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PREFACE 

The study of the decision-making behavior of consumers is 

not a new idea. Many studies, both theoretical and empirical, have 

preceded the present analysis. The writer's interest in the subject 

of consumer behavior was stimulated by studies in the behavioral 

sciences and readings in the fields of marketing strategy and consumer 
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tions of earlier research into a design which would allow the study 

of problem recognition and deliberation in relation to one another and 

to the findings of other researchers. 
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of the dissertation committee, whose numerous comments and criticisms 

provided sound guidance throughout the project. The writer is also 

indebted to Professor Peter L. Gillett, member of the dissertation 

committee, for his suggestions and helpful criticisms. The writer 

would also like to thank the secretarial staff of the Department of 

Business Administration at Utah State University for their tireless 

efforts in typing the numerous preliminary drafts of the paper and 

Mrs. Eleanor Watson for typing the final copy. The study could not 

have been carried out without the cooperation of the student families 

of Utah State University who agreed to participate in the interviews. 
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ABSTRACT 

Studies of buyer decision making have generally grouped the 

activities which precede the actual purchase into problem recognition 

and deliberation. Deliberation is composed of information seeking 

and processing and the determination and weighing of alternative prob

lem solutions. Socio-economic and demographic characteristics have 

proved to be weak correlates of the components of the decision process. 

It was hypothesized that other factors might be stronger 

correlates of decision making. Specifically, the decision process 

components studied were the source of problem recognition (the spe

cific factor giving rise to problem recognition), the importance of 

information, the amount of information used, the number of brands, 

stores and prices evaluated, and the length of decision time. Three 

general hypotheses were advanced and the relationships which they 

represented were tested: 

(1) The degree and perceived importance of deliberation 

vary with different sources of problem recognition. 

(2) Elements or components of the deliberation process vary 

with other elements or components of deliberation. 

(3) The degree and perceived importance of deliberation vary 

among buyers by the perceived importance of the purchase, 

the price of the item purchased, and the degree of 

husband-wife decision interaction. 

xvi 
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Data for testing of the hypotheses was collected through a 

questionnaire personally administered to 235 married students attend

ing Utah State University in Logan, Utah. The questionnaire dealt 

with recently made purchases of durable items costing $50 or more. 

Relationships were tested using correlation and analysis of variance 

techniques. 

Relationships for hypothesis 1 were generally not statistically 

significant, but buyers entering the decision process for social 

reasons seemed to be more deliberative than buyers entering the pro

cess for promotional reasons. A statistically significant relation

ship was found between the source of problem recognition and the type 

of information considered most important. Buyers recognizing the 

purchase problem for family related reasons or social reasons consid

ered advertising less important and product testing publications more 

important. Buyers recognizing the problem for social reasons tended 

to consider friends and relatives more important and salespeople less 

important. When promotion led to problem recognition, buyers consid

ered advertising more important and friends and product testing reports 

less important. 

With regard to hypothesis 2, most buyers who were active in 

one phase of deliberation were also more active in other phases as 

well. However, some buyers seemed to substitute effort in information 

search for alternative evaluation. 

Three purchase characteristics were treated for hypothesis 3. 

Generally, buyers of higher priced and more important purchases were 
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more deliberative. However, many buyers who considered the purchase 

most important shopped fewer stores and considered fewer brands. 

Apparently these buyers wished to rely upon known and previously 

satisfactory solutions. Family decisions made by the husband and wife 

together were generally characterized by more deliberation than were 

those made by one spouse alone. 

In the final analysis, although many tested relationships 

were statistically significant, it was concluded that the sources 

of problem recognition, components of deliberation and the purchase 

characteristics studied are no stronger correlates of buyer decision 

behavior than are socio-economic or demographic characteristics of 

buyers. Several suggestions were made for further research. These 

involved an extension of the analysis of the relationship between 

problem recognition and deliberation, research into the differences 

between information search and alternative evaluation activities, a 

study of differences between the nature and effects of price and 

importance of purchase on deliberation, and an extension of the study 

of the relationship between husband-wife decision interaction and buyer 

decision behavior. 



CHAPTER 1 

INTRODUCTION TO THE RESEARCH PROBLEM 

In. recent years a philosophy of management called the marketing 

concept has emerged in many business firms (McKitterick 1957, pp. 71-

81). The basic tenet of this philosophy is that the resources and 

efforts of the firm should be focused upon the satisfaction of consumer 

wants and needs. In order to implement this philosophy, the marketing 

manager must have a thorough understanding of consumer behavior. It 

has, however, proved to be a difficult task to discern the wants of 

customers and the reasons for their behavior. One evidence of this 

difficulty is seen in the failure rate of new products. Although 

exact figures are not available, estimates place the failure rate 

of new products as high as ninety percent (McNeal 1969, pp. 5-8). The 

reasons for many of these failures seem to lie in a lack of under

standing of consumer behavior, rather than in poor product quality 

(McNeal 1969, p. 6). Marketing managers often do not learn what 

customers really want, and if they do, an inadequate understanding of 

the way in which buyers approach the purchase problem may lead to 

ineffective product promotion. 

The solution to the problem of economic waste from product 

failures may lie in gaining a deeper understanding of consumer be

havior and, more specifically, of the process by which consumers make 

1 
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purchase decisions (Kotler 1967, p. 67). As more is learned about 

consumer behavior, firms can be more efficient in providing products 

which customers want and promoting them more effectively. Among the 

results of greater understanding of consumer behavior could be the 

more efficient utilization of human, physical, and economic resources, 

lower costs to consumers, a higher standard of living, and greater 

satisfaction of human needs and wants. It could be said that all of 

the actions of the marketing manager are direct or indirect attempts 

to influence the behavior of present and potential customers. It 

follows, then, that the marketing manager must thoroughly understand 

consumer behavior if he is to improve the quality of these actions 

(Nicosia 1966, p. 129). 

Scope of the Study 

Numerous theories or schools of thought have been advanced to 

explain consumer behavior (Oxenfeldt 1966, pp. 71-77). The present 

study is based upon the decision process or problem solving school of 

thought. The decision process school sees the consumer as a decision 

maker who perceives a problem, seeks information about the problem 

and alternative solutions to the problem, and selects the alternative 

or set of alternatives which is expected to provide a satisfactory 

solution to the problem. The selection of an alternative may be 

followed by a post-decision analysis. 

The present study is concerned only with that part of the 

family's decision process which precedes the actual decision to pur

chase or not to purchase. This is referred to as the pre-commitment 
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phase of the decision process. The pre-commitment phase of the 

decision process seems to be the critical part of the decision process 

as viewed by the marketing manager. It is in this phase of the process 

that the marketer exerts promotional efforts in an attempt to influence 

the potential buyer to perceive the need for a product, to provide 

product information, and to persuade the buyer to accept some product 

alternative. The pre-commitment phase of the decision process as 

conceived in the present study is composed of the buyer's recognition 

of a problem which may be satisfied by the purchase of some product 

and the buyer's deliberation aimed at finding a satisfactory product 

solution to the problem. Deliberation is the buyer's process of ac

quiring and processing information pertinent to possible solutions 

for the perceived problem. 

Purpose of the Study 

The behavior of consumers traditionally has been viewed as 

a discrete act rather than as a continuing process (Engel, Kollat and 

Blackwell 1968, p. 348). Because of this thinking, many previous 

studies have focused upon the outcome of the decision process, or 

purchase, rather than upon the events leading to and following the 

purchase decision (Ferber 1962, p. 50). The procedure for analysis 

typically has been to explore the relationships between various 

independent variables such as socio-economic, socio-psychological, and 

demographic characteristics and the outcome of the decision process 

which is product or brand choice. 
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Rather than viewing only the final decision, the decision 

process approach to studying consumer behavior looks at the thought 

process and behavior which lead up to the decision to purchase or not 

to purchase. The study of the entire decision process can yield more 

information for the development of marketing strategy than does look™ 

ing only at the purchase decision. Studying the decision process 

which precedes the actual purchase could yield valuable information 

to marketing managers for the design of promotional messages, the 

development of products, and package design (Engel et al, 1968, 

pp. 356-357). In studying the decision process, the consumer's 

behavior preceding and following the decision can be broken into its 

major parts or stages. If the marketing manager can learn what takes 

place in these stages and how they relate to one another, he may be 

better able to direct his market communication efforts in the most 

efficient and effective manner to consumers in various states of 

awareness and receptiveness. 

The pre-commitment stages in the decision process have been 

designated by some writers as problem recognition, information search, 

and alternative evaluation (Engel et al., 1968, p. 519). Each stage of 

the decision process is composed of several activities, characteristics, 

thoughts, or thought sequences, referred to in the present study as 

decision stage components or elements. The elements to be considered 

and research findings concerning them are presented in Chapter Two 

of the present study. 

Theoreticians have generally viewed the decision process as a 

series of sequential stages in which the behavior in one stage is a 



primary determinant of the activities and conditions of succeeding 

stages (Howard and Sheth 1969, p. 94; Tucker 1967, p. 1; Nicosia 1966, 

p. 107; Engel et al. 1968, p. 519; and Palda 1966). Host studies of 

the decision process, however, have been aimed at determining the 

nature of the activities in the various individual stages in the pro

cess and the various demographic and socio-economic characteristics 

as determinants of behavior within the stages, rather than at investi

gating the nature of relationships among various decision stage 

elements (Engel et al. 1968, p. 521; Howard and Sheth 1969, p. 59). 

In order to fully understand the decision process and to advance the 

theory of consumer behavior, the relationships among various aspects 

of the process must be defined, since the meaning and marketing signifi 

cance of any stage often depends upon its relationship to preceding 

and succeeding stages in the process (Engel et al. 1968, pp. 519 and 

521). 

The theoretical relationships indicated by researchers suggest 

that the behavior in a given stage of the decision process is dependent 

upon or caused by one or more preceding events, acts, or conditions. 

In practice, of course, such causality cannot easily be proved. 

However, study of the decision stages and their elements can yield 

evidence which will allow inference of the types of relationships 

suggested in theory. 

As noted previously, the present analysis deals with the first 

two phases of the consumer's decision process. These are the consumer* 

recognition that some sort of product or service is needed or desired 



and the process in which the consumer deliberates to find the specific 

solution which is considered best for the recognized problem. De

liberation includes what have been referred to as the information 

search and alternative evaluation stages of the decision process. 

Specifically, the purpose of the present analysis is to 

investigate the nature of the problem recognition stage and the 

deliberation phase of the decision process for the purchase of con

sumer durable goods. In order to understand these decision stages 

various relationships between decision stage elements and between 

various purchase process characteristics and decision stage elements 

are explored. The types of relationships studied are described in 

the following section. 

Objectives of the Study 

Essentially, the purpose of the present analys:... is to examine 

certain conditions and activities which occur as the buyer approaches 

the selection of a product or a particular brand. The purchase de

cision process is entered when a buyer perceives that some product or 

service is required to satisfy a need or desire. This entry phase is 

defined as problem recognition. The specific reason which the respon

dent gives for problem recognition is referred to in the present study 

as the source of problem recognition. Once a purchase problem is 

recognized, the buyer will often spend time in learning about various 

possible solutions to the perceived problem and in trying to decide 

which product or brand would be most likely to satisfy the perceived 

need. This search and thought process is referred to in the present 
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study as deliberation. Two general dimensions of deliberation are 

treated in the study. They are the buyer's degree and perceived im

portance of deliberation. The deliberation process is broken into 

several conporients for analysis, as defined on pages 9-10 and 55-65. 

As noted in the previous section, theory holds that the be

havior in one part of the decision process is, to some degree, deter

mined by activities in prior stages of the process. Some research has 

been carried out to explore various relationships between elements or 

components of the decision process, as noted in Chapter Two of the 

present analysis. 

The theoretical relationship suggested in the literature is 

one of causality. In the present study it is hypothesized that certain 

variables may be determinants of components or elements of deliberation. 

The terms determinant and dependence as they are employed in the pres

ent study are used to mean an associative relationship. From a 

statistical point of view, the data cannot prove cause and effect as 

all three requirements for causation - associative variation, sequence 
C • 

of events, and absence of other possible causal factors are not pres

ent (Green and Tull 1970, p. 79). However, the most important use of 

any known relationship lies in its predictive value. A relationship 

need not be known to be causal to be useful as a predictive device 

(Simon 1969, p. 67). The present analysis seeks first to learn whether 

the degree and importance of deliberation are dependent upon the way 

in which a buying problem is recognized. Second, relationships 

between certain components or elements of deliberation will be studied 
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to determine where significant associations may or may not exist. 

Third, selected characteristics of the purchase process will be studied 

to suggest which could be determinants of the degree and importance of 

deliberation. Empirical and theoretical works in the literature provide 

a basis for a discussion of reasons for the character of observed rela

tionships. On the basis of the analysis, suggestions can be made as 

to which relationships may be deserving of further analysis. 

Thus, two major objectives will guide the study. First, the 

family decision process for the purchase of a major household durable 

item will be traced. A literature review of theoretical and empirical 

works concerning the buyer decision process will provide a guideline 

to determine which aspects of the decision are to be measured. The 

findings of the present study on components of the decision process 

can then be compared with results of past studies. 

The second broad objective of the study is to analyze relation

ships involving those aspects of the decision which were determined 

as relevant in meeting the first objective of the study. Specifically, 

the relationships to be tested and analyzed involve the sources of 

problem recognition, the components of deliberation, and selected 

characteristics of the purchase process. The hypotheses advanced in 

the following section specifically outline the relationships to be 

treated. 

Statement of Hypotheses 

In order to accomplish the second objective stated in the pre

vious section, three general hypotheses are proposed. Although the 
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variables treated are defined in detail in Chapter Three (pp. 55-65) 

a brief introduction to the variables is included here. 

Problem recognition represents the decision maker's entry into 

the decision process. A variety of factors may trigger problem re

cognition. In the present analysis, they are grouped into four 

categories or sources of problem recognition: (1) family related; 

(2) social; (3) promotion; and (4) product breakdown. 

After the buyer recognizes the need for a product a process 

leading to the selection of a satisfactory alternative is undertaken, 

referred to in the present analysis as deliberation. The deliberation 

phase of the decision process is composed of a number of components 

or elements. Those elements which this researcher considered most rele

vant for investigation are listed below. 

Intensity of information search refers to the number of differ

ent information media considered useful by the decision maker. 

Extent of information search is measured by the number of broad 

categories or types of information utilized by the buyer. The four 

categories are: (1) non-personal/advocate (e.g. advertising); (2) non-

personal/non-advocate (e.g. product testing publications); (3) personal/ 

advocate (e*g. salespeople); and (4) personal/non-advocate (e.g. friends). 

The most important information type is the broad category of 

information which the buyer felt most strongly influenced the purchase 

decision. 

The degree of importance of external information is the degree 

to which the buyer feels that information received during the decision 

process influenced the purchase decision. 
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The relative importance of past experience is measured by 

determining whether the buyer considered past experience or external 

information as more influential to the purchase decision. 

The number of brands considered is determined by asking the 

buyer how many brands were considered during the decision process. 

The number of stores shopped is the total number of stores 

which the buyer entered during the decision process. 

The degree of price comparison is a measure of the evaluation 

of various price levels prior to making a purchase. 

The length of decision time is the time which elapses from 

problem recognition to the actual purchase. 

The degree of deliberation is a summary measure of the amount 

of time and effort which the decision maker expends in arriving at the 

purchase decision. 

Given these brief definitions, the hypotheses upon which the 

analysis is based can be advanced. Socio-economic characteristics 

have been found to be weak correlates of buyer decision behavior 

(Engel et al. 1968). The hypotheses advanced here are designed to 

guide exploration which will suggest whether the nature of problem 

recognition, components of deliberation, or selected characteristics of 

the purchase are strong correlates of buyer decision behavior. 

Because the present study is exploratory in nature, the stated 

hypotheses are broad and general, representing broad research guide

lines. The stated hypotheses will not be tested as such, but represent 

a number of relationships among the variables defined above, tested 
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two at a time. The dyadic relationships suggested by the general 

hypotheses will be statistically tested to provide the basis for 

analysis. 

Hypothesis 1: The degree and perceived importance of deliberation 
vary with different sources of problem recognition. 

The first hypothesis seeks to explore the question of whether 

different sources of problem recognition lead to different patterns 

of deliberation as buyers search for solutions to perceived purchase 

problems. For example, it could be posited that buyers recognizing 

the purchase problem for social reasons might use more information 

sources than buyers perceiving the purchase problem for other reasons. 

Analysis of the hypothesis involves relating the components of de

liberation, one at a time, with the source of problem recognition. 

Thus, a total of nine relationships will be tested for hypothesis one. 

Hypothesis 2; Elements or components of the deliberation process 
vary with other elements or components of deliberation. 

The second hypothesis refers to the ways in which the compo

nents or elements of the deliberation process relate to one another. 

Past research suggests that the behavior in one part of the deliber

ation process affects and/or is affected by behavior in other compo

nents of the process. Theory often does not suggest which of the ele

ments of deliberation are dependent and which are independent vari

ables. It seems likely that dependence would be conditioned upon the 

situation and the decision maker in each case. 
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Many elements would influence and at the same time be influenced 

by other elements in the deliberation phase of the decision process. 

For example, it would be quite difficult to determine whether the per

ceived importance of information is dependent upon the number of infor

mation sources utilized or whether the number of information sources 

would be determined by the buyer's perceived importance of information. 

It is likely that the two variables would be interdependent. Testing 

the second hypothesis involves correlating the nine components of 

deliberation with one another, two at a time. Thus, thirty-six rela

tionships are tested for significance in analyzing the second hypothesis. 

Hypothesis 3: The degree and perceived importance of deliberation 
vary among buyers by the perceived importance of the purchase, the price 
of the item purchased, and the degree of husband-wife decision inter
action. 

Three characteristics of the purchase are related to the ten 

components of deliberation, taken one at a time. This will yield a 

total of thirty relationships to be tested. Thus, it would be hypothe

sized that the buyer's deliberation activity increases with (1) the 

importance of the purchase, (2) the price of the item purchased, and 

(3) the degree of husband-wife decision interaction. 

Contributions of the Study 

It has been noted that the study of the buyer decision process 

may advance knowledge of consumer behavior. It is anticipated that the 

present study can make contributions to the understanding of consumer 

behavior in two areas. 
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First, by investigating the decision process for the purchase 

of consumer durables, the study may serve to verify and reinforce what 

is currently known about the decision process. A number of studies 

have investigated the behavior within the individual components of 

the decision process. By approaching the study of the process in a 

systematic manner, results can be generated which can be compared with 

the findings of previous studies. This comparison might be expected 

to support certain findings of past analyses and to raise questions 

in other areas. Comparing past studies has yielded certain inconsis

tencies which might, in some measure, be mitigated by additional data. 

The second contribution of the study will come in the knowledge 

gained about various relationships between components of the decision 

process. The insights gained in previous analyses have been limited, 

as noted in Chapter Two of the present study. (See also Howard and 

Sheth 1969, p. 59.) Knowledge of these relationships could aid the 

marketing manager in doing a more effective job. Where relationships 

among the various elements are such that they have predictive value, 

the marketing manager might be able to make more valid estimates of the 

nature and direction of the consumer's decision process. The purpose 

of a great deal of promotion is to create some problem in the mind of 

the customer and then suggest a product or service which might serve 

to solve the problem. The present analysis may provide some guides 

to the marketing manager in predicting certain aspects of the delibera

tion process given the type of problem situation presented in a pro

motional effort. It has been pointed out that in order to develop a 
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theory, relationships among variables must be specified (Kerlinger 

1964, p. 11). The development of a theory of consumer decision

making could be advanced by the type of analysis proposed in the present 

study where relationships among important variables are explored. 

In the past, the idea of a related sequence of activities in 

the decision process has been used in marketing practice and research 

with very little theoretical foundation (Howard and Sheth 1969, p. 59). 

Recently a number of researchers have begun to advance theoretical 

models to explain the buying process. It is hoped that the findings 

of the present analysis will add to the theory by investigating and 

explaining relationships in the buyer's decision process. Whatever 

insights to the consumer decision process are gained from the present 

analysis may add to the efficiency of the marketing manager by contrib

uting to a better foundation for understanding and predicting the 

behavior of his customers. Such a theoretical foundation could reduce 

the economic waste which results from market failure, arising from the 

lack of understanding of consumer behavior. 

Format of the Study 

The remainder of this paper is concerned with answering 

previously posed questions on the nature of relationships which exist 

between the problem recognition stage and elements of the deliberation 

phase, among elements of the deliberation phase of the consumer de

cision process, and between deliberation elements and selected purchase 

characteristics. In Chapter Two, relevant models of consumer decision 

making are presented, after which the findings of research which has 



been carried out on the elements of the decision process are discussed. 

This will be followed by a review of past studies which have considered 

relationships in the decision process. 

Chapter Three presents the research design and analytical 

methods for the study. The sample and sampling method are first 

discussed, followed by a treatment of the methods for data collection. 

The definitions and measurement techniques for the variables are then 

presented» after which the methods to be employed in testing hypotheses 

are explained. 

In Chapter Four, the results of the survey are presented, 

including a discussion of possible reasons for observed behavior. 

Where possible, results are compared with those of past studies. 

Finally, the fifth chapter presents conclusions and implications for 

further study. 



CHAPTER 2 

CONCEPTUAL FRAMEWORK AND RELATED RESEARCH 

An extensive amount of theoretical analysis and empirical 

research has been directed at gaining a greater understanding of the 

decision process, in general, and of the consumer decision process, 

in particular. The purpose of this chapter is to review theoretical 

fundamentals and research findings on the consumer decision process. 

Although several theoretical models of buyer behavior are discussed, 

the major thrust of the literature review involves those studies which 

have treated problem recognition and the nature and types of informa

tion used in reaching a decision. 

The discussion begins with an explanation of the general nature 

of the buyer decision process as advanced in the literature. Three 

models of buyer decision making which are representative of the theoreti

cal work which has provided the basis for much of the present study are 

then discussed. These sections suggest the particular deliberation 

elements which are most relevant for study. A brief summary of the ma

jor research studies which are most relevant to the work in the present 

analysis is next presented. The chapter continues with a review of re

search findings pertinent to each of the elements of the decision pro

cess which have been selected for analysis. A discussion summarizing 

16 
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relationships within and between the problem recognition and delibera

tion phases which have previously been researched concludes the chapter. 

The Consumer Decision Process 

A number of researchers investigating and explaining consumer 

behavior have analyzed a sequential decision process as displayed 

by individuals or family groups in their purchase behavior. This 

sequential decision process has been held to be central to buying 

behavior (Howard and Sheth 1969, p. 94). 

Generally, the treatments of the consumer decision process 

by various writers have followed a common pattern. Problem solving 

or decision making is held to be "characterized by the arousal of a 

problem or question, by deliberation or thinking which involves 

reorganization in a specific direction, by understanding the require

ments of the situtation by weighing alternatives and taking their 

consequences into consideration and, finally, by choosing among 

alternative courses of action." (Katona 1960, p. 139) This definition 

describes extensive problem solving behavior (Howard 1963, p. 37ff). 

True problem solving behavior is characterized by the presence of the 

deliberation phase of identifying and analyzing alternative solutions 

and seeking information to aid in this analysis (Katona 1964, p. 298). 

Extensive problem solving behavior is generally present under the 

following circumstances (Katona 1964, pp. 289-290): 

1. Where expenditures are considered major and where they 

are made relatively rarely, problem solving activity may 

be extensive. Many of these purchases involve a large 



monetary outlay, as in the purchase of a house or car. 

Some purchases may be small and yet be quite significant 

for the buyer as in the purchase of an important article 

of clothing or a gift for a special person or occasion. 

Unsatisfactory past experience, especially when the 

purchased product has not come up to expectations, may 

lead to more extensive problem solving activity. 

Some purchases of new products or situations where a 

product is purchased for the first time will give rise to 

more extensive problem solving activity. 

Awareness of a difference between one's customary behavior 

and that of an important reference group may lead to more 

extensive problem solving. 

The impact of strong new stimuli or precipitating circum

stances such as general news—threat of war, inflation, etc. 

—or news of specific products transmitted by advertising 

or non-commercial communication means may be instrumental 

in increasing problem solving activity. 

Where the purchase is considered to be discretionary 

rather than necessary, or where there is no urgency in 

the purchase, the consumer will expend more problem 

solving effort (Katona and Mueller 1955, p. 80). 

Certain consumer characteristics may lead to more extended 

decision making, including higher education, higher income, 

youth (under 35), white collar occupation, and enjoyment 

of shopping activity (Katona and Mueller 1955, p. 80). 



8. Extended problem solving behavior is also likely to occur 

where the consumer feels committed to the product for some 

extended period of time"giving rise to risk and uncertainty 

(Granbois 1964). 

9. The consumer may put forth more extensive problem solving 

effort where alternatives are seen to have both desirable 

and undesirable attributes (Engel 1961, pp. 75-83). 

10. It has been noted that the physical size of a product 

may influence the degree of deliberation. A physically 

large product may have to be selected with consideration 

as to its fit in the home, and therefore will require 

extensive decision activity (Groenveld 1964, p. 125). 

11. The product's length of life may also affect the degree 

of pre-purchase activity. Perishability and possible 

style obsolescence may lead to a longer deliberation 

period (Groenveld 1964). 

Lack of deliberation, then, may be generally associated with 

situations in which price is low relative to income, where special 

purchase opportunities are available, under circumstances of urgent 

need, or where the buyer is satisfied with previous buying and use 

experience. Deliberation can be expected to take place where buyers 

feel that they have discretion to act and when it is of great impor

tance to them how they act (Katona and Mueller 1955, pp. 34-35). 

The buyer's decision process may be an extremely complex 

phenomenon. In order to simplify the process and to understand 



various components and relationships in the process, a number of 

writers have advanced theoretical models of the buyer decision 

process. Because these models underlie the thinking upon which the 

present analysis is based, and because they suggest the variables 

to be investigated in the study, some of the more comprehensive models 

are presented in the following section. 

Models of the Consumer Decision Process 

Three theoretical models are representative of those which have 

been developed to represent the buying process. These models have been 

advanced by Nicosia (1966), Howard and Sheth (1969) and Engel et al. 

(1968). 

Other work has been done (Kotler 1967, pp. 67-75; Andreason, 

1965), but most has been aimed at researching or explaining the 

concepts advanced by the above writers. Each of the models cited here 

will be briefly explained, after which the elements derived from the 

models for the present analysis will be discussed. 

The Nicosia Model 

F.rancesco Nicosia has developed a comprehensive model of the 

consumer decision process. Figure 1 presents a summary of the Nicosia 

model. 

Essentially, Nicosia's model is aimed at explaining the 

situation in which one is exposed to an advertisement and forms an 

attitude where none existed before. The model is based upon the 
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Figure 1. The Nicosia model. (Nicosia 1966, p. 156.) 

technique of computer flow charting to designate elements and rela

tionships. The model contains four fields. 

Field one includes the advertising output of the firm and a 

consumer who was not previously familiar with the advertised product. 

As the message is received, an attitude may be formed which involves 

a desire for the advertised product. This attitude serves as an input 

for field two. Field two represents a search for information about 

the product and other product alternatives. The output of this field 

is a motivation which may cause the customer to make the decision to 

purchase as represented by field three of the model. Field four is 



the storage or use of the product purchased. The output of this field 

is a feedback to the firm in the form of sales results and a feedback 

to the customer in the form of satisfaction or dissatisfaction with 

the product. 

The decision process, then, is viewed by Nicosia as involving 

four sequential fields or phases of activity. The consumer receives 

some sort of message triggering the search for information and purchase 

alternatives. This search may end in a halt, postponement, or purchase 

decision. In using the product purchased, the consumer, feeds informa

tion regarding satisfaction with the chosen alternative back into the 

system for reference on future decision actions. 

The Howard - Sheth Model 

The Howard - Sheth Model (Howard and Sheth 1969, pp. 24-29) is 

1 
an extension of the model first proposed by John Howard (1963). This 

integrative model of consumer behavior is based upon learning theory. 

The model is presented in Figure 2. 

According to the Howard and Sheth model, the theory of buyer 

behavior consists of four sets of abstractions called constructs or 

variables: (1) input variables, (2) output variables, (3) hypothetical 

constructs, and (4) exogenous variables (Howard and Sheth 1969, p. 24). 

The buying process occurs as a buyer is motivated to buy, seeks 

1. See Appendix A of the present study for the Howard Model. 
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Figure 2. The Howard - Sheth model of consumer behavior. (Howard and Sheth 1969, p. 30. 



information, considers past experience, and weighs various alternatives 

(Howard and Sheth 1969, pp. 24-28). 

The input variables come from the buyer's environment, and 

are classified as commercial and social. The commercial environment 

is made up of marketing communication activities which come to buyers 

in the form of physical brands (significative) or some linguistic or 

pictorial representations (symbolic). The social environment refers 

to information inputs such as word-of-mouth communications and obser

vation of the behavior of others. 

The output variables are (1) attention, (2) brand comprehension, 

(3) attitude, (4) intention, and (5) purchase. Attention is a buyer's 

response indicating the strength of information intake. Brand compre

hension refers to the buyer's brand knowledge. Attitude is the buyer's 

evaluation of a brand's capacity for need satisfaction. Intention 

is the buyer's expectation of purchase. Purchase refers to the overt 

action of acquiring the product. 

The hypothetical constructs and their interrelationships are 

classified into two categories: (1) those having to do with perception 

and (2) those having to do with learning. Perceptual constructs serve 

the function of information processing, while the learning constructs 

serve the function of concept formation (Howard and Sheth 1969, pp. 32-

38). 

The Engel - Kollat - Blackwell Model 

As noted in Figure 3, Engel, Kollat and Blackwell (1968, 

pp. 347-537) have viewed the decision process as being composed of 



25 

j_SMRCH_j 

IjNPUTSj PERSONALITY 
CHARACTERISTICS 
Traits, Motives 

STORED IN
FORMATION and 

PAST EXPERIENCE 

PHYSICAL 
SOCIAL 

VALUES AND 
ATTITUDES 

SENSORY 
RECEPTORS 

i AROUSAL • 
CENTRAL 

CONTROL UHIT 
(Memory and Thinking) PERCEPTION 

Attention, Distortion 

i 
COMPARISON 

PROCESS 
"RESPONSE SETS I 

PROBLEM 
RECOGNITION 

/VES\* 
\HALT/* 

; STORAGE OF j 
1 CONSEQUENCESJ EXTERNAL SEARCH 

for ALTERNATIVES 

I TRIGGERED i 
1 FURTHER 

BEHAVIOR ' 

EVALUATION of 
ALTERNATIVES 

PURCHASE 
PROCESSES 

OUTCOMES 

POSTPURCHASE FURTHER 
EVALUATION I BEHAVIOR 

Figure 3. The Engel - Kollat - Blackwell model of consumer decision 
making. . (Engel et al. 1968, p. 50.) 



26 

five sequential stages: problem recognition, external search, alter

native evaluation, purchasing process, and post-purchase evaluation. 

In the problem recognition stage, dissatisfaction with the 

current circumstances is first noted. A myriad of factors, including 

attitudes, values, response traits, social class, family, other 

reference groups, financial resources, and marketing efforts, will 

motivate a person to seek a different or desired state of affairs. 

In the search stage of the decision process, the consumer 

seeks solutions to the recognized problem. 

The relevant considerations in this phase are: 

1) the number and types of information sources utilized 

2) the types of information derived from each source 

3) the relative importance of the information sources 

4) the degree of influence which information has on the 

decision maker 

Engel et al. (1968) hold that a number of factors may trigger 

or influence an external search for information. In general, whether 

or not a search occurs and the magnitude of the search depend upon the 

consumer's perception of the value of the results of the search and 

costs involved in a search. Specifically, determinants of the exis

tence and magnitude of information search include: The amount of infor

mation the consumer has stored relative to the problem at hand; the 

applicability of the information to the problem; the ability to recall 

the stored information; the time which has elapsed since the last 

purchase of the item; the risk involved in the purchase in terms of 



financial, social, and psychological considerations; the urgency of 

the need to be satisfied; and the motives, response traits, family 

role structure, and socio-economic and demographic characteristics of 

the decision maker. If the decision is routine, or if costs of en

gaging in a search outweigh the expected benefits, external search 

may be bypassed altogether. In such a case a previously determined 

problem solution may be employed, or the first potential solution 

perceived may be accepted. 

Having engaged in or bypassed the information search stage, 

the decision maker will generally have arrived at one or more potential 

solutions to the problem. These possible solutions may include no 

purchase or postponement of the purchase. If multiple alternatives 

are present, it becomes necessary to evaluate the possibilities in 

order to arrive at the optimum solution. The basic determinants of 

whether alternative evaluation takes place seem to be past experience, 

motives, attitudes, socio-economic and demographic characteristics, 

and special purchase opportunities such as reduced prices. The evalu

ation of alternatives is viewed as consisting of actions involving 

the consumer's comparison of various characteristics of alternative 

solutions to the perceived problem against a determined evaluative 

criterion or perceived optimum solution to the problem. When alterna

tives have been evaluated, the consumer makes a choice as to which 

alternative to select. The purchase decision involves questions in

cluding which product, which store, which brand, and which price to 

select. The combination of alternatives selected represents the 



totality of the solution which the decision maker considers optimum 

in solving the perceived problem. This selection of an optimum 

solution to the problem is referred to as the purchase stage of the 

decision process. It is to this aspect of the decision that researchers 

have given' the bulk of their attention. 

In the post-purchase stage of the decision process, the con

sumer determines whether or not the chosen solution was the best 

possible, or at least, whether it was acceptable. The individual may 

seek to suppress or dispel any dissonant feeling which may have arisen 

from the purchase decision. 

Summary of the Models 

Although the theoretical constructs presented here differ 

somewhat in approach and emphasis, they agree on important issues. The 

Engel - Kollat - Blackwell model sees the consumer as entering the pro

cess through the recognition of a problem. The Howard - Sheth model is 

somewhat vague in stating the point at which the customer enters the 

buying process, but careful examination of the definition of the output 

variables suggests that attention is the first stage of the decision 

process. Howard (1963, p. 47) was somewhat more clear in his original 

model where he saw the process as beginning with a "triggering cue." 

Field one of the Nicosia model indicates that the customer enters 

into the process through perception of an advertised product. 

Each of the three models shows an information search phase. 

Stage two in the Engel Kollat - Blackwell model is made up of the 



customer's external information search while Field Two of the Nicosia 

model represents the customer's search for information concerning 

the product and various alternatives. The Howard-Sheth model lists 

overt search as a perceptual construct variable, and also sees the 

customer as receiving information in the Attention Phase. 

Finally, the Engel- - Kollat - Blackwell model separates the 

evaluation of alternatives from information search as a part of 

deliberation. Howard and Sheth and Nicosia view alternative evalu

ation as a part of the search for information, although Howard, in 

his initial model, viewed the search for clarification of alternatives 

as a separate activity. It can be seen, therefore, that although 

there is diversity among the models, a thread of similarity is observed. 

There is general agreement that the pre-commitment phase of the pur

chase process is composed of the perception of a problem, an informa

tion search activity, and an activity in which alternative courses of 

action are evaluated against one another and against some criterion of 

acceptability. 

The phases of the models preceding the actual purchase provide 

the framework of the present analysis. The variables to be treated are 

components of problem recognition, information search, and alternative 

evaluation stages. For reasons discussed in a later section^", informa

tion search and alternative evaluation activities are treated together 

as components or elements of deliberation, defined as the process 

1. See page 57. 
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through which the buyer decides upon the alternative which best 

satisfies the recognized problem. 

Selected Research Studies on Consumer Decision Making 

A number of researchers have investigated various aspects 

of the buyer decision process through both experimental and survey 

designs. A few of the studies are discussed below to aid the reader 

in judging the comparability of the designs of the studies with one 

another and with the present analysis. The studies discussed are those 

which this writer felt treated the subject of buyer decision making 

in a manner most similar to that of the present study. This limitation 

was necessary, since literally hundreds of research studies have, in 

some measure or form, treated the subject of buyer decision making. 

The studies discussed below treated aspects of problem recognition 

and/or deliberation. Deliberation was generally treated in terms of 

information reception and processing. These studies will be referred 

to frequently in the present chapter and again in'Chapter Four as com

parisons are made with results of the present study. Numerous other 

studies which are not discussed below, but which bear, in some degree, 

upon the buyer decision process are cited elsewhere as appropriate. 

For each study the general nature of the research design, in

cluding the nature of the population studied and the variables 

treated, is discussed. The results of the various studies are not 

covered here, but the pertinent findings as they pertain to the 

variables treated in the present study are presented with discussions 



of the individual variables both in a later section of the present 

chapter"*" and again in Chapter Four. 

The Bureau of Applied Social Research at Columbia University 

conducted a survey dealing primarily with sources of information used 

in reaching decisions of several types among 800 women in Decatur, 

Illinois, in 1945 (Katz and Lazarsfeld 1955). The study included 

indicators of socio-economic characteristics. The data were analyzed 

to explore relationships between these characteristics and patterns 

of information used in decisions made by women in the area of food 

shopping, fashion, public affairs and movies. 

In the fall of 1953, the Survey Research Center of the Univer

sity of Michigan conducted a survey among a random sample of 1,000 

families throughout the United States to determine the degree of 

deliberation, or true problem-solving behavior, exhibited by families 

in purchasing major household goods and sport shirts (Katona and 

Mueller 1955). Personal interviews with one randomly selected adult 

in each family were designed to obtain measures of the amounts and 

kinds of information seeking and family discussions which preceded a 

recent purchase of one of several types of major durable goods and of 

sport shirts. Five dimensions of deliberation were treated in the 

study: (1) extent of circumspectness (prior planning and weighing of 

2 
alternatives); (2) extent of information seeking (number of 

1. See pages 33-44. 

2. It should be noted that extent of information seeking as 
defined by Katona and Mueller more nearly corresponds with the concept 
of intensity of information search as defined in the present study 
than to extent of information search as defined here. 
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information sources consulted); (3) choosing with respect to price; 

(4) choosing with respect to brand; and (5) the number of features 

considered other than price or brand. Several socio-economic character

istics of the survey families were analyzed to investigate relation

ships among these variables and patterns of deliberation exhibited by 

the families. 

A continuing Alderson and Sessions (1962) basic research proj

ect investigating consumer motivation was begun in 1957. The study 

involved an open end interview with 61 housewives regarding their 

shopping behavior for a wide range of items. One part of the study 

reported buyer information gathering behavior for purchases which were 

classified as major or minor in terms of price. The study treated the 

number of stores entered as an aspect of information search. 

In 1959, Sargent (1959) conducted a study of the sources of 

information utilized by households in purchasing both major and minor 

household goods, with particular concentration on the role of consumer 

product rating publications. Hail questionnaires were sent to 2,500 

families subscribing to these publications and to 5,000 non-subscribing 

families. Results were analyzed by socio-economic characteristics 

of the responding families. 

In 1962,. Granbois (1962) reported the results of an exploratory 

study conducted with 56 families in Bloomington, Indiana, headed by an 

educator. Both the husband and the wife in each family were questioned 

concerning their most recent purchase experience with a major durable 

good. The study investigated a number of variables. The independent 



variables investigated were discussed under six headings: (1) general 

family role structure; (2) social integration; (3) precipitating 

factors; (4) special selective factors; (5) social-situational factors; 

and (6) economic-situational factors. The dependent variables which 

he treated were: (1) the degree of deliberation-problem solving 

behavior; (2) the role structure associated with the purchase; and 

(3) the sources of information utilized. 

In 1966, Udell (1966) summarized the results of a study of 

shopping behavior in the selection of small electrical appliances pur

chased by 705 buyers in Madison, Wisconsin. The primary objective of 

the study was to gather data on types of information and sources of 

information that consumers used in shopping for small appliances. 

The second objective was to determine the extent and significance of 

out-of-store shopping and in-store shopping leading to the purchase. 

A 1972 article reported the results of a 1968 interview on 

pre-purchase information seeking by 653 U.S. households (Newman and 

Staelin 1972). Analysis was based upon buyers' reports of the types 

of information sought or received, types of information sources used, 

the number of retail stores visited and the number of brands considered 

in the purchase of new automobiles and major household appliances. 

Twenty-nine explanatory variables representing various purchaser and 

product characteristics and conditions of purchase were analyzed as 

possible determinants of the amount of information search. 



Relevant Research on the Precommltment 
Stages of the Decision Process 

In order to determine which elements of the deliberation pro

cess are considered most important for analysis, a review of the 

literature pertaining to the precommitment phase was undertaken. The 

findings of the review provide information necessary to clarify and 

define the variables to be treated. The variables studied are grouped 

according to problem recognition, deliberation, and explanatory 

categories. 

Problem Recognition 

It is assumed that the decision process begins when a problem 

is perceived (Engel et al. 1968, p. 360). Problem perception or 

recognition is conceptually defined as resulting from a consumer's 

recognition of a difference of sufficient magnitude between what is 

seen as the desired state and the actual state (Engel et al. 1968, 

pp. 360-61). The perception of a problem is based upon the consumer's 

needs. So long as a need remains satisfied, it provides no impetus to 

action. However, as some factor, such as a product's wearing out, 

causes the consumer to feel that the need is not satisfied, disequilib

rium between the desired and the actual state reaches sufficient magni

tude, and a problem is recognized (Engel et al. 1968). When a problem 

is recognized, the consumer is motivated to seek some sort of solution 

which will resolve the disequilibrium. This solution may come in the 

form of the purchase of a product or perhaps in the redefinition of 

the desired state. Where the desired state is redefined, a purchase 



would perhaps not take place as the consumer rationalizes that he 

really doesn't need the product badly enough to spend money for it. 

Where financial means will not allow purchase of a product and where 

the desired state cannot be changed, the consumer may sense frustration. 

Problem recognition, then, is assumed to occur where the 

perception of a discrepancy between the consumer's actual state and 

some desired goal is sufficient to impel him to some sort of decision 

making activity. There is, however, no real measure of what consti

tutes a "difference of sufficient magnitude," leaving the above 

definition somewhat nebulous. For purposes of analysis, however, it 

is necessary to identify some way of measuring and interpreting 

variables. A number of past studies have viewed the problem recogni

tion stage as consisting of some precipitating factor which initiates 

the decision process (Katona and Mueller 1955; Granbois 1962, p. 84; 

Norris 1955, p. 25; and Newman and Staelin 1972). 

A number of factors have been cited as being important in 

bringing about the recognition of a problem. Problem recognition, as 

a perceived difference between an actual state and a desired state, 

involves the interplay of many variables, including perception, learn

ing, attitudes, motives, and response traits (Engel et al. 1968, 

p. 361). Because of the large number of factors and situations in

volved, the actual determinants of problem recognition are almost 

infinite, so a discussion of all determinants is not possible. The 

present study concentrates upon the reasons which buyers give for 

entering the decision process, referred to in the present study as 
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initiating factors or sources of problem recognition. No direct 

attempt is made to treat such factors as motives, attitudes, learning 

perception, and response traits. It may be presumed that these under

lying forces are reflected in the buyer's stated source of problem 

recognition. A review of findings on the sources of problem recogni

tion indicates that sources of problem recognition can generally be 

included within the following categories: 

1. Depletion of a previous solution is probably the most 

frequent determinant of problem recognition (Engel et al. 1968, 

pp. 365-67; Norris 1955, p. 25). In one study (Granbois 1962, p. 84) 

forty-one percent of the respondents recognized the problem as a re

sult of an item's becoming unsatisfactory for some reason such as 

breaking down or wearing out. Simply using up a product will not give 

rise to problem recognition, however. A need or desire to replace the 

product must be present. The need for replacement may or may not be 

considered urgent, affecting the timing of the purchase. 

2. Problem recognition often occurs as a result of changing 

family circumstances. The birth of children, for instance, will result 

in new needs for food, clothing, furniture, and perhaps a house instead 

of an apartment (Granbois 1962, p. 84). 

New needs and redefinition of desired states continually 

develop as the composition of the family changes (Wells and Gubar 

1966). A change in the place of employment of a family member can 

lead to a new desired state in terms of housing, thus giving rise to 

problem recognition (Norris 1955, p. 26). An increase in family 
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income may lead to a dissatisfaction with the state which the previous 

financial status afforded (Granbois 1962, p. 84). Even the expectation 

of changing circumstances may create the necessary disequilibrium. 

Such expectations are especially important in the purchase of durable 

goods (Engel et al. 1968, p. 366) and in the purchase behavior of 

younger consumers (Mueller 1958, p. 37). Problem recognition may also 

derive from other family purchase decisions as when moving into a 

new residence leads to the purchase of furniture even though existing 

pieces are not worn out (Granbois 1962, p. 84). 

3. Problem recognition often occurs as the result of social 

influences. When a member of a reference group buys an item, the fact 

that other members of the group do not have such an item may become 

the basis for a discrepant state in non-owners. Joining or aspiring 

to a new reference group may cause an individual to perceive a new 

need pattern concerning accoutrements necessary for membership or 

continued acceptance (Granbois 1962, p. 84). 

4. Various marketing efforts, including advertising, point 

of purchase displays, and personal selling, can affect the consumer's 

desired state and lead to problem recognition (Engel et al.1968, 

p. 367; Granbois 1962, p. 84). 

The problem recognition stage is assumed to be a complex pro

cess which occurs over time (Engel et al. 1968, p. 360). The present 

analysis, in asking what factor precipitates the decision process, 

however, views problem recognition as occurring at a point in time as 
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defined by the decision maker. At this point, the decision maker 

becomes aware of a problem deriving from one of the four factors 

listed above. 

Deliberation Phase 

The deliberation phase of the decision process is made up of 

the activities in which the buyer engages in determining the best 

solution to the recognized problem. The process includes the decision 

maker's search for product information and the weighing of various 

product alternatives (Granbois 1962, p. 13; Katona and Mueller 1955). 

The literature review suggested which aspects of the deliberation pro

cess are considered most representative of the activities within the 

phase. The elements or components of deliberation which have been most 

often studied in previous analyses include the number and types of 

information sources utilized, the importance of information sources, 

the number and types of alternatives evaluated, and the time spent in 

deliberation. 

There are two general types of information search. The first 

is the internal search wherein an individual recalls past relevant 

experience which might aid in making a decision. The second type in

volves an external search, defined as involving the processes and 

activities whereby a consumer locates and uses various sources of 

information, including mass media, personal sources, and marketer 

dominated sources to learn about the nature and availability of 

alternative solutions to the perceived problem, the characteristics 

and attributes of those alternatives, and their relative desirability 



(Engel et al. 1968, p. 378). External search for information is likely 

to be considered worthwhile when stored information is inadequate 

(Katona 1964, pp. 289-290; Green, Halbert and Sayer 1964, pp. 1723; 

and Hawkins and Lanzetta 1965), inappropriate (Katona 1964; Bucklin 

1965; and Katona 1951, pp. 67-68), or forgotten (Katona 1964; Bucklin 

1966), where a decision is relatively important (Hawkins and Lanzetta 

1965, p. 799"*"), and where the consumer is willing and able to spend 

time in information search (Lanzetta and Kanareff 1962). In general, 

it can be said that the consumer will engage in information search 

where the perceived benefits of search are expected to surpass the per

ceived costs of search. 

It has been suggested that many consumers do not actively en

gage in information search. Katona and Mueller (1955, p. 50) reported 

that only ten percent of those interviewed were highly active in the 

search for information. Sixty-five percent, however, engaged in infor

mation search to some degree. Granbois (1962, p. 53), however, observed 

that highly active information search was undertaken by nearly thirty 

percent of the families questioned. This could be explained by the 

fact that all respondents in the Granbois study were well-educated 

professionals, while only three percent of those interviewed in the 

Katona-Mueller (1955, p. 53) study were professionals. More delibera

tive purchasing behavior is expected from families headed by relatively 

1. Although it is often stated that the importance of a 
decision will influence the degree of information search, this parti
cular study found that the importance did not affect the information 
search. It was posited that anxiety increased with importance and 
that anxiety inhibited search. 



well educated, higher income persons (Granbois 1962, p. 30; Katona 

and Mueller 1955, p. 80; Sargent 1959). Other studies indicated that 

most consumers engage in some form of information search (Katz and 

Lazarsfeld 1955, p. 176; Sargent 1959; Newman and Staelin 1972). Udell 

(1966, p. 50) found that purchasers of small appliances tended to rely-

more upon past experience than upon external information in making 

their purchase decisions. Thus, while buyers tended to search for 

information, many did not rely upon it once they had it. It was shown 

that the more positive experiences an individual has with a particular 

product, the less effort he will expend in information search (Bennett 

and Mandell 1969). 

Most studies reviewed found somewhat similar patterns in the 

number and types of sources of information utilized in making the 

decision (Katona and Mueller 1955, pp. 45-47; Granbois 1962, p. 61; 

Sargent 1959, p. 41; Katz and Lazarsfeld 1955, p. 176; and Udell 1966, 

p. 51). Consumers were found to utilize such information sources 

as visits to dealers, consumer testing publications, television and 

radio ads, magazine and newspaper ads, friends and relatives, neighbors, 

salespersons, mail order catalogs and circulars, magazine and newspaper 

articles, and telephone calls to stores as their primary information 

sources. 

In viewing the importance which consumers attributed to various 

information sources, it was found that information received from 

friends and relatives was most often cited as being important (Katz 

and Lazarsfeld 1955; Katona and Mueller 1955). Granbois (1962, p. 151), 



however, found that dealers were more often given as the most important 

information source. This difference may be explained by the fact the 

respondents in the Granbois study were of relatively high social status. 

High status people tend to rely upon their own knowledge and ability in 

making purchases (Martineau 1957, p. 248). This confidence would allow 

consumers to rely upon commercial sources which might be considered 

biased but knowledgeable, as opposed to non-commercial sources which 

would be unbiased but often uninformed. Granbois (1962, p. 153) also 

found that friends and relatives were considered more important as infor

mation sources in the purchase of more expensive items than for less ex

pensive products. Apparently, unbiased sources were favored where the 

economic risk in purchase was higher and errors were potentially more 

costly. Other studies indicated that the importance of information 

varies widely among product classes (Katz and Lazarsfeld 1955; Katona 

and Mueller 1955; Bell 1963, pp. 91-93; Beal and Rogers 1957, pp. 630-34). 

A large number of researchers have investigated the number of 

stores visited in making a purchase decision (Alderson and Sessions 

1962; Bruce and Dommermuth 1968; Bucklin 1966; Dommermuth 1965; 

Dommermuth and Cundiff 1967; Katona and Mueller 1955; Kleimenhagen 

1966-67; LeGrand and Udell 1964, p. 32; Newman and Staelin 1972; Riter 

1966-67; and Udell 1966). In general, a fairly large percentage of 

buyers shopped more than one store, ranging from 40 percent (Granbois 

1963) to more than 65 percent (Katona and Mueller 1955; Udell 1966). 

Studies indicated that buyers who shopped more stores also were more 

active in seeking information from other sources (Newman and Staelin 
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1972, p. 250). A direct relationship was found between the price of 

item purchased and the number of stores shopped (Udell 1966, p. 52). 

Married buyers, better educated buyers, and younger buyers were found 

to shop more stores (Udell 1966, p. 52). 

Three studies reviewed dealt with the number of brands examined 

(Newman and Staelin 1972; Dommermuth 1965; and Katona and Mueller 1955). 

Most buyers studied had considered more than one brand, ranging from 

about 55 percent (Newman and Staelin 1972) to 60 percent (Katona and 

Mueller 1955). Newman and Staelin (1972, p. 25)^ found that buyers who 

examined more than one brand at the outset of the decision process 

were more active in overall information search than were those who 

examined only one brand at the outset. Their study also showed that 

buyers who were satisfied users of their old product were less likely 

to consider more than one brand than were those who were dissatisfied. 

Another study reported that the number of brands increased as the price, 

length of commitment, and time between purchases increased (Katona and 

2 
Mueller 1955 ). Howard and Sheth (1969, p. 98) hypothesized that the 

number of brands considered is positively related to the buyer's per

ceived importance of the purchase. A subsequent study of brand selec

tion, however, failed to substantiate that hypothesis (Campbell 1969). 

1. The data in the study did not include information on the 
total number of brands considered over the course of the decision 
process. 

2. The Katona-Mueller study treated all brands which were 
considered over the entire decision process. 
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Of the studies reviewed, only one included a treatment of the 

buyer's analysis of various price levels (Katona and Mueller 1955). 

Buyers were asked whether they considered only items at the same price 

level as the one purchased or whether items of higher or lower price 

or both were considered. The study indicated that only about 40 per

cent of the buyers considered items of a price level other than that 

of the item purchased. 

The length of time which elapses from problem recognition to 

the final purchase decision is an important dimension of the degree 

of deliberation (Katona and Mueller 1955). Decision time is defined 

as beginning with the emergence of an intention, however vague, and 

ending in the selection of a particular purchase alternative (Pratt 

1965, p. 245). As such, it includes the time from problem recognition 

to the beginning of active information search and the time over which 

the buyer seeks and processes information and evaluates various purchase 

alternatives. 

The extent of planning, or length of decision time, has been 

shown to be positively related to the price of the item purchased. 

Ferber (1954, p. 50) found that a longer planning period is associated 

with higher priced items, although a number of purchases of relatively 

inexpensive items were more than a year in the planning. The type of 

product purchased was also found to play a role in determining the 

length of decision time. Norris (1955) found that the planning period 

for a home may be as long as ten years. Katona and Mueller (1955, 

p. 44) found that the average planning period for durable goods was 



much longer than for sport shirts. Both the Katona and Mueller and 

the Granbois studies found that the planning period for durables was 

usually more than one month and often more than six months (Katona and 

Mueller 1955 and Granbois 1962, p. 53). Another study of decision time 

suggested that the length of decision time is inversely related to 

the amount and degree of satisfaction with past purchase experiences 

(Newman and Staelin 1971, pp. 192-198). 

Three studies reviewed established indexes of deliberation 

which combined several components of deliberation to yield a single 

measure (Katona and Mueller 1955, pp. 44-46; Granbois 1962, pp. 32-36; 

and Newman and Staelin 1971, p. 256). The Granbois and Katona-Mueller 

studies developed indexes measuring deliberation as low, moderate, 

high, and very high. Katona and Mueller (1955, p. 42) included five 

dimensions of deliberation: (1) length of decision time; (2) number 

of information sources; (3) number of price levels considered; (4) num

ber of brands considered; and (5) number of features considered other 

than price and brand. Granbois (1962, pp. 32-34) utilized four com

ponents: (1) length of decision time; (2) the number of family dis

cussions preceding the purchase; (3) the number of sources of informa

tion, and (4) locations of dealers shopped. Both studies found that 

buyers of durable goods scored fairly high on their deliberation scales. 

Newman and Staelin (1971, p. 206) constructed their index on 

the basis of out-of-store and in-store information seeking. Out-of-

store information seeking included three components: (1) types of 

information received; (2) sources of information (unaided recall); and 
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(3) sources of information (aided recall). The degree of in-store 

information seeking was based upon two factors: (1) whether or not 

a retail outlet was mentioned as a source of information (unaided 

recall) and (2) the number of retail outlets visited. 

Research on Relationships in the Precommitment 
Phase of the Decision Process 

Engel, Kollat and Blackwell have indicated that, because con

siderable variation has been observed in the decision process across 

both consumers and products, and since consumer characteristics are 

relatively weak independent variables for predicting behavior in the 

decision process, research should be carried out to systematically 

investigate relationships among components of the decision process 

itself. The studies reviewed as well as the present study define the 

term "relationship" as a statistical association between variables. 

Several studies of the consumer decision process have investigated the 

nature of relationships, but the results leave a good many questions 

unanswered. The present section gives a brief summary of major findings 

from studies of the decision process which have treated relationships 

among decision process components. 

Relationships Between Problem Recognition 
and Deliberation 

A number of studies have investigated the relationship between 

problem recognition and deliberation. It will be noted that aspects 

of problem recognition other than the initiating factor have been 

investigated. The results of major studies are summarized below: 
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1. In one study the reason why the buyer initially thought 

of the purchase was found not to be a determinant of the number of 

information sources used or the number of stores shopped (Newman 

and Staelin 1972). 

2. The buyer who is dissatisfied with a previously used pro

duct will tend to have a longer decision time than those previously 

satisfied (Newman and Staelin 1971). 

3. The longer the time which elapses between purchases, the 

greater the probability that information search will occur (Katona 

1964, pp. 289-290; and Bucklin 1966). 

4. The greater the degree to which the problem is perceived 

to be similar to one previously experienced and satisfactorily solved, 

the lower the probability that external search will occur (Katona 1964). 

5. The longer the time which elapses between purchases, the 

greater the probability that consumers will shop more than one retail 

outlet (Katona and Mueller 1955, pp. 45-46; Udell 1966, pp. 50-51; 

and Dommermuth 1965, p. 130). 

6. In the purchase of major household goods, the presence of 

special selective factors in problem recognition such as brand or dealer 

preference or special purchase opportunities will reduce the number 

of alternatives considered and thus reduce the degree of deliberation 

preceding the purchase (Granbois 1962, p. 102). 

7. Awareness in the Howard model roughly corresponds with 

problem recognition as used in the present analysis. O'Brien (1971a, 



47 

pp. 283-284) found that awareness influences attitude positively over 

time where attitude is defined as an evaluative relationship between 

preference and desire. 

Relationships Within the Deliberation Phase 

Relatively few studies were encountered which investigated rela

tionships among components of the deliberation process. The findings 

are summarized below: 

1. The greater the number of information sources utilized, the 

greater the number of brands and prices considered (Katona and Mueller 

1955, p. 51). 

2. The number of brands considered was found to be positively 

correlated with the number of stores shopped (Rao 1969, pp. 321-29). 

3. The number of brands considered, the number of prices con

sidered and the number of product features considered other than price 

or brand were found to be positively correlated with one another. 

However, the correlations were found to be quite weak. This weakness 

was explained by what was referred to as "feature substitution," 

wherein many buyers made a highly deliberate choice with regard to 

one major feature of the merchandise but neglected other major features 

entirely. It was suggested that the reason for this might be that a 

thorough consideration of certain attributes such as brand or techni-

logical features was substituted for concern with other product attri

butes. Or perhaps intense preoccupation with one or two features of a 

product precluded a balanced interest in all features (Katona and 

Mueller 1955, pp. 51-52). 
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Relationships Between Components of Deliberation 
and Selected Purchase Characteristics 

As noted in Chapter One, three characteristics of purchases 

were treated as independent variables in the present study. Findings 

of past studies pertaining to each of the three purchase characteristics 

are summarized below. 

Price of Items 

Studies of the purchase process have generally used price as a 

proxy measure of the importance of purchase. Several conclusions have 

been drawn by researchers in this area indicating that purchasers of 

higher priced items generally use more external information than buyers 

of lower priced items (Katona and Mueller 1955; Granbois 1962). 

Importance of Purchase 

Only one study reviewed treated the importance of purchase, per 

se. It was determined that buyers considering the purchase to be more 

important did not evaluate more brands than those considering the pur

chase as less important (Campbell 1969). 

Katona and Mueller used price of purchase as a proxy for impor

tance of purchase, but they concluded that price was not synonomous 

with buyers' perceived importance of the purchase (Katona and Mueller 

1955, pp. 66-68, 79-80). Although they were not working with purchase 

decisions, Hawkins and Lanzetta (1965) found that the amount of infor

mation search did not increase with more important decisions. They 

concluded that anxiety associated with very important decisions 

inhibited search. 



Decision Role Structure 

Some studies of buyer decision making have sought to determine 

the effects which the husband-wife interaction in making the purchase 

decision has upon the nature of deliberation. One study indicated that 

purchases which are made with the husband and wife participating equally 

tend to exhibit a higher degree of deliberation in terms of the amount 

of information sought than those in which one spouse was dominant or 

solely involved in making the decision (Granbois 1962). 

Summary 

The literature review has indicated that numerous researchers 

have investigated the decision process. Most studies have been aimed 

at Investigating only a few aspects of the purchase decision process 

in order to determine the nature of individual elements of the process. 

Relatively little work has been directed at determining the nature of 

relationships between elements of the decision process. 

The present analysis is aimed at investigating the nature of 

problem recognition and deliberation and relationships within and be

tween these phases of the buyer decision process. As a result of 

previous research efforts, several elements of the decision process 

seem essential for further analysis. Problem recognition has been 

found to arise from several sources: 

1) old unit broken down, worn out, or inadequate 

2) change of family circumstances, such as the birth of a 

child, change of residence, or change in income 

3) social influences 
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4) influence of a sales person or mass promotional efforts 

Important variables in the deliberation phase of the decision 

process were determined to be: 

1) the volume and perceived importance of external information 

processed 

2) the number of brands, stores, and prices evaluated 

3) decision time 

4) the overall degree of deliberation 

Purchaser characteristics were not employed as independent 

variables because of the nature of the population sampled and because 

past studies have not found these to be satisfactory predictors of 

behavior. However, certain characteristics of the purchase itself 

were investigated to determine the nature and extent of past research. 

The characteristics studied were: 

1) the price of the item 

2) the perceived importance of the purchase 

3) the degree of husband-wife interaction in making the decision 

Chapter Three now develops the research design for the paper. 

The type of purchase to be studied is discussed first, followed by an 

explanation of the population to be sampled. Data collection and 

sampling methods are then presented, followed by detailed definitions 

and measurement techniques for the variables to be studied. The chap

ter continues with a discussion of the statistical techniques to be em

ployed in testing the relationships suggested by the hypotheses and 

concludes with a discussion of the limitations of the study. 



CHAPTER 3 

RESEARCH DESIGN AND METHODS 

Chapter One provided an orientation to the scope and purpose of 

the present study. Chapter Two presented the basic background research 

and decision process models upon which the analysis is founded. The 

third chapter now discusses the data collection and analysis methods to 

be employed in answering the research questions posed in Chapter One. 

The chapter begins with a discussion of the decision and the 

population to be studied. An explanation of the sampling and data 

collection devices utilized is then advanced. The definitions and 

measurement techniques for the variables are then presented, followed by 

a discussion of the methods of analysis to be employed in the testing 

of the relationships in the hypotheses presented in Chapter One. The 

chapter concludes with a statement of the limitations of the study. 

The Decision to be Studied 

Because many consumer purchases occur without a significant 

amount of deliberation (Engel et al. 1968, p. 348; Katona and Mueller 

1955), it was necessary to select a decision maker and a decision situ

ation in which a substantial degree of deliberation could be expected. 

A high degree of deliberation was desired so that the deliberation 

phase of the decision process could be effectively studied. The 
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present section considers the type of decision to be analyzed, while 

the next section treats the type of decision maker to be studied. 

It has been observed that there is a variation among the 

decision processes for different types of goods. In order to minimize 

the effects of variation in behavior which may arise from the purchase 

of different types of products and to provide an extensive delibera

tion phase to study, one general type of product purchase was selected 

for study. Both the conceptual framework and the field survey deal 

with the decision-making process leading to the purchase of a major 

household durable item such as furniture, a television set or radio, 

a phonograph, a kitchen appliance, or other similar item. This type 

of purchase might be expected to lead to extensive problem solving. 

Extensive problem solving involves careful and lengthy deliberation. 

The purchase of consumer durables, then, was chosen for study 

for several reasons. First, many purchases of durable goods represent 

a relatively major expenditure for the average family. Where items 

purchased represent a major expenditure and a certain amount of risk, 

more information may be sought and processed in making a final decision 

(Engel and Light 1960, p. 186). Second, the purchase of consumer 

durables is more likely to follow a careful consideration of alter

natives and a real decision than is the purchase of non-durables. 

Habit, which is often evidenced in the purchase of products with a 

short repurchase cycle, generally does not play a significant role 

in the purchase of consumer durables (Pratt 1965, p. 244). Even 

where brand preference is present, the significance of the purchase 



may give rise to fairly complex decision behavior. Third, the consumer 

durable purchase is important to a significant number of business firms 

and* as such, deserves extensive study (Katona and Mueller 1955, pp. 34 

35). Finally, the purchase of a consumer durable is a common enough 

occurrence for the average family that it is relatively easy to find 

and question persons who have recently made such a purchase. 

The Population to be Studied 

Because most purchases of consumer durables take place in a 

family context, the present study focuses upon the husband and wife 

as the unit of study. They are looked upon as a decision making unit 

seeking information and interacting in the attempt to satisfy a family 

goal through the purchase of various products. It was decided to 

utilize the married student population attending Utah State University 

in Logan, Utah, in the Spring Quarter of 1971, extending over the 

months of March, April and May. 

There were a number of reasons for selecting this married 

student population. First, an excellent frame was available from 

which to draw the sample. The Office of Admissions and Records of 

Utah State University supplied a complete alphabetical listing of 

all married students currently enrolled, including their addresses. 

Second, it was anticipated that students would be receptive to inter

views. A natural curiosity coupled with a general sympathy for the 

educational requirements of other students was expected to lead to a 

cooperative attitude on the part of a student sample (Granbois 1962). 

Finally, and most important, the student sample was selected because 



more extensive deliberation is anticipated where consumers are better 

educated, younger (Katona and Mueller 1955, p. 80), and less experienced 

(Katona 1964, pp. 289-90) in buying. Married students generally exhibit 

the above characteristics. Although this group would not necessarily be 

representative of the general population, it is felt that any loss in 

representativeness will be more than compensated by the more extensive 

deliberation process on which to base the analysis. 

Data Collection and Sampling Method 

The sample for the present study was drawn from an alphabetical 

listing of the 2,447 married students registered at Utah State Univer

sity in the Spring Quarter of 1971. In order to achieve a sufficient 

number of observations for statistical testing, a sample size of at 

least two hundred was desired. To assure an adequate sample size, 

more than four hundred students were selected for the sample. Because 

no bias was anticipated from the alphabetical frame, it was appropriate 

to use a systematic sampling procedure. Since approximately one-sixth 

of the student population was to be sampled, each sixth name in the 

frame was chosen beginning with the third name on the list, selected 

at random. This procedure generated a sample size of 408. The rates 

of response are tabulated in Appendix B. 

The present study is limited to studying the purchase of con

sumer durables. Specifically, the purchase to be studied is any pur

chase of a consumer durable costing fifty dollars or more which had 

been made in the past two years. If no such purchase had been made, 

the respondent was excluded from the study. 
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Most studies of consumer decision-making have relied upon the 

wife as the sole respondent simply because wives are more easily lo

cated at home (Davis 1971, pp. 305-6). However, because discrepancies 

between husbands' and wives' reports of decision making activity seem 

to be significant (Davis 1970, pp. 68-72), it was decided to question 

husbands and wives together and allow them to reach a consensus on 

answers. A personal interview questionnaire was administered to pairs 

of husbands and wives together. If a husband and wife could not be 

interviewed together, the family was excluded from the sample. The 

open-end questions in the questionnaire allowed respondents some 

latitude in making their responses. The questionnaire is found in 

Appendix C. 

In order to determine whether any problems existed with under

standing the questions asked or recalling the purchase details re

quested, a pretest was conducted. Some questions were subsequently 

changed; but as in other studies of the purchase behavior for consumer 

durables, the respondents seemed to experience relatively little 

difficulty in recalling major purchase details. 

Definition and Measurement of Variables 

The relevant variables in the present analysis are the elements 

or components of the decision process which the literature review 

suggested as being important enough to be further investigated. The 

definitions advanced are based upon those of other studies. However, 

each variable might have been defined in any of several different ways. 

It should be recognized that the definitions set forth below represent 
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the judgment of the researcher as to what should or should not be 

Included. Another researcher could take a different approach in pro

viding definitions upon which to base the analysis. An effort, however, 

was made to construct definitions which are representative of those 

utilized in other theoretical and empirical treatices, and which allow 

for measurement of the activity in question. 

Problem Recognition 

In the present study four sources of problem recognition 

represent the possible circumstances triggering problem recognition. 

These sources are (1) change in family status, including birth of 

children, changes in financial status, and changes in residence; 

(2) social factors, including observation of another person's buying 

a product; (3) promotional factors, such as advertising or salesman's 

efforts; and (4) dissatisfaction with a currently owned product be

cause of its wearing out or otherwise losing its capacity as a problem 

solution. 

The source of problem recognition was determined by asking the 

respondent the question: "As you think back to the time when you first 

realized that you wanted or needed the item you purchased, try to recall 

what first prompted you to begin thinking about purchasing the item. 

What was it that first caused you to consider the purchase of this item?" 

The measurement of the variable involves counting how many respondents 

recognized the purchase problem for each of the four reasons. As such, 

the measurement of the variables is on the nominal or classificatory 

level. It is possible that more than one factor could give rise to 



problem recognition. The respondent was, therefore, asked to specify 

which would be considered the most important or influential in leading 

to problem recognition. 

Deliberation 

Theoretical studies of consumer decision-making often break 

deliberation into two separate stages referred to as information 

search and alternative evaluation. This writer, however, feels that 

it might be more realistic if the two stages were combined into a 

single deliberation phase. The two stages seem to be intertwined 

since a buyer will very likely be involved in information search and 

alternative evaluation at the same time. Thus, the decision was made 

to treat deliberation as a total decision phase composed of several 

variables as discussed below: 

1) intensity of information search 

2) extent of information search 

3) most important information type 

A) importance of external information 

5) relative importance of past experience 

6) number of brands considered 

7) number stores shopped 

8) degree of price comparison 

9) length of decision time 

10) degree of deliberation 

Intensity of information search. In searching for information 

concerning a purchase, the decision maker may encounter many forms "of 



information. The intensity of information search is defined as the 

number of individual information sources which the decision maker 

cites as being important or useful in making the decision. A source 

of information is defined as an information medium rather than as 

an individual bit of information. Thus, if a respondent regards 

television advertising as a useful information source, it counts as 

one source, no matter how many different television ads were seen or 

how often they were seen. 

In common with other measures of the degree of information 

search encountered in the literature, measurement of information 

search in the present study does not take into account the frequency 

of use of the various information sources or the amount of information 

received from each. The measures used here are, therefore, more use

ful as relative than as absolute values (Newman and Staelin 1972, 

p. 250). It is the opinion of this researcher that asking the 

respondent to relate the number of specific magazine or television 

advertisements, the number of friends consulted, or the like, would 

be straining reasonable limits of recall and would, therefore, yield 

highly unreliable results. Asking only for more general details and 

employing the measures of relative importance discussed below should 

give a fairly reliable and useful picture of the degree of information 

seeking activity in which the buyer engaged. 

In order to measure the intensity of information search, the 

interviewer asked, using an aided recall technique, which of several 

sources of information were considered to be helpful in making the 



purchase decision. The information sources which the decision maker 

might find useful include newspapers, magazines, TV or radio ads, 

newspaper articles or columns, pamphlets, consumer reports, friends 

and neighbors, family members and salespeople. The number of the above 

sources which are listed as useful provides the measure of the degree 

of intensity of information search. 

The use of aided recall as the method of determining which 

information sources were considered useful is likely to elicit the 

recollection of more sources of information than would unaided recall. 

However, at least three major studies of consumer decision making 

reviewed for the present study, and used for comparison purposes, 

employed aided recall in determining the number of information sources 

utilized in deliberation (Newman and Staelin 1972; Granbois 1962; 

and Katona and Mueller 1955). 

Extent of Information Search. Each of the above information 

sources can be classified into one of four broad categories (Andreason 

1965). These categories are based upon whether an information source 

is considered personal, as in face-to-face communications, or non-

personal, as in mass media, and whether an information source is 

marketer controlled, as in advertising, or non-marketer controlled, 

as in friends and relatives. Marketer controlled information sources 

are called advocate since they "advocate" the purchase of a product. 

The four categories of information sources, then, are: (1) Advocate/ 

personal, including salesmen and other company representatives; 

(2) non-advocate/personal, including friends, neighbors, and relatives; 
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(3) advocate/non-personal, including all forms of advertising and 

company-sponsored information; and (4) non-advocate/non-personal, 

including government reports and brochures, newspaper and magazine 

columns, and reports from independent product testing services. 

Thus, two measures of the number of information sources are 

employed. Extent of information search refers to the diversity of 

broad types of information which the decision maker encounters. 

Intensity is a measure of the number of information sources of all 

types found useful. The basic reason for including both of these 

measures is that it is possible for a decision maker to consider a 

large number of information sources within a single category. Thus, 

while a considerable amount of information might be viewed, little 

diversity of information would be obtained in the sense that all 

information might come from marketer controlled sources as opposed 

to the balance which could possibly be achieved from considering 

non-marketer controlled sources as well. It might be of interest 

to the marketer to know more about the nature of information search 

in terms of both the number and types of sources utilized. Greater 

or lesser concentration might then be applied to those classes of 

information which tend to be used depending upon the source of problem 

recognition, other deliberation variables, and purchase characteristics. 

Most Important Information Type. Past studies indicate that 

buyers generally consider one type of information more important than 

others in making the purchase decision. Measurement of this variable 

involves simply asking the respondent which source of external information 



61 

was considered most important when making the decision. For those 

respondents who felt that no source of external information was 

important, this question had no relevance. 

The type of information source considered most important was 

classified according to advocate/personal, non-advocate/personal, 

advocate/non-personal, and non-advocate/non-personal. It was felt 

that the marketing manager in developing his communication strategy 

would be interested in knowing more about the classes of information 

which tend to have the most influence on the decision maker. Specific 

sources could have been utilized, but this would have forced the use 

of quite a large sample size to allow for statistical testing and 

meaningful analysis. 

Importance of External Information. The decision maker may 

be exposed to a large number of information sources and still feel 

that the information received was of little real value in making the 

decision. To add another dimension to the degree of deliberation, 

the respondents were asked to indicate how important external informa

tion as a whole was perceived to be in making the purchase decision. 

The degree of importance of information is measured on a four-point 

ordinal scale, ranging from no importance to very important. 

Relative Importance of past Experience. In considering the 

importance of external information in making the decision to buy, the 

importance of past experience should be considered. The discussion of 

the importance of information given above concerns the absolute impor

tance of external information in making a purchase decision. The 



present variable is treated in order to give a relative measure of 

the importance of external information. The consideration of whether 

past experience or external information is more important in making a 

decision is similar to the preceding variable, importance of external 

information. The difference between the two, however, led this 

researcher to consider both variables. The importance of external 

information is an absolute measure of importance while importance of 

external information vs. past experience is a relative measure. It 

could be found that, while external information was considered impor

tant, the decision maker felt that past experience was even more 

• • . 
important. The knowledge of those situations in which the consumer 

tends to rely upon external information or past experience may give 

some indication as to where market communication and promotional effort 

can be most effectively employed. 

External information is defined in the present analysis as 

that information which comes to the decision maker from any outside 

source during the decision process, including all advertising media, 

friends, salesmen, and other such sources. There is a problem in 

defining past experience since it is impossible to separate out the 

effects of actual product experience versus information received in 

past purchase decisions. Thus, past experience includes all recollec

tions which the decision maker may have of previous purchases and product 

use which may be brought to bear upon a current decision. This would 

include all types of information from external sources which were re

ceived prior to the recognition of the problem under investigation. 
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Number of Brands Considered. As noted in Chapter Two, numerous 

researchers have studied buying behavior in terms of the number of 

brands considered prior to purchase, Newman and Staelin (1972) treated 

only the number of brands which the buyer had in mind when the de

liberation process was initiated. In other studies reviewed, the number 

of brands considered over the entire deliberation process was counted 

as a measure of the degree of deliberation. Because the present study 

is concerned with the nature of the entire deliberation process, the 

relevant measure was the total number of different brands examined over 

the entire deliberation activity from the time the problem was recog

nized to the actual purchase. The variable corresponds with the idea 

which Howard and Sheth (1969) refer to as the evoked set. They suggest 

that buyers actively consider substantially fewer brands than those of 

which they were aware. Campbell (1969) demonstrated the validity of 

the concept of the evoked set. 

Number of Stores Shopped. An important part of the buyer's 

deliberation activity involves shopping in various stores as noted in 

Chapter Two. The number of stores which a buyer enters while shopping 

for the item purchased is a measure of the degree of deliberation. 

The buyers in the present study were asked about the number of stores 

in which they actually shopped for the item purchased. 

Degree of Price Comparison. In measuring the amount of delibera

tion in which buyers engaged for price, the study employed the same 

measure as that used by Katona and Mueller (1955, p. 48). Here the 

lowest level of price comparison would occur if the buyer looked only 
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at Items in the same price range as that of the item purchased. The 

second degree of price comparison would be found for buyers who con

sidered either higher or lower priced items than that of the purchased 

item. The highest level of price comparison would occur when the buyer 

considered both higher and lower priced items. A limitation of the 

measurement of the degree of price comparison is the difficulty in 

determining or defining exactly what a price level is. The present 

study relied upon the judgment of the respondent as to what constituted 

a price level. 

Length of Decision Time. Decision time is the total time spent 

in deliberation and is defined as the time which elapses from the recogni

tion of a problem to the final purchase decision. Included in the vari

able is the time from problem recognition to the beginning of the actual 

gathering and evaluation of information (Granbois 1962) and the time 

which elapses as the buyer seeks information, compares brands, and 

shops in various stores until a final purchase decision is reached. 

A knowledge of purchase decision times has practical implications for 

management decisions on the nature and frequency of promotional messages 

(Newman and Staelin 1971, p. 192). Measurement of the length of decision 

time is accomplished by asking the respondent approximately how much 

time elapsed from the time that the problem was recognized until the 

purchase was actually made. 

Degree of Deliberation. In order to view deliberation in the 

overall sense, an index of the degree of deliberation is employed. The 

index is composed of seven of the variables treated in the analysis 



65 

of deliberation: (1) Length of decision time; (2) importance of ex

ternal information; (3) extent of information search; (4) intensity of 

information search; (5) degree of price comparison; (6) number of 

stores shopped; and (7) number of brands considered. Two variables were 

excluded from the index. The most important information type was 

excluded because it is not a measure of the degree of deliberation. 

It was felt that one measure of the importance of information would be 

sufficient for the index. The relative importance of past experience 

was therefore excluded from the index. 

The index is calculated as a simple summation of the index 

scale values observed for each of the variables included. Figure 4 

illustrates the index scale values for each variable. 

The index scale values are somewhat arbitrarily assigned. A 

value of 0 indicates that the level of activity for a given component 

was non-existent or quite low. Higher scale values indicate higher 

degrees of deliberation. The degree of deliberation will be measured 

at four levels, low, moderate, high, and very high. The index values 

for each level will be determined on the basis of the observed values 

for the various components. This approach generally corresponds with 

methods used by other researchers who have developed indexes of 

deliberation. 

Purchase Characteristics 

Two types of variables external to the decision process have 

been employed as independent variables in the search for determinants 

1. See pages 44-45 of the present study. 
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Length of Importance Extent of 
Decision of External Information 
Time Information Search 

Length Index Degree Index Number of Index 
of Scale of Scale Information Scale 
rime Value Importance Value Types Value 

Less than 1 month 0 No importance 0 1 0 
1-3 months 1 Somewhat important 1 2 1 
4-6 months 2 Important 2 3 2 
6 months or more 3 Very important 3 4 3 

Intensity of Number of Number of 
Information Stores Brands 
Search Shopped Considered 

Number of Index Number Index Number Index 
Information Scale of Scale of Scale 
Sources Value Stores Value Brands Value 

1 0 0-1 0 1 0 
2-3 1 2-3 1 2-3 1 
4-5 2 4-5 2 4-5 2 
6 or more 3 6 or more 3 6 or more 3 

Degree of 
Price 
Comparison 

Number of Index 
Price Scale 
Levels Value 

Only one purchased 0 
Above or below 1 
Above and below 2 

Figure 4. Index values for seven dimensions of deliberation. 



of the degree and importance of deliberation. These are characteristics 

of purchases and of purchasers. The nature of the population argued 

against the use of socio-economic or demographic characteristics as 

possible determinants of deliberation. It was, however, felt that cer

tain characteristics of the purchase could logically be applied in 

the present study as possible determinants of deliberation. The three 

factors to be investigated are: (1) The price of the item; (2) the 

perceived importance of the purchase; and (3) the degree of husband-

wife interaction evidenced in making the decision. 

As noted in Chapter Two, the price which is paid for an item 

seems to be an important determinant of the amount of deliberation. 

The perceived importance of the purchase, although related to price, 

is theorized to be an important determinant of deliberation in its 

own right (Howard and Sheth 1969). Respondents were asked to indicate 

on a four point, ordinal scale how important they felt the purchase 

in question to be. The husband and wife were asked to respond sepa

rately to the question and their answers were added together to give a 

summary measure of their perceived importance of the purchase. The 

husband and wife were asked to respond separately because there is an 

indication that husbands and wives may view the importance of the pur

chase differently (Davis 1971, pp. 305-306). 

The effects of the relative influence of husbands and wives in 

making buying decisions have been researched (Granbois 1962). There is 

an indication that the degree of husband-wife interaction may be re

flected in deliberation activity. For example, it has been noted that 
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buyers may engage in more extensive deliberation where both the husband 

and wife participate in the decision (Granbois 1962, and Sheth 1970). 

For this reason, respondents were asked to indicate whether one or the 

other partner was more influential or whether they made the decision 

jointly. 

Testing of Hypotheses 

The concept of hierarchy of effects in consumer behavior 

suggests that the behavior in one phase of the decision process is 

caused or influenced by activities in prior stages (Palda 1966). The 

testing of the hypotheses in the present study, as noted in Chapter 

One, may identify areas in which future studies may investigate the 

nature and direction of causality, but does not, in itself, attempt 

to infer causality. Discussions of correlative relationships will 

advance possible reasons for the nature and direction of the relation

ships analyzed. In many instances, however, it will be impossible 

to do more than speculate on reasons for observed correlations, or 

even to say which of two correlated variables may be dependent upon 

the other. 

A total of ten variables of the deliberation process are 

treated in the present analysis. These variables are listed below 

with the level at which each is measured: 

1) intensity of information search (interval) 

2) extent of information search (ordinal) 

3) most important information type (nominal) 

4) degree of importance of external information (ordinal) 



5) relative importance of past experience (nominal) 

6) number of brands considered (interval) 

7) number of stores shopped (interval) 

8) degree of price comparison (ordinal) 

9) length of decision time (interval) 

10) degree of deliberation (ordinal) 

In testing the relationships suggested by the three hypotheses 

advanced, the type of statistical test which is appropriate is con

ditioned upon the measurement level of the variables in each relation

ship. The acceptance level for all relationships tested is .05. 

Methods for testing each relationship in the hypotheses are discussed 

below. 

The relationships in hypothesis one are tested to determine 

whether different sources of problem recognition lead to different 

patterns of deliberation. Thus, it is appropriate to use chi square 

or analysis of variance to test the relationships. When the level of 

measurement for the deliberation component is nominal, the chi square 

test is used. For data scaled at the ordinal level, the Kruskal-Wallis 

one way analysis of variance is appropriate. When variables are mea

sured at the interval level, parametric analysis of variance is 

appropriate. 

Chi square is appropriate when the data consist of nominal 

frequencies in discrete categories. The test determines whether 

1. See Chapter One, pages 11-12, for a complete statement of 
hypotheses. 
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significant differences are present among k independent groups 

(Siegel 1956, p. 175). 

The Kruskal-Wallis test is a rank-order analysis of variance 

used to determine whether k independent samples are from different 

populations. The test statistic, H, is distributed as chi square with 

k - 1 degrees of freedom (Siegel 1956, p. 184). 

For variables scaled at the interval level, parametric analysis 

of variance is used. The F test is employed to determine whether the 

means of k independent groups are significantly different from one 

another. 

In testing hypothesis two, correlation techniques are employed 

to determine the direction, strength, and significance of relationships 

among the deliberation elements. Three types of correlation analysis 

will be employed, depending upon the measurement level of the data for 

the variables involved. The chi square coefficient of contingency 

will be used in measuring the degree of correlation for nominally 

scaled data. The Kendall rank correlation coefficient will be employed 

for data at the ordinal level, while Pearson product movement correla

tion coefficient will be calculated for data scaled at the interval 

level. 

The chi squre coefficient of contingency, C, is a nominal level 

measure of correlation based upon the chi square statistic. The 

statistic, C, is significant if chi square is statistically significant. 

The usefulness of C is limited in that it can assume only positive 

values and cannot be compared with coefficients determined for different 
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sized data matrices. It is, however, the only practical measure for 

the strength of association which can be used for nominal level data 

(Siegel 1956, p. 196). 

The Kendall rank correlation coefficient, tau (T), is applicable 

to data scaled at the ordinal level. T is interpreted in the same way 

as is r, with values of positive or negative 1.00 representing perfect 

association and values near 0.00 representing no association. The 

statistic, T, is normally distributed if the sample size is greater 

than 10 (Siegel 1956). For the Pearson product movement correlation 

coefficient, r, the F test is employed to determine statistical 

significance. 

Analysis of hypothesis three involves statistical testing of 

the relationships between the three purchase process characteristics 

and the components of deliberation. The purpose of the tests is to 

determine which characteristics are determinants of deliberation 

behavior. In testing the relationships, either parametric or rank-order 

analysis of variance is employed, depending upon the measurement level 

of the variables involved, to determine whether or not deliberation 

varies significantly across each of the purchase characteristics 

treated in the study. Correlation analysis is employed to determine 

the strength, direction and significance of relationships. 

Limitations of the Study 

In evaluating the findings of the present analysis, it is im

portant to keep in mind several limitations. First, the study is cross-

sectional rather than longitudinal. Because of this, errors of 



recollection may have entered as the individual attempted to remember 

events surrounding a previously made purchase. The problem was 

partially mitigated, however, by the fact that only major and relatively 

uncomplicated facts were called for in the questionnaire. Too, the 

decision situation studied involves important and probably memorable 

purchases. The pretest of the questionnaire indicated that the re

spondents had little apparent problem in recalling purchase details 

when the interviewer probed. 

The second limitation of the study is that the survey sample 

is drawn from a narrow population. Because of this, only very limited 

conclusions can be drawn concerning the general population of consumers. 

The advantages of relative homogeniety resulting in some indirect 

control of various socio-economic factors, including age, education, 

and social class, and the more extensive problem solving expected 

from the population selected, however, seemed to justify the use of 

the student population. 

Finally, the nature of the research design makes the inference 

of causality difficult. However, the facts that problem recognition 

and deliberation occur in a known time sequence and that theory sug

gests causal relationships among decision stage elements allow a 

meaningful analysis of the data to study trends and patterns of be

havior and to suggest where useful predictions can be made. 

Summary 

The analysis to be carried out in the present study is based 

upon a survey research design. The data is to be collected through a 



questionnaire personally administered to a randomly selected sample 

of married students attending Utah State University. The decision 

to be studied is the purchase process for consumer durable goods. 

The variables to be studied are the source of problem recogni

tion, selected aspects of the deliberation phase of the decision pro

cess, and selected purchase characteristics. Statistical testing of 

hypotheses is accomplished through the use of the chi-square analysis, 

analysis of variance, and correlation analysis. 

Chapter Four of the analysis now presents the results of the 

survey and an analysis of relationships observed, including those 

between the source of problem recognition and elements of the delibera

tion phase of the decision process, those between the elements of the 

deliberation phase, and those between elements of the deliberation 

phase and selected characteristics of the purchase. 



CHAPTER 4 

FINDINGS OF THE RESEARCH STUDY 

In April and May of 1971, personal interviews were completed 

with 274 families in which the husband was a full or part-time student 

at Utah State University. The husband and wife in each family were 

asked to recall their most recent purchase of a major household durable 

item costing fifty dollars or more. The questionnaire used is pre

sented in Appendix C. 

Of the 408 families selected for the sample, 49 could not be 

located, 64 had not made a purchase of fifty dollars or more within 

the past two years and 21 were unwilling to cooperate. Two hundred 

thirty-five of the questionnaires were usable for analysis. The 

rates of response are summarized in Appendix B. 

The results of the research study are presented in this 

chapter. A summary of the characteristics of the purchases and pur

chasers in the study is first given. The nature of the behavior in 

each component of the decision process is then presented, along with 

comparisons to previous research findings. The chapter concludes with 

a discussion of the results of testing the three hypotheses which were 

advanced in Chapter One. 
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Characteristics of Purchases and Purchasers^" 

Most of the family heads selected for the study were seniors 

or graduate students, and couples had been married for a relatively 

short period of time as indicated in Table 1. The average length of 

marriage of respondents was 2.8 years. 

Table 1. Length of marriage of respondents 

Length of Marriage Number % 

Less than 1 year 42 18 

1 year, less than 2 years 47 20 

2 years, less than 3 years 47 20 

3 years, less than 4 years 34 14 

4 years or more 65 28 

Total 235 100 

In the majority of families sampled, the husband was between 

the ages of 21 and 25. In 60 percent of the families, the husband was 

not employed, and 54 percent of the wives were not employed. 

There was a fairly wide range of income among the families 

as shown in Table 2. The average annual income was $5,500, ranging 

from less than $1,000 to more than $14,000 per year. 

1. The specific details of the purchases and purchasers not 
discussed in this section are presented in Appendix D. 
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Table 2. Annual income of responding families 

Family Income Number % 

$ 0 - 3,999 70 30 

4,000 - 5,999 91 38 

6,000 - 7,999 37 16 

8,000 or more 37 16 

Total 235 100 

Table 3 indicates the types of items that had been purchased 

by respondents. Forty-three percent of the respondents had purchased 

television sets, radios and stereos with most of the remainder pur

chasing furniture, kitchen appliances and sewing machines. 

Further viewing the characteristics of the purchase, the 

average price paid for the items purchased in the study was $181.00 

with items ranging in price from $50 to $500. Most items were priced 

under $175 with only 24 percent of the items costing more than $275. 

Table 4 presents the prices paid by respondents. 

Most respondents attached a fairly high degree of importance 

to the purchase about which they were questioned as indicated in 

Table 5. Correlating the importance of purchase with the price of 

the item indicates that higher priced items were considered more 

important by purchasers with Kendall tau = .2283, significant at the 

.001 level. The weak correlation observed suggests that other factors 
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Table 3. Items purchased by respondents 

Item Number % 

Television, radio, stereo 101 43 

Furniture 51 21 

Sewing machine 24 10 

Kitchen appliance 13 6 

Freezer 11 " 4 

Vacuum cleaner 10 4 

Musical instrument 4 2 

Tape recorder 4 2 

Other 17 7 

Total 235 100 

Table 4. Price of item purchased 

Price of Item Number % 

$ 50 - 74 41 17 

75 - 124 53 23 

125 - 174 43 18 

175 - 275 43 18 

275 or more 55 24 

Total 235 100 
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Table 5. Perceived importance of the purchase 

Perceived Importance of Purchase Number % 

Little or no importance 13 6 

Somewhat important 73 31 

Important 104 44 

Very important 45 19 

Total 235 100 

in addition to price may contribute to the buyer's feeling as to the 

importance of a purchase as postulated earlier in the paper. 

Most purchases were made by the husband and wife acting to

gether and exerting nearly equal influence in the decision. Table 6 

also indicates that 40 percent of the purchases were autonomic, being 

made with the husband and wife acting together but with one spouse 

being more influential. Only 12 per cent were made by one spouse alone. 

Table 6. Decision role structure in purchases 

Role Structure Number % 

One spouse alone 28 12 

Autonomic 95 40 

Joint 112 48 

Total 235 100 
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In considering the reliability of the study, it is perhaps 

important to view the time which had elapsed between the time when the 

purchase was made and the time of the interview. The time which had 

elapsed ranged from one day to two years, with a mean time elapsed of 

10.6 months as compared with 7.6 months average time in the Katona-

Mueller (1955, p. 38) study. Although the time lapse might be considered 

fairly long, respondents seemed to have relatively little trouble re

calling the major details of the purchase with some probing from inter

viewers . 

Characteristics of the Decision Process 

The present section discusses the findings of the study for 

each of the decision stage elements which were investigated. Relevant 

findings of past studies are compared with those of the present study. 

Problem recognition is first discussed followed by a discussion of the 

deliberation phase of the decision process. 

Problem Recognition 

In analyzing the conditions which give rise to problem recog

nition, four classes of initiating factors or sources of problem rec

ognition were "employed. The first initiating factor involves changes 

in family circumstances, including such factors as changes in the 

financial situation, changes of residence, and changes in family size 

and composition. The second factor is social influence, such as the 

situation in which the consumer sees a friend with a new color tele

vision set. Seeing the friend's set causes dissatisfaction with the 

currently owned black and white set and gives rise to problem recognition. 



80 

The third type of problem recognition identified comes as a result 

of promotional factors such as an advertisement, a store display, a 

special buy, or a salesman's efforts. Finally, problem recognition 

may result when an existing product breaks down or wears out. 

As noted in Chapter Three, each respondent was asked to indi

cate which problem recognition source was most important where more 

than one was mentioned. The question asked was, "As you think back to the 

time when you first realized that you wanted or needed the item, try to 

recall what first prompted you to begin thinking about purchasing the 

item. What was it that first caused you to consider the purchase of this 

item?" The responses to the open end question were fitted into one of 

the four classes given and tabulated as shown in Table 7. 

Table 7. Source of problem recognition 

Initiating Factor Number % 

Family factors 93 40 

Breakdown 49 21 

Social factors 48 20 

Promotional factors 45 19 

Total 235 100 
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In comparing the results in the present study with those of 

other studies, some similarities are noted. Table 8 compares findings 

of the present study with those of Granbois (1962, p. 84) and Katona 

and Mueller (1955, p. 71). The data have been combined and presented 

to give maximum comparability between the studies. Because neither 

the Granbois nor the Katona-Mueller study used the category of social 

factors, that classification was eliminated in making the comparison. 

The differences in the results may be traced to differences between 

the populations studied. The major differences between the populations 

are in the educational level of the husbands and the length of marriage 

of the couples. The length of marriage seems to influence problem 

recognition as shown in Table 9. Respondents in the present study had 

been married for a shorter period of time, on the average, than were 

those in other studies reviewed. The effects of the length of marriage 

are most strongly evidenced in the product breakdown category. Table 9 

indicates that substantially fewer buyers in the present study had 

recognized the problem because of a product breakdown as compared with 

the other two studies cited. This source of problem recognition was 

associated with the longest length of marriage in the present study. 

That is logical since families married for a longer period of time 

would be more likely to be replacing worn out items than those married 

for a shorter period of time simply because more time had elapsed for 

a product to wear out. The reason that more families in the present 

study cited family related factors as giving rise to problem recogni

tion may lie in the fact that family related factors include changes in 
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Table 8. Comparison of problem recognition factors in studies of 
the consumer decision process 

Present Study 

% 

Granbois 

% 

Katona-Mueller 
% 

Family related factors 49 34 30 

Promotional factors 24 23 31 

Product broken down 27 43 39 

Totals 100 100 100 

Table 9. Relationship between the source of problem recognition and 
the length of marriage 

Length Source of Problem Recognition 
of 

Marriage 
Family 
Related 

% 
Breakdown 

% 

Social 

% 

Promotion 

% 

Total 
# 

0, less than 1 yr. 33 10 24 33 42 

1 yr., less than 2 yr. 47 13 23 17 47 

2 yrs.,less than 3 yrs. 40 17 26 17 47 

3 yrs.,less than 4 yrs. 35 26 27 12 34 

4 yrs. or more 40 34 9 17 65 

Totals 40 21 20 19 235 

# of Observations 93 49 48 45 

Mean Length of 
Marriage (years) 2.8 3.5 2.3 1.9 2.8 

F 55 3.915 significant at .01 



residence, family size and composition, and financial circumstances. 

Such changes might occur more often in recently formed families such 

as those included in the present study. 

It may be further concluded from Table 9 that families married 

for a shorter length of time were more likely to recognize the purchase 

problem for promotional or social causes. The reasons for this are 

not immediately apparent. It is possible that the greater buying ex

perience which longer married families would have might lead them to 

be less influenced by advertising and salespeople. 

Education may be a factor in problem recognition also. Families 

in the present study and the Granbois study were all headed by college 

educated persons. Only 15 percent of the families in the Katona-

Mueller (1955, p. 57) study were headed by a college educated person. 

About the same proportion of families in the present study and the 

Granbois studies recognized the problem for promotional reasons. Sig

nificantly more buyers in the Katona-Mueller study cited promotional 

factors as giving rise to problem recognition. There is some reason 

to feel, then, that more highly educated persons are less likely to 

enter the decision process because of promotional influences. Since 

it has been found that better educated, higher status persons tend to 

rely upon non-commercial information sources in making a decision, 

it seems logical that this same characteristic would be present for 

problem recognition. It thus appears that the educational level of 

the family and the length of marriage influence problem recognition. 
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Deliberation Phase 

The findings of the research study pertaining to the buyer's 

deliberation activities are discussed below. First a profile of the 

kinds of information which respondents found useful is presented. 

This is followed by a discussion of the findings of the study for each 

of the nine deliberation phase elements or components and the summary 

variable, degree of deliberation. 

Types of Information Considered Useful 

In determining the types of information which respondents 

considered important, a set of aided recall questions was employed. 

The questions treated each of the four types of information: Non-

personal/advocate; personal/advocate; non-personal/non-advocate; and 

personal/non-advocate. For each type of information, a number of 

specific sources were listed, with the interviewer asking the respon

dent whether or not each was found to be useful in making the decision. 

The response here was dickotomous. That is, the respondent indicated 

that the information source was either useful or not useful. The 

respondent was asked in each case whether any additional sources were 

found useful for each information type. 

The first type of information considered is non-personal/ 

advocate, including all types of advertising. Respondents received 

information from an average of 1.3 different kinds of advertising 

media. Nearly eighty percent of the 235 respondents found some sort 

of advertising to be useful. Table 10 indicates that store displays 

and newspapers were the most often cited advertising sources. 
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Table 10. Non-personal/advocate sources of information 

Information Source Respondents Finding Sources Useful Information Source 

%* 

Store display, including packages 
and labels 135 57 

Newspaper 61 26 
Magazine 31 13 
Television 29 12 
Radio 12 5 
Catalog 10 4 
Billboard 1 ** 

Other 6 3 
None 49 20 

*Totals to more than 100% because many respondents cited more than 
one source. 

**Less than 1%. 

As Indicated in Table 11, Granbois (1962, p. 61) found store 

displays to be most frequently mentioned, but listed magazines, news

papers, catalogs, radio and television in that order, in contrast to 

the present study. Katz and Lazarsfeld (1955, p. 176) found radio, 

newspapers, and magazines to be important in that order. In a study 

of the purchase of small appliances, Udell (1966, p. 51) found news

papers, catalogs, magazines, television and radio to be useful in 

that order. There is a high degree of similarity between the findings 

of the present study and those of the Udell study, both in terms of 

the ordering of the information sources and in the proportion of re

spondents finding them useful. The similarity suggests that this 

aspect of the information search may not vary greatly among certain 

different types of products. The Udell study investigated the purchase 



Table 11. Comparison of findings on the usefulness of non-personal/ 
advocate sources of information in consumer decision making 

Information Percentage oi : Respondents Fine ing Source Useful 
Source • Present Granbois Katz-Lazarsfeld Udell Katona-Muelle r 

Study 

% 
Study 

% 

Study 

% 
Study 

% 
Study 

% 

Store display 57 70 a a a 
Newspaper 26 8 30 25 21 
Magazine 13 17 25 15 d 
Television 12 b a 14 a 
Radio 5 c 30 7 a 
Catalog 4 4 a 21 2 

0 
Information source not cited in the study. 

^Television and radio combined. 

Less than 1%. 

Magazine and newspaper combined. 

of small appliances costing less than $75 and averaging about $25 in 

price as opposed to the major consumer durables costing more than $50 

and averaging $181 in price treated in the present analysis,. The ma

jor difference was in the importance of catalogs. It might be expected 

that lower priced items would more likely be bought from a catalog 

than a higher priced item, because the buyer might not feel it necessary 

to see or try out a less expensive item. 

The second type of information cited is non-personal/non-

advocate. This information-type includes all mass, non-commercial 

information sources. This was the least often mentioned information 

source with the mean number of 0.5 sources per respondent. Table 12 

gives a breakdown of these sources of information. 
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Table 12. Non-personal/non-advocate information sources 

Information Source Respondents Finding Sources Useful 

%* 

Consumer Testing Magazines 
Non-Commercial Pamphlets 

and Brochures 
Magazine Articles and Columns 
Newspaper Articles and Columns 
Television Programs 
Books 
Radio Programs 
Other 
None 

36 

33 
16 
16 
11 

6 
4 
8 

121 

15 

14 
7 
7 
5 
3 
2 
3 

62 

*Totals to more than 100% because some respondents cited more than one 
source. 

Table 13 presents a comparison of other studies with the find

ings of the present study. Respondents in the Katona-Mueller study 

listed consumer testing magazines substantially less often than did 

those in the present study or the Granbois study. Two factors may ex

plain this finding. The Katona-Mueller study was carried out in the 

early 1950's when consumer testing magazines may not have been as 

widely used as they are today. Also, it might be expected that the 

more highly educated respondents of the present study and the Granbois 

study would be more likely to use consumer testing magazines than 

respondents in the more general Katona-Mueller population. 

• Personal/non-advocate sources of information were listed as 

useful by 77 percent of the respondents with an average of 1.6 sources 

considered useful per family. Table 14 indicates the personal/non-

advocate sources of information considered useful by respondents in 

the present study. 
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Table 13. Comparison of findings on the usefulness of non-personal/ 
non-advocate sources of information in consumer decision 
making 

Information Source 
Percentage of 

Respondents Finding Source Useful 
Present 
Study 

% 

Granbois 
Study 

% 

Udell 
Study 

% 

Katona-Mueller 
Study 

% 

Consumer Testing Magazines 15 13 9 3 

Magazine and Newspaper Articles 
and Columns 14 a a 12 

All other sources 24 a a a 

Information source not cited in the study. 

Table 14. Personal/non-advocate information sources 

Information Source Respondents Find} .ng Sources Useful Information Source 
# %* 

Friends and neighbors 95 40 

Extended family 75 32 

Immediate family 64 27 

Business and school associates 62 26 

Other 3 1 

None 77 33 

*Totals to more than 100% because some respondents cited more than one 
source. 
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Table 15 gives a comparison of the findings of the present 

study with those of other studies. The present study compares closely 

with the Granbois study on the number of respondents getting information 

from friends and neighbors. The other three studies were not comparable 

on this point since friends, neighbors and relatives had been grouped 

together. Relatively few buyers in the Udell Study cited friends and 

neighbors as useful, suggesting that buyers of low-priced items may 

rely less upon personal sources than buyers of higher priced items. 

All of the studies cited other than the Udell study had questioned 

buyers about the purchase of higher priced consumer durables while 

Udell studied the purchase of low-priced small appliances. The respon

dents in the present study cited family members as important informa

tion sources more frequently than did those in other studies. Perhaps 

the younger, more recently married respondents in the present study 

frequently turned to relatives for purchase information. A smaller 

proportion of respondents in the present study listed business associ

ates as information sources. The fact that more than half of the re

spondents in the present study were not employed would account for this 

difference. 

The final information type treated was personal/advocate, 

including salesmen of all types. This information type was cited as 

useful by 87 percent of respondents, a larger proportion than for any 

other information type. Respondents received information from an 

average of 2.4 salesmen each. 
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Table 15. Comparison of findings on the usefulness of personal/non-
advocate sources of information in consumer decision making 

Information Percentage of Respondents Finding Source Useful 
Source Present 

Study 

% 

Granbois 
Study 

% 

Sargent 
Study 

% 

Udell 
Study 

% 

Katona-Mueller 
Study 

% 

Friends and neighbors 40 35 53 34 54 

Extended family 39 b c c c 

Immediate family 27 19 c c c 

Business associates 26 46 47 a a 

Information source not cited in the study. 

^Relatives of all types were combined. 

Classification included friends, neighbors and relatives. 

Table 16 gives the findings of several studies on the usefulness 

of salespeople as information sources. Although Granbois and Sargent, 

who were studying purchases of the same kind of products as were studied 

in the present study, found a large portion of buyers to consider 

salespeople important information sources, more respondents in the 

present study cited salespeople as a useful information source. Re

spondents in the Katz-Lazarsfeld study reported purchases of grocery 

products and small household goods which would explain the low degree 

of usage of salespeople in their study. Perhaps the relative inexperi

ence in buying of the young families in the present study led them to 

seek more information from salespeople. 
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Table 16. Comparison of findings on the usefulness of personal/ 
advocate sources of information in consumer decision making 

Study 
Percentage of 

Respondents Finding Salespeople Useful 

Present study 87 

Granbois study 53 

Sargent study 49 

Katz-Lazarsfeld study 21 

Components or Elements of 
the Deliberation Phase 

Having discussed the sources of information which buyers use 

in making purchases, the analysis turns to a discussion of the findings 

of the survey on each of the deliberation phase elements investigated. 

The discussion which follows details the findings of the study for 

nine deliberation component variables and the summary measure degree 

of deliberation: 

1) intensity of information search 

2) extent of information search 

3) most important information type 

4) importance of external information 

5) external information vs. past information 

6) number of brands considered 

7) number of stores shopped 

8) degree of price comparison 



9) length of time for deliberation 

10) degree of deliberation 

Intensity of Information Search. The intensity of information 

search is measured by the number of different individual information 

sources considered useful by the decision maker. This measure was 

determined by adding the number of information sources considered 

useful by each respondent as listed in Tables 12, 13 and 14. Table 

17 indicates the intensity of information search. Respondents in the 

present study listed an average of 4.0 different information sources 

as being useful. All of the respondents in the study cited at least 

one type of information as useful^". 

Comparing the findings of the present study with those of 

Katona and Mueller, it was found that respondents in the present 

study used more external information. One-third of the respondents 

in the Katona-Mueller study cited no information sources or only one 

source as useful. The present study listed only 10 percent of re

spondents in that category. Very active information seeking was less 

frequent in the Katona-Mueller (1955, p. 45) study than little or no 

information seeking. The opposite was true in the present study. 

The reasons for the difference in the degree of information seeking 

1. The fact that aided recall questions were employed in 
inquiring about the number of information sources used might have been 
expected to lead to a high rate of recall. Several other studies cited 
did, however, utilize aided recall techniques in determining the kinds 
of information considered useful. It seems likely, therefore, that the 
higher degree of information seeking observed in the present study was 
a result of the nature of the population sampled rather than the method 
of questioning used. 
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Table 17. Intensity of information search 

Number of Information 
Sources Considered Useful 

Respondents Considering Sources Useful Number of Information 
Sources Considered Useful % 

1 - 2  41 17 

3 - 4  66 28 

5 - 6  66 28 

7 - 8  30 13 

9 - 1 8  32 14 

Total 235 100 

observed may lie in the fact that the current population studied was 

younger and better educated than that sampled by Katona and Mueller. 

Extent of Information Search. A second measure of the degree 

of information seeking is the extent of information search. The extent 

of information search measures the degree to which buyers seek purchase 

information from a diversity of sources. For each respondent, the 

number of information types (personal/advocate, personal/non-advocate, 

non-personal/advocate, and non-personal/non-advocate) were enumerated. 

Table 18 indicates the extent of information search exhibited by re

spondents in the present study. With nearly two-thirds of the respon

dents in the study exhibiting quite extensive information search, it 

may be concluded that buyers in the present study were interested in 

basing their purchase decision upon information from several different 
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Table 18. Extent of information search 

Number of Information 
Types 

Responc ents Number of Information 
Types if % 

1 

2 

3 

4 

25 

54 

94 

62 

11 

23 

40 

26 

Total 235 100 

categories. No other study reviewed had treated this aspect of 

deliberation so comparisons were not possible. 

Most Important Information Type. Studies of buyer decision 

making indicate that, although several kinds of information may be 

cited as useful, one type is generally considered most useful in making 

the decision (Udell 1966, p. 51; Granbois 1962, p. 151; Katz and 

Lazarsfeld 1955, p. 176; and Sargent 1959, p. 41). Although respon

dents in the present study more often cited salespeople as the most 

useful information source, almost the same number considered friends, 

neighbors and relatives to be most important. In spite of the un

biased nature of the information which might be expected from consumer 

testing magazines and the like, a very small proportion of respondents 

considered this source to be most important in making the decision. 

This point is discussed further in a later part of this chapter"'". 

1. See pp.141-142. 
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Table 19 compares the results of the present study with those 

of "other studies. Although none of the results of other studies was 

strictly comparable to the present study since none listed all four 

types of information, meaningful comparisons were possible. The 

Granbois findings were quite similar to those of the present study. 

The characteristics of the populations treated in the two studies were 

similar as noted previously. 

Table 19. Comparison of findings on the type of information considered 
most important in consumer decision making 

Type of Information 
Considered Most 

Important 

Percentage of Respondents Finding 
Information Type Most Useful Type of Information 

Considered Most 
Important 

Present 
Study 

% 

Sargent 
Study 

% 

Katz-Lazarsfeld 
Study 

% 

Granbois 
Study 

% 

Udell 
Study 

% 

Personal/Advocate 33 5 4 57 a 

Personal/Non-advocate 32 27 15 21 19 

Non-personal/advocate 25 7 12 14 26 

Non-p ersonal/Non-advo cate 10 a a a 3 

g 
Information type not considered in the study. 

In the Sargent and Katz-Lazarsfeld studies, which sampled 

general populations, salespeople were considered most important by the 

smallest portion of buyers. All five studies compared found similar 

attitudes on the importance of personal/non-advocate sources. The Udell 

study which considered non-personal/non-advocate sources found a small 

portion of respondents viewing that source as most important. This is 



even lower than the proportion found in the present study, perhaps 

because the items purchased in the Udell study were lower priced than 

those of the present study. The present study found that buyers of 

higher priced items more often tended to consider non-personal/non-

advocate information sources most important. The Udell study was the 

only study in which advertising was considered most important by the 

greatest portion of respondents. This may, again, be the result of 

differences in the prices of items studied. Both the present study and 

the Granbois (1962, p. 153) study found that advertising tended to be 

considered most important by purchasers of low priced items. The re

lationship of price to the information type considered most important 

is discussed fully in a later section"''. 

Degree of Importance of External Information. In making a 

decision to buy, decision makers may be expected to attach varying 

levels of importance to external information. Respondents in the pre

sent study were asked to indicate, on a four point ordinal scale, how 

important external information was to them in making the purchase 

decision. Table 20 indicates that most respondents in the present 

study placed some degree of importance upon external information, and 

more than half considered external information to have a relatively 

high degree of influence upon the decision. No other study reviewed 

investigated the importance or role of external information in a total 

sense in the making of a purchase decision. 

1. See pp. 146-147. 
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Table 20. Degree of importance of external information 

Importance of Information Respondents Importance of Information 
# % 

Little or no Importance 30 13 

Somewhat Important 86 37 

Important 90 38 

Very Important 29 12 

Total 235 100 

Past Experience vs. External Information. Respondents were 

asked to indicate whether past experience or external information was 

more important in making the purchase decision. Table 21 presents a 

comparison of the present study with results of the Udell study. The 

Udell study was the only one reviewed in which decision makers were 

asked to rank past experience and external information. Past experience 

was defined in much the same way in the Udell study as it was in the 

present study. Both studies found external information to be considered 

more important by the majority of respondents. It might be expected 

that the younger, less experienced buyers of more expensive items in 

the present study would rely less upon past experience than would 

Udell's decision makers in the general population, buying small appli

ances. Surprisingly, past experience played a greater role for re

spondents in the present study than for those in the Udell study. A 

possible explanation for this not being the case might lie in the 
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Table 21. Comparison of respondents' perceived importance of external 
information versus past experience 

Percentage of 
Role of External Respondents Consider: Lng Source Most Useful 
Information Udell Study Present Study 

Past Experience 33 41 

External Information 67 59 

Totals - — 100 100 

finding of Katona and Mueller (1955, p. 65) that decision makers with 

more product experience were more likely to consider alternatives. 

Katona and Mueller felt that previous experience with a product might 

raise the consumer's awareness of various product features. It is 

possible that this same condition would lead buyers with more experi

ence to seek out and rely more upon external information than past 

experience. 

The assumption stated above may be questioned on the basis 

of the information presented in Table 22. It is noted that as couples 

were married longer, they tended to rely more upon past experience. 

This would suggest that more buying experience might give rise to 

learning and consequently more experienced buyers would rely less on 

external information in decision making. No concrete conclusion can 

be advanced on the basis of current evidence, since most respondents 

in the present study had not been married very long. 
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Table 22. Relationship between length of marriage and the role of 
external information in consumer decision making 

Role of 
External 

Information 

Length of Marriage Role of 
External 

Information 
0<1 yr 

% 
1 yr<2 yrs 

% 
2 yrs<3 yrs 

% 
3 yrs<4 yrs 

% 
4 yrs+ 

% 
Total 

% 

Past 
Experience 

External 
Information 

33 

67 

23 

77 

30 

70 

53 

47 

60 

40 

42 

59 

Totals 100 100 100 100 100 100 

2 
X =19.42 Significant at .001 

Number of Brands Considered. Certain problems arose in defin

ing what constituted the consideration or examination of a brand as a 

part of the decision process. Howard and Sheth (1969, p. 98) define 

the evoked set as the number of brands which the buyer considers as 

acceptable for the next purchase. This number is fewer than the num

ber of brands of which the buyer is aware (Campbell 1969). Thus, mere 

awareness of the existence of a brand is not the same as the active 

consideration of a brand for purchase. In measuring the number of 

brands considered for the present analysis the respondent was asked 

about the number of brands considered iji arriving at the purchase 

decision. The buyer may have physically seen a brand, may have looked 

at ads about the brand, may have talked with friends or salespeople 

about the brand, or may have thought seriously about buying the brand 
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based upon Information received before actually entering the buying 

process. The important point is that the buyer felt that the brand 

was actively considered as a possible solution to the purchase problem. 

The results of the present study concerning the number of 

brands considered are presented in Table 23. Buyers in the present 

study considered an average of 3.2 brands. Less than one-half of one 

percent considered more than seven brands, which corresponds with the 

findings of other researchers that decision makers in all types of 

decision circumstances seldom consider more than seven alternative 

courses of action (Campbell 1969). 

Table 23. Number of brands considered 

Number of Brands Considered Number % 

1 64 27 
2 - 3  94 40 
4 - 5  55 23 
6 or more 22 10 

Total 235 100 

Campbell found similar results as he studied brand consideration 

for toothpaste and detergents, determining that the mean evoked sets 

were 3.1 and 5 respectively. He suggested that there would be some 

variation in the evoked set across products or product classes but the 

variance was not expected to be significant (Campbell 1969, p. 20). 

Having studied only two products, he was unable to draw any firm 
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conclusion. However, the fact that the present study found similar 

results on the average size and range of. the evoked set for consumer 

durables lends some support to his assertion. 

Katona and Mueller asked buyers whether they considered only 

the brand they purchased, two or three brands, or a wide open choice 

among several brands in buying major appliances. The results of their 

study are compared with those of the present one in Table 24. No 

clear trend emerges here. The average numbers of brands considered 

in the two studies were about equal, but a significantly greater per

centage of buyers in the present study considered more than one brand. 

Table 24. Comparison of the results of two studies on the number of 
brands considered 

Number of Brands Considered Present Study 
% of Buyers 

Katona-Mueller Study 
% of Buyers 

1 27 40 
2 - 3  40 22 
4 or more 33 38 

Totals 100 100 

Respondents in the present study probably compared brands more 

actively because they were younger and better educated than were those 

of the Katona-Mueller study. Campbell suggested that the size of the 

evoked set might vary between different buyers. The fact that the 

average size of the evoked set was no different between the present 



102 

study and the Katona-Mueller study might be explained in terms of 

buyer experience. The less experienced buyers in the present study may 

have been inclined to engage in some brand comparison, but limited 

experience might have left them with knowledge of fewer brands to seri

ously consider for purchase. Thus the tendency to consider more brands 

in the present study may have been counterbalanced by a limited brand 

awareness. 

- - Number of Stores Shopped. Respondents in the present study 

visited an average of 3.4 stores while making their decision to buy. 

Table 25 indicates that more than 70 percent of the respondents shopped 

more than one store while making their purchase. About 5 percent of 

the respondents made their purchase without visiting a store. These 

purchases were made by mail, from a private party, or in the home. 

Table 25. Number of stores shopped in making the purchase decision 

Number of Stores Shopped Respondents Number of Stores Shopped 

% 

0 - 1  69 44 

2 - 3  81 27 

4 - 5  50 13 

6 or more 35 16 

Total 235 100 
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Table 26 compares the findings of several studies of consumer 

decision making which investigated the number of stores shopped in 

making the purchase decision. The comparison indicates that the find

ings of the present study are very similar to those of the Granbois 

study in which population characteristics were similar to those of 

the present study. Buyers in the present study shopped more stores 

than did those in the Katona-Mueller, Alderson and Sessions (1962, 

p. 141) or Newman and Staelin (1972, pp. 249-257) studies. The general 

tendency for younger, better educated buyers to be more active in de

liberation prior to a purchase seems once again to be evident here. 

Degree of Price Comparison. Respondents in the present study 

were asked about their activity in comparing prices. Three levels of 

price comparison were possible. The lowest level of price comparison 

occurred where the buyer considered prices only in the range of the 

item which was purchased. The next level was the case in which items 

either higher or lower priced than the item purchased were considered. 

Buyers who compared items both higher and lower priced than the one 

finally purchased exhibited the highest degree of price comparison. 

Table 27 presents the findings of the present study and compares them 

with those of Katona-Mueller. As for other elements of deliberation, 

buyers in the present study were more active than those in other studies 

of buyer behavior. In addition to the youth and lack of buying experi

ence characterizing respondents in the present study, their relatively 

low income may have led them to be more concerned with price than the 

general population. 
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Table 26. Comparisons of four studies of consumer decision making 
on the number of stores shopped in making the purchase 
decision 

Number Present Katona-Mueller 
of Stores Study Study 
Shopped % % 

0 6 11 
1 24 47 
2-3 34 15 
4 or more 36 26 

Total 100 100 

Number Present Granbois 
of Stores Study Study 
Shopped % % 

0 6 4 
1-2 38 32 
3-4 35 30 
5-6 11 21 
7 or more 10 13 

Total 100 100 

Number Present Alders on-Ses s ions 
of Stores Study Study 
Shopped % % 

0-1 29 50 
2 15 14 
3 20 9 
4 or more 36 27 

Total 100 100 

Number Present Newman-Staelin 
of Stores Study Study 
Shopped % % 

0-1 29 50 

2-3 34 27 

4-5 17 16 
6 or more 10 7 

Total 100 100 
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Table 27. Comparison of the results of two studies of consumer 
decision making on the degree of price comparison 

Degree of Price 
Comparison 

Present 
Study 

% of Buyers 

Katona-Mueller 
Study 

% of Buyers 

Only price range purchased 28 59 

Higher or lower priced items considered 50 26 

Higher and lower priced items considered 22 11 

Totals 100 100 

Decision Time. Table 28 shows the time spent from problem 

recognition to the actual purchase by respondents in the present study 

and compares it with the results of two other studies of consumer 

decision making for durable items. The decision times among buyers in 

the three studies were quite similar, although the mean decision times 

for the Granbois and Katona-Mueller studies at 17 weeks each were 

longer than that of the present study at 13 weeks. The data did not 

suggest why this should be true; however, it is possible that the 

younger families in the present study were anxious to acquire household 

items rapidly. Thus, although they generally sought more information 

than did other decision makers, they came to a decision in less time 

than did other buyers. 

Granbois suggested that the time involved in making the purchase 

decision is often divided into an active and an inactive phase. He 

observed that the inactive phase occurs between problem recognition 
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Table 28. Length of deliberation in three studies of consumer 
decision making 

Length of 
Decision 
Time 

Present 
Study 

// % 

Granbois 
Study 

# % 

Katona-Mueller 
Study 

// % 

Less than one month 85 36 10 18 125 36 

One to three months 57 24. 18 32 42 12 

Four to six months 37 16 14 25 87 25 

More than six months 56 24 14 25 92 27 

Totals 235 100 56 100 346 100 

Mean Decision Time 13 weeks 17 weeks 17 weeks 

and the active search for information (Granbois 1962, p. 120). Granbois 

did not attempt to measure this inactive phase, but buyers in the pres

ent study were asked how long a time elapsed from the time they 

recognized that they had a purchase problem until they actively began 

searching for information about possible solutions to the problem. 

Table 29 shows the length of time which elapsed from problem recogni

tion to the beginning of active information seeking. 

Degree of Deliberation. Summing the index values for the ele

ments or components of deliberation yielded an index of the buyer's 

overall degree of deliberation. As noted in Chapter Three, the index 

is composed of seven variables: (1) intensity of information search; 

(2) extent of information search; (3) importance of external information; 
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Table 29. Time elapsed for the inactive phase of deliberation 

Length of Time from Problem Recognition 
to Active Deliberation Number % 

Less than 1 week 53 23 

1 week, less than 1 month 69 29 

1 month, less than 3 months 53 23 

3 months or more 60 25 

Total 235 100 

(4) number of stores shopped; (5) number of brands considered; 

(6)_ degree of price comparison; and (7) length of decision time. 

Table 30 indicates the degrees of deliberation observed in the 

present study. The assignment of the range of values for the four 

levels of deliberation was somewhat arbitrary as was the case for in

dexes developed by other writers. This makes it difficult to draw 

valid comparisons among the studies in which indexes of deliberation 

were developed. The index in the present study was determined by 

labeling the lowest five index values which respondents reported as 

low deliberation and the top five values as very high-. The middle 

eight values were divided evenly for moderate and high deliberation. 

No respondents had a zero score for all dimensions of delibera

tion. Only 10 percent of the respondents had a zero rating in one or 

more categories. On the other hand, only one respondent exhibited 

the highest degree of deliberation in all seven categories. Only 4 
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Table 30. Degree of deliberation in the purchase of consumer durables 

Degree of 
Deliberation 

Scale 
Values 

Respondents Degree of 
Deliberation 

Scale 
Values # % 

Low 2- 7 38 16 

Medium 8-11 75 32 

High 12-15 97 41 

Very High 16-20 25 11 

Total 235 100 

percent of the buyers had the highest level of deliberation in as many 

as three categories. Sixty percent of the respondents were between the 

extremes in deliberation, exhibiting neither the highest nor the lowest 

level of deliberation in any category. 

As indicated above, the indexes employed by others were not 

exactly comparable to one another or to the index used in the present 

study. The chief difference was that each scale was based upon some

what different components as noted in Chapter Two^". However, since each 

index was composed of some sort of measures of the degree of information 

seeking, the number of stores, brands, and prices considered and the 

length of decision time, it was felt that the indexes could be usefully 

compared. Careful study of the various indexes led this writer to feel 

that the various researchers would have placed any given respondent at 

about the same level of deliberation under all indexes employed. 

1. See pp. 44-45. 
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Table 31 compares the results of four studies of the degree of 

deliberation. Comparing the four studies indicates similar levels of 

deliberation. Deliberation in the Katona-Mueller study was slightly 

lower than it was in the other three studies as evidenced by the percen

tage of buyers exhibiting high or very high deliberation in the four 

studies. The differences could be explained on the basis of the popula

tions treated. The present analysis and the Granbois study were drawn 

from highly educated groups while the other two treatises sampled from 

general populations. Thus, the higher degree of deliberation could be 

the result of the higher educational level. Katona and Mueller found 

higher deliberation to be associated with more highly educated buyers. 

Table 31. Comparison of four studies of consumer decision making on 
the degree of deliberation 

Degree of 
Deliberation 

Present Study 

% 
Katona-Mueller 

% 
Granbois 

% 
Newman-Staelin 

% 

Low 16 26 27 22 

Moderate 32 26 21 27 

High 41 41 21 38 

Very High 11 7 30 13 

Totals 100 100 100 100 
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Results of Tests of Hypothesized Relationships 

This section discusses the results obtained from testing the 

relationships comprising the three hypotheses advanced in Chapter One. 

For each relationship suggested by the hypotheses, the data are tabu

lated and discussed. Each table contains a statistical summary upon 

which acceptance or rejection of the hypothesis is predicted and upon 

which the analysis is based. The sampling distributions of the three 

correlation methods employed are known. Each correlation coefficient 

is, therefore, subject to statistical testing. The level of significance 

for each statistic is included in the statistical summary. The criteri

on of acceptance for the test hypothesis is that the coefficient of 

correlation be statistically significant at an alpha level of .05 or 

better. The .05 level is the acceptance level generally used in other 

studies of buyer behavior allowing for consistency between the present 

study and other studies. Further analysis of the results will be based 

upon the strength and direction of correlations. 

Problem Recognition Relationships: Hypothesis 1 

The degree and perceived importance of deliberation vary 
with different problem recognition sources 

Analysis of the above hypothesis involves relating each com

ponent of deliberation to problem recognition and testing to determine 

whether deliberation varied from one source of problem recognition to 

another. The appropriate statistical test result is reported in each 

table as relationships are presented. Chi square or parametric or 

nonparametric analysis of variance is used, as appropriate, in testing 
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each relationship for statistical significance. The discussion is 

organized according to the components of deliberation as follows: 

1) intensity of information search 

2) extent of information search 

3) most important information type 

A) degree of importance of external information 

5) number of brands considered 

6) number of stores shopped 

7) degree of price comparison 

8) length of decision time 

9) degree of deliberation 

Intensity of Information Search 

Table 32 presents the data relating the source of problem 

recognition to the intensity of information search. Hypothesis one 

was not supported for intensity of information search, suggesting that 

buyers do not seek information from more or fewer sources depending 

upon the source of problem recognition. A trend in the data is evi

dent, however, which would suggest that buyers who are purchasing after 

a product has broken down or worn out may seek information from more 

sources than buyers who recognize the problem for other reasons. Those 

purchasing because of promotion have the lowest intensity of search in 

the sample. If this is a real factor, and not sampling error, it 

could be that buyers who have had a product wear out or break down might 

seek more information before replacement in order to find an item which 

would be more satisfactory. The mere fact that a buyer has had 
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Table 32. Relationship between the source of problem recognition 
and the intensity of information search 

Number of Source of Problem Recognition 
Information 
Sources 

Family 
Related 

% 

Product 
Breakdown 

% 
Social 

% 
Promotion 

% 

Total 

% 

1 8 6 8 7 7 

2-3 27 20 25 35 27 

4-5 22 24 27 31 26 

6 or more 43 49 40 27 40 

Totals 100 100 100 100 100 

Number of 
Observations 93 49 48 45 235 

Mean Number 
of Sources 4.8 6.1 4.7 4.2 4.7 

F = 1.39 significant at .30 

experience with a product may make him more aware of product character

istics about which information should be sought. 

Extent of Information Search 

Table 33 presents the relationship between the source of prob

lem recognition and the extent of information search. For ordinally 

scaled data the Kruska-Wallis one-way analysis of variance is appropri

ate for testing the significance of the relationship. Again the rela

tionship was not statistically significant at the .05 level. Buyers 

recognizing the purchase problem for different reasons did not differ 

significantly in their extents of information search. 
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Table 33. Relationship between the source of problem recognition and 
the extent of information search 

Number of Source of Problem Recognition 
Information 

Types 
Family 
Related 

% 

Product 
Breakdown 

% 
Social 

% 
Promotion 

% 
Total 
% 

1 6 12 13 9 9 

2 26 26 23 20 25 

3 44 29 33 51 40 

4 24 33 31 20 26 

Totals 100 100 100 100 100 

Number of 
Observations 93 49 48 45 235 

H = 1.16 significant at .75 

Most Important Information Type 

The data in Table 34 suggest that buyers recognizing the purchase 

problem for different reasons see different types of information as 

most helpful in making the decision. The first problem recognition 

source treated occurs as a result of family related factors including 

changes in financial status, changes in family size and composition, 

and changes in residence. It can be seen that respondents recognizing 

the problem for the above reason and because of social factors relied 

less on advertising and more on consumer testing publications and other 

non-personal/non-advocate information sources as compared with those 

recognizing the problem because of product breakdown or promotion. 
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Table 34. Relationship between the source of problem recognition and 
the type of information considered most important 

Type of Information Source of Problem Recognition 
Considered Most 

Important 
Family 
Related 

% 

Product 
Breakdown 

% 
Social 

% 
Promotion 

% 
Total 
% 

Personal/Advo cate 33 37 27 33 33 

Personal/Non-Advocate 33 33 40 20 32 

Non-Personal/Advocate 20 26 19 42 25 

Non-Personal/Non-
Advocate 14 4 14 5 10 

Totals 100 100 100 100 100 

Number of Observations 93 49 48 45 235 

x2 = 16.98 significant at .05 

The reasons for the relationship can only be surmised, but 

several possibilities can be advanced. When problem recognition occurs 

because of family related factors the buyer may not have had prior ex

perience with a product, or the family may be seeking a higher quality 

item. Because of the uncertainty associated with the purchase of an 

untried item, the buyer may depend upon the reliable and knowledgeable 

sources included in the non-personal/non-advocate category more than 

buyers recognizing the problem for breakdown or promotional reasons. 

Buyers recognizing the problem because of a breakdown have had product 

experience and seem to feel comfortable in relying upon the advice of 

salespeople. Perhaps because of past product experience, these buyers 

also did not rely much upon consumer testing publications and the like. 
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When problem recognition was traced to social influences, 

buyers most often looked upon friends and relatives as the most impor

tant information type. This is logical because it is the influence of 

people such as friends and other reference persons which gives rise 

to the recognition of the problem. Buyers influenced to buy because 

of social factors might wish to be sure that the purchase is of high 

quality since they also rely upon non-personal/non-advocate information 

sources to a greater extent than buyers citing breakdown or promotion 

as sources of problem recognition. If a product is purchased to satis

fy social needs, it may be important to the buyer that the item be of 

high quality and be perceived as such by other people. 

When a purchase arose from the influence of promotion, the 

tendency was to rely more upon advertising and personal selling and 

to de-emphasize friends and testing publications. The purchase de

cision time also tended to be shorter when promotion gave rise to 

problem recognition"'". Because special sales were often involved in 

promotion derived purchases, the purchase was often made in a hurry 

with little attention to the less readily accessible information sources 

such as consumer testing publications. Often it was an advertisement 

which made the customer aware of the problem. Logically, when this 

was the case, the buyer would be likely to see the advertisement as 

an important information source. 

1. See Table 39, page 120. 



116 

Importance of External Information 

Table 35 presents the relationship between the source of prob

lem recognition and the buyer's perceived importance of external in

formation. The relationship was not statistically significant, although 

buyers purchasing because of a product breakdown did seem to consider 

external information as less important than did those recognizing the 

problem for other reasons, as evidenced by the small percentage in this 

group seeing external information as very important. If this is the 

case, it could be because of the experience which buyers had had with 

the product which became inadequate. 

Table 35. Relationship between the source of problem recognition and 
the degree of importance of external information 

Importance Source of Problem Recognition 
of External 
Information 

Family 
Related 

% 

Product 
Breakdown 

% 
Social 

% 
Promotion 

% 
Total 
% 

No Importance 13 19 10 13 13 

Somewhat Important 37 47 29 31 37 

Important 37 35 44 40 38 

Very Important 13 4 17 16 12 

Totals 100 100 100 100 100 

Number of 
Observations 93 49 48 45 235 

H = 2.58 significant at .50 
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Number of Brands Considered 

Table 36 gives the relationship between the source of problem 

recognition and the number of brands considered. The relationship 

between the variables was not significant at the .05 level, suggest

ing that the size of the evoked set for brands does not vary according 

to the way in which the problem is recognized. 

Table 36. Relationship between the source of problem recognition and 
the number of brands considered 

Number of Source of Problem Recognition 
Brands 
Considered 

Family 
Related 

% 

Product 
Breakdown 

% 

Social 

% 
Promotion 

% 
Totals 
% 

1 - 2  29 29 17 33 27 

3 - 4  41 39 50 29 40 

5 - 6  24 26 23 20 24 

7 or more 6 6 10 18 9 

Totals 100 100 100 100 100 

Number of 
Observations 93 49 48 45 235 

Mean Number 
of Brands 3.7 3.7 4.0 3.9 3.8 

F = 1.53 significant at .40 
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Number of Stores Shopped 

Table 37 presents the relationship between the source of prob

lem recognition and the number of stores shopped. Testing the relation

ship indicated that the number of stores shopped did not differ accord

ing to the way in which the problem was recognized. The data did sug

gest that buyers exhibiting problem recognition for social reasons may 

shop more stores than those who enter the decision process because of 

promotion. It seems logical that buyers concerned about the social 

canotations of a product would be likely to shop in more stores to be 

sure of obtaining the "right" item. Table 36 showed a possible ten

dency for buyers recognizing the problem for social reasons to consider 

more brands than those recognizing the problem for other reasons. 

Table 37. Relationship between the source of problem recognition and 
the number of stores shopped 

Number of Source of Problem Recognition 
Stores 

Shopped 
Family 
Related 

% 

Product 
Breakdown 

% 
Social 

% 

Promotion 
% 

Total 

% 

0 - 1  28 25 23 44 29 

2 - 3  38 41 29 27 35 

4 - 5  19 24 29 13 21 

6 or more 15 10 19 16 15 

Totals 100 100 100 100 100 

Number of 
Observations 93 49 48 45 235 

Number of Stores 2.9 2.9 3.4 2.5 3.2 

F = 1.80 significant at .35 
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Buyers recognizing the problem for promotional reasons often 

stated that it was a salesman or a store display which triggered the 

recognition. Thus it would seem probable that promotion-initiated de

cisions would be more apt to be completed after visiting only one store. 

In fact, nearly half of the buyers citing promotion as the reason for 

problem recognition bought after having visited only one store. 

Degree of Price Evaluation 

Table 38 presents the relationship between the source of prob

lem recognition and the degree of price evaluation. Statistical test

ing of the relationship revealed that buyers' price evaluation was 

probably not affected by the way in which the problem was recognized. 

Table 38. Relationship between the source of problem recognition and 
the degree of price evaluation 

Degree of Source of Problem Recognition 
Price 
Evaluation 

Family 
Related 

% 

Product 
Breakdown 

% 

Social 

% 

Promotion 
% 

Total 
% 

Only Price Purchased 24 27 27 40 28 

Prices Above or 
Below 56 55 50 33 50 

Prices Above and 
Below 20 18 23 27 22 

Totals 100 100 100 100 100 

Number of 
Observations 93 49 48 45 235 

H = 1.41 significant at .70 
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Length of Decision Time 

Table 39 presents the relationship between the source of prob

lem recognition and the length of decision time. Statistical testing 

showed that the relationship was not significant. Buyers who recognized 

the problem because of promotion, however, did seem to exhibit a lower 

average decision time than did buyers recognizing the problem for 

other reasons. If there is a real difference here, it is consistent 

with the generally lower level of deliberation associated with 

promotion-initiated decision processes which was observed for the vari

ous components of deliberation. 

Table 39. Relationship between the source of problem recognition and 
the length of decision time 

Length of Source of Problem Recognition 
Decision 
Time 

Family 
Related 

% 

Product 
Breakdown 

% 

Social 

% 
Promotion 

% 

Total 

% 

Less than 1 month 37 33 31 44 36 

1 to 3 months 26 22 25 22 24 

4 to 6 months 16 14 17 16 16 

More than 6 months 21 31 27 18 24 

Totals 100 100 100 100 100 

Number of 
Observations 93 49 48 45 235 

Average Time (Weeks] 12.8 14.8 14.3 11.3 13.2 

F = 1. 00 significant at .35 
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Degree of Deliberation 

The final relationship treated for hypothesis 1 was between 

the source of problem recognition and the overall degree of delibera

tion of buyers. Table 40 shows that the relationship was not signifi

cant at the .05 level. It was, however, noted that, as for most 

other measures of deliberation, decisions initiated by promotion 

seemed to be lowest in deliberation, while those initiated by social 

reasons seemed to be highest in deliberation. 

Table 40. Relationship between the source of problem recognition and 
the degree of deliberation 

Degree of Source of Problem Recognition 
Deliberation Family 

Related 

% 

Product 
Breakdown 

% 
Social 

% 
Promotion 

% 
Total 

% 

Low 0-7 8 12 2 20 10 

Moderate 8-11 37 33 46 36 37 

High 12-14 45 47 40 33 42 

Very High 15-20 10 8 12 11 11 

Totals 100 100 100 100 100 

Number of 
Observations 93 49 48 45 235 

Range of Scores 6-18 2-17 5-20 2-17 2-20 

H = 1.82 significant at .30 
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Summary for Hypothesis 1 

In total, one would have to conclude that the amount of effort 

which a buyer expends in deliberation is not contingent upon the way 

in which the purchase problem is recognized. In advancing the hypothe

sis* it was felt that different initiating factors would lead buyers 

to varying degrees of deliberation. 

One possible trend was noted. In many of the components of 

deliberation and in the composite deliberation index, promotion-

initiated decisions seemingly rated low while social-initiated decisions 

seemed to rate high in activity. Because the samples were small and 

the trend was not entirely consistent, no valid conclusions can be 

drawn here. However, it seems logical that promotion-initiated de

cisions would elicit rapid decisions because many purchases were made 

in the first store shopped. On the other hand, it would seem that pur

chases initiated because of social influences might lead to more care

ful deliberation to be sure that the social motives involved would be 

satisfied. On this basis, it is suggested that further research 

studying the effects of certain types of problem recognition upon 

deliberation be carried out. 

A possible reason for the lack of a significant relationship 

between problem recognition and the degree of deliberation would be 

the fact that, although a particular source of problem recognition 

could be isolated by a buyer as most important, other initiating 

factors might also play a role. At the same time, the motivations 

of a buyer might change over the decision process. For example, a 
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buyer might recognize a purchase problem because of a product break

down, but in the process of replacement, the desire to impress friends 

might lead the buyer to seek satisfaction of social motives such as 

prestige or a feeling of belonging. 

The most meaningful finding from the testing of the hypothesis 

lay in the relationship between the source of problem recognition and 

the type of information considered most important. Here it was shown 

that more buyers considered certain types of information as most impor

tant depending upon the way in which the problem was recognized. 

Deliberation Relationships: Hypothesis 2 

Elements or components of the deliberation process 
vary with other elements or components of deliberation 

The above hypothesis asserts that components of deliberation 

affect and/or are affected by other components of deliberation. 

Correlation analysis is employed for all combinations of the nine 

deliberation elements, taken two at a time, in order to determine 

the strength, direction, and statistical significance of the relation

ships involved. The relationships are presented in the tables which 

follow. A statistical summary is given with each table including the 

appropriate correlation measure and its level of significance. Dis

cussion of the relationships includes comparisons with past research 

where such has been carried out and possible explanations for each 

relationship treated. 

In analyzing the relationships, it was generally not possible 

to say which variables were independent and which were dependent. It 
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is probable that the various activities which represent the degree 

of deliberation may occur concurrently throughout the decision process. 

This being true, it seems likely that any components of the degree 

of deliberation could be dependent upon one another and upon other 

conditions and factors external to the deliberation process itself, 

such as the price of the item purchased and various socio-economic and 

personality characteristics of the buyer. For this reason, no attempt 

is made to suggest the possibility of causality between variables 

where the association between two elements is statistically significant. 

The discussion for this section is organized around the components or 

elements of the deliberation process which were investigated as 

follows: 

1) intensity of information search 

2) extent of information search 

3) most important information type 

4) degree of importance of external information 

5) relative importance of past experience 

6) number of brands compared 

7) number of stores shopped 

8) degree of price comparison 

9) length of decision time 

Intensity of Information Search 

As defined in Chapters One and Three, the intensity of infor

mation search is measured by the number of information sources used by 

the buyer in making the purchase decision. The correlation between 
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intensity of information search and extent of information search is 

positive and statistically significant as noted in Table 41. As 

buyers' information search increased in intensity, they also sought a 

wider variety of information types. 

Table 41. Relationship between the intensity of information search 
and the extent of information search 

Number of Number of Information Sources 
Information 
Types 

1 

% 

2 - 3  

% 

4 - 5  

% 

6 or 
more 

% 

Totals 

% 

Mean # 
Information 

Sources 

1 100 10 2 1 11 1.7 

2 0 54 20 8 23 3.6 

3 0 36 56 40 40 4.7 

4 0 0 22 51 26 6.4 

Totals 100 100 100 100 100 4.0 

# Observations 41 66 66 62 235 

T = . 8426 significant at .001 

Table 42 presents the relationship between the intensity of 

information search and the type of information which was considered to 

be most important in making the purchase decision. The correlation 

between the two variables was only significant at the .25 level, sug

gesting that buyers did not consider a particular type of information 

to be most important based on the number of information sources used. 

Because the chi square coefficient of contingency is a rather wealc 
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Table 42. Relationship between the intensity of information search 
and the type of information considered most important 

Type of umber of Informs 

i 

ttion Sources 
Information 
Considered 
Most Important 

1 

% 

2 - 3  

% 

4 - 5  

% 

6 or 
more 

% 

Totals 

% 

Mean # 
Information 
Sources 

Personal/Advocate 22 35 36 34 33 4.2 

Personal/Non-Advocate 29 32 26 40 32 4.2 

Non-Personal/Advocate 39 24 29 13 25 3.5 

Non-Personal/Non-
— Advocate 10 9 9 13 10 4.3 

Totals 100 100 100 100 100 4.0 

it of Observations 41 66 66 82 235 

- C = .22 x2 = 11.91 significant at .25 

statistic, analysis of variance was applied to the data. The F 

statistic was 2.55, significant at the .05 level. The data suggests 

that buyers who considered advertising as the most important informa

tion type used fewer information sources than other buyers. One possi

ble reason for this is that buyers relying on advertising might be 

inclined to buy on impulse without making a careful information search. 

Table 43 gives the relationship between the intensity of infor

mation search and the degree of importance which was attached to exter

nal information in making the decision. The Kendall Tau correlation 

coefficient was positive and significant at the .001 level, suggesting 



127 

Table 43. Relationship between the intensity of information and the 
degree of importance of external information 

Importance Number of Information Sources 
of External 6 or Mean // 
Information 1 2 - 3  4 - 5  more Total Information 

% % % % % Sources 

No Importance 27 17 8 5 13 3.5 

Some Importance 37 38 27 45 37 4.1 

Important 29 33 51 36 38 4.2 

Very Important 7 12 14 14 12 4.4 

Totals 100 100 100 100 100 4.0 

# of Observations 41 66 66 62 235 

T = . 1584 significant at .001 

that an influence does exist between the two variables. At this junc

ture it is impossible to give a fully satisfying explanation of the 

relationship. That is, no determination can be made as to whether buy

ers who have viewed more information sources subsequently look upon 

external information as being more important to them, or whether, a_ 

priori, buyers determined that external information would be valuable 

to them and therefore sought out more information sources. It seems 

likely that both of the above conditions would be present to some 

degree for any given buyer. 

Table 44 gives the relationship between the relative importance 

of past experience and the intensity of information search. The 

relationship was positive and significant at the .02 level, suggesting 
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Table 44. Relationship between the intensity of information search 
and the relative importance of past experience 

Importance of Number of Information Sources 
Past Experience 
as Compared with 
External Information 

1 
% 

2 - 3  
% 

4 - 5  
% 

6 or 
more 

% 

Total 

% 

Mean # 
Information 

Sources 

Past Experience 
More Important 49 41 36 40 41 3.8 

External Information 
More Important 51 59 64 60 59 4.2 

Totals 100 100 100 100 100 4.0 

// Observations 41 66 66 62 235 

- - C = . 2 
21 X = 9.59 significant at .02 

that buyers who considered past experience to be more important viewed 

significantly fewer information sources as useful than did those who 

considered external information more important. It may be noted, 

however, that those buyers who considered past experience to be more 

useful did view a fairly large number of information sources as useful. 

Table 45 shows the relationship between the intensity of infor

mation search and the number of brands considered. Tau is positive and 

statistically significant, suggesting that buyers who exhibited a high 

intensity of information search generally considered more brands. This 

corresponds with the findings of Katona and Mueller (1955, p. 51). 

Examination of the data, however, suggests that, at the highest level 

of activity, buyers substitute between information search and brand 
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Table 45. Relationship between the intensity of information search 
and the number of brands considered 

Number of Number of Informati on Sources 
Brands 1 2 - 3  4 - 5  6 or more Total Mean # 
Considered % % % % % Information 

Sources 

1 41 20 15 39 27 3.8 

2 - 3  29 53 40 34 40 3.7 

4 - 5  17 21 33 19 23 3.9 

6 or more 12 6 12 8 10 3.6 

Totals 100 100 100 100 100 4.0 

# Observations 41 66 66 62 235 

Mean if Brands 3.6 3.8 4.3 3.4 3.0 

r - .21 significant at .001 

consideration. This substitution effect is seen at the level of 6 or 

more brands and information sources. The mean number of brands and 

information sources drops at the highest level of activity (6 or more). 

The percentage of buyers considering one brand drops through those 

using 5 information sources but rises sharply at 6 or more sources. 

Thus, it would seem that many buyers who use a large number of infor

mation sources may feel justified in evaluating fewer brands and vice 

versa. 

Katona and Mueller suggest that many buyers evaluate some prod

uct features heavily and completely ignore others. They called this 

phenomenon feature substitution. On the basis of the data in Table 45, 
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it seems possible that a substitution may take place among several 

aspects of the decision process. This will be referred to as effort 

substitution in the present analysis. 

Table 46 indicates the relationship between the intensity of 

information search and the number of stores shopped. The relationship 

is positive and the correlation coefficient is significant at the .001 

level, suggesting that buyers considering more information sources as 

useful also shopped in more stores in making the purchase decision. 

The correlation coefficient was positive and stronger than for either 

number of brands or degree of price comparison. The tendency for more 

actively deliberate buyers to substitute between store visits and ex

ternal information sources was observed here as for brands and inten

sity of information search. The low level of correlation also suggests 

effort substitution. 

Table 47 gives the relationship between the intensity of infor

mation search and the degree of price comparison. The relationship 

is positive and statistically significant, corresponding with the 

findings of Katona and Mueller (1955, p. 51). No tendency was evident 

for buyers to substitute between information search and price comparison. 

Table 48 presents the relationship between the intensity of 

information search and the length of decision time. It was anticipated 

that buyers who cited more information sources as useful would spend 

more time in making the decision. This thinking was supported by the 

positive significant correlation between the two variables. It should 

be noted here that the average number of information sources used leveled 

off after one month of decision time. 
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Table 46. Relationship between the intensity of information search and 
the number of stores shopped 

Number of Number of Information Sources 
Stores 
Shopped 1 

% 
2 - 3  
% 

4 - 5  
% 

6 or more 

% 
Total 
% 

Mean # 
Information 

Sources 

0 - 1  46 29 9 40 29 3.5 

2 - 3  24 53 30 26 35 3.6 

4 - 5  15 9 41 18 21 4.2 

6 or more 15 9 20 16 15 4.0 

Totals 100 100 100 100 100 4.0 

# Observations 41 66 66 62 235 

Mean # Stores 2.8 2.7 4.1 3.0 3.2 

r = .38 significant at .001 
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Table 47. Relationship between the intensity of information search 
and the degree of price comparison 

Degree of Number of Information Sources 
Price 
Comparison 1 

% 
2 - 3  
% 

4 - 5  
% 

6 or more 

% 

Total 

% 

Mean # 
Information 
Sources 

Only price range 
considered 49 30 21 20 28 2.9 

Higher or lower 
priced items 44 44 62 48 50 4.3 

Higher and lower 
priced items 7 26 17 32 22 5.6 

Totals 100 100 100 100 100 4.0 

# of Observations 41 66 66 62 235 

T = .1743 significant at .001 
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Table 48. Relationship between the intensity of information search 
and the length of decision time 

Length of Number of Information Sources 
Decision 
Time 1 

% 
2 - 3  
% 

4 - 5  
% 

6 or more 

% 
Total 
% 

Mean // 
Information 
Sources 

Less than 1 month 59 39 30 24 36 3.0 

1 to 3 months 19 27 20 29 24 4.0 

4 to 6 months 12 11 23 16 16 4.1 

More than 6 months 10 23 27 31 24 4.5 

Totals 100 100 100 100 100 4.0 

// of Observations 41 66 66 62 235 

Mean Decision 
Time (Weeks) 8.9 12.9 15.7 16.2 13.2 

- -
T = .1526 significant at .001 

Extent of Information Search 

The extent of information search deals with the question of the 

range of information types to which the buyer was exposed during the 

deliberation process. As the following data indicate, the buyer who 

searched more extensively for information was generally more active in 

other decision process elements as well. 

Table 49 shows the relationship between the extent of informa

tion search and the type of information considered most important. The 

chi square coefficient of contingency was only statistically significant 

at the .15 level, suggesting that buyers considering different types 
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Table 49. Relationship between the extent of information search and 
the type of information considered most important 

Type of Information Number of Information Types 
Considered Host 
Important 

1 
. % 

2 

% 
3 
% 

4 
% 

Totals 

% 

Personal/Advocate 23 39 36 26 33 

Personal/Non-Advocate 32 28 33 34 32 

Non-Personal/Advocate 41 28 22 21 25 

Non-Pers onal/Non-Advocate 4 5 9 19 10 

Totals 100 100 100 100 100 

// Observations 22 57 94 62 235 

C = .23 X2 -
H = 

13.42 significant at .15 
2.970 significant at .05 

of information as most important do not differ markedly in extents of 

information search. Because the chi square test is rather weak, the 

Kruskal-Wallis one way analysis was also employed here. H was equal 

to 2.970, statistically significant at the .05 level. Therefore, 

there is some reason to think that the extent of information search 

is associated with the most important information type. 

Comparing the data in Table 49 with that of Table 42 suggests 

that extent and intensity are related to the most important informa

tion type in much the same way, with buyers who considered non-personal/ 

advocate sources (advertising) as most important engaging in less in

formation search than other buyers. It will be noted that the extent 
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of information search for buyers considering non-personal/non-advocate 

(consumer testing publications and the like) sources as most important 

was higher than for others, with half of the buyers in this group 

citing all 4 types of information. This characteristic is not so 

pronounced for intensity, suggesting that buyers who consider non-personal/ 

non-advocate information as most important may be more extensive in their 

information search without necessarily being more intensive. If buyers 

who avail themselves of non-advocate/non-personal information sources 

can be considered more careful shoppers, one might speculate that some 

more careful shoppers attempt to get information from diverse sources 

without necessarily trying to get a greater volume of information per se. 

Table 50 presents the relationship between the extent of infor

mation search and the perceived degree of importance of external infor

mation. The relationship is positive, and statistical testing shows it 

to be significant. Referring to Table A3, it can be seen that the 

relationship between the extent of information search and the importance 

of external information is quite a bit stronger than for intensity of 

information search. 

Table 51 gives the relationship between the extent of informa

tion search and the relative importance of past experience. As ex

pected, buyers who regarded past experience as most important considered 

significantly fewer types of information, on the average, than those 

citing external information as most important. It is perhaps surprising 

that buyers relying more on past experience had used as many types of 

information as they had. This suggests that even buyers relying most 
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Table 50. Relationship between the extent of information search 
and the importance of external information 

Importance of Number of Information Types 
External 1 2 3 4 Totals 
Information % % % % % 

No Importance 27 21 11 3 13 

Somewhat Important 36 40 37 32 37 

Important 32 30 40 45 38 

Very Important 5 9 12 20 12 

Totals 100 100 100 100 100 

# Observations 22 57 94 62 235 

T = .2194 significant at .001 
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Table 51. Relationship between the extent of information search and 
the relative importance of past experience 

Importance of Past Number of Information Types 
Experience as 
Compared with 
External Information 

1 
% 

2 

% 

3 
% 

4 
% 

Totals 
% 

Past Experience 
More Important 64 42 43 29 41 

External Information 
More Important 36 58 57 71 59 

Totals 100 100 100 100 100 

tf Observations 22 57 94 62 235 

C = .49 X2 = 8.57 significant at .02 

heavily upon past experience may actively look to external information 

for help in making the decision. It also may suggest that many 

buyers who seek external information see it as not being as useful or 

reliable as their own personal experience. 

Table 52 presents the relationship between the extent of infor

mation search and the number of brands considered. Correlating the 

two measures suggests that a positive and statistically significant 

relationship is present. The number of information types used in

creases steadily until buyers consider 6 or more brands. It is possible 

that buyers substitute looking at more brands for a more extensive 

information search as seemed to be the case in the relationship between 

brand consideration and intensity of information search. Overall, there 
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Table 52. Relationship between the extent of information search 
and the number of brands considered 

Number of Number of Information Types 
Brands 1 2 3 4 Totals 
Considered % % % % % 

1 40 42 20 19 27 

2 - 3  32 30 44 47 40 

4 - 5  14 21 24 27 23 

6 or more 14 7 12 7 10 

Totals 100 100 100 100 100 

// of Observations 22 57 94 62 235 

Mean // of Brands 2.8 2.6 3.2 3.0 3.0 

T = .1036 significant at .007 

seems to be some substitutability between the extent of information 

search and the number of brands considered. 

Table 53 presents the relationship between the extent of infor

mation search and the number of stores shopped. Again, the relationship 

is positive and statistically significant. Buyers who used more types 

of information shopped in more stores, but some substitution was noted 

as the number of information types used peaked with buyers shopping 2 

to 3 stores and then declined for buyers considering 4 or more stores. 
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Table 53. Relationship between the extent of information search and 
the number of stores shopped 

Number of Number of Information Types 
Stores 1 2 3 4 Totals 
Shopped % % % % % 

0 - 1  31 47 26 18 29 

2 - 3  23 18 41 44 35 

4 - 5  23 21 17 27 21 

6 or more 23 14 16 11 15 

Totals 100 100 100 100 100 

# of Observations 22 57 94 62 235 

Mean // of Stores 1.9 2.8 3.2 3.3 3.2 

T = .0782 significant at .037 

Table 54 presents the relationship between the extent of infor

mation search and the degree of price comparison. The relationship 

was positive and statistically significant, but it was rather weak. 

There was a slight tendency for buyers whose information search was 

very extensive to substitute information search for price comparison. 

No such tendency was found for intensity of information search. 

Possibly buyers feel more comfortable in substituting when their infor

mation comes from a wide variety of categories. 

According to Table 55 the relationship between the extent of 

information and the length of decision time is positive and statisti

cally significant. The correlation is, however, not strong. From the 
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Table 54. Relationship between the extent of information search and 
the degree of price comparison 

Degree of Number of Information Types 
Price 
Comparison 

1 
% 

2 
% 

3 
% 

4 
% 

Totals 

% 

Only Price Range 
Purchased 50 28 22 29 29 

Prices Above or Below 
That Purchased 40 51 52 48 50 

Prices Above and 
Below That Purchased 10 21 26 23 22 

Totals 100 100 100 100 100 

# of Observations 22 57 94 62 235 

T = .0854 significant at .03 
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Table 55. Relationship between the extent of information search and 
decision time 

Length of Number of Information Types 
Decision 1 2 3 4 Totals 
Time % % % % % 

Less than 1 month 50 46 31 31 36 

1 to 3 months 18 17 30 24 24 

4 to 6 months 14 11 18 18 16 

More than 6 months 18 26 21 27 24 

Totals 100 100 100 100 100 

it of Observations 22 57 94 62 235 

Mean Decision 
Time (Weeks) 11.3 12.2 13.1 15.4 13.2 

T = .0972 significant at .013 

data, it appears that, although buyers who have more extensive informa

tion search spend more time in information activity, buyers spending 

more than one month in making the purchase decision do not consult sig

nificantly more types of information as time goes on. 

Most Important Information Type 

The relationship between the information type considered most 

important by the buyer and the buyers' perceived importance of external 

information is given in Table 56. Statistical testing indicates a 

significant association between the two variables. The table suggests 
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Table 56. Relationship between the most important information type 
and the degree of importance of external information 

Degree of Most Important Information Type 
Importance of 
External 
Information 

Personal/ 
Advocate 

% 

Personal/ 
Non-advocate 

% 

Non-personal/ 
Advocate 

% 

Non-personal/ 
Non-advocate 

% 
Total 

% 

No Importance 8 16 19 4 13 

Somewhat 
Important 40 37 29 42 37 

Important 39 41 39 25 38 

Very Important 13 5 13 29 12 

Totals 100 100 100 100 100 

# Observations 77 75 59 24 235 

C = .26 X 2. = 16.89 significant at .05 

that, given the type of Information considered most important, buyers 

had differing degrees of importance of external information. 

Although consumer testing publications and other non-personal/ 

non-advocate information sources were least often used and least 

often considered most important by respondents, buyers citing this 

information type attributed the highest importance to external informa

tion. Possibly buyers viewed the information sources in this category 

as quite reliable in terms of product information and truthfulness and 

thus very valuable in arriving at the purchase decision. 

Respondents giving friends and other personal/non-advocate 

information sources as most useful cited the lowest level of perceived 



143 

importance for external information. Buyers were quite active in the 

use of information from these personal sources, but they apparently 

did not rely as heavily on information received here as from other types. 

Although friends may be considered quite reliable in the sense of tell

ing the truth about the product, they may not be considered particularly 

knowledgeable beyond their opinion of the item. 

Table 57 shows the relationship between the most important 

information type and the relative importance of past experience. The 

relationship is statistically significant. Examining the data suggests 

that, as compared with other information types, buyers considering ad

vertising most important depended more upon past experience. Perhaps 

buyers who depended upon advertising felt it necessary to call upon 

past experience to temper what could be exaggerated claims of adver

tisers. Buyers citing non-personal/non-advocate sources gave past 

experience as most important somewhat less often than did other buyers. 

It could be that buyers without much experience with a product relied 

more upon consumer test reports and the like simply because of their 

lack of experience. 

The relationship between the most important information type 

and the number of brands considered is shown in Table 58. The rela

tionship is statistically significant at the .05 level. Buyers con

sidering non-personal/non-advocate information sources as most impor

tant compared more brands, on the average, than did other buyers. At 

the same time, buyers citing personal/non-advocate sources as most 

important were less active in brand comparison. In general, buyers 
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Table 57. Relationship between the most important information type 
and the relative importance of past experience 

Importance of Most Important Information Type 
Past Experience 
as Compared 
with External 
Information 

Personal/ 
Advocate 

% 

Personal/ 
Non-advocate 

% 

Non-personal/ 
Advocate 

% 

Non-personal/ 
Non-advocate 

% 
Total 

% 

Past Experience 
More Important 36 36 56 33 41 

External 
Information 
More Important 64 64 44 67 59 

Totals 100 100 100 100 100 

// Observations 77 75 59 24 235 

C = .18 X2 - 7.46 significant at .05 

Table 58. Relationship between the most important information type 
and the number of brands considered 

Number of Most Important Information Type 
Brands Personal/ Personal/ Non-personal/ Non-personal/ 
Considered Advocate 

% 
Non--advocate 

% 
Advocate 

% 

Non-advocate 

% 

Total 

% 

1 26 27 34 17 27 

2 - 3  35 47 39 37 40 

4 - 5  27 22 17 29 23 

6 or more 12 4 10 17 10 

Totals 100 100 100 100 100 

# Observations 77 75 59 24 235 

Mean # Brands 3.2 2.7 2.8 3.6 3.0 

C 

C
M
 \\ ii 

C
M
 

18.87 significant at .05 
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seeing non-personal/non-advocate information as most important were 

more active than other buyers in their deliberation. The reason for 

this is not known. Possibly it is a combination of the personality 

and other buyer characteristics and the nature of the purchase which 

leads buyers to utilize non-personal/non-advocate sources. It may be 

this same pattern which leads some buyers to more actively seek and 

process information before making a purchase. It is possible that 

buyers receiving their most important information from friends were 

seeking information about alternative brands and were therefore able 

to actively consider fewer brands, on the average, than other buyers. 

Table 59 presents the relationship between the most important 

information type and the number of stores shopped. The relationship 

is statistically significant at the .05 level. Buyers who consider 

different types of information to be most important do shop different 

numbers of stores. Buyers who had shopped the most stores considered 

salespeople to be the most important information type. This seems 

logical, since these buyers would have had the greatest opportunity 

to be exposed to the influence of salespeople. 

On the other hand, buyers considering friends and the like to 

be most important shopped fewer stores, on the average, than did other 

buyers. It seems likely that, in addition to brand information, buyers 

might receive information about stores from friends. This would allow 

them to shop fewer stores in finding an item to satisfy their needs. 

Buyers giving non-personal/non-advocate sources shopped nearly 

as many stores as those citing salespeople as most important. This is 
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Table 59. Relationship between the most important information type 
and the number of stores shopped 

Most Important Information Type 
Number of Personal/ Personal/ Non-Personal/ Non-personal/ 
Stores Advocate Non-advocate Advocate Non-advocate Total 
Shopped % % % % % 

0 - 1  23 28 43 17 29 

2 - 3  33 39 29 41 34 

4 - 5  23 25 14 21 21 

6 or more 21 8 14 21 15 

Totals 100 100 100 100 100 

# Observations 77 75 59 24 235 

Mean # Stores 3.6 2.9 3.2 3.5 3.2 

C = .26 X2 = 16.96 significant at .05 

in keeping with their generally high level of deliberation and probably 

reflective of a desire to see the products about which they read in the 

consumer test reports. 

The relationship between the most important information type 

and the degree of price comparison is found in Table 60. The relation

ship is significant, indicating that buyers seeing different types of 

information as most important had different degrees of price comparison. 

Buyers citing salespeople as most important were more active in price 

comparison than other buyers, possibly because the salespeople pointed 

out several price ranges in trying to trade buyers up to higher priced 

items. 
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Table 60. Relationship between the most important information type 
and the degree of price comparison 

Most Important Information Type 
Degree of 
Price 
Comparison 

Personal/ 
Advocate 

% 

Personal/ 
Non-advocate 

% 

Non-Personal/ 
Advocate 

% 

Non-personal/ 
Non-advocate 

% 

Total 

% 

Only Price 
Range Purchased 23 27 34 33 27 

Prices Above 
or Below 51 59 39 46 50 

Prices Above 
and Below 26 14 27 21 23 

Totals 100 100 100 100 100 

// Observations 77 75 59 

1 
24 235 

C = .27 X2 = 18.07 significant at .05 

Buyers citing non-advocate information sources as most impor

tant had lower levels of price comparison than other buyers. Perhaps 

these buyers learned of the exact item they wanted through these non-

advocate sources and price was, therefore, not a major issue with them. 

Table 61 gives the relationship between the most important 

information type and buyer decision time. The relationship here was 

not significant at the .05 level. Thus, it would seem that buyers 

did not spend significantly more or less time in decision making de

pending upon the type of information which they considered most 

important. 
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Table 61. Relationship between the most important information type 
and buyer decision time 

Most Important Information Type 
Length of 
Decision 
Time 

Personal/ 
Advocate 

% 

Personal/ 
Non-Advocate 

% 

Non-personal/ 
Advocate 

% 

Non-personal 
Non-advocate 

% 
Total 

% 

> 1 month 35 33 34 54 36 

1 to 3 months 26 25 24 17 24 

4 to 6 months 17 17 15 12 16 

< 6 months 22 25 27 17 24 

Totals 100 100 100 100 100 

# Observations 77 75 59 24 235 

Mean Decision 
Time (Weeks) 12.5 13.6 13.4 11.3 13.2 

C = .16 X2 = 6.52 significant at .75 

Importance of External Information 

Table 62 gives the relationship between the buyer's perceived 

importance of external information and the relative importance of past 

experience. As anticipated, the relationship was statistically signifi

cant, suggesting that respondents were fairly consistent in assessing 

the importance of information in the two measures. A small percentage 

of buyers seemed somewhat inconsistent, however, as they stated that, 

while external information was of no importance, it was more important 

than past experience. A small percentage also said that while past 
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Table 62. Relationship between the importance of external information 
and the relative importance of past experience 

Importance of Past Degree oi : Importance of External Information 
Experience as Com
pared with External 
Information 

No 
Importance 

% 

Somewhat 
Important 

% 

Important 

% 

Very 
Important 

% 

Totals 

% 

Past Experience More 
Important 77 50 28 17 41 

External Information 
More Important 23 50 72 83 59 

Totals 100 100 100 100 100 

# of Observations 30 86 90 29 235 

C = .34 X2 = 30.17 significant at .001 

experience was more important to them, external information was con

sidered very important. In all, however, 95 percent of respondents 

seemed consistent. 

The relationship between the importance of external informa

tion and the number of brands considered is given in Table 63. The 

relationship is statistically significant and positive, suggesting 

that buyers who viewed external information as more important also 

considered more brands when they made their purchases. 

The relationship between the importance of external informa

tion and the number of stores shopped is significant and positive as 

noted in Table 64. Buyers who considered information to be more im

portant shopped more stores. 
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Table 63. Relationship between the importance of external information 
and the number of brands considered 

Number of Importance of External Information 
Brands 
Considered 

No 
Importance 

% 

Somewhat 
Important 

% 

Important 

% 

Very 
Important 

% 

Totals 

% 

1 36 26 27 24 27 

2 - 3  50 41 39 31 40 

4 - 6  10 24 25 28 23 

6 or more 3 9 9 17 10 

Totals 100 100 100 100 100 

# Observations 30 86 90 29 235 

Mean # Brands 2.3 3.0 3.0 3.5 3.0 

T = .1049 significant at .008 
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Table 64. Relationship between the importance of external information 
and the number of stores shopped 

Number of Importance of External Information 
Stores 
Shopped 

No 
Importance 

% 

Somewhat 
Important 

% 
Important 

% 

Very 
Important 

% 
Totals 

% 

0 - 1  44 29 38 21 29 

2 - 3  33 37 35 24 34 

4 - 5  20 23 16 34 22 

6 or more 3 11 21 21 15 

Totals 100 100 100 100 100 

# Observations 30 86 90 29 235 

Mean # Stores 2.4 3.0 3.4 3.8 3.2 

T = .1190 significant at .003 

Table 65 indicates that the relationship between the impor

tance of external information and the degree of price comparison is 

positive and significant. Buyers who considered external information 

to be more important compared more price levels. 

The relationship between the importance of external informa

tion and the length of decision time is given in Table 66. Statistical 

testing indicates that the relationship is not significant. Buyers 

apparently do not spend more time in decision making when they con

sider information more important; nor do they consider information 

more important, having spent more time in making the decision. 
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Table 65. Relationship between the importance of external information 
and the degree of price comparison 

Degree Importance of External 1 Information 
of Price 
Comparison 

No 
Importance 

% 

Somewhat 
Important 

% 
Important 

% 

Very 

Important 

% 
Totals 

% 

Only Price 
Purchased 33 28 30 18 27 

Prices Above 
or Below 47 60 43 41 50 

Prices Above 
and Below 20 12 27 41 23 

Totals 100 100 100 100 100 

# Observations 30 86 90 29 235 

* 

T = .1213 significant at .003 
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Table 66. Relationship between the importance of external information 
and the length of decision time 

Length of Importance of External Information 
Decision 
Time 

" No 
Importance 

% 

Somewhat 
Important 

% 

Important 

% 

Very 
Important 

% 

Totals 

% 

Less than 
1 month 37 43 34 31 36 

1 to 3 months 20 22 24 34 24 

4 to 6 months 13 14 16 25 16 

More than 
6 months 30 21 29 10 24 

Totals 100 100 100 100 100 

# Observations 30 86 90 29 235 

Mean Decision 
Time (Weeks) 12.6 12.8 13.5 13.6 13.2 

T = .0228 significant at .30 

Relative Importance of Past Experience 

Table 67 shows the relationship between the relative importance 

of past experience and the number of brands considered. The relation

ship suggests that the number of brands considered is'not conditioned 

upon the importance of experience or information. Nor does the buyer 

consider past experience or information as more important, depending 

upon the number of brands which have been considered. It might, 

intuitively, be felt that the past experience of a buyer would reduce 

the number of brands considered. However, this did not seem to be the 

case in the population studied. 
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Table 67. Relationship between the relative importance of past 
experience and the number of brands considered 

Number 
Importance of Past Experience as Compared 

With External Information 
of Brands 
Considered 

Past Experience 
More Important 

% 

External Information 
More Important 

% 

Totals 

% 

1 31 24 27 

2 - 3  32 45 40 

4 - 5  26 22 23 

6 or more 11 9 10 

Totals 100 100 100 

# of Observations 96 139 235 

Mean # Brands 3.1 3.0 3.0 

G = .13 X2 = 4.05 significant at .25 

As indicated in Table 68, the relationship between the relative 

importance of past experience and the number of stores shopped, al

though stronger than for brands, was not significant. Apparently the 

number of stores shopped was not a function of the importance of past 

experience or vice versa. 

The relationship between the relative importance of past ex

perience and the degree of price comparison is not statistically sig

nificant, as indicated in Table 69, The correlation is quite low, 

suggesting that buyers do not engage in more price comparison depending 

upon the relative importance of past experience or vice versa. 
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Table 68. Relationship between the relative importance of past 
experience and the number of stores shopped 

Number 
Importance of Fast Experience as Compared 

With External Information 
of Stores 
Shopped 

Past Experience 
More Important 

% 

External Information 
More Important 

% 
Totals 

% 

0 - 1  31 28 29 

2 - 3  27 40 34 

4 - 5  25 19 21 

6 or more 17 13 15 

Totals 100 100 100 

# of Observations 96 139 235 

Mean # Brands 3.2 3.1 3.2 

C = .14 X2 = 4.21 significant at .20 
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Table 69. Relationship between the relative importance of past 
experience and the degree of price comparison 

Degree of 
Importance of Past Experience as Compared 

With External Information 
Price 
Comparison 

Past Experience 
More Important 

% 

External Information 
More Important 

% 
Total 
% 

Only price range 
purchased 23 32 27 

Prices Above 
or Below 55 46 50 

Price Above 
and Below 22 22 23 

Totals 100 100 100 

# of Observations 96 139 235 

C - .01 x2 = .45 significant at o
 

CO • 

Table 70 presents the relationship between the relative impor

tance of past experience and decision time. The relationship is not 

statistically significant at the .05 level. This suggests that buyers 

do not base their attitude toward the importance of past experience 

upon the length of time which they spent in making the decision or 

vice versa. 

The relationships observed for the relative importance of 

past experience suggest that, while there is an association with the 

amount and importance of information sought, the consideration of 

various alternatives and the time spent are not associated strongly 

enough to be treated as significant. The buyer's attitude toward past 
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Table 70. Relationship between the relative importance of past 
experience and the length of decision time 

Length of 
Importance of Past Experience as Compared 

With External Information 
Decision 
Time 

Past Experience 
More Important 

% 

External Information 
More Important 

% 
Total 
% 

Less than 1 month 39 35 36 

1 to 3 months 21 27 24 

4 to 6 months 14 16 16 

More than 6 months 26 22 24 

Totals 100 100 100 

# of Observations 96 139 235 

Mean Decision 
Time (Weeks) 13.4 12.9 13.2 

C = .08 X2 = 1.60 significant at .20 

experience may be based more upon the number of past purchases and 

satisfaction with them than upon the nature of deliberation within 

any given purchase. 

Number of Brands Considered 

Table 71 gives the relationship between the number of brands 

considered and the number of stores shopped. The correlation between 

the variables is positive and statistically significant. This agrees 

with the findings of Rao (1969, pp. 321-29). Katona and Mueller (1955) 

suggest that the correlation between the numbers of various kinds of 
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Table 71. Relationship between the number of brands considered and 
the number of stores shopped 

Number of Number of Brands Consic ered 
Stores 1 2 - 3  4 - 5  6 or more Totals Mean // 
Shopped % % % % % of Brands 

0 - 1  66 24 2 14 29 2.2 

2 - 3  17 53 33 9 34 3.2 

4 - 5  8 16 40 41 21 4.9 

6 or more 9 7 25 36 15 5.1 

Totals 100 100 100 100 100 3.0 

# Observations 64 94 55 22 235 

Mean # Stores 2.1 2.8 4.4 4.7 3.2 

r = .58 significant at .001 

alternatives might be weak because of what they call "feature substitu

tion", referring to the tendency for some customers to intensively 

evaluate one aspect of a product or purchase while completely ignoring 

others**". The correlation coefficient, while high as compared with others 

found for the present study, was not high in an absolute sense. The 

low correlation coefficient would lend support to the Katona-Mueller 

idea. In total, 52 percent of the buyers were within one store or 

one brand of citing the same number of stores and brands. Thus, it 

1. See Chapter 2 of the present analysis, p. 46, for an 
explanation of "feature substitution". 
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might be said that 48 percent of the respondents in the present study 

may have exhibited at least some degree of substitution between brand 

and store. Substitution of this type was referred to earlier in the 

present study as effort substitution^. Another possible explanation 

for the relationship is that stores would differ in the number of brands 

carried. 

Table 72 presents the relationship between the number of brands 

considered and the degree of price comparison. The relationship is posi

tive and statistically significant. Buyers who were more active in brand 

comparison were generally more active in price comparison. This agrees 

with the findings of Katona and Mueller (1955, p. 51) on this point. 

Table 72. Relationship between the number of brands considered and 
the degree of price comparison 

Degree of Number of Brands Considered 
Price 
Comparison 

1 
% 

2 - 3  
% 

4 - 5  
% 

6 or more 

% 

Totals 

% 

Mean # 
of Brands 

Only price 
purchased 45 30 11 18 27 2.8 

Prices above 
or below 47 52 54 36 50 3.6 

Prices above 
and below 8 18 35 46 23 5.0 

Totals 100 100 100 100 100 3.0 

# Observations 64 94 55 22 235 

T = .2933 significant at .001 

1. See p. 130. 
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The relationship between the number of brands considered and 

the length of time spent in making the decision is shown in Table 73. 

The data indicate that buyers spending more time in making the purchase 

decision compare more brands. 

Table 73. Relationship between the number of brands considered and 
the length of decision time 

Length of Number of Brands Considered 
Decision 
Time 

1 

% 
2 - 3  
% 

4 - 5  
% 

6 or more 
% 

Totals 
% 

Mean # 
of Brands 

Less than 1 month 58 37 28 25 36 2.9 

1 to 3 months 20 29 22 28 24 3.5 

4 to 6 months 13 13 24 15 16 3.8 

More than 6 months 9 21 26 30 24 4.2 

Totals 100 100 100 100 100 3.0 

# Observations 64 94 55 22 235 

Mean Decision 
Time (weeks) 9.1 11.8 14.6 15.9 13.2 

T = .1351 significant at .001 

Table 74 gives the relationship between the number of stores 

shopped and the degree of price comparison. The data suggest that 

buyers who shop more stores also compare more prices. Certainly buyers 

shopping from store to store would be likely to compare a number of 

prices in the process. A major purpose of shopping from store to store 
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Table 74. Relationship between the number of stores shopped and 
the degree of price comparison 

Degree of Number of Stores Shopped 
Price 
Comparison 

0 - 1  
% 

2 - 3  
% 

4 - 5  
% 

6 or more 

% 
Totals 

% 
Mean # 
of Stores 

Only price 
purchased 36 33 18 14 29 2.9 

Prices above 
or below 52 43 54 54 50 3.4 

Prices above 
and below 12 24 28 32 23 3.8 

Totals 100 100 100 100 100 3.2 

// Observations 69 81 50 35 235 

T » .1895 significant at .001 

is often to compare prices. The low correlation, however, may suggest 

that buyers were comparing factors other than price as they went from 

store to store. 

The number of stores shopped is positively related to the 

length of decision time. Table 75 shows a significant correlation be

tween the two variables. Thus, buyers shopping more stores generally 

did so over a longer period of time than those shopping fewer stores. 



162 

Table 75. Relationship between the number of stores shopped and 
the length of decision time 

Length of Number of Stores Shopped 
Decision 
Time 

0 - 1  

% 
2 - 3  

% 
4 - 5  

% 
6 or more 

7o 
Totals 

% 
Mean # 
of Stores 

Less than 1 month 54 38 30 36 36 2.8 

1 to 3 months 24 30 23 21 24 3.6 

4 to 6 months 12 18 22 17 16 3.8 

More than 6 months 10 14 25 26 24 4.1 

Totals 100 100 100 100 100 3.2 

// Observations 69 81 50 35 235 

Mean Decision 
Time (weeks) 10.1 11.6 13.9 14.8 13.2 

T = .2385 significant at .001 

Degree of Price Comparison 

Table 76 gives the relationship between the degree of price 

comparison and the length of decision time. The relationship is posi

tive and statistically significant, suggesting that buyers who are more 

active in price comparison spend more time in the decision process. The 

relationships tested in Tables 72 through 75 were as expected and gen

erally confirmed existing assumptions about buyer decision behavior. 

Summary for Hypothesis 2 

The second hypothesis asserted that various elements of the 

deliberation process influence and are influenced by other elements 
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Table 76. Relationship between the degree of price comparison and 
the length of decision time 

Length of Degree of Price Comparison 
Decision 
Time 

Only Price 
Purchased 

% 

Prices Above 
or Below 

% 

Prices Above 
and Below 

% 

Total 

% 

Less than 
1 month 42 34 15 36 

1 to 3 months 21 21 31 24 

4 to 6 months 14 17 20 16 

More than 
6 months 22 20 34 24 

Totals 100 100 100 100 

// Observations 66 117 52 235 

Mean Decision 
Time (weeks) 10.1 12.9 14.2 13.2 

T = .1560 significant at . 001 

of the process. Of the 36 relationships represented by the hypothesis, 

29 were positive and statistically significant at the .05 level or 

better. 

As a general rule, buyers who were more active in one delibera

tion element were also more active in many other elements. However, 

for most relationships, the correlation coefficients were quite weak. 

It was suggested that feature substitution was a probable cause of 

these weak relationships. An examination of the raw data supported 

that thinking since many buyers were found to be quite active in some 
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elements while being relatively inactive in other components of the 

decision process. In several relationships it was noted that activity 

rates for some elements began to decline as other element activity 

levels reached their highest levels. This factor was not pronounced 

enough to yield inverse relationships, however. The area of strongest 

substitution appeared to be between the amount of information sought 

(extent and intensity) and the amount of alternative comparison (brand, 

store, and price). 

In general, the time spent in deliberation did not strongly 

correlate with other measures of deliberation. This would imply that 

buyers can be very active in information processing and gathering over 

a relatively short period, or a long time can elapse between problem 

recognition and the purchase decision with buyers engaging in relatively 

little deliberation activity. 

Purchase Characteristic Relationships; Hypothesis 3 

The degree and importance of deliberation vary among buyers 
by the perceived importance of the purchase, the price of the 

item purchased, and the degree of husband-wife decision interaction 

Price of the Item 

Table 77 gives the relationship between the price of the item 

purchased and the intensity of information search. The relationship 

is positive and significant.- This indicates that buyers of higher 

priced items are more intensive in their information search than 

buyers of lower priced items. The relationship was somewhat erratic, 

however. Looking at the mean levels of intensity, the level dropped 
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Table 77. Relationship between the price of the item purchased and 
the intensity of information search 

Number of Price of the Item 
Information 
Sources 

$50-99 
% 

$100-149 
% 

$150-274 

% 

$275 or more 

% Totals 
Mean 

Price 

1 18 17 23 11 18 $173 

2 - 3  45 15 23 25 28 166 

4 - 5  24 38 28 24 28 176 

6 or more 13 29 26 40 26 214 

Totals 100 100 100 100 100 $181 

# Observations 67 52 61 55 235 

Mean # Sources 3.3 4.3 3.9 4.6 4.0 

F = 2.872 significant at .001 

T - .1619 significant at .001 

for items priced above $150, but increased again for items priced over 

$275. The lowest priced items, however, did give rise to the lowest 

intensity, while the highest priced items were associated with the 

highest levels of intensity for information search. 

The relationship between the price of the item and the extent 

of information search is given in Table 78. Again, the relationship 

is positive and significant, suggesting that buyers who buy higher 

priced items use more types of information. 
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Table 78. Relationship between the price of the item purchased and 
the extent of information search 

Number of 
Information 
Types 

Price of Item Number of 
Information 
Types 

$50-99 
% 

$100-149 
% 

$150-274 
% 

$275 or more 
% 

Totals 

% 

Mean 
Price 

1 11 12 8 7 9 $164 

2 34 13 33 13 24 167 

3 36 44 38 44 40 185 

4 19 31 21 36 27 195 

Totals 100 100 100 100 100 $181 

# Observations 67 52 61 55 235 

H = 8.41 significant at .05 

T = .1231 significant at .002 

Table 79 gives the relationship between the price of the item 

and the most important information type. The price of the item seems 

to be a determinant of the type of information which buyers consider 

most important. Purchasers of the lowest priced items tended to view 

advertising as the most important information type while buyers of 

highest priced items often viewed consumer testing publications and 

the like as most important. Nearly 20 percent of buyers of products 

costing more than $275 considered consumer testing publications as 

the most important type of information, while only 10 percent of all 

buyers considered this type of information as most important. Buyers 

of higher priced items probably perceived a greater purchase risk 
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Table 79. Relationship between the price of the item purchased and 
the most important information type 

Most Important Price of the I tem Purchased 
Information 
Type 

$50-99 

% 
$100-149 

% 
$150-274 

% 
$275 or more 

% 
Totals 

% 
Mean 
Price 

Personal/Advocate 27 40 28 38 33 $185 

Personal/ 
Non-advocate 34 21 41 29 32 179 

Non-personal/ 
Advocate 33 35 18 15 25 155 

Non-personal/ 
Non-advocate 6 4 13 18 10 223 

Totals 100 100 100 100 100 $181 

# Observations 67 52 61 55 235 

F = 4.221 significant at .01 

and thus desired the unbiased, expert information which might be ex

pected from product testing publications. 

Granbois (1964, p. 153) also treated the relationship between 

the price of the item purchased and the type of information considered 

most important. Because he did not collect data on the use of non-

personal /non-advocate information, this type of information has been 

omitted in the comparison. Table 80 compares the results of the 

present study with those of Granbois. • The data are cast in the same 

format as that of Granbois. 

Comparison of the results indicates similarity between the two 

studies. The exception is noted where buyers of lower priced items in 



168 

Table 80. Comparison of two studies on the relationship between the 
price of the item purchased and the type of information 
considered most important 

Type of 
Information 
Ranked Most 
Important 

Price of Item 
Type of 
Information 
Ranked Most 
Important 

$199 or less $200 or More All Families Type of 
Information 
Ranked Most 
Important 

Granbois Present 
Study Study 
% % 

Granbois Present 
Study Study 
% % 

Granbois Present 
Study Study 
% % 

Personal/ 
Advocate 66 34 57 43 62 37 

Personal/ 
Non-advocate 13 34 32 38 23 35 

Non-personal/ 
Advocate 21 32 11 19 15 28 

the Granbois study considered advertising as more important than 

friends, while the opposite was true in the present study. Overall, 

buyers in the Granbois study considered salespeople to be more impor

tant than did buyers in the present study. This may be reflective of 

differences in populations studied. Although educational levels in 

the two studies were similar, buyers in the present study were younger, 

married a shorter length of time and of lower income levels on the 

average than those in the Granbois study. 

The relationship between the price of the item purchased and 

the degree of importance of external Information is presented in 

Table 81. The relationship is not statistically significant, suggest

ing that the degree of importance which buyers attach to external 

information is not a function of the price of the item purchased. 
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Table 81. Relationship between the price of the item purchased and 
the degree of importance of external information 

Degree of Price of the Item Purchased 
Importance of 
Information 

$50-99 

% 

$100-149 

% 
$150-274 

% 

$275 or more 

% 

Totals 

% 
Mean 
Price 

No Importance 15 10 15 11 13 $177 

Somewhat Important 39 36 38 33 37 170 

Important 33 48 33 42 38 183 

Very Important 13 6 14 14 12 181 

Totals 100 100 100 100 100 $181 

# Observations 67 52 61 55 235 

H = 2.76 significant at .40 

T = .0510 significant at .122 

This result is somewhat surprising. There is a significant relationship 

between the importance of information and the importance of the purchase 

as shown in Table 91, page 180. The difference here emphasizes that 

price and importance of purchase are not synonomous. 

Table 82 gives the relationship between the price of the item 

purchased and the relative importance of past experience. Apparently, 

the price of the item purchased was not a determinant of whether a 

buyer felt that past experience or external information was most 

important. 

The relationship between price and the number of brands con

sidered is positive and statistically significant as indicated in 
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Table 82. Relationship between the price of the item purchased and 
the relative importance of past experience 

Importance of Price of the Item Purchased 
Past Experience 
as Compared with 
External 
Information 

$50-99 

% 
$100-149 

% 
$150-274 

% 

$275 or more 

% 

Totals 

% 

Mean 
Price 

Past Experience 
More Important 34 50 41 40 41 $182 

External Informa
tion More 
Important 66 50 59 60 59 179 

Totals 100 100 100 100 100 $181 

it Observations 67 52 61 55 235 

F = .155 significant at .65 

Table 83. When buyers purchase higher priced items, they consider 

more brands. The correlation was quite weak, however, suggesting that 

price may not be a good predictor of the number of brands compared. 

Table 84 presents the relationship between price and the num

ber of stores shopped. The relationship is positive and statistically 

significant. Buyers of higher priced items shopped more stores than 

buyers of lower price items. Again, the correlation was weak. This 

may be because buyers of items over $100 shopped about the same number 

of stores, on the average, until items costing more than $275 were 

involved. In fact, the average price of items bought by customers 

who shopped in 6 or more stores was somewhat lower than for those 

who shopped 4 to 5 stores. Apparently buyers in the present study 



171 

Table 83. Relationship between the price of the item purchased and 
the number of brands considered 

Number of Price of the Item Purchased 
Brands 
Considered 

$50-99 

% 

$100-149 

% 

$150-274 

% 

$275 or more 

% 

Totals 

% 

Mean 
Price 

1 36 23 28 20 27 $167 

2 - 3  41 40 34 45 40 173 

4 - 5  13 33 26 24 23 189 

6 or more 10 4 12 11 10 196 

Totals 100 100 100 100 100 $181 

# Observations 67 52 61 55 235 

Mean // Brands 2.7 3.0 3.1 3.2 3.0 

F = 2.106 significant at .05 

T = .1004 significant at .011 
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Table 84. Relationship between the price of the item purchased and 
the number of stores shopped 

Number of Price of the Item Purchased 
Stores 
Shopped 

$50-99 

% 
$100-149 

% 

$150-274 

% 

$275 or more 

% 

Totals 

% 

Mean 
Price 

0 - 1  42 17 29 27 39 $173 

2 - 3  40 36 31 31 34 172 

4 - 5  10 20 25 24 21 203 

6 or more 8 17 15 18 15 198 

Totals 100 100 100 100 100 $181 

# Observations 67 52 61 55 235 

Mean # Stores 2.4 3.2 3.2 3.6 3.2 

F = 2.571 significant at .05 

T = .1076 significant at .007 

generally felt the need to shop around some no matter what the price, 

since more than 70 percent of the buyers shopped more than one store. 

For items costing less than $175 on the average, buyers generally 

shopped 3 or less stores. Above this average price, more buyers 

shopped 4 or more stores. 

The relationship between the price of the item purchased and 

the degree of price comparison is positive and statistically signifi

cant as shown.in Table 85. The.degree of price comparison did not 

increase after the price reached $150, but it was noted that higher 
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Table 85. Relationship between the price of the item purchased and 
the degree of price comparison 

Degree of Price of the Item Purchased 
Price 
Comparison 

$50-99 
% 

$100-149 
% 

$150-274 
% 

$275 or more 
% 

Totals 
% 

Mean 
Price 

Only price 
purchased 36 25 28 22 27 $169 

Prices above 
or below 48 56 48 53 50 182 

Prices above 
and below 16 19 24 25 23 196 

Totals 100 100 100 100 100 $181 

# Observations 67 52 61 55 235 

1 = 2.311 significant at .05 

T = .0937 significant at .016 

prices, on the average, were associated with higher degrees of price 

comparison. On the whole, however, it would necessarily be concluded 

that the price of an item is a weak predictor of the amount of price 

comparison. 

The relationship between price and the length of decision time 

is given in Table 86. The data indicate that buyers in the present 

study did not base their decision time upon the price of the item. 

Thus, although many aspects of deliberation seemed to be dependent to 

some degree upon the price of the item, elapsed time for the decision 

was not. 
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Table 86. Relationship between the price of the item purchased and 
the length of decision time 

Length of Price of Item Purchased 
Decision 
Time 

$50-99 

% 

$100-149 

% 
$150-274 

% 

$275 or more 

% 

Totals 

% 

Mean 
Price 

Less than 1 mo. 37 29 35 34 36 $181 

1 to 3 months 23 29 24 25 24 181 

4 to 6 months 13 19 15 13 16 177 

More than 6 mo. 27 23 26 28 24 184 

Totals 100 100 100 100 100 $181 

if Observations 67 52 61 55 235 

Mean Decision 
Time (weeks) 12.9 12.9 13.2 13.4 L3.2 

I = .415 significant at .50 

T = .0379 significant at .193 

Table 87 gives the relationship between price and the summary 

variable, degree of deliberation. Buyers were, in total, more deliber

ate in buying higher priced items. In comparison with other correla

tion coefficients found in the present study, the correlation between 

price and deliberation is fairly high. Combining the components of 

deliberation into a single index gave a higher correlation than any 

component treated separately. 
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Table 87. Relationship between the price of the item purchased and 
the degree of deliberation 

Degree Price of Item Purchased 
of 
Deliberation 

$50-99 

% 
$100-149 

% 
$150-274 

% 
$275 or more 

% 
Totals 

% 
Mean 
Price 

Low 32 7 17 5 16 $104 

Moderate 38 31 33 27 32 172 

High 25 52 40 49 41 193 

Very High 5 10 10 18 11 220 

Totals 100 100 100 100 100 $181 

# Observations 67 52 61 55 235 

H = 8.41 significant at .05 

T = .2376 significant at .001 

Importance of Purchase 

The importance of the purchase was measured by asking the 

husband and wife to respond separately to a question asking how impor

tant their purchase was in comparison to others which they had made. 

The results were then summed to give a single measure of importance. 

Husbands and wives were asked to respond separately because it was 

felt that they might have differing perceptions as to the importance 

of purchase. Although wives tended to view the purchases as slightly 

more important than did their husbands, the difference was not statis

tically significant at the .05 level. This high degree of agreement 

could, however, have been the result of the couples' post-purchase 
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discussion, causing them to arrive at a level of accord which would not 

have been evident during or immediately after the purchase. 

Table 88 gives the relationship between the importance of the 

purchase and the intensity of information search. Statistical testing 

suggests that buyers considering the purchase more important indicate 

that they have investigated more sources of information. The correla

tion coefficient indicates a positive relationship slightly weaker than 

the relationship between price and intensity of information search. 

Table 88. Relationship between the importance of the purchase and 
the intensity of information search 

Number of Importance of t he Purchase 
Information 
Sources 

No 
Importance 

% 

Somewhat 
Important 

% 
Important 

% 

Very 
Important 

% 
Totals 
% 

1 31 21 15 11 17 

2 - 3  34 26 25 33 28 

4 - 5  15 26 32 25 28 

6 or more 15 27 28 31 27 

Totals 100 100 100 100 100 

# Observations 13 73 104 45 235 

Mean # Sources 2.8 3.2 4.5 4.5 4.0 

F = 2.999 significant at .05 

T = .1027 significant at .01 
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This finding is in opposition to that of Hawkins and Lanaetta 

(1966). They did not find that information search activity increased 

with the importance of a decision, and suggested that this was because 

anxiety increased with importance and anxiety inhibited information 

search. 

The relationship between the importance of the purchase and 

the extent of information search is shown in Table 89. The relationship 

is positive and statistically significant. Buyers considering the 

purchase more important tended to use more broad types of information 

in making the purchase decision. 

Table 89. Relationship between the importance of the purchase and 
the extent of information search 

Number of Importance of the Purchase 
Information 
Types 

No 
Importance 

% 

Somewhat 
Important 

% 

Important 

% 

Very 
Important 

% 
Totals 

% 

1 23 15 6 4 96 

2 46 19 27 20 24 

3 23 41 37 49 40 

4 8 25 30 27 27 

Totals 100 100 100 100 100 

# Observations 13 73 104 45 235 

H = 9.51 significant at .05 

T = .1292 significant at .002 



Table 90 shows the relationship between the importance of 

purchase and the type of information considered most important. There 

is not a significant relationship between the importance of the pur

chase and the most important information type. The relationship for 

price, however, was shown to be significant at the .01 level in Table 

78, page 166. 

Table 90. Relationship between the importance of purchase and the 
type of information considered most important 

Most Important Importance of the Purchase 

Information 
Type 

No 
Importance 

% 

Somewhat 
Important 

% 
Important 

% 

Very 
Important 

% 

Totals 

% 

Personal/ 
Advocate 23 27 37 36 33 

Personal/Non-
advocate 31 32 38 20 32 

Non-Personal/ 
Advocate 31 25 22 31 25 

Non-personal/ 
Non-advocate 15 16 3 13 10 

Totals 100 100 100 100 100 

# Observations 13 73 104 45 235 

H = 1.83 significant at .60 



179 

Table 91 gives the relationship between the importance of the 

purchase and the degree of importance of external information. The 

relationship is positive and statistical testing indicates that 

buyers who consider the purchase to be more important state that ex

ternal information is more important in making the purchase. The 

relationship is stronger here than it is for price. There is also 

a difference in the degree of importance. Where importance of informa

tion was related to price, it was found that the degree of importance 

was constant until the price of the item reached $275, at which point 

the importance of information increased sharply. By contrast, the de

gree of importance for information increased steadily over the impor

tance of the purchase up to buyers who considered the purchase to be 

very important. At this point the degree of importance of information 

dropped. The reason for this cannot be determined, but it is possible 

that some buyers who see the purchase as very important may rely upon 

their own judgment rather than upon external information, because of 

a lack of faith in external information. 

The relationship between the importance of purchase and the 

relative importance of past experience is presented in Table 92. As 

for price, the relationship here was not found to be statistically 

significant. Buyers' consideration of whether past experience or 

external information was most useful was not much different depending 

upon the importance of the purchase. However, of buyers who stated 

that they felt that the purchase was of no real importance, twice the 

percentage cited past experience as more important as compared with 
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Table 91. Relationship between the importance of the purchase and the 
degree of importance of external information 

Degree of Importance of the Purchase 
Importance 
of External 
Information 

No 
Importance 

% 

Somewhat 
Important 

% 
Important 

% 

Very 
Important 

% 
Totals 

% 

No Importance 31 12 11 11 13 

Somewhat Important 46 47 28 38 37 

Important 8 37 43 38 38 

Very Important 15 4 17 13 12 

Totals 100 100 100 100 100 

// Observations 13 73 104 45 235 

H = 8.47 significant at .05 

T = .1239 significant at .003 
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Table 92. Relationship between the importance of the purchase and 
the relative importance of past experience 

Importance of Importance of the Purchase 
Past Experience 
as Compared with 
External 
Information 

No 
Importance 

% 

Somewhat 
Importcint 

% 
Important 

% 

Very 
Important 

% 
Totals 

% 

Past Experience 
More Important 62 41 58 44 41 

External Informa
tion More 
Important 38 59 42 56 59 

Totals 100 100 100 100 100 

# Observations 13 73 104 45 235 

H = 4.69 significant at .20 

external information. The small number of buyers who attributed no 

importance to the purchase and the lack of statistical significance, 

however, precludes any firm conclusion. 

The relationship between the importance of the purchase and 

the number of brands considered is presented in Table 93. Although a 

significant and positive relationship was observed between price and 

the number of brands considered, the same was not found for the impor

tance of the purchase. Howard and Sheth (1969) postulated that the 

importance of the purchase is related to the number of brands con

sidered. Campbell (1969) did not support the Howard-Sheth hypothesis, 

in agreement with the present study. 
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Table 93. Relationship between the importance of the purchase and 
the number of brands considered 

Number Importance of the Purchase 
of Brands 
Considered 

No 
Importance 

% 

Somewhat 
Important 

% 

Important 
% 

Very 
Important 

% 
Totals 

% 

1 31 27 25 31 27 

2 - 3  46 44 41 31 40 

4 - 5  15 19 27 24 23 

6 or more 8 10 7 14 10 

Totals 100 100 100 100 100 

if Observations 13 73 104 45 235 

Mean // Brands 2.6 3.0 3.0 3.3 3.0 

F = .470 significant at .65 

T = .0337 significant at .221 

Some possible explanations can be offered for the failure 

to support the Howard-Sheth hypothesis. Howard and Sheth suggested 

that Campbell's method of measuring the importance of the purchase 

may have been invalid. The method of determination of the importance 

of the purchase for the present study may be questioned, also, on the 

grounds that the variable was measured after the purchase had been 

completed. Post-purchase cognition could lead a buyer to feel that a 

purchase was more or less important than it was felt to be during the 

decision-making process. It is the attitude of the buyer during the 
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purchase which would affect actual deliberation behavior. Since, 

however, the importance of the purchase was positively and signifi

cantly related to most other measures of the degree of deliberation, 

it seems reasonable to assume that the measurement of the importance 

of the purchase as employed in the present study had some validity. 

On this basis, tentative explanations can be advanced for the observed 

relationships. 

Price and the importance of purchase are not synonomous; 

consequently some differences in effect may be expected in the ways 

in which the two factors influence deliberation. Importance of pur

chase is a broader measure than price since it embodies the social 

and psychological dimensions associated with many purchases. 

An explanation for the failure of importance of purchase to 

relate significantly with the number of brands considered is suggested 

by the definition of importance of purchase. Howard and Sheth (1969) 

state that importance of purchase "includes the criteria by which the 

buyer orders a range of product classes in terms of his needs. It 

applies to the product class alone, and not to the brand..." If this 

is true, importance of purchase is involved with the purchase priority 

of a product relative to other products, irrespective of the brand 

itself (McFall 1969). Thus, it seems to be the nature of the product 

and the circumstances and satisfactions surrounding its use, rather 

than the brand selected which affects the buyer's perception of the 

importance of the purchase. Because buyers in the present study 

seemed to exhibit very little brand loyalty, it might be concluded 
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that the brand may not be a quality indicator for the buyers involved, 

even though brand has been shown to be an indicator of quality (Makens 

1965, pp. 261-63). Brand seems to be a quality indicator where a 

brand is known or preferred. Studies have shown that both store and 

price are used by buyers as quality predictors (Stafford and Enis 

1969, pp. 456-458). Tables 94 and 95 indicate that the importance of 

the purchase is significantly related to both the number of stores 

shopped and the degree of price comparison. 

Table 94. Relationship between the importance of the purchase and 
the number of stores shopped 

Number Importance of the Purchase 
of Stores 
Shopped 

No 
Importance 

% 

Somewhat 
Important 

% 

Important 

% 

Very 
Important 

% 

Totals 

% 

H
 1 
O
 38 34 20 33 29 

2 - 3  24 36 40 24 34 

4 - 5  38 18 21 18 21 

6 or more 0 12 14 25 15 

Totals 100 100 100 100 100 

if Observations 13 73 104 45 235 

Mean if Stores 2.5 2.9 3.5 4.3 3.2 

F = 2.593 significant at .05 

T = .0859 significant at .025 
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Table 95. Relationship between the importance of the purchase and 
the degree of price comparison 

Degree Importance of the Purchase 
of Price 
Comparison 

No 
Importance 

% 

Somewhat 
Important 

% 
Important 

% 

Very 
Important 

% 
Totals 

% 

Only price 
purchased 46 40 18 24 29 

Prices above 
or below 54 44 57 47 50 

Prices above 
and below 0 16 25 29 23 

Totals 100 100 100 100 100 

# Observations 13 73 104 45 235 

H = 9.73 significant at .05 

T = .1453 significant at .001 

If the buyer, in making what are considered to be important 

purchases, seeks certain quality and value levels, it is logical that 

comparisons would be made on the basis of those things which communi

cate quality and value features of a product. Thus, if buyers had 

little brand knowledge or preference, they would compare prices and 

stores while de-emphasizing brand comparisons, to a degree, when mak

ing more important purchases. When making comparisons for items which 

are simply more expensive and not necessarily more important, the 

buyer seems to wish to consider more brands, as well as more stores 
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and prices, perhaps in an attempt to find the lowest price available, 

commensurate with a desired quality level. 

Another, perhaps more plausible, explanation may be advanced 

in terms of brand preference or loyalty. If a buyer considers a pur

chase very important he may rely on known brands to reduce the risk of 

making a purchase mistake. That this may be true is evidenced in the 

fact that the percentage considering only the brand purchased decreased 

over the increasing range of purchase importance up to very important 

purchases where it went back up to the highest level. Thus, where 

buyers attach a great deal of importance to the purchase, many may not 

compare brands because of brand loyalty growing out of a desire to 

reduce purchase risk. Risk, in this context would imply more than just 

financial cost since the tendency to go back to considering no alter

native brands did not show up at high price levels. 

It could be speculated that the fact that consumer durables 

were considered in the present study was a contributing factor in 

finding no significant relationship between importance of purchase and 

number of brands considered. Consumer durables are often bought 

without much attention to brand since many buyers base their selection 

upon other factors such as style, guarantees, color availability, and 

so on. However, Campbell found much the same results in terms of 

number of brands considered and its relationship to importance of 

purchase in studying the purchase of detergents and toothpaste. Thus, 

the relationship seems to hold, independent of the type of product 

treated. 
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The relationship between the importance of the purchase and 

the number of stores shopped is positive and statistically significant, 

as shown in Table 94. Even though buyers apparently do not consider 

more brands depending on their perceived importance of the purchase, 

they do seem to shop more stores when purchases are considered more 

important. As noted previously, buyers often use a store as a proxy 

variable for quality. Thus, buyers seeing the purchase as more impor

tant might be willing to shop several stores. 

The percentage of buyers who did not shop from store to store 

declined over the importance of purchase up to the "very important" 

category. As with brand, the percentage rose at this point. Again, 

this suggests that some buyers considering the purchase very important 

may wish to buy from a known or preferred store. 

The relationship between the importance of the purchase and 

the degree of price comparison is given in Table 95. The relationship 

is positive and statistically significant. Price also has been found 

to act as a proxy for quality. Thus, buyers who considered a purchase 

as more important might be comparing prices more vigorously to find 

the best quality or best value. 

The tendency for some buyers who considered the purchase to 

be very important to consider only a single price was evident, but 

not to the extent that it was with brands and stores. The degree of 

price comparison did, however, level off at the "important" level of 

purchase importance. The fact that the reduction in the level of 

activity did not take place for buyers here, to the extent that it 
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did for brand and store comparison, would contribute to the level 

of correlation which was higher here than for either price or brand 

with importance of purchase. This also would account for the fact that 

the relationship between importance of purchase and degree of price 

comparison was stronger than for price and the degree of price compari

son. The relationship between importance of purchase and number of 

brands and number of stores was weaker than that between price and 

number of brands and number of stores. 

The relationship between the importance of the purchase and 

the length of decision time is presented in Table 96. Although 

analysis of variance did not show that the mean time spent in making 

the purchase decision varied according to the degree of importance of 

the purchase, correlation analysis indicated a weak but significant 

relationship. 

Lavidge and Steiner (1961, p. 60) hypothesize that the greater 

the psychological and/or economic commitment involved in the purchase 

of a particular product, the longer it will take for individuals to 

move through the decision process. This hypothesis was weakly sup

ported for importance of the purchase, which might be roughly equiva

lent to psychological commitment, but it was not supported for price, 

which could be representative of economic commitment since buyers in 

the present study were of similar income levels. 

The relationship between the importance of the purchase and 

the summary variable, degree of deliberation, is presented in Table 97. 

The relationship is positive and statistically significant; The 
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Table 96. Relationship between the importance of the purchase and 
the length of decision time 

Length of Importance of the Purchase 
Decision 
Time 

No 
Importance 

% 

Somewhat 
Important 

% 

Important 

% 

Very 
Important 

% 

Totals 

% 

Less than 
1 month 62 40 32 33 36 

1 to 3 months 15 22 26 27 24 

4 to 6 months 8 16 15 18 16 

More than 
6 months 15 22 27 22 24 

Totals 100 100 100 100 100 

// Observations 13 73 104 45 235 

Mean Decision 
Time (weeks) 9.8 12.8 14.0 13.2 13.2 

F = .590 significant at .40 

T = .0760 significant at .042 
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Table 97. Relationship between the importance of the purchase and 
the degree of deliberation 

Degree Importance of the Purchase 
of 
Deliberation 

No 
Importance 

% 

Somewhat 
Important 

% 

Important 
% 

Very 
Important 

% 

Totals 

% 

Low 38 30 11 16 16 

Moderate 38 19 31 24 32 

High 23 45 45 42 41 

Very High 0 6 13 18 11 

Totals 100 100 100 100 100 

# Observations 13 73 104 45 235 

H = 7.95 significant at .05 

T = .1559 significant at .001 

relationship is stronger here than that found for any single component 

of the index, but it is quite a bit weaker than the relationship 

between price and the degree of deliberation. 

The degree of deliberation seems to increase and then decrease 

over the range of purchase importance, suggesting that the relationship 

may be non-linear. A note of explanation for the possible non-linear 

relationship may be advanced. Some buyers, in making very important 

purchases, are very active in information gathering and processing in 

attempting to arrive at a satisfactory solution to a crucial problem. 

Other buyers, however, faced with a very important decision, seem to 

be overwhelmed by risk and the prospect of making a careful selection 
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and appear to take almost the first opportunity to make a decision and 

get the problem out of the way (Bauer 1960). It may be this type of 

behavior as well as a tendency to look to familiar solutions which 

would lead to the sort of relationship observed. It is also of inter

est that 23 percent of the respondents attaching no importance to the 

purchase were high in deliberation. This suggests the possibility 

that these buyers may have gained some pleasure or utility from the 

shopping process. 

Degree of Husband-Wife Decision Interaction 

In the family buying context, members of the family often work 

together in arriving at the purchase decision. In measuring this 

activity, the husband and wife responding to the questionnaire were 

asked to indicate the type of interaction which took place in making 

the decision. The lowest level of interaction took place in decisions 

where one spouse made the decision independent of the other. The 

next level occurred in the situation when both spouses were involved, 

but where one was more active or influential than the other. This is 

referred to as autonomic interaction. The highest level of inter

action results from the two spouses exerting equal effort and influ

ence in making the decision. This is referred to as joint decision 

making. In general, it has been said that the higher the degree of 

interaction between husband and wife in the decision process, the 

greater the deliberation activity. The following discussion explores 

that hypothetical relationship. 
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At the outset it should be noted that when buyers make pur

chases which they consider more important, there is some tendency for 

the degree of husband-wife interaction to be greater. The Kendall 

correlation coefficient (Tau) between the two variables was .0545, 

significant at the .10 level. Thus, when a family makes a decision 

which they consider more important, the husband and wife are slightly 

more likely to both participate in the decision than when the purchase 

is considered less important. This supports ideas concerning the re

lationship as found in the literature (Robertson 1970, p. 76). 

Table 98 presents the relationship between the degree of hus

band-wife interaction and the intensity of information search. Analysis 

of variance shows a significant difference in the mean number of infor

mation sources used in making the decision. The correlation between 

the variables is, however, not significant. The intensity of informa

tion search is greater when both husband and wife participate in the 

decision than when one makes the decision alone, but autonomic de

cisions have a higher mean intensity of information search than do 

joint decisions. It is possible that when the husband and wife partici

pate equally in making the decision they substitute discussions 

between themselves for external information search. 

The relationship between the degree of husband-wife interaction 

and the extent of information search is given in Table 99. Although 

the same pattern of behavior is evident as was observed for intensity 

of search, the relationship was not statistically significant at the 

.05 level. 
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Table 98. Relationship between the degree of husband-wife inter
action and the intensity of information search 

Number of 
Information 
Sources 

Degree of Husband-Wife Interaction Number of 
Information 
Sources 

One Alone 

% 

Autonomic 

% 

Joint 

% 

Totals 

% 

1 26 16 17 11 

2 - 3  36 29 25 25 

4 - 5  18 21 46 24 

6 or more 21 33 22 40 

Totals 100 100 100 100 

# Observations 28 95 112 235 

Mean # Sources 3.4 4.7 4.2 4.0 

F = 

T = 

3.192 significant at .05 

.0205 significant at .321 

/ 
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Table 99. Relationship between the degree of husband-wife interaction 
and the extent of information search 

Number of Degree of Husband-W: .fe Interaction 
Information One Alone Autonomic Joint Totals 
Types % % % % 

1 15 8 9 9 

2 29 22 25 24 

3 32 39 43 40 

4 25 31 23 27 

Totals 100 100 100 100 

# Observations 28 95 112 235 

H = 1.23 significant at .75 

T = .0122 significant at .391 

The relationship between the degree of husband-wife inter

action and the most important information type is shown in Table 100. 

The relationship here is not statistically significant, suggesting 

that the type of information considered most important is not a func

tion of the degree of husband-wife interaction. 

Table 101 gives the relationship between the degree of husband-

wife interaction and the degree of importance attached to external 

information. The relationship between the variables is positive and 

statistically significant. In terms of importance of information, 

couples who have higher degrees of interaction tend to look upon 
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Table 100. Relationship between the degree of husband-wife inter
action and the type of information considered most important 

Most Important Degree of Husband-V Fife Interaction 
Information Type One Alone 

% 

Autonomic 

% 

Joint 

% 

Totals 

% 

Personal/Advocate 25 35 33 33 

Personal/Non-advocate 39 34 29 32 

Non-personal/Advocate 21 21 29 25 

Non-personal/Non-
advocate 15 10 9 10 

Totals 100 100 100 100 

// Observations 28 95 112 235 

H = 1.42 significant at .70 
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Table 101. Relationship between the degree of husband-wife interaction 
and the degree of importance of external information 

Degree of Degree of Husband-Wife Interaction 
Importance of One Alone Autonomic Joint Totals 
External Information % % % % 

No Importance 25 14 9 13 

Somewhat Important 39 37 36 37 

Important 25 38 42 38 

Very Important 11 11 13 12 

Totals 100 100 100 100 

# Observations 28 95 112 235 

H = 6.21 significant at . 05 

1 = .1135 significant at .005 

external information as more important. The fact that the husband and 

wife who worked together in making the decision were more active in 

searching for information could explain their feeling that external 

information was more important. 

The relationship between the degree of husband-wife interaction 

and the relative importance of past experience is presented in Table 

102. Statistical testing indicates that there was no significant 

difference between buyers' consideration of whether past experience 

or external information was most important depending upon the degree 

of husband-wife interaction. 
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Table 102. Relationship between the degree of husband-wife interaction 
and the relative importance of past experience 

Importance of Past Degree of Husband-•Wife Interaction 
Experience as 
Compared with 
External Information 

One Alone 

% 
Autonomic 

% 

Joint 

% 

Totals 

% 

Past Experience 
More Important 36 42 41 41 

External Information 
More Important 64 58 59 59 

Totals 100 100 100 100 

// Observations 28 95 112 235 

H = .054 significant at .85 

The relationship between the degree of husband-wife interaction 

and the number of brands considered is presented in Table 103. Although 

the relationship is not statistically significant, there is an apparent 

difference in the average number of brands considered between purchases 

in which the decision was made by one spouse alone and those in which 

both the husband and wife participated. In a very large proportion of 

purchases made by one spouse alone, buyers did not consider more than 

one brand. 

Table 104 gives the relationship between the degree of husband-

wife interaction and the number of stores shopped. The relationship 

here was not statistically significant, but somewhat more stores were 
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Table 103. Relationship between the degree of husband-wife interaction 
and the number of brands considered 

Number of Degree of Husband-Wife Interaction 
Brands One Alone Autonomic Joint Totals 
Considered % % % % 

1 43 23 27 27  

2 - 3  39 37 44 40 

4 - 5  14 27 22 23 

6 or more 4 13 7 10 

Totals 100 100 100 100 

// Observations 28 95 112 235 

Mean # Brands 2.1 3.3 3.0 3.0 

F = 1.112 significant at .20 

T = .0208 significant at .318 
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Table 104. Relationship between the degree of husband-wife interaction 
and the number of stores shopped 

Number of Dee ree of Husband-Wife Interaction 
Stores One Alone Autonomic Joint Totals 
Shopped % % % % 

0 - 1  39 26 29 29 

2 - 3  36 36 33 34 

4 - 5  14 36 20 22 

6 or more 11 12 18 15 

Totals 100 100 100 100 

# Observations 28 95 112 235 

Mean # Stores 3.0 3.4 3.5 3.2 

I = .593 significant at .30 

1 = .0389 significant at . 188 

shopped in purchases where both the husband and wife took part than 

those in which only one spouse was active. 

Table 105 presents the relationship between the degree of 

husband-wife interaction and the degree of price comparison. A 

different degree of price comparison was observed for different 

degrees of husband-wife interaction. The relationship seemed to be 

non-linear, however. Those who exhibited autonomic behavior had the 

highest degree of price comparison. Again, it is possible that in 

joint decisions the husband-wife discussions eliminate some necessity 

for active price comparison. 
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Table 105. Relationship between the degree of husband-wife interaction 
and the degree of price comparison 

Degree of Degree of Husband-Wife Interaction 
Price One Alone Autonomic Joint Totals 
Comparison % % % % 

Only price purchased 36 24 27 33 

Prices above or 
below 54 47 53 46 

Prices above 
and below 10 29 20 21 

Totals 100 100 100 100 

// Observations 28 95 112 235 

H = 6.03 significant at .05 

T = .0516 significant at .120 

The relationship between the degree of husband-wife interaction 

and the length of decision time is given in Table 106. Although the 

relationship is not statistically significant, the decision time 

seemed to be somewhat greater in purchases where both the husband and 

wife took part. 

The relationship between the degree of husband-wife interaction 

and the summary variable, degree of deliberation, is given in Table 107. 

There was little difference noted in the degree of deliberation between 

autonomic and joint purchase decisions, but deliberation was signifi

cantly greater where both the husband and wife took part than where one 

made the decision alone. 
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Table 106. Relationship between the degree of husband-wife interaction 
and the length of decision time 

Length of Degree of Husband-W rife Interaction 
Decision One Alone Autonomic Joint Totals 
Time % % % % 

Less than 1 month 46 37 33 36 

1 to 3 months 18 25 25 24 

4 to 6 months 14 15 17 16 

More than 6 months 22 23 25 24 

Totals 100 100 100 100 

# Observations 28 95 112 235 

Mean Decision 
Time (weeks) 12.6 13.0 13.8 13.2 

F = .361 significant at .45 
-

T = .0495 significant at .130 
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Table 107. Relationship between the degree of husband-wife interaction 
and the degree of deliberation 

Degree of Degree of Husband-Wife Interaction 
Deliberation One Alone 

% 
Autonomic 

% 
Joint 

% 
Totals 

% 

Low 21 13 19 16 

Moderate 57 30 26 32 

High 18 45 44 41 

Very High 4 12 11 11 

Totals 100 100 100 100 

# Observations 28 95 112 235 

H = 7.95 significant at .05 

T = .0644 significant at .071 

Summary for Hypothesis 3 

Three characteristics of the decision process were tested as 

possible determinants of the nature and degree of deliberation. In 

general, the degree of deliberation was found to be greater for higher 

priced items, for more important purchases, and for purchases in which 

both the husband and wife participated. Differences were noted be

tween the effects of price and importance of purchase. The conclusions 

drawn must be treated as speculative since price and importance were 

measured at two different levels, interval and ordinal. Theory sug

gested that the deliberation would be higher, the higher the level of 
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husband-wife interaction, but the research results did not bear this 

out. It was, however, found that decisions in which the husband and 

wife both participated were characterized by higher deliberation than 

those in which only one spouse was involved. In joint decisions, 

deliberation was often lower than in autonomic decisions. Further 

discussion of this point is advanced in Chapter 5. 

Summary and Conclusions 

Three hypotheses involving problem recognition and delibera

tion in the buyer decision process were asserted, on which the pre

ceding analysis was based. Each hypothesis represented a number of 

relationships involving components of deliberation. About 60 percent 

of the relationships tested were statistically significant as shown in 

Table 108. However, as has generally been the case in studies of 

buyer behavior treating purchaser characteristics as possible deter

minants of deliberation, correlation coefficients were generally quite 

low. Utilizing a composite index of the degree of deliberation 

generally led to somewhat higher correlations, but they were not a 

great deal higher than those associated with the individual components 

of the deliberation process. 

Throughout the chapter, possible explanations for the observed 

relationships were advanced. The explanations were based upon past 

research findings and theories of buyer behavior, but they must be 

considered tentative at this point. Future research studies can be 

based upon the relationships treated in the present study. 



Table 108. Summary of the relationships tested in the present study 

Decision Process Intensity Extent Most Degree of Relative Number Number Degree Length Degree 
Variables of of Important Importance Importance of Brands of of Price of of 
Treated Lnformatlon Information Information of External of Past Considered Stores Comparison Decision Deliber-

Search Search Type Information Experience Shopped Time at ion 

Problem Recognition F-1.39 H-1.16 X2-16.98* H-2.58 X2-2.11 F-1.53 F-1.80 H-1.41 F-1.00 H-1.82 

Intensity of In
formation Search T-.84** C-.22 T-.16** C-.21** r-.21** r-.38** T-.17* T-.15** 

Extent of In
formation Search C-.23 T-.22** C-.41** T-.10** X-,08** T-.09* T-.10** 

Most Important 
Information Type C-.26* C-.18* 0.27* C-.26* C-.27* C-.16 

Degree of Import
ance of External 
Information C-.34** T-.10** T-.12** T-.12** T-.02 

Relative Importance 
of Past Experience C-.13 C-.14 C-.01 C-.08 

Number of Brands 
Considered T-.40** T-.29** T-.14** 

Number of Stores 
Shopped T-.19** T-.24** 

Degree of Price 
Comparison T-.16** 

Price of Item T-.16** T-.12** F-4.22** T-.05 JK>.15 T-.10** T*.ll* T-.09** T-.04 T-.24** 
F-2.82** H-8.41* H-2.76 F-2.11* F-2.57* F-2.31 F-0.41 H-8.41* 

Importance of I -

H-4.69 Purchase T-.10** T-.13** H-1.83 T-.12** H-4.69 P-.03 T-.09* T-.15 T-.08* T-.16** 
F-2.30** H-9.51* H-8.47* F-0.47 F-2.59* H-9.73* F-0.59 H-7.95* 

Degree of Husband-
Wife Decision T-.02 T-.01 T-.ll** T-.02 3V.04 T-.05 T-.05 T-.06 

Interaction F-3.19* H-1.23 H-1.42 H-6.21* H-.05 F-l.ll F-0.59 H-6.03* F-0.36 H-7.95* 

*Signifleant at .05 or better 
**Signifleant at .01 or better 



Chapter Five now presents a comprehensive summary of the 

results of the study along with conclusions and implications for 

marketing theory and further research. 



CHAPTER 5 

SUMMARY AND CONCLUSIONS 

The central concern of this study has been to further under

standing of the problem recognition and deliberation stages of the 

decision process for major household durable goods. Three tasks were 

undertaken to accomplish this fundamental goal: 

1. Relevant theoretical literature and empirical studies were 

reviewed to develop a conceptual framework and to suggest areas which 

were pertinent for analysis. This review suggested several elements 

of the decision process and a number of purchase characteristics as 

potentially fruitful areas for study. 

2. Using the conceptual framework as a guide, a research 

design was developed to study a group of families which had recently 

purchased a major durable item. Previous empirical research provided 

the basis for controls included in the design and suggested possible 

relationships among the variables. Based upon the conceptual frame

work, three general hypotheses were advanced. These hypotheses 

treated relationships involving the source of problem recognition, 

various dimensions of the buyer's deliberation activity, and selected 

characteristics of the purchase. 

3. On the basis of the analysis of data obtained in the field 

study, relationships between variables were explored and possible 

206 
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explanations were advanced. The findings were compared with those of 

earlier research and possible reasons for differences were advanced. 

The final chapter of the study first summarizes and evaluates 

the research design which guided the study. The findings of the study 

as discussed in Chapter Four are then summarized with an emphasis 

upon an integration of results to provide an overview of the most 

significant ideas. 

Conceptual Framework and Methods 

The focus of the present analysis has been upon the family's 

purchase decision process for consumer durable goods. This consumer 

point of view is consistent with the current emphasis in marketing 

thought upon a broader conception of the marketing function in business 

firms. This, in turn, calls for marketing decisions based on a much 

more inclusive knowledge of consumer behavior. 

Social scientists as well as businessmen are concerned with 

assessing or predicting the impact of change in the economic environ

ment on consumer choice. The economist may want to discover how changes 

in such variables as price or consumer income affect consumer behavior. 

The businessman and market analyst may want to know how variations in 

products, methods of distribution, or promotion alter consumer choice. 

The social scientist must learn to develop generalizations regarding 

consumer behavior that will enable him and the businessman to assess 

the impact of change. 

In order to provide useful information for the above groups, 

the pre-decision phase of the family purchase decision process was 
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investigated. The analysis of the data gathered in the present study-

substantiated the choice of the family unit for study since, in nearly 

90 percent of the cases, both the husband and wife participated to 

some degree in the decision-making process"'". 

The decision process was conceived of as goal-directed behavior 

composed of problem recognition and deliberation, including a search 

for information and an evaluation of alternatives. Information search 

and alternative evaluation were assumed in the present study to occur 

more or less concurrently. Ferber (1962, p. 22) summarized the process 

as follows: 

The household can be viewed as a decision-making organi
zation engaged in much the same activities as is a business 
firm. From this perspective, the household becomes a sepa
rate organization that receives income and other money 
receipts and that dispenses this money in accordance with 
certain criteria. Entering into these criteria are the 
wants and desires of different household members, the struc
ture of the household and the interpersonal relationships 
existing among the different family members, all subject to 
various economic restraints. The explanation of consumer 
behavior then becomes a matter of identifying and measuring 
the relative importance of the factors that enter into the 
decision processes. 

2 
To borrow an analogy advanced by March and Simon in 

organization theory the decision process can be subdivided 
into three distinct stages: (1) the manner in which the 
possibility of a particular action, e.g., purchase, comes 

1. The influence of children in the present study was ignored 
because nearly 95 percent of the families studied had no children old 
enough to participate in the decision process. A study involving a 
general population would probably find that children do exert an 
influence on purchases and thus appropriate categories for studying 
the role of children in the decision-making process should be included. 

2. Ferber refers to J.G. March and H.A. Simon, Organizations, 
John Wiley and Sons, Inc., 1959, pp. 178-182. 
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to the attention of a household; (2) specification of, and 
deliberation among, alternative forms of action; and 
(3) the actual choice. 

The present study was based upon the above ideas and upon 

aspects of the Engel - Kollat - Blackwell and Howard - Sheth models of 

consumer decision making. These and other sources suggested important 

components of the decision process. Analysis of components was 

accomplished through comparison of results with past studies and 

treatment of relationships involving the components and certain pur

chase characteristics. 

Determinants of Deliberation 

The conceptual discussion of household decision making sug

gested that the purchase of durable items would be characterized by 

long commitment and high economic significance and, therefore, would 

follow a great deal of deliberative activity. Earlier research indi

cated that the type of family studied—a family composed of young, 

well-educated persons—should exhibit a higher degree of deliberation 

than other types of families. The field study, in general, did find 

a high degree of deliberation in terms of the number and importance 

of information sources, the number of alternatives considered, and 

the length of time spent in deliberation. 

Three purchase characteristics were tested as possible deter

minants of deliberation. Deliberation activity was higher when both 

husband and wife participated in the decision than in families in 



210 

which one partner made the decision alone. Deliberation also varied 

according to the cost and perceived importance of the purchase. 

Selection of Families for Study 

While the selection of a restricted sample was appropriate for 

the purposes of the present study, the control reduced the degree of 

applicability associated with the findings of the study and the results 

of the tests of hypotheses. Future research might be guided by two 

considerations: (1) the need for studying families with differing 

socio-economic characteristics, and (2) the likelihood that controlling 

variables associated with the purchase itself—the cost and nature of 

the purchase—might reveal further possible relationships obscured in 

the present analysis by the rather wide range of prices and products 

involved in the purchases studied. A possible approach might be to 

study a group of families who could be identified as recent purchasers 

of a particular item such as an automobile, a television set or other 

type of item\ This approach would automatically hold constant the 

variables associated with the purchase, and, at the same time, would 

result in the study of families having varying socio-economic character

istics. The loss of interviewing efficiency resulting from the prob

ably wide geographical dispersion of purchasing families would be 

partially offset by the fact that all families originally included in 

1. Manufacturers of these items frequently have lists of 
these purchases obtained from warranty validation cards. 
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the study would "qualify" for interviewing, whereas the selection of 

families on the basis of other criteria results in completed inter

views with only a fraction of the original group'''. 

Data Collection 

The technique of interviewing the husband and wife together and 

allowing them to reach a consensus seemed to be a satisfactory approach. 

Purchase details seemed to be more easily recalled when the couple 

was allowed to confer on various aspects of the purchase. Since, in 

most cases, both partners were involved in the decision, it was felt 

that the survey results would not be biased by their discussion. 

On certain questions calling for subjective replies, involving 

the importance of the purchase and of external information, and the 

role structure involved in the purchase, respondents were asked to 

respond separately, without discussion, on a separate answer sheet. 

The results were then totaled to get a single measure. This technique 

alleviated some of the problems of time and expense cited by Granbois 

(1962, p. 125) in administering separate questionnaires to the husband 

and wife, and, at the same time, allowed separate responses where they 

were felt to be necessary. Subsequent analysis indicated that hus

bands and wives did not differ significantly in their responses to the 

questions to which they were asked to respond separately. 

1. Katona and Mueller and Granbois completed interviews with 
only one-third of their samples, while the present study was able to 
interview just over half of the original sample. 
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Because of the length of time which elapsed from the time of 

the purchase and the interview, some forgetting on the part of re

spondents was evident, and interviewers had to probe extensively for 

some details. This problem would, in part, be mitigated by using a 

longitudinal design.which would seek purchase details while delibera

tion was actually taking place. This approach could, however, intro

duce a measurement bias by causing buyers to be more active in delib

eration because they knew their behavior was being monitored. The 

time and cost involved in a longitudinal design caused this researcher 

to select the recall method of data collection. 

Contributions and Implications of the Study 

The present section summarizes and provides a synthesis of the 

major findings of the study. Essentially, the purpose of the study was 

to analyze and extend understanding of the deliberation process for 

the purchase of consumer durable goods. Two general objectives for 

the study were advanced in Chapter One^". The first objective was to 

trace the problem recognition and deliberation process which preceded 

the purchase of a consumer durable item. Included in the objective 

was the comparison of results of the present study with those of past 

studies of buyer decision making. The second objective was to in

vestigate relationships involving components of the decision process 

and characteristics of the purchase. These two objectives were met 

in Chapter Four, and the results are summarized here. Discussion is 

organized according to the two stated objectives. 

1. See pages 1-15. 
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Comparative Study of the Nature of the 
Buyer Decision Process 

A review of past studies of buyer behavior suggested that the. 

nature of problem recognition and ten components of deliberation 

should provide the foundation for the present analysis. Respondents 

were classified as to their stated source of problem recognition. 

Twice as many buyers had recognized the purchase problem because of 

family related factors as compared with the other three sources cited. 

The percentage of buyers recognizing the problem because of product 

breakdown, social factors, and promotional factors were nearly equal 

at about twenty percent of the sample each. More respondents in the 

present study recognized the problem because of family factors, and 

fewer recognized the problem because of product breakdown as compared 

with other studies reviewed. It was suggested that the reasons for 

the observed differences might lie in variations in length of marriage 

and educational levels among the populations sampled. 

In general, respondents in the present study compared fairly 

closely with those in other studies on the kinds of information used 

in making the purchase decision. One notable exception was that prod

uct testing publications were used more by respondents in the present 

study than in other studies reviewed. This difference might be 

attributed to several factors including the nature of products pur

chased, the educational level of respondents, and the more widespread 

availability of such publications. One study reviewed treated the 

purchase of small appliances. The low price of these items could be 

a factor in the relatively low use of product testing publications. 
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Past studies of buyer behavior have suggested that better educated 

buyers are the heaviest users of product testing publications. The 

respondents in the present study were highly educated as compared with 

those in most other studies. Finally, most of the studies reviewed 

were completed a number of years ago when product testing publications 

were not so numerous nor as highly publicized as they are today. 

A second difference was noted in the number of salespeople 

cited by purchasers. Buyers in the present study reported more sales

people as compared with other studies. This could be the result of 

the relatively young population studied. Also, the study was under

taken in a relatively small community. The size of the community may 

lead to more opportunities to talk with salespeople. The lack of 

large self-service stores and the relative trust of known salespeople 

which might be engendered in a small community could be contributing 

factors here, too. 

In terms of the amount of information used, buyers in the 

present analysis were generally more active than those in other 

studies reviewed. This was expected in view of the younger, better 

educated population studied. 

Most of the respondents in the present study -indicated that 

they considered external information to be important, and the majority 

indicated that they felt that external information was more important 

to them than past experience in making their decisions. This was 

generally in keeping with other studies reviewed. Buyers in the 

present study were almost evenly split in considering salespeople and 
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friends as the most important information type. The inconsistencies 

among the studies were generally explained in terms of the type of 

product purchased and the nature of the population studied. 

Product testing publications were rated as most important by 

the smallest percentage of respondents. Since the only other study 

which treated the importance of product testing publications analyzed 

the purchase of small appliances, the difference in products treated 

would probably account for the fact that three times as many respon

dents in the present study considered product testing publications 

as most important as compared with the other study. Although relatively 

few buyers cited product testing publications, most of the respon

dents who mentioned them at all considered them as their most important 

information source. 

Buyers in the present study were generally more active in 

brand, store, and price comparison than those in other studies re

viewed. In spite of the generally higher degree of deliberation ob

served in the present study with respect to the amount of information 

used and the number of alternatives considered, the mean decision time 

was shorter than for other studies reviewed. Perhaps the younger, 

better educated respondents were able to make up their minds rapidly 

even though they were more active in information collection and pro

cessing. Time pressures arising from the acquisition of household 

necessities in relatively recently formed families might have been 

a factor here, too. 
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The final variable treated was an index of the overall degree 

of deliberation. Three other studies of buyer decision making developed 

indexes of buyer deliberation and computed means for those indexes. 

Comparing the mean degree of deliberation with those computed in other 

studies suggested that the overall degrees of deliberation were very 

similar among the four populations studied. 

Analysis of Correlates of Buyer Deliberation 

Several studies have investigated correlates of the buyer 

decision process. In general, most of these studies have sought to 

trace differences in buyer decision behavior to socio-economic or 

demographic characteristics of the decision maker. Results of such 

attempts have been somewhat unsatisfying because of the low correla

tions observed. Engel, Kollat, and Blackwell (1968) suggested that 

relationships among components of deliberation should be studied in 

the hope of finding stronger correlations. This writer felt that the 

way in which the purchase problem was recognized and characteristics 

of the purchase might be strong determinants of the nature, degree, 

and perceived importance of deliberation. 

However, when the above relationships were investigated, the 

weak correlations again were observed. Although many relationships 

were statistically significant, most correlations were below .20 

(see Table 108). The sources of problem recognition, deliberation 

elements, and the purchase characteristics treated, thus were not 

strong predictors of the nature and degree of deliberation. 
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Because of the many factors which influence buyer decision 

behavior, it is unlikely that any simple association between delibera

tion elements and other variables would be very strong. To achieve 

strong correlations, it is likely that multiple regression techniques 

would have to be employed. These might incorporate a large number of 

socio-economic, personality, purchase, product, and decision process 

characteristics along with environmental factors such as consumer opti

mism, inflationary conditions, and a host of other external influences 

on buyer attitudes. Obviously, such an approach would require an 

extremely large sample size. In the final analysis, it would seem 

that researchers must contend with weakly correlating determinants of 

buyer behavior until research has suggested which factors to include 

in multiple variable models. The present study has suggested several 

variables which should and should not be included in such a model. 

Important relationships which were analyzed and some of their impli

cations are discussed below. 

The summary of the findings of the study is divided into six 

parts: 

1) problem recognition 

2) amount of information used 

3) the importance of information 

4) alternative evaluation 

5) decision time 

6) purchase characteristics 

1. Refer to Table 108, page 204, for a summary of all relation
ships treated in the present study. 
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Problem Recognition 

In analyzing problem recognition, four sources or reasons for 

problem recognition were employed. Family factors such as a change 

in residence, income, or family size were the most prevalent reasons 

given for problem recognition. Family factors were followed by social 

factors, promotional factors, and product breakdown in that order. 

Problem recognition was related to components of deliberation 

by determining how the components varied according to the way in 

which the problem was recognized. Granbois (1962, p. 120) stated that, 

"The particular factors leading to the purchase [source of problem 

recognition] might be expected to be related to deliberation, especially 

in terms of the length of the decision-making period." He did not, 

however, test the relationships between problem recognition and delibera

tion. He did note that a future research study should treat the ques

tion. In the only study reviewed which treated the relationships be

tween problem recognition and deliberation, no significant correlation 

was found (Newman and Staelin, 1972). 

The present study did not find a significant difference in 

decision times for the various sources of problem recognition as 

Granbois hypothesized. The degree of deliberation, considering both 

the individual elements and the overall index of deliberation, was 

not significantly related to the source of problem recognition. A 

somewhat consistent pattern was observed here, however, when all of 

the relationships between problem recognition and deliberation were 

considered together. In the majority of relationships between 
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problem recognition and deliberation components, buyers recognizing 

the problem for social reasons were the most active in deliberation. 

At the same time, the majority of the relationships showed buyers 

recognizing the problem for promotional reasons to be least active in 

deliberation. Thus, although the relationships were not statistically 

significant, there is reason to think that buyer deliberation may be 

a function of the way in which the purchase problem is recognized. 

There is some logic in thinking that the buyer entering the 

decision process for social reasons would be more active in delibera

tion because of a desire to find the "right" product to meet social 

needs in addition to whatever other needs might be fulfilled by the 

item purchased. Buyers recognizing the purchase problem for promo

tional reasons might be expected to be less active in deliberation 

because of the possibility of accepting a solution to the purchase 

problem without considering other alternatives. This behavior, some

times referred to as impulse buying, might come about because of 

special purchase opportunities or a salesman's efforts giving rise to 

problem recognition and to an immediate purchase. 

A statistically significant relationship was found between 

the source of problem recognition and the type of information which 

the buyer considered most important. Buyers recognizing the purchase 

problem for family related or social reasons considered advertising 

less important and product testing publications and the like more 

important, as compared with other buyers. Buyers recognizing the 

problem for social reasons tended to consider friends and relatives 
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more important and salespeople less important as compared with other 

buyers. When promotional efforts led to problem recognition, buyers 

more often considered advertising more important and friends and con

sumer reports less important as compared with those recognizing the 

problem for other reasons. 

The relationship between problem recognition and the most 

important information type was quite complex, and the reasons for the 

behavior observed were not immediately apparent. Looking at the indi

vidual information types, however, some possible explanations can be 

advanced. Salespeople were often listed as the most important infor

mation type by buyers recognizing the purchase problem because of a 

product breakdown. Buyers in this category would have had experience 

with a product. With this background, they might be willing to place 

a great deal of importance on salespeople eiven though they might be 

considered a biased information source. Buyers might feel that sales

men would have valuable product knowledge, and on the basis of the 

buyer's experience, useful information could be separated from the 

salesperson's one-sided sales promotion. 

At the same time, buyers citing social reasons de-emphasized 

salespeople and advertising (advocate sources) in favor of friends 

and product testing reports (non-advocate sources). These buyers, 

perhaps because of the social implications of their purchases, seemed 

to want unbiased information and information from other persons who 

could give valuable social insights. It is also possible that persons 

who would be sensitive enough to social conditions or pressures to 
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recognize a problem for social reasons would also be influenced by 

other people or would seek to interact with other persons on purchase 

questions for the sake of social contact. 

Buyers who recognized the problem for promotional reasons 

cited advertising as more important as compared with other buyers. 

Since many buyers entering the decision process because of promotion 

cited an advertisement as the triggering factor in problem recognition, 

it seems logical that advertising would often be viewed as the most 

important information source. Since no study reviewed treated the 

overall relationship between problem recognition and deliberation, 

comparisons are not possible. 

Amount of Information Used 

Two measures of the amount of information used were employed 

in the present study. Intensity of information search measured the 

number of information sources or media used by purchasers. Extent 

of information search measured the diversity of broad classes or types 

of information which buyers considered useful. 

Buyers who sought more information were generally more active 

in other components of deliberation. This was in agreement with the 

findings of other studies. Katona and Mueller (1955) observed that 

many buyers seemed to evaluate some aspects of the purchase to the 

exclusion of others. Although this phenomenon, which they labeled 

"feature substitution" was used to explain buyers' evaluation of 

various product characteristics, a similar pattern was observed in 
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the present study between the degree of information search and the 

number of brands, stores, and prices considered. This might be 

labeled "effort substitution," since effort in one part of the delibera

tion process often seemed to be substituted for effort in other com

ponents of the process. At the highest levels of information use, the 

number of brands, stores, and prices evaluated dropped. Possibly, 

when buyers were thorough in the search for product information, they 

felt that the information received allowed them to shop fewer stores 

and consider fewer brands and prices. 

The Importance of Information 

Three dimensions of the importance of information were employed 

in the present study. First, the type of information rated most impor

tant in making the decision was determined. Buyers in the present 

study, as in the Granbois study, most often rated salespeople as the 

most important information type. Friends and neighbors were next in 

importance, followed by advertising and product testing publications. 

Generally speaking, buyers who considered non-personal/non-advocate 

information sources as most important were most active in deliberation. 

Buyers citing non-personal/advocate sources as most important were 

generally least active in deliberation. 

The most commonly cited information source in the non-personal/ 

non-advocate category was the product testing publication. This infor

mation source requires more effort to use than other kinds of informa

tion for the average buyer. Thus, it seems logical that the more 
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careful and active shoppers might consider non-advocate/non-personal 

information sources as most important, and they would also be likely 

to be highly active in deliberation. 

The second dimension of information importance measured was 

the perceived importance of external information in making the deci

sion. The majority of buyers in the study considered external infor

mation to be important in making the purchase decision. Buyers who 

regarded product testing publications as most important exhibited the 

highest level of perceived importance for information. Those consider

ing advertising most important had the lowest degree of importance for 

external information. This supports the ideas presented in the pre

ceding section which suggested that buyers regarding non-personal/non-

advocate information sources as the most important were most active 

in deliberation, and those citing non-personal/advocate sources as 

most important were least active. Whether the importance which buyers 

attached to information arose from the information usage rates of the 

two groups or whether the two groups differed in their initial per

ceptions of the usefulness and importance of information, and thus had 

different propensities for deliberation is unknown. Probably both 

effects were present simultaneously in many buyers. 

Buyers who considered information more important were more 

active in searching for information and in comparing various brands, 

stores and prices. Again, no determination could be made as to 

whether buyers considered information to be more important because 

they had received more of it through active deliberation, or whether 
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they entered the decision process with an idea of how important 

information would be to the decision and thus based the degree of 

deliberation on a perceived perception of importance. 

The third dimension of importance treated was the relative 

importance of past experience. Buyers who regarded past experience 

as more important than external information reported that advertising 

was more important than other types of external information. Buyers 

who considered past experience more important and those who cited 

promotion as the source of problem recognition were the only buyers 

who consistently rated advertising as the most important information 

type. Perhaps buyers who had significant product experience and who 

relied upon this experience might have felt confident enough in their 

product knowledge to rely somewhat on the biased promotional state

ments of advertisers as a secondary source. 

Although buyers who cited external information as more impor

tant were more active in information search, they did not compare 

more brands, stores or prices than did those who relied upon past 

experience. No immediate explanation can be given for this, but the 

point is discussed further in the next section. 

Alternative Evaluation 

The Engel, Kollat, and Blackwell (1968) model of buyer 

1 
behavior divided deliberation into external information search and 

1. See pages 24-28 of this paper for a discussion of the 
model. 
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alternative evaluation stages. In designing the present analysis it 

was thought that these two stages would be inseparably intertwined 

and should, therefore, be treated together as deliberation. On the 

basis of the results of the present study, however, there seems to 

be reason to think that there is a fundamental difference between infor

mation search and alternative evaluation activities. 

Engel, Kollat and Blackwell suggest that deliberation activities 

should be broken into two decision stages called information search and 

alternative evaluation. Following their thinking, the deliberation 

components treated in the present study could be divided with brand, 

store and price comparison included in alternative evaluation and the 

remaining components classified in the information search stage. 

Comparing the components of information search with those of 

alternative evaluation yields several differences suggesting that the 

two stages should be studied separately. First, the relationships 

between the components of information search and alternative evalu

ation seemed to indicate that buyers were substituting high levels of 

information search for extensive alternative evaluation. This sub

stitution effect was not observed in the relationships among the 

elements of alternative evaluation. Perhaps those buyers who sub

stituted felt that their high level of information search justified 

a lower level of alternative evaluation. 

A second difference was noted in relationships involving the 

relative importance of past experience. While all aspects of informa

tion search were significantly related to the relative importance of 
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past experience, none of the components of alternative evaluation were 

significantly related to the variable. This suggests that the buyers 

in the study based their information search activity, to some extent, 

upon their past experience, but the same did not seem to be true for 

alternative evaluation. Possibly purchase experience would lead many 

buyers to consider fewer alternatives. But this effect might be 

counterbalanced by buyers who became aware of more alternatives through 

purchase experience and would thus consider more alternatives as they 

gain and use more purchase experience. 

Finally, a difference was noted in the way in which the per

ceived importance of the purchase related to components of alterna

tive evaluation as opposed to components of information search. 

Relationships involving perceived importance must be interpreted 

cautiously because measurement of importance is at an ordinal level. 

On the surface, it appears that the relationships between the per

ceived importance of purchase and components of information search 

are linear while those involving components of alternative evaluation 

may be non-linear. Because of the measurement level of the importance 

variable, this cannot be stated unequivocally. However, there does 

seem to be a difference in the way in which importance of purchase 

relates to alternative evaluation as opposed to information search. 

On the basis of the observed differences discussed above, it 

would seem that the deliberation phase of the buyer decision process 

as defined in the present study should be divided into information 

search and alternative evaluation as suggested by Engel, Kollat, and 
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Blackwell. Certainly this is an area in which additional research 

should be carried out. 

The results of the study also indicated that buyers who con

sidered salespeople to be the most important information type were 

more active in store and price comparison than were other buyers. 

They were also quite high in brand comparison activity. In the pro

cess of comparing the various alternatives, buyers would be likely to 

talk with large numbers of salespeople. Thus, by virtue of sheer 

volume of exposure, buyers might consider salespeople as important in

formation sources. Buyers who cited friends and neighbors as the most 

important information type were least active in all types of alter

native evaluation, perhaps because they felt that the kind of informa

tion which they received from friends precluded the necessity for 

alternative evaluation. Information received from friends often seems 

to be evaluative of the best brand or store or the right price to pay 

(Bauer 1960). 

Decision Time 

Granbois (1962, p. 120) suggested that the time involved in 

making the purchase decision is often divided into an active phase and 

an inactive phase. He suggested that the inactive phase would gener

ally occur between problem recognition and information search. The 

average time elapsed for the inactive stage was six weeks, verifying 

Granbois* idea for the population studied. 
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The length of decision time was positively correlated with 

the degrees of information search and alternative evaluation, but it 

was not significantly related to any aspect of the importance of in

formation. It would seem, then, that the buyer's assessment of the 

importance of information was made independently of the amount of time 

spent in making the decision. 

Purchase Characteristics 

Price and perceived importance of purchase were generally 

positively correlated with the components of the degree of delibera

tion. Some notable differences were observed between the effects of 

the two determinants; however, it should be noted that some differ

ences might be traced to the measurement of the two variables. Price, 

of course, is measured on an interval scale, and within the limits 

of respondent recall, it is an exact measure. Perceived importance, 

on the other hand, is measured subjectively on an ordinal scale. 

The correlation between price and the summary variable, 

degree of deliberation, was higher than that between the importance 

of purchase and the degree of deliberation. In an overall sense, 

it would seem that the buyer may base deliberation more upon the 

price of the item purchased than upon the perceived importance of the 

purchase. However, careful examination of the relationships for the 

individual components of deliberation reveal subtle factors which 

might suggest that such a simplistic conclusion is unwarranted. For 

one thing, there is inconsistency among the components of deliberation 
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as to which are more strongly correlated with price and importance. 

In three relationships, the correlation was higher between price and 

deliberation, while three relationships showed the correlation between 

importance of the purchase and deliberation to be higher. 

Another factor emerged in the relationships involving the 

number of brands considered, the number of stores shopped and the 

degree of price comparison. The relationships between price and these 

three variables were positive, linear, and statistically significant. 

Given the limitations of the measurement of importance of purchase, 

the following discussion must be accepted with some caution and treated 

as tentative and speculative. The relationship between importance of 

purchase and the three components of alternative evaluation gave some 

evidence of being nonlinear in that the number of alternatives evalu

ated at the highest level of importance was less than the number 

evaluated at the next lower level of importance. Even with the prob

lem of dealing with ordinal level data, the suggestion of nonlinearity 

seems appropriate here since it is assumed that a very important pur

chase ranks higher in the buyer's mind than does an important purchase, 

even though it cannot be said how much higher that level of importance 

may be. 

The analysis suggested that, as the psychological commitment 

for a product increased, one of two things might occur. First, a 

buyer's concern for finding the right product to satisfy an important 

need might lead to a high level of brand, store, and price comparison 

at high levels of importance. This type of activity was noted among 
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a large number of respondents in the present study. A second possible 

reaction might lead the buyer to cut back on brand, store, and price 

comparison at high levels of importance. This reaction was observed 

for a number of respondents in the present study. Two general ex

planations might be advanced for such behavior. First, the buyer, 

perceiving the purchase to be very important, might wish to rely upon 

known or preferred brands or stores, and limiting search in these two 

areas would probably lead the buyer to be less active in price 

evaluation. A second explanation can be given in terms of some buyers' 

reaction to risk. At high levels of risk, some individuals seem to 

want to complete a decision with a minimum of search effort just to 

be rid of the overwhelming risk associated with making the important 

decision. Bauer (1960) reported that Paul Lazarsfeld had found such 

behavior in automobile purchasing where buyers often went into a state 

of virtual panic as they came to the decision, and they rushed into 

the purchase as an escape from the enormity of the problem. 

Whatever the reasons for differences between the effects of 

price and importance, the findings of the present study, if valid, 

suggest that the common practice of employing price as the sole mea

sure of importance may lead to faulty conclusions. Further research 

is necessary here to determine whether the tentative conclusions 

drawn here are valid and to determine the exact nature of the differ

ences in the effects of price and importance and the reasons behind 

the differences. 
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In relating the dimensions of information importance to price 

and importance of the purchase, only two of the six relationships were 

statistically significant. The type of information considered most 

important appeared to be, in part, dependent upon the price of the 

item purchased. Purchasers of the lowest priced items viewed adver

tising as most important, while buyers of the highest priced items 

viewed product testing publications and the like as most important. 

This seems consistent with other findings in the study. Buyers of 

low priced items were generally least active in deliberation, and 

buyers who were least active in deliberation tended to perceive ad

vertising as the most important information type. Likewise, buyers of 

high priced items were generally most active in deliberation, and 

buyers who were most active in deliberation tended to see non-personal/ 

non-advocate information sources as most important. The findings in 

the present study generally correspond with those of Granbois (1962). 

The relationship between the importance of the purchase and 

the most important information type was not statistically significant. 

The reason for this difference is not clear, but it does reinforce 

the proposition that price and importance of the purchase are not 

identical measures. 

While the relationship between price and the degree of impor

tance of information was not statistically significant, the correlation 

between the importance of the purchase and the importance of informa

tion was significant at the .003 level. The relationship, however, 

seemed to be nonlinear since, at the highest level of importance of 
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purchase, the perceived importance of information dropped. Thus, at 

the highest level of purchase importance, buyers indicated that less 

reliance was placed upon external information. Since the relation

ships between price and importance of purchase and the relative 

importance of past experience were not significant, it cannot be said 

that buyers simply turned to past experience at high levels of pur

chase importance. Perhaps at this high level of psychological commit

ment many buyers preferred to rely upon their own general knowledge 

and judgmental abilities rather than upon any sort of external infor

mation or past purchase experience. 

One other purchase characteristic was related to the degree 

of deliberation. It was posited that the degree of deliberation 

would increase with the degree of husband-wife decision interaction. 

Correlation analysis indicated that deliberation activity was not 

significantly greater for higher levels of husband-wife interaction. 

Analysis of variance results did, however, suggest that some components 

of the degree of deliberation are related to the degree of husband-

wife decision interaction. Deliberation activity was higher when both 

husband and wife participated in the decision than when the decision 

was made by one spouse alone in relationships involving the intensity 

of information search, the degree of price comparison, and the overall 

degree of deliberation. However, deliberation activity was lower when 

the husband and wife participated equally than when one was more active 

than the other. Perhaps the husband and wife substituted discussions 

between themselves for active information seeking or alternative 
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evaluation. It is also possible that the husband and wife each 

supplied specialized knowledge when participating equally in the 

decision, thus reducing the necessity for outside information seeking"*". 

Suggestions for Further Research 

Many questions were raised in the present study suggesting 

that further research should be carried out. Four areas warrant 

discussion here: 

1) the relationship between problem recognition and deliberation 

2) the dichotomy between the information search and alternative 

evaluation stages of the buyer decision procei'-' 

3) differences between price and importance of purchase as they 

influence buyer decision behavior 

4) the relationship between husband-wife decision interaction 

and buyer decision behavior 

Problem Recognition/Deliberation 

Although little significant relationship was found between 

problem recognition and deliberation, enough consistency in findings 

was noted to suggest that additional research should be carried out 

in this area. Intuitively, it seems logical that the-nature of the 

deliberation process would be somewhat conditioned upon problem 

1. It has been posited that husbands and wives bring different 
sorts of expertise to the purchase decision with husbands contributing 
to the functional or task oriented side of the purchase and wives 
contributing to the social-emotional or expressive dimension of the 
purchase (Kenkel 1961). 
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recognition. The present analysis and the Newman-Staelin paper 

(1972) are the only two studies known by this writer to have investi

gated the relationships between the sources of problem recognition 

and deliberation. The Newman-Staelin study found no significant 

relationship. 

The problem of not finding expected relationships here may 

rest upon the way in which problem recognition has been measured. 

As stated in Chapter Three, certain components of problem recognition 

other than the source of problem recognition seem to relate to com-

1 
ponents of deliberation . These include the time between purchases, 

the urgency of the problem and the degree to which the problem is 

perceived to be similar to previously experienced problems. Both the 

present study and the Newman-Staelin analysis extracted the single, 

most important source of problem recognition as the test variable. 

However, Engel, Kollat, and Blackwell (1968) suggest that problem 

recognition is a process rather than an event in the decision. Granbois 

(1962) cited three phases of problem recognition which he called 

initiating, precipitating, and selective factors. A more sophisticated 

and precise measurement of problem recognition might lead to a more 

accurate assessment of the relationship between problem recognition 

and deliberation. The measurement of problem recognition as a process 

could be based upon either a multivariate analysis or an index similar 

to that used for measuring the degree of deliberation. Based upon 

1. See pp. 45-46. 
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what has been observed in the present analysis, further research might 

find, for example, that in a situation where the buyer cited that 

social factors initiated the recognition process, time pressures were 

not felt, and no prior selective factors such as brand or store 

preference were present, deliberation activity might be quite extensive. 

Information Search/Alternative Evaluation 

On the basis of the theoretical model advanced by Engel, 

Kollat and Blackwell (1968) and the findings of the present study, it 

would seem that the deliberation process should be investigated as 

two separate stages, information search and alternative evaluation. 

The findings of the present study must be treated as only tentative f 

since no attempt was made to carefully define which variables should 

be included in the alternative evaluation stage prior to the measure

ment of the decision-making activity. Also, no attempt was made to 

determine the time sequence which might be involved between the two 

stages. Further research in this area should be aimed at separating 

out the functions of information search and alternative evaluation in 

terms of activities and time sequences. This might be accomplished 

through the use of longitudinal designs and/or nonstructured inter

views. On the basis of research findings to date, this writer would 

anticipate that further research might find activities defined as 

information search and alternative evaluation to be separate in terms 

of behavioral characteristics even to the extent that the buyer might 

be able to say, "Now 1 am searching for information," or "Now I am 



weighing alternative courses of action." However, it is likely that 

over the time period from problem recognition to the actual purchase 

the buyer would move from information search to alternative evaluation 

and back to information search numerous times. In fact, although the 

buyer might be able to distinguish between information search and 

alternative evaluation, there would probably be many occasions when 

the two activities would be going on virtually simultaneously. The 

measurement here would be further complicated by the fact that the 

buyer may very well be engaged in the decision process for a number 

of items at the same time, especially when the decision is made over 

a long period of time as is often the case. Another problem occurs 

in accounting for periods of deliberation inactivity between problem 

recognition and the purchase. Although a long period of time may 

elapse between problem recognition and active deliberation, it is 

obvious that only a small amount of time would actually be spent in 

overt search and alternative evaluation after active deliberation be

gan. Thus, the block of time identified as inactive deliberation 

occurring from problem recognition to the beginning of overt search 

behavior would only be a part of the "white space" occurring in the 

decision process. The fact that some deliberation activity could be 

identified as overt, where the buyer actively receives information or 

actively examines alternative brands and passive, where the buyer 

simply thinks about the potential solutions to the purchase problem, 

further clouds opportunities for precise measurement of either the 

stages or the components of the deliberation process. In the final 
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analysis, it would seem that some rather sophisticated longitudinal 

depth studies would be required to begin to separate out the various 

activities of the deliberation process. It may be found that the 

activities are indiscrete and cannot be separated out at all. 

Price/importance of Purchase 

The present study suggested several differences between the 

effects of price and the importance of purchase. It was observed 

in the present study that some of the variation observed between the 

relationships might arise from differences in measurement rather than 

from behavioral differences. Future research should be designed to 

give a more precise and reliable measurement of the importance of 

the purchase. This could be accomplished by using a Thurstone or a 

Likert scale to measure the components of importance individually and 

arrive at a single measure of importance. Components of importance 

would include, for example, price, prominence of display in the home, 

expected length of life of product, and status connotations of the 

product. Use of such techniques would allow a more reliable compari

son of the effects of price versus those of perceived importance 

(Oppenheim 1966, pp. 125-142). 

Husband-Wife Decision Interaction 

Theoretical statements and limited research findings have 

suggested that deliberation activity increases with the degree of 

husband-wife decision interaction. The present study, however, showed 

that joint decision making was actually associated with a lower degree 
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of deliberation than was autonomic interaction in many cases. This 

could be the result of the restrictive population sampled for the pres

ent study. Research in a more general population should be carried 

out to determine whether the phenomenon observed here is universal. 

Another question could be raised here. Although studies of 

husband-wife decision making have generally measured interaction by 

asking the husband and wife about their relative participation 

(Granbois 1962; Katona and Mueller 1955; Wolgast 1958; Grisler 1948; 

and Blood and Wolf 1960) the validity of the approach could be chal

lenged. If, as Kenkel (1961) says, there is both a quantitative and 

a qualitative dimension to husband-wife interaction, the use of self-

reported statements of the degree of interaction may be open to ques

tion. The concept that decision interaction is actually an increas

ing function from autonomous through joint may also be questioned. 

Certainly the measurement of the variable on a scale with only these 

values could be challenged. Possibly a more valid means of measuring 

interaction would be to treat it as dichotoraous, with "one alone" and 

"both participated" as the possibilities. In any case, it would seem 

that the traditional ideas about the relationship between husband-

wife interaction and deliberation should be subjected to more careful 

research and more penetrating analysis than past studies have under

taken. Included here might be depth questions directed at determining 

the exact nature of both the quantitative and the qualitative dimen

sions of husband-wife interaction in decision making. 
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Final Considerations 

In retrospect, one would have to conclude at this juncture 

that the components of deliberation, the sources of problem recogni

tion, and the•characteristics of the purchase treated in the present 

study are no better correlates of the nature of the buyer decision 

process than are the socio-economic and demographic characteristics 

of buyers that have been tested as correlates in the past. However, 

the results of the present study do seem to cast additional light on 

the nature of the buyer decision process. 

First, prior to the present study, no investigation of the 

buyer decision process had established the relationship between the 

source of problem recognition and deliberation. The present study 

found one significant relationship here and suggested that better 

measurement of problem recognition would likely expose additional 

significant relationships. The analysis basically suggests that the 

relationship between problem recognition and deliberation is not as 

simple as has traditionally been hypothesized. 

Second, the study indicates that, while components of delibera

tion are generally associated with one another, the relationships 

may not always be simple linear functions. In particular, the analy

sis suggested that the deliberation phase should probably be broken 

into two stages. Although other studies have treated aspects of 

information search and alternative evaluation, none had previously 

generated findings to suggest possible behavioral differences between 

the two activities . 
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Third, the study investigated effects of the perceived impor

tance of purchase. The finding of one other study (Campbell 1969) 

on the relationship between importance of purchase and the number of 

brands considered was supported by the findings of the present study. 

Analysis here went further, however, as possible reasons for the 

observed relationship were advanced on the bases of the observed 

nature of the relationship and theoretical statements about the type 

of relationship involved. The analysis also suggested that, subject 

to stated reservations about the quality of measurement of the vari

able, the perceived importance of purchase may be related to buyer 

behavior differently than price. On this basis, it was suggested 

that the common practice of equating price and importance for research 

purposes may lead to faulty conclusions. 

Finally the study suggested that the relationship between 

husband-wife decision interaction and deliberation may not be the 

simple one typically suggested in the literature. In fact, it was 

suggested that the traditional measurement technique for determining 

husband-wife decision interaction may be faulty. 

In all, the decision process approach to studying buyer 

behavior seems to hold a great deal of promise in terms of advancing 

understanding. However, the surface has only been scratched. A 

great deal must be done if predictors are to be found which correlate 

at high enough levels to be truly useful in providing insights into 

expected behavior patterns. Research designs which would, develop 

buyer and purchase profiles to be related to decision process profiles 



may be called for here. Designs employing depth questions exploring 

intensively many aspects of the total purchase, its participants and 

its environment might yield the components for such profiles. In 

addition, multivariate analysis might be profitably employed, based on 

in-depth research designs, which would treat numerous aspects of the 

purchase decision simultaneously. 
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APPENDIX B 

THE QUESTIONNAIRE 

(Dated) 
April 21, 1971 

Dear Student: 

I am conducting research among married students attending 
U.S.U. The purpose of the research study is to get a better under
standing about the process through which you make purchase decisions. 

An interviewer will be calling upon you within the next week 
or so to complete a short questionnaire. I would like both husband 
and wife to participate in the interview, which should take no more 
than fifteen minutes of your time. 

I will very much appreciate your help. 

Sincerely yours, 

Sn/ Terrell G. Williams 

Terrell G. Williams 
Assistant Professor 

In this questionnaire, I am interested in learning about the 
process which you go through in making a decision to buy a household 
item. 

I would like you to think of the last time you bought a house
hold item costing more than $50. This would include such items as 
TV's, radios, stoves, dishwashers, pieces of furniture, etc. All of 
the questions in this interview will relate to that particular purchase. 

1. What was the household durable item you most recently purchased 
which cost more than fifty dollars? (Interviewer: define "house
hold durable" for the respondent as: an appliance, piece of 
furniture, etc., costing more than $50.) 
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2. What was the price paid for the item? 

3. How long ago was the purchase made? 

4. As you think back to the time when you first realized that you 
wanted or needed the item, try to recall what first prompted you 
to begin thinking about purchasing the item. What was it that 
first caused you to consider the purchase of this item? (Inter
viewer: write down the respondent's answer word for word. Probe 
for a deeper response than "just wanted" or the like. If more 
than one response is given, determine which was the most important 
or influential reason.) 

In making purchases we often seek information about the products 
which we buy. I would like to ask you several questions about your 
information seeking activities. The following questions deal with in
formation sources which may have been helpful to you in making your 
purchase. 

5. Did you see or hear advertisements? (Interviewer: read each 
source to respondent and probe for additional sources.) 

Newspapers Store displays & Point of pur-
Magazines chase 
Television Other 
Radio Other 
Direct Mail None 

6. What articles, programs-, books, pamphlets, reports, and the like, 
other than advertising did you see or hear? (Interviewer: read 
each source to respondent and probe for additional sources.) 

Newspaper articles or columns Books 
Magazine articles or columns Pamphlets 
Television programs Other 
Radio programs Other 
Consumer reports None 
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7. What persons other than salespeople did you receive information 
from? (Interviewer: read all possibilities to the respondent 
and probe for additional sources.) 

Friends and Neighbors Other 

: Business associates & work contacts Other 
Other students Other 
Immediate family (wife, husband, Other 

children) 
_Extended family None 

8. Were sales persons helpful in giving information regarding your 
purchase? 

Yes (Go to question 15) 
No (Go to question 16) 

9. About how many salesmen did you receive information from? 

10. What information source do you feel was the most useful to you 
in making your decision to buy? 

11. Further reconstructing your decision process, about how much time 
elapsed from the time that you first began to think about purchas
ing the until you began to search for infor
mation about it? 

12. Over approximately how long a time period did you search for 
information? 

13. Which do you feel was the more important to you in making your 
buying decision: past experience or the types of information 
source which we've just been talking about? 

Past experience 
External information 

14. In making your decision to buy the , how important 
would you say that information other than past experience was in 
influencing the decision? (Interviewer: ask both the husband 
and wife to record their answers on their response sheets.) 

The following questions ask you to think about the number of 
possibilities you considered as you made your decision to buy the 

Try to reconstruct in your mind all of the 
alternatives you considered with respect to brand, price levels, and 
store. 
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15. First, about how long was it from the time you first began to 
think about purchasing the until you actually 
began making comparisons among brands, models, stores, prices, 
and so on? 

16. About how many stores did you shop in for the 
which you bought? (Interviewer: probe here asking about 
specific stores, etc.) 

17. How many different brands did you consider when you were shopping 
for the ? (Interviewer: probe here asking 
about specific brands, etc.) 

18. How many price levels did you consider, either higher or lower 
priced than the one you finally decided upon? Higher 
Lower (Interviewer: determine how many higher 
price - how many lower priced and record separately.) 

19. In making the decision to buy the , what role 
would you say that each of you played? Please indicate to the 
best of your ability, the way in which you and your spouse made 
the decision. (Interviewer: ask respondents to record their 
responses on their response sheets.) 

20. In comparing this purchase to other purchases of household 
durables which you have made, how would you rate it in relative 
importance with respect to price, prominance of display in the 
home, expected length of life of the product, etc. (Interviewer: 
ask respondents to record their answer on the response sheet.) 

21. Now, I'd like you to think back over your entire purchase process. 
About how much time elapsed from the time you first began to 
consider the purchase of the until you actually 
purchased it? 

The next few questions are used to classify your responses 
in various ways. Of course all responses are confidential and will 
in no way be related to individual respondents. 

22. What ytiar in school is husband (or wife, if only wife is a student)? 

Freshman Senior 
Sophomore Graduate 
Junior 

23. How long have you been married? 

24. How many children do you have? 
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25. What is the husband's age? 

26. What is the husband's occupation? 

27. What is the wife's occupation? 

28. What is the husband's intended occupation after graduation? 

29. What is your approximate annual family income? 
0 - $1,999 8,000 - 9,999 
2,000 - 3,999 10,000 - 11,999 
4,000 - 5,999 12,000 - 13,999 
6,000 - 7,999 14,000 + 

30. What is the age of your oldest child? 

Response Sheet for Husband and Wife (Circle which) 

14. In making your decision to buy, how important would you say that 
information other than past experience was in influencing your 
decision? 

Of no importance at all 

Somewhat important 

Important 

Very important 

19. In making your decision to buy, what role did each of you play? 

Husband made decision alone 

Husband more influential 

Husband and wife equal 

Wife more influential 

Wife made decision alone 



In comparing this purchase to other purchases of household 
durables which you have made, how would you rate it in relative 
importance with respect to price, prominence of display in the 
home, expected length of life of the products, etc. 

; Little if any importance 

Somewhat important 

Important 

Very Important 



APPENDIX C 

SOURCES OF RESPONDENTS AND RATES OF RESPONSE 

A list of all married students attending Utah State University 

during the Spring Quarter of 1971 was used as the sampling frame for 

the study. A total of 2,447 students were listed on this frame. In 

order to achieve a random sample, a systematic sampling technique was 

employed. Every sixth name was selected beginning with the third 

name on the list, which was selected at random. This gave a sample 

size of 408. The results of contacts made are/shown below. 

Number Percent 

Interviews completed 274 67 
Usable interviews 235 58 
Family contacted, no purchase made 64 16 
Refusal 21 5 
No contact, or interview, could not be 

scheduled, (Students dropped out of 
school, could not be located, could 
not be found at home, etc.) 49 12 

TOTAL 408 100 
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APPENDIX D 

CHARACTERISTICS OF PURCHASERS 

Table D-l. Year in school of respondents 

Year in School t % 

Freshman 4 2 
Sophomore 15 6 
Junior 50 21 
Senior 92 39 
Graduate Student 74 32 

Totals 235 100 

Table D-2. Length of marriage of respondents 

Length of Marriage % 

0 to 6 months 11 5 
7 months up to 1 year 31 13 
1 year up to 1 1/2 years 23 10 
1 1 / 2  y e a r s  u p  t o  2  y e a r s  24 10 
2 years up to 3 years 47 20 
3 years up to 4 years 34 14 
4 years or more 65 28 

Totals 235 100 

252 



253 

Table D-3. Number of children of respondents 

Number of Children # % 

0 
1 
2 
3 
4 or more 

Totals 

115 49 
68 29 
25 11 
8 3 
19 8 

235 100 

Table D-4. Age of husband in responding families 

Age of Husband # % 

1 8 - 2 0  
21 - 25 
26 - 30 
31 - 35 
Over 35 

Totals 

11 5 
147 63 
49 21 
13 5 
15 6 

235 100 

Table D-5. Occupation of husband in responding families 

Occupation of Husband # % 

Salesman 
Laborer 
Farm 
Teacher 
Technical and Mechanical 
Armed Services 
Not Employed 
Other 

Totals 

15 6 
15 6 
4 2 
16 7 
18 8 
5 2 

141 60 
21 9 

235 100 



254 

Table D-6. Occupation of wife in responding families 

Occupation of Wife # % 

Secretary 
Sales 
Cashier 
Teacher 
Nurse 
Cook, waitress 
Student 
Housewife 
Other 

Totals 

46 20 
13 6 
1 * 
21 8 
7 3 
6 3 
45 19 
83 35 
13 6 

235 100 

*Less than 1% 

Table D-7. Planned occupation of husband in responding families 

Planned Occupation of Husband # % 

Sales 
Engineering 
Management 
Law 
Medical 
Teaching 
Own business 
Architecture and building 
Accounting 
Don't know 
Other 

Totals 

8 3 
29 13 
21 8 
9 4 
10 4 
98 42 
2 1 
4 2 
11 5 
2 1 

41 17 

235 100 
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Table D-8. Annual income of responding families 

Family Income # % 

$ 0 - 1,999 12 5 
2,000 - 3,999 58 25 
4,000 - 5,999 91 39 
6,000 - 7,999 37 16 
8,000 - 9,999 15 6 
10,000 - 11,999 8 3 
12,000 - 13,999 7 3 
14,000 or more 7 3 

Totals 235 100 

Table D-9. Age of oldest child in responding families 

Age of Oldest Child # % 

Under 6 months 14 6 
6 months, under 1 year 14 6 
1 year, under 18 months 7 3 
18 months, under 2 years 15 6 
2 years, under 5 years 36 15 
5 years, under 10 years 18 8 
10 years, under 15 years 8 3 
15 years, under 20 years 5 2 
20 years and older 4 2 
No children 114 49 

Totals 235 100 
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