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ABSTRACT

The purpose of the study was to investigate the
viability of self-theory and a symbolic interaction model of
behavior in order to develop a conceptual foundation for a
new approach to motivational research based on the study of
self ~concept relationships. Operational objectives were (1)
to evaluate relationships among three modes of self-concepts
(actual~, expected-, and ideal-self); and (2) to identify
and evaluate patterns of response of self-descriptive items
perceived by Ss as related to achievement, affection,
hedonic, and identity needs.

Research was exploratory in character, directed to
bring forth empirical evidence to evaluate motivational con-
structs underlying Carl Rogers' "Self Theory of Personality
and Behavior."

Methodoloéy was based on the use of two Q-sets (A
and B), The first Q-set (A) was made up of a list of 70
adjectives descriptive of personality; the second Q-set (B)
consisted of a list of 70 products and services. Each Q-set
ﬁas used for developing three self-concept Q-sorts: (1)
actual-self, representing perception of self in the present;
(2) expected-self, representing perception of self in the
near future; and (3) ideal-self, representing perception of

self under ideal environmental conditions. In addition, two

xi



xii

classifications of the items in each Q-set were obtained in

which Ss evaluated Q-items as relating predominantly to

achievement, affection, hedonic, and identity needs.

A sample of 46 college students was used to respond

to the Q-sort and need classification instruments. The

hypotheses that evolved out of the relationships among self-

concepts were tested by a modified Kendall Coefficient of

Concordance statistic (W') and its sampling distribution,

which were developed especially to fit data gathered in the

study.

testing

weres

1,

Chi-square analyses were used for hypothesis
purposes.

Major hypotheses of interest evolved fer the study

There is significant agreement in self-concepts
among individual Ss.

There is significant agreement (consistency) among
self~concepts in a Q-set for a given S.

The propoftion of Ss expressing strong agreement
among their self-concepts is significéntly greater
than the proportion of Ss who express no strong
agreement.

The proportion of Ss expressing greater agreement
between expected-and ideal-self-concepts is sig-
nificantly greater than the proportion of Ss
expressing greater agreement between actual -and

ideaIFself-concepts.



xiii
5. The proportion of Ss expressing greater agreement
between expected- and ideal-self;concepts is sig-
nificantly greater than the proportion of Ss
expressing greater agreement between actual- and
expected-~self -concepts.
6. There is significant association between the
deviations from the group norm of Ss' responses to

Q-set A and their responses to Q-set B.

The findings reflected measures of significant
agreement among Ss for all self-concepts, the levels of
agreement being greater for ideal- and expected- relative to
actual-self-~concepts. Significapt ;evels of self-consistency
were found for all Ss. The sample group was found to be |
self-consistent., A pattern of significant directionality
toward ideal-self was found to exist for the sample group.
Expected-self-concept was found to be significantly closer
fo ideal—sélf—concept in Q-set A. It was found close but
not significantly closer to idealnself;concept in Q-set B.
Significant association was found in response patterns to
Q-sets A and B for actual-, expected-, and ideal-self-con-
cepts, Such association is evidence supportive of use of
product-service Q-sets as substitutes for personality Q-sets
in developing self-concept Q-sorts. No regularities were
found in the behavior of items classified by needs across

self-concepts,



xXiv
It was found reasonable to infer theoretical
viability of self-concept research to function as a founda-

tion for marketing research in motivation.



CHAPTER 1
INTRODUCTION

Ever since consumer behavior became a subject of
interest to marketing scholars and practitioners, the
question of "why the consumer behaves as he does" has
captured the focus of attention in marketing research.
Research interest in identifying causal determinants of
behavior has always been intense, yet suécessful research
findings in the motivational domain have been scanty and
usually accompanied by evidence that contributes to pre-
serving a high level of uncertainty in explanatory designs
of consumer behavior research.

Personality instruments have been tried with little
success in spite of strong statements advocating their use-
fulness as evidenced in Engel (1961l) where he declares that
successful marketing occurs "when the personality of the
product is matched with the personality of the consumer"
(p. 28). Leaders of the motivational research movement
of the late fifties, Dichter (1960) and Martinegu (1957)
were also strong advocates of personality assessment instru-
ments and became noted for analyzing consumers with tech-
niques borrowed from psychotherapy and clinical settings;
the specific methods involved in their research efforts,

1



however, are burdened with doubts regarding the construct
validity of the information retrieved,

The potentials for innovative research in motiva-
tional theories and concepts are believed to offer highly
significant advancements in the marketing discipline and in
marketing practice. It can be hypothesized that if valid
causal determinants of consumer behavior were to be identi-
fied, a significant proportion of failures in new product
introductions could be reduced with consequent benefits of
new sources of employment and capital formation plus an
enhancing of marketing productivity and consumer satisfac-
tion. It is believed that the whole of society would benefit
by the commitment of formative and marketing resources to
the development of products and services that would motivate
customers to adopt them (Tucker, 1967).

For all the significant potential involved, however,
it can be said that research leading to the development of
a theory of consumer motivation is at a standstill. High
levels of uncertainty in the motivational domain are
prevalent in marketing today. Some of the possible reasons
that may explain this state of affairs are: (1) a perceived
lack of self-confidence on behalf of many marketing scholars
and practitioners in approaching systematically the problems
of motivation; (2) the abstract quality of motivational con-
structs which causes uneasiness to many practitioners and

researchers; (3) the level of controversy aroused by the



academic and clinical psychologists in the area of motiva-
tion; (4) the disenchantment of psychologists with motiva-
tional constructs, partially a product of their controversy-
arousing potential and their difficulty in empirical
anchoring; and (5) a significant absence in applications of
acceptable quantitative techniques for analyzing motivational
problems.

The state of motivation-related knowledge in
marketing suggests that fresh approaches to the subject may
yield significant contributions to the development of useful
theoretical constructs and methods more capable than past
methods for successful instrumentation of analyses that may
effectively reduce uncertainty in the study of consumer
motivation,

A potentially useful line of research for the un-
covering of new theory and methods of approach in motivation
centers around the concept of self and the relatiohships
that concepts of self may have with consumers' psychogenic
needs for buying self-related products and services.

Dichter (1971), President of the Motivational
Research Institute, suggests using self-concept modification
és a technique for motivating and thereby increasing the
productivity of salesmen:

The objective, I feel, should be tb help the sales-
man develop a fresh and more richly rewarding self-
concept. And what is this self-concept? It is not,

strangely enough, what the salesman is, but what he
thinks he is! It is an organized conception of the



self based on such things as past experience,
present status, ideals, and, most important of
all, the salesman's own estimate of his relation-
ship with others (pp. 213-214).
Peak (1955) illustrates the potential relationship
that exists between self-concept and motivation: "When
disparity occurs between perceptions and attitudes about

the self, motivation is likely to be set up" (p. 169).

Purpose of the Study

The present study will attempt to investigate the
viability of the phenomenological constructs of self-theory
and a symbolic interactional model of behavior to serve as a
conceptual foundation for a new marketing research approach
to consumer motivation based on the study of self-concept
relationships,

Operational objectives to such an attempt can be
definéd in the following manner:

l. To evaluate the relationships among three modes of
self-concepts (actual-, expected-, and ideal-self).

2, To identify and evaluate patterns of response of
self-descriptive reactives perceived by Ss as
related to achievement, affection, hedonic, and

identity needs,

ScoEe

The study is intended to be exploratory in character,

directed to bring forth empirical evidence to evaluate the



motivational constructs underlying Rogers' (1951, pp. 483-
522) "Self Theory of Personality and Behavior."

The theoretical framework of the research will be
consistent with the phenomenological approach to self-theory
in psychology; associationistic and psychoanalytic con-~
ceptualizations of self or motivation, therefore, will not

be explored,

Limitations

Restrictions of time and funds available to the
researcher will contribute to limit the number of concepts
to be analyzed to those regarded absolutely necessary for
evaluating the potential of self-theory to serve as a
foundation for research in motivation. Other interesting but
marginal concepts must be left to be researched in other
studies. Some of these concepts will be specified in

Chapter 7.

Expected Contribution

It is believed that this study will contribute basic
information about relationships among self-concepts and
between these concepts and perceived needs, information
which is much needed in developing a foundation of knowledge
upon which a self-concept based theory of consumer motiva-
tion may be subsequently built,

The need principally arises from the fact that

marketing researchers previously have undertaken



self-concept research assuming construct validity of the
self-concept and such related concepts as measures of self-
actualization without making preliminary research efforts
to ascertain the usefulness and value of the psychological
constructs when applied to marketing research problems

(Hamm, 1967; Hamm and Cundiff, 1969).

Organization of the Study

Chapter 2 contains the relevant frame of reference
and the theoretical material from psychology which is
pertinent to theories of self and the self-concept. Chapter
3 is a survey of the marketing research literature contain-
ing studies of the self-concept which serve as appropriate
background to the present study. Chapter 4 will attempt to
establish the specific contents of self-theory that relate
to research in motivation and will present a model of
behavior intended to serve as a theoretical framework for
marketing research studies in consumer motivation. Chapter
5 will specify the methods, procedures, and relevant
hypotheses used in implementing the research design.

Chapter 6 presents a summary of the research and
discussion of the findings of the study. Chapter 7
summarizes the conclusions, presents suggestions for
further research, and discusses the marketing implications of

the information obtained from the research.



CHAPTER 2

THEORY RELEVANT TO SELF-CONCEPT RESEARCH

Frames of Reference

The term self has been treated by many theoreticians
from diverse and frequently opposing viewpoints. In fact,
all personality theories contain, either explicitly or
implicitly, a variant of the self-construct. It becomes
necessary, therefore, to classify the self-theory domain in
order to bring forth the specific meaning and scope of the
*self-concept" which will become the subject matter of this
study,

Kubiniec (1969, pp. 11-12) has made an important
contribution to self-theory literature by specifying the
diverse methodological frames of reference upon which dif-
ferent families of self-tbeurizing are based:

Three approaches in psychology may be delineated.
Associationism as represented in S-R theory, and
classical psychoanalytic theory are the two major
approaches. The S~R paradigm serves the experi-
mentalist; the psychoanalytic paradigm serves the
clinician. The third approach, variously labeled
"humanistic," "perceptual," "existential," or
"neo~Freudian," has only recently earned credence.
In part, this movement is a consequence of the
limited usefulness of the S-R approach in studying
complex behavior.

Whereas both associationism and psychoanalysis are
analytic and deterministic, the third approach,
referred to by Maslow as the "third force" (Maslow,
1962) is organismic and antimechanistic. This

7



force includes (1) the neo~Freudians, who emphasize
man's social and cultural rather than his biological
or instinctual nature, (2) the Gestalt or field
theorists and the organismic psychologists, who
emphasize the uniqueness and integrity of the
individual. This frame of reference requires
studying the organism as a whole, and considering
the phenomenon of interest a component of a system
rather than an isolated happening. “Since the
organism functions as a whole, he should be studied
as an organized whole" (Hall and Lindzey, 1957, p.
329, as cited in Kubiniec, 1969, pp. 11-12).

The “third force" further differs from associa-
tionism and classical psychoanalysis in that it (1)
emphasizes the study of men rather than animals,

(2) emphasizes the study of psychologically
*healthy" individuals, (3) is based on the belief
that the inner nature of man is inherently "good"
and becomes "bad" as a consequence of his environ-
ment, (4) emphasizes what man can become as well

as what man is, i.e., emphasizes potentialities as
well as actualities, (5) considers man active rather
than reactive, and (6) does not ignore the question
of values (Kubiniec, 1969, p. 12).

This approach does not ignore the influence of the
environment; rather, it maintains that the effect
of the environment on the individual is in part of
function of his unique view of it. "We act and
choose on the basis of what we see, feel, and
believe--when we are mistaken about things we act
in terms of our erroneous notions, not in terms of
things as they are" (Asch, 1952, pp. 64-65, as
cited in Kubiniec, 1969, p. 12).

Whereas the six aforementioned criteria serve to
characterize the works and thoughts of perceptually oriented
psychologists, it should be made clear that vast differences
exist in their conceptualizations. The two distinctive
characteristics that bring them together are, first, the
concern for studying the individual in his totality, includ-

ing in this totality the relevant aspects of the environment

regardless of whether these environmental stimuli may be



persons or objects or ideas that have relevant symbolic
contents which help in understanding the subject. The other
distinguishing factor is the humanistic overtone evidenced
in the ultimate orientations of perceptual psychologists.
These orientations tend to imply a purpose of alleviating
human suffering and prescribing optimal conditions (utopian
statements) about man's interactions with his environment.
It is important to note that many theoreticians classified
as belonging to the perceptual school have Strong orienta-
tions that are based either in associationism or in psycho-
analysis. The neo-Freudians, for instance, constitute a
group of theoreticians that has departed from classical
psychoanalysis. They have imbued their conceptualizations
with more humanizing and ennobling premises than those
Freudian theorv allowed by shifting the emphasis of their
theories from the mechanistic, sex-drive centered concepts
of Freud to more dynamic statements. The process of social
influence thus became more significant in the determination
of man's personality and in his level of adjustment to the
socio~psychological dimension in which his behavior is

circumscribed.

Phenomenology

A subset of third force psychology is the phenomeno-

logical approach to psychology. It grew as a reaction to

hypef—objectification in the discipline and, accordingly,



10
tends to emphasize the subjective impacts of consciousness
and experience upon individuals. Phenomenology, parsi-
moniously defined as "the theory or science of experience"
(Landsman, 1958, pP. 29), is traditionally associated with
four schools of thought: The first, called pure phenomen-
ology, was developed by Husserl (1952). "It is defined as
the first philosophy, basic to all sciences, which is a
systematic exploration of the realm of.consciousness,
bracketed off from physical reality. Its data are essences,
ideal concepts as distiﬁguished from concrete or real
objects, Its method is the epoche or the transcendental
reduction" (Landsman, 1958, p. 35). The second school may
be termed "the classical phenomenological psychology of Katz
and MacLeod which had its origin in 1911." It may be de-
fined as "a method for preliminary exploration of the world
of perceptual phenomena, involving principally an attitude
of ‘'disciplined naivet&' by the researcher to differentiate
perceptual phenomena more clearly" (Landsman, 1958, p. 30).
The third school, commonly known as existential psychology,
was proposed by Sonneman (1954). It can be regarded as "an
argument for a redirection of psychology toward a science of
man or a science of being, It severely questions the
assumptions of functionalistic psychology. 1Its data are
structural laws of phenomenal (personal) worlds. It is most

influenced by Binswager, Heidegger, and Husserl" (Landsman,



11
1958, pp. 32-33). The fourth school has been denominated
new phenomenological psychology.

[It] may be defined as a frame of reference for
understanding human behavior, which is concerned
almost exclusively with the perceptions of the
observed individual, the subject. It was developed
almost entirely independently of the other three
phenomenologies. 1Its major proponents are Snygg
(1941) and Snygg and Combs (1959). This position
eschewed external description of behavior in favor
of internalized (but not necessarily subjective)
concepts. While such an approach is in no way
entirely new to present day psychology, its organiza-
tion into a total frame of reference represented
Snygg and Combs' major departure. Reinforced by
the emerging importance of clinical psychology and
psychoanalysis, and client centered theory in
particular, Snygg and Combs argued in Individual
Behavior (1959) for understanding human behavior
from a phenomenological frame of reference--one
concentrating upon the perceptual world of the
subject~~in contrast to a frame of reference of
agreement amongst objective, externally observing
judges.

Among their major postulates are the self con-
cept, the phenomenal field, and the phenomenal self.
Perhaps their most important formulation is what they
describe as the basic, unitary, fundamental need:
the need for preservation and the enhancement of
the phenomenal self (Landsman, 1958, p. 31).

Some reasons for selecting the new phenomenological
approach as the specific frame of reference from which
theories will be drawn are, first, that the new phenomeno-
logical theories offer greater potential than alternate
approaches to produce significant findings in the relation-
ships among the relevant-motivational variables of buyer
behavior that could not be obtained through the use of other

theoretical formats. Second, it can be hypothetically

stated, based on observation of some buying behavior
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patterns, that purchasing decisions are not made by buyers
in reliance on analytical methods of rational decision
making but, rather, are made on some configuration of per-
ceptions related to their conception of self. Verbaliza-
tions such as "I like it," or "It isn't like me to wear
that," or "It turns me on" represent an intuitive approach
closely connected with the self-percept, Third, a category
of products and services characterized as "ego involved
products and services" already exists. Hcmes, automobiles,
dress, and personal care items like cosmetics appear to be
specially suited for research using self-concept based
designs. Finally, some specific theories in the new
phenomenological approach (Rogers, 1951) seem to be
specially suited for incorporation into a broader synthetic
model that may serve with greater effectiveness in accom-
plishing the theoretical tasks of describing, explaining,
and predicting buyer behavior patterns.

Therefore, the new phenomenological psychology will
constitute the conceptual matrix and the specific method-

ological frame of reference to guide the present study.

Rogers' Self-Theory of Personality

The specific theory selected for the purpose is
Rogers' (1951) self-theory of personality. It seems to

represent the most adequate theoretical statement for
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self-concept based motivational exploration and is, as well,
a respected theoretical statement of self-theory in
psychology:

For our specimen theory, we have selected Carl
Rogers*® formulation because it is the most fully
developed statement of self theory. Moreover,
Rogers has buttressed his speculations with an
imposing array of empirical supports.

Rogers' theory of personality represents a
synthesis of phenomenology as presented by Snygg
and Combs, of holistic and organismic theory as
developed in the writings of Goldstein, Maslow,
and Angyal, of Sullivan's interpersonal theory,
and of self-theory for which Rogers himself is
largely responsible, although he acknowledges a
debt to Raimy (1943) and Lecky (1945) (Hall and
Lindzey, 1957, pp. 459, 478).

Rogers has expressed his "Theory of Personality and
Behavior" in the following 19 propositions:

I. Every individual exists in a continually
changing world of experience of which he
is the center.

II. The organism reacts to the field as it is
experienced and perceived. This perceptual .
field is, for the individual, reality.

III. The organism reacts as an organized whole
to this phenomenal field.

IV. The organism has one basic tendency and
striving--to actualize, maintain, and
enhance the experiencing organism.

V. Behavior is basically the goal-directed
attempt of the organism to satisfy its needs
as experienced, in the field as perceived.

VI. Emotion accompanies and in general
facilitates such goal directed behavior,
the kind of emotion being related to the
seeking versus the consummatory aspects of
behavior, and the intensity of the emotion
being related to the perceived significance



VII.

VIII.

Ix.

X,

XI.

XII.

XIII.
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of the behavior for the maintenance and
enhancement of the organism.

The best vantage point for understanding
behavior is from the internal frame of
reference of the individual himself.

A portion of the total perceptual field
gradually becomes differentiated as the
self.

As a result of the interaction with the
environment, and particularly as a result
of evaluational interaction with others,
the structure of self is formed--an
organized, fluid, but consistent conceptual
pattern of the perceptions of character-
istics and relationships of the "I" or the
*me" together with values attached to these
concepts,

The values attached to experiences, and the
values which are a part of the self
structure, in some instances are values
experienced directly by the organism, and
in some instances are values introjected or
taken over from others, but perceived in
distorted fashion, as if they had been
experienced directly.

As experiences occur in the life of the
individual, they are either (a) symbolized,
perceived, and organized into some relation
to the self; (b) ignored because there is no
perceived relationship to the self-structure;
(c) denied symbolization or given a distorted
symbolization because the experience is in-
consistent with the structure of the self.

Most of the ways of behaving which are
adopted by the organism are those which are
consistent with the concept of self.

Behavior may, in some instances, be brought
about by organic experiences and needs which
have not been symbolized. Such behavior may
be inconsistent with the structure of the
self, but in such instances the behavior is
not “owned" by the individual
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XIV. Psychological maladjustment exists when the
organism denies to awareness significant
sensory and visceral experiences, which
consequently are not symbolized and
organized into the gestalt of the self
structure. When this situation exists,
there is a basic or potential pyschological
tension.

XV. Psychological adjustment exists when the
concept of self is such that all the sensory
and visceral experiences of the organism
are, or may be, assimilated on a symbolic
level into a consistent relationship with
the concept of self.

XVI. Any experience which is inconsistent with
the organization or structure of self may be
perceived as a threat, and the more of these
perceptions there are, the more rigidly the
self structure is organized to maintain
itself.

XVIX, Under certain conditions, involving primarily
complete absence of any threat to the self-
structure, experiences which are consistent
with it may be perceived, and examined, and
the structure of the self revised to assimi-
late and include such experiences.

XVIII. When the individual perceives and accepts
into one consistent and integrated system all
his sensory and visceral experiences, then he
is necessarily more understanding of others
and is more accepting of others as separate
individuals.

XIX. As the individual perceives and accepts into
his self structure more of his organic
experiences, he finds that he is replacing
his present value system--based so largely
upon introjections which have been distortedly
symbolized--with a continuing organismic
valuing process (Rogers, 1951, pp. 483-522),

Rogers summarizes his theory in the following con-
clusion:

This chapter has endeavored to present a theory
of personality and behavior which is consistent with



our experience and research in client centered
therapy. This theory is basically phenomeno-
logical in character and relies heavily upon the
concept of the self as an explanatory construct.
It pictures the end point of personality develop-
ment as being a basic congruence between the
phenomenal field of experience and the conceptual
structure of the self--a situation which, if
achieved, would represent freedom from internal
strain and anxiety, and freedom from potential
strain; which would represent the maximum in real-
istically oriented adaptation; which would mean the
establishment of an individualized value system
having considerable identity with the value system
of any other equally well adjusted member of the
human race (Rogers, 1951, p. 532).

The theory is aptly summarized in the following
statement:

The principal conceptual ingredients of Rogers'
theory are these: (1) the organism which is the
total individual, (2) the phenomenal field which is
the totality of experience, and (3) the self which
is a differentiated portion of the phenomenal field
and consists of a pattern of conscious perceptions
and values of the "I" or "me." The organism
possesses the following properties: (a) it reacts
as an organized whole to the phenomenal field in
order to satisfy its needs, (b) it has one basic
motive, namely, to actualize, maintain and enhance
itself, and (c) it may symbolize its experiences so
that they become conscious, or it may deny them
symbolization so that they remain unconscious, or it
may ignore its experiences. The phenomenal field has
the property of being conscious or unconscious,
depending upon whether the experiences that con-
stitute the field are symbolized or not.

The self, which is the nuclear concept in Rogers'
theory of personality, has numerous properties, some

of which are these: (a) it develops out of the
organism's interaction with the environment
(especially out of evaluations with others), (b) it

may introject the values of other people and per-
ceive them in distorted fashion (indicating the
selective nature of self perception), (c) the self
strives for consistency, (c) the organism behaves
in ways that are consistent with the self, (e)
experiences which are not consistent with the self
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structure are perceived as threats, and (f) the self
may change as a result of maturation and learning
(Hall and Lindzey, 1957, p. 478).

Rogers' theory represents an integration of some of
the most valuable concepts of contemporary researchers of
the perceptual school. His main purpose was the design of
a more valid conceptual framework for personality and for
clinical explorations. Propositions XIII to XIX contain an
outline of basic concepts for a method of psychotherapy.

The theory as a whole, however, appears to have sufficient
generality to function as a guide to the study of generalized
behavior, In a motivational context, the propositions allow
for the foundations of a theory of motivation supportive of
generalized as well as situation specific (role) behavior of

which consumer behavior, the focus of our interest, is a

modality.

The Self-Concept

Self-constructs, historically, have been attributed
with such a multitude of meanings and definitional overtones
that a perspective of the semantic controversy over the self
is necessary for adequate understanding of its meaning,

complexity, and implications.

Ego and Self
Personality theorists are in disagreement whether
the constructs of ego and self are dynamic equivalents or

fully differentiated entities. Some, like Allport (1943),
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do not make any distinction, whereas Chein (1944) argues
they should be separate and distinct. Others, like Symonds
(1951), support the distinction for the sake of describing
different aspects of the personality which are mutually

dependent on each other.

Subject and Object

The underlying theme of the ego-versus-self contro-
versy lies in the problem of whether one or the other con-
cept represents a group of psychological processes like
perceiving, thinking, and remembering in which case the

self (as process) is understood to be the subject, the

executor of psychological operations. Self as object is
purported to represent a person‘'s perceptions, cognitions,
feelings, attitudes, and evaluations of himself .as an
object; thus, it is consistent with the image a person has

of himself.

Self, Global or S?ecific

Another theoretical problem that arises is whether
the self is a general, integrated perspective that is con-
sistent across situations or whether there are several con-
cepts of self which are environmentally defined. The
organismic theorists (Lecky, 1951; Rogers, 1951) support the
former argument whereas the role theorists (Sarbin, 1953)
advocate the latter. The property of stability of self

refers specifically to this issue: The stable self would be
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the general self-concept that remains invariant across

situations; the unstable self would be situation specific.

Self~-Consistency
The notion of whether the self-concept changes over
time and what the rate of change might be are cause for
argument, There appears to be a consensus among self-
theorists that the self is consistent over time (Lecky,
1951; Snygg and Combs, 1959; Rogers, 1951). Lecky (1951)
made of self-consistency a fundamental need of the person-
ality:
Immersed in an environment which he does not and
cannot understand, the individual is forced to create
a substitute world which he can understand and in
which he puts his faith. He acts in consistency
with the conception, derives his standards of value
from it, and undertakes to alter it only when con-
vinced by further experience that it fails to serve
the goal of unity. Since this self made scheme of
life is his only guarantee of security, its preser-
vation soon becomes a goal in itself. He seeks for
the type of experience which confirms and supports
the unified attitude (p. 50).
The implication is clear that the nature of the
change of the self over time is evolutionary under normal
circumstances with the possible exception of a case where,

in a flash of insight, the individual can suddenly visualize

a new and improved self-structure.

Conscious or Unconscious Perceptions
A self-structure made by unconscious perceptions and

influences is typical of psychoanalytical theorizing. The
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perceptual phenomenological approach in contrast defines the
structure of self as made up of those perceptions and
attitudes of which the subject is aware. Rogers (1951)
admits to the possibility of unconscious experience, but
given that such experiences are not symbolized, they do not

become incorporated into the structure that forms the self.

Self-Report Versus Inferred Self

Phenomenological theorists propose that the concept
of self can only be obtained from the subject. Other
theorists' counterargument is that such a product cannot
adequately represent the self but is rather a self-report.
Theorists like Hilgard (1949) advocate what he has called
"the inferred self," which is obtained from inferences
collected from a panel of expert judges, based upon the
subject's observable behavior,

For the present study, the following characteristics
will be considered properties of the sélf—concept and will
be regarded as basic assumptions about the self:

The self will be considered both subject and object,
the subject representing the behaving organism capable of
implementing complex, dynamic psychological operations which
serve to direct behavior. The object will be the image that
the subject has of himself upon which the operations of the
behaving organism will be reflected: "The 'self' will be

conceptualized as both a subject and an object. As subject,
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it will provide theory; as object, it will be measured"
(Kubiniec, 1969, p. 34).

The self will be regarded as a global system of
perceptions which serves to organize experiences and is
relatively stable across situations. This means that some
elements of the self-concept may become more salient in
specific subsets of the phenomenal field while retaining
the same stable position within the self-structure,

The self will be assumed to be relatively stable
across time, Evolutionary change is considered to be the
normal occurrence while radical transformation of the self-
concept is regarded to be the exception.

The self will only incorporate into the self-
concept those perceptions of experiences of which he is
aware. Unconscious perceptions do not form a part of the
information matrix upon which the individual makes decisions
and therefore cannot influence his behavior directly.

The self will be expected to be adequately described
by the subject's self-report. This is consistent with
Rogers' (1951) Proposition VII: "The best vantage point for
understanding behavior is from the internal frame of refer-

ence of the individual himself" (p. 494).

Definitions of Self and Self-Concept

It has been considered of utility for understanding

the self and the self-concept to present an evolutionary
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perspective of definitions leading to those which have been
incorporated as conceptual bases of the present research.
The emphasis is therefore phenomenological and perceptual.

James (1890) labeled his version of self "the
empirical me" and it included "the sum total of all that a
man can call his~-~his body, traits and abilities; his
material possessions; his family, friends and enemies; his
vocations and avocations and much else" (p. 176).

Raimy (1948) developed a definition of self-concept
for the first time: "The self concept is the more or less
organized perceptual object resulting from present and past
self observation. . . . what a person believes about himself.
The self concept is the map which each person consults in
order to understand himself, especially during moments of
crisis or choice" (pp. 154-~155).

Snygg and Combs (1959) explain:

The self concept serves as a kind of shorthand
approach by which the individual may symbolize and
reduce his own vast complexity to workable and
usable terms. The self concept represents for the
individual his generalized self as the fifth grade
teacher may describe *'fifth grade children' in
terms of her experience of them. In using such
terms, she recognizes that the children she refers
to are quite different individuals, but to talk
about the group as a whole, it is necessary to
symbolize them in some fashion. Just so, the
individual uses the self concept as a symbol or
generalization of self which aids in perceiving
and dealing with self. It is his attempt to reduce
his self organization to its essence so that he may

be able to perceive and manipulate it effectively
(p. 127).
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The same authors define the self in the following
terms:

By the phenomenal self is meant the individual's
own unique organization of the ways of regarding
self; it is the Gestalt of his concepts of self.
Whereas the concepts of self about which we have
been speaking describe isolated aspects of the
person, the phenomenal self is the organization or
pattern of all those which the individual refers to
as "I" or "me," It is himself from his own point
of view. The phenomenal self is not a mere con-
glomeration or addition of isolated concepts of
self, but a patterned interrelationship or Gestalt
of all of these. It is the individual as he seems
from his own vantage point (p. 126).

Rogers (1951) defines the self in his Propositions
VIII and IX:

A portion of the total perceptual field gradually
becomes differentiated from the self,

As a result of interaction with the environment,
and particularly as a result of evaluational inter-
actions with others, the structure of self is
formed--an organized, fluid but consistent con-
ceptual pattern of perceptions of characteristics
and relationships of the "I" or the "me" together
with the values attached to these concepts (pp. 497-
498).

In a phenomenoldgical context, the most complete
and consistent definition found during the course of this
research and selected as the guiding definition for this
study, reads:

The self is a learned, phenomenological, in-
ferred system of perceptions within the psychological
makeup of the individual consisting of a constella-
tion of interrelated descriptions of and attitudes
toward himself and toward his environment, which
defines and regulates his behavior toward himself
and his environment (Kubiniec, 1969, p. 66).
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The self-concept can then be defined as the con-
figuration of the self (as defined above) represented as an

object to the individual.



CHAPTER 3
SELF-CONCEPT RESEARCH IN MARKETING

Imports of self-concept psychology into the market-
ing literature have been relatively recent in comparison
with inputs into marketing from other personality theories.
Most of the trait theories of personality have been
intensively used in marketing but with little success.
Self~related theories, however, seem to offer greater
potential, as Webster and Wind (1972) conclude:

The ability of the EPPS (Edwards Personal
Preference Schedule) to predict and explain
consumer buying behavior is quite limited, and
similar conclusions can be reached with regard

to most other comprehensive personality tests.

The usefulness of these tests in assessing the
personality of organizational buyers is, therefore,
quite doubtful, One possible exception is, how-
ever, tests designed to measure a person's self
concept (p. 91).

Kassarjian (1971, p. 415), in a survey of the
marketing research literature in personality and consumer
behavior, concludes that the dozens of studies and research
efforts in the personality domain studied by him may be
summarized in one word: equivocal. The reasons he provides
for this assessment are: (1) disregard on behalf of market-
ing researchers with respect to questions of validity and
reliability of the instruments used, (2) the application of

tests validated for specific subjects on specific

25
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populations to available subjects in general populations,
(3) poor conditions for administering test instruments in
the field, (4) distortion of the original instrument by
marketing researchers when adapting the instrument to
satisfy their particular needs, {5) the transplanting of
clinical instruments to measure consumer and market
phenomena, (6) use of a shotgun approach with no specific
hypotheses or theoretical justification, and (7) unrealistic
expectations of marketing researchers of the function and
influences of personality variables in consumer behavior
studies, since the emphasis is on prediction rather than
understanding and the expectation is that personality
instruments will account for a larger proportion of the
variance than it is reasonable to expect. Kassarjian's
recommendations are to develop marketing oriented instru-
ments based on theories and hypotheses of consumer behavior
and thé design of instruments that meet the methodological
rigor of scientific method so that consumer research will
becdme reliable and valid and meaningful to the problem in
focus.

It seems that Kassarjian's observations, although
valid for many research approaches that have been implemented
in consumer behavior, in the subset of self-theoretic
research the criticisms appear to be unjustified and unduly
severe, Most of the self-related research in marketing is

theoretically grounded and based on relatively meaningful
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hypotheses. The use of psychological instruments may be
justifiable when the clinical applications are not too
specific (as in an instrument exclusively designed to
identify and evaluate schizophrenia or similar psycho-
pathological states) and the potential usefulness of the
information gathered is significant in relation to the
associated risks.

Field information is usually laden with doubts
regarding its validity; however, its realism is usually
superior to that information that has been gathered under
carefully controlled conditions. High magnitudes of
uncertainty regarding the validity of intrapsychic informa-
tion is a problem pervasive to personality research in the
social sciences. Methodologically, most self-theoretic
research in marketing compares very favorably against most
other approaches and its results seem to indicate that
findings in this area have been obtained conscientiously
and honestly, |

The following description is a chronological
development of self-concept oriented research in consumer
behavior since its inception to the present. The account
éttempts to present objectively the modest origins and
development to the present state of the art and a brief
evaluation will be presented in order ﬁo show the relative
position of the present study in the existing literature as

well as the expected contributions from its undertaking.
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An interesting general statement that serves as a
starting point to position self-theory in marketing is made
by Alderson (1958) where he evaluates Rogers' theory as
being "the most useful synthesis to date of psychological

theory for marketing and advertising" (p. 19).

Product Symbolism and Self-Concept

A more formal and specific expression of the
importance of the self~-concept for marketing is stated by
Levy (1959):

A symbol is appropriate (and the product will be
used and enjoyed) when it joins with, meshes with,
adds to, or reinforces the way the consumer thinks
about himself, We are dealing here with a very
plain fact of human nature, In the broadest sense,
each person aims to enhance his sense of self, and
behaves in ways that are consistent with his image
of the person he is or wants to be. Prescott Lecky
has written an interesting essay on how people
behave in consistency with their self concepts, and
many businessmen could doubtless supplement his
observations with a number of their own,

Because of their symbolic nature, consumer goods
can be chosen with less conflict or indecision than
would otherwise be the case (pp. 119-120).

In very brief form, in this statement Levy sets the
stage for subsequent self-related consumer research by
defining the symbolic character of the product and its
relationship to the self~concept. 1In differentiating the
two images of the person as he is and as he wants to be,
the inference is that buyer behavior may be motivated by the

person's actual-self image or by his ideal-self image. The

quality of self-image consistency is also highlighted;
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although consistency of self is not a variable that performs
a significant role in subsequent marketing research studies,
it is usually regarded as an implicit assumption without
which self-theoretic research would become meaningless in
marketing if the self-concept were a highly dynamic, fre-
quently changing construct.

Attitudes Toward Self and Expressed
Preference for Cars

The first formal research effort of self-concept in
a marketing context was implemented by Jacobson and Kossoff
(1963, pp. 242-245), Their research objectives were to
compare the degree of readiness to accept small cars among
subjects that differed in attitude toward self or self
percept. Two hundred fifty adult subjects were chosen at
random to respond to an attitude questionnaire made up of a
l6~item Likert-type scale., On the basis of their responses,
subjects (Ss) were classified into three groups which were
labeled cautious—conservative, middle-of-the-roaders, and
confident explorers. The hypothesis in question was that
persons who consider themselves ready for challenge and
innovation are also persons who express more positive
attitudes toward the purchase of small cars. The statistic
employed was chi-square and the hypothesis was rejected when
the evidence supported the contention that "Ss with a
cautious—-conservative self percept were more likely to

express a positive attitude toward the purchase of small
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cars." The main conclusion of the study in the words of
the researchers is that "It is clear that there is a strong
and meaningful relationship between expressed attitudes
toward the self and expressed preferences amoag cars" (p.
245). The instrument used had a reliability coefficient of
.84 and systematic differences from random expectation were
all beyond the .01 level.of significance.

Use of Product Q-Sorts to Differentiate
Social Strata

A self-theoretic design with significant merit for
its marketing implications was developed by Sommers (1963,
pp. 200-216) in which Ss profiles of their perceptions of
self and of others were obtained by the use of Q-sorts con-
sisting of a list of 50 products to be used as descriptions
of self and others. The objective of the research was "to
design a research instrument for studying perceived product
symbolism so that this concept could be more easily applied
to practical marketing problems." More operationally, how-
ever, the research was undertaken to determine whether or
not the product Q-sorts "could actually differentiate
between members of two social strata that were labeled high
(upper middles) and low (upper lower and lower middle)."
The research was grounded in symbolic interaction theory as
presented in Shibutani (1961). |

The major hypothesis tested (HI) was: "Members of a

high stratum (H) describe self and others significantly
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differently from members of a low stratum (L)." Comple-
mentary hypotheses were:

HII: "Members of H are more accurate in perceiving
members of L than are members of L in perceiving those of
H."

HIIXI: "Members of L demonstrate greater agreement
in describing self than members of H."

HIV: "Members of H demonstrate greater agreement in
describing another than members of L."

HV: "Members of H demonstrate greater agreement in
describing another than in describing self."

HVI: "Members of a lower stratum, L, have fewer role
alternatives; therefore, they demonstrate greater agreement
in self description than members of H."

Hypotheses I and II were tested with product moment
correlations, and Hypotheses III, IV, V, and VI were tested
with Kendall's coefficient of concordance (W). The analysis
supported the acceptance of all the hypotheses. The con-
clusions supported the value of Q-sorts of products for
discriminating between criterion groups (social strata) and
the author related the value of this finding to the
aevelopment of marketing strategies: "The implications of
differential and accurate product perception concern the
marketing strategies of product differéntiation and market
segmentation, The fact that a Q-sort of products success-

fully distinguishes between strata (Hypothesis I) aids in
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the determination of strategies for items which are viewed
as common to both strata and which distinguish between

them, "

Relations Between Perception of Self
and Perception of Products

Birdwell (1964) developed an interesting study in
which the research objectives, stated in the form of
hypotheses were: "First, that an automobile owner's per-
ception of his car is essentially congruent with his per-
ception of himself." And second, "that the average per-
ception of a specific car type is different for owners of
different sorts of cars" (pp. 298-303). The research
design consisted of applying a 22-item semantic differential
scale to a sample of 25 new car buyers. These buyers
represented four groups of car owners. The cars involved
were: Renault, Thunderbird, Chevrolet, Oldsmobile,
Corvette, Cadillac, Ford, and Rambler. The test statistics
used in analyzing the déta were the "t" test, the Dixon-
Mood Sign Test, and an analysis of variance design using
Fisher's F,

The theoretical base from which the hypotheses were
aerived was Rogers' (1951) self-theory of personality. As
a result of the analysis, both hypotheses were accepted.
The major conclusions derived from the-study are that a
significantly high degree of congruity exists between the

- way that respondents perceive their car and themselves and
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that the average perception of a specific car type and
brand is different for several ownership classes,
Birdwell's (1964) implications to marketing are presented:

As a result of the highly significant differ-
ences found between the reactions of participants
to identical automobiles, it appears that an
individual's cognitive structure, his self image,
and his environment are major influences on his per-
ception of automobiles. It is impossible, however,
to state accurately the degree to which each of
these factors separately influences an individual's
purchase of an automobile., On the other hand, the
results of the study do indicate that some combina-
ticn of psychological and objective factors are
important determinants of automobile purchasing
behavior. What remains to be done is a study which
relates well received psychological variables, such
as the self, and objective demographic and environ-
mental variables, with product image in an effort to
predict brand choices (p. 303).

Relation of Consumer Perception of
Self-Concept and Brand Choice

Grubb (1965a, 1965b) attempted to develop in his
dissertation, a partial theory of consumer behavior based
on self-theory and symbolism. The research objective is
presented by the author: "“The proposed theory attempts to
explain consumer behavior through the psychological con-
struct of an individual's self concept, which is of value to
him and is formed through the interaction process with
parents, teachers, peers, and significant others" (1965a,
p. 20). The general hypothesis generated from the theories
was: "The consuming behavior of an individual through the
consumption of brands as symbols will be directed to the

furthering and enhancing of his self concept" (1965b, p. 420).
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Three operational sub-hypotheses were tested to determine
the relationship between brand choice in consumer groups and
their respective self-concepts:

Consumers of a brand of a product class perceive
themselves differently than do consumers of a
second brand of that product class.

Consumers of a brand of a product class perceive
their brand differently than do consumers of a
second brand of that product class.

For consumers of a particular brand, an associa-
tion exists between their self-concept and their
perceptions of that brand (Grubb, 1965a, p. 67).

The instrument used to test the hypotheses con-
sisted of a self-concept profile using 30 semantic differ-~
ential scales and a brand profile of 20 semantic differential
scales, The analysis involved the use of a "t" test; the
Wilcoxon matched pairs signed-ranks test was used in testing
for significant associations between the self-concept and
brand perceptions for five identical scales. The findings
supported the hypotheses and the theory advanced. Sig-
nificant marketing implications were suggested for improving
marketing strategy in market»segmentation and product
differentiation. Grubb's dissertation research appears to
provide a useful foundation for a marketing theory of con-
sumer behavior.

Relation of Self-Image and Product-Image
to Predicting Consumer Choice

Lamone (1966) made a doctoral dissertation with the

purpose of predicting consumer choice as a function of the
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relationships between self-image and product image. The
theoretical foundations of the study were based on Rogers'
(1951) self-~theory, the phenomenology of Snygg and Combs
(1959), and Lecky's (1951) theory of self-consistency.

The methodology was based on measures of self-image
and product image by means of semantic differentials (Osgood,
Suci, and Tannenbaum, 1957). Self-image was further divided
into present self and self-aspiration. The tests evolved
for hypothesis testing were (Fishef, 1942) analysis of
variance designs.

Four product categories and 11 brands within them
were used in the study: automobiles were used to represent
shopping goods and toothpaste, bath soap, and soft drink
brands stood as surrogates for convenience goods. For each
product brand preferences were obtained a priori of the
analysis. Protocols of the Guilford Zimmerman temperament
survey (Buros, 1970, p. 104) were obtained from 100 student
respondents for the purpose of comparison with the semantic
differentials. The hypotheses of the study were:

1. There is a difference between the preferred
brand and the not-preferred brand.

2. For a given product, those who prefer Brand A
perceive the product differently from those
who prefer Brand B.

3. The consumer's perception of self-aspiration is
more congruent to his perception of shopping
goods than to his perception of convenience
goods,
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4, Given the consumer's perception of self and

his perception of brands within a product

category, one can predict his brand choice.

5. There is a relationship between personality
characteristics (measured by the Guilford

Zimmerman Temperament Survey) and self-image

measured by the semantic differential and

this relationship is reflected in product-

image (Lamone, 1966, p. 46).

The findings suggested that significant differences
exist between preferred and not-preferred brands. Preferred
brands were found to be perceived more alike than different.
Congruence of self-aspiration with the perception of
shopping goods was found to be present. Prediction of con-
sumer choice was found to be possible by means of the
relationships between self-aspiration and the perception of
brands within a product category. A relationship was found
to exist between personality characteristics of the Guilford
Zimmerman Temperament Survey and the self-image. Presence
of this relationship was also found to be reflected in the
image of the product and in the predictions of the consumers'
choices.,

In reference to this study, a possible problem
exists in the use of the semantic differential, to which
Osgood et al. (1957, pp. 176-188) address themselves: The
semantic differential has been found useful in establishing
differences between respondents. The capability of the

measure for differentiating among concepts has been ques-

tioned by the originators of the instrument; while a high
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degree of stability was found in measuring the relationships

among individual scales across Ss, when measured across

concepts the individual scales (specially evaluative scales)

exhibited a tendency to shift their meaning relationships,

implying, thereby, a definite degree of risk in assuming

that concepts are comparable when measured by semantic

differentials,

A Symbolic Interactionist Model
of Consumer Behavior

Grubb and Grathwohl (1967) outlined their Model of

Consumer Behavior in the following manner:

Consumption of Symbols: A Means to Self Enhancement
An individual does have a concept of himself.
The self concept is of value to him.

Because this self concept is of value to him,
an individual's behavior will be directed
toward the furtherance and enhancement of his
self concept.

An individual's self concept is formed through
the interaction process with parents, peers,
teachers, and significant others.

Goods serve as social symbols and, therefore,
are communication devices for the individual.

The use of these good-symbols communicates
meaning to the individual himself and to others,
causing an impact on the interaction or the
interaction processes and, therefore, an effect
on the individual's self concept.

Prediction of the Model

Therefore, the consuming behavior of an indi-
vidual will be directed toward the furthering
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and enhancing of his self concept through the
consumption of goods as symbols (pp. 22-27).

The authors outline the need for further research in
specific situations to determine "whether self enhancement
involves a conformity concept or an ideal self-image con-
cept" (p. 26). The implication is that for specific in-
stances of consumption either the self-concept as presently
perceived or the ideally perceived self-concept could be the
chief motivator of behavior (Banghman and Schlager Welsh,
1962), Concluding, it seems that a theory of consumer
motivation is implicit in the Grubb and Grathwohl scheme,
nevertheless, the theory remains open to validation.

Self-Actualization Scores and
Product Perceptions

Based on Rogers' (1951) self-theory and Maslow's
(1954) hierarchy of needs, Hamm (1967, pp. 275-276)
attempted to develop a measure of self-actualization by the
determination of the difference of ideal-self and present-
self scores., |

His research objectives were to: (1) develop a
group of products which can be used to describe individuals
who are at different levels of self-actualization, (2)
develop an order of importance of the products relied upon
by individuals at different levels of self-actualization to
describe themselves, (3) determine if people may be grouped

by their level of self~actualization, and (4) correlate data
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collected which suggests that delineated self-actualized
groups differ in product perception of themselves. The
major hypothesis to be tested in the study was defined:
“Consumers who have been able to obtain a high level of
satisfaction of the self-actualization need will have
different product perceptions than will those consumers who
have only been able to obtain a low level of satisfaction
of this need" (p. 276). Subjects in the sample were
divided into three groups: HSA, MSA, and LSA, which repre-
sented differing levels of high, medium, and low self-
actualization, respectively. The findings revealed no
significant differences among the three self-actualization
classes on socioeconomic factors. In product perception,
however, significant differences were reported between the
HSA and the LSA groups. In this particular study, the
quantitative mode of analysis on the specific statistics
used wés not published. The criteria for establishing the
significance of the findings were unclear. Fortunately, an
expanded version of this study was published at a later date

which will be reviewed in forthcoming pages.

Perception of Self and Brand Selection

A particularly interesting study was implemented by
Grubb and Hupp (1968); the research objective was "to
develop a methodology that would better test the relation-

ship between consumers' self-concepts and relevant aspects
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of their consumer behavior in terms meaningful to marketing
theoreticians and\practitioners. It was hoped that testing
the methodology would provide substantiation of the rela-
tionship between the self concept and consumer behavior"

(pp. 58-~59). The theoretical foundation of the study was
grounded in the consumer behavior model reported by Grubb

and Grathwohl (1967). The hYpotheses derived from the

theory were: (1) Consumers of a specific brand of a product
would hold self-concepts similar to the self-concepts they
attribute to other consumers of the same brand. Further

(2), consumers of a specific brand would hold self-concepts
significantly different from self-concepts they attributed

to consumers of a competing brand. If the person's refer-
ences would accept this association, confirmation and en-
hancement of the person's self-concept would result., The
design consisted of selecting the student owners of Volks-
wagens and of Pontiac GTO automobileé in The University of
Nebraska as Ss for an experiment consisting of evaluating a
list of 16 reactives for the purpose of obtaining from each

S measures of "his self-concept, his perception of the self-
concepts of Volkswagen owners, and his perceptions of the
self-concepts of Pontiac GTO owners" (Grubb and Hupp 1968, p.
60). In general, the findings partially supported the hypoth-
esis implying that consumers of different brands in a product
class tend to see themselves as having different self-concepts.

Also, consumers of a specific brand tend to attribute to
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themselves, and others who consume the same brand, similar
self-concept characteristics as well as having definite
perceptions of the self-concepts of those consumers of
other brands.

Congruence Between Self Images
and Product Brands

Dolich (1969) did a study designed to test relation-
ships of congruity between self-concept and perception of
products as symbols. The research objective was to find
~.out "whether individuals accept brands with images similar
to the self-concept and reject brands with images dis-
similar to the self-~concept" (p. 80). The theoretical
base of the study was Rogers' (1951) self theory of per-
sonality and reference group theory as presented by Bourne
(1963) . With these frameworks in mind, three hypotheses
were evolved:.

1. Self-concept congruence is greater for most
preferred product brands than for least
preferred product brands.

2. Self-concept congruence with socially consumed
products differs from self-concept congruence
with privately consumed products.

3. Real-self image congruence with product brands
differs from ideal-self image congruence with
product brands (Dolich, 1969, pp. 80-81).

A test instrument made of semantic differential
scales was applied to 200 University of Texas students from

which measurements of real-self, ideal-self, and four

products with two categories for each (brand most preferred
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and brand least preferred) were obtained. The products
(beer, cigarettes, bar soap, and toothpaste) were further
dichotomized into two types of products, the two former
being considered as socially consumed products (used in the
presence of others) and the two latter considered as
privately consumed products. Comparisons between two
scales were measured by the absolute arithmetic differences
among scores in each scale of the semantic differentials,
The ten variables were placed into a 4 products x 2 brands
x 2 self-concepts factorial analysis of variance matrix in
which F ratios and t values were obtained for evaluating
the hypotheses. The results indicated support for hypoth-
esis 1; for hypothesis 2 differences between products in the
brand-most-preferred category were found to be statistically
similar, whereas significant differences were found between
products in the brand-least-preferred category. Hypothesis
3 was supported in gene:al and for male Ss; females, how-
ever, demonstrated statistical similarity between their
real-self congruence with brands and their ideal-self con-
gruence with brands. Therefore, the null hypothesis could
not be rejected for females. In terms of brand-most-
preferred, only for bar soap male Ss indicated to have
significant differences between their real-self and ideal-
self concept scores, whereas for brand;least—preferred, both
the total sample and male Ss indicated statistical sig-

nificance in the difference between real-self and ideal-self
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congruence for all products. The conclusion of the study
was that the findings provided support for congruence rela-
tionships between self-concepts and brand percepts.

Hamm and Cundiff (1969, pp. 470-472) extended the
Hamm (1967) study by presenting the analytical rationale
used tottest self and ideal percepts for high and low self-
actualization groups (HSA and LSA) of housewives who
responded to a 50-product Q-sort to serve as a basis for the
determination of self-actualizing scores. In this study,
two hypotheses were presented. The first null hypothesis
was: "There is no significant difference in the way the
members of the HSA (LSA) class perceive products." This
hypothesis was tested by means of Kendall's (1955) coeffi-
cient of concordance (Kendall's W). W scores of .339 for
HSA, .335 for MSA, and .268 for LSA were obtained and, based
on their absolute arithmetic differences, they inferred
support for the hypothesis since the W statistic is in-
appropriate as a test of significance of differences among
scores.,

A second hypothesis was developed and tested by
means of product-moment correlation coefficients. The null
hypothesis expressed was: "There is no difference in
product perceptions between the HSA and LSA groups in the
way they perceive their self-actualizing." A self-
correlation score of .606 compared with an ideal-self

correlation score of ,212 provided support for the rejection
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of the hypothesis at the .05 level of confidence. The study
concludes with a tentative item-by~item analysis of the
products in the Q-sort and its implications to marketing
strategy. In this particular study, it is worthy of mention
that the construct validity of the self-actualizing scores,
as well as the appropriateness of their statistical pro-
cedures, are of questionable usefulness in respect to their
accomplishment of reducing uncertainty in self-actualization
and product-perception relationships.

Need for Achievement, Self-Concept,
and Product-Perception

Landon (1971) made a dissertation study that has
special relevance to motivation. The objective of the study
was to provide a better understanding of the role of per-
sonality (i.e., need for achievement in the consumption
process). The research design consisted of applying the
Mehrabian measure of need achievement (n ach) to 360 under-
graduate students of both sexes. Ratings of products for
measuring self and ideal-self images were also obtained.
Subjects were divided at the median to generate two groups:
high n ach and low n ach, which were tested for differences
By using two~class discriminant analysis and the Multi-
variate Mahalanobis D2 statistic to test the hypotheses.
The findings provided support of significant differences in
the ways that self and ideal~-self image were rated by both

sexes, Whereas high n ach males did not show a larger
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predicted discrepancy between self-concept measures, high
and low female n ach groups did differ significantly from
one another but the directions of the differences were
found to be inconsistent. Males of high and low n ach
groups were found to have different expectations of the
products they planned to buy. However, the groups did not
differ in the expected timing of their planned purchases.
The female groups presented the opposite tendency, in that
they did not differ in the products they planned to buy.

Yet the two groups did vary in terms of the expected time of
their purchase. The high n ach male group was character-
ized for buying a greater number of masculine types of
products. Females of the low n ach group planned to buy the
same products sooner than the high n ach group. Males and
females rate products differently in terms of their self-
concepts, but sex alone is not a sufficiently powerful pre-
dictor of purchase. Some products were found to be more
sensitive to n ach differences, through the findings of
discriminant analysis. The author's conclusion is that
personality (specifically n ach) influences product per-
ception via self images and ideal-self images. The only
criticism that can be made of this study is that need for
achievement seems to be too specific a concept to serve as

proxy for the totality of the personality construct.



46

Relationships Among Self, Friend,
and Store Percepts

Dornoff and Tatham (1971) did a study which related
real-self, ideal-self, and best-friend images to the images
of a supermarket, a department store, and a specialty
store. The research objective was to test for congruity
relationships between personal images and the store images.
The theoretical base for the study was Rogers' (1951) self-
theory from which the following hypothesis emerged: "An
individual's perscnal image is congruent with his image of
his most preferred retail store. Further, the three facets
of an individual's personal image are congruent with the
most preferred retail store. However, the congruence is
based upon differing aspects of personal image and store
image" (Dornoff and Tatham, 1971, p. 34).

Eighty-four Ss responded to a semantic differential
instrument consisting of three personal- and three store-
image reactives to be rated over 28 bi-polar adjective
scales each, To test for the congruity phase of the
hypothesis, the Dixon-Mood sign test was used; as a test
for differentiating the sources of congruence, the Wilcoxon
Matched Pairs Signed Ranks test was employed. The findings
of the study gave support for the hypothesis having found
significant levels of congruence for all images and at the
same time, however, it was found that for real self and

image of best friend, the store image ranked higher than
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the personal image, whereas in the ideal self, the personal
image ranked higher than the store images. This study was
interesting because of the clarity and unity of its findings.
On the theorizing, however, the authors propose to amend
Rogers' (1951) self-theory by introducing the image of best
friend into the perceiver's phenomenal field. It should be
emphasized that the authors did not modify the Rogerian
schema. The only thing they did was to lend salience to the
image of best friend which, according to Rogers' theory,
legitimately belongs in the phenomenal field. Another
interesting comment was the mention by the authors that
"Individuals perceive their environment in ways that re-
inforce their self image. Rogers' terminology does not use
the term ‘'reinforcement' as defined by S-R theory; rather,
the correct meaning implied is that individuals perceive
their environment in ways that are consistent with the
self" (p. 40).

Consumption Patterns and
Personality Traits

A dissertation by Martin (1972) undertook an ex-
ploration of the relationship between consumption patterns
measured by product Q-sorts and personality traits measured
by psychometric instruments. The study was based on the
theory of symbolic interactionism (Mead, 1934) which was

directed to test the hypothesis that groups of individuals



48
defined by similarity of their self-concepts can be
differentiated as a function of personality variables.

The methodology involved a sample of 223 students
of Texas universities, 109 males and 114 females. Sexes
were tested separately. Self-concept Q-sorts, based on
product Q-sets, were used as basic measures of consumption
patterns. Personality trait measurements were based on the
variables of the adjective self-description (Veldman and
Parker, 1970) and the study of values (Allport, Vernon, and
Lindzey, 1970).

The self-concept Q-sorts were subjected to a cluster
analysis (Ward, 1963) from which four clusters were identi-
fied for males, three for females,

Modal responses, of the identified clusters, for the
variables in the two psychometric instruments were tested
with univariate F tests (Fisher, 1942) and measures of
overall differentiation of clusters were tested by the
Wilks' (1932) Lambda statistic. An attempt to predict
cluster membership, as a function of score patterns of Ss on
the psychometric protocols, was also implemented by means of
linear discriminant analysis. The findings expressed
moderate levels of success the most significant of which
were differences among clusters with lambdas beyond the .0l
level of significance. The linear discriminant analysis was
successful in predicting correctly 58% of the cluster

membership of Ss in both samples.
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In general, inconclusive results were reported.
There was sufficient evidence, however, to support the
feasibility of the relationship between self-concept Q-sorts
and personality traits as a potential device for predicting
consumption patterns.

Personality and Implicit
Behavior Patterns

In response to Kassarjian's (1971) evaluation of
personality theories in marketing, Greeno, Kernan, and
Sommers (1973, pp. 63-69) made a research study that coupled
the use of Q~sorts with psychometric and socioeconomic
measurements. The purpose of the study was to demonstrate
that consumer behavior patterns, based on self theoretic
concepts (Q~-sort arrays) can be associated with personality
variables, based on trait theory. One hundred ninety house-
wives served as Ss and responded to two Q-sorts, one self
and one ideal-self, and to four variables from the Gordon
Personal Profile (ascendancy, responsibility, emotional
stability, and sociability).

Cluster analysis (Ward, 1963) was used to segment
the sample into six groups which defined by their Q-sort
arrays six different behavior patterns. The Gordon per-
sonality trait scores for group members were used to find
out if the trait measures were consistent for members
within clusters and different among clusters. Analysis of

variance was used to test for differences among mean cluster
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scores, Ascendancy was found to be significantly different
among clusters at the .02 level. The remaining variables
did not show inter-cluster differences. Self-ideal correla-
tions, however, exhibited overall significance at the .01
level, Intercorrelations significant beyond the .05 level
were found between ascendancy and 18 of the 38 Q-sort
products, 17 correlated with responsibility, five with
emotional stability, and ten with sociability. The authors
concluded that a number of housewife types were determined
that were different in an intercluster sense and logical in
a behavior pattern personality sense, The socioeconomic
measurements obtained permitted identification of clusters
as segments, A final comment of importance was that the
findings suggested that persoﬁality as well as behavior
needs to be treated as a whole concept, and that parts of
the instruments used to measure molar personality or molar
behavior may not yield findings closely related to the
totalities that concepts like personality or behavior

purport to represent,



CHAPTER 4
FOUNDATIONS FOR A SELF-THEORY OF MOTIVATION

The current analytical experimental tradition in
research seems to have exerted a strong influence among
scholars to develop designs where behavior is broken up to
identify the many variables that make up the decision making
mechanism of the subject, followed by a hypothetical specifi-
cation of the relationships among such variables in order to
culminate in a structure that will subsequently be tested by
further studies, The ultimate goal in marketing research is
to develop a valid and reliable model that will be useful in
assisting researchers and practitioners in describing,
explaining, and predicting what present or potential buyers
do or will do in the future,

Most buyer-behavior research seems to be presently
involved in the testing of the variables and their relation-
ships in the structures of various models. Progress in
arriving at an integrated and validated model of buyer
behavior appears painfully slow and present costs of
develbpment seem to far outweigh the present benefits.
Although continued research effort is needed in this
research modality, because of its great potential contribu-
tions, alternative approaches to the problem of buyer

51
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behavior seem to offer great promise. One approach that
holds special promise is a holistic-organismic approach to
the study of molar units of buyer behavior.

It is proposed that by studying the whole perceptual
system of the individual in relation to his environment,
significant information regarding the structure of his
purchasing decisions will be obtained. The present study
will focus, furthermore, in an exploratory attempt to
obtain information that will significantly contribute to
reducing uncertainty regarding buyer motivation. It is
believed that research in the motivation domain will con-
tribute to narrowing the gap that exists in the literature
in reference to important explanatory concepts that may be
useful in understanding the purchasing related actions of

buyers,

Motivation Defined

For a definitional statement of motivation,
Atkinson (1964) has propocsed:

A theory of motivation is introduced to explain the
purposive characteristics of molar behavior. It
should account for the expression of selectivity,
preference, or direction in behavior that is
governed in some way by the relation of particular
actions to an objectively definable consequence,
end or goal, and for the tendency of action, once
initiated, to persist until the end, or goal, is
attained (p. 3).
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A Phenomenological~Interactional Model
for Motivation Research

In order to arrive at an understanding of the
motivations underlying the modal behavior of buyers, it
becomes necessary to adopt a model that will represent the
hypothesized behavior under study for the purpose of guiding
the research effort. Such a model can be brought forth by
making the findings of several theorists converge into a
structure which will have power to describe and direct to an
understanding of the motivations of buyers. The basic
schematic representation of the variables in question was
outlined originally by Warner (1959, p. 463) and subse-
quently applied to consumer behavior research by Grubb

(1965a, p. 43) and Grubb and Grathwohl (1967, p. 25) as in

Figure 1.
Individual L ———— d-erwrrmme——==> | Audience Bl
A (desired reaction to enhance

individual's self concept) —=7

2
\\} Symbol X e

1Parents, teachers, peers, or significant others.

2Product, brand, or store.

Figure 1., Relationship of the consumption of goods as
symbols to the self-concept -~ Source: Grubb and
Grathwohl (1967, p. 25).
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The authors explain Figure 1 as follows:

Individual A purchases and uses Symbol X, which has
intrinsic and extrinsic value as a means of self
enhancement. The intrinsic value is indicated by
the double headed arrow a, while the extrinsic
values are indicated by the arrows b, ¢ and 4. By
the use of Symbol X, an individual is communicating
with himself; he is transferring the socially
attributed meanings of Symbol X to himself. This
internal, personal communication process with Symbol
X becomes a means of enhancing his valued self
concept. This private and individual symbolic
interpretation is largely dependent on one's
understanding of the meaning associated with the
product. Though the individual may treat this
process in a private manner, he has learned the
symbolic meaning from public sources.

By presenting Symbol X to Audience B, which may
consist of one or more individuals from parents,
peers, teachers or significant others, the individual
is communicating with them. Double headed arrows b
and ¢ indicate that in presenting Symbol X to
Audience B, Individual A is attributing meaning to
it, and that in interpreting Symbol X, the relevant
references in Audience B are also attributing to .
the Symbol, If Symbol X has a commonly understood
meaning between Individual A and the references of
Audience B, then the desired communication can take
place and the interaction process will develop as
desired by A. This means the behavior of the
significant references will be the desired reaction
to Individual A (as shown by arrow d) and, therefore,
self enhancement will take place (Grubb and Grathwohl,
1967, p. 25).

The above discussion points to the need of using
socio~cultural variables in order to understand an indi-
vidual's behavior as well as the decisions that it implies,
for the satisfactions obtained by the intra-psychic
experiences of individuals are partially determined by the
structure of meanings implicit in the culture as well as
the behavioral responses obtained from others in reference

to the individual and the said semantic structure.
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For the purposes of the present study, an expanded
version of the above diagram is proposed in Figure 2 along

with a suggested reinterpretation.

Significant
Others

Phenomenal Field

Figure 2, Symbolic interactional model for motivational
analysis.

The variables specified are:

1. Thé phenomenél field which represents the environ-
ment where the material objects, persons, and
actions relevant to the individual (represented by
the self) interact, as well as where the symbolic
contents of meanings, values, and beliefs regarding
the mentioned objects, persons, and actions are

defined. An operational definition for the
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phenomenal field is suggested by the definition of
culture as expressed by Kroeber and Parsons (1958):

Culture refers to the transmitted and

created content and patterns of values,

ideas, and other symbolic-meaningful

systems as factors in the shaping of

human behavior and the artifacts produced

through behavior (pp. 582-583).
The self represents the behaving organism, object of
study. The operational definition of the self is
his concept of self given a condition or set of
conditions that specify the relevant field.or
aspect of the field to which his self is related.
Significant others are the persons in the field
whose behavior and symbolic response to the indi-
vidual (self) are a source of "significance" in
reference to the behavior being investigated. This
significance in turn provides stimuli for subsequent
decision making and behavioral adaptation.
The symbol can be an object, action, or idea that is
significant in terms of behavioral adaptation in
relation to the behavior under study. It is impor-
tant to specify along with identification of the
symbol (which in reference to buyer behavior may be
a product, brand, service, or store) the meanings
associated with the symbol that specify its

physical, social, and economic functions to self

and significant others.
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The interactionai system (represented by arrows Aa,
Bb, Cc, Dd) defines the processes of communication
that take place among self, symbol, and significant
others, Solid arrows labeled A, B, C, and D repre-
sent behavior initiations from a source to its
corresponding destination (such behavior may be
either an observable act or an observable psycho-
logical process like perceiving, learning, evaluat-
ing). Broken arrows labeled a, b, ¢, and 4 repre-
sent information feedback to the source after an
instance of interaction with the object of the
communication, This feedback represents relevant
contents of meanings that permit the source to

arrive at a psychologically meaningful conclusion.

A Motivational Framework

Buyer~-behavior patterns can be defined as culturally

constituted adaptive mechanisms through which individuals,
by performing a set of socially prescribed activities and
symbolic operations invested with regularity, gain access
to goods, services, or symbols that provide them with an
increased capacity for self-enhancement. Society, at the
same time, obtains, by the completion of buyer-behavior
patterns, penalties or rewards that have the effect of
enhancing or deterring its capacities to fulfill its

functions, It follows, therefore, that representatives of
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the social interest (significant others) have a cause to
sanction buyers' actions and impose on their behavior and

decisions a set of requirements.

The Phenomenal Field

Culture presents individuals with a set of require-
ments that they must fulfill; at the same time culture pro-
vides individuals with the means for fulfillment. Spiro
(1969) presents a discussion which illustrates the necessity
for taking culture into account so that human behavior may
be meaningfully explained:

Theories which attempt to explain the operation

of social institutions, either in terms of their
efficient causes or their functional (particularly
their latent) consequences, must necessarily include
personality variables as explanatory concepts
because, as I have attempted to show elsewhere
(Spiro, 1961), these institutions provide cul-
turally approved and/or prescribed means for the
satisfaction of personality needs, and these, in
turn, provide the motivational bases for the per-
formance of the roles which comprise these institu-
tions, Hence, if the social function of per-
sonality--it has others--consists in the contribu-
tion it makes to the maintenance or persistence of
a society, and if the psychological function of
social systems~--they have others--consists in the
contribution they make to the maintenance of
personality, the unique task of culture and
personality, as a theory of social systems, is to
explain their operation in terms of personality
dynamics, and to explain their social (not merely
their psychological) functions by reference to
their capacity for the gratification and frustra-
tion of personality needs.

This is, however, a most difficult task. Human
social systems are necessarily culturally consti-
tuted systems; and although culture may be viewed,
in evolutionary perspective, as man's unique and
crucial mechanism for adapting to nature and
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adjusting to other men, it is at the same time a
new environment to which man must adapt and
adjust. In short, culture is both an instrument
and an object; it contributes to social adapta-
tion and adjustment and at the same time it
constitutes an object for adjustment. Hence, any
analysis of human, that is, culturally constituted,
social systems must explain how man adapts to the
demands of culture--with all the conflict attendant
upon the process--at the same time that he uses
culture for the purpose of adaptation (pp. 160-
161),

Culture, therefore, defines what constitutes goals
and needs for individuals as well as behavioral alternatives
of more or less self-enhancing potentials. Hence, it seems
reasonable to conclude that the phenomenal field consti-
tutes a source of influence that provides individuals with
reasons to behave in specific fashions (motivations). In
buyer-behavior terms, such instances may be explained in
normative statements like: You should buy a birthday present
for your son; you should buy a new car every year. The
self~enhancing consequences of acting on such prescriptions
are that the individual has a basis for saying to himself:

I am a good father; I am a successful executive by having

exhibited behavior patterns consistent with cultural norms.,

The Self
In order to present the functioning of the self from
a motivational viewpoint, Rogers' (1951, pp. 483-522) self-
theory of personality will be called on to provide the bases
for an understanding of an individual's motivations. The 12

relevant propositions in the theory are:
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Every individual exists in a continually changing

world of experience of which he is the center. The

world of experience represents the phenomenal field
or perceptual field of the subject. The nature of
the changes in the perceptual field is twofold: On
one hand, the environment does change in a physical
sense. On the other hand, the subject perceives
environmental change as a result of new needs which
constitute internal experiences. The subject also
can adopt new behavior patterns, external experi-
ences which will produce a modification of his
relationships to the field.

The organism reacts to the field as it is experi-

enced and perceived. This perceptual field is for

the individual "reality." It is not the world of

concrete facts but rather the individual's system
of perceptions about the "real world" which consti-
tutes the criterion and foundation for his decision
making and behavior,

The organism reacts as an organized whole to this

phenomenal field, This proposition reflects the

systemic properties of behavior where the totality
of the person responds to the perception of the
environment.

The organism has one basic tendency and striving--to

actualize, maintain, and enhance the experiencing
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érganism. This is the central motivational state-
ment of the Rogerian schema. The individual is
motivated to maintain, actualize, and enhance his
"self" and the definition of such tendency is
expressed in his perception of his experiences of
his goals, his capacity and the opportunities in
his environment, such opportunities being facilitated

or inhibited by his social milieu and his culture.

Behavior is basically the goal directed attempt of

the organism to satisfy its needs as experienced, in

the field as perceived. Underlying the search for

self-enhancement is a system of needs which serves
as a short-run plan supportive of self enhancement.
Under this plan, need satisfaction becomes the goal
of behavior and the criteria for selecting specific
courses of action become the self-enhancing conse-
quences of the behavioral alternatives given per-
ceived opportunity in the field for effective
realization of such alternatives.

Emotion accompanies and in general facilitates such

goal directed behavior, the kind of emotion being

related to the seeking versus the consummatory

aspects of the behavior, and the intensity of the

emotion being related to the perceived significance

of the behavior for the maintenance and enhancement

of the organism. Once a specific course of action
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is selected, it becomes laden with emotional
investment, the magnitude of which tends to repli-
cate the perceived significance of need satisfac-
tion (the goal) as a contributor for self-
enhancement. This level of investment tends to
account for the intensity and persistence of the
behavior while seeking the goal. If the goal is
attained (success), the meaning and value of the
emotional investment is attached to the product of
the behavior, thereby producing satisfaction which
is self-enhancing. If the goal is not attained, a
sense of loss ensues (failure) which tends to be
perceived as a threat to self-enhancement; a state
similar to that of cognitive dissonance which
increases the probability of the individual acting
in defense of his self-concept. In Figure 2, goal-
seeking behavior accompanied with emotion is repre-
sented by solid arrows A, B, C, and D; the perceived
consequences of the behavior are represented by
broken arrows a, b, ¢, and d.

The best vantage point for understanding behavior is

from the internal frame of reference of the indi-

vidual himself. This statement suggests that the

best data for understanding the motivations under-
lying behavior are those which come from the internal

system of perceptions of the individual.



8.

63

A portion of the total perceptual field gradually

becomes differentiated as the self. The concept of

differentiation as a process by which some elements
of the field acquire saliency and become figure
whereas other elements lapse into ground, is the
mechanism through which the structure of self
evolves. This same mechanism accounts for the
phenomenon of selective perception to be discussed
in proposition 11.

As a result of interaction with the environment, and

particularly as a result of evaluational interac-

tions with others, the structure of the self is

formed-~-an organized, fluid, but consistent con-

ceptual pattern of perceptions of characteristics

and relationships of the "I" or the "me," together

with the values attached to these concepts. This

statement defines the self and introduces the need
to incorporate significant others and culture into
the model as sources of perceptions that shape the
character of self and its relationships with the
environment. This statement also allows for the
incorporation of the concepts of the theory of
symbolic interactionism (Mead, 1934) in order to
enhance the power of a model of buyer motivation by
introducing social-psychological and sociocultural

variables for describing, explaining, and predicting
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the reasons why buyers behave as they do. Rogers'
(1951) theory represents a broadening of symbolic
interactionism in that it allows for an indi-
vidual's interaction with elements of the environ-
ment other than persons; the individual has the
capacity to interact with significant symbols, e.g.,
products--so that he may obtain self-enhancing
consequences as a product of relating his self to
the symbols' attached meanings and values.

The values attached to experiences, and the values

which are a part of the self structure, in some

instances are values experienced directly by the

organism, and in some instances are values intro-

jected or taken over from others, but perceived in

distorted fashion, as if they had been experienced

directly, Culture is the matrix of meanings and
values that pervades the perceptual field. Although
these meanings may be symbolized in distorted
fashion, Rogers allows for a mechanism of reality
testing which allows the self to verify its per-
ceptions with empirical evidence so that behavior
which depends on the perceptions of relationships
between the self and the perceptual field may be
realistic. |

As experiences occur in the life of the individual,

they are either (a) symbolized, perceived, and
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organized into some relationship to the self, (b)

ignored because there is no perceived relationship

to the self structure, (c) denied symbolization or

given a distorted symbolization because the experi-

ence is inconsistent with the structure of the self.

This is a representation of the mechanism of
selective perception where the individual differen-
tiates his experiences by allocating significance
to them depending on the meaning and value such
experiences have in relation to the self and the
perceptual field. Those experiences which are
denied symbolization have no meaning and value to
the individual and, therefore, escape his awareness.
That is to say, such experiences would be classified
as "unconscious" to the individual and would not
become incorporated into his self structure.

Most of the ways of behaving which are adopted by

the organism are those which are consistent with the

concept of self. The property of self-consistency

is most important to a theory of motivation since it
provides for regularity of behavior patterns and a
criterion by which possible courses of action, if
self-consistent, are likely to have a higher
probability of being exhibited; those behavioral
alternatives which are self-inconsistent would tend

to be avoided, extinguished or modified into a
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symbolization which has a greater consistency with
the concept of self. The proposition of self-
consistency also lends itself to deduce that a
life-style is a configuration of behavior patterns
that are consistent with the self-concept of the
individual. It may, therefore, be concluded that
the assortment of goods and services acquired by an
individual by purchasing actions is representing
the meanings and values of those purchasing alterna-
tives that have greater consistency with the

individual's self-concept.

Propositions 13 through 19 are present in Rogers'
(1951) theory to set up the foundations for a method of
psychotherapy and for this reason are not included as part
of the functions of the self within the framework of the

model.

Significant Others

Significant others perform in reference to the self,
as sources of meaning, demands and opportunities for self-
enhancement, They funcﬁion as the vehicles of the culture
in presenting the individual with prescriptions and pro-
hibitions that must be followed in the behavior of the
individual so that once he has met the conditions imposed by
his significant others he acquires a right to elicit from

them behavioral and symbolic responses that are necessary
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so that the individual can obtain self-enhancing experi-
ences, When significant others act as a group, the norms
of the group become the influences that impose behavioral
requirements on the self. Group approval or disapproval
constitutes the feedback by which behavior can be inter-
preted as conducive or detractive to "self-enhancement."
These concepts are consistent with the theory of symbolic
interactionism (Mead, 1934). This mode of conceptualizing
has enjoyed widespread acceptance in sociology and social
psychology.

The idea that the self is socially formed through
man's ability to symbolically interact with
others was widely accepted. Through interaction
and the manipulation of symbols a "world" of

experience made up of self and others evolved
(Spitzer and Swanson, 1969, p. 196).

The Symbol

In the same way that the self must depend on others
as sources and instruments for self~enhancing experiences,
the self has to rely on the meanings, values and functions
associated with the symbol in order to bring about self-
enhancing perceptions to himself. One of the functions of
the symbol is to communicate to others the meanings and
values they perceive from it and associate those contents
with the person who is in possession of the symbol. 1In this
manner, products known to symbolize status by the members of
a community have the property of communicating status to the

possessor and also communicate the enhanced status of the
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possessor to the rest of significant others. Symbols are
attributed with function, meaning, and value by the culture
which prescribes the environmental settings in which their
use may be appropriate and effective and others where use or

display of a symbol may be explicitly forbidden.

The Interactional System

The self, in order to enhance itself and satisfy its
needs, must engage in interaction with persons, objects, and
ideas. The specific instance of interaction can be described
by using Wallace's (1969, pp. 31-41) concept of "equivalence
structure in social interaction." This concept was generated
in order to describe reciprocal patterns of social action
among persons and to explain the culturally determined
organization of behavior in the presence of high levels of
diversity among individuals.

The equivalence structure can be illustrated in a
simple dyadic relationship where individuals A and B (i.e.,
customer and salesman) interact with one another at the

overt level (Figure 3).

A B

r—

Overt-social behavior af >bl

Figure 3, Primary equivalence structure.
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Figure 3 represents Individual A performing an act
defined as aj - When Individual A exhibits act aj. Indi-
vidual B responds with act bl' The established pattern
becomes: When A does a,, sooner or later, B does bl; when B
does bl’ sooner or later A does ay. At the overt level, A
(the customer) is displaying behavior which communicates to
B that he should respond (as a salesman). A can overtly
communicate his intentionality by which B can conclude the
overt motivation of A. This overt motivation of A is
sufficient to indicate to B the appropriate manner of
response toward A and A's expression by doing a; validates
socially the transaction between both individuals. B's
response (bl) is necessary for the transaction to be
perfected.

The stated motives of A and B as expressed by their
actions a, and bl can be called "instrumental motives"
because they function as cues to elicit a response and also
serve as overt social validation of behavior.

At this moment, the equivalence structure can be
complicated by introducing behavior at the covert level
which represents the individual's psychological states
(Figure 4) .

The instrumental motives of A and B may express
directly~--but not necessarily--the pri?ate, covert ends of
the interactions; these ends can be called "operant motives"

and reflect a state of need satisfaction supportive of
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A B
Overt-social are———————f;bl
behavior \\\\/,,/
Prah ~
Covert- aé“ \bz
psychological
behavior

Figure 4. Secondary equivalence structure.

self-enhancement. The equivalence structure represented in
Figure 4 can be explained as follows: A does a, - When this
happens, B does bl‘ By means of the feedback from bl' A
obtains an enhanced capacity to reach his private goals,
the perception of which is his operant motive. Reci-
procally, B engages in social interaction by responding
with bl to a,. By doing so, B is enabled to satisfy his
"operant motives,"

The solid arrows in Figure 2 (A, B, C, and D)
represent "instrumental motives" and their correlative
behaviors. The broken arrows (a, b, ¢, and d) represent
feedback from respondents of the interaction and their
enhancing consequences of providing self and significant
others with the symbolic contents necessary to satisfy
their "operant motives." The nomenclature of instrumental
and operant motives was initially developed by Devereux
(1961, pp. 227-241). He felt the necessity of two types of

motives because certain motivations may be classified as
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selfish, irrational, or negative in advancing the interests
of society and carrying, therefore, negative social
sanctions to the individual who expresses these kinds of
needs in an overt social setting. Hence, to avoid negative
sanctions from others, the self maintains "operant motives"
at the private covert level,

In summary, culture ascribes funcfions, meanings,
and values to symbols in the environment. Members of a
given culture share the contents of such symbols having
thereby sets of shared meanings in their perceptual fields.
When the self brings into himself the contents of a symbol,
significant others will respond to him with approval or
cooperative actions that will permit the self to achieve
self—enhéncing experiences. The interactions of culture,
society, and personality are nicely illustrated by Parsons
(1959, as quoted by Spitzer and Swanson, 1969):

He suggests the theoretical existence of three
systems: a cultural system, a social system, and
a personality system. Behavior can be understood
only when all those systems are involved. The
personality system provides the motivational
energy and orientation for action. The cultural
system provides the value orientations and mean-
ings which are attached to objects with which the
individual interacts. The social system provides
the setting and structure in which action can
take place, Participation in the social system
is organized and structured by sets of expected
behaviors and is regulated through the develop-
ment of appropriate and stable motivations. The
sets of expected behaviors or roles are
internalized to constitute part of the per-
sonality. Because of interpenetration the three

systems have consequences for one another (p.
204).
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Self-Enhancement

In order to establish whether or not a self-theory
of motivation can become a viable alternative for marketing
research, it is necessary to find out if empirical support
can be brought forth to validate proposition IV of Rogers'
(1951) self-theory: "The organism has one basic tendency
and striving-~to actualize, maintain, and enhance the
experiencing organism" (p. 487). The directionality of the
organism toward "self-enhancement" is the critical con-
sideration to be investigated in the present study. Since
the self-concept is the perceptual map upon which the
individual's self organizes its experiences and makes
decisions, it is important to describe how the motivation
toward "self-enhancement" can be explored by means of the
self-concept.

Dynamics of Self-Concept as a
Motivator of Behavior

The individual, as a product of maturation, learning
and socialization processes, develops goals and aspirations
that are synthesized in an image or perception of what he
would like to become. This image can be defined as the
"ideal~self" and functions as a stimulus and decision rule
for implementing courses of action. The individual in his
present situation, because of present environmental
constraints, cannot realize his ideal-~self, He can only

advance toward his ideal-self image in the measure that
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constraints become either partially or totally removed in
the future. Therefore, the perception of an individual's
own position given his perception of his present
capacities and environmmental limitations constitutes his
"actual self."

It can be assumed that the individual's present
decisions are determined by a process of interactions
between his perception of his goals, on one hand, and the
magnitude of interference in the achievement of those goals
imposed by his own capacities and environmental influences
on the other,.

Another important assumption is the individual's
capacity to respond in the event that one or more
environmental constraints are perceived to be removed. 1In
this event, the hypothesized reaction, given the condi-
tional probability of perceived personal or environmental
change, would be a change in the perception of self in the
direction of his idealized image of self. In the same
manner, based on the conditional probability of complete
removal of constraints, the individual's perception of self
would become isomorphic with his perception of ideal-self
and the nature of his decisions would change during the
phase of partial as well as in the phase of complete
removal of constraints,

In order to test for these behavioral patterns,

three basic concepts are proposed:
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1., Actual-Self: Represents the individual's image of

self in the present, given his active capacities and
environmental constraints.

2. Expected-Self: Represents the conditional proba-

bility of a change in self-perception, given
perceived increments of active capacitiés or partial
removal of environmental‘constraints at some point
in the future.

3. Ideal-Self: Represents the conditional probability

of a change in self-perception, given full realiza-
tion of active capacities and the elimination of

the totality of enviromnmental constraints.

To illustrate the hypothesized dynamic of these
three modes of self-concept, the three images can be related
to a time table, placing them in their chronological order

of probable realization (Figure 5).

Actual Expected Ideal
Self Self Self
P = 1,0/T ~==-—==-== P = .5/Tycreecceercees P = .1/T

————— Immediate direction of realization

«esvs Distant direction of realization

Figure 5. Directionality of self-concepts.
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Perceived probabilities of achievement of self-
enhancement in the direction of ideal-self can be associated
to T0 (present), Tl (near future), and Tn (distant future)
to illustrate that the probable dynamic of self-development
is a process of successive focusing on an expectation of
self that is more likely of realization than that of the
ideal self,

The model, by projecting the self into the future,
by means of the expected self, allows for the possibility of
testing the directionality of self toward self-enhancement
through the use of measures of similarity between actual-,
expected~, and ideal-self percepts.

The interactional model serves as an adequate guide
to a self—concepf based theory of motivation because it
represents the self in relation to the significant sources
that motivate its behavior. The model implies that indi-
vidualvbehavior is purposive or goal directed, the main goal
being a condition of self-enhancement from which specific
goals of need satisfaction derive. The motivation to
satisfy needs in the future by implementing behavioral
patterns of buyer behavior in the present which will enhance
the self-~concept represents a viable alternative for
describing, explaining, and predicting the reasons why
buyers decide to adopt or delete specific courses of action.
The futuristic orientation of the model makes it a dynamic,

open system of behavior since regard for the future
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logically implies the introduction of new contents of

functions, meanings, and values into the perceptual field to

which the self will have to adapt by altering its relation-

ships to symbols and significant others. From these new

relations, new goals and new behavior patterns will evolve.

Man lives in a changing world, a world in which
the organizations of which he is composed and of
which he is part are continuously changing. A
changing world requires changes in the organiza-
tion of the self if it is to be maintained. Each
of us needs to do more than merely change with the
flow of events. Because we are aware of the
future and must maintain ourselves, in the future

as well as in the present,

it is necessary to

enhance the self against the exigencies of
tomorrow. The self, therefore, "has to be main-
tained in the future, built up and enhanced so
that the individual feels secure for tomorrow.
And since the future is uncertain and unknown, no
enhancement of the individual's experience of
personal value, no degree of self-actualization,
is ever enough. Human beings are, by nature,
insatiable" (Snygg and Combs, 1959, p. 45).

Needs and Self-Concept

The thesis of self-theory (Rogers, 1951) in reference

to the relationship of needs to the self-concept, is that

all needs are originated by and subordinated to the ten-

dency to maintain, actualize,
For any given individual, the
acquired experiences obtained

environment are integrated in

and enhance the organism.
organism and all previously
from interaction with the

the concept of self. It

follows, therefore, that the structure of needs of the

individual is organized by the basic tendency toward self-

enhancement which becomes defined operationally by the
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specific relationship between the perception of self and the
perception of the phenomenal field. Another important
theoretical postulate is that the operational time dimen-
sion of the need system is the present. Although there is
an admission that past experiences and perceptions con-
tribute in defining the symbolic meanings and values per-
ceived in present experiences, conversely, the perceptions
of the future will also influence the meanings and values
of present symbols and situations, "yet there is no
behavior except to meet a present need" (Rogers, 1951,

p. 492)., The final important requirement is that needs
and their expression in goal seeking behavior must be self-
consistent, In reference to the proposition of self-
consistency in behavior, Rogers (1951) states:
Although there are some significant exceptions to
this statement, it is noteworthy that in most
instances the form of the seeking effort is
dictated by the concept of self. As the
organism strives to meet its needs in the world
as it is experienced, the form which the striving
takes must be a form consistent with the concept
of self. The man who has certain values attached
to honesty cannot strive for a sense of achieve-
ment through means which seem to him dishonest.
The person who regards himself as having no
aggressive feelings cannot satisfy a need for
aggression in any direct fashion. The only
channels by which needs may be satisfied are
those which are consistent with the organized
concept of self (pp. 507-508).
For the present study, a set of four needs were

selected to function as motivational components of the self-

enhancing tendency, The achievement and affection needs
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were selected for their assumed relevance to contemporary
individuals in American culture. The hedonic and identity
needs were selected on the basis of the assumed potential
of the former to relate well to the self-concept measured
by products and services, and the assumed potential of the
latter to relate well to the self-concept measured by
adjective-descriptors of personality. It is important to
mention ;hat, from a theoretical standpoint, the definition
of such needs is the meaning that said needs have to the
individual himself., For practical purposes, however,

dictionary definitions (Webster's Seventh New Collegiate

Dictionary, 1965) were selected as guidelines to the

meanings which the selected needs had for this study:

1. Achievement need: "Need to attain a desired end or

goal" (p. 7).

2. Affection need: "Need for tender attachment; love"

(p. 15).

3. Hedonic need: "Need for pleasure or avoidance of

pain® (p. 385).

4, Identity need: "Need for unity and stability of the

personality" (p. 413).
The research purpose of said needs is to allow Ss to
consensually determine personality attributes and products
and services which best symbolize the various needs and to
observe the changes in descriptive position that each

representative item suffers across the self-concepts to be
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used in this study. It is expected that patterns of chahge

across self~concepts may be identified for need-related

items and qualitative validations of self-consistency may

be so obtained,



CHAPTER 5

METHODOLOGY

Character of the Research

The present study can be characterized as being
exploratory in nature. It basically intends to investigate
the viability of self-concept research as an instrument for
reducing the uncerfainty related to motivational
constructs,

The goals of this study, therefore, will be to (1)
identify and evaluate the relationships among actual,
expected, and ideal self-concepts for individual Ss; and
(2) identify and evaluate response patterns of the group of
Ss. Group profiles for all Ss will be obtained for each
self~-concept and reactives, consensually defined by a
majority of Ss as representing motivational components
(achievement, affection, hedonic, and identity needs) will
be observed to identify patterns of change across the group

self-concept profiles,

Research Paradigms

Traditional motivation research in psychology has
typically relied upon an S-R paradigm in attempting to
establish the relationships that exist between a set of
antecedent conditions (stimuli) and their behavioral

80
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consequents (responses). The present research is guided by
a research paradigm that has come to be known as an
"interactional-mediational approach" (McGuire, 1969, p.
145). The set of stimuli and their relationships are
established in the instructions by their definitions; when
presented to the S, the intervening variable of self-
perception determines the character of the responses which
are statements of self-concepts. The process by which the
self-concept is organized by the $ is assumed to be S-P-R
where P represents the intervening variable of perception.
The measurements of the relationships among self-concepts

are of an R-R nature,

The Sample

A group of 46 students, attending a marketing
principles course in the spring of 1973 at The University of
Arizona, was selected as a sample for the study. The group
Qas composed of juniors and seniors: 34 males, 12 females.
The Ss of the sample were selected for reasons of control,
convenience, and economy in data collection. Methodologi-
cally, the selection is justifiable on the basis of the
exploratory character of the study. To be useful for
policy purposes, variables should be strong enough to be
detected by a small pilot-sample such as this one. The
findings of the study are bound by the methodological

restriction that they are not to be construed to imply
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generalization to any population by recognized methods of
statistical inference. They should indicate, however,
areas of research where further studies, undertaken under
more formal conditions of design, may yield significant and
fruitful information leading to the development of theories
of consumer motivation based, at least in part, upon self-
concept variables. The findings should also indicate
appropriate methods suited to increase the usefulness of

such studies,

The Q~-Sort Method

Ss in the sample were required to perform seven
discrete tasks in order to obtain the data base to be used
in the study. §Six of the seven tasks involved the develop-
ment of self-concept profiles by Ss according to the Q-sort
procedure. The Q-sort is a method of data collection and
organization whereby a judge, evaluator, or subject allo-
cates the reactives of a predetermined collection of stimuli
(Q~set) into a prescribed order of descriptive categories.
Such categories are given scores and arranged in a sequence
of saliency or descriptiveness; those stimuli in the Q-set
regarded by the respondent as being most descriptive of self
are placed into the category that has the highest score,
whereas the stimuli perceived by the S as being least
descriptive of self are assigned to the lowest score

category. The resulting structure is a configuration of



83
the items in the Q-set that describe the respondent's self-
concept according to specific conditions of instruction that
function as criteria for sorting the items in the set into
the specified categories. The basic concept of the Q-sort
was originally developed by Stephenson (1953) for use in
personality research. His particular interest was "Q or
obverse factor analysis. The letter Q was simply
generalized from its original meaning of an emphasis on
correlating persons to include also a method which scaled
data for this correlational approach" (Block, 1961, p. 1ll).
The conventions associated with the Q-sort procedure include
placing the items in the Q-set on cards and using a sorting
board for placing the cards in the subsets where scores are
given to them. The Q-sort method has the advantage of
providing Ss with a uniform structure for performing opera-
tions with the items in each Q-set. It also specifies a
uniform scale upon which items can be discriminated and
scored, affording in this manner comparability among Ss.

Construction of Instruments for
Data Collection

Two Q-sets were utilized for obtaining Ss responses.
The first set, A, constitutes a collection of 70 adjectives
evolved by psychologists with the intent of achieving
"comprehensiveness in its coverage of the personality

sphere" (Block, 1961, pp. 122, 154).
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The second set, B, represents a collection of 70
products and services‘obtained from Ss, associates, a Sears
1973 catalogue, and from selected items in a previously
developed Q-set (Martin, 1972, p. 83). The criterion for
item selection was one of sufficient diversity, in an
assortment of products and services, capable of providing
good perceptual discriminations among Ss on self-concept
variables.

Eight instruments were constructed to develop the
data base to be used in the study. The first six were self-
concept Q-sorts; the latter two were classifications of the
items in each Q-set according to whether each item had a
predominant relationship with a specified set of motiva-
tional components (achievement, affection, hedonic, and
identity needs). The instruments developed for the self-
concept Q-sorts consisted of an instruction sheet and an
operation sheet, The instruction sheet contained the
specific conditions of instruction that provided the
criterion or "field specification" for organizing the Q-
sort; it also contained general instructions that specified
the routines for structuring Q-sorts.

An example of a field specification would read as
follows: "You are asked to rank the following items in the
manner that most closely describes you." With that
specification in mind, the remaining instructions defined

the descriptive task to be performed by each S and the



85
procedure to be followed in the sorting operations. Such
procedure may be summarized in the following manner: The S
is instructed to look through the list of 70 items in the
Q-set and select the ten items most descriptive of himself.
He is then instructed to assign those items to thé highest
score category by placing the item numbers in the category
that has scores of 7 in the answer sheet. From the 60
items remaining, the S is to select the 10 that describe
him best, Their numbers are scored 6 in the corresponding
category in the answer sheet., Another similar sequence is
performed whereby 10 items are selected from the remaining
50 and assigned scores of 5. At this point, the S is
instructed to select from the remaining 40 items, the 10
that are least descriptive of himself which he is to assign
scores of 1, The sequence is repeated with the 30 remaining
items, the S selecting and assigning additional subsets of
10 items each and assigning them scores of 2 and 3. After
this step has been completed, the S is left with a residual
of 10 items which he did not select in the most descriptive
nor in the least descriptive categories. These items are
assigned to score category 4.

The operation sheet consisted of a list of the
items in the Q-set to be sorted and an answering section
with the descriptive categories containing brief defini-
tions of each and ordered in a hierarchy of response con-

sistent with the instruction procedure. The construction
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of the instruments involved some deviations.from conven-
tional Q-sort procedures: the order of response was
modified in order to give the S a broader base of items
for making his selections on those categories where Ss were
better able to discriminate among items according to the
conditions of instruction; rather than progressively, Ss
responded to categories 7, 6, 5, 1, 2, 3, and 4 respec-
tively. Another significant deviation was the conversion
of the card deck and sorting board system into a pencil-and-
paper instrument. It was felt that exposure to all the
items in the Q-set would tend to facilitate the organizing
process for the S and reduce the time involved in completing
the instrument. The convention in Q-sorting is to assign
the items in the Q-set to the score categories according to
a symmetric unimodal distribution. By selecting Q-set A
developed by Block (1961, p. 154), the distribution
specified was of rectangular form. Q-set B was given
identical structure in order to observe similarities or
differences in Q-sorts made by Ss with identical field
specifications but based on different Q-sets (A and B). The
rectangular distribution has the advantage of maximizing the
number of discriminations to be made by Ss from a given
Q-set: "The maximal number of discriminations comes from a
rectangular distribution" (Block, 1961, p. 81).

Thus, the specific structure of Q-sorts used in the

present study can be illustrated as in Figure 6.
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Specified 7-point Distribution (N = 70)

Scores 1l 2 3 4 5 6 7

Items per score 10 10 10 10 10 10 10

Score definitions: Most descriptive of self

Quite descriptive of self

Pairly descriptive of self

Neither descriptive nor undescriptive
Fairly undescriptive of self

Quite undescriptive of self

Least descriptive of self

HFNWBONON

Figure 6. Rectangularly distributed Q-sort.

Q-sets A and B are presented in Appendix A. Q-sort

and classificatory instruments are presented in Appendix B.

Data Collection Procedures

The activities for collecting data were begun on
March 28 and continued ﬁhrough April 13, 1973. During this
period, 46 Ss responded to the eight instruments in eight
different sessions. The data gathering sessions were spaced
apart by periods of at least one and one-half days. Each
éession was 50 minutes long and consisted of two parts.
The first part, 10 minutes long, was for presentation of the
instruction materials, The second part, 40 minutes, was
employed by Ss in responding to the instruments scheduled

for the session,
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Each S was given a packet of eight instruments to
£fill out throughout the data gathering period. Each packet
was identified by the S's name and a specified order-
sequence of response, This order of response was to be
maintained by all Ss in order to compensate for order bias
in the data collected, balancing the responses by the same
principle as that of a Latin square.
Standard procedures implemented in each session ran
as follows:
1. Ss were assigned a seating arrangement which was
maintained during the whole data collection process.
2, At the beginning of each session instructions were
read to Ss with special emphasis that Ss respond to
the instruments according to the appropriate field
specifications.,
3. Ss were given the remainder of the session to
respond to the instrument scheduled for that day.
Ss were required to remain on the premises through-
out the 40 minutes allocated for completion of the
task, During this time, a special effort was made
to insure the individuality of the responses.
4, At the end of the session, packets were collected
and subjected to control procedures., The controls
consisted of verification that.order—sequences of

response were respected by Ss, check of individual
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responses to insure that response routines were

followed completely and properly.

In addition to the 46 Ss in the sample, three non-
student response sets were obtained to provide a control

perspective to the experimenter.

Operational Definitions

Each self-concept used in the present research is
defined by two elements: (1) the Q-set of items from which
it is generated, and (2) the particular field specification
that indicates to the S the context (field) of response and

serves as a criterion for sorting.

Reactive Sets

Q-set A can be defined as the personality set since
the items it contains are adjective-descriptors of per-
sonality. Q-set B can be defined as the products and
services set, given that a collection of products and
services forms the set,

In a broad sense, each self-concept is operationally
defined as the structure of item placements in a Q-sort,
based on a particular Q-set of reactives (A or B) that
represents the S's self-description given a particular field
specification. Specifically, six self-concepts were used
as variables for the present research and their operational

definitions may be expressed in the following descriptions:
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Self-concept 1, Actual-self by personality set A:
Q-sort operated by Ss based on Q-set A (personality
set) and the actual-self field specification: You
are being asked to rank the following items as you
honestly see yourself here and now.
Self-concept 2, Expected-self by personality set A:
Q-sort operated by Ss based on Q-set A (personality
set) and the expected-self field specification: You
are asked to rank the following items as you would
expect to see yourself if you had left the University
and had been working in the job of your choice for a
year,
Self~concept 3, Ideal-self by personality set A:
Q-sort operated by Ss based on Q-set A (personality
set) and the ideal-~self field specification: You are
being asked to rank the following items as you would
like yourself to become under ideal circumstances.
Self-concept 4, Actual-self by products and services
set B: Q-sort operated by Ss based on Q-set B
(products and services set) and the actual-self
field specification expressed in self-concept 1
above,
Self-concept 5, Expected~self by products and
services set B: Q-sort operated by Ss based on Q-

set B (products and services set) and the



expected-self field specification expressed in
self-concept 2 above.

6. Self-concept 6, Ideal-self by products and services
set B: Q-sort operated by Ss based on Q-set B
(products and services set) and the ideal-self
field specifications expressed in self-concept

3 above.

Defining Q-sorts

Defining Q-sorts can be described as modal patterns
of response for the group in the sample. These defining
sorts are obtained by ranking the item sums of scores of
all Ss in the sample and re-Qing the ranked sums by
assigning scores of 7 to the 10 highest ranked sums,
scores of 6 to thé hext highest sums, and repeating the
procedure until scores of 1 are assigned to the 10 lowest
ranked item sums. There will be one defining Q-sort for

each self~concept,

Motivational Components

Items in both Q-sets, classified by majority

consensus of the Ss, were selected as representing a set of

needs which were assumed to have relevant relationships with

self~concepts. These needs are presumed to be supportive
of the need for self-enhancement which is the pre-

dominant motivational construct of self~theory. The needs
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selected for this analysis were, according to Webster's

Seventh New Collegiate Dictionary (1965):

1,

Achievement need: "Need to attain a desired end or
goal" (p. 7).

Affection need: "Need for tender attachment; love"
(p. 15).

Hedonic need: "Need for pleasure or avoidance of
pain" (p. 385).

Identity need: "Need for unity and stability of the

personality" (p. 413).

Hypotheses

Extent of agreement or disagreement among Ss within
a self-concept and reactive set. Agreement consti-
tutes some evidence that a cultural norm exists.
Null hypothesis: There is no significant agreement

on reactive scores among individuals.

Hg: W'(i) < E[W'(i)] for i =1, 2, 3, 4, 5, 6

where W' (i) is the modified coefficient of concor-
dance for the ith reactive set-field specification
combination and E[W'(i)] is the expected value of

W' under the hypothesis of a random selection of

scores by subjects.

Hys W'(i) > E[W'(1)]) for i =1, 2, 3, 4, 5, 6
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2, Extent of agreement or disagreement among self-

concepts for individual Ss.

A,

Null hypothesis: There is no significant agree-
ment within adjective reactives for the indi-

vidual subjects.

H: Wj'(l,2,3) < E[W'(,2,3)) for 3 =1, ..., 46

where Wj'(l,2,3) is the modified coefficient of
concordance for the jth subject over adjective
sets 1, 2, and 3 and E[W'(1,2,3)] is the
expected value.

Alternative hypothésis: There is significant
agreement (consistency) amdng self-concepts
based on adjective reactives for a given

subject,

Hyr W'(1,2,3) > EIW'(1,2,3)] for j = 1, ..., 46

1

Null hypothesis: There is no significant agree-
ment within product-service reactives for the

individual S.

Hy: Wy'(4,5,6) < E[W'(4,5,6)] for j = 1, ..., 46

Alternative hypothesis: There is significant

agreement (consistency) among self-concepts
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based on products and services for a given

subject,

H,: Wj'(4,5,6) > E[W'(4,5,6)] for j =1, ..., 46

1

Extent of agreement or disagreement among self-

concepts for the group of Ss.

A,

Null hypothesis: Within adjective reactives, the
proportion of Ss expressing agreement greater
than the median under random score assignment

is no greater than 0.5.

H : Pp{W'(1,2,3) > E[W'(1,2,2)]1} £ 0.5

where the expression on the left is the propor-
tion of Ss with a modified coefficient of
concordance (W') greater than the mean (median)
of the distribution of W' under random score
assignment,

Alternative hypothesis: Within adjective
reactives, the proportion of Ss expressing
agreement greater than the median under random

score assignment is greater than 0.5.

Hj: PA{W'(1,2,3) > E[W'(1,2,3)]} > 0.5

Null hypothesis: Within product-service
reactives, the proportion of Ss expressing
agreement greater than the median under random

score assignment is no greater than 0.5.
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H,: Pp{W'(4,5,6) > E[W'(4,5,6)]} < 0.5

Alternative hypothesis: Within product-service
reactives; the proportion of Ss expressing
agreement greater than the median under random

score assignment is greater than 0.5,
Hys PB{W'(4,5.6) > E[W'(4,5,6)]} > 0.5
These tests, if successful, will support the

claim that the majority of Ss have consistent

self~-concepts.

The extent of agreement between actual and ideal

self-concepts as compared with that between expected

and ideal. If successful, this set of tests will

establish directionality in actual, expected, and

ideal self-concepts.

A,

Null hypothesis: Within adjective reactives,
the proportion of Ss expressing greater agree-
ment between expected and ideal self-concepts
than between actual and ideal is not greater
than 0.5.

where the expression on the left is the propor-
tion of Ss exhibiting greater agreement between
expected and ideal field specifications than

actual and ideal.
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Alternative hypothesis: Within adjective re-
actives, the proportion of Ss expressing greater
agreement between expected and ideal self-
concepts than between actual and ideal is sig-

nificantly greater than 0.5.
Hy: PA[W'(2,3) > W'(1,3)] > 0.5

B. Null hypothesis: Within product-—service re-
actives, the proportion of Ss expressing greater
agreement between expected and ideal self-
concepts than between actual and ideal is not

greater than 0.5.

Hy: PolW'(5,6) > W'(4,6)] < 0.5

Alternative hypothesis: Within product-service
reactives, the proportion of Ss expressing
grgater agreement between expected and ideal
self-concepts than between actual and ideal is

significantly greater than 0.5.

H PB[W'(S,G) > W'(4,6)] > 0.5,

'k
The extent of agreement between actual and expected
self-concepts as compared with that between expected
and ideal. These tests will establish whether the
expected self-concept agrees more with the ideal
than the actual, or vice versa, or is equally

distant between actual and ideal self-concepts.
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Null hypothesis: Within adjective reactives,
the proportion of Ss expressing greater agree-
ment between expected and ideal self-concepts
than between actual and expected is no greater

than 0.5.

Ho: P,IW'(2,3) > W'(1,2)] < 0.5

Alternative hypothesis: Within adjective re-
actives, the proportion of Ss expressing greater
agreement between expected and ideal self-
concepts than between actual and expected is

significantly greater than 0.5.

Hy: PA[W'(2,3) > W'(1,2)] S 0.5
Null hypothesis: Within product-service re-
actives, the proportion of Ss expressing greater
agreement between expected and ideal self-

concepts than between actual and expected is

no greater than 0.5.

Hy: PglwW'(5,6) > W'(4,5)] < 0.5

Alternative hypothesis: Within product-service
reactives, the proportion of Ss expressing
greater agreement between expected and ideal
self-concepts than between actual and expected

is significantly greater than 0.5.

H,: PB[W'(5,6) > W'(4,5)] > 0.5
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6. The extent to which an individual deviates from the
group norm on Q-set A is similar to the extent to
which that individual deviates from the norm on
Q-set B, This test will establish whether a
subject's pattern of deviation from the group norm
on adjective reactives is similar to his pattern of
deviation from the group norm on product-services
reactives for a given self-concept.
Null hypothesis: For actual, expected and ideal
self-concepts, there‘is no significant statistical
association between a S's deviations from the group
norm on adjective Q-set responses and his deviations
from the group norm in the products and services
Q-set,
Alternative hypothesis: There is significant
association between the deviations from the group
norm of S responses to the adjective Q-set and his

responses to the products and services Q-set.

Statistical Techniques Employed

Two techniques were employed for the purpose of
testing the hypotheses of the study; the first was a
modified coefficient of concordance (W'); the second was a
chi-square test of contingency.

The W' represents a modification of Kendall's

coefficient of concordance W (Kendall, 1955). W is a



non-parametric statistic that measures the extent of
agreement existing among m individuals in ranking n items
and is specially suited for the case where m is a number
greater than 2., For the purposes of application to the
Q-sort instruments in this study, a modification of W is
made necessary since the Q-sort instruments are organized
into 7 score categories with 10 tied ranks per category.
Although the W statistic makes provisions for a small
number of tied ranks, the number of tied ranks in the
Q-sorts would tend to significantly distort the W
measures. Ih order to solve this problem, Summers (1973,
p. 3) has developed a modification of W that corrects for
the influence of the large number of tied ranks in the
Q~sort. The modified coefficient of concordance is

defined as follows:

Wt =12 s'/c m2(n3—n)

where S' = sum of the squared deviations of the score
totals from the mean score total
¢ = number of tied ranks per score category
m = number of ratings

n = number of scores.

W' can be interpreted as a measure of agreement or
disagreement among m raters over nc items that have been
ranked into n score categories having c tied ranks each.

W' ranges over a continuum that goes from 0 for complete
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disagreement to 1 for complete agreement among the responses
of m ratings.

In order to test for the significance of W',
estimates of the sampling distribution of W' under the
condition of random response (null hypothesis) were
calculated theoretically and tested by an empirical computer
simulation of one thousand randomly scored values of W'
(Summers, 1973, p. 8). The findings indicated that a
normal distribution is a satisfactory approximation to the
sampling distribution of W' under rather general condi-

tions. The two major parameters of the distribution are

_ 2 (m-1)
m3(nc—l)

Since, in this study, n is 7, ¢ is 10, and m is at least 2,

the mean, E(W') = %, and the variance,loz(W')

the distribution of W' can be assumed to be normally
distributed.

In the present study, the W' statistic will be
applied in three cases that differ in the m number of

ratings measured by W' as is shown in Figure 7.

Number of Descriptors per Number of
ratings score category scores
Case m c n
1. 2 10 7
2, 3 10 7
3. 46 10 7

Figure 7. Cases having different m values.
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Given that the sampling distribution of W' under the
null hypothesis is esseﬁtially normal, z tests are appro-
priate for evaluating the statistical significance of W'
for all three cases used in this study.

1. Case 1 evaluates the degree of agreement or dis-
agreement (W') between 2 ratings of self concept
Q-sorts having 70 items to be given 7 scores with
10 ties per score.

2, Case 2 evaluates the W' for 3 self-concept ratings
over the same number of items, scores and ties per
score,

3, Case 3 evaluates the concordance (W') among 46 Ss

under identical conditions as cases 1 and 2.

Chi~square Analysis

In testing hypotheses of consistency and direc~
tionality of actual, expected, and ideal self-concepts as
well as hypotheses of conformity and deviancy of self-~ °
concept responses relative to the group norm, the chi-square
test of independence with 1 degree of freedom was applied.
Yates' correction for continuity was used. This requires
reducing the absolute difference between observed and
expected frequencies by 0.5 before squaring. This is done
because the test uses a continuous approximation to the
binomial distribution, a discrete distribution (Hays, 1963,

pp. 585-586),
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Thus, the test statistic used for the above

mentioned hypotheses will be of the form:

2
2 (Ife - fol"s)

x° =2 3
e

where f observed frequencies

+h
il

expected frequencies

Cluster Analysis

A numerical taxonomy of Ss was attempted in an
effort to gain insight into structures of response and to
generate hypotheses, To this end, the cluster analysis
technique was applied by means of the BC Try System (Tryon
and Bailey, 1970). It was felt that this technique would
render subsets of Ss (0-types) on both data sets which could
be compared in order to determine if Ss belonging to a
given subset on Q-set A, clustered in similar manner by

their responses on Q-set B.



CHAPTER 6

ANALYSIS OF FINDINGS

Major Hypotheses

Agreement Among Ss for Each Self-Concept

The first hypothesis involved evaluating whether or
not the extent of agreement by all Ss in the ways they
organized and ranked their self-concepts differed signifi-
cantly from random expectation. Given random assignment of

scores, the expected value of W', E[W'] for 46 subjects is
2 (m-1)

m3 (nc-1)

and the distribution is essentially normal. Under the null

1/m or 1/46 = ,021, The variance is = 0.0000134,
hypothesis that scores are assigned at random, Table I
presents the values of z and a (probability of a Type I
error) for 46 Ss within each reactive set and field
specification,

The results of the analysis were as follows:

All self-concepts presented measures of agreement
significantly greater than chance; therefore, the null
hypothesis of no significant agreement among Ss must be
rejected. The alternative hypothesis of significant agree-
ment was accepted.

An important observation can be made in reference
to the fact that ideal- and expected-self concepts showed

103
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Table I. W' for All Ss for Each Self-Concept

W' z?
Q-set A, Personality set:
Actual-self concept 1 .351 89.9
Expected-self concept 2 .452 117.5
Ideal-self concept 3 . 640 168.9

Q-set B, Products and services set:

Actual-self concept 4 «250 62.4
Expected~-self concept 5 <307 77.9
Ideal-self concept 6 .306 77.7

aThe value of o is far less than 0.001 for all z
values in the table.

higher levels of agreement than actual-self concepts: it
appears that there may be a body of cultural norms that
influences Ss to adopt similar aspirations and ideals. It
might be assumed intuitively that the actual-self concept
would elicit higher levels of agreement among Ss because in
their actual situation Ss are exposed to the apparently
similar environment of a college atmosphere. Furthermore,
the expected~ and ideal-self concepts are more open to the
influence of fantasy by Ss wheg constructing the expected-
and ideal-self concept Q-sorts. Nevertheless, higher
levels of homogeneity were found in the expected- and ideal-

self responses which suggests that the norms that
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determined the homogeneity must be very strong sources of
influence in the shaping of self-concepts.

Agreement Among Self-Concepts for
Individual Ss

In evaluating the second hypothesis, the degree of
agreement expressed by the W' measures for the three self-
concepts in each Q-set (A and B) was formed for each
subject, This test attempted to evaluate the degree of
consistency in an individual's self-concept given different
field specifications or environmental frameworks within
which he organizes an image of himself.

The results for the personality set can be seen in

Table II.

Table II, W' for Each S for Self-Concepts Measured by
Personality Q-set A

W' (1,2,3) £
0- ,10 0
<11~ ,20 0 E(W') = .333
.21~ .30 0
.31~ .40 0
.41- ,50 1
.51~ .60 5 o(W') = .046
.61~ .70 9
.71- ,80 12
.81- .90 19
.91-1.00 0

o
N
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One value of W'(1,2,3) differs from E(W') signifi-
cantly at the ,02 level, the remaining values were signifi-
cant beyond the .001 level. These results lead to rejection
of the null hypothesis and acceptance of the alternative
hypothesis of significant agreement among self-concepts for
any given subject for Q-set A based on adjective-descriptors
of personality.

Table III presents the results for the products and

services set.

Table III. W' for Each S for Self-Concepts Measured by
Products and Services Q-set B

W' (4,5,6)

Hh

0- .10
011" c20
21~ ,30
31~ .40
041" |50
«51- .60
161— .70
071"" .80
.81- .90
«91-1,00

E(W') 333

o(W") .046

S PR
ANOONNUTHHWEHEOOOO

One value of W' (4,5,6) was significant at the ,01
level; the rest of W'(4,5,6) values were significant beyond
the ,001 level, The results support rejection of the null

hypothesis and acceptance of the alternative hypothesis of
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high agreement among self-concepts for any given S based on
Q-set B (products and services).

The results provide sufficient evidence to conclude
that individuals are consistent in the way they see them-
selves under different environmental conditions. This
finding is supportive of the self-theoretic principle of
self-consistency and indicative of the usefulness of the
concept of self as a research tool because of its rela-
tively high intersituational stability.

Agreement Among Self-Concepts for the
Group

The third hypothesis was evaluated by a test of
proportions devised to establish whether a significant
majority of Ss in the sample had consistent self-concepts.
This test will establish formally what is apparent in
Tables II and III., Under the assumption of random scoring,
it was expected that the number of Ss exhibiting measures
" of W' above the median would equal the number of Ss
expressing measures of W' below the median. These fre-
quencies were subjected to a chi-square test with one
degree of freedom, Tables IV and V present the chi-square
analyses for the personality and product-services Q-sets
respectively.

In both tests the null hypotheses were rejected at
the .001 level of significance. The alternative hypotheses

support the contention that the sample group can be
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Table IV. Chi-Square Analysis of Group Self-Consistency

in Q-set A
Frequencies
Observed Expected
W' (123) < E[W'(123)] 0 23
W' (123) > E[W'(123)] 46 23

o

1
xZ = 44,0212

2 -
x? 499,71 = 10.828

H : P,{W'(123) > E[W'(123)]} < .5

H,: PA{W'(123) > E[W'(123)]1} > .5

2
a_2 _ (]o-23]|-.5)
X 23 +

([46—23|-.5)2
23

Table V., Chi-Square Analysis of Group Self-Consistency in

Q-set B

Frequencies
Observed Expected
W' (456) < E[W' (456)] 0 23
W' (456) < E[W'(456)] 46 23

H_: Po{W'(456) > E[W'(456)]} < .5

H PB{W'(456) > E[W'(456)1} > .5

l:

x2 = 44,021

2

X 999,17 = 10.828
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characterized as a collection of Ss having consistent self-
concepts. By the proportions of Ss showing strong agree-
ment there is sufficient evidence to suggest the universality
of self-consistency in the sample group measured by
adjective-descriptors of personality and by products and
services, Such high levels of self-consistency tend to
suggest that in decisions where the self-concept serves as a
criterion of choice, the hierarchy of preference in
selecting alternatives would tend to be stable assuming
that influences of environment, significaant others, and the
symbolic meanings of products and services were to be held

constant.

Directionality of Self-Concepts

For the fourth hypothesis a chi-square test of
proportions was made in order to evaluate whether or not
there is a representative majority of Ss expressing higher
levels of agreement between their expected- and ideal-self
concepts versus their levels of agreement between actual-
and ideal-self concepts. The results of the test are
illustrated in Table VI for the personality set and in
Table VII for the products and services set,

For the personality Q-set A, the null hypothesis was
rejected at the ,005 level in favor of the alternative
hypothesis which states that there is a significantly

higher proportion of Ss who express higher levels of
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Table VI. Chi-Square Analysis for Directionality of Self-
Concepts in Personality Q-set A

Frequencies
Observed Expected
W' (23) > W' (13) 34 23
W' (23) < W'(13) 12 23
. 1
H: PA{W'(23) > W (13)} < .5
. ] ]
Hy: PA{W (23) > W'(13)} > .5
x% = 9.586
2
X .995,1 7.879

Table VII. Chi-Square Analysis for Directionality of Self-
Concepts in Products and Services Q-set B

Frequencies
Observed Expected
W*(56) > W' (46) 33 23
W' (56) < W'(46) 13 23

HO: PB{W'(SG) > W'(46)} < .5

" ]
Hy: P{W'(56) > W'(46)} > .5
x2 = 7.847
2 = 6.63

X ,99,1
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agreement between their expected- and ideal-self concepts
than their actual- and ideal-self concepts.

For the products and services Q-set B, the null
hypothesis was rejected at theﬂ.Ol level of significance.
Acceptance of the alternative hypotheses for both tests
implies the existence of systematic directionality of self-
concept from actual- toward expected- and ideal-self
concepts. This finding is supportive of the principle of
self-enhancement as a fundamental motivational construct
for a self-theory of motivation using self-concepts as

operational variables that represent the self.

Position of Expected-Self

The fiftn hypothesis involved the following tests
which were implemented for the purpose of investigating the
position of the expected-self concept relative to the
actual~ and ideal-self concepts. Whether the expected-self
concept 1is in closer agreement with the actual- or ideal-
self concept may be important in defining the intentionality
of Ss as expressed by their expected-self concepts. Tables
VIII and IX present the results of the analyses for the
personality- and product-services sets respectively.

For personality Q-set A, the null hypothesis was
rejected at the .01 level of significance. The alternative
hypothesis states that a significantly greater proportion of

Ss tends to exhibit greater agreement of expected- and



112

Table VIII. Chi-Square Analysis for Positioning of
Expected-Self Concept in Personality Q-set A

Frequencies
Observed Expected
W'(23) > W*(12) 33 23
W*(23) < W' (12) 13 23

H s PA{W'(23) > W'(12)} < .5

Hy: PA{W'(23) > W'(12)} > .5

x2 = 7,847
2

Xx“ . 99,1 = 6634

Table IX, Chi-Square Analysis for Positioning of Expected-
Self Concept in Products and Services Q-set B

Frequencies
Observed Expected

W' (56) > W'(45) 28 23
W' (56) < W' (45) 18 23

. '
H,: Pp{W'(56) > W'(45)} < .5

*

Hy: PB{W (56) > W'(45)} > ,5
xZ = 1.760
2

X“ 95,1 = 1.323
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jdeal-self in contrast with the agreement between expected
and actual self,

For the products and services Q-set B, the null
hypothesis could not be rejected at the .05 level which was
selected as the criterion for significance. Therefore, it
can be concluded from the results that the proportion of Ss
having greater agreement between expected- and ideal—gelf
concepts, is not significantly different from the proportion
of Ss having greater agreement between their expected- and
actual~self concepts. In view of the earlier results, this
may represent a fluctuation caused by a relatively small
sample. At least the direction of departure from expecta-
tion is the same as those noted in all earlier related chi-

square tests.

Profile Analysis

The sixth hypothesis was one of comparing, for a
given self-concept the patterns of response made by Ss on
the personality Q-set A, as contrasted with their patterns
of response on the products and services Q-set B. For this
purpose, profiles of Ss were developed to evaluate whether
there was association in the modalities of response of Ss
in their ratings of Q-set A and Q-set B for each self-
concept. The profiles were constructed by examining only
the two extreme categories of description (one and seven) in

the modal or defining sorts and measuring three magnitudes
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of deviation of the individual S's scores from the group
norm, The criteria for such magnitudes were:

l. Proximal, representing no deviations from the
group norm.

2. Intermediate, representing deviations of one or two
scores from the group norn.

3. Distant, representing deviations of three, four,

five, or six scores from the group norm.

In this part of the study, the ten adjective
reactives considered most descriptive and the ten considered
least descriptive by the group were used together with the
ten most and least descriptive reactives from the products-
services list., A given subject's response pattern to the 20
most discriminating adjective reactives was compared with
group response, The number of proximal, intermediate, and
distant deviations were recorded. The same procedure was
followed for this subject with respect to the 20 most dis-
criminating product-services reactives.. Then this entire
process was repeated for all remaining subjects.

In the proximal deviations portion of Table X an
individual who had seven or less scores coinciding with the
group norm on Q-set A and, simultaneously, 8 or less on Q-
set B was assigned to the upper left cell. Assignments to
the remaining cells in this and the remaining portions of

Table X were made in similar fashion.



Table X.

Deviations of Actual-Self Concepts One and Four
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Proximal deviations:

Q~set B

x2 = 1.991

2

X 75,1 = 1,323

Low
(0-8)

High
(9-12)

Intermediate deviations:

Q-set B

x2 = 0.784

2

X . 50,1 = 43¢

Distant deviations:

Q-set B

X< = 2.822

X .90,1 = 2+705

Low
(0-8)

High
(9-11)

Low
(0-4)

High
(5-12)

Q-set A
Low High
(0-7) (8-12)
fo 14 fo 18
fe 16.7 fe 15.3
fo 10 fo 4
fe 7.3 fe 6.7
24 22
Q-set A
Low High
(0-9) (10-15)
fo 13 f 9
£° 11 £9 11
e e
f 10 f 14
£° 12 £° 12
e e
23 23
Q-set A
Low High
(0-2) (3-12)
f 18 f 8
£° 14.7 £2 11.3
e e
f 8 f 12
O O
fe 11.3 fe 8.7
26 20

32

14
46

22

24

46

26

20
46
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The total chi-square for proximal, intermediate, and distant
deviations on actual-self concepts one and four is 5.597
with 3 degrees of freedom., This is not significant at the
0.05 level, but this chi-square must be combined with
similar results for expected- and ideal-self concepts for a
proper comprehensive test. Table XI presents the results of
comparing the deviations from the group norm of expected-
self concepts.

The total chi-square for all deviations on expected-
self concepts is 8.156, significant at the ,005 level.
Significant association was found to be present in the way
that Ss deviated from the group norm on their response to
expected~-self concepts on the adjective-personality set (A)
as compared to their deviations from the group norm on the
product and service set (B). It was found that the pattern
of proximal deviations from the group norm was the major
factor in determining the significance of the association
among deviation patterns. This result must be combined with
those from Tables X and XII for a comprehensive test,

Table XII shows the results of deviations from the group
norm on ideal-self concepts,

The total chi-square for all deviations on ideal-
self concepts is 3.462, not significant at the .05 level for
3 degrees of freedom. Therefore, for ideal-self concepts on

adjective and product service sets, no significant
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Table XI. Deviations of Expected-Self Concepts Two and Five

Proximal deviations: Q-set A
Low High
(0-9) (10-20)
Low £ 20 £ 8
(0~9) £2 15,8 £2 12,2 28
Q-set B € ©
High £ 6 £ 12
(10-20) £°2 10.2 £2 7.8 18
e e
x2 = 5.085 26 20 46
X2‘975’1 = 5.023
Intermediate deviations: Q-set A
Low High
(0-9) (10-20)
Low f 14 f 10
(0-7) £° 13.6 £° 10.4 24
Q-set B € €
High £ 12 £ 10
(8=20) £°2 12.4 £°2 9.6 22
e e
x% = .003 26 20 46
2
= ,003
X 05,1
Distant deviations: Q-set A
Low High
(0-2) (3-10)
Low £f 21 f 7
(0-3) £° 17.7 £° 10.3 28
Q-set B € €
High £ 8 £ 10
(4=10) £° 11.3 £°2 6.7 18
e e
x2 = 3,068 29 17 46
2

X ,90,1 = 2705
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Table XII, Deviations of Ideal-Self Concepts Three and Six

Proximal deviations:

Low
(0-8)
Q-set B

High
(9-20)

x2 = ,033

2 -
X 10,1 - . 015

Intermediate deviations:

Low
(0-8)
Q—-set B
High
(9-20)
2 _
X 25,1 = +101
Distant deviations:
Low
(0-3)
Q-set B
High
(4-12)
x2 = 3.142
x2 = 2,705

.90,1

Q-set A
Low High
(0-10) (11-20)
f 16 £ 11
£° 15.8 £° 11.2
e e
£, 11 £, 8
£ 11.2 £2 7.8
27 19
Q-set A
Low High
(0-9) (10-20)
£ 15 £ 11
o] O
£2 13.6 fo 12.4
£ 9 £ 11
£° 10.4 £° 9.6
e e
24 22
Q-set A
Low High
(0) (1-12)
£, 16 £, 8
£012.5 £ 11.5
£, 8 £, 14
£€ 11.5 £€ 10.5
O (@]
24 22

27

19
46

26

20
46

24

22

46
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association was found on the deviations of individual scores
from the group norm,

Summarizing the chi-square values of the response
patterns of all 46 Ss on actual-, expected-, and ideal-self
concepts, the overall chi-square is 17.218 which is signifi-
cant at the ,05 level for 9 degrees of freedom. This indi-
cates that individuals exhibit similarity in their response
patterns to Q-sets A and B. The null hypothesis, therefore,
must be rejected in favor of the alternative hypothesis of
significant association between the deviations from the
group norm of a typical S's responses to the adjective Q-set
and his responses to the products and services Q-set.

The chi-square approach for testing for association
in response patterns was selected since correlation tech-
niques are not applicable to this situation. There is no
way to pair a given adjective with a unique product or

service,

Defining Self-Concepts for the Group

Modal patterns of response for the Ss in the sample
group were obtained by adding the scores for all Ss for each
item and ranking the sums from the highest to the lowest
number., The highest sums were composed of the highest
individual scores from all Ss and represent, therefore,
those items which can be regarded as most descriptive of

the group self-concept, The lowest sums, on the other
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hand, represent the items defined by the group consensus of
scores as least descriptive of the group self-concept. By a
procedure known as "re-Qing" (Block, 1961, p. 112) defining
Q-sorts for the group are obtained., The procedure consists
of giving scores of 7, the most descriptive category, to
the 10 highest ranked sums; scores of 6 would be assigned to
the 10 next highest sums and proceeding in this manner
until scores of 1 are assigned to the 10 lowest sums, The
defining Q-sort has the same properties as the individual
Q-sorts and, therefore, the same patterns of individuals
may be compared with the defining sort which constitutes
the group norm, The defining self-concept Q-sorts for the
éample group on the personality Q-set A are presented in
Table XIII,

The two extreme categories of self-description are
those that most closely typify the modal personality
characteristics for the group. The most descriptive
category reflects personality attributes that most closely
approximate the group consensus, being either presently
perceived by way of the actual self or expected to become
the characteristic group attributes in the expected self.
The aspired attributes would be reflected by the ideal self,

The least descriptive category reflects a set of
personality characteristics that has the tendency to be

avoided by the group. By inverting the meanings of the



Table XIII.

Defining Self-Concept Q-Sorts Based

on Personality Q-set A

Actual Self Expected Self Ideal Self
Score Sum Rank Item Name Sum Rank Item Name Sum Rank Item Name
Most Descriptive Items Most Descriptive Items Most Descriptive Items
7 263 70 10 Considerate 286 70 3 Ambitious 304 70 9 Confident
7 281 69 25 Friendly 285 69 11 Cooperative 301 69 32 Intelligent
7 275 68 32 Intelligent 283 68 8 Competitive 293 68 25 Friendly
7 274 67 40 Reasonable 282 67 25 Friendly 288 67 10 Considerate
7 -269 66 54 Sincere 276 66 37 Likeable 285 66 21  Energetic
7 268 65 11 Cooperative 276 65 40 Reasonable 282 65 11 Cooperative
7 259 64 51 Sense of Humor 273 64 32 Intelligent 282 64 30 Imaginative
7 257 63 22 Fair-Minded 271 63 54 Sincere 280 63 51 Sense of Humor
7 250 62 37 Likeable 268 62 21 Energetic 279 62 3 Ambitious
7 249 61 3 Ambitious 267 61 10 Considerate 279 61 33 Versatile
Quite Descriptive Items Quite Descriptive Items Quite Descriptive Items
6 249 60 8 Competitive 265 60 9 Confident 279 60 37 Likeable
6 249 59 24 Frank 259 59 30 Imaginative 275 59 70 Wise
6 237 58 52 Sentimental 257 58 33 Versatile 270 58 40 Reasonable
6 236 57 58 Sympathetic 256 57 51 Sense of Humor 269 57 22 Fair-Minded
6 231 56 33 Versatile 251 56 24  Frank 268 56 8 Competitive
6 229 55 56  Stubborn 250 55 22 Fair-Minded 268 55 47  self-Controlled
6 228 54 7 Cautious 247 54 47 Self-Controlled 268 54 54 "Sincere
6 226 53 13 Defensive 240 53 7 Cautious 259 53 6 Calm
6 224 52 9 confident 235 52 38 Persevering 250 52 46 Poised
[ 223 51 30 Imaginative 233 51 6 Calm 247 51 67 Warm

1T



Table XIII.--Continued Defining Self-Concept Q-Sorts Based

on Personality Q-set A

Actual Self Expected Self Ideal Self
Score Sum Rank Item Name Sum Rank Item Name Sum Rank Item Name
Fairly Descriptive Items Fairly Descriptive Items Fairly Descriptive Items
5 223 50 44 Restless 225 50 83 Clever 245 S50 24 Frank
5 223 49 47  Self-Controlled 223 49 46 Poised 245 49 53 Clever
5 221 48 67 Warm 222 48 67 Warm 238 48 7 Cautious
5 216 47 21  Energetic 218 47 29 Idealistic 238 47 39 Personally Charming
5 215 46 31 Impulsive 214 46 52 Sentimental 234 46 58 Sympathetic
5 212 45 69 Anxious 204 45 58 Sympathetic 230 45 38 Persevering
S 205 44 29 Idealistic 204 44 69 Anxious 224 44 52  Sentimental
5 202 43 6 Calm 202 43 43 Reserved, Dignified 223 43 43 Reserved, Dignified
5 201 42 53 Clever 196 42 70 Wise 207 42 29 Idealistic
5 198 41 45 Sarcastic 193 4] 39 Personally Charming 204 41 55 Sophisticated
Neither Descriptive Nor Neither Descriptive Nor Neither Descriptive Nor
Undescriptive Items Undescriptive Items Undescriptive Items
4 197 40 19 Easily Embarrassed 191 40 34 Introspective 202 40 4 Dominant
4 191 39 16 Dissatisfied 190 39 13 Defensive 197 39 34 Introspective
4 191 38 20 Easily Hurt 186 38 31 Impulsive 192 38 62  Unconventional
4 189 37 34 Introspective 186 37 56  Stubborn 187 37 26 Cunning
4 186 36 39 Personally Charming 184 36 44 Restless 178 36 31 Impulsive
4 186 35 63 Undecided 184 35 57 Suspicious 164 35 17 Dramatic
4 185 34 38 Persevering 180 34 62 Unconventional 164 34 69 Anxious
4 177 33 70 Wise 178 33 4 Dominant 161 33 44 Restless
4 174 32 46 Poised 178. 32 S5 Sophisticated 160 32 13 Defensive
4 169 31 57 Suspicious 175 31 2 Affected 153 31 56  Stubborn

<t



Table XIII,--Continued Defining

Self-Concept Q-Sorts

Based on Personality Q-set A

Actual Self Expected Self Ideal Self
Score Sum Rank Item Name Sum Rank Item Name Sum Rank Item Name
Fairly Undescriptive Items Fairly Undescriptive Items Fairly Undescriptive Items
3 165 30 43 Reserved, Dignified 165 30 45 Sarcastic 152 30 2 Affected
3 164 29 1 Absent~Minded 159 29 26 Cunning 140 29 45 Sarcastic
3 160 28 68 Introverted 151 28 19 Easily Embarrassed 140 28 57 Suspicious
3 159 27 55 Sophisticated 142 27 68  Introverted 1490 27 65 Indifferent
3 156 26 15 Disorderly 144 26 14 Dependent 137 26 63 Undecided
3 155 25 62 Unconventional 144 25 16 Dissatisfied 135 25 48 Self-Indulgent
3 154 24 4 Dominant 144 24 63 Undecided 132 24 14 Dependent
3 150 23 14  Dependent 142 23 17 Dramatic 126 23 41  Rebellious
3 150 22 65 Indifferent 142 22 20 Easily Hurt 125 22 23  Feminine
3 149 21 48 Self-Indulgent 142 21 48 Self-Indulgent 123 21 15 Disorderly
Quite Undescriptive Items Quite Undescriptive Items Quite Undescriptive Items
2 147 20 36 Lazy 136 20 60  Touchy, Irritable 123 20 16 Dissatisfied
2 147 19 60 Touchy, Irritable 134 19 1 Absent-Minded 123 19 68 Introverted
2 144 18 35 Jealous 132 18 42  Resentful 119 18 19 Easily Embarrassed
2 143 17 26 Cunning 130 17 65 Indifferent 119 17 20 Easily Hurt
2 143 16 59  Timid 125 16 59  Timid 118 16 35 Jealous
2 140 15 2 Affected 124 15 23  Feminine 108 15 1 Absent-Minded
2 128 14 42 Resentful 123 14 41 Rebellious 108 14 5 Bossy
2 123 13 5 Bossy 120 13 5 Bossy 105 13 59 Timid
2 121 12 49  Selfish 120 12 35 Jealous 98 12 42 Resentful
2 120 11 41 Rebellious 113 11 15 Disorderly a8 11 60 Touchy, Irrjitable

XA



Table XIII.--Continued Defining Self-Concept Q-Sorts Based on Personality Q-set

Actual Self Expected Self Ideal Self

Score Sum Rank Item Name Sum Rank Item Name Sum Rank Item Name

Least Descriptive Items

Least Descriptive Items

Least Descriptive Items

1 118 10 23  Feminine 109 10 66 Inadequate 94 10 66  Inadequate

1 117 9 64 Unhappy 108 9 49  Selfish 93 9 61 Tactless

1 115 8 50 Self-pPitying 104 8 64  Unhappy 91 8 36 Lazy

1 109 7 17 Dramatic 103 7 36 Lazy 90 7 50 Self-Pitying
1 105 6 66 Inadequate 103 6 50 Self-Pitying 85 6 27 Helpless

1 104 5 18  Dull 97 5 18 pull ‘85 5 49 Selfish

1 98 4 28 Hostile 92 4 61 Tactless 84 4 18 pull

1 94 3 61 Tactless 91 3 28 Hostile 84 3 64 Unhappy

1 82 2 27  Helpless 80 2 27 Helpless 78 2 28 Hostile

1 65 1 12 Cruel 61 1 12 Cruel 53 1 12 Cruel

vet
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items, a measure of consistency.can be obtained for the
attributes most descriptive of the respective self-concept.
For the personality self-concepts, it can be ob-
served that many items appear in all three of the extreme
categories of description; for the most descriptive category
the items ambitious, considerate, cooperative, friendly, and
intelligent appear in all these self-concepts. These are
the attributes that give stability to the concept of self.
The items likeable, reasonable, and sincere appear in both
actual~- and expected-self concepts by virtue of having
compatibility with both actual and expected field specifica-
tions., The item fair-minded appears in actual-self only;
competitive is an item exclusive to expected-self; and the
items confident, imaginative, and versatile are unique of
the ideal-~self concept. These items can be interpreted to
be situation specific or linked to the role represented by
the specific field specification to which the group is
responding under each self-concept. 1In the least descrip-
tive category the items cruel, dull, helpless, hostile, in-
adequate, self-pitying, tactless, and unhappy are present in
all three self-concepts; the items lazy and selfish are both.
present in the expected- and ideal-self concepts; and the
items dramatic and feminine are only least descriptive in
the actual-self., This pattern reflects a higher qualitative
association of expected~ and ideal-self concepts consistent

with the findings of the test of the fifth hypothesis which
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positions the expected-self closer to the ideal in the
personality Q-set. The item cruel is consistently the least
descfiptive of all items in the Q-~set for all self-concepts.
Table XIV presents the defining self-concept Q-sorts for
the products and services Q-set.

For the products and services set, in the most
descriptive category, the automobile is consistently the
most descriptive item for all three self-concepts. The
items check book, steak dinner, and stereo are also present
in all three. The items telephone, television set, and
watch are present in the actual- and expected-self concepts,
whereas credit card and records are present in both actual
and ideal. The items hamburger and pizza are only present
in the actual self, whereas newspaper and life insurance
only pertain to the expected self, The items camera,
camping trip, ocean cruise, and tennis racket are unique to
the ideal-self, suggesting the tendency toward self-
enhancement., For the least descriptive category the items
beaded belt, cigarettes, class ring, musk o0il, roller skates,
and western clothes are present in all three self-concepts.
Health foods and judo lessons are least descriptive for
actual and expected whereas chewing gum is present in both
expected~ and ideal-self concepts. Items placed under a
single self-concept were aquarium and musical instrument for
actual~self; bath soap for expected-self; and aspirin,

candy, and detergent for ideal-self concepts.



Table XIV. Defining Self-Concept Q-Sorts Based on Products and Services Q-set B

Actual Self Expected Self Ideal Self
Score Sum Rank Item Name Sum Rank Item Name Sum Rank Item Name
Most Descriptive Items © Most Descriptive Items Most Descriptive Items
7 292 70 14 Automobile 300 70 14 Automobile 295 70 14 Automobile
7 277 69 64 Stereo 283 69 39 Check Book 292 69 64 Stereo
7 265 68 22 Television Set 278 68 64 Stereo 284 68 24 Steak Dinner
7 260 67 24 Steak Dinner 268 67 24 Steak Dinner 268 67 39 Check Book
7 255 66 44 Hamburger 261 66 22 Television Set 249 66 2 Tennis Racket
7 246 65 39  Check Book 261 65 50 Credit Card 249 65 31 Records
7 245 64 31 Records 258 64 7 Watch 247 64 48 Ocean Cruise
7 241 63 37 Telephone 257 63 34 Newspaper 244 63 27 Camping Trip
7 240 62 23 Pizza 255 62 33 Life Insurance 244 62 35 Camerxa
7 238 61 7 Watch 249 6l 37 Telephone 244 61 50 Credit Card
Quite Descriptive Items Quite Descriptive Items Quite Descriptive Items
6 234 60 18 Movie Theater 246 60 12 Shoes 243 60 34 Newspaper
6 232 59 34  Newspaper 237 59 31 Records 240 59 22  Television Set
6 228 58 12 Shoes 231 58 6 Double-knit slacks 238 58 33 Life Insurance
6 224 57 32 Mixed Drinks 228 57 56 Easy Chair 234 57 37 Telephone
6 223 56 11 Toothpaste 226 56 32 Mixed Drinks 231 56 7 Watch
6 222 55 69 Soft Drink 225 55 36 Magazine 222 55 12 Shoes
Subscription
6 218 54 35 Camera 221 54 18 Movie Theater 221 54 18 Movie Theater
6 215 53 27 Camping Trip 220 53 35 Camera 220 53 56 Easy Chair
6 215 52 47 Swim Suit 216 52 54 Night Club 219 52 55 Skills
6 210 51 6 Double~knit slacks 216 S1 65 Typewriter 218 51 52 Suitcase

Lzt



Table XIV.--Continued Defining Self-Concept Q-Sorts Based on Products and

Services Q-set B

Actual Self Expected Self Ideal Self
Score Sum Rank Item Name Sum Rank Item Name Sum Rank Item Name
Fairly Descriptive Items Fairly Descriptive Items Fairly Descriptive Items
5 210 50 50 Credit Card 215 - 50 27  Camping Trip 217 50 54 Night Club
5 210 49 54 Night Club 212 49 11 Toothpaste 214 49 6  Double-knit slacks
5 206 48 S Playing Cards 209 48 2 Tennis Racket 24 48 8 Pet
5 203 47 52 Suitcase 206 47 28 Dry-Cleaning 211 47 36 Magazine
Subscription
5 203 46 65  Typewriter 201 46 52 Suitcase 211 46 43 Bicycle
5 202 45 26 Wine 199 45 70 Sunglasses 208 45 47 Swim Suit
5 201 44 8 Pet 198 44 49 Mini-Calculator 205 44 70 Sunglasses
5 201 43 38 Ice Cream 197 43 8 Pet 203 43 17 Novel
5 200 42 15 Cologne 197 42 15 Cologne 200 42 49 Mini-Calculator
5 200 41 70 Sunglasses 195 41 26  Wine 196 41 32 Mixed Drinks
Neither Descriptive Nox Neither Descriptive Nor Neither Descriptive Nor
Undescriptive Items Undescriptive Items Undescriptive Items
4 198 40 2 Tennis Racket 194 40 44 Hamburger 194 40 26 Wine
4 196 39 20 Bath Soap 193 39 47 Swim Suit 193 39 11 Toothpaste
4 196 38 43 Bicycle 187 38 43 Bicycle 189 38 15 Cologne
4 194 37 36 Magazine 183 37 45 Vitamins 188 37 65 Typewriter
Subscription
4 194 36 56 Easy Chair 182 36 23 Pizza 182 36 20 Bath Soap
4 190 35 45 Vitamins 179 35 20 Bath Soap 179 35 25 Chess Set
4 178 34 46  Aspirin 176 34 10 Stationery 174 34 13  Flowers
4 173 33 17 Novel 176 33 17 Novel 173 33 44 Hamburger
4 173 32 55  Skiis 176 32 40 Pen & Pencil Set . 172 32 69 Soft Drink
4 172 31 61 Poster 176 31 55 Skiis : 171 31 57 Musical Instrument

8cT



Table XIV.--Continued Defining
Services Q-set B

Self-Concept Q-Sorts Based on Products and

Actual Self Expected Self Ideal Self
Score Sum Rank Item Name Sum Rank Item Name Sum Rank Item Name
Fairly Undescriptive Items Fairly Undescriptive Items Fairly Undescriptive Items
A 3 170 30 30 Detergent 171 30 69 Soft Drink 170 30 45 Vitamins
3 170 29 33 Life Insurance 168 29 5 Playing Cards 168 29 5 Playing Cards
3 168 28 13 Flowers 165 28 38 Ice Cream 166 28 28 Dry-Cleaning
3 168 27 21 Birthday Card 165 27 46  Aspirin 165 27 23 Pizza
3 163 26 58 Candy 164 26 53 Electric Shaver 165 26 40 Pen & Pencil Set
3 162 25 29  Chewing Gum 159 25 41 Tea 165 25 41 Tea
3 162 24 41 Tea 159 24 48 Ocean Cruise 164 24 38 Ice Cream
3 159 23 28 Dry~Cleaning 158 23 13 Flowers 158 23 3 Bible
3 158 22 10 SsStationery 157 22 30 Detergent 157 22 19  surf Board
3 154 21 67 High~Intensity Lamp 153 21 68  Aquarium 155 21 10 Stationery
Quite Undescriptive Items Quite Undescriptive Items Quite Undescriptive Items
2 152 20 25 Chess Set 152 20 25 Chess Set 153 2¢ 21  Birthday Card
2 152 19 49 Mini-Calculator 151 19 21 Birthday Card 152 19 51 Judo Lessons
2 152 18 60 Zoo Tickets 149 18 62 Hot Comb 147 18 67 High-Intensity Lamp
2 151 17 16 Breakfast Cereal 147 17 57 High~-Intensity Lamp 144 17 60 200 Tickets
2 144 16 40 Pen & Pencil Set 143 16 47 Musical Instrument 144 16 68  Aquarium
2 141 15 53 Electric Shaver 142 15 61 Poster 142 15 53 Electric Shaver
2 138 14 3  Bible 139 14 16 Breakfast Cereal 137 14 61 Poster
2 138 13 48 Ocean Cruise 138 13 60 Zoo Tickets 135 .13 4 Health Foods
2 138 12 62 Hot Comb 129 12 ki Bible 135 12 62 Hot Comb
2 132 11 19 Surf Board 124 11 58 Candy 128 11 16 Breakfast Cereal

6C1



Table XIV.--Continued Defining Self-Concept Q-Sorts Based on Products and
Services Q-set B

Actual Self Expected Self Ideal Self
Score Sum Rank Item Name Sum Rank Item Name Sum Rank Item Name
Least Descriptive Items Least Descriptive Items Least Descriptive Items
1 130 10 57 Musical Instrument 116 10 19 Surf Board 128 10 30 Detergent
1 127 9 68  Aquarium 116 9 29 Chewing Gum 116 9 63 Roller Skates
1 122 8 1 Cigarettes 114 8 51 Judo Lessons 112 8 46 Aspirin
1 122 7 42 Class Ring 113 7 42 Class Ring 111 7 29 Chewing Gum
1 118 6 63  Roller Skates 107 6 4 Health Foods 110 6 42 Class Ring
1 117 5 51 Judo Lessons 107 S 66 Musk 0Oil 101 5 66 Musk 0il
1 103 4 4 Health Foods 106 4 1 Cigarettes 29 4 58 Candy
1 97 3 66 Musk 0il 99 3 63 Roller Skates 87 3 59 Western Clothes
1 96 2 59 Western Clothes 87 2 9 Beaded Belt 86 2 9 Beaded Belt
1 96 1 9 Beaded Belt 86 1 59 Western Clothes 85 1 1 Cigarettes

OtT
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In general, the group response shows higher levels
of consistency in the least descriptive categories for both
personality and product and services sets, This finding
suggests that Ss can develop a greater consensus on the
items that least describe them than on the items that
describe them the most. Based on the responses from both
sets, items belonging to a single self-concept for the most
descriptive categories seem to reflect the presence of
immediate constraints for the actual self, the practical
needs of a future role in an active work environment for
the expected self, and self-enhancing tendencies for the
ideal~self. All responses show consistency with the
respective field specifications associated with the self-
concept.

A potential problem of defining sorts is the number
of tied sums that compete for a given rank. The opinion has
been expressed mentioning that the tied sums phenomenon is
not very critical:

In "re-Qing" a distribution of item sums, it some-
times happens that several items have the same sum
and, by virtue of the fixed number of items to be
placed into each category, not all of the tied sums
can go into a given category. In this situation,
perhaps the fairest solution is to assign the tied
items to categories on a random basis. It may be
worthwhile, however, in inspecting for differences,
to remember which items have been assigned in this
arbitrary way. For correlational purposes, the
random assignment into adjacent categories of the

very few Q-items that are involved is unimportant
(Block, 1961, p. 112).
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In the six defining sorts presented above there were
three cases, each one for a single self-concept, where tied
sums involved two adjacent categories. The presence of
tied sums within the categories was more prevalent involving
a range from 14 to 33 items with an average of 21 items for
all self-~concepts analyzed, Evidence supportive of the
contention that the problem of tied sums is not critical may
be observed in the relationships among defining sorts of all
self-concepts. The relationships among the self-concept
defining sorts tend to replicate the patterns of relation-
ships among self-concepts for the majority of Ss in the
sample and are consistent with all the previously reported
findings of the study. Table XV illustrates the con-

sistency of self-concept relationships in defining sorts.

Classification of Items by Needs

Two instruments were used, one for each Q-set,
where each S was required to classify each item according
ot its predominant relationship to the pre-selected achieve-
ment, affection, hedonic, and identity needs. An addi-
tional residual category was included for the case where
the S perceived the item as not relating to any of the
needs. It was found that Q-set A was better related to the
needs for identity since the highest number of the Ss'
responses, 1021 (32%) were classified as predominantly

relating to the identity need. The rest of the needs
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Table XV, W' Relationships for Self-Concept Defining Sorts

Relationship w' 22
Personality Q-set A
i, 2, 3 .93 12,8
1, 2 .95 7.4
1, 3 .92 6.9
2, 3 .98 7.8
Products and Services Q-set B
4, 5, 6 .86 11.2
4, 5 .90 6.6
4, 6 .85 5.8
5, 6 .92 7.0

4rhe value of o is smaller than 0.001 for all =z
values in the table,
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received the following responses: the achievement need 656
(24%), the affection need 493 (15%), the hedonic need 321
(10%). The residual category describing no relation to any
need received 729 responses representing 23% of the total
number of possible responses (3220 = 100%). Q-set B was
found to be most related to the hedonic need with 931
responses (29%). In contrast, responses for the remaining
needs were classified as follows: the achievement need 547
(17%), the identity need 459 (14%), the affection need 208
(6%). The residual category received most responses, 1075
(33%) meaning that in Q-set B, many Ss classified more
items as not relating to any need.

The criterion for determination of the items
representing needs was a majority consensus of Ss identify-
ing a given item as relating to a specific need. It was
determined that, for analyzing the dynamics of change for
items representative of needs across group self-concepts,
the three items with the highest consensus would be selected
as representatives of each of the above-mentioned needs.

It was found that for Q-set A there was an insufficient
number of responses for items under the hedonic need to
satisfy the majority requirement. On the other hand, Q-set
B exhibited the same problem for items classified under the
need for identity. Although such items are not considered
reliable enough to represent their respective needs, they

were included in the analysis for reasons of completeness
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ahd for evaluating their self-consistency. The items
selected for analysis are presented in Tables XVI and XVIT.

The expectation of response patterns, a priori of
the analysis, was that all items dlassified under a given
need would exhibit changes in ranks that would tend to
follow identical directions in moving from one self-concept
to another, The findings from this analysis proved other-
wise. The results show that patterns do exist. The
patterns, however, are determined by the symbolic meanings
and values of the individual items in direct relationship
to the specific field specifications that determine the
structure of the items within any given self-concept. It
is important, therefore, to emphasize that the field
specifications of actual-self direct the S to describe his
self~-concept in his present situation. The expected-self
field specification directs the subject to organize his
responses as if he had been working in the job of his choice
for a year., The ideal-self field specification directed the
S to describe his self-concept as he would ideally like to
become.

The changes in the ranks of individual items
reflect tendencies to either incorporate or delete, in the
Ss' self~-concepts, behavior patterns associated with a
given item in the context of the field specification which
is operational at the time of response. Changes toward the

higher ranks reflect higher probabilities of occurrence of






