated this source considergbiy
~ higher than the other clusters rated it. .This nmeans that
Cluster 5 subjects rateq the magazines as being more useful
than the other oiusters rated them; however, none of the

.
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°

Cluster 5 subjects used the magazine source during their

prepurchase information searches!
The results from rating the usefulness of the Yellow
Pages are not as clear. Whereas ohly menbers of Clusters 1,

3, and 4 used the Yellow Paées during their searches,

‘membefs of clusters 1 and 3 did rate the Yellow Pagesyas

being qpiﬁe useful, .ut memnbers of Cluster 4 did not.

v

Members of Cluster 2 rated the Yellow Pages as being a

relatively wuseful information source, but none of the

- subjects fn ‘this cluster used the Yellow Paées dufing the

purchase simulation,

Thus, it arpears that one might perceive a source as

.'being easy to acquire information from or very useful, Yet’

4

-

" s/he may choose NOT to use that source. This may be due to

* -~

the fact that some sources might be used by inexperienced

shoppers and other sources might be used by more experienoed

shoppers. For example, an experienced shépper may fin& ist

* ' unnecessary to use the Yellow Pages to find out which stores

e

a

sell a particular typeg of product, but the’saine shopper
Y4 .

'might still rate the Yellow'Pages‘as a useful information

4}

'sourcé; MAnother.shopper'might consider the magazine source-

to be an easily acduiréd information source, but s/he might

ngt uée.this source just because it is easily acquired. The

- sourcé must also possess information that is relevant to the

shopper's informationéi needs, *

. 4

It appears that members of Clusters 2 and U-Sthe two

clusters representing the shortest search sequences--felt

> »

@
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~ ' that it was MORE important to make Jjust the riéht pﬁrchase

i decision when shopping for a color television than the Pgher

) 'llusters.e This result is not what one yould expapt; rather, .

one would expegp‘thqt'those people who invest the most tiﬁe

and ene;éy in their searcheé would feel that it is most

.important to find just the right brand. Perhaps the people

3 'in Clusters 2 and U4 believe that one need‘npt search very

far to find just the right brand; mayﬁe they have such deep

faith in the information source(;§ chosen that they believe

the source will lea& them to just the righi brand or perh;ps

thedir brand loyalti leads them to believe that they have
f;und just the right brand. -

The last significant relationship 4in Table \JY‘\xéS
betweeé’ cluster members#ip ;nd the importance of store
reputation. in the puécﬁase decision. It aﬁpears that
CIuste5 2, which contained all one-source shoppers, placed
the most importance on store reputation., This is consistent
Ty ¢  yith the fact ;hat 84% of the subjects'ih this cluster used
»g‘ the Store Visit source as their only source; hence, Iit

appears that they probabl; put a great deal of emphasis<on
'tﬁe stores!' reputagloqs before chooging a store in whicech to
shop., . )

Given the large number of variables that’ possess a

relationshib with the five 3search clusters that were

\ ' generated, support is provided for answering Research

Question 1b in the affirmative. Those variables that were

4 .
. : Ve ™

s~ L
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found to be significantly related to the sequential search -

strategies included: a) twenﬁ& search .variables not used in

thq clustering procedure,. b) age of youngest _ohild, e)

[y

highest' feducation 1level achieved, d) type of decision
- - o

-

prqcéss used, e) age of respondent, f) attitude about ease

of acquiring informatién from some sources, g) attitude

about perceived usefulness of some information sources, h)

attitude about the "importance of making the right decision®™

and the "importance of store reputatign." Hence,

eons;derable evidence is present which illuastrates thag

consumers' sequential search strategies are related to other

variabies that wqre~not used to cluster the tgst subjects.

The;e significant relationships help to provide meaningful

explanétion; for consumer sequentdial search strategies.
Research Question 2a/Hypothesis 6ne.

The firsp hypo;hesis in thig study can‘ be'séated as
follé%sf "Information rrom/ inforﬁation sources ‘thai .are
perceived as being the‘lfast costly (in‘terﬁs of efroéij
will be " acquired first durigg ~the consumer's externa}

search."  The térﬁ n"least costlyf was operationalized by

Il

asking respondents to rate each 'of the elght information

sources on a 7-point scale, which ranged from "Very Easy to

Locate™ (1) to "Very Difficult "to Locate™ (7). - EBach -

person's- least c¢ostly. source “%as derived by finding the
source(s) with the lowest ratigg (i.e., closest to 1--Very
Easy to Locate). . A comparison-was then made between each

subject's rirét-used source and the source ranked least
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costly. .If the tso matched, then the subject was- conisidered
to have useq'?he least costly source first., If the two did

not, match, thén the person was not considered to have used
” :

-

the least costly source first,
. In order’to test this hypothesis,,the frequencies of

the two categories should be conmpared. The primary sample

A3

(n=201) had 124 subjects who rated their first-used source’

as "easiest to locate®™ in terﬁé of effort. If subjects ‘were

expected to be equally likely to fall into either of the twp‘

categories, ~then the chi-square statistic of 10.99 1is

significant at the .001 level (one-tail test).

z
N,
% s
N

Sixteen out of twenty-five subjects in the validation
sampla rated their first-used source as "easiest to locate"

in terms of effort, resulting in a chi-square of 6.76 with a

.009 significance level’ This ‘data is summarized in Table-
a~ . #

18. A ’

‘Discussion of Hypothesis One

It appears that there is  a relatively strong
relationship between ease of locating an information source
and whether it is used first in the search sequence, Based

.

on the results of the data analysis from the two sampleéﬁin
this study, the hypothesis is supported. )

It would seem'phat consumers make decisions about which
1n(ormation source to use first based, at least p;rtially,

on the ease of affort in loocating that source. Sources that

"were rated the easiest to use were used first by over 60

percent of the subjeots in' the study.  However, it is

!
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Table 18 .
Test of Hypothesis One - Easy to Locate Sources are Used’
First - -

Primary Validation ;
Sanmple - Sample .’
" (n=201) (n=25)
+First-Used . . .
Source Rated Yes © 124 16
"Easiest to . | o
Locate" ' No 77 9
"D.F. =1 - D.F. = 1
Chi-square = 10.99 'Chi-square = 6.76
p< .001 p< .009
/o ' o
A .
¢ ™~
. '
~
{ \ .
. t

e -
a0
%{t - e
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"important to look at the results of the next hypothesis

tested in order to determine whether there are other factors
that may explain the choice of the first information source

during the prepurchase information search for a durable

\

good,
L Research Question 2b/Hypothesis Two

The second hypothesis “can be stated as follows:
"Information gggﬁges that are pereeived as being the most

userul will be accessed rirst during the prepurchase

external search for durable goods." The term "useful" was

< '

operationalized on a 7-poiqt scale ranging from "Very Useful
Information Source" (1) to "Very U;?Tniijinrormaticn Source"
(7). Each person's most useful sourc;‘ was derived by
finding the source w(th‘the lowest poini score, which was
equivalent to the most wuseful information source. A
comparison was ﬁhen made between each subject's most useful
source and his/her source used first, If the'two matched,

then the subject was considered to have used the most useful

source first. If the two did not match, then the subject

- was plabed into another category of people who did not use

-

the source theyp evaluatgd as being '‘most wuseful first in

< . e

their search sequences. .

.In order to test this hypothesis, the chi-square

~statistic was oaloulated., Subjects were asked to rate the

usefulness of each. information souroe both betore and after

'

the conputer-simulated purchasing task. On the pre-

. simulation questjonnaire, 133 dut of 201 subjects rated
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2

their first-used source as being most wuseful. The chi-

*

square stati;tic of 21.02 was significant at greater than
the .001 1level (one tail test). °® On the post-simulation

questionnaire, 144 out of 201 sub}ecta rated their first-
J ¢ ’

used source as being most useful. The chi-square stdtistic
of 37.66 was significant at greater than the .001 level.
N{neteen out of 2% subjects in the validation aamprg

rated their first-used source as most useful on lhe pre-

- 3
simulation questionnaire, while 16 out of 25 rated thelir
- , / »

first-used source as most useful on the post-aimulation
questionngire. These results yieided chi-square statisticsa

of 6.76 and 1.96, respectively. The second chi-square

.

statistic was not significént at even the .10 level. These

s

resylts are summarized in Table *19,

3

Discussion of Hypothesis Two
The significant chi-squares on both the pfe- and post-

-~ 4

simulation qqestionnairbs for.the primara'sample support .the

-~

hypothesis that consumers are more likely' to use .the most-‘

[y

useful source asotheir first source in their prepurchase
searches. The consistency from pre- tqQ post-simulation for
‘this group lgpds credentce Eg the notion that the choice of
the first inf&rmation source.is not a random event, and that
this choice may be strongly associatéd yitﬁ the consumer's
perception of the usefulness of the information“source. The

results from the validation sample are mixed and, therefore,

do not entirely support this hypothesis,. =

-
)
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Table 19
v © .
In:&_Qi.uxngih9nAn_1mn_;_nnng_ﬂgsxnl_ﬁnmzsza_ans_uagn_fji:%?
a
’ Primary ! validation
T Sample Sample
: o . (n=201) .(n=25%)
F\ E ) Pre Post Pre Post
- Firat-Used Yes 133 144 “ 19 16 -
Source Rated . "
"Nost Useful" No 68 57 6 9
, ' ' D.F.=1 D.F.=1 D.F.=1 D.F.=1
‘ . Chi-square = 21.02 37.66 6.76 1.96
’ Significance = p <.001 <.001 (.00& <.10
) i ' 4
2
-
" ) .
. 1 3
\ )
. 4
. / - -
. , ‘
x A3
o

-3

A
L
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It would seem that consumers make decisions about which
source “to use first based, at least in part, wupon the

perceived usefulness of the information source, Averaging
~ ,/\ .

- " "N

68% of the sample used the inrornatubn source which was
rated as being "most useful®"™ first in their search
sequences. Seventy p;rcent of the validation sample did so.
Comparing‘these results with the résults of Nybélhesis One,
it appears that the perceived\useﬁUlnsss oé an information
source shqws a stronger relationship with choice of lhe
first source than doe; ease of locating an information
s;urce.

| Research Question 3/Hypo;hesis Three

The third hyéothesis was developed to determine uhetber.
seiler-provided information s;urces woultl be used in greater
proportions than they occur in the information env{ronment
during prepurchgse external search for durable goods. This
hypothesis will be tested Dby coéparing the expected
frequency of seller-provided information sources with the
obserygg frequency of usage of séllen-provided inrormagl?n.
The expected usage "is based on the fact that 75% of the
information sources are seller provided, d{d 12-1/2% are
neutral (Consumer Reports) and another 12-1/2% are personal
sourcd&s(friend or relative). This hypothesis was tcsted
using both the primary sample o; 201 respondents and the

i

validation sample of 25 subjects.

& .
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Begause séller-provided information ,sources are so

Q - ‘
h
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A

Table 20 é}esentq the results of this hypothesis for

1

the two samples, Based on the way source usage was.

measured, the results -do not appear to support the
hypothesis, While the rgsulfs of the data from the primary

sample are significant at the .05 1level, they are not

significant in the  hypothesized direction. It was

A

hypothesized that subjects would use seller-provided sources

in proportions great han they occur 4in the shopping

environment. Howéver, the results of the study indicate.

that the subjects actually used the seller-provided sources
in propontiops lower than they occur in the ‘shopping

environment. '

I4

nunerous and so easiiy accessed, it was hypothesized that ’

subjects would use them in greater proportions than they

oécur in the shdpping.environmenb. This hypothesis cannot

i

be accepted. Not %nly did the ,subjects not uﬁifﬁze the
sellerfprovlded information sources in proportions greater
than they e;ist'in the environﬁent, but thei; usage was in
the opposite direction.—¥Ft appéars that usage of the three

types of 1nrorjtbion sources was fairly stable and

-

approximately the same in both samptes. This provides some
support for the reliaﬁility of the measure,
These results ﬁay have come about due to .the nénnep in

which the source usage was measured. ' Each time a subject

used one of the eight different aburcea, the source was

A
]
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™ "~
Table 20 . . o 3
mummmwmmwu
in Qreater Numbers than Expected
— " Observed ' Expectegd
Source. Type ' Frequency Frequency
of use K of Use
Primary Sample:a ‘ J
(n=201)
. . )
Seller Provided . 298 313.50
Personal 50 52.25
Neutral 70 52.25
7
Validation Sample:b R :
(n=25) . .
Seller Provided - 32 . 33.75
“Personal 6 5.63
Neutral IR 5.63

adegrees of freedom 2; chi-square = 6.893; p < .032.

b 2; chi-squére

degrees of freedom “452: p < .T98.

v




Se
counted. Howe;er) if the subject used thé fstore visit"
source and visited more than one store, it was still counted
as only ome source. Therefore, np‘difrerenbiation was made
in the counting procehufe betvween thg l;ght usage of a
source and the heavier usage of a sourcé?~ Respondents had
th; ;pportunity to access up to: eight stores in person or

by telephone, three magazines, nine friends Snd/or

relatives, four consumer catalogs, and three Yellow Pages

listings. As one can see, all of these except the friends-

and/or relatives source are 3eller-provided sources, if
each store visited or each catalog perused, for example, had

‘3

been counted individuélly as a source, then the outcome

-

-

might have been differéﬁt. .

As it stands, the data sdégest that consumers use the
different seller-provided infornation sourles in proportions
that are slightly lower than this type of source occurs in
the shopping environmen%. The perbonal _ source of
information was utilized i; approximapgly ihe same
proportions as it occurred 1nlthe environment, while the
neutral source _of information was accessed &in slightly
.pigher Proportiona than it existed in the eﬁ;ironmént. The

negtral source may have been‘dmed more frequently i% this

study than it is normally used due to the way the shopping

environment was set up in this study. It can, of course, be ’

concluded that seller-provid%d information , sources as a

category are accessed far nmore fbequently than other sources

224
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- - - L -
of inforumation .are accessed. The frequency figures in Table

» °

20 bear this out. s ) T e L

-,

* ~
v

~

Research Question Four/Hypothesis Four’
> Hypothesis Number Four can be stated- as follows: "The
presence of a neutral source in a consumer's search sequenc

will be associated with a longer, more extendive search,"

~

In this study there was onﬁy one~” neutral source--Consumer

Reports magazi{ne (knowledgeable friends and relatives were
, A

considered to be personal sources). This hypothesis can be

tested by dividing the sample into two groups with group

*

nenbership determined, by whether the an;umgn__jggg;&;
information souiée was used during the search sedueﬁce.

The Mann-lhitney U test can then be dsed to de;ernine
whether the two groups came from the same ﬂopuiation or from
different populations. This is the powerful nonparametric
alternative to the t test, and it 1is being \used‘ because
assumptions cannot be made about the“ populations!
d;stributioﬂs and varian;es (Siegel, 1956). The hypotheﬁis
predicts -that the source usage of the Consumer Reports user
groﬂp is étochastically largenr than the source usage of the
non-Consumer Reports users (i.e., a one-tailed test).
| The results of the Mann-Whitney U test are reported in
Table 21. 'The extrgse value of U (1307) indiéates thit
there is ‘a nonrandon distribu;ion of'scores and that the

source usage exhibited by the two groups follows different

patterns,
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Table 21
Hann Whitpney U Tegst of Hvpothesis Four
P ) N
. Number of .
Groups " + Cases Mean Rank
Consumer Reports Users 70 147.83
Consuper Reports Non-users 131 . 75.98
U = 1307.0 ’ -
. &
Z (corrected for ties) = -8.8689 .
P < .0001 ,
n X y‘ /
o ,
) * ¢
,
¥
. / B
L L4
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The Z statistic of -8.8689, ‘khich is cor;eoted for
p] .

ties, is significant at the .0001 level. This is supportive

of 'the hypothesis that Consupmer Reports users exhibit
longer, more extensive searches than non-users.’
Discussion of Hypothesis Four

It was hypothesized that subJects: who useq angnmﬁz
nggn&g magazine during their prepurchase search se}ueneeq
would exhibiﬁ longer, more extensive searches.. Consumers

who read Consumer Reports-~like magazines have been found to

be information éensitive, that s, they tend to gather a
okt products/services and

great deal of information ab

marketplace offerings and _seeh to be receptive to nore
diyerse: types of information sources. Since the Marnn-

Whitney U test resulted in an extremely large U value and a

*

highly significant Z statistic, strong evidence is provided

3
7

for the hypothesis that angymg;%_ﬂgngn&; users perform

longer, more extensive prepurchase infornation searches,

More specifically, the Consumer Reports readers made usé of

more different types of 'information sources than non-users

)
.

of Consumer Reports.
_The fact that Consumer Reports magazine users accessed

approximately two times as many different information
sources as non-users (3.1 sources versus 1.5 sources) is
certainly illustrative of the amount of differgnbe between

the search processés of the two groups. However, when one

realizes that almost everyone utilizes the "personal visit

to store" .source, the mean implies that Consumer Reports
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‘users probably also make use of the "personal visit to

‘'store" source, and perhaps some of them make use of one

additional source.’ When examined in this 1lighf, the,

difference does nat seem so speétacular.
| Questiohs of Validity

it is'important to éurposefully design the resegrch s0

that the dﬁestion of 'validity can be addressed. First,

-

questionnaire items were designed to measure subjects!

perceptions of the realism of the ¢computer task and the

- < - ’ .
information provided within the computerized setting.

-

Second, a comparison was made between the data geperateh by

. . ,"‘

the primary sample and the validation sample. It was

intended as a .method of determining .whether theée was

~

convergent validity between two methods of measurement.

. ' ‘ _

-

=

The subjects were asked to rate several items in order
to obtain several 'yeasureso of their perceptions 'of the
simulated purchasing exerciser The researcher wanted to
determine if the subjects thought that the exercise was
Eealisgic or whether‘the exe}cise changed the way they would

" J
normally approach this type of purchasing situation, Ten

task, each with -responses on a seven-point scale ranging
from Strongly Agree (1) to Strongly Disagree (7).
Subjects were presented with the following items for

rating: Hith respect to tpe computer shopping exercise,

v

v

. __attditudinal items were included at the end of th& computer

!.‘
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#
I acquired MORE information than I normally would <
because I was curious about, or'intrigued.with! the
eomputer, i
I acquired MOﬁE'lnformation than I normally would
because it was easy to access‘on the eompuégr.

I ;cquifed LESS information than I norm;lly uould“‘
because I felt inhibited or nervous about using the
computer. 4

I acquired LESS information than I normally would
because, of the time|de1ays (tinme costs):built into

the computer program.

I acquired purchase information DIFFERENTiY than I
normally would Secause the actual product could not

be examined personally by me.

I acquired purchase informa%ion DIFFERENTLY than I -
normally would because . my favorite store_was not
included in'the study.

I acquired purchase information DIFFERENTLY than I
normal;y Wwould because my favorite brand was not
included in the study. - r

I acquired purchase - information DIFFERENTLY than I

nornally would because my major source of
) .

.information regarding this praduct type ués.not‘j_,,aw,v*,“

-

included. in this study.
I acquired and used Purchase information as I

NORMALLY would "in an actual purchase‘situation for

this type of product. 4 -

9
“ . .
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10. How REALISTIC do you feel this Study was in

— - {

presenting the tyﬁea of sources and 1nformation
- avallable in the mar*ethlace for the eolsr
television product classz‘ i .
(Very Realistic (1] to Not Very Réalisiiw at all
(71 | ‘ ’
The overall mean response 'as wellias Fhe mean ranksy;nd

means for each ocluster .on each of the ten items are

4 v

presented in Table 22.

t : - . .
The subjects' reactions to the simulated purchasing

task on computeﬁ generally 1ndieqted that the supjects
believed that the computer simulation was - a good
repregentation of how they would have aétuaily approached

N -k A
such a purchase decision. Questions 1 and 2 indicate that

‘the. subjeots did NOT think that they acquired more

1nformation than Eﬁiy normally would during the prepurchaée

search process because'of the ease of accessing information

or their_ curiosity/intrigue’ with the computer. The lower

mean scores on Question 2 suggest ghat it 13\Q9re likely
thgt subJects’ will acquire more information than they
normally would due to the ease of acquiring information from'
éhe computer than to curiosity/intrigue with the computer,
Subjécts also indicated that .they did NbT think ghat
they aocquired less information than they normally would due
to either the time delays/programmed intb the computer or to
their nervousness orrodg uter‘inhibitions. It appears that

one of-the biggest sources of'artificialify in this study
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Table 22

A - - N
, .

Question  Overall Cluster Cluster Clustér Cluster Cluster ANOVA

Humber Hean 1 Mean 2 llean 3 Mean 4 Mean 5 Mean Signi-
(std .‘Devi‘ ) ficance
1 4,92 5.4Y 4,26 6.11 4,45 ‘5,41 ,001
(2.18) (1.92) (2.30) (1.64) (1.98) (2.24)
2 4,4  5.13 3.67 5.06./\ 4,03 4.93 .002 .

(2.28) (1.88) (2.39) " (2.15) (2.12)  (2.43)

3 6.21 6.48  5.82 6.56 _ 5.87 6.89  .015
L (1.65) (1.29) (2.04) (1.15) (1.82)  (0.32) ‘

y 6.16, 6.33  5.92  6.22  6.13- -6.48  n.s.
T (1A3)  (1.06)  (1.77) (1.22) 0 (1.12) 0 (1.48)

5 3.59 + -3.94  2.86  4.28° 3.5 444,003
(2.18)  (2.23) (2.02) (2.32) (%.93) (2.21)

6 5.6 5.17  4.99  5.83  5.16-  5.19  n.s.
(2.33)  (2.35) (2.49)° (1.719) (231  (2.20)

7 > 6,15 6.17 6.30 5.94 - 6.13 5,89 n.s.
(1.69) (1.58) (1.57) (1.98) - (1.67 (2.06)

8 5.97 6.33 5.67 600 5.52 6.59  .0ug

9 2,39 2.33 2.27 2.89 - 2.39 2,48  n.s.
(1.72)  (1.69) . (1.73) (2,10 (1.43)  (1.83)

10 2'20 2.35 1.96 2.11 2.81 1’.93 Nn.s.
(1.43) - (1.37)  (1.44)  (1.02)  (1.64)  (1.33)

Note. n.s. means not significant at .05 level. . o
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was the inability of the respondents to examine the product

in person (color television) before buying. The responses of

all the clusters indicate that they agreed mildly with the

statement about acquiring purchase information differently
than they normally would becau;e they could not examine the
product personally. " Subjects were given' the oppori:unity to
look at p’hotographs‘ of the various .television brands,

however, they could not judge the quality of the picture

. from these photographs. Hence, they must have realized‘th’at

they had to obtain -information. somewhat differently to

compensate for this.

4

Subjects generally disagreed that t.t;ey acquired
infornation differently because their favorite atc;re or
brand :as not. included in the study. The disagreement was
less extreme for the favorite store item than for th‘e
favorite brand iten. This may. hav\e‘ been due to 'the ‘fact
that all the stores in the market area were not included in
the study. In particular, one store which held a

substantial part of the market ‘had burned down and was

closed when the computer ' simulation was being designed and

programmed., ' However, when’ the Astudy was being conducted
this "store had reopened in ‘a new location with an even
larger inventory. ,

SubJeota agread with the statement that they acquired
and used purchase 1nforma_tion as they normally would in this

type. of purchase situation. Since the subjeocts' agreement

with this statement was only moderate, the data suggest that"

'Yl
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the subjects perceived a differéence between acquiring and
using information in a natural setting and in a laboratory
simulation. This difference between reality and’ the

laboratory .is, of course, understandable.

¢ Finally, the subjects rated the computer purchase

simulation as being quite realistic in proesenting the types
of sources and information available in the marketplace for

the ‘product category being investigated. On a T7-point
scale, with 1 being Vepry Realiag}c, the mean responye he
sample was 2.2 on this itenm. In addition, the Z:;:z:ﬁpr
means for the fivekclusters was not'that_;ide épdicating

- that the test subjects generally perceived the purchase
. 1
simulation task to be a relatively realistic portrayal of

the actual situation. . © -

J .

oThe subjects in this study generally did NOT'believeé

(a) that they»acquired'more or less information than they

<

normally would have, or (b)_ that they acquired information
differently than'they normally would have. They tended to

believe that the computer task realistically portrh@@d the

A

decision process and that .they acquired and uséd information

A ]

as they wnormally would have, " The sahqle's responses to
: P R

~

these questions proviQe some- support for the validity of "the-

E

computer interactive simulation of consumer decision niking.

The !i]iﬂihiQﬂ Sapple ’ - * .
Q

In order to obtain additional information regarding the
) - e ° ‘
L ¢a11¢1ty of * the cqmputer interact}ve data"collootion

[ 3 o
‘ methodology, a second samplg/of people was used in this

§
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study. This second sample of people was chosen beci(ge they
had recently purchased a color tple;isiod from one of the

\W.s N - 1
eight stores that were included in the study. Two

measurements would be taken from these subjects, one

involving a personal interview and the other involving the
\

coaputer data collection methodology.
There are several ways to examine the similarity
between the two oeasurements for each subject in this

sanple. Generally speaking, most subjects recalled using

nore information sources in the personal interview .than they

did when they recreated their purchasing process Buring the

couputer simulation, The nmean number of sources used

‘according to the computer simulations wasv1,8 sources versus

3.0 " for the personal interviews, This ‘depth-of-search

measure suggests that the two mpethods are certainly not

" consistent if one method of mefSuring consistently results

-

in more data being collected. - It is very posslble that

,learning effect could have been operating, and this could

account for less search during the conputer-simgfated task.

These subjects had all been through an actual purchasing
process; therefore, during the recreation of _their
prepurchase searches sone may not have "needed®™ to use as

-

' A T . -
@any sources because they already possessed nore information

4

Another way to look at whether the two methods are ~_

consistent 1is to compare both of the subject's. search

sequences to sep if there is agreement. When éonparing the

+

-
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total search sequences of each subject, only 12% (3 out of

.

25) . had exactly the same search sequences on the two

v
measurements, Given that the personal interviews resuited
in longer search sequences than the co;puter simulations, it
would be expected that few search sequences reaul;lng from
personal interviews would be fully included in the,suﬁjecta'
search sequences ,resultigg from the computer simulations.

.This was borne out by the results; again, only 1gz of the

sequences ' resulting fronm personal interviews were fully

£y
'

included in the conputer simulation search sequences.

On the other haai, 76% (16 out of 25) of the subjects'

' »

computer sideh;ign search sequences were included 4ipg the
sequenéés that were elicgﬁgd through the personal interview.

This indicates that there is some copsistency betweern the

v

two measures, and that “the cooputer simulation seems to.

result in shorter searches.

Here' éﬁé differencgs between the two ' nethods of
meégurement due more to the use of different information
sources or to th; use of the same sources in 'different

sequence? In examining'~thé two sequences for each

indivigugl: it was found that only 122 of the subjects used

ali;or the Same sources in both measurements, regardless of

the sequence of their use. ‘When eiémining whether each_

/

subject -usod " at least one  source in. both of the

measu;abcnts. it was found that 92% of the subjects did.

A
indeed use at least one source in both of their sequences.

. . .
What 4is- somewhat puzzling is the 8% (2 subjects) who

a

-
)

. "
. ~
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exhibited no ocorrespondence whatsoever. between their two
t .
search sequences. - This is most 1likely due to a lack of

under;Eandins of the task they were asked to perform.

The evidence provided b& the second, smaller sample
seems to suggest“that the conputer,simglation results in a
shorter search sequencé than ‘the personal d{nterview.
‘Evidsnoe 13 ‘also provided that ;ndicates two occurrences,
The first s that the oépputer aimulatign results i;
subjects using fewer sources than they verbalize in the
personal interview. The second 1is that'subJects may have

¥’

)
~ - . v

used some of same sources in both measurement procedures,

I3

but not necessarily in the same order. Hence, ‘the two

‘meaaﬁrement methodologies differ on both content of search

as well as. sequence, e
. N

' Rt
Another Comparison e

The data obtained from the small validation sample can

;lao be compared to the results of the large, primary’

sanmple. More specifically, the transition matrices can be
coppared to determine }f the same transitions 'from source to-

source were exhibited by subjects in the two samples., Table
]

23 ahoﬁs'hou the two transitiqn’matricos conpare in terams of
. : ., o
entries in each cell, < -

The two transition matrices ?pn be compared in several

ways., First, the entire matrices can be compared to
determine the overall agreement of the uatriobg. Each cell
can be examined to determine if: wpbiifboth matrices have a

non-zero value in them or (b) both matrices have a zero
N {

V4
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annazi:nn.ni.jnanﬂijiQn_ﬂa&gisgz.ﬂsiﬂgﬁn.xnimazi.anﬂ

Yalidation Sampiles

(First row represents primary sample; second row represents‘

o
validation sample)
4 "
FROM: ~ TO: Source HNunmber:
Source .
Nunmber ) . L
\ 1 2 3 4 5 6 7 8
12 0.08 0.0% 0.0% 1.3% 0.09 O0.4% 0.0% 0.0%
0.0% 0.c3 ~0.0% 5.0% 0.09 0.0% 0.0% 0.04%
2 0.9% 0.0% 0.49 7.2¢4 _ 3.8% 1.74% 3.09% 0.0
0.09 0. 0.0% 5.0% 0.0% 5.09 5:01% 0.0%
3 0.0’ o.u’ oooﬁ 1.72 o.u“ 0005 00“% o.u"
0.0’ 0 02 .0.0’ 0.0’~ o.og 0.0’ 00'0’ 0|0=
y 0.4% 1.7% 0.4% 0.0% 3.0% 5.5% 3.8% 1.74%
0.0% 5.09 0.09 0.0%2 0.0% 5.0% 0.0% 0.04%
5 0.49 2.69% 0.4% 8.5¢9
0.0% 5.0% 0.0% 20,09
6 0.4% 0.9% 0.4¢% 7.7%
N 5.0% 0.0% 0.0% 0.0%
7 0.0% 9.4% 1.39 7.7%
000"‘ 0.0’ 000,” 10.0ﬂ
. .
8 0.0% 0.0% 0.0% 2.11
0.0% 0.0% 0.0% 5.0%

Note. Nupber of subjects in primary saqple (n=201) using at
least two sources = 111; number of transitions in prinmary
sample =z 235; number of subjects in validation sample
(n=25) using at least two sources = 12; number of
transitions in validation sample = 20; percentages are based

n the number of transitions in each saaple.

Nuubers in columns and rows represent the eight information
sources: izmagazines; 2=catalogs; 3=Yellow Pages; lU=zstore
visits; S:cnewspaper ads; 6=knowledgeable friend or relative;
7zConsumer Reports nagpzine; and 8=telephone call to retatil
astore,

237
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value in them. If (a) or (b) above is found to exist, then

there is agreement betweén the matrices. Over the entire

-, - 3

matrix, there was 57.8% agreement between the two transitfion
\

m;tricea based on the rules stated above. Considering’that
tQ? vﬁlues on the diagonal in the -matrices are All expected
to be zéro, howevef, the agheenent rate-woulq’be reduced to
51.0%. ' .

The matriceé can also beAconpared by row. The highest
degree of correspondence betwecen the tup‘ngtriceg was on the
following rows: 1 (7 out of -8 itbms‘agreed);‘; XS/B); 5
(5/8);'7 (Q.P); and 8 (6/8). Little agrecment was féund on
the third (3/8), fourth (3/8), and sixth rows gg/85 between

the matrices,

It should be mentioned that' the small lsiﬁg of the

‘'validation sample is probébiy a panr source of disagreement

between the tvwo matrices. There was not a sufriéient number
of transitions in the small sample to fill a proportionate

‘

nunber of cells, conmpared to 6he larger sanple. However, it

1

is encouraginc to find this amount of consistency between‘

the two saaples), particularly when one of the samples is so

snall, ' v Co

It appears. that the major differences uebweeh the '

matrihes of the two samp}es invoives the‘use of’the pefsonaP

viait to the store, the use of the Yellow Pages, and the use

\
N \

of a knowledgeable friend or relative. The v;lidat.ion~

sdmple seoned to use all hhree,of these.souroes to a‘le&ser’

N

dosrée than the subjects in the’ primary sample. Horé_
. f .
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specifically, these three sources were underutilized as the
first source in a two~source trénsitiom. "For ;xémple, £ﬁe
subjects in. the validation sample- did not.L seenm to make
pep?onal visits Jto ;etail stores p;ior to’ usiné thher
sources, but they did m;ke visits «to retail stores after
using other sources. The use of the kQPwlngeable friend or
relative squrice uas'more likely to’be used by the members of
the validation sappie after using’another source raé;er than
before, No one in the va;id;tion sample used.tﬁé-Yel;ow
Pages -source ‘at all. | : S

HQy would thé peapip who rqcently 'purchased‘ aC\;olor
television utilize different information ;ou;ce;? “ée%haps
‘th; ansvwer lies in the situation inge which the‘mem?erg of
»

the prihary‘sample were placed. They Qenf instructed. to

shob as they normally'would and to make a;purthQe‘deciéion.<
. e oY .

However, they ~had ' to "check out" the. rmakedbelxkve

environment first tp discover wh;t kind of information ﬂas
available to them. For this reason, I belleve:-iﬁeipgimé;y
sample used a Qéa£h of ~_2‘.0_:s.o‘urces.’whi‘le the validation
sanple use"a mean__ of 1.8 sour”cés. . The members of ﬁthe
ValidationMactually pu'rchased a ool‘or televiaiﬂ'o.n,
- and the& were w1nst.‘ruct.e\d- ES recreate their prépurghase
shopping pfoce;s in the computer simulation. They were not
actda;ly going through a npvel decision-making, process;
raihqr, téey were looking for sources~th;t'they had actuallf :

used, Hence,‘they did not need to become gcquainted with a
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new shopbing environmqnt as the\ members of- th; primary
sample, probably did, ;

The differences ~between the two measures of the
validatioh sample megpers and.‘bgtween the primary and
validation samp}és' responses t6 fhe s{mulatedipurchasing'
gask provide r;ason to be eoncgrnéd.g}tﬁ Ehe validity of
this laborétory conputer méthadologz. The simulatez)
p;rohasing task may result in the over- or under-acquisition
of information or 1n the o;;r- or under-utilization of
certain types of information sources. On the other hand, it
1s difficult to say which Af the measures ;f the consumer .
decision-making process 1is the most'acch}ate. The personal
interviews with }ecent television buyers may be ingccurate
due to loss “of memory. o;' confusion, and the simulated

purchasing exercise may actually be a better representation

of the 1nformation-§beking and decision-making processés.'_

" Only the conduct of more studies will('hqlp to determine

~ : .

whethér laboratory simulations.using ‘the computer resuly'in
LA ' '

valid measurements, ‘ T

With regard to the subJeétSf'peroeption of the realism
of the computer simhlat;oe of a prepurchase information

seeking and decision-haking task, it appears that subjects

perceived the task fo be somewhat realistic and isomorphic

. ' 3
to reality. On the other hand, the degree of agreement

)

between the computer interactive data collection methodology

and the personal interview technique was minimal, Henoce,.
LY ' .
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the data collection methodologies can be questioned or the
fact that the subjects- who had been personally interviewed

tried to recreate their prepurchase information seeking on

( A

the:computer may be at fault.
‘ Summary of Research Results
The ;esulés of this research prgJect provide some new
“ ) insights :ingo ﬁrepuréhase information search. rér’ durabie
goods., The majpﬁ research question 1nquiréd aﬁ to whether
theré were a small number .of distinctly’different sea;oh
sﬁrategies. W;th' the aid of process data and cluster

"analysis, five distinct search strategies were detected and

profiled. The five search clusters ;hciuaed: 1) {aniety

information seekers, 2) one-source shoppers, 3) information’'

intensive éhoppers; 4) advice geekers, and '5). seller-

) proJiJed information seekers,

Two corollaries to the main research question were also - -

posed. Research Question 1a inquired about difrering’

s - probabilities of source sequences. A trgnsition matrix of

‘ ‘all | ywo-souree search sequences 1nd1ca£éd ' différ;ng
léyar;quencies, Further, complete search paths were shown to
be associated with speoifion search strategy clgsteys.

Vo Researoh~ngstion 18 inquired about. the meaningfulnebs‘é(

the clusters with respect to whether cluster membership was
associated with other ”cha_racteristic"s' of the ‘consumer.
Several‘individual characteristics were found to b;'relgted

to cluster membership.
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The first hypothesis investigated whether'the choice of
?dvst inforpation source was related to pepception about the

) Jf’wgase of 1locating the source in terms of effort, The
¢zt ‘ '

relationship was found .to be *significant. The second
hypothesis 1nvestigat§h whether the choige of first
= oo information- source was related to perceptions regarding the

. {
usefulness of the source. This relationship was also found

i

) ' to be significant. Since both gase of locating a source and
perceived usefulness of a source are significantly related

to first source used, it appears that the consumer Lhooses
’ | : W
on the basis of perceived costs versus perceived benefits,

v

~,

More subjects did] however, use the source perceived to be

. most useful first than _the source perceived to be easiest to

-~

locate,

.

The third hypothesis predicted that seller-provided

information. sources would be used 1n greater proeLrtions

) Lo thap they occur in the marketplace environment. NOtsupporf
was found ..for this hypothesis although seller provided'
‘ sources were used with the greatest frequenc}.

The fourth hypothesis prédioted_that consumers who used '

~- >

'the.neutral\ggn;yggn;jggggii magazine would exhibit longer,

N o .
more extensive searches than consumers who did not use this
: A Y

sourcef The data supported this hypothesis. . \

Finally, the research -methodology was subjected. to
procedures to assess iﬁs validity. Subjects generally rated

- their ocomputer-interactive  simulated _séérbhes as being

N ) realistic and similar to what théy'bould normélly do during

‘

Ve

)
e
. "
A R
Py o
Biim . . .
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prepurchase search, Héwever, the comparison of the
computer-simulated search with the ex post facto.reports of
the members of the validation saﬁple revealed little

consistency between the tﬁo methods. This suggests éhat thé
. } - i

conputer simulation may require some improvements to make it

-~

more similar to tﬁf actual search situation.

&
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- CHAPTER VI _
* SUMMARY OF RESULTS, IMPLICATIONS, LIMITATIONS AND
SﬁGGBSTIONS FOR FUTURE RESEARCH
Sﬁmmary of Research Results -
The study of t!;e ﬁrocess of pr%gurohase information

seékinﬁg for a durable good was the focus of this research,

This study was carried out using\a relatively new data
. - - o’

:collection ‘if’é%)hodolosy, which allowed the subject to

:pn;oraot wi‘t.h a microcomputer, The subject was asked to
pe'r't'omn, a computer-simulated' info&mation-seeking and
purohaair;g ' task, and the ‘oomputer tracked the entire
1nrormat16;1-séekix;g progess. The 8subject was given the
op'tiona ‘or either making a puroha.a.e decision or deciding not
to purchase at;ter info;'mation seeki«rig. - ®iThe previous
ohapt.erp khave é-ummarizecf tha’ résea‘nch that has been done on
the to.pio ot‘.-int‘ormatiou search for durable gpbga.. ;I'ha
topic'o!: external search prior. to the purchase of .a &urable
gooc-l was discussed as it related to five of the major models :

v
in tt;e oonsum'er' behavior t‘iel’d. )

The review of the iiter)at.gre poinized out the fact that
one dimension of 1nformatiop sear as .not been a.t.udied,
and that is the SEQUENCE dimensijpn o!; informatioh search.

The direction, degree, and pattemns of external search have

‘been studied by  marketing ré{e:rohe‘rs, but the . actual

order/sequence 1in which consumers: conduct their external
searches has not been reported on in the-literature. Various

research nethodclogiea w"ero conasidered to accomplish the

N\
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aims of this study, but the computer-simulated approéch

appearaed to~ be the ﬁost appropriate ana promising for

measuring a bghaviorél process in a laboratOQy aetting.
‘Henoe, the compgfer-simulated inrormation-begroh and

purchasing task was utilized to 'collect data from two

hundred one subjects in the primary sample and twenty-riveh

-

subjects " in a validation sample. " The primary sample

subjects were chosen using probability sampling techniques,

-

while the validation sample 'subjects were obtained through

o

'purposive sampling. fhe shbJacts were oompenéaped:for'their

participation 'in this study.

All of the data that was collected from the members of

the pri&ary sample was saved -and stored. on oomputer disk.
]
However, this_process data could not be analyzed until it

'y

was transfovm%d_ into fixed format data. . Data

transformations were conducted -on the process data according
' ' — TN ‘

»

. to the rules set down in the operational definitions. The

N

data were then:  analyzed according to the proposed research
[IEN .
6utline. Below is a summary of ~the hypotheses that were

posed and tésted in this research atddy. . ' e
Researgh Question Ope

" Research Question One aska. " Hfll oonsﬁmera exhibit a
limited number (less than fO) of 'distinotly different
aequential patterna of informatiod source. usage (extarnal
spgroh)' prior ¢to purchaae deoision 'making for durable

gobds?" The cluster analyais statisbioal tochnique was uaed

to depernine whether distinot aequential pattornaT%or

.

“

[
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informatfion source usage could be found in the data.
Specifically, a hierarchical clﬁster—analya{s algorithm was
utilized because it has been au.g-geeted that this is most
&ppropriatb when one 15 attémpting to build a taxoﬁamy.
Ward's hierarchical giuster method was chosen because 1t'1s
an effective method ‘to use when all the ocases must be
classified and when tpere are ;oiae \pointg bethed the

1

cluster béundariea.

The variables use in the cluster analysis procedjre
_ror clustering the cas were: -(a) the source used first,
(!‘) t.he‘ pres‘enc_'e/absgnoe of ten frequently-exhibited
tr'alnaitiona .between two 1ntornatior; ‘sources, and (c) tﬁ_e
number of different infornation sources used in ‘the
prepurchase search. 'Throq;h a variety of methods’ for
determining the most appropriate number;bf clusters, .1t i#a
coencluded that a riv§ cluster solution was optimal. for thiS

study. Givel the ath;oretic nature of cluster ,analysié

> s - .
algorithms, it is 4important to 4investigate whether phw

resulting clusters are stable and whether the olpaﬁering,
algorithm ohosen is reliable. The results of the Ward's

hieraroﬁical §1uater1ng‘ méthéd lyo}e 'ooﬁpared with several
o&her nethodat'resulta; £he;ﬁesu1bé pr‘the Ward's method
were found:_to bé .in’ §3iﬁlde?ab1§ agreement with several
alternate clustering xwt.“h'o"da.~ ‘Tﬁe oross-validation ncth&d.‘
with a holdéout-“aaiplo . was -alsqi ﬁséd -to assess the

assignments ﬁﬁiohmraeulton from the oqluster anafywis; The

A
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O d

O, k
results- of $his analysis suggested that the clustering
asgsignments are verf reliable.

The five resulting oclusters were labelled, using. 'the

5
general search characteristics of each group. The general

search behaviors of each group will be summarized next.

;-
The five search /'strategies include: Variety

—

~

Information Seekers, One-Source Shoppers, Information
Intensi§e' Shoppe}s, AMdvice Seekers, and Seller-Provided
Information Seekers. The Variety Information Seekers all
used more than oni/;ource of inforﬁation; most beéaw the{r
searche} by using bitper ,angungn_jﬁngnlg naga?I;; or by
making a‘personal visit to a retail 3tore; and‘the.;enbera.

of this cluster. mide extensive use of ‘four information

s ’

sources--stoée visits, nedspgper advertising, friends "and
relatives, and_ggngnng;_BQQQLLQ magazine. Members of this
cluster were averse to using catalogs as an iriformation
ssupce. Houever.:they were twice as likely to use an;n.}z.
Reports magazine before making a visit'to a retail astore
than after a-;tore visi?#\,rhey are somewhat more likely to

-

consult with friends and relatives after they visit a retail

store t;233§etore,‘but both sequences are li¥ely ‘to ogour.

They "are also 1ikely to ocheck with ‘a friend or relative

after readigg neWwspaper advertising or. Consumer Reporta
magazine. This Efoup wvas labélled "Variety Information

§@eker3' because they ton{ed to /utilize commercial,

poraonai, and neutral sources of information during their

external searches. They represented twenty-six peroent of

L
v
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the sa-pk\c. The One-~Source Shoppers all wused only one

/‘)’ ! ‘ information source before making the purchase decision.
. ~
/ ‘MosdNof nye-bara of this group visited one or more retail -

S P

! stores and then made their purchase decisions. A smaller

.

percentage made their purchase decisions based on newspaper

. S

advertising or

\iua she largest ocluster, with thirty-six percenis of the

nagazinn;“‘in!‘orna't‘ion. This

sasple using this type of puro&_ﬂing’atrategy.
v

’ The Information Inteny.-ve/ Shoppers exhibited\t(e‘
. . ., . 4 v '

greatest amount of information seeking, bug roﬁreaent only

T about nineé percent of the sample. Alnopt‘ adl of this group
N N

began their external searches by using and

* then went on to use the whole range of inrorg;tion sources

-

- iﬁoluding.oaialogs,° newspaper advertising, and t‘rio’nds_ and

/ - ,relatives. All of the consumers in this chustep maJe use of
M h
f W magazine and subsequently used the gatalog‘
v, , : .
- _source. eThe catalog source is like‘ly to be followed by

, either a personal visit to a retail atdre or the use of

-/ ) ’nowapap'er aﬂrertiaing. The ‘qewspaper advertising source 1is .

‘oat likely to; be followed by . consulting - with- a'
. “ v - ‘ .

. Egovlngoablo friend or relative. This group got its name

e
//\t\ for the way thoy{went about their information a}eeking--th‘ey
' » seemed to seek out more information than most consunmers 'and
. . ’ ‘ ®*did their homework® Yerore going to a retail store.
. " A'-. ' The Advice Seako,ra search strate‘gy olustq’r; represented

-

t )

ilightl{'-ore- than ru‘t.c_uen percent of the sample, The

- A ,
' IIJQ‘:‘it’ off this group used a knowledgeable friend or
a - Y
.2 ')

A . * -

. -t I
AT N 9

» v
) - NI {/
!
.
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- ’ .
relative as their first source, while slightly more than

twenty-five percent used the catalog as their first source.

t

More than: fifty percent of this cluster made a burchaae

decision after ut;lliing only one information souéoe? The
members of this cluster who used more than one information

source _are most likely to either consult with a
R .

knowledgeable friend or relative and then visit a retail

store OR visit a retail store . and then .consult with a

knowledgeable ‘friend or relative. fonsumer Reports is

another source utilized by some members of_thia group for

obtaining advice prior to 6hrchaaing. Generally, the advice
P . (
"sought by this group 1is either neutral or personal in

AN hature. ‘ -
The final group of  consumers resulting from the
cluster - analygis was called setler-Provi®ed Information

Seekers due to the nature of information they sought.

f

Newspaper advertising was the most ;ikely first source used

’

. source‘uaeq/firat.‘~l popular search sequence exhibited by

-

3 .followed by a retail sastore visit.: nother popular search
s

-

"Bequence involves the use Qf catalogs followed by either a
betail astore visit or the use of ‘newapaper advbrtiaing.=’?he
members of this cluster, gpo conpriselapdgoxinatoly 13.5% of

. . »”
’;1ihe sample, relied primarily on conn(%oial, seller-provided

‘ information. More apqcifioally, .much of the information
they sought was printed matter. he “evidence presented
~ ' « - , 4 s
-~ . ' . . / v

r

by thi's group; ahd catalogs were the second most 1likely

meppers of this qlueber is the use of newspaper advertising -

k4

“
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supports the hypothesis tpat' there is a small number of
distinctly: different sequential patterns of information
search for a durable good. The analysis suggests that the
clustering method 1is reliable and that the clusters are

relatively stable. The search profiles orueach cluster seenm

to be logical, reasonable, and distinctive.

Researoh Queation 1a

Research Question ta was atated as follows: 'Giveﬁ the

" use of an information source in the prepurchase external

search sequence, wili other sources possess varying

probabilities of ooodrring next in the sequencd?' Stated as

Al

a null hypothesis thia would read: " Bach ot the infornation“

sources has an equal chanoe of occurring at elbb stepr of the
prepurchase searqh bequehcq.' ' A trangition naQrix ‘was
constructed so that all twb-angoe search a;quencea could be
recorded. The chi-square statistic ocould ﬁotlgb caloulated
because the rfeqdencies of such a large prop@rtiqn of the
cells were less than five, This problem was due ‘to the
relatively anali sanple size and the correapondipg small

number of transitions that were exhibited by the sample.

There were npot enough transitions in total to allow each

_cell to have a frequency -of five, and the null hypothesis

stated that all transitions uould_ane an .equal ohan;p/ﬁr

oocurring (i1.e., equal oeil frequency). Hbvever; some two-~

source transitions had relatively  high r}oquenoiea,

indicating a small number of common search sequences.- _
“»

‘ -



A 251

The ‘top five most frequently used sources 4n‘order are:

Al

(1) personal visit to a retail store, (5) Consumer Reportsa
,’nagazinef (3) oatalgﬁa. (h)‘ knowledéeable friend or
relative, and (5)_ newspaper advertising. The sources that
were found to be used as the firag source noat\Trequently
were: (1) a personal visit to a retail store, (2) Consumer
Reports magazine, (3) nequaper advertising, (4) catalogs,
and (5) a knoulédsegblentrienJ or relative. Hﬁb}eas fhe
personal ‘viait to a retail store was “bv far the wmost
frequently used last sourgce before a purchase decision is
made, knowledgeable friérnds or ;olatives were also used as a
last source by ten percent of the sample.
There were teén transitions ihat each comprised atlleaat
3.5 of the 235 two-source transitions. There were fifty-
six possible two-source transitions, and the ten tranaitio;
types accounted for overg 618 of all of- the two-source
“Ptransitions. ‘ * {
The ten most common information search transitions were:
(1) ocatalogs to personal visit to ;ecail store
(2) catalogs to newspaper advertising
. (3) perggnal Vlsié to retail store to knowledgeabdble
friend or relative | | -
(4). personal viait to retail store to Conaumer Reporta

Ragazine

1

(5) newspaper advertising to personal viait'ﬁp retail

store

“
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(6) newspaper advertising to knowledgehble friend or

relative

(7) knowledgeable friend or éel;tive,to personal visit
- . to retail store .
‘ (8) Qﬂnjnl§1_3123111 magazine to catalogs 2

(b) Consumer Reports magazine to personal visit to-

retail store

(10) ghngnlgz_jgggz&g,llgazine to knowledgeable friend
‘ or relative.

Search paths were also diagrammed in tree-like  fashion,

a

and their probabilities of occurring were calculated. These
search paths, which depiotdd entire search sequences rather

than sequences . of only two sources, olearly show the

Ay

disproportionate uie of the eight intornat;od'aouroea.

Given all of the above ovidengé,,noaebroh-Quoatioq 1a

2

results in the tentative answer that adne aourceé are indeed

a

likely to be followed by the use of other specific scirces.

It appears that brenurohaae* information is . not.

random, that prepurchase iurorittion searach 1a~burpoaivo,
and that there are certain sequences of aoufca’uange that

appear to bé followed in greater proportion than they would

[

be expeoted tb.by chance.

L3

l 17

Research Question 1b atigea: "Is the us( of d;frorodt

3

‘au}ﬁenthl patterns of external search for a durable g"ood

related to one or more demographic, socioeconomio, and/or

-

bayohplogioal~var1ablo(a)?' When data are .entered into a

t, »
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cluster analysis computer program, the program will result
in the clustering of the cases. However, this does not mean
that the clusters are meaningful, logical or comprehensible.
In order to }urbher validate the.cluateriné ésaigqments,'it
was {mportant to oros?-tabulate cluster membersh'ip~ with
other data ocollected in the study to see 1if particular
search strategies are associtted'with other characteristics
of the consumer. Nonparametric statistics  were used for
determining whether the relationships were significant.

T First, otpher search variables that were not used for

_ clustering purposes were cross~-tabulated with. oluster’
membership’ in an effort to determine if there were any
gigniticant.rélationships. Almost all of the other search
variables measured in this study were significantly rel;ted
to cluster membership. Hhere{s the search variables used
for clustering purposes were p}inarily relatéd to sequence
of &search, the variable; that were cross-tabulated ‘with
cluster menb?rship were primarily contené-or-dearoh and
depth-of-search variables. By 1looking at the chi-square
significance level comsined with Lambda and }he Uncertainty
Coe(ficient; it was determined that three vgriablei are most
closely asaooi;ted with the cluster assignments; they are.
the number of different information sources used, Ghethor
Conauper Reports nagazine'waa ysed, and whether the catalog
source yaa used. Neither the ftoro where the television was

* purchased nor the brand purchased were significantly related

to ocluster membership.

/

-
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N ..
Members of the Variety Information Seeker cluster

seemed to: use a greater than median number of information
sources, exhibited a greater depth of search, and asked more
than the median number of questions ét retail stores. They

also tended to visit more stores, consult more friends and

- ’

~relatives, ask more questions of friends and relatives, and

ask more questions : over the telephone than the other

-

cluaters.

‘Heﬁbepé of the Pne-Source Shopper cluster appeared to

be b;lod the media on all ‘information-seeking behavior.

r . . .
tion Intensive Shopper cluster used
more tﬁan the 'median: number of catdalogs and information
sources, and they exhibited h:greateﬁ'than median depth of

search.

Members of the ‘Advice Seeker ciuster £ended to use more

‘' magazines, Yellow Pages, and fr;ends and relatives than the

majority of other consumers. They also tend to ask the most

questions of friends and relatives.

Members of the Seller-PrBvided Information Seqker

cluster used more than the median number of catalogs,

exhibited a greater than median depth of search, and’aakad
more than the nedian: number of qdeatioha ail the retail
store, They also t;nded to visit nmore stores-

Hence, this analysis a;égeats thaﬁ the five clusters
that were developed from search sequence data are related to
other search variables that describe the content and depth

~-
of search.
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The fivé clusters wédre also cross~-tabulated with a
number’ bf individual variables in an effort to provide
evidence of external validity and sugport for Hypothes@g
Number 'TWO. Chi-square analysis found '/signifioant
relationshi;s between clusger membership‘and age of youngest
child, educational level, and type of decision process used.
The  median test resﬁited in a significant relationship
between cluster membership and age, age of youngest child,
and educational level. The One-Source Shoppers tended to be
older than the median and had children who were older than,
the median. ’ Members of the Variet; Information Seeker
cluster and the Information Intensive Shopper cluster tended
to have aqhieved higher than median education levels. The
Information Intensive Shoppers also tended to earn higher
than median housefliold incomes.

With respéct to decision process, it app;ars that
members of the One-Source Shopper and Advice Seeker clusters
were most likely to have made up their ' minds before
beginnink their search for new information.. The Variety
Information Seekers and the Information Intensive Shoppers
tended to search first, make a choiée about what brand to
buy, and then maké a choice about the store from which to
buy. The Seller-Provided Information Seekers were most
likely to search and make a choice aﬁout brand and store
simultaneously.

Attitudinal information was also obtained from the

subjects in this study, and this data was qroaa-tabulateé



~u1tﬁ cluster membership. The Eesults of a Kluskal-wallis

-
AR

One-way analysis of variance by ranks yielded eight

significant differences out of twenty-seven attitudinal

items. There waa‘a significant difference between the means:

of the clusters on the ease of acquiring information from:
catalogs, Yéllow Pages, store visits, ahd newspaper
advertising. It appears, however, that .tbe consumer's
perception of'ease of aoquiripg information may have little
to do with whether s/he uses an information source. The

Seller-Provided Information Seekers seemed to have rated

magazines significantly highqr'thén the members of the'other.

olusiera, but they did not seem to make use of this souboe.

to a greater degree. Interestingly, the two clusters

exhibiting the shortest search . sequence rated the

"Importance of Making thi Right Decision™ significantly more
important than tﬁe members of the other clusters. The One-
Source Shoppers also rated the "Importance of Stdré
Reputation® significantly more impcrtant than Qegbers of the
other olusters. This corresponds with the fact that the
Bnly source used”by many of the One-Source Shoppers is the
retail store, Hh?n they rely so heavily on only one source,
the reputation of that source is extrehely important,.

Given the significant r?lationships between cluster
~nenberahip and demographic, socioeconomic, and psychological
variables, it appearakthat one can respond to the research
question poaiti&ely. Some'of the individual variables were

related to cluster membership. - .

en
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Bypothesis Number Onpe

Hypothesis Nuqber One ~stated that ;Infoﬁnatiod from
information sources that are perceived as being the-least
costly in terms of effort‘uill be acquired first during the
consumer's external search." Subjeocts were categorized intos
two groups based upon whether or not they used the source
firast that they rated easiest to.locate. The chi-aquqro
statistic was calculated, and the signifiéanf results
suggest that the subjects in this séddy were likely tq’uae
the source that thei perceived to be easiest to locate first
1n> gheir sea;cﬁ sequences. Over sixty percent of the
subjects in this study used the source they evaluated as
easiest t; locate first®in their search sequences. Hencﬁ,
it appears khat ease of_acquiring in(ormation is associated
with its ear;y acquisition in the search process.

Hypothesis Number Two was stated as follows:
®"Information sources that are‘perdeived as being the:most
useful will hel accessed " first during the prqpub;hase
exégrnal search for _durable goods," SubJecta‘ were
categorized into two éroupa based upon whether o; not they
uaed‘tBe source first that they rated as being the -most
useful. The chi-square statistioc was calculated, and the’
significant results suggest that the subjects in this atud&
were likely to use the source that they perceived to be the
most useful first in their search aequenoaé. - This

»

.particular attitude statement was given to the respondents
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twice--before and after. tﬁe computer-simulated ' purchasing
‘task, 31xt§-six percent of the subjects used the source
they rated most useful first in their sedrch sgquences on

the before measurement; while seventy-one percent of the

"

subjects in the post-measurement used the source they rated
most useful first in their search aeqﬁenoes. It appears,

then, that the consumer's choice of first information source

is strongly associated with his/her perception of the

usefulness of that information source. In a comparison of

v

the results of Hypotheses One add Two, the data suggest that
consumers would be more 1likely to use a source that |{is

perceived to be "most useful™ before using a source that is

—

pérceived to be léaay to locate." The marketer would be

hY
]

A Pl !
wise, therefore, to nake Gv%eful information as easy to

locate and acquirs as possible.

Hypqthcsis,ﬂunber Three can be stated: "Sellér'-provided
1?rornationfaourcea will be the most frequently used type 9(
information source during pfepurohase external search ?oh
durable goodsf{ This hypothesis was not supported by the
empirical Ea colleoted’in this study. There appeared to
be a a:?ahtly lower . proportion of seller-provided
information sources used than they oasecur in the qpopping
environment. It should be noted, however, that over 70% of

the 1nroruationlaourous used were aeller—providgd souroces,
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Hypothesis Number Four was ;tated as follows: *The
presence of a neutral source in a conaunér'q search sequence
will be associated with a longer, more extensive search.™

The neutral source referred 'to in this ’hypothesia was

Consumer Reports mag}azine. Subjects were divided into two

groups on the basis of whet!:er‘ or not they used CONSUMER
REPORTS in thelir 1r;tormation searches. The mean number of
sources used by the two groups was calculated, and the
difference between the two means was found to be significant
and in the ;Sredicted direction. Her(xce, the data suggest
t'.bat. oonaumera who do use _Q,g_nwn_.j}_g{_;;_m pagazine do seem
t.os be.receptive to more prepurchase information and do seem

to utilize Mdive?%e types of information sources.

That completes the summary of the outcomes of the

*resaarch. © We will now turn 6ur, attention to th\e practical

implications of this research for x'narketing managers.

Inplioationa For Harkhting Hanagers

\

The reaearoh findings from t:Ms study aug}est that

consumers use different. sequential search stra&egiea for
TN ,

& acquiring information prior tofpurcha\ging a durable good.

These search strategies differ in tq’rns of the type.and

v

pumber of kinrornation sources used!’ au well as in terms of

bhe sequenc; in which the sources w‘qre adpvse\d_.\\ The data
\

also suggest that some information sour’\es\Sav greater

’

Lk

i

probabilities of being used berore/arter\\o_ sources.
Different search strategies exhibited by consumers point out

the dimportance of marketers developing and using different

-
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marketing , strategies and marketing mixes., A f'diiscuasion
follows on ¢ach of the five consumer sequential aearoh.
strategies, and a marketing atrategy/ni'i is suggested for

reaching each segment. ¢ . oo

-The largest search atratogy segment--the One-Source -
Shoppers--conprise& 36% of t_he~ uain'aanpl-q. Eighty-four
percent of this segnent used only the "personal visit to.

retail satore" sowurce, wit..h the average n.unber of atores

. visited being-slightly more than two. Eight percent of this

segment made & purchase decision 'd’ttep reading newspaper

advertisements, while another eight percent . made their

.

"decision -after reading W —magazine. An

analysis of - this group indicates that they oonduct the least
tlporou'gh searopos and make thg Qquickest’ purchase decisions.

§1’13h’t1y more than 5% orlt.hiva segment ,declded not to ﬁako'a

purchase decision after searching. This may indicate that

some sub,jeqts were confused about the purchasing task or
that thby really did not wish t.go .mako a purchase decision.

_ Compared with the other segnents, the n‘enbera or~ this
segmnent rated“"the importance of making the right purchase
decisfion" and "theliaportanoe of astore reputation™ the
highest (i.e., more inportant) I;z ;tbnr words, it is very
important to nembers of this group that they make good
puro’\aao deoisians, but 4it appears that they depend on .the.

. : i
reputation and expertise of the retailer to help them do

that. “This 1is supported by the fact that HJS of this
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segment "bought®™ a color felevision from a speoialty

television/furniture store. About thirty percent of th¥s

1}

segment "purchased® from Sears and Montgomery Wards, while’
-1 -

about 25% of this segmant - "bought™ from K Mart or Zayres

ot

(discount stores). Hence, a large proportion of this

- u L)
segment. buy from the type of store where they can get good
. .

advice, information, and after-sales service. Coapared with
. . . { '

the other segments, members of this segment rated the retail

store visit as being relatively edsy to acquire 1nfor-atio§'

from. Members of the One-~Source Shopper group also rated
i N3
newspaper advertising as being an easy source from which to

acquire information. Generally "speaking, members of this
segnent f;e older; have older, but fewer children; have
attained a lower level °of education, possess lesas purchaaing

" experience; and have lower household 1ncone§r As a group,

?

they indicated thay were most likely to have =made up their

ninds before searohing ror nev,inrarnation. .
o P . /!
arket 3 -

shoppers. . This eearc? strategy 1ndicatea that the nnrgptgr

. o .
desiring to reach tho largeat segnent would 'chooses to
. . . . [
attract membdbers of the One-Source Shoppgf segment by-uains
.,¢

the following uarketing atrategy ' FirsQJ/»&ht retailer

should possess oredibility as a atohomxﬁat specializes in
the barticular producn catagovy. Part 50{ tho-'atore 's
poputation for expertiao usually roaulta from tho pﬁosonoc

of a weli-trained service department and a aolid ;uar&ntoou

N [4
The product 1line may. iniludo several wmodels from one

” ',

-
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,. \\, : . . ’ ~

S

. ‘
manufactur, ‘or a smaller number of mogels frod several

inmu!‘actm'er"a ‘f‘hd-o!‘t‘ering is .usually deeper than the

ofreringgot other typea of stores. This type of store need

/not. be looated in a a@opping mall with:  heavy traffic' it

[ / -
might b.. Yocated in a downtown or out of-the-way location

»

'beeauae 1t appeara that consumers will go out of their way

‘t.‘o obknin the/ expertiae ot‘t‘ered by this type of store.

Q

,;hia type or store is often promoted by aatisfied
cuatoﬁeu Ihrough word or nouth. Howevex", some adver‘tising

-uat ‘be done, agd noyapaper advertising is probably t:he most
‘p'r;ductiv:. “rh’e adv'ertiaing will “be nodest.r It may consist
o{-f’r‘o‘gular é\laasit;‘te’d‘ ad.v'ert.ising orj smal peri/o,dic dfiblay

v : Zroug'h _television

V

apoclaltylsto‘raaaaill be well -known name brands, orten ‘e

beat. selling /es 1-n the inéustry. Thus, consune'rs need\
L]

not." be sold on ‘t.he reputauons of the branda carried by

. C el

auch'\atorea. Frice dcoea not poar to. br—overly important

t.o the' cuntoiers of this type ot‘ store. ’rhoy appear to be
4 v 1 \

Nlling to pay ‘t'h_o price 1in order;‘ to ebtain the assurance '

. . . T 4 i . . , \ ‘ Y
that - they are® getting a high qualfty, pame brand 'g‘roduot

r

, a -~ 3 - , "t.'. . . ' . . +
" that {s backed by axgood warranty,, and a qualified }ervice‘

“department. In lddition. 1t ia\ﬁ’-is type of stgre that s

- -
lpnt‘nkely t.o“nke in eid television sets on trade-in

“cnta. Thia;typc of atoré»nay ve clegranoc sales,
’P

but only ooouaionul\y to oln,r out 'old stock qr :to keep the

name of tho‘rotntlor in the public's eye. 'S oo
’ "' 4 ! » : ’ ) !
. 5 ' " 'd o - N
. . , A
: S Y R .
i ) ¢
. ‘ )
¢ ‘ . . . ’
3! . . AN i
] » / LI e ". ﬂ.
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Personal selling is the key to the success of this type
! - gfd;peciaity‘ptore. While - it 4is very important* for the
silespers;(bﬁéfbe knowledg;able aboyt the procht category,
R it is pore important that ihefaalesberson convey the message
f:;t "when you .buy fnod!ns! we take the worry and. the riQk
ou$ of television purchaae%." 'The?E‘nger shoppers may not
be able to understand the technicas nature of this product:
80 they will place theif "faith in the expert;, b;§§ is, the
saiespecple‘in the store zbab specializes 1in this tgfe of
;roduot. fhey are drawn to the store bﬁxéta reputation, and
then they rely on the b‘;ndlﬁnames cagkied, the personal
@.e'{“vice ‘a\'qd assurance; they receive in the storpe, and the

promises of good after-sales service Lo help them to make a

purchase degision. .

-~ ' i R 4
.  Yariety Informat{®n Seeker Profile { ”
. The second largest segment of consumers found in this

. study were labelled the Variety Information Seekers, and

they comprised 26% of the sample. This segment appeared to

~

A seek out a variety of different types of sources, with all

L]

of-the members of this segment using,at least two different
sources, The mean mumber of sources used by this segment

a

‘was*2.88. Forty-four percent of thi§ segment began their

' o - . »
_séirches by using Copnsumer Reports magazine, while thirty-

L4 nine ‘percent made a personal vi{it to a retail store first.

e ‘Fifteen percent of this segment. began their searches by
, “ ~looking at newspaper advertising.
A S ' | . oo ’ ) .
’ ! ., v, 7}" s ! * ’
7 ¥ ' ‘ r l
a b

ot 3 .
: % . .
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1

‘ . i COnaunora” using Consuymer Reports first will be most

, P likely to make a personal visit to-a retail store second and
_//_ half as likely to use th:'rriend'or relative source second.
Consumers uaihg the retail store visit first are almost

(=4 * . a ‘

J‘u@lly as likely to use the friqnd/reliiive source  or

\ Conpuper Reports magazine second. The use of the newquper

sburce1 is most 1likely to be followed by the use of the
{

friend or relative soufoce, while the use of.bhe friend or

rd

\4%2;rmlat1venaqurce is most likal} to be folloWed by a retail

store visit, ¢

The members of this segﬁént tend to be well educat;d;

they are most likely to have a bachelors or graduate degree.
«

Their age 1is younger,K thyn the median, the age of their
) youngest child is below the nqdian.'their household income

4 ] is below “the median, and they possess purchasing experience

¢y

below the fedian. The largest proportion ot'this segment
indicated that they tJ;d to oénduct their information search

first, which 1s followed by a brand choice, and then a store

* -

choice.
The menmbers of this segnentlvisited the‘i;pseat number
of stores, with the mean nuﬁper of stores v&aited by this

ueglelt being 2.83. Members of this segment also asked more
"§
‘questions than average at the retail stores, This segnent

,,a*eo raged brand reputation as being more important than‘the

» . ‘ ¥ 4
other aﬂFlenta rated 1it. This may explain the heavy inter-

store search. Perhaps these ogg:unera.are‘ne’rohing from

0

- store to store to find the brand with ‘the best reputatlon or

1
> . ~
. . ’

A

'



265

»

ﬁérhapa they are searching frome store to store to }1nd th;
best price or service on a particular brand with a gooq
reputation.

Members of this aeqnont preferred store types in the

following ogder: (1) television specialty stores, (2) Wards
and Se;ra,‘ and (3)L K Mart and Zayres - diaoouné stores.
Since Wards ‘has’ begul’ offering a fiumber of name brand
televisions (such as Sony and Panasonic) in addition to its
Wards brand, consumers are probably 601n§ more comparison

ahopb&ng there. \\At the time of this study, Sears sold

telévisions under the Sears brand name only.
L }

, Seekers. This type of shopper is attracted primarily by a
»

brand name product, but gives evidence that service may also
be important. The_VQriety Information Seekers utilize’ three
different types. of informatiom source;: commercial,
personal, and neutrél sources, A néutral soufce--ggngnngn
Reports nagazin;--uas heavily used by members of this
segment as either the fi;at or second source used. It 1is
brgnd-ori nted, and does not mention scores unless a_ store

.

brand is being rated. The personal source--knowledgeable
V4

friends or relatives--was wused by a large number of

consumers in this segment, Two commercilal sources--retail

store visits and newspaper advertising--were also frequently

used by thi’roup. By looking at the combination 6fr

information sources used by members of this segment, it

appears that they are seeking. a more balanced view of what

4 '

{

»

- {
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the market has to offer. A major thrust of the marketing
strategy for appeaiing to this segment ig to build a quality
product that will be highly rated by the consumer rating
uagazinea? Singce a hiéh proportion of ¢this aeg:tnt reads
such magazines early .1n their information searches, if a
\brand 1s not rated well then the consumer will .not coﬁsiéer
it further. After building a quality produ;t, it becomes
important for th§ manufacturer to bduild a quality product
reputation, since that is what is most -important to these
consumers, IThere!‘ore, manufacturers will want $o 1nplene£t
national advertising to promote the brand.  They =may also
wish to motivate their dealers- to do Joint co-0p
advertising, particularly since these consumers seem to do a
lot of inter-~store search. The salespeople employed by
these dealers muat be knowledgeable, since the consumers in
this segment are well educated, and they cpnduot soﬁewhat
thorough searches. A good brand reputation 1is important
because it will ;e discussed when a knowledgeable friend or
relative is asked for advioe.v

The manufacturer of televisions t;rgeted at this
segment will distribute to ‘noré retailers than the
manufacturer targetihg the One-Source Shoppers., The Variety
Information Seekers will shop from store to atore,‘ and
inter-store competition is,stronger. Hengf, the product may
need to be available in 'televiaion specialty stores and

national chain stores to satisfy the Variety Information
. -

(Seeker's need to shop and compare before’ buying.

ki

L0
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. ,
Furfhernore, the retailers should be located relatively near
to each other to facilitate comparison shopping. The
national chain stores will prdbabdbly not carry as deep a line
of televisions as the television specialty stores, but their

A

offerings méy be broader representing a larger number of

.,

-~

manufacturers. Due to the greater cémpetition among dealers
. ~ )
serving this segment, prices will ofterd be used as a point

of differentiation and will, therefore, tend to be monre

f
Lo

competitive.
Advice-Seeker Profile .

The Advice Seeker segment fs the third largést consumer
, group, representing 1§é5$ of the sample. Slightly more than
one-half of this group used only oge source of information.
The members or.this segment were most likely to begin their
information searches by obtaining advice from . a
knowledgeable friend or relative (42% of sample). Howéver,
about one-quarter of the segment began' their searches by
consulting a catalog, about thirteen percent used the Yellow
Pages first, ten percent used magazine advertising first,
and ten percent made a telephone call to a retail store
first.

The most 1likely sequence between tWo iérornation
sources for this group is the use of a friend or relative
followed by a personal visit to a retail store. Slightly
less likely is the reverse of that sequence, wgioh is the

transition. from retail store to knowledgeable friend or

relative. The transition from Copsumer Reports to atore was

€
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also in evidence for this group. Interestingly, this
P
segment scored highest on the statement measuring enjoyment

4 N

of shopping, but they exhibited the 1least inter-store
search. The mean number of stores shopped was one. They

also indicated that they did not perceive much difference

between the offerings of stores for this product category.

Store‘reputation was not as important to this group as ‘the
importance of making the riéht decision. ‘

This segment cah be characterized as being mosat likely
to have a high scgool diploma. They fell below the median
on the following: age, number of children,iige of youngest
chilq} education level, amount of purchasing experience and
household income. The largest nuamber of consumer; in this
group indicated that they had made up their minds before
they began searching for new information. This group
preferred to shop at Sears and Montgomery Wardas by a large
margin (i.e., approximately 45% "bought"™ there). Discount
stores were second in importance to this group (23%),
followed by television specialty stores (16%) and catalog
houses (13%).

This segment exhibited the greatest use of magazines,

Yellow Pages, and'knowledgeable friends and relatives. They

asked mare questions of friends and relatives than membérs

‘of the other segments did. They appeared to rely more on

the advice friends and reélatives either alone or in

combination with Consumer Reports magazine,'oataIOgs, Yellow

Pages, or magazine advertising.
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Marketing Strategy for Appealing to Advice Seekers ’

o

The key 'to reaching this segment is establishing and
promoéing positﬁye word-of-mouth ,codmunioations‘ among
consumers. Par% of this task involves determi&ing who the
- opinion leaders are so they specifically .can be reached.
These opinion leaders probably serve as sources of

information about which brand to bu} as well as from which

store to buy. . Since the members of this segment did not

-
.

seem to think there was much difference between étorea, it
is the retailer's job to differentiate his store from other
stores. The manufacturer will need to promote the brand, .
its reputation, and 1its features. The store, particularly
the lirgé.naaional chain store like Sears, will need to tell
consumers what they offer that is unique to that store. For
, example, Montgomery Wards might tell consumers that 1t
offers both the Wards .brand as well as natioﬁally-known
brands, reasonable prices, after-sales aservice, sqrvice

/
contracts, credit, and good warranties.

A
It appears that some amount of newspaper advertising
might be nécessary. Advertising inserts in the hewspaper

might also reinforce the consumer's perception of quality

and value. This may positively influence word-of-mouth
communications. It is also important that the retai{er
advertise in the  Yellow Pages. ’ In addition, the

manufacturer will need to ensure that the product }s well

made 80 that it 1s rated highly in the consumer rating

magazines. These consumers will frequently take the advice-
. !

A
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giver's suggestion literally and buy the brand auggested:

Henoce, it is important that the advioce givers

(friende/relptivea and gConsuger Reports) are providing

=

positive and consistent advice regarding products.

Judging from ‘the typ#a of stores where members of this
segnent purohaaed; it appgara that price is somewhat
important to these consumers. The availability.of credit
from these national chain stores might also be a factor in
the burohasg decisions of this segment. The location of
these stores is not of utmost dimportance because the
consumers seem to shop where they are advised to shop.
However, many national chains and discount chains are
located in regiogal or local .shopping malls, These stores
may use two different strategies with’reapect to product
mix. First, they may decide Eo carry only the astore brand,
but to carry a very deep selection of store brands. Second,
they may dec;de to carry both store brand and national
brands, but the_assortment nay not be as deep. It appears

\

that the ‘latter strategy is being. implemented more widely

‘today. >

Hence, to reach the advice seekers. the firm must be
sure that the advice givers are armed 'with plenty of
positive information to pass along. This means
communicating with former customers and opinion leaders as
well as ensuring that Fhe proéuot is of high quality so that
1£ will be evaluated highly by the ratings organizaﬁ*ona.

Since these oonsumers visit only one retail sto}e, the
\
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retail agleaperson ;ho hears the customer say, ."My friend
told me to come here for my color television," should make
ev;;y.erront~to be he}pful and to close the sale. That
customer is not likely to have plans to go anywhere else to
"buy.

Seller-Provided Information Seeker Profile

Tﬁe fourth category of séa;oh strategy was entitled the
Seller-PF;vided Information,Seekeﬁ segment, and 1£ compriaea
13.5% of the sample. . All of the members of this segment
used mére than one source of information, with the mean
number of sources for this aeg;l:ent ’being 2.67. Slightly
¥;}w than half of this segment ‘used newspaper advertising as
their first 4information source, ;hile ove; forty percent
used catalogs as their girst source.

The most common search sequence for this segment
1nvolve& the use of newspaper advertising first followed by
a personal visit to a retail store. The second most common
search pattern for this segment involved the use of catalogs
first followed by the use of newspaper advertising. The
third most Qommdn search sequence exhibited by this segment
16v01;ed the used of cataloga‘rollowed by a personal visit
to a retail store. Whereas members of other segments often
began their searches with a .personal visit to a retail
store, the members of this segment'used the retail store
visit primarily'aa their 1last s;urée. The ;ean nunber of

stores visited by this @eguont was 2.6, Sellsr-provided

Information Seekers asked more than the nedi@n number of

Id
'y

. \n "’:ﬁ
- R
. \l‘(a\ 'ﬂ%

.
§ b ] Al
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questions while visiting }etail st?rea. Honqe,_ihaurotaii
store source was used rather intensely.

Members of this'aegnogt are most likely to have a high
school diploma., The segment falls below the median ieaapre
on each of the r0116§153 variables: age, number of opildyan,
amount of purchasing experience, age of ydungoat child,
edu&ahion level, and houaeholdﬂinOOIe. They reported that
they are nqat likely to aeargh for information and then make
a store and brand choice simultaneously. This segment rated
newspapers as the easiest source from which to acquire
informhtion. They rated';tore visits the least useful and
newsapaper advertising as most useful oQt of eisht'aouroas.

One-third of the Seller-provided Information Segkers
made their "purchases®™ from Sears and Montgomery Wards;
approximately 30% 'puréhaaed from discount stores; and about
26% "purchased" from television specialty stores. Oﬂly 11%
'pﬁrohaaed' from a catalog showroun. It stands to reason
that Sears and Wards received the highest proportion of
sales because this segment used catalogs rather heavily.
Since they also reiy' on newspaper advertising to a great
degreej\it is also undengtan;able that they would shop 1in
discount stores, which are generally heavy users of the
newspaper’ advertising medium.

Marketing Jtrategy for Appealing to JSeller-Provided
angxlgﬁign_;mggkgng. In order to reaph this segment of

consumers, the retailer needs to utilize t@o phindry media,

those bdeing négapapor advertising and oatalogs. Those



273,

" stores that do not 6orna11y ‘'use { catalogs might _wish to
‘Bénaider issuing mini-ocatalogs Aor multi-page newspaper
inserts. This segment of oohauners, seqms to rely’ quit;
_heavily on the sel;er for information before bduying. This

reliance’ extdﬁda to the' retail store prepurchase visit.

1
4

While newépappr-adversisidg'or catalogs may be usefui, the
consumer oft%n needs to‘ acqglre n&qe 1nr6rnatioa by
peraoﬁally 1£*pep£ing a product or by askihgjquegtiona of
the retd@l aafeayeraon. f?"

In additiop . to advertising, the ‘ratailer needs a.
capable and'knouledge;blo sales force to olose aales, Once
customers are agt;acted by advgrg&a%ng, the store would not
want to lose them because of incompetent salejpeople. Sinoce
some of these sales may be made by orderiﬁg th;qugh the
catalog, it is also inportant that the order/delivery a}aten
is efficient and that merchandise is handled carefully.

Price ‘appeapa to‘be a major factor 4in the purchases
made by this segment. These consumers are ﬁfcdoninantly
Aational chain or disgount store shoppers, which indicates
thatvthqy are looking for an acceptable lével of quality at
a lower prigce. The fact that they read the newspaper for
advertising is evidence that they may be watching for sales.
They Eated the "importance of making tﬁe right7 decision®
lower than any other segment, which indicates that they wor;

more interested in acquiring a product rather than the best

product.
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" The range of offerings found in national oh‘in stores
(like ward;) and 1n‘diaoounﬁ stores (like Zayres) is usually
duite broad. -In naﬁional.ohain stores, one anight find a
selection of the store brand at varigna price pointsfas well
as a selection of name brand products at various price
points. In discount chains, one is more ;ikeiy to find =
larger nuaber of brands that range from inexpensive to
expensive. * Somewhat untnuiliar‘bﬁandd may be offered at the
low end of the price scale, Consumers do not expect much
dapth in opch,brand'a’line. ' i - \

The stores aselling to this segment u%ll nor-.]i& be
located in highor traffic areas--shopping -;lla. _For the
relniler to bde ablé to sell merchandise at lowver prices,
there muat ba a higher volume to .justify the lower narkupw«v
Since there is s;batantial 1n£ef-atore ‘search, the retailer
needa to be relmtivelg close to other retailers selling
similar merchandise. They apﬁear to determine what 1is
available 1in the -irkotplaoo by gathering a substantial
anoﬁnt of prepurchase information be;oro,vislting any retail

o

atores.
Information Intensive 3Shopper Profile
The smallent ocluster of’ subjebdts comprise the

Information Intensive Shopper segment, whioch was 9% of the

‘sample. Meabers of this group used the most number of

different sources (with a mean of 3.8 information sources),
vhloh is why they were 1labelled "Information Integaive

Shoppers.® :Honoo, they appear to determine what ({is



* ‘educétion level 1s above the median, as 4is their hoqschold

k3
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available and then gather information ubgut the availabdle

brands before returning to the store fGF a last look. The
mean hunber of stores shopped in was®2.3 for this segment.
Bvery member of tﬁia' seirun; saxhibited the source usage
trahaition fronm ggngjlgﬁ_jggggiz magazine to catalog usage.
Other rrequeétly used.tranaition; VQro'b;tuean: (a)fgntaxoga
and stores, (b) catalogs and n;uapKABrx. (o) friend/relative

and store, and (d) newspaper and [friend/relative. They

.appear to utilize quité a ‘variety of ‘information scurcea,

2

but . they all have the Copnasumer ®Réporta source usage {n

.qoamon ., . °

Aitoundingly. this segment rated ,Consaumer Reporta less

useful than. the osher segments rated this magazine.
s ° I4
Information Intensive Shoppers are thq}lqét lifkely cluster

to have a bacholorsh'graduate, or advynaed degree. Their

°

income, They are younger than @Be median ugo, and thelr

,youn;eat ohild is likely to be twelve ‘years old or younger.

They say they lro most- 11koly to aoarch ror lafqr-nt&pn,N

msake a brand choioo, and then '‘make aﬁﬁtqro choicoé Porty—

one -percent _of tpia group "purchased®" fros a Lelivlsxon

v
¢

specialty store, while thirty-seven porcont'ﬂpurohaaoh' from

H‘rds or. Sears, and fifteen percent 'punchuaod"tron K Mart

¥ . .
or Zayres. . One cannot de sure, but. one might gueas that the

télevision " apecialty stores are where the dest-rated
L2 | ’

telavisions are sold. ‘Furthermore, the ocatalog users sust

g0 to the stores 1issuing tho\cltalo.l (Sears an( Vards).
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Since there was a good -deal of catalog browsing by subjects’

3 - '} «

iin this segment, it is reasonable to expect that a high"

s

proportion of these consumers would make a purchase from a

store that sells by catalog.
LY -

S 4
o,

r

[ . ¢

appear to be highiy involved in the purchase. They rely on

a npumber of different’ information sources +1involved in the
- .

purchase, partioul&rly since they rely -on a number of
‘ - ! «

different information spuroeé._ They are most likely to shop
at, and purchase from, a television specialty store or a

national chain store. Discount -stores'and catalog showrooms

did not hold great: appeal for this segment,.

Once again, the product must ‘be one with the highest

¢ .
quality because it must have a good rating in Consumer
Repeorts or anothér consumer rating mégazine. This |1is

because the entire group relies on this neutral source early
in the decision process, The ;etail stores must stock the
best~-rated produdts to ‘appeal to this group. The reteiier
must hire knowledggabkn ealespeople to deal with this better

educated group of consumers. Since the members or this

group have higher than average household 1ncomes, they can

afford the t%rjor the-line products. They will underatlnd
that one must pay more to get 4 ‘superjor product; ‘}hat
4

bet#er’produoté usually last 'longer; that better products

are an investment.
, .
. |

Intensive Shoppers. . The Information Inteqs&vq Shoppers' o

EL
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Both national brand advertising and retail advertising

are necessary to reach and gonvince this segment. They must

be made aware that certain brands are more reputable and-

'S 4

*

deSiréble than others, That is the Job'of the manufacturer,
. ?

-
w

The reta%éer must ad«ertise ih the local, neyspapers to
- . . , ?

x

bring these consumers to his store. Newspaper advertising

must convince consumers that a partiéular stote offers thé

the best after-sales

selection of ’‘products with

service, guarantee, trade-in deals, ete. n'Catalogs are

essential for national chain stores Becau;e they do a large

proportion of tﬁeir business through direct-mail marketing.

.~

Word-of-mouth cOmmunications betweeﬁkbonsumers 15 also an

\ i~
segment's purchase decisions.
]

Similar to the variety information seekérs,‘ this .segment

important influence on this

uses: (a) personal. sburcgs, (b) neutral sources, and -(c)

sources of information prior to

commercial purchasing a

durable good. ' /’ .

: : ! . '
The television s(fcialqy store need not be located in

7’
e

an expensive shopping céﬁf;r; rather, it can be located in a

[}

downtown business district with significantly less traffic.
This 1is, ofacbur§e, due to the fact that these informatio;
seekers will ‘purposely seek them Jut:‘ However, national
ohain stqres need more traffic and higher visibility to be
suéceasfulL In order to summarize the marketing stratqgieé’
for reaching the five search atrateé{ segments that have

-

been described ﬁere, Figure 11 1is prbvided. 4
» - ot

~




Figure 11.

Consumers with Different Search Sérategies
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Summary of Marketing Strategies for Reaching
\J

Search Strategy Price Promotion Place Produoct
Segment Element Element Element Element
One-Source Mod "~ -/ WordZof- "High™™ -~ Deeper
Shoppers High mouth Traffic Produagt
Price Newspaper Area not Line
Salespeople Essential - :

Variety ' Mod. Brand Higher Broad

Information . Price adv. Traffic and
Sedkers Dealer aréa Deep

co-0p needed lines’
Salespeople v
Advice Mod. Word-of=- Location Lines
Seekers Price Mouth may hot bé Broader
Consumer as imp. than
Reports due ' to the deep
‘Stores need importance
to differ~ of advice
entiate '

Seller- Lower Newspaper High- Lines
Provided Priced adv. Traffio Broader
Information Catalogs Malls than
Seekers Salespeople _ deep

Information Higher Consumer Both Low Deeper

Intensive Priced ~ Reports and High Product
*Shoppers ‘ . Catalogs = Traffic Lines
) \ Store Visits Areas
"Salespeople
Advertising

Wordéof-ﬂoutp
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A

Several other researoh que;tions were investigated in
this research which may have implioatiGns for m;rketing
"ma;agera. They will be“discussea below. »

Research Question 1a holds very important implications

for marketing manageré at botp\thelretailer and manufacturer

levels. The data‘suggest::.?}rtjsome informatien sources,

- N \I\Q_'

are more likely to ococur before/after other information

sources., Whereas bhe'personal visit to the retail sigre is

the most frequently used source as the first source used, as

the last source used, and in overall use, one wohlq expect
that it‘wouldf$e a part of the most frequently exhibited
two-source search sgquenoes. a The personal visito to the
retail store was involved 1in sixby percent of the ten most
fregueﬁt Fwo-squroe sequenc?s. for a ’largg numbér of
people, the retail store visit was the oquJsourbe uéed to
make a purchase decisignn .For - many others, it wgé th; last

source used in order to make a purchase .decision. For some

others, it was the first place to gather information againat‘

~which further information would be compared and evaluated.

The implication for manufacturers is that they. should

r

build a strong dealer network because .the retail outlet.is a

mgjor 1nformapion source for most consumers, Distribution

.policyyand,atrategy should be established with this in mind.

*

Brand advertising oohbineq with a listing of the authorized
dealers in an area makes good sense from the. manufacturer's

point of view., It reinforces the brand-image while, at the

B
* w
.
I .
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same time, informiné oonsumeré where the brand is available.

e

The ’1mplioation,.rdr the retailer of color televisions is

that when most consumers enter the retail store they may be

~

close to making the purchase decision. The data from this

]

‘study suggest that consumers are much more likely to end

~

(than start) their information searghes at a.retail store.
Hence, it 1is extremely important that the retailer hire

salespeople who can determine their oustomers' needs and

)

offer the right product to meet. their needs.

‘Many retail stores probably 1lose sales unnecessarily
through the incompetence or'ignorance of their sales’ help or

by not even hiring specific salespeople to handle the sale

of'big-ticke; items. One of the most important elements of

the retailer's marketing mix for durable goods is personal

~

‘-selling. These salespeople require thonouéh and frequent
séleg gnd product training as well as a compenédéion plan -
that rewards them forrgpod pprforgance. Too often retail
salespeople are' paid a ’sala;y phat is too low 'to. r;tain
those who are good at tﬁeir Jobs. Retailers may nged to do
more 1in the areas of rqcruiiing, training, and rewarQing
those ﬁeople in the ‘durable goods sales force, It seems a

L}

shame, but the retailer often iodeé sales Jjust at the point

~

where é good salespérson could be turning the situation into
a gale. The importanoé }u‘ personal selling on the retail
level for rzlatively expensive and/or complex durable goods

{
cannot be overemphasized.
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The meat frequently exhibited complehe ‘inéqrmation'
eeareh‘ sequences were presented in Chapter 6, and ‘their
'1mplioations for marketing managera will be discussed next.
Au the data have shown previously, the use of the personal
vieit to the retai; store(s).was the most popular _search
strategy, with apout one’in)three people.using'only this
source. 6noe again, thia'reinforoes the importance of the
- retail store environment and personnel as a source of
preﬁurchase 1hforqation for a dureble gooe. o

The _search path . with almost a 6% probability of
ocourring‘involved only the use of the knowledgeable friend
or relative ° soproe. This certainly points tout the
importanoe of word of mouth since these consumers made up
-their minds based only on what a’ f'riend or relative told
them. It is important to be in touch with your customers to
be sure they ere satisfied witp your produots.beoause their
positive wqrd of mouth ocam produce additional ruéure sales.
Satiefied customers are kept satisfied ﬁhrough the. sale of
products with ooneistent quality and effioieht userviee.

o

Good management of~theee qualities is essential over tipe.

» The ‘search path with/alightly-over 5% probebility of
oeourring involved Bnly the use of store catalogs, such as
Sears or Wards catalogs, ?he search path involving first
the qatelog source and then the retail store visit had over
1,6% probability of occurring. It seems as though oetalogs

provide enough descriptive ocopy and photographs for some

people so that they are confident enough to make a purchase

o
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decision without personaily examining the product. fOther
consumers may narrow down the products or brands they would

'\consider buying by first viewing them and reading about them
P [

in a catalog. Then they will visit the retail store to

inspect a smaller number of items in which/ 'they are

intereaéed. They may also have'questions to ask the retail

salesﬁﬁrson during their store visit. They negd additional

information that . they ‘gproeive only a store visit can

- N
provide. . - ’

However, 1t 1is the practice of'many atalog marketers

v

to offer a strong guarantee so that the fustomer knows the

product can be returned if .it {is not; atisfactory. This

type of strong guarantee/warranty migh

stores in an effort to 4instill greater prepurchase

t

confidence im-—the buyer and'to_réd ce the amount of post-
purchase cognitive dissonance a the same timé. . gne

successful color television deal offered his own warranty

EUey , A
“Cefms, ., which were longer an

(
manufacturer's warranty. This

more inclusive than the
e

-

both the dealer and the:brén bec&use:Qhe customer sees that

the dealer possesses s0 mu 'éonfidencéggﬁ'the manufactured

» IRy ’
acks it and is Willing to extend

brand that he personally
Py ) N - o .
'the warranty coverage.

. ‘ s .
Another search -path with slightly more than a 5%

'probability of ococurring begins with the use of newspaper

>

adﬁertising and 92?3 with a retail sto}e visft.' There 1is
also the search ath tha} involves only }he‘use'of the

s
'
/

be adoﬁteé\hy retail

practice builds confidence in
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newspapér advertising source, with about a 3.7% probability
of ' ocourring. Another search pafh involving first
newspaper advertising, .then a knowledgeable friend or
relative!‘and then a retail store visit -had approximately
[\\\61 ~chance of ooccurring. New;paber advertising 1is ”g

frequently used information- source by consumers of .all

types of goods. : S

*
hY

When the ads qf, several retailers abpear, in phe
newspaper, the consumer 1is ofteh able to compare produéts
and storig without ever going to the store. It 1is poésible
that a partioular advertisement may stimulate the consumer's
1nter93t and help him/her to recognize that a need exist
and\that the reéailer or the retailer's nrodu;t can hélp to
satisfy that' need. Perhaﬁs the reta’tler's ad is properly
targeted to a specifdc ‘market with the appropriate benefits,
products, prices, and services offered. ‘

‘However, it .is also possible that there are ‘some-
consumers who scan the newspaper over the long ta;m; and
when the righé offer is made to the consumer, the 6onsumer
is ready to buy because s/he 15 familiar with the previous
offers that have Béen made, For example, the oonsumer may
watch ads on a regul&r basis for a particular product. This
consumer knows the price range for the produoct category ana
recognizes when'it is on sale at a particularly good ﬁrioe.

When the price i1is right, ‘relative to previous ads, the

consumer will run but and buy it at phe new: sale price.

Y
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Hence,\ a decision 'eana be made by usihg ‘only newapaber
adv;rtiSing’as a source. : | 4

idther consumers “will not maée their final purchase
decision until they ﬁake a personal’:visit to’ the - n&taii -
storg aﬁd peraonélly inspect the product énd/or_disouas it
with the retajl salesperson. It :15 important that the
advertising g truthful and not misleading 1in any\ way,
otherwise the‘saie;may be lost after the customer becomes
'disillusioned or ﬁannoyed about being mislead.‘wﬁlf’ an ad
pulls a qustomeriinto a store, then tﬁié custompr 1s'a very
good prospect and is prac£ically sOld_on the product.

Once in the store, this customer will only be lost i
through poor pe;sonalf selling,‘ misrepresentation of‘ the _
product-o} sales terms,.or product’unavailab{lity.‘ Hence,
the retail'galespérson>shduld knaw that . the custoherhisian
’exeellent prospect *1if " s/he 1§ responding to a ‘newspaper
gdvert%semeﬁi_ ;r pircdlér: hy asking the customer what
brought hinm or her into.wthe store, the salésperaon c;h
quickly dqtermipe ;hat inéormationésdureeé have beeﬁ'ﬁséd
previous to the retail store visi@. ¥

The cbnsumerlwﬂo first reads tﬂe advertisements in Ehe
newspaper and then cofsults a knoﬁledgeable friend' or
relative 1s perhaps ohe ﬁho aoes not feel capable‘or*makiqg
tye decision alone, The friend or relative may be asought
out to obtain further information, to oconfirm a tentative
purchase 'decision, or to aia in the ‘aqtual purohas;

o

decision. As a result of the friend's or relative's adVioé,

.
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this consumer then visits the retail store and subsequently

/ 1
- makes a’ purohase. Onoe again, the retail saleaperaon should

make -the determination about.wh;t sources the customer has

*

f ' L
u?ed‘previously. - If the customer' indicates .prior use of

[

nowspaper\hdvertising and knowledgeable friend or relative,

the salesperson éhould know “the ous%pmer io there to bduy.

Finally, the search path with over a 5% probab;iity of

ooouériné involved only Consumer Reports magazine. Another

. search path .involving -Consumer Reports, then catalogs, and

then a netaii} store(o)-,visit possessed a -3.1% chance of

oocurg;ng; ‘A third search path involving Consumer Reports,
then catalogs,'then a knowledgeable friend or felativo,.and
-theo a retail storo Qisit had a 1.6% chance of ooourring.
Although 1t has been stated that the methodology may have

oontributed to the overuse or the ggngnngn_ﬂgngn&n source,

1t‘appqars‘that some consumers possess enough‘epnfidenoe in

.this .source to make a purcﬁase decision based only lon

r

Consumer Reports product ratings.’

However, it apppars that the "information sensitive"

consumer who is known to use ggngumgn_xgpgzgg is evident in

the results. The four-source sequence contains a neutral
'souroe, two 'oommegoial sources, . and a personal source.
Qﬁhnnmgx__ngngglg Eegders tend to fave - big appetites' for
information, and will utilize all t&pes or sources to

satisfy theig'our1031ty. When oarketing to this t}pe of

oonsumo}} the marketer must be sure that'the_oonéumer is

' .

— - ’

*

padt

g
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4 3 a

provided with complete informd%ion through//a variety of

/
sources, but definltely in print media. . / .

Hypothesis One investigated whéther coﬁsumers would' use

6 ,

the source they rated as "easiest'“to adquiré~ information

from" first. in their information searcé sequences, while
Hypothesis Two investigated.whether coneumens would use the

]

source they rated as "most useful" first in their

LR

7

information segigh sequences., - Evidence was found for both

hypotheses, therefore, it appears that both attributes of an

, 7
information soure: are important reasons for utilizing that

source early in the search process,

It appears that 1if consumers are given the choice

between using a source from which information is easiest to

- aequire or ueing a source that 41is most  useful, ‘more

’
.

consumers would ‘choose the source that is most useful,

Whereas consumers are often accused of being laiy, this

information }ndicates that consumers will actively go after

B
the, infermation they perceive to be most. useful in a

particular purchasiﬂg situation. Idfo;matidn that 13 easy

.

to aceuire will nbt necessarily be sought after if it is not

ugergl, ‘too. ‘Most gonsumers go'-about their information

' *

_searches in a most efficient 'manne}, That ts, they

determine the source or sources that Hili provide them with

the "right" amount-and type of information they need to make

a purchase decision.

'th bother with an information source that is

erelatiyely easy to acquire infdrﬁatidn ‘from when another

’ .

]
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source that requifes more effort to access will providé more
useful and perhaps more‘relevant information f;r decision-
making purposes? The mgnagerfal impiioation of the findings
from gﬁese.tuo hypothese; is that the marketer must offer

consumers information that they perceive to be useful,.

Whereas some consumers might belleve that Consumer Reports

magazine is the most ,useful information source regarding

-~

product comparisons, apparently manf consumers do not

believe it is the most useful source of ;nformation. The
. . 4
retail store evidently provides the most useful information

-

to consumers since it 1is used to the greatest extent. This
would "imply that consumers want to be able to see the

product in operation and want to obtain specific information

~

from a salesperson, If this 58_80, then perhaps other or

newer information sources might attempt to pﬁovide similar,

useful information,.

° If "seeing is believing™ then marketers-may wish to do
A 2

more marketing via television, cable television, and

.

videotape advertising. Since many durable goods }equire

s

demonstrations, the use of video for this purpose would be

-

the next best tﬁing to actually viewing the demonstration in

ﬁeraon[ A few enterpriéing direct marketers have started
selling using a "vidéolpgue"r-a catalog on videotape. While

many consumers might be averse to buying big-ticket durable

v

goods through the méil, the concept of the videologue ocould

be adapted b;,retailera who might 1lend out informational

product videotapes on their complex products for previewing

!
r

&
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n

before buying. Chevrolet has recently offered c;nsunera a
floppy disk with information about dif{erent Chevroiet
products. Thg copsumer is able to pick and éhoose the
options desired on a véhiéle. and éhe computer prbgran
caloﬁlates tge final cost of thé'wehicfa for the consumer,
In thig'wa;, thé consumer i3 quite capable'. of c?nducting a
prepurchase se;rch (among Che;rélet‘products) anf/;buil&'

the car or truck s/he desires. “

Y

In addition, the video presentations could be prepared

-~

with the most comm%nly-asked questidns_ and the most
commonly-heard ;bjections integrated into the presentation.

. While the print media are not as realistic as the media
which use video, the} can also be utilized more effectively
to provide the type of information cons;mers look }or when
visiting the retail storé. Newspapers are b?ginnfhc to use
equipment that is capable of better cdlor rep;odwctionm The
addition® of quality color to an already popular information

source~--newspapers--will make proﬁuct advertisements more

realisiic and true-to-life than they formerly were. This

N .

should-make'this source even more useful to consumers.

The direct mail medium allows the marketer to.

pérsonalize the selling message while, at the .same time,
providing high quali;y graphics and a 1large amount of
infdrmation., - This type of information may be perceived as
'beiné.useful by consumers- if markef@rs are able to pinpoiﬁt
1thosé‘63ﬁ§upprs who have a need for a particular product.
Rééhaps, this type . of direct marketing would \be more

L] PO
.

¢
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successful if it were combined with a 4oll-free hotfine. In
.thia way, consumers would be able to use the hotline ﬁo gﬁt
answers to ‘questions raised by tpﬁ“ﬁt?%ét mail pilece. Gdod
= sales leads could also be obiaiﬁad in this manner.
The point1to be emphasized heée_is that consuméra want
information fhat is wseful, not information just Ueﬁfuse it
is easy to acquire. Useful information 1is informa‘ion thag*

15 relevant to the specific purchasing problem and the

P

\ :
apecific neéeds of the consumer. Relevant information is

most frequently found in the retail stor%@ because that is
N ¥ . ' .
\ Where the products are displayed, demonstrated, and

AN

explained. fhe knowledgeable retéil aaleaperiio oad also

answer the consumer's specific questions. There\ seems to bg
\

@ A ]
no other -source that can provide all of these types of

information. Video sources can provide much of° the useful

°

information that c¢onsumers are looking for, and two-way

* cable,niiht prove to 'be even more useful. Print media alone
. \

can provide a good deal of information, but the
demonstration is often hard to accomplish in print and there

Aia no opportunity' for reédback unless print advertising can.

be followed up by mail, telephone or pérsonal igteraoﬁion

between the marketer and the consumer.

[y

Harkatera"nuat _be -sure that ;Eey are pfoviding
consumers yith ;anrnation that is perc;ived to be useful by
consumers, In some cases, the nar;eter may wang to tell tbe'
consumer that the 1nr6rnation is 1mportantlror the consumer

L)

to, know and why 4t "is important. - This ‘'may inolude
. .
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information "about the marketer's po{gﬁ of differentiation.

@

The marketer should be knowledgeable about the criteria used

by consumers to evaluate brands in a product category. The.

promotional ﬁessage should provide information which enables
the consumer to evaluate a particular brand on the ‘important
purchasing criteria. At the’same.time, the results of this
study suggest th?t"if the useful information that the

ﬁarkete} provides - is relatively easy to acquire and

. AN
comprehend, §hen consumers will be more likely to acquire
L 4 b - .

that information first,
Implications for Marketing Researcher;:
'Limitations
Tﬂe major limitations of thié research stem primprily

from three major areas. These three areas include: (1) the

+

focused nature of the study 4involving only one product

category, (2) the iimited\ﬁ%ogiﬁihic sampling area and

i

small sémple‘ size, and (3) the use of the computer

interactive data collectio methodology to " track the

°

consumer's search and decision-m?ﬁin brocesses,4%nd (4) the
research methodology used, especig%}y the operationalization
of variables represeqting search seqyence. The limitations
are discussed in more detail belows”

21 ations of Studving Consumer Search Benavior

Qne Type of Copsumer Durable

This. study investigated ohly the information search and

. P
decision-making processes of consumers of one type of
. ) o
durable good--color televisions. Search for this type of
F e
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—we—. durable may be quite dirferent from search for other

durables, such as fuqnituré; major household appliances, and

automobiles. In addition, the distribution channels for
4 ’ golor teie@isions may be very different from other types of
" durables, The atypeé of sources of information used by

consumers in their search for different durables may also

'
L4 ® 5

vary.’ It is possible that consumers might shop for color
televisions like they do for no other product. Furtherﬁore,

there is the purchase situation in which a consumer buys

>
1

more than one durable-good at the same time. This reqearch
| did not address the multiple-product purohaqe, and it would

not represent the ‘purchasing behavior of consumers who buy

. multiple products simultaneously. Hence, generaldza%?ons of

the findings of this study are limited and may not be

’

applicable. to other durable goods.

Y

Sampling Limitations - .. ‘e

ry

This study was based: on the analysis of data collected

® -

from two hundred one subjects in one sample and twenty-fiva

|
4

subJeots in another sanmple. Given the 1arge number of
variables: and possible combinations of variables, the

- - - o
3

samples are relatively small.  The ringinga of this stu

are tentative and would. require replication uaing a
LA ‘ . ‘ .

substantially 1arger sample,

This atudy was conducted in a. limited geographio area.

-

It was ocarried out in one county with a relatively small

“eity, which serves as the area's naJor‘oonmerpial center.

-

This area i\a rela%vely“rural i‘n nature, with the largest
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<
inhabitants,
ra N

city in the county having fewer than_ 25,000
One might expect, 'therefore, that consuméxs would have a

¢

limited assortment of goqu available to them 4in area

stores. Furthermore, consumers in this area may shop -

& [] 1
differently, utilize different information sources, and they
. s o . -

(S

may find it necessary 'to go outside of the immediate r market

to find what they are looking for.

In addition, the market structure {S probab¥y\urique.

differ from market, to market. Even another copmunity of
. M o

. 5 .

approximately the same size would in’all likelihood contain
L2 - s s .

different stores, shopping centers, locations, and phoduct

[

-assortments. The market . sampled .for this study woulq.§lsg
. K "
be quite different. from an urban market place.

.
~
f 3' » . N

’ f ¢
Given the population and area from which the sample Was

-~

4 . - [ , ¥ -
chosen, the ability to generalize from this 'study Ls/{lmited
- .

. L4

. -
to other areas with similar demographic, pbeiogconomic\ and

psychographic composftion and market struct@rﬁ.".

] ~ s

This study“ involved a _computer-simulatéd( lapdratory

information s®arch and decision-making probeés‘tksk. The.
% \

use of the computer for tracying how consumers shop” and
search for information before they buy is a promising -new

process methodologf, but. ithfﬁ not without its_ problems.

&

v

The problems are rooted in the fact ', that this was a

laboratory study and that the computer was used for data
. : o,

collectton purposes. ,'~

»

. ' * . . ’
7 \»Q . T ; 7
/ N . ‘ '.

*That is, the number, type and locathn of retail stores may .

1

»

»
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- .
v

—— P . _ .
Whereas it would be desirable to. track consumers®
r,\ . -

1

actual eearch behavior, this type~¢of research would be

v

- 4
Virbually»impbeaible. There is the problem of time--some

S
Y

consumers search.-for -very long periods of time before
’ ‘ ¢ ~‘-“ s » -

-

P~ ©

V‘the exact point in tine when they have made the decision to

conduct an external search There is also the problem of
locating the small percentage of . the population who are in

P

the market for a specific durable good at the same time the

stucy is being conducted. .}urtheqmore, consumers' actual

13

infmrmation-seeking ‘behavier -may be vianuenced by their

>

- . ‘knowledge that their behavior is being studied.é W

”“1 Jlaboratory. simulation of information search and

PR
A

. decision making can overcome most of these’ ‘problenms, but may

‘ s

‘ ‘introduce _other.. quite different problems. First, a

- 3 s{muldeion'elaees;subjecte i; dh"let's'p}etend"‘siﬁuation;
° ,Subjects may not~apbroach lhe simulation as seriously‘q} in
P : -thg\eahé,manney‘asuthef'youid an aotualvpuﬁﬁhase: Seccnd,
‘ the simniatien was conduoced tctaily throygh tneksub4eots'

B, .

,1nterection qith a computer termingl. Some subjects nay

{ _have been &ppreheneive aﬁout using a ecmpdter terminal. The
1] ( .

/;" " evidence produced by thie btpdy augéesta that the computer’

.y

¥
interactive methodology may result in the under acquisition

- R o

of prepurchaee 1nrormation. In additton, the informktion

which the.eubjec&e accessed in the simulation was not in-

Y

exactly the same form as the information they would aoquire

Ll -

Qin an actual search, For example; the subjects were, not~

<+
»

. - - . . ‘

¢
)
3

» burchasing. There 1is }he problem of locating subjects at
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.

able ‘to see the produect in person; instead they viewed

photographs of the products, Personal recommendations that

-

'wouldxbe\gi€én verbally by friends or relatives were offered

‘ . . T o .
in written form.on the bomputer screen. Hence, the form of

v

" the inforﬁation,as well as’'the manner in which tnformation

L 4 ' . ‘ . -
1s acquired - differed from actual search behavior.

' ‘Not only was the information nof in the same form-as it

t

" would be found in the marketplace, but a time-cost raotor‘

was included in the study to represent the amount o? time

and eTfoﬁt it would take to access  each differ'ent

1
I, -

information . source. - . These time: o¢osts, 'howeGer, were
1 i

standardized and each respondént was chargéd the same time

‘costs for accessing the same informaﬁion sdurces, The -

respondents' perceptions of the amount of time, and’ etrort

.for apcessing the same 1nformation souroes are probably not

the Same, however, and this mayjbe a source of 1rritation to

~
e . -

some.. - Fuf%hermore.sBrqu& (1 By) 'suggested that sitting in

’

_'"t‘ront of ,ai)biar;k' c(omp‘ut{er"s screen might not be associated

with ual shopping act} ties; that the computer shODping

exertcise hay be a T e enJoyable or a more aggravating
pe ‘ .

éxperience for the sgbjects in- the study. . . .

A seg}ous-l;mitation of the simulated purchasing task

-

regulied from a, combination of (a) the choice of the color

ileléviéion oategor& and (b) the inability of subjects to
> ‘ .

'pe%sonal;y examine the product. A, ma;or' evaluative

eriterion used by oonsumera to Judge oolor televiaiono is

the quality of ‘the color picture. Since the actual product

a o

DY ' o

¢ -
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was not available to the -subject, the subject could not

evaluate this attribute'personally. Informationhsearch in

| : .
the actual market place frequently involves demonstrations,

trials, seeing, and touching. The computer simulated
-]

) e
purchasing task did not provide thefe "types of stimuli to

-

'subjeots, therefore, the subjec had to use alternate

information sources that would allow them to Judge color

pioture quality in a different way. Hence, it appears that

\the subjectg may have used the'ggngymgx__ngngnla magazine

s?u;oe to eva&uate picture quality because they could not
pefsonally inspect_th; ﬁroducts and evaluate this attribute
for themselves. The evidence in this §tudy.that‘supports
this obaertation/was*the in?rdinately high propor;ion of the
sample that acquired information from anayngx__&gngn&n.
Furthermore, Smead, Hileol, and Wilkes (1981) found that

consumers respond differently to\verbal product descriptions

than to actual products. Hence, the prepurchase behavior

and/or purchase decisions may not reflect how oonsumers/

/

. /
would actually behave if they were. presented with genuine
. b /
information sources. . e
Third, in an attempt to ocontain' the study to a
i ‘ .

reasonable length of the subjects' time, not all %hformatipn

’

sources that are available in the real-world environment

A ’
s

were included in the simulated puroﬁaae environment. Only
representative stores from the special /store, dis@ount

store, and national chain atore oategqries were used. A
~

major store in this particular marke@larea was not included

"



/

/

. o
. “ = °

y . 296

géiause it had been déstroyed by fire at ﬁhe time the
. . a .

/ . .
computer program was being written.

A%gitional reasons for not 1including all of the

// possible information sourdes in the” simulated purchasing
/ ~task included the inability to obtainqactual television and
)// radio commercials as well as the burrent' insufficient

graphics  capability of mlcrobomputers and the low

involvement nature of broadcast advertising. . The
informatign sourcés: included in this study, however, are
those sources ‘cited as being most frequently used. In

. addition, it ﬁay be difficult for somé stJects to compress

3

behavior that woJ&d normally take up to several months into

the space -and time of a laboratory simulation.

vFopith, the prqblem of interviewer bias was 'greatly
reduoga since the reséarcher was minimally involved with the
subjéot. However, szJects may still have reported search

behavior that was different from their normal behavior for
P ) /

/éeveral reasohs. During'the simulated purchasing exercise

M /

the: subjects may attemp€4to appeaf more rational in their

purchagipg'behavior.than ﬁhey normally are. They may not

know what -their ‘normal purchasing behavior patterns or

strategies are and, hence, may be unable to reproduce their
normal behavior in é simulated exercise. They may perceive

fhe computer simulation to be a game and, therefore, may

1

"play too long." ' This would tend to overestimate the search

process greatly, while-the computer-apprehensive individual
N . .
may rush through the search process faster than normal and

-
.
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4

under-report search behavior, Thus, while the interviewer’

giaa problem dﬁidbe minimized in a simulation study wusing

¢

the oohputer for data collection, the motivesg, abilities,

L}
o

and peréeptions of the subjects regarding the study and its

1mplehentation may introduce a different, but equgily
harmful, typé of bilas. ‘

Fifth, since the subjects in this study were paid for
their participatiog, they may have responded differently in
order ,to give the researcher: her money's uo;th. For
example, some subjects who might. have ordinarily used only
one information source before making a purchase decision

‘
might have used two or three information sources to make it
appear as if they weﬁe takinggthe study seriously.
Limitation of Operationalization of Search Variables
This research ‘meihodology" possesses another wéakness

‘which stems from the manner in which the 'vanfables
B \

- ~Pépresenting ' the search sequence were operationalized.

» £

“'Seqdenoe was operationalized using basically three types or.'

7

variables. 6ne~of the sequence variables measured "which-

«

informatiop .source. was used first" and another sequence
variaBle deasufad "which information source was used last"

by each respondent.  The primary variable type used for

}eﬁresenting the 'aearcﬁ sequence involved the use of

% I )
transitions from onef&nformation source "to another. These

trQnaitiona; representing -‘the use 6r two information
sources, were used és oiustering variables while other

transitions involving more than two information sources were

N
'

RN

.wg&
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not used. Hence, the weakness in the operationalizastdon of
the sequence variables 1is ‘the_|pesu1t 6! not using each
_+8subject's full sefreﬁ sequence in the clustering proocedure.’

The:iqplications of this research to other marketing

1

, researchers are as follows. The 6omputer interactive datal
- gollection methodology 1s a viable research technique,

however, it has ) some 1limitations that will affect the
o« : ‘ . ‘
quality and quantity of data collected., It 1s‘§ laboratory

—

technique with ‘ all the inherent ~weaknesses of - the’
1aboratory}' Subjects may‘noﬁ approach a laboratory task in
the appropriate frame of h;nd, with xhe'rfght attitude, and

with correct perceptions about the task. The researcher may

. : {
not be able to duplicate the real-world environment in the

laboratory with the same number and typeé of;informat;oi
sources in the;r naturél form. Other nmarketing researchers
are cautioned - abpout making generalizations from this data

.because this’ study involved only one type of <c¢Qnsaumer

_ durable good, onliéﬁné small geographic . area, and relatlvely
small samples. ) '
/ ) ) ) #
’ ' Suggested Future Research

i

Given the results and the discussion of the hypotheses
tésting, the discussion of ghe implications for marketing
manageés,‘and tbg/limitations of tﬁe research results and

} métpodolosy. it is important. to discuss the”post promiaing

future avenues of research. Five sSuggestions for future

research follow he}e.
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" Pirst, future research should attempt to utilize this"
research’ methodology to _study“ prepurchase information
-- aeeking for otﬁer tyﬁes’or'durable godﬁs. The sequential

prepurchase 'int'o_rmation seerking pvooe.sé requires study for

- _° durable goods, that have -qir}erent aiatribution systens,

differdnt price ranges, differernt bromoﬁion strategies, dnd
diffeﬁent purchasing briteéia;/ Pasé studies‘have showp that
at}/opping\ t‘ér t‘elev.'isions/v,is .different than shopping for
o&her gypes of durables, hence, thg importance of applying
this methodolo;y to the 1nfogmation search process for a
,vafiety of durable goods. ’ ) @

Seoc;nd', it is suggested that a wider: ran‘ge of shoppin&‘.!
environments be inco‘rporated ‘into the‘qompixter program and
o;nsﬁmé}aﬁ from a wider geographical are; be chosen to
perrqrm' the’ odmpuqér-aiﬁhiated search and decision-making'
task. —The .study regorted herein incorporated the ma‘rket-
structure. of a relatively small city. The types of store§'

,., found 1in this market, the number'of brands availqble, and
the level of competition found in thié market would vary

- mdrkedly ‘from markets that are larger or .smaller.

;hererore, it is 1m;o;tant to offer subjects the‘type of

market structure thai they would normalii, find in their

immediate e%viponﬁents. Thi; research was cohduoted in a

rather isolated community in the northeast corner of New

York State with a total of 226 subjects. It is posaible

that the people who reside. there reﬁreaent a "special

strain® of humans and that their consumer behavior is not

4
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/ 'représentat'ive of. the state, region, or oountry. In order

for this type -of reseaz:’%%;;to be' generalizable, a larger and

\wid_er cross-section of Q@mera would be necesiary.

r Third, this study offered subjects the choice of eight

,diff‘ereni: information st;urces t‘ouhd in their ex;\w\rironment.

- . The 1i§t of information sources was not oolleotively'
'e‘xhaus_t\i;ve,. how‘ever, in that all of the available
, ) information so'urg\e-s to be found in th'e marketplace were not

‘ k ~ - included in the study. For ex'ample, television and radio
édv‘ertising were not offered as an information option. ' Only
.three magazines and one newspaper were of‘f‘ered‘as :opti;qns in_
those media categdrie‘s. Other media, such as .out-of-home
advertising and 'sales promotions,' were .also not part of the'
inf‘onmation environme‘nt oft_‘ergd . to thé Isubjeot;s in this
study. It is suggested th;at the- number of infor:,ati’on
sources offer;ed and the aiternatiﬁves offered under each
'1nt‘ormaﬁ’:gon. source be 1pcreased 'go better reflect the actuall

. B . .
information environment, In order ‘to implement this

suggestiion, however, the reseaxjcher .will have to spend more
nd eff'oft.':ln setti;zg up the computer program b\;t'ore
data collection ocan begin. The ‘amoufit- of data
ering, planning, ;nd computer programmin'g for this study

using only eight information

- -

source types was substantial.:
To offer a more realistic information environment will
require even more time, effort, expertise, and rinanciah

. ' support.

. . - ' . f
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( Fourth, the computer-simulated purchasing task would
run more smoothly and would seem more realistic"if‘ certain
. technical i;hprovements could be made., ° For examplé, if the
graphioé could be int\egrated intc; the computer program then
almost all of the ‘inrormatfon obtained by the spbje\ct could
b.e viewed on the opmputerl!’:elevision screen. If moving

'videos could be used 1instead of still pictures, the store

' visit and ;;ersonal inspection of_ ghe produét_: might seem to

be more realistic. If a "mouse"” gould be used instead of

. -
requiring the subjeoct to hunt and peck ‘Cor the proper-key on

® A3
b the keyboard, the subjeots' - apprehension toward the task
night be - -alleviated somewhat. If waiting costs for |

accessing each of the ‘information sources could be
individual ized according to each subject 's perception of the

cost of acquiring information from_ each source, then a truer

o

mea surement would be obtained from each subject. These are

* the major areas where there is opportunity i‘or improving the
I3

te“c,hnictl dimension of this research metho_dqlogy.'

. A

Fifth, there is a definite need 'to conduet more

r

research to determine ‘the validity of the computer-simulated

interactive data collection methodology. The primary

t concern here should be the determination of whether the

-

oon'puter-s}mulated purchasing task is neasuring‘ normal

\

ihfornation-seeking behavior or whether it is measuring
} M

»

subjects' respohses to the research situation, or to the

,' ‘ neasurement instrument. The determination of the validity

.
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of this relatively new research.methodology will require the
use gf the multi-method approach to research,.

Epllogue ) . L;,

L]

. The computer-interactivedata qollection methodology is
3 promising marketing research tool. Its_ﬁoqential ro: the
.accurate measurement and recording of data 1is éreat. but
mofe research needs to be done to ensure that the resulting
data are valid and reliable. The data generated by, and /
analyzed in, this study sugkest ‘that there’are five general

sequential search strategies used by consumers -in their
A “
quest for a durablé good. These search A%rategies“dirfer

N

from each - -other in terms of the amount of searchijfthe

information source type(s) used, and the sequence of search.

The data reveal that certain information sources _are more

likely to .prece'e or follow certain other inrormapion”

sources, Henceﬁ thelhequence of information source usage

appears. to follo certa;n patterns and is probably not a

random ocourrence, Consumers who utilized a neutral source,

. such as s#ﬁnnng;_ngpgzﬁn'magazine, also, appeared to exhibit

more extensive prepurchase information seeking than

°

consumers who did not use this type of source. Furthermore,

o

thq'tirat source used by consumers appears to be a function

of both the perceived usefulness of the source and thg ease

of acquiring information from the source.

<~
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APPENDIX A-1
Operationalization of Shage I, Individual Variables

The individual variables that were used in this study

were "chosen as a result of previous research that indicated * N

’

there was a relationship between gach of ghqée variablep and

external search behavior, The Stage I, individual variables

P
+ N

will be operationalized below. o ’ |

i

. Demographiec aﬂd'SQbioeconomic Variables .
(1) Sex: Are you llale or Fenale?

(2f Age: Into which age category do you fall?
18"2“, 25"29' 30“3“)“ 35-39’_ uo-llu ,l us"ug; 50‘5“7 55"59'
60 to 64,-or 65 and older, Co :
(3) 1tlarital Status: Regardichyour:marital‘sphbus, are you
(1) single, (2) wmarried, (3) divorced, separated, o
otper? . - -
(4) Nunber of Children: How many children do you. have?
(0) none, (1) one, (2) two, (3).three, (4) four or o
. nore., '
- ’ ' A . . : ?
(5) Age of Youngeéest .Child: UWhat is the age of your
. youngest {(or only) - 'child? ,
.(1) under 6, (2) 6 to 12, (3) 13 to 18, (4)_ over 18. \\\\

(6) Education Level: -What is the highest level of .
education you have -finished? * .
Sonme Junior High or High Scheol; High School; Soue
-Collrege coursework, but no degree; Associates Degree,
-Bachelors Degree; llasters Degree; Professional/Doctors
degree, A '

(7) “lumber of IncoﬁefEarning‘Adu1§§fin Household: How many
« adults in your household are incomo'earners?
(0) none, (1) one, (2) two, (3) uwore than two.

(8) dJipusehold Income: Wpproximately what is your total
HOUSEHNOLD iJncone? N ’
" Under $10,000 por -year; $10,000-19,999; $20,000-29,999;
. $30,000-39,999; $40,000-49,999; 550,000 .and over per
. * year, L.

- ]
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1

(9) Vehicle Ownership: Does your family own a car, truck,
or van? . .
(0) no or (1) yes.

Psychological Variables
(1) Xnowledpe of Product Class:

Have you FVER owned a color television? yes or no
Do you jIOW own a cdolor television? yes or no
Regarding the color television product category, how
KNOWLEDGEARLE do you think you are?
Very Knowledgeable_1 2 3 ] 5 6 7_Very Uninformed

(2) Color Television Purchasing Experience:

Over the last ten years, How many times have you made a
color television purchase decision?

(0) none, (1) once, (2) twice, (3) three times, (4)
four or more color television purcnases

) Previous Store Experience:

w

ltave you ever purchased AUYTHING from (name of store)?
yes or no ) ‘ '

(4) Knowledge about Stores:

How knowledgeable do you think you‘are about the STORES
that sell color televisions?

Very Knowledgeable_1 2 3 y 5.6 7_Very Uninforned

(5) Attitude Toward Ease of Accessing Information Sources:

(tlewspaper Advertising®) is an informnation source that
is:

Very Easy to _1 2 3 y 5_6 7_Very Difficult to

Acquire Acquire -

Inforuation From Information Fron
- . . ™ N ’

(6) Attitude. Toward Usefulpess of Information Sources:

In a color televiwibn gurﬁhase decision, (llewspaper
Advertising) is a: '

Very Useful_1___ 2 3__4___ 5 6_ 7 Very Useless
Information ) Information
Source i . o Source




16

(7) Confidence in Ability to Evaluate Produot Category:

How. Confident are you with respect to your ability to
evaluate3RANUDS in the color television category?

Very Confident_1__2___3_4__5__6___7_Not Very Confident

Confidence in Ability to Evaluate Retail Stores:

1~
1o
~

. ) .
low Confident are you with resapoct éo.your ability to
evaluate STORES winich sell color televisions?

Very Confident_1___ 2___3__U4i_5__ 6T Not Very Confident

(9) Imbortance of Product/Involvementnin Search:

In the color television ppoddct category, how iuportant
is it that you search until you fiqd,JUST THE RIGHT
BRAHD? -

b
.

Very Important_1 2 3 y 5 6 7_Very Uninportant

(10) Perception of Diversity of Color Television Brands:

°

lith respect to color television brands in the‘marketplaco;

Color TV Brands - o “ Color TV Brands
are Very Different 2 3 hy 5 6__7_are Very Similar
A

- et & e D ey s ) e Y e,

8

* [
(11) Perception of Diversity of Sellers of Color
Televisions:

Uith respect to those retail stores selling color
televisions in this area, C . h

o}

The Stores' Offerings ' The Stores' Offerings

are Very Different_1%1___2 3 4 5 6 7 are Very
o Siwilar
(12) Enjoymen$ of Shopping: ) ’ N

q

I Enjoy Shopping_t_2__3_4_5_6__7_I Do lot Enjoy Shopping
(13) Measure of Brand Loyalty:

After the subject has made a purchase decision in the’
simulated shopping exercise, the subject i3 asked -
 whether s/he ever owned, that brand before. 1If the
" subject responds "yes,™ then brand loyalty is

considered to have occurred.
»

\’ ' 0
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(14)

(15)

Vory

(16)

Yery

(17)

Very
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Heaqure of Store Loyalty: . - '

Aftef the subject has made a purchagse decision in the
simulated shopping exercise, the subject is asked

whethor 3/he ever purchased a. television® from the store
chosen in the computer shopping exercise.,” If the’ <‘ ~
subject roaponds wy@s3,"” then store loyalty is

considered to have occurred.

Iaportance of -Cconouizing: . .
’ \ ' . . .

\hen you were "“shopping"™ today for a color television,

how important was it for you to try to save money?

’

Important_1 2 3 4 5 6 T liot Very Important

2

Iaportance of Brand Reputation:
. s

How important was the brand's reputation forw
performance and quality in your purchase decision
today? - . 4

Ioportant_1 2 3.4 5 6 ‘7_N6t Very Inportant

Importance of Store feputation:” -

‘How fnportaht was the store's roputation for product

assortment and service in your ‘purchase decision today?
v . ’
Important_1 2 3 b 5___6 T llot Very Inportant

»

%} : , .
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APPENDIX Af;

Operationalization of Stage I1I Variables

P

The Stage Il varijableus, witich are the variables that

. N\ .
describe the depth, 3equence, and content of the consuumer's

N

inforumation senrch, will be Sperationalized herc. Sone
~m
important groundwork wasg laid by Jacoby et al. (1977) in

that they developed a table of possible infornation - ’

-

acquisition variablea relevant to the search dimensions of
depth, sequence, and content,

Variables Characterizing Depth of Segrch
. . .
(1) Number of different infornation sources used out of

eipgzht possible ﬁrimaﬁy informmation sources uysed in the-
study'(magazlne advertising, catalogs, Yellow Pages,
visits to retail gtores, ncwspapef‘advertisi;g,
knowledgeable friend or rblativo, COlISUHER XLPORTS, and

telephone call to retail store). .
(2) Extent of usage of cach inforuation source:
(a) llunber of magazine advertisenmnents accesased
(b) llumber of different stores' cataloygs accessed
(¢} liumber -of Yelldw Pajzes headinpgs accessed
(d) Humber of different friends or relatives consulted
(e) Number of different retail stores called on the
“ telephone .
(f) Musber of different retail stores visjted
(g) llumber of questions asked duxing store viaits
(h) - Hlunber of questions asked during telephone calls
to storaosg

(3) Length of time spent in simulation . /

v

(4) Proportion of information acquired to total amount
available

Variables Characturizlnu Sequence of Search

(1) Percentage of subjects boeginning search 30quence with
each type of information source

’ - | | ,
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1
(2) -Percentage ot-subj%cis ending search sequence with each -
type of information source ’ - b

-

(3) HMeasures based upon a sequence of two values:
‘ © (a) Proportion of each transition type; a transitipn -
occurs when the subjeet requests information from
a different primary-information source.
(4) Heasufes based upon a-SBquence of more than two values
but less than the full sequence: ;
o
(a’) Proportion ¢f three-source transition types
{b) Proportion of four-source transition types
R (¢) Proportion of five-, six-, se¥en-, and eight- -
) source transitiondtypes (if there appear to bde
conmon transiti types of this length)

BN

(5) iteasures based mupon a full process sequence (Jacoby et
al. 1977, p. 309): ) ,
(a)! Jacoby et al. (1977) suggest -the use of transition
’ ' vectors, as well as the raw data matrix, for
’ analyzing the full set of process data.

. <
Variableg Characterizing the Content of Search
(i) An analysis of ‘each information source will reveal '
"whether it prbvides brand information, store ,
* 4information, or information on brand and store.

(2) If the Telephone-a-Retail-Store information source is
accessed, then the search can be analyzed by (a) the
type of store called, and (b) the type of question
asked (what brands do you carry, what is the price
range, what are the_store hoursg).

(3) If the Visit-a-Retail-Store information source is’ i
chosen, then the sedarch can be analyzed by (a)’the type
of store visited, and (b) type of information acquired
in the store (brand information, financing, repair ~
service, salesperson recounmendation)-.

(4) 'If the Trusted-and-Knowledgeable-Friend-or-Relative
information source is chosen, then the search can be
analyzed by wﬁ.ther the subject desires information
regarding brand or store or both.

> T ——
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APPENDIX DBe1
4
’ . .‘ . Two-source Sequences
4
Transition Frequency Transition { * Frequency
o 3 5 3 1
1 6 1 N 5 4 40
- 2 5 6 ¢ 9

2 3- 1 5 7 ]
CR Tt 07 TL SN 5 8 2
2 8 4WETY 9 . 6 1 1
2 6 P y 6 2 2
2 1 7 6 3 1
3 2 1 . 6 & 18
3 4 it 6 5 - . 3
3.5 1 6 7 6

L 39 1 . 6 8 2
3 8 1 T 2 22
k1 1 7 3 3
y 2 ] ‘T 4 ; 18
] 3 ‘1 N 7 5 3
4y 5 . 7 T 6 10,
4 6 13 - 78 y
H ° 8 & 5
b 8 4 6 6 2
5 1 1 - 8v7 1
5 2 6

Hunber of subjects using at least 2 sourcéﬁ = 111

Total number of transitions = 235

Poy
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"\~ APPENDIX B-2

Three-Source Sequences

Sequence Frequency

Frequency

Sequence

o

s
-

* ’
F-ONTTITNITANOETMNTOTCrrNTNWOWSENDNWOEC NSO ST N ST WO ST N
6\66778223“”"557778822222233““"“555668""66

¢

-~

WWOWWW bttt et~ =Dt~ OO
> .

MNMNUNNININWOWVOOWOD OO

¢
- L

by b
- - .
-
+ - ™
’

PN T T~ PO TODTANMI N NTOITNOCONTODT v ~n= INO MO

[
-

FTOEMITITITITOONO=T NNV OOV OO0 N N TS = sy

TENNNANNNNNUNNNNNNI M TS T I I I L3I0 A NNNNIWNLWNLIN N
tb \‘
-—r A3

67.

»

Total cases exhibiting at least a 3-source transition

Total nunber of 3-sequence transitions’ =

132
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7.7 -Frequenoy

‘~f
Sequences
v

>

, APPENDIX B-3

3

Four-Source
L
Frequency

Sequence

*. Seqlifncés St

-2

»

OO T T TNOCNANCETOW—TOWOWITOTTTOWNLU— T =T

T OIS NDETONCCTTOSNNODIT NS T ONO
825.".23“7“2727“5212“6258“55“6”5
572572327727277527256257“27”63

L4

e = e (\] T YT T e T e (e e
&

»

L -

8
7

—FO N M ST ONNEOITOTTINN TN MO DO
ST O VNI~ T O =—MOINTIOANTINN - NTNT OO OO

"N~V NTOWNNT AU 0T =W NT IND.NWO W INY

o
T O NN N NMGMEAENINNSOO NSO NS T~ ~0NNWN

ﬂ . I

35.

63

8 -

Total cases exhibiting at least a 4-source transition

Total number of lJ-sequentce transitions

s
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