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1 FRAGESTELLUNG UND VORWORT ZUR ENTSTEHUNG DER
ARBEIT

Zwei Fragen stehen im Mittelpunkt dieser Arbeit: Erstens warum Menschen nicht
tun, was sie sagen — und zwar speziell dann, wenn wir annehmen, dass sie zum Zeit-
punkt der AuBerung ihrer Absichten gar nicht gelogen hatten. Zweitens bezog sich
diese fur jeden Menschen wohl bekannte Beobachtung, dass wir uns auf Gesagtes oft
nicht verlassen kénnen, auf die Erhaltung der Umwelt. Bis zum Bekanntwerden des
Phanomens des Klimawandels gab es kaum einen Verhaltenskontext, bei dem die
Kluft zwischen mitgeteilten Einstellungen und Verhalten so groB war wie in Bezug auf
Okologieorientiertes Verhalten. Aber selbst mit Kenntnis des Klimawandels ist es nicht
so, dass 6kologisch sinnvoll erscheinende Produkie und Verhaltensweisen schlagartig

100 Prozent ausmachen wirden.

Es liegt bei diesen Themen nach meiner Uberzeugung in der Natur der Sache,
dass man sich zuerst mit den Grundzigen der menschlichen Psyche und des gesell-
schaftlichen Lebens auf wissenschaftliche Weise beschaftigt. Denn letztlich geht es um
das Konsumverhalten aller und des Einzelnen, woran sich in einer freien Wirtschaft
und Gesellschaft entscheidet, was zur Mobilitdt gewahlt, was auf den Tisch, in die
Taschen und spéter in den Abfall kommt.

Ich méchte einflhrend kurz schildern, wie es zur vorliegenden Sammlung von

Publikationen zu diesen beiden Themen im Rahmen einer Dissertation kam:

In Mannheim begann bereits 1988 meine Promotion am Lehrstuhl fir Sozialpsy-
chologie von Prof. Dr. Martin Irle. Doch dieser erkrankte schwer, und niemand konnte
meine bis dato bereits gereifte interdisziplindre Arbeit aus dem Sektor der anwen-
dungsorientierten Einstellungs-Verhaltens-Forschung weiter betreuen. Diese ,fast
fertige Dissertation“-Arbeit war der Fundus fir das zweite Kapitel der vorliegenden Dis-

sertation.

Prof. Dr. Bungard, Lehrstuhl fir Wirtschaftspsychologie in Mannheim, war schlie3-
lich so hilfsbereit mich zu Gbernehmen. Da er aber mit Organisationspsychologie einen
anderen Schwerpunkt hatte und derzeit Marktpsychologie in Mannheim nicht gelehrt
wurde, und ich schon als Student den Wunsch hatte, an diesem Lehrstuhl eines Tages
einmal auf der Seite der Lehrenden stehen zu durfen, anderte ich das Thema meiner
Dissertation ab: in Richtung der damals trendigen ,Imageforschung®. Die Arbeiten
hierzu waren der Fundus flr das dritte Kapitel. In der Folge erhielt ich Lehrauftrage fur
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,arundlagen der Marktpsychologie® und den ersten Lehrauftrag Uberhaupt Cber
~Marktforschung firr 6kologische Produkte®.

Dabei schlug allerdings mein originares 6kologisches Interesse wieder durch. Ich
hatte damals schon Jahre als Werbeberater fur 6kologische Produkte hinter mich ge-
bracht und sah dabei die Notwendigkeit, professionelle Planungstools fiir die Okologie
in der Wirtschaft zu entwickeln. Ich &nderte daher meine Dissertation abermals hin zum
Thema Oko-Marketing, und so entstand der Fundus fiir das vierte Kapitel. Mittlerweile
waren seit Beginn der Dissertation neun Jahre vergangen.

Ich durfte aber weiter an zentralen Stellen des 6kologischen Prozesses meine For-
schungsergebnisse und speziellen Erfahrungen einbringen und beispielsweise die
erste und zentrale Planungsgrundlage fir die Umstellung auf den ékologischen Land-
bau in Deutschland mittels einer umfassenden Studie leisten. Das Ergebnis, der Be-
richt zur Studie, bildet das flinfte Kapitel der vorliegenden Dissertation.

Gleiche Pionierarbeiten durfte ich bei der ersten Erforschung des Marktes fir das
Kunststoffrezyklat, das aus unseren Gelben Tonnen und Sacken resultiert, erbringen.
Diese greife ich als sechstes Kapitel auf.

Es handelt sich dabei um Studien, die ich hier, zusammen mit den anderen Beitra-
gen aus dem Bereich der psychologischen Grundlagenforschung, im Rahmen der nun
vorliegenden Dissertation Uberhaupt verwenden darf. Andere Forschungen bleiben auf
Wunsch betreffender Adressen unter Verschluss.

Das jungste darstellbare Dokument aus meiner Forschungsreihe ist eine recht ak-
tuelle Arbeit Uber die Wirkung des Biosiegels auf die Tragermarke, im Rahmen der
Erforschung des Zusammenhangs zwischen Nachhaltigkeit (wie Okologie mittlerweile
oft genannt wird) und dem Geldwert von Marken. Diese Arbeit ist Gegenstand des
siebten Kapitels.

In all den Jahren seit 1988 bis heute riss der Kontakt zu den Koryph&en der Ein-
stellungs-Verhaltens-Forschung nicht ab. Sie fihrten mich schon Mitte der 80er Jahre
an der Universitat Mannheim an dieses zentrale Forschungsgebiet, das zur Beantwor-
tung fast all meiner Ausgangsfragen leiten sollte, allen voran Prof. Dr. Peter Schmidt.
Aber auch Frau Prof. Dr. Dagmar Krebs habe ich wertvolle Hilfestellungen zu verdan-
ken. Durch sie lernte ich in einem Seminar im Grundstudium das Gebiet erstmals ken-

nen. Spater brachte Sie mir bei, wie man einen Fragebogen konzipiert und formuliert.
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Prof. Dr. Peter Schmidt, wie Frau Prof. Dr. Krebs mittlerweile an die Universitat
GieBen gewechselt und unlangst emeritiert, Gbernahm schlieBlich vor kurzem meine
Arbeit als Doktorvater. Er hatte bereits meine ersten Forschungen im Rahmen meiner
Diplomarbeit 1988 richtungsweisend kommentiert. Ich danke ihm dafir. Ich kenne nie-
manden sonst, der sich so gut mit Einstellungs-Verhaltens-Forschung auskennt.

Im letzten Kapitel dieser Arbeit komme ich zur Theorie und Mathematik der Ein-
stellungs-Verhaltens-Forschung. Ich greife dabei frilhere Uberlegungen zur Theorie
und mathematischen Modellierung der Einstellungs-Verhaltens-Modelle von Martin
Fishbein und Icek Ajzen auf. Es erschien mir nach wie vor die entscheidende Frage zu
sein, wie sich die Relation aus den Komponenten Einstellung und Soziale Norm sys-
tematisch erklaren lasst.

Es sind diese Uberlegungen, die ich auch nach 21 Jahren als sinnvoll erachte, und
die ich nunmehr ebenfalls im Rahmen dieser Dissertation hinterlassen méchte.

SchlieBlich méchte ich ein Zitat von Kurt Lewin anfihren: ,Nichts ist so praktisch
wie eine gute Theorie”.

Ich darf versichern, die Modelle von Fishbein & Ajzen haben sich in der Praxis be-
wahrt. Richtig angewendet, und mit ein wenig Erfahrung im Rlcken, werden die Mo-
delle der beiden Forscher niemanden, bei keiner Fragestellung aus der Marketing-
oder Umfrageforschung oder der Organisationsdiagnose, im Stich lassen. Ja, auch in
der Organisationsdiagnose haben die Befragungstechniken nach Fishbein & Ajzen
mittlerweile Einzug gefunden.

Der letzte Trend bei der Anwendung der Modelle in der Praxis ist, tagesaktuell,
dass der ,World Business Council for Sustainable Development” nun ein Instrumenta-
rium entwickeln méchte, mit dem man den Anteil der Nachhaltigkeit im Unterneh-

menswert bemessen kann.

Ein Teil dieses Messinstrumentariums wird die Bemessung des Anteils der Nach-
haltigkeit im Geldwert der Marke sein, wobei die im vorletzten Kapitel dieser Disserta-
tion gezeigte Methodik auf der Basis einer Kombination aus den Erkenntnissen von
Leon Festinger und von Fishbein & Ajzen aufgegriffen werden soll.

FUr die einzelnen Kapitel habe ich zum besseren Verstandnis beim Lesen je-
weils ein paar Satze zur Einfilhrung verfasst. Die Literatur wird im Ubrigen kapitelweise
dargelegt.
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LAttitudes: Changing the Atmosphere” — dieses Wortspiel wurde naturlich be-
wusst als Titel dieser Arbeit gewahlt.

Ich habe dabei im Sinn, dass es letztlich das Verstandnis der Einstellungen der
Menschen zur Okologie und ihrem overten Verhalten dazu war, das die kleine Liicke
fir erfolgreiches Oko-Marketing wies, als das Thema insgesamt noch Stiefkind war.
Durch die wissenschaftlich fundierte Ansprache mit den Mdglichkeiten der Kommuni-
kation gelang es, wenn zuerst auch nur im Kleinen, sukzessive die Stimmung, ,the at-

mosphere®, zu andern.

Und es gibt die zweite Bedeutung der Worte dieses Titels, die mir persénliches An-
liegen ist. Es entzieht sich bekanntlich den Mitteln der Wissenschaft, was letztlich das
Innerste unserer Welt zusammenhalt. Es entzieht sich uns sicheres Wissen, was in
100 Jahren sein wird. Es ist aber meine Erfahrung, aber eben auch die Erfahrung vieler
anderer, dass man vor allem an etwas glauben muss, um es zu erreichen. Kurzum, wir
brauchen die richtige Einstellung, um eine der wohl groBten Herausforderungen der
neueren Menschheitsgeschichte zu einem Happy End zu bringen: Den Klimawandel.

Heidelberg, Mai 2009

Stephan Gotze

Attitudes: Changing the Atmosphere

Zur Theorie und Anwendung der Einstellungs-Verhaltens-Modelle von Martin Fishbein
und Icek Ajzen in der allgemeinen und speziell der 6kologieorientierten Markt- und
Sozialforschung
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2 THE ATTITUDE-BEHAVIOUR RELATION: THE STATE OF THE
ART (1991)

Beitrag zum Jubildumsevent zum 20jahrigen Bestehen der Werbewirkungsforschung in
der European Society of Opinion and Marketing Research ESOMAR

2.1 EINLEITUNG IN DAS ZWEITE KAPITEL: WIRKLICHKEITEN IN DER
MARKT- UND MEINUNGSFORSCHUNG

Neben der universitaren Sozialforschung gibt es in diesem Sachgebiet die Berufs-
verbande, auch als Standesorganisationen bezeichnet. Sie befassen sich mit Daten-
schutz, durchaus auch Forschung, sowie mit der gesellschaftspolitischen Interessen-
vertretung der Branche. Diese Verbdnde achten auch auf die Einhaltung wichtiger
Spielregeln, damit Marktforschung z.B. vor Missbrauch geschitzt wird (Beispiele fur
Missbrauch: Markforschung mit Kindern, Markt- und Meinungsforschungsinterviews als
Vorwand fur die Er6ffnung von Verkaufsgesprachen).

National wéare dies vor allem der Berufsverband deutscher Markt- und Sozialfor-
scher BVM e.V. (daneben gibt es die Arbeitsgemeinschaft sozialwissenschaftlicher
Institute ASI und den Arbeitskreis deutscher Marktforschungsinstitute ADM), internatio-
nal die ,European Society for Opinion and Marketing Research ESOMAR®. Bei
ESOMAR sind ca. 5000 besonders qualifizierte der weltweit ca. 150.000 Beschéftigten
in der Markt- und Meinungsforschung organisiert. Wahrend es Gebiete gibt, in denen in
der Regel die Universitaten das Wissen weiterentwickeln, wie z.B. Medizin oder Physik
und sicher auch die Psychologie, gibt es auch Gebiete, in denen der Fortschritt
eigentlich eher oder zumindest gleichgewichtig in der Praxis stattfindet. Marktforschung
ist nach meiner Uberzeugung eines dieser Facher. Es gibt Dinge, die erfahrene
Researcher und Berater wissen, die aber noch in keinem Fachbuch festgehalten sind.
Dabei sind durchaus empirische Belege vorhanden — jedoch stammen diese aus nicht
publizierter Auftragsforschung. Und so haben die Kongresse und Fachseminare der
nationalen und internationalen standesrechtlichen Organisationen eine groBe
Bedeutung.

Die Wissenschaftlichkeit der Markt- und Meinungsforschung steht dabei bereits in
den Prdambeln der Satzungen der Verbande, und in der Tat entwickelt sich das Niveau
der Events der ,Research Professionals”, wie sie sich nennen, stetig weiter. Trotzdem
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bleibt es eine Tatsache, dass es in dieser Branche um das Geschéft geht. Diese Mi-
schung aus Business und wissenschaftlicher Arbeit fihrt in der Praxis der Markt- und
der Meinungsforschung stets zu interessanten neuen Erkenntnissen, aber zugleich
finden sich immer noch Uberraschende Licken. Einstellungsmessung ist eine dieser
Lucken. Es wird meist gefragt, ohne dass die Erkenntnisse der Einstellungsmessung
beachtet wirden.

Ich wurde, als erstes Beispiel fir eine solche Uberraschung aus meiner persénli-
chen Vita, auf Basis einer Outline, 1991 im Alter von 29 Jahren auf den Anniversary-
Event von ESOMAR nach Amsterdam eingeladen. Es sollte das 20jahrige Bestehen
der ersten internationalen ,werbepsychologischen® Tagung von ESOMAR gewdrdigt
werden. Ich prasentierte das in diesem Kapitel folgende Paper zum Stand der Einstel-
lungs-Verhaltens-Forschung (zum damaligen Zeitpunkt). Ich machte dabei z.B. darauf
aufmerksam, dass Markt- und Meinungsforschung im Sinne des Einstellungs-Modells
von Fishbein & Ajzen eigentlich nur dann solide sein kann, wenn man die sozialen Ein-
flisse berlcksichtigt und Einstellungen differenziert misst. Es war das erste Mal, dass
Fishbein & Ajzen, im Folgenden immer wieder kurz mit F&A bezeichnet, in der Welt
des ,Professional Research® international beachtet wurde.

Die grundlegenden Erkenntnisse in diesem Paper halte ich bis heute fir richtig.

Die Theory of Planned Behaviour von Ajzen, im Folgenden immer wieder kurz mit
TPB bezeichnet, als neuere Entwicklung in der Einstellungs-Verhaltens-Forschung, im
Folgenden immer kurz mit E-V-Forschung bezeichnet, stand derzeit noch ganz am
Anfang.

Eingeladen zu diesem Referat im Kreise von fir mich damals erschreckend erfolg-
reichen Geschéftsleuten hatte mich maBgeblich Simon Broadbent, zu dieser Zeit Vice
President der internationalen Werbeagentur-Gruppe Leo Burnett.

Ich darf noch vorausschicken, dass die genutzte Fachliteratur kapitelweise aufge-
fahrt wird.
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2.2 SUMMARY

The first and central part of this work introduces the history of attitude-behaviour
research, focusing upon the endeavour to conceptualize the relation between attitudes
and behaviour. Without going too deeply into the particulars of the different methods of
attitude-measurement reviewed quite often elsewhere, the paper will contribute to the
basic understanding of the relation between attitudes and overt behaviour, which is

important for the social sciences as well as for contemporary marketing.

Reviewing this history of research leads to the conclusion that in the behaviour
intention model by Fishbein & Ajzen the conceptualization (through the model compo-
nents “attitude toward the behaviour to the object”. “Percepted social norms” and
“‘intention”) of the attitude-behaviour relation is accomplished in the most adequate
way. In order to prove the high relevance of social influence upon attitude-behaviour-
consistency, empirical findings will be presented.

An applied example from psychological marketing research will then be used to
show how knowledge about the influence of social norms on purchasing can be trans-

ferred for practical use.

After a detailed explanation of the behaviour-intention model, which belongs to the
multi-attributive models, the importance of a further analysis of the relation between
social influence, personal attitude, and the intention, will be made clear through a
comparison of this model with classificatory attitude-behaviour models.

In the second part of this paper, the statements about conceptualization of the
attitude-behaviour relation will be completed with a summary of other variables which
are relevant for the attitude-behaviour consistency (such as qualities of the situation,
attitude, and behaviour).

After having pointed to the importance of precise knowledge about the attitude-
behaviour relation for marketing (especially for the measurement of purchase intention,
product positioning, and psychological market segmentation) some propositions will be
made as to how the findings of the attitude-behaviour research can be applied to solve
the question of “How?” for the evaluation of advertising vs. promotion.
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2.3 HISTORY OF THE ATTITUDE-BEHAVIOUR-RESEARCH - A BRIEF
REVIEW

Attitude: “Generally regarded as acquired behavioural dispositions, which are
introduced in the analysis of social behaviour as hypothetical constructs to account for
variations in behaviour under seemingly similar circumstances. As latent states of
readiness to respond in particular ways they represent residues of past experience
which guide, bias otherwise influence behaviour. By definition, attitudes cannot be
measured directly but have to be inferred from overt behaviour.” (The Encyclopadic
Dictionary of Psychology. ed. by Rom Harre & Roger Lamb. The MIT Press
Cambridge, Mass. 1983)

The development and the actual condition of the conceptualization of the attitude-
behaviour relation can be described interestingly by separating the much bigger group
of linear formulated (since the sixties multi-attributive) models from the classificatory
models. “Classificatory” in this sense means that classes or stages of processes of
behavioural dispositions are ascertained with different relations between different
possible endogenous variables and behaviour. Therefore a linear formulation of a
behavioural function is not considered as being possible. “Interesting” means that a
comparison between these two groups could possibly lead to new findings about the
attitude-behaviour relation.

2.3.1 Linear Attitude-Behaviour-Models

Introduction:

In attitude-behaviour research variables relevant to behaviour have been heavily
and fundamentally discussed, due to very different results about the relationship
between attitudes and behaviour. For good reason, it seems some scientists doubted
the existence of attitude-behaviour research completely (see Benninghaus 1976). The
problems of attitude-behaviour research will be demonstrated through an overview of
the results of early attitude-behaviour research (up to 1975) by Benninghaus referring
to Wicker (1969). The compilation by Benninghaus shows that the originally
ascertained simple relationship between attitude and behaviour could not be main-
tained in this way, no matter which measurement method was used. In an
overwhelming part of reanalysed work little or no relationship between attitudes and
behaviour has been reported. Furthermore fundamental scientific theoretical critique
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existed about the assumption of a bivariate relationship between the two variables (see

Alwin 1973).

projects where the criteria were the attitudinal object and the found relationship be-
tween attitude and behaviour. (These 102 projects include the 45 reviewed by Wicker)

Table 2-1: Wicker und Benninghaus

Attitude-Behaviour Relationship

Inverse

Relationship

No
Relationship

Weak
(rto .30)
Relationship

Relationship
(.31to0.50)

Strong
(over .50)
Relationship

Table 2-1 (see below) shows a classification of 102 attitude-behaviour research

Group Group Group
A B C A+B+C
N % | N % | N % | N %

- - |6 21 [ 1 2 |7 7
12 52 | 6 2119 18 | 27 26
7 30 |7 25|20 39|34 33
3 137 25 (11 22| 21 21
1 4 |2 7110 20|18 13
23 99 |28 99 |51 101|102 100

- group A: employee employer relationships

o group B: members of social minorities

- group C: different objects

The groups separated by the attitudinal object in the table are the following:
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The path of research, leading to a much more positive overview about attitude-
behaviour research (e.g. Mummendey reports average to very high positive correla-
tions between the determinants and overt behaviour respective to intentions in the B.-I.
model by Fishbein & Ajzen, 1979) will be demonstrated as follows:

The simple consistency model:

The original concept of the attitude-behaviour research about the relationship be-
tween an attitude (henceforth A) and behaviour (henceforth B) considered B to be a

direct result of A. This assumption still dates from the twenties and thirties.

f:(40) = Bo
Bo:  behaviour towards object O
Ao:  attitude towards object O

f: linear function

In this context, positively directed behaviour was explained through positive atti-
tudes and negatively directed behaviour through negative attitudes. This concept was
considered to be useless, even in the very first empirical findings. LaPiere (1934) for
example demonstrated in his often cited classical study that no relationship existed
between the expressed attitude of American hotel owners towards blacks and their
actual behaviour concerning the distribution of rooms. The idea of understanding and
measuring single-dimensional attitudes disappeared as quickly as the simple consis-
tency model. These ideas were replaced by the multi-dimensional, multi-attributive
concept of attitudes, in conceptional and methodological regard.

Multi-attributive models:

In the fifties and sixties research was undertaken concerning the structure and
emergence of attitudes, and in this context the idea of the multi-attributive measure-
ment of attitudes prevailed (see the finding of Athola, Rosenberg, Fishbein). Attitude-
behaviour research was developed merely on the basis of differentiated attitude re-
search.

The multi-attributive models are based wholly on the statement that the overall at-
titudes toward an object (e.g. a product) result from the instrumentality of the varying
object qualities determining behaviour towards that object, and that it may be meas-
ured based on directly determined individual evaluations of such qualities or attributes,
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as well as on the aggregation of these evaluations.

Together with this statement went the assumption, inherent in most of the models
(based on Rosenberg), that attitudes consist of affective, cognitive, and conative com-
ponents.

The differentiated idea of attitudes, as it stands for itself, did not solve the problem
that attitudes did not seem to be reliable determinants of behaviour.

One of the first attitude-behaviour models, attempting to do justice to the complexity of
the facts, was the model by Rokeach.

The model by Rokeach:

The american social psychologist Milton Rokeach was known for having posited
that a relatively few Terminal Human Values are the internal reference points that all
people use to formulate attitudes and opinions, and that by measuring the relative
ranking of these values one could predict a wide variety of behavior, including political
affiliation and religious belief. This theory led to a series of famous experiments in
which changes in values led to measurable changes in opinion for an entire small city
in the state of Washington. He also attempted to put the attitude-behaviour relation in a
formula. In doing so not only Rokeach did bring the simple consistency model into line
with the actual, differentiated condition stated above, regarding the component
“attitude”, but also enlarged it with situative influences, and therefore asserted the
following equation:

F(Aoxw+Asx(1-w)=Eo

Ao:  attitude towards object O
As:  attitude towards situation S
w: percepted importance of the respective component

f: linear function

Given the case that Ao and As are statistically independent, represent reliable pre-
dictors of behaviour and weighted with their percepted importance. Due to inadequate
conceptualization of the construct “situation” in which, referring to Orth (1986, compare
the findings of the MULTIOMO research project), normative and evaluative aspects
overlap this model was not developed further and only occasionally and unsuccessfully
empirically tested. It also attempted to approach the seemingly chaotic attitude-behav-
iour relation by making the model components and their relations with each other more
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complex and numerous.

The model by Triandis:

Triandis presented his model in the late seventies, intending to explain behaviour
in general and not merely determined by attitudes or intentions. The formulation was
the following:

F:lwlxH4+w2BIDFxF]l= pE

pB:  probability that behaviour B occurs
H: the strength of habit, combined with B

BI: intention of behaviour

P: physiological degree of activity (sleeping/min. = 0; max. = 1)
F: physical qualities of the context, relevant to the behaviour
w: weighted H/BI

f: linear function

The magnitude of the weights in the model is determined, first and foremost, by the
newness of the behaviour, assuming w1=0 and w2=1 for a completely new act of be-
haviour and the opposite weight for an act or behaviour acquired in the distant past. In
a second equation Triandis described the intention of behaviour more clearly:

f{w3ds + w44 + wdl) = Bl

Bl: intention of behaviour

S: social factors

A: affective reaction towards B

C: evaluation of the consequences resulting out of B
f: linear function

In this context Triandis describes “C” as a function of the assumed strength of the
relationship between B and the evaluation of the consequence of B. Unfortunately Tri-
andis did not sufficiently conceptualize the differentiation of affective and evaluative
components, therefore not allowing a correct operationalization. Perhaps Triandis was
unable to create a system of determinants, considering physical components in combi-
nation with intention as an intervening variable of personal and social factors; a system

which would have had continued empirical existence. (compare e.g. Doll 1986)
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The memory-psychological approach:

Motivated by generally weak but sometimes high correlations between attitudes
and behaviour, several memory-psychologists attempted in the seventies to formulate
conditions leading either to a high attitude-behaviour-consistency or at least to explain
the lack of consistency (Abelson 1972, see Doll 1986). While Abelson considers the
context of the attitude-behaviour-measurement to be a determinant for the accuracy of
prediction of B by A other aspects were also examined:

- the certainty which sustains an attitude (Fazio & Zanna 1978)

- the centrality of the object of the attitude (Peterson & Dutton 1975)

- the ego-involvement included in the judgement (Fazio & Zanna 1978)

- the temporary stability of the attitude (Schwartz 1978)

- whether the attitude was acquired directly or indirectly (Fazio & Zanna 1978)

- the extent of the consistency between an affective and a normative compo-
nent (Norma 1975)

This research area provided most interesting results and revealed some relation-
ships in the attitude-behaviour area such as the more central the attitude the higher is
the attitude-behaviour consistency. There were also contradictory results. In short,
even through the anthology of single findings in this research area, the necessity to
conceptualize behaviour-relevant components could not be replaced. Such a conglom-
eration of single findings is difficult to employ, for example in survey research.

The “adequacy-value model” and the “adequacy-importance model”:

Other well known multivariate variants on the models are the “adequacy-impor-
tance model” and the “adequacy-value model”. The “adequacy-importance model” re-
fers to the extent to which a certain quality exists with a certain object. The different
qualities are the weighted, referring to their subjective meaning on the dimension
“important-unimportant”. This measurement model was applied quite often in consumer
research. The “adequacy-value model” (Cohen, Fishbein, Athola 1972) also employs
quantitative characteristics. Compared to the model described above, in this case the
(weighted) importance is measured through a value-loaded scale with the endpoints
“good” and “bad” (see also Freter 1979). On the whole we can say that those ap-
proaches might represent good methods to measure attitudes. A contribution to the



The Attitude-Behaviour Relation: The State of the Art (1991) 15

problem that an attitude in itself does not always represent a determinant of behaviour
or how this problem may be solved was unfortunately not provided through those ap-
proaches.

There is another group of multi-attributive models worth mentioning: models with a

“reference point”.
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Model variants and ideal perspectives:

All the models presented so far have at least implicitly one feature in common: the
more (of an important quality), the better (the object will be judged). This assumption
does not necessarily have to be true, since it is possible that the quality of a product for
example is only preferred to a certain extent. That means the consumer might also
orient him/herself towards a reference point, also called “ldeal point”, but at the same
time that characteristic of a product for example does not necessarily have to exist in
reality.

In the models using that “ideal point”, the value of an overall-attitude towards a real
existing object or product results out of the computation of several distances between
the real and the ideal object. Therefore an attitude towards the ideal object would be
the more positive the smaller the distance to the ideal object is.

The characteristics of the single qualities have been weighted relative to their im-
portance, because not all measured qualities of an object have the same importance in
relation to the behaviour toward the object.

Since some empirical findings proved that those weights could not increase the
explained variance of behaviour they are no longer employed in practical research.

Since only attitudes are to be measured, it remains of course an advantage of
those models with “ideal point”, that the related method of attitude measurement is the
more adequate under certain circumstances and especially in market research. But
those models could not conceptualize the behaviour prediction through attitudes in a
way that could have solved the obviously large attitude-behaviour-inconsistency.

Other paths of research:

All other multi-attributive models (for example the model about consumer behav-
iour by Sheth) are more or less derivations of the basic multivariate statement about
the attitude-behaviour relation, in which only measurement-techniques have been var-
ied. Those models, like the model of consumer behaviour by Sheth, have generally not
been verified empirically.

Also, other approaches such as the conjoin-measurement or the multidimensional
scale are only interesting developments with regard to the attitude measurement, the
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data generation, and the data analysis. Without devaluating those paths of research, |
will discuss no further models in this context. The sample of models presented can be
considered representative of the endeavours for behaviour predictions from attitudes.

| will now discuss the most often empirically proven and cited attitude-behaviour
model, the Behaviour-Intention Model by Fishbein & Ajzen, whose basic idea was de-
veloped in the late sixties from the “theory of reasoned action”. In short, this theory im-
plies that behaviour follows a rational behaviour-decision. Therefore the Behaviour-
Intention Model should only be applied to rational behaviour. This restriction is not un-
important. The presentation of this model will be relatively detailed, not only because it
is the most adequate conceptualization of the attitude-behaviour relation, but it also
provides methodical guidelines which yield good results. Also because of its usefulness
for practical purposes, this model is considered to be one of the rare social-
psychological insights which is recognized universally (see e.g. Mayer 1986).

2.3.2 The B.l. Model by Fishbein & Ajzen

The B.l. Model by Fishbein & Ajzen is based upon the concept of attitudes by
Fishbein which has following format:

f:( E [Bpio x api) = Apo]

~i=1
Apo: attitude of person p toward object o
Bpio: the strength of assumption of the person p regarding the likelihood of the
association between o and the assumption i
api:  the judgement of the assumption i

f: linear function

This concept of attitude is based upon the assumption that attitudes are learned
dispositions for the reaction toward an object or a class of objects. In that context the
smallest units of information (assumptions about how strong an object is related to a
quality), are called “beliefs”. Furthermore Fishbein asserts that attitudes have affective,
cognitive, and conative components. This concept of attitude was then adopted by the
B.l. Model, but with a major difference distinguishing the B.l. Model from all the other
attitude-behaviour models: the attitude toward a behaviour toward an object is to be
measured, and not toward the object itself. The second important difference between
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the B.l. Model and other attitude-behaviour models consists of the explicit perception of
a normative component, and only this perception (nothing else). In this context the per-
sonal attitudes as well as the percepted social norms have been weighted with a
measure of instrumentality, leading to the following format of the B.I. Model:

f:{Aact + Nsubj x Bsubj + Nsoz x Bsoc) = Bl — Bo
Bo: behaviour toward object o
Bl: behaviour intention
Aact: attitude toward the behaviour toward object o
Nsubj: subjective norm meaning the assumption about whether a behaviour is right
Nsoc: social norm, that means the percepted assumption of reference groups
whether a behaviour is right
Bsubj/Bsoc: the readiness toward the subjective or social norm

Fishbein & Ajzen then reduced their model for the personal (subjective) normative
conviction and the readiness referring to the percepted social norm, because including
both variables could not increase the prediction of the model. According to Fishbein,
this is caused by the fact that the personal normative conviction simply represents an-
other measure of the intention, and the variable “readiness toward the social norm”

does not have a lot of variance. So far the final format of the B.l. Model is the following:

f:ldact + SN}Y= Bl — Bo
where SN describes the percepted social norm and the two components of attitudes
are specified through two sums of products:

f:( }T' [bixci) = Aact]
=
and

J1‘:( v Lbhjxmj)=5N]
bi: strength of assumption about the behaviour having the consequence i
ci: judgement of the consequence i
n: number of relevant consequences
bj: strength of assumption whether socially relevant reference persons support a

behaviour or not

m: number of relevant reference persons
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Fishbein proposed a regression analysis to prove the model empirically. Further-
more, it remains to be stressed that the model originally only explained the intention of
behaviour and that this intention was used to determine and to predict the behaviour.
The model has, despite its relatively good consistency through empirical proof, some
points worthy of discussion, especially concerning the equality of Bl and B, which could
not always be verified empirically. The consistency regarding this seems to depend
upon the weighing of the components against one another (see also Gétze 1988).

Therefore it seems to be most important to advance the analysis of the relationship
between the components.

Further findings related to the B.l. Model:

There are target groups which are disposing in a significant and normative way:
Wilson et al., for example, claimed that, after having tested the B.l. Model empirically
and having started a rather normative oriented disposition of behaviour for American
housewives buying toothpaste: “For example, it would be of great value for practitio-
ners to know the relative importance of attitudes versus normative beliefs for purposes
of making strategic decisions concerning communications appeals and copy. Further-
more new product positioning or market segmentation strategies might be based on
perceptual maps generated by analysis of individuals’ beta-weight combination.” How
Wilson et al reached this claim becomes clear if one looks at the research findings
mentioned on the next page:
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Table 2-2: Which is the best model for predictive validity?

WHICH IS THE BEST MODEL FOR PREDICTIVE VALIDITY?
AGGREGATE ANALYSIS PHASE |
SUMMARY FOR SIX BRANDS TOOTHPASTE

n= 162
Average Average
Model Regression Regression
(descending Beta Wi. Beta Wt. Corrected
order of 1% Variable 2" Variable Average Average
predictive entering entering Multiple Multiple
validity) regression* regression* R R2
(1) Bl = Aact+ INBMC 54177 .1949° 672 452
(2) Bl =Ao+ZNBMC 5863° .1289° .654 429
(5) Bl =3XNBMC 6477% - .646 418
(4) Bl = Aact .5050* - 501 252
(3) Bl =Ao .4043% - 400 160

>NBMC entered stepwise regression before Aact or Ao for each brand.
dall p<.001
®three p < .001;three p<.10
°two p < .01; one p < .05;

two p <.15;0ne p = .21

The variance of behaviour explained through normative components, while ana-
lyzing the purchasing behaviour concerning toothpaste, was much greater (approx.
42%) than the variance of behaviour explained through the personal attitude (approx.
25%). The personal attitude was not able to raise the prediction of the model entering
the stepwise regression.

“Ao” means “attitude toward object” and “Aact” means “attitude toward the behav-
iour toward the object” — the table also shows that Fishbein seems to be right regarding
the attitude toward the behaviour as a better determinant of behaviour.

There are thus target groups, or individuals, disposing their behaviour in a norma-
tive way. In those cases the measurement of the personal attitude may be precise, but
would still not allow the prediction of the behaviour. Even if it is still unclear under which
conditions the personal attitude differs from the percepted social norm (in the same
context of behaviour), and how single levels of that differentiation have to be treated, it
can already be stated that the social influence upon the behaviour has to be consid-
ered as the “missing link” in the conceptualization of the attitude-behaviour relation. Of
course it is not only necessary to advance the analysis of the relationship between so-
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cial influences and attitudes regarding behavioural disposition in marketing, but usually
in the social psychological research.

The way a target group is disposing behaviour may be ascertained. This type of
analysis has been advanced. Meanwhile, further research about the B.l. Model has
shown that there are groups (e.g. target groups of certain products), which are homo-
geneous in their behavioural disposition.

Miller & Grush (1986) researched the study-related behaviour of students of differ-
ent departments, dividing the sample into one non-conformist group and three groups
of increasing conformity based on pre-testing the degree of individual self-monitoring
and self-consciousness as measures of individual conformity. The degree of individual
conformity-readiness was tested on behalf of the “private self consciousness test” by
Fenigstein (1975) in combination with the “self monitoring scale” by Snyder. The group
labelled “high low” is the one including the low conformistic individuals, according to the
pretests (see TABLE 3 below). The three other groups included those individuals who,

according to the tests, were either less or more conformistic.

Although the behaviour to be specified was the same (the individual time used for
the studies) most individuals were disposing their behaviour rather reference-group-
oriented (reference groups in this context being the most popular professor, peers,
parents, friend). Only few were disposing their behaviour according to their personal
attitude to the subject. In the group labelled as low conformistic the correlation between
the personal attitude and behaviour was highly positive (significant: .49) whereas the
correlation between the percepted social norm and the behaviour was not significant
(.19). All other groups showed a significant correlation between the norm and the be-
haviour (.38 to .48) but no significant correlation between the personal attitude and the

behaviour.
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Table 2-3: Correlations of attitude and norm measures

R-squares for personality groups

Self-consciousness: High High Low Low
Self-monitoring: High Low High Low
n: (68) (45) (45) (45)
Measure

*p<.01
General Attitudes .20 49** .32 .24
Norms .38** 19 48" 44

How members of a certain group dispose their behaviour could thus be predicted
by pretests. The results by Miller & Grush are most impressive, but may by no means
be generalized. Since, as stated above, it must be considered that personal attitudes
toward a behaviour do not always differ from the social norms. Miller & Grush seemed
to have indicated to some facts where that difference was actual. If there is no signifi-
cant difference between a norm and an attitude, it would at least be plausible if a high
attitude-behaviour consistency could be found. Unfortunately no empirical findings do
exist in this regard. If there were a difference, it should at least be sulfficient to provide
statistical independencern, allowing it to apply to the B.l. Model (see Gétze 1988).

A group-specific manner of behavioural dispositions can be predicted, if other
knowledge about the group-specific behaviour is available (see Gétze 1988) and may
be demonstrated.

How a target group is disposing its behaviour may be predicted without pretests — at

least in some cases:

Gotze (1988) demonstrated in a paper, related to the work of Miller & Grush, that
significant differences exist between business students and students of the social sci-
ences (at three German universities) concerning the percepted social norm and the
personal attitude regarding the best time-organization for studies. Referring to other
studies about the conformity-readiness of both groups (e.g. willingness to demonstrate)
Goétze concluded that business students are significantly disposing behaviour in a
conformistic way, whereas students of the social sciences dispose their behaviour per-
sonally. This hypothesis could be verified in a study conceptualizing the B.l. Model:
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In the case of the business students the correlation between norm and behaviour
(also between norm and intention) was highly significant, (.555) whereas the correlation
between attitude and behaviour was close to zero (-.055). The correlations between
social norm and behaviour (.620) and intention and behaviour were also as expected in
the hypotheses. (All “significant” values cited in that chapter refer to a level of signifi-
cance of .001)

In the case of the students of the social sciences, the correlation between attitudes
and intention was highly significant (.655), and the correlation between norm and inten-
tion was also significant, (.502) but not as high. But neither the attitude nor the norm
were significantly correlated to the behaviour (att./beh.: .376, norm/beh.: .261). Once
the mean between attitude and norm for that group was calculated (according to rele-
vant scale-transformations), the newly constructed index was significantly correlated

with the behaviour.

These facts are not really a satisfying description of business students (as | am at
the moment). Perhaps conformity of the business students in this sample can be ex-
plained by the stricter regulations of their studies. Nevertheless the findings mentioned
above are interesting — for the perspectives in the definition of target groups for exam-

ple.

2.3.3 A Practical Example

How the knowledge about the importance of social norms and their impact upon
the attitude-behaviour relation can be employed usefully in applied market research,
might be demonstrated through the following example.

The Saumer & Partner Advertising Agency was engaged to introduce a new variety
of white wine into the market in 1990 — a white companion to the well known French
“Beaujolais Primeur”. One of the problems to solve in the forefield of the introduction
was to analyse the design of the bottles (especially the labels).

The task:

To recommended packaging and promotion design of this “young wine” Saumer &
Partner decided to conduct a psychological market investigation. The main question
being was how strong the trend to new label-designs had been and if it will reflect on
the decisions to purchase. Budget restrictions made it necessary to concentrate almost
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exclusively on the appearance of the bottles at the point-of-sale.

The method:

The test was conducted in testing-studios situated in down-town pedestrian zones.
Interviewers recruited persons who corresponded to the criteria of the target group,
which were: higher income, socially established, with a preference for white wine, both
sexes, 18 to ca. 75 years old and willing to come to the studios for a bottle of white

wine.

In the testing-studios four sets of three bottles were presented to the test subjects.
The four sets showed different designs with three less important variations such as
different types of green glass. The four different designs can be best described as fol-
lows: a) typographic, b) an aquarelle, c) large circular, d) old-fashioned.

After demographic variables were registered, the subjects’ conception of the ideal
design was measured applying the attitude-behaviour models with reference point. The
items to be judged on a bipolar Likert-scale from 1 to 7 were elegance, conservative-
ness, freshness, degree of being old-fashioned, expensiveness and others. Then the
visual effects of each of the four designs was measured by the same scale and items.
The intention to purchase was measured by the question “which bottle of those you see
here would you like to try most?”

In addition to the questions mentioned above the subjects were also asked which
bottle their peers would prefer (=percepted social norm).

The sample:

Some facts concerning the sample: 136 subjects, half 45 years and younger, 50%
male-50% female, 58,1% drank wine at least once a week, 61,8% spend more than
6 Deutschmarks for a 0.75 litre-bottle, only 5% didn’t know what they spent, the re-
ported results were the same for both sexes.

Summary:

On the whole the quite modern aquarelle-design was judged best but not much
better than the traditional old-fashioned design. In the group with the over-45’s the old
fashioned design was judged best, followed by the aquarelle-design. The other two
designs were judged to be poor.
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Neither the frequency of wine-consumption or the taste-preference (dry or sweet)
nor competence (knowledge about wine in general) showed systematic impact on the
results — age alone was a criteria separating the sample in two groups with different
buying behaviours. The finding was as follows: the older the subjects, the more con-
servative the percepted preference of peers. Interestingly, in the older age-group,
nearly the same desire for the ideal design was found and these requirements were
also satisfied best by the aquarelle-design.

Interesting results in detail:

In the following the results of the items “conservativeness” and “freshness” in the
profiles of requirement and the percepted profiles are shown for the different age-
groups. “Freshness” was the characteristic most expected in the sample whereas “con-
servativeness” was not much expected but nevertheless decisive for the purchase by
the older age-group.

The results are also shown for the two sexes to demonstrate how the results com-

pare as an insignificant criterion.

Table 2-4: The importance of required characteristics
(separated by age and sex)

All male Female 45 over 45
conservative 2.9 2.8 3.0 2.4 3.3
fresh 5.0 4.8 51 5.2 4.7

The table shows the results of the aquarelle-design (that most satisfied the re-

quirements) compared with the requirements.
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Table 2-5: The characteristics of the aquarelle design
(separated by age and sex)

All male Female 45 over 45

requirement:

conservative 2.9 2.8 3.0 2.4 3.3
result:

conservative 2.6 2.5 2.6 2.2 2.9
requirement:

freshness 5.0 4.8 5.1 5.2 4.7
result:

freshness 5.0 4.6 5.3 5.2 4.8

The next table shows the result of the old-fashioned bottles.

Table 2-6: The characteristics of the old-fashioned design
(separated by age and sex)

All male Female 45 over 45

requirement:

conservative 2.9 2.8 3.0 2.4 3.3
result:

conservative 5.6 5.2 6.0 55 5.8
requirement:

freshness 5.0 4.8 5.1 5.2 4.7
result:

fresh 3.2 3.1 3.3 2.7 3.7

In summary we may conclude that the aquarelle-design most satisfied the require-
ments of the subjects and the old-fashioned design least (of all four designs).
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The intention to purchase:

The aquarelle-design was most preferred in the age-group up to 45 (over 50%)
whereas the old-fashioned was preferred most in the age-group over 45 (also over
50%). Why? The subjects were also asked which bottles their peers would prefer
(=percepted social norm). The following table shows how this question was answered.

Table 2-7: The percepted norm
(separated by age)

45 over 45
Old-fashioned 50% 75%
fresh + modern 50% 25%

These results show clearly why the aquarelle-design most satisfied the require-
ments of the whole sample but was preferred only by the younger age-group: In the
older group there remains a social norm which states that a bottle of wine must have a
certain traditional design. The subjects in that group believe that 75% of their peers
preferred an old-fashioned bottle. Some older subjects also said that they might be
afraid to buy a bottle of modern design because they cannot trust the product — what
they do not know could be poor of quality.

In contrast 50% of the subjects up to 45 believed that their peers might prefer an
old-fashioned bottle. That this value is quite high might also explain why only little more
than 50% of the younger age-group were prepared to choose what they actually liked
best.

The new white wine was introduced in the southern German market with the aqua-
relle-design. Other marketers also risked the introduction of new bottle designs, and we
thus believed that the social norm (that a bottle must have a certain traditional design)
would not stand the test of time. The introduction became a success.

Had we to design a bottle specifically for older people, that decision would have
been different. Our practical example illustrates that there are target groups disposing
behaviour norm-orientated like the older age-group (in our test).
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2.3.4 Classificatory Models of Behaviour

Introduction:

The classificatory models can be considered to be a contrast as well as a comple-
tion to the models discussed so far, since they maintain the assumption that no ho-
mogenous linear function between attitudes and behaviour exists. However, there are
different linear relationships between attitude and behaviour in different categories of
behaviour and those categories are interlinked. There are only two theories in that field
worth mentioning. These theories will be discussed below, as they contribute useful
information to the analysis of the relationship between the components of the B.I.
Model.

The model by Jaccard and Wood:

Jaccard and Wood (1986) differentiate between impulsive, routinized, and calcu-
lated decisions of behaviour. Impulsive decisions are thought of as being normative
orientated in well-known situations, and only calculated (belief controlled) behaviour is
shown after having considered all relevant information for the object of the attitude.
Calculated (belief controlled) behaviour itself is divided into passive and active compo-
nents. Passive calculated behaviour is defined to be repeated active calculated be-
haviour. The process of active calculated behaviour is divided into eight steps:

1) perception 2) target definition 3) definition of the alternatives of behaviour 4)
search of information according to the alternatives of behaviour 5) imposing a structure
of attitudes according to the different alternatives of behaviour 6) choice of behaviour 7)
overt behaviour 8) judgement of the consequences

This model has never been tested empirically.

The model by Sheth and Raju:

Sheth & Raju (1973), on the other hand distinguished four categories of disposi-
tions. Here we talk about a sequential typology, which means that the four different
types of behaviour are thought of as being overlapping. In this context Sheth & Raju
generally supposed a cyclic connection of those four dispositions of behaviour in the
order stated above; but they also allow other forms without mentioning them explicitly.
So, for example, can habit controlled behaviour change into curiosity controlled be-
haviour. Belief controlled behaviour, after having elected a certain behaviour toward a
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certain object in a certain situation, might turn into habit controlled behaviour. Sheth &
Raju characterized the four dispositions of behaviour as follows: (They describe in their
theory of 1973 “choice mechanisms”, but Sheth confirmed in a personal conversation
that they equal “behavioural dispositions” leading to overt behaviour.)

o Curiosity-controlled behaviour (called CC in the following): is based upon a
non-specified motivation. An analysis of alternative of behaviour does not
take place and is irrelevant, since not specific attitudes or norms toward the
object exist.

- Situation-controlled behaviour (called SC in the following): is characterized
through the fact that the determination takes place via motivational influence
of the situative stimuli, in accordance with the S-R-Model.

- Belief-controlled behaviour (called BC in the following): is based upon a
rational process of decision, comparable to a benefit analysis.

- Habit-controlled behaviour (called HC in the following): occurs based on a
previous instrumental reinforcement, with one alternative dominating all the

others.

Sheth & Raju only consider BC to have a multi-dimensional structure of attitudes
structuring the behaviour. They claim single-dimensional structures for the three other
categories of behaviour. Therefore they assign different models of information-
processing to those four categories, which will not be discussed here, but are shown in
the figure next page in order to demonstrate the theory.
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Figure 2-1: The Theory of Sheth and Raju as a graphic Model
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Sheth & Raju introduced with their theory an interesting alternative and a comple-
tion to the linear formulated models. Unfortunately this theory has only been once par-
tially tested empirically (G6tze 1988). Interestingly enough, this theory includes the as-
sumptions of Jaccard and Wood implicitly, even though it was released much earlier. It
includes the same components and in addition a situative one, making statements
about the relationships of categories of behaviour. This theory is therefore respected as

an example of non-linear models and will be discussed later on.
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2.3.5 Conclusion and Perspective: A Complex Model of the Attitude-Behaviour
Relationship

It may be taken for granted, that the components of the B.I. Model represent ade-
quate determinants of behaviour. Furthermore it seems plausible to assume different
categories of behaviour, according to our everyday life. Or is there any doubt that there
is a difference between the intellectual task to solve a mathematical problem and the
disengaging of the clutch after having several years of driving practice? In the frame-
work of this paper | postulate that Sheth & Raju provide an adequate and sufficient
classification of behaviour. Following this path of observation, we arrive at a logical as
well as scientifically fruitful conclusion:

Although we distinguish between four different categories of behaviour, only two
conceptional determinants of behaviour have been analysed in the research so far, and
only those two determinants can be at work in the different categories of behaviour.
Either one, both, or none of them can be at work. This would imply that the four differ-
ent categories of behaviour have to be treated “determinant-different”. Thus it would
follow, according to the qualities of the four categories of behaviour and to the dimen-
sionality of the attitude-behaviour relation in those categories (postulated by Sheth &
Raju): (the following statements have to be considered to be non-tested assumptions
about future fields in attitude-behaviour research)

1) Curiosity-controlled behaviour

may be described (by definition):

f:(0) — Behaviour

2) Belief-controlled behaviour

may be described by definition in the way you see below because a rational decision
respects all relevant beliefs a subject has about an object. Where else could these be-
liefs be located if not in the attitudes and the norms?

f:(Attitude + Social Norm) — Behaviour
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3) Situation-controlled and habit-controlled behaviour

are mono-dimensional by definition. The question is under which circumstances the
attitudes or the norms dominate in this type of behaviour.

f:{Attitude or Social Norm) — Behaviour

Another interesting question is do the two components (A and SN) work as an-
tagonists? To the degree that the one influences behaviour so does the other lack such
influence. Gétze (1988) found evidence for this hypothesis but it is much too early to
generalize the finding.

The research findings by Miller & Grush demonstrated that the degree of con-
sciousness toward the object of the attitude influences significantly the weighting of the
determinants. According to the observations stated above we can now formulate the
following hypothesis: A variable of the personality directs the weighting of the determi-
nants in the disposition of behaviour, which is probably another form of self-awareness.
This weighting assigns the behaviour to one of the categories of behaviour as stated
above.

f: Var.of personality xx (Attitude, Behaviour) — Behaviour

XX: Symbol for “weighting”

Considering the history of research, it seems plausible to advance the develop-
ment and the testing of the model stated above, especially concerning the correlations
between several dispositions of behaviour or categories of behaviour. Thus we could
think of the degree of learned behaviour or percepted information regarding a certain
object (e.g. a product) as influencing the disposition of behaviour (e.g. purchasing be-
haviour) toward the object via increased consciousness about the product. This influ-
ence of behaviour could change over time. All those findings would have a high rele-
vance for the psychological segmentation of the market, not only through holding con-
stant the target groups and their disposition of behaviour, but also through anticipating
the crucial factors of the specific consumer behaviour (spontaneity in the purchasing
behaviour, methods of information gathering).
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2.4 OTHER VARIABLES RELEVANT TO THE ATTITUDE-BEHAVIOURAL
CONSISTENCY

After having discussed the conceptualization of the attitude-behaviour relation in
detail, | have yet to address further variables relevant to the attitude-behaviour consis-
tency in the framework of this review. The following overview does not claim to be

complete.

Variables in the area of attitudes:

- The convertability of attitudes into behaviour and thus the availability of alterna-
tives of behaviour: This includes the existence of verbal, intellectual, and social abili-
ties, necessary for the realization of the attitude through overt behaviour (Wicker 1969).
Fishbein & Ajzen also point out the availability of necessary resources (e.g. time,
money, influence). Those resources definitely play an important role for the purchasing

behaviour of an individual.

- Competitive motives (Wicker 1969) and other personality traits such as personal
values are included as variables, unless they do not influence the emergence of the
attitude.

- The “centrality” of the attitude: Fazio & Zanna (1975) found that the attitude-
behaviour correlation is increasing, the more “central” the attitude for the individual is.

Variables in the area of behaviour:

- The un-normality of the excepted behaviour: Tittle and Hill (1971) proved empiri-
cally that the attitude behaviour correlation is more likely to be higher, if the behaviour

can be regarded as “normal” or “usual’. To have green hair for example, is not normal.

- The degree of redundance of the behaviour, where it is to be expected that re-
petitive behaviour results in a higher attitude behaviour correlation (see Sheth 1975).
Some researchers are of the opinion that attitudes acquired long ago generally result in
a higher attitude-behaviour correlation those “newer” attitudes.
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Variables affecting the personality (see Triandis):

- The degree of involvement: the attitude-behaviour correlation increases in accor-
dance with the intensity of the percepted ego-involvement (Fendrich 1967).

- The degree of commitment (in the sense of a verbal obligation) to a behaviour
(Sherif, Kelly, Rogers, Sarup and Tittler 1973).

Variables in the situation of the behaviour:

- The actual or assumed presence of other individuals can influence the attitude-
behaviour relation through the attitudes ascribed to those individuals (as percepted
social norms) and increased relevance of factors of commitment and involvement (see
Six 1975).

- Incentives and constraints of the situation. Brannon (1976) assumes that the atti-
tude-behaviour correlation decreases the more the individual is exposed to constraints
or important incentives at the time of the behaviour.

Other factors:

While interpreting attitude and behaviour-values, it is always crucial to consider the
conceptualisation, operationalization, and the measurement-method used to obtain the
results. Concerning the influence of the measurement-method see also Osgood, Sucie
and Tannenbaum (1957), Trommsdorff, Bleicker and Hildebrandt (1980), Six (1975)
and Ajzen and Fishbein (1975).

25THE RELEVANCE OF THE RECENT FINDINGS OF ATTITUDE-
BEHAVIOUR RESEARCH FOR MARKETING

Introduction:

One of the important goals of marketing is to change the attitude of the consumer
or the direct and indirect addressing of that attitude in order to induce the consumer to
purchase a certain product. The meaning of this marketing-goal has become more im-
portant, especially in the last few years as the markets shifted away from product-
oriented and toward consumer-oriented markets due to the saturated markets of west-
ern industrial societies. Thus it seems reasonable to consider the concept of attitude.
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In the paragraphs below | will review briefly the most important areas of modern
marketing, those areas where the concepts of attitude are important or even represent
the basis of marketing. In this context | will also address questions and common prob-
lems which emerged during the discussion of those areas of marketing and are related
to the findings about the attitude-behaviour relation.

The measurement of the purchasing intention:

Very often in market research, the overt behaviour cannot be measured directly,
although it is the focus of inquiry. According to findings thus far, the measurement of
the purchasing intention represents a satisfactory prediction of the behaviour. This only
applies if several conditions are met: The dispositions of behaviour in a target group
have to be more or less homogeneous, and either the social influences or the personal
attitudes have to be significantly correlated with the intention. If those factors compete
almost equally over the construction of the intention, the correlation between intention

and behaviour might be very small (not to mention other intervening variables).

Furthermore it is worth considering that the intention can only emerge out of social
influences. A concept of communication with the intention targeting the personal atti-
tudes being measured in combination with the intention, would only be useful if it could
eliminate or change the social influence in order to stimulate the attitudes.

Models of positioning:

The problems mentioned above also exist in other areas of marketing, for example
models of product and image positioning uncritically use those constructions of atti-
tudes as component (see Freter 1982). “Positioning” generally describes the “assumed
location” of a product or a brand within the market-competition. It thus follows the idea
that the supply of a certain number of products or brands is reflected by consumer
preferences within a spacial/physical market model. To construct models of positioning
it is assumed that the relationship between products and the space defined within
characteristics, representing the space of positioning, can generally be reproduced.

Products with strong competitive and substitutional relationships are in this context
arranged physically close, whereas products with a lesser perceived relationship of
substitution are thought of as having a larger spacial distance. Thus the distances be-
tween the locations of the products are interpreted as indicating the intensity of compe-
tition between those products. According to the attitude-behaviour models with “ideal
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point” a variation is possible (see 1.1): by measuring the difference between the per-
ceived qualities of products and an “ideal object” (which does not necessarily have to
exist), the product is assumed to have better chances in the market, the smaller the
difference. The preferences and the qualities of the products are thereby measured
through attitude models (see Freter 1982).

According to the problems with the measurement of intentions | will stress: the im-
portance of the several social influences and their combined effects with attitudes
which has not been considered in all the models of positioning constructed thus far.
This could, under certain circumstances, lead to false generalizations resulting from
models of positioning, since the models are only based upon the measurement of atti-
tude.

Psychological market segmentation:

Market segmentation intends to divide the total market into different segments.
According to defined criteria for marketing, such as the behavioural disposition, some
segments are more homogeneous than the total market or other market segments. If
the market segmentation occurs through psychographic characteristics and attitude-
preference structures of different societal groups, “clustered” to homogeneous target
groups, it would have to be assumed: if the data existed out of the measurement of
attitudes, the resulting homogenous segments would only be interpretable if the be-
havioural dispositions (concerning a product) of the total population were significantly

non-conform. This assumption seems illusionary.

2.6 THE CONTRIBUTION OF ATTITUDE-BEHAVIOUR RESEARCH TO THE
EVALUATION OF ADVERTISING VERSUS PROMOTION

The seemingly endless number of definitions of advertising will not be repeated
here. But | would like to stress explicitly that “promotion” in this sense refers to tempo-
rally determined, compact, mostly sales-targeting business campaigns for a product or
a brand. Very often the term “promotion” is not even listed in marketing dictionaries.
The following approaches are relevant to the question of how advertising — as opposed
to promotion — works, and how attitude research could contribute to the question:

- Is it basically reasonable to distinguish between advertising and promotion? Most
of the promotion campaigns do not stand alone, but are lanced by companies with
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brands which are well-known through advertising. This fact may bias any analysis of

promotions.

- How do advertising and promotion change attitude? How do the mechanisms by
which advertising changes attitudes differ from those employed by promotion? To an-
swer this question it is necessary to study the findings concerning the attitude change
(see e.g. Triandis 1975). There exist several social-psychological findings concerning
the quality of the source of information, the channel of information, the recipient, and
the situation. Those findings enable the tracing of several mechanisms of the attitude
change. Thus it is possible that the social pressure of others, or the attractiveness of
those employed with the promotion, is much more important for the success of the
campaign than the advertising (concerning persuasion see also: the Elaboration-Likeli-
hood Model by Petty and Caccioppo).

- Are different areas of attitudes being addressed? We could assume that tradi-
tional advertising is able to change long-lasting attitudes, whereas promotion changes
temporary, more short-lived attitudes. This is merely an assumption, perhaps worthy of
further discussion.

Questions asked so far as well as related hypotheses, could generally be investi-
gated through the methods of attitude-measurement.

2.7 CONCLUSION

In conclusion of this paper, we may say that attitudes are basically important and
applicable in marketing research, modifications need to be introduced in order to avoid
unprecise results in the planning of communication, based on the vague conceptuali-
zation of attitudes. It is most important to respect the percepted social norms in addition
to attitudes in any market situation. Attitudes with an unclear origin and formation have
to be considered to be almost worthless for the planning of communication.
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3 RESULTS AND PERSPECTIVES IN IMAGE-MEASUREMENT
AND INTERPRETATION (1992)

Beitrag zum Kongress der European Society of Opinion and Marketing Research
ESOMAR zum Thema “The Challenge of Branding today and in the Future”

3.1 EINLEITUNG IN DAS DRITTE KAPITEL: ,DES KAISER'S NEUE
KLEIDER*

1992 wurde ich zum ESOMAR Event zum Thema ,Marke“ eingeladen. Diese
Einladung wurde vom spateren ESOMAR Prasident Frederick Nauckhoff., zu dieser
Zeit Strategie-Chef bei Nestlé, initiiert, wieder auf Basis einer Outline. Er meinte zu mir
in einer Tagungspause ,you have a totally new approach®. Davon war ich als Sozial-
psychologe abermals Uberrascht, und ich prasentierte dem ebenso Uberraschten Pub-
likum wieder eine Arbeit auf der Basis von Fishbein & Ajzen, dieses Mal im Rahmen
der in diesem Kapitel folgenden Bestandsaufnahme zum Thema ,Imageforschung®.
Imageforschung war damals en vogue, jedes Unternehmen wollte sein Image messen

lassen.

Ich zeigte auf, dass alle Modelle der Imageforschung, die letztlich Bestand hatten,
faktisch Ableitungen aus der Einstellungs-Komponente des Modells von Fishbein &
Ajzen waren — jedoch, einmal mehr, ohne die sozialen Einflisse richtig zu beachten.

Es lieB sich durchaus postulieren, dass Imageforschung nur ein neues Wort war
und letztlich eine Form der Einstellungsmessung ist. Daher schloss ich mein Referat in
Brissel damals mit den Worten ,the Emperor‘s new clothes®. Marktforschung als Ge-
schéaft braucht offenbar solche Verpackungen.

Kaum war die Imageforschung abgeklungen, kam Mitte der 90er das Thema der
~-Kundenzufriedenheitsstudien“ auf. Ich hatte gerade, ca. 1993, das erste ,Marktbaro-
meter der Befestigungstechnik” im Bausektor konzipiert, da kam der Auftraggeber zu
mir und meinte: ,Sagen Sie mal, kénnen wir das eigentlich auch ,Kundenzufrieden-
heitsbarometer” nennen? Davon reden plétzlich alle.” Gesagt getan, und diese Anek-
dote beschreibt treffend, was meiner Uberzeugung nach Fakt ist: Auch ,Kundenzufrie-
denheitsforschung” ist nur eine weitere Variante der Einstellungsforschung. Die affek-
tive, kognitive, soziale und konative Komponente werden in der Regel darin nur etwas
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anders ,gemischt“ und ausgerichtet, und dabei wird wiederum mancher Erkenntnisse
aus der Sozialpsychologie nicht Rechnung getragen. Es wiirde den Rahmen dieser
Einleitung sprengen, wenn ich nun den Nachweis erbringen wirde, warum auch die
,KuZu*, wie sie in der Praxis liebevoll genannt wird, nur eine nette Verkaufsverpackung
ist und welche methodischen Defizite bestehen. Es wurde theoretisch und empirisch
gepruft, aber da diese Dissertation kein ,Bauchladen® werden soll, verzichte ich auf
weitere Belege fir diese kleine, gut gemeinte Provokation.

Wie dem auch sei, jedenfalls machte ich in Brissel damals darauf aufmerksam,
dass man bei der Imageforschung den sozialen Einfluss auf die Intentionen offenbar
nicht bericksichtigt hatte, und prasentierte die im folgenden Paper dargelegten empiri-
schen Befunde. Dieses Defizit kann relevante Folgen haben flr die Marketingverant-
wortlichen, wenn aus Marktforschungsdaten auf Strategien geschlossen werden soll.

Nach meinem Referat meinte Jaques Blanchard, Griinder des angesehenen fran-
z6sischen Instituts Novaction, der zusammen z.B. mit dem Sozialpsychologen Norbert
Schwarz in der Praxis angesehene Konzepte (z.B. Software fir die Projektion der Ent-
wicklung von Marktanteilen, namens PERCEPTOR — ebenfalls basierend auf der Ein-
stellungskomponente von F&A) entwickelte: ,If you are right, we made 20 years just
sh....“ Ich kann das von Monsieur Blanchard gewéahlte Wort in einer Dissertation nicht
ausschreiben.

Der damaligen Bestandsaufnahme zum Thema Imageforschung ist, so glaube ich,

bis heute nicht mehr viel hinzuzufligen.

3.2 SUMMARY

The so called Image and the relevance for buying behaviour imputed to it gains
importance for planning of marketing communications — talking about brand- and cor-
porate images. This inclination is confronted by a lack of theoretical and conceptional
development of the definition of image, of image-models and the actual importance of
image for the purchase-process.

Firstly the paper discusses the mostly ignored epistemological background, the
definition of terms and the history of image research. This discussion is followed by a
summary of the most popular image-models. The reanalysis of this field of research
leads to the conclusion:
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The central idea of the most popular image-models is that the distance between an
ideal image-object (that might be hypothetical) and the real image-object(s) determines
the preference of the object(s). These models (that are used daily in the world of mar-
ket research) have their base in the social-psychological attitude-behaviour-research,
but do not consider the results of this field consequently.

The next part of the paper is therefore a review of relevant findings in the contem-
porary attitude-behaviour-research. The findings support the central hypothesis of this
paper: The rarely doubted distance-premise is not valid at all in the assumed way be-
cause a) the attitude-behaviour-consistency basically is systematically determined by
social influence and b) by variables in the personality, such as knowledge about the
object, status, behavioural control and self-confidence.

Data is also presented to provide evidence for the resulting hypotheses that the
distance-premise is only valid for objects with the same “starting-position” and the
starting-position can be measured by the perceived social importance of the image-
object. Image is more that what “the others” seem to think than, an individual structure
of expectation. You might just call it perceived importance or — power. In the context of
marketing this fact might have a lot to do with the “longer and broader effects of adver-
tising”.

The paper closes with notes about the meaning of the findings presented for the
marketing and future image-research.

3.3 INTRODUCTION

The concept of image is not only established in the everyday language but influ-
ences more and more economical and political decisions of subjects in society. In the
economic world it is respected as a qualitative factor of success. The image-analysis is
one of the popular applications in market research. Everyone knows the term or has

more or less an idea of what it means.

From the scientific point of view this importance of image is faced by some defi-
ciencies: The marketing-orientated concept of image is not sufficiently explored from an
interdisciplinary point of view. In the area of business administration we miss more
consequent integrations of findings in the social science. On the other hand interesting
empirical findings from marketing research are not respected in the literature of the
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social sciences. To report and reanalyze the results of image-research in both disci-
plines is the first step.

Secondly and as a result of the first matter of concern of this paper, the theoretical
and conceptual framework of image-research shall be developed further. Whereas
there is an increase of image-measurement and interpretation in practice there are
findings that lead to doubt the common techniques of image-measurement. First of all
there are recent findings about the old problem of the attitude-behavioural consistency
and, last but not least, epistemological aspects that are rarely mentioned: There is no
logical base for an image-theory of buying-behaviour.

Let’s start at the very beginning:

3.4 EPISTEMOLOGICAL ASPECTS OF IMAGE-RESEARCH

3.4.1 A Methodological Classification

Irle (1983, p.25) differentiates three classes of investigations in the empirical sci-
ence: 1) Tests to evaluate a theory 2) the so called domain-orientated research (this
term was started by Herrmann 1976) with the aim to clear up problematic facts 3) de-
signs of intervening or constructing techniques. He accepts that results from one class
can lead to conclusions in another class. Referring to Weber (1951), Albert (1980) and
Kroeber-Riel (1980) Irle postulates that “market-psychology and not only this behav-
ioural- and social science ... is rather able to evaluate programs (techniques) of prac-
tioners than to replace them or to even to grow through them”.

Facing the fact that we are still far away from an extensive theory of consumer be-
haviour image research and this paper can only operate in the second class and — on
the base of scientific evaluations of practioner’s techniques — allow conclusions for the
third class.

What lies behind these reflections?
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3.4.2 The Epistemological Base of Image-research

Irle (1983) criticizes for good reasons that market-psychology so far is basically
used as a supplier of techniques for manipulating the consumer with the target to drive
him to buy certain products. But images — if we can accept this concept — can also exist
on the political level, in organisations and informal groups. Just as attitude or stereo-
type an image can be held towards every kind of social object.

That image can only be important in the context of a market means that the image
and eventually related dispositions of behaviour cannot be explained by theories which
were especially developed for market-psychological facts or even by a hypothetical
image-theory of the market. Therefore it would be necessary to define the market as a
class of empirical facts for which no other psychological theory might claim validity.
This is not possible since we know that the neo-classical theory of consumption has no

power of explanation.

Irle, referring to Albert (1980), consequently concludes that market-psychology is
basically not theory-orientated. Perhaps sometimes a theory is falsified by a market-
psychological investigation, but in general in this field of research “basic” psychological
theories have to be applied. “You can only reason facts that were found and only “re-
veal” facts that are beyond the frame of reasons found so far,” Irle describes his point

of view.

Before we start with any kind of image-research we must be aware that new psy-
chological connections and correlations cannot be invented in this area. Image can
only be considered as a new variety of “old” psychological variables summed up in a
new term (for a better handling of a complex fact), having the aim to explain consumer
behaviour. There’s certainly no more behind it.

Before we come to more detailed reports about image-research we should define
what we are talking about:
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3.5 DEFINITION OF TERMS

3.5.1 Image

Actually this paper seeks to define the real definition of image. The following frag-
ments of definitions (taken from the appropriate literature) should give a first impression
of results of the image-research done so far. They help to clear up a little of what we
are discussing.

Meffert & Heinemann (1990) summarize: Image is an aggregated system of im-
pressions which are perceived, subjectively evaluated expressions of denotative and
connotative characteristics of an (image-) object. The most authors also share the
following definitions:

- Images are subjective and differ individually.

- Images represent the environmental or elements of it.

- Images can be independent from the real object.

- Images are intervening variables between personality and behaviour.

- Images are learned.

3.5.2 Image-Model

The target of all marketing-orientated investigations of images in competitive mar-
ket-situations is the development of the ideal image-strategy. This strategy basically
consists of the definition of certain attributes of a product or a supplier which should be
communicated to the customers. Image-models intend to reflect the market in a way
that we know, which attributes of us or our product are the important ones to communi-

cate.

Schobert (1980, p.147), reviews the literature of the image-models and then de-
fines the constitutive elements of an image- or positioning-model for marketing as fol-

lows:

1) A selection of competing products as representatives of the suppliers in
the market.
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2) The objective (physical, chemical, technical) and subjective characteris-
tics of the products which are perceived by the customers and that are
relevant for the investigation. They are shown as vectors or coordinates
in the model.

3) Rules for connecting the characteristics in such a way that different com-
petitive and substitutive relations in the market become clear.

4) Information about the preferences of customers for the different prod-
ucts.

To understand image better we should translate these market-orientated definitions
in “human” -orientated ones. So far there are no definitions of constitutive elements of

product-independent image-models. That's why we have to propose some:
1) A selection of subjects communicating social objects.

2) The relevant objective and subjective characteristics which serve to
show the image-relations and image-contents.

3) Rules to connect the characteristics in a way that the subject’s image-
evaluation (of the social objects) and resulting preferences (of the ob-
jects) become transparent.

3.6 IMAGE-MODELS

3.6.1 An Historical View of Image-Research

The first publication in which the term “image” was used in the context of marketing
was written by Gardner & Levy (1955). The new term quickly found supporters. At first
the researchers postulated motivational structures of image (e.g. Martineau 1957).
Kleinig (1959) was the first to review and summarize the status quo of image-research
and, as a result, supported a gestalt-psychological point of view. He was also the first
to try to distinguish image from “related” terms as stereotypes. (During this period the
first investigations about types of products, brands, media and advertising were con-
ducted, especially in the USA.) But Kleinig was not able to conceptualize the image but
made phenomenological descriptions and developed categories such as “image-shell”,
“‘image-surface” and “image-heart”. At the same time the idea of the product as a per-
sonality developed (Martineau 1958) which also did not help the concept of image (see
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Lilli 1983, p.417f). From this time on, the image-research followed two different main-

streams:
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a) Social Attitudes:

The first efforts to conceptualize image we find in the work of Bergler (1963). He
assessed image as one of the most important links between corporation and customer.
The image of a corporation and a brand is the result of a) expectations and b) a certain
offer, and is expressed in emotional qualities. As the structure of image, Bergler pos-
tulated a stereotypical system. Johannsen (1971) was the first who explicitly put the
concept of image in the frame of social attitudes (also looking at image as some kind of
a stereotypical system). Image had now definitely left the phase of pure descriptions
and entered the phase of conceptualization. The consideration of social attitudes finally
led to the point that some researchers (e.g. Kroeber-Riel 1975) wanted to drop the
concept of image and considered image just as a special type of attitude. The attitude-
based image-research became a central field in image-research, and dominates it to-
day.

b) Field-Theory:

Spiegel (1961) didn’t leave the gestalt-psychological path and worked out an origi-
nal concept of image based on Lewin’s well-known field-theory. His idea of the distance
between a person and an opinion-object measured with the semantic differential (Hof-
statter & LUbbert 1958) had great impact on research. Although his theory (model) was
constructed in a way that made it immune to empirical testings Spiegel’s idea of the
image-distance still dominates the thinking about image-techniques. To understand the
findings presented in this paper it is important to know what made Spiegel’s theory im-
mune: He added an index constructed from the degree of need (of the consumer) and
the degree of request (stimulation) of the products (=image-objects) on the aggregate-
level (whereas he measured the field-constructs on the individual level). The request-
factor can be considered as some kind of outcome of the share-of-voice. The problem
was that the image-distances couldn’t explain the market-shares and the buying-be-
haviour in a lot of cases. Spiegel explained the findings with the index. There is no
doubt that this image-model is tautological (see Lilli 1983 p.426), but there’s also the
fact that the model obviously worked very often (Spiegel’s self-report). Berth (1963)
and Richter (1977) followed Spiegel’s path and worked out other field-theory-based
image-models which didn’t gain importance.
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3.6.2 Image-Models: An Overview

The models listed on the following pages represent the image-research sufficiently,
but unfortunately not each of them can be discussed in this paper in detail. Here we
concentrate on common structures and problems of all models and especially the
mostly applied ones. The results of this analysis can be understood without the detailed
discussion. That’s why we start this chapter with the conclusion:

All in all the so called distance-premise in combination with attitude-based image-
measurement dominates image-research. This premise means that the image-based
preference of a subject for an object is a function of the distance between an (eventu-
ally hypothetical) ideal object (from the subject’s point of view) and the real image-ob-
ject. You might also say that from a selection of objects the one with the lowest dis-
tance to the ideal-object will be preferred.

We find different metrics for the measurement of distances in the appropriate lit-
erature. Depending on the context, different authors recommend one or the other met-
ric. But we don’t want to repeat this discussion. The common metrics are:

Table 3-1: The metrics of image distance

City-Block-Metric (R=1)

d; = E = | REAL:; — IDEAL; ]
) = i 4

Dominance-Metric (R=«)
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d: = | REAL;; — IDEAL;
i i - L L=

Euklidian Metric (R=2)
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dj = distance of object (brand) J

R = Parameter (Minkowski-constant)

REAL = Shape of the real object (brand) in the attribute i (i= 1, ...I)
IDEAL = Shape of the ideal object (brand) in the attribute i

Attitude-measures of all kinds dominate the psychological marketing and research
of today. They serve not only the analysis and planning of image-positions but also for
market-segmentations and strategies, product-pretests and image-transfer-analysis.
There’s is no doubt that the attitude-based image-models are therefore the most elabo-
rated image-models. Because of their importance they are used in this paper for further
development. One of the most popular models is the model of Trommsdorff which will
be discussed in detail. In this paper it serves as an example for the common image-
research of today, not only because of its popularity but because it contains the most
important ideas of image.

Table 3-2: Some Image Models

il ML basic assumptions empirical findings g
author background P P g application
image-distance on the individual level
Spiegel Field-Theo + degree of need + degree of request empirically immune- marketing-
1961 Y (of the product) on the aggregate- but successful planning
level
Berth . image-distance on "three levels of the not possible to marketing-
Field-Theory " . . ; .
1963 psyche" determines preferences operationalize planning
empirically immune
Richter . relevant field-constructs build the because the number of marketing-
Field-Theory . - .
1977 market field-constructs isn't planning
clear
Bergler Stereotype- the categorical similarity of objects ot know marketing-
1963 Theory determine the preferences planning
Kunkel & Learning- . . . retail-trade-
Berry 1968 - image is a behavioural pattern not known -
. . image is a type of attitude (says a lot: became the base o
Fishbein 1963 Attitude Kroeber-Riel based on Fishbein who of the theory of i % e
Theory o . . mentation
didn't want to create an image-model) reasoned action
Trommsdorff Attitude- image-distance to an ideal-object applied often, marketing-
: . relevance for .
1975 Theory determines the preference of an object . planning
behaviour not clear
Meffert & . th.e degree of 11.1tegr1ty a}nd the image-
. Attitude- distance to an ideal-object determine .
Heinemann i . not known yet image-transfer
1990 Theory the suitability of a brand for image-
transfer
the share-of-market is a function of rediction of
Urban Attitude- the image-distance weighed by avail- p
o rarely but successful shares-of-
1975 Theory ability (of the product) and
. market
advertising pressure
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Trommsdorff’s Model

Trommsdorff’s model (1975) is based on the concept of attitude by Fishbein

(1967), which has the following structure:

ZB‘SiE Xag = -'I‘xn:-
i=1

Apo : attitude of person p towards object o

Bpio :the strength of assumption of the person p regarding the likelihood of the
association between o and the assumption i

api : the judgement of the assumption i

f : linear function

This concept of attitude is based upon the assumption that attitudes are learned
dispositions for the reaction towards the object or class of objects. In this context the
smallest units of information (assumptions about how strong an object is related to a
quality), are called “beliefs”. Furthermore Fishbein asserts that attitudes have affective,

cognitive and conative components

Trommsdorff’s model is based on the assumption of an S-O-R-scheme, which
means: The organism receives a stimulus, elaborates and reacts. As Trommsdorff only
measures attitudes his model merely allows assumptions about the S-O- relation (but
not too many researchers care about this fact). With regard to the relevance of behav-
iour this means a limitation. But Trommsdorff has a special point of view to the question
of the behavioural relevance of the attitude-based image that he might share with other
researchers or users. He refers to a study by Sheth (unpublished paper) in 1970 who
found that only 10% of the variance of buying-behaviour of 954 American housewives
buying three different brands of instant-breakfast could be explained by attitudes.
Trommsdorff sets out (1975, p.16f): “If the marketing-manager can be sure that an at-
titude-change in X% in the target group leads to 0.1 x X% new customers this can be
highly important for the marketing-planning. The judgement of such a finding depends
on the costs and profit of an advertising campaign that is necessary to produce X%
attitude-change. The judgement of such predictions may not depend on the amount of
reduced variance but on the consequences of it.”

The model connects individual data. The attitude towards a project (image) is un-
derstood as the dependent variable and the subjective impressions of the product as
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the independent variable.

Trommsdorff argues that the direct measurement of impressions didn’t stand the
test of time. He also rejects the direct measurement of the affective attitude-component
because this would ask too much abstraction of the experimentee.

That is why Trommsdorff doesn’t measure the impressions directly but as a differ-
ence between a real and an ideal evaluation of a product. His central idea about the
meaning of an ideal image is (p.72f): “The discrepancy between the ideal and the real
image of objects ... effects a motivation of the consumption-behaviour.”

3.7 RELEVANT FINDINGS IN ATTITUDE-BEHAVIOUR-RESEARCH

Of course the attitude-orientated image-research has to face the same problems
as attitude research itself. Without going too deeply into the history of attitude-research
and the large number of attitude- and attitude-behaviour-models (reviewed often else-
where, e.g. Silberer 1983) we will report some findings relevant to this paper.

The central idea to which this chapter leads are a) attitudes — and images — are not
regular determinants of behaviour, b) the social influence plays a large role in the im-
age-behaviour-consistency.

3.7.1 The Attitude-Behaviour-Consistency

In short: You cannot infer from attitudes to behaviour easily and directly. For ex-
ample in the way that positively directed behaviour is explained through positive atti-
tudes and negatively directed behaviour through negative attitudes. This concept was
considered to be useless, even in the very first empirical findings. LaPiere (1934) for
example demonstrated in his often cited classical study that no relationship existed
between the expressed attitude of American hotel owners towards Blacks and their
actual behaviour concerning the distribution of rooms. The idea of understanding and
measuring single-dimensional attitudes disappeared as quickly as the simple consis-
tency model. But the models developed in the following decades were not much more
successful as the often recited overview by Wicker (1969), completed by Benninghaus
(1974), shows: About two thirds of the 102 reviewed attitude-behaviour-studies showed
no or only a weak relationship.
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Table 3-3: Results in early attitude behaviour research

Object of Attitude

Level of the Social Various
) ) ) ) Employees

Attitude-Behaviour-Relationship Minorities | Objects
Inverse Relationship - 21% 2%
No Relationship 52% 21% 18%
Weak Relationship (r-.30) 30% 25% 39%
Average Relationship (r-.50) 13% 25% 22%
Strong Relationship

4% 7% 20%
(r above .51)
n= 23 28 51

3.7.2 The Social Influence

These failures mentioned couldn’t stop the efforts in attitude-research. Finally
Fishbein & Ajzen originated the so called Behavioural-Intention-Model (B.l.-Model)
based on the theory of reasoned action. In short, this theory implies that behaviour fol-
lows a rational behaviour-decision. This model measures the attitudes towards the
consequences of behaviour towards an object — not towards the object. This method
was relatively successful. Mummendey (1977) reports average to high correlations
between the determinants of this model and overt behaviour after a review of investi-
gations with and about the model. It not only yielded good results by providing meth-
odological guidelines, but also proved to be very practical resulting in the fact that this
model is considered to be one of the rare social-psychological insights which is recog-
nized universally (see e.g. Mayer et.al 1986).In the context of this paper it is important
that Fishbein & Ajzen conceptualized and established social influence in the area of
attitude-research. Let’s take a look at this model.

3.7.2.1 The B.l.-Model by Fishbein & Ajzen

Fishbein & Ajzen reduced their original and more complex model, for the personal
(subjective) normative-conviction and the readiness referring to this subjective norm,
because including both variables could not increase the prediction of the model. Ac-
cording to Fishbein, this is caused by the fact that the personal normative conviction
simply represents another measure of the intention, and the variable “readiness
towards the subjective norm” does not have a lot of variance. So far the final format of
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the B.l.-Model is the following (not mentioning Ajzen’s recent development: The theory
of planned behaviour. The corresponding model includes a component “perceived
behavioural control”):

f:(4act + SN} = EI — Bo

where SN describes the perceived social norm and the two components of attitudes
are specific through two sums of products:

f:( E:hi ¥ ci ) = Aact]
=1
and

foom

J1‘":( ';? Ibj xmoj ) =5N]

1

N A

bi : strength of assumption about the behaviour having the consequence i

ci : judgement of the consequence i

n : number of relevant consequences

bj : strength of assumption about whether socially relevant reference persons

support a behaviour or not
m : number of relevant reference persons

moj  : motivation to comply to reference person(s) j

Fishbein proposed a regression analysis to prove the model empirically. Further-
more, it remains to be stressed that the model originally only explained the intention of
behaviour and that this intention was used to determine and to predict the behaviour.
The model has, despite its relatively good consistency through empirical proof, some
points worthy of discussion, especially concerning the equality of Bl and B, which could
not always be verified empirically. The consistency regarding this seems to depend
upon the weighing of the components against one another (see Wilson et.al. 1975,
then Goétze 1991).

The B.l.-Model is reported to show that the social influence and its meaning is
known in the area of attitude-research. This means consequently that we should con-
sider it in the context of image, too. Remembering classical social-psychological inves-
tigations like the experiments of Milgram or Asch (1951) it even seems more urgent to
think about social influence. Let’s see some interesting findings about it:

The way a target group is disposing behaviour may be ascertained. This type of
analysis has been advanced. Meanwhile, further research about the B.l.-Model has
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shown that there are groups (e.g. target groups for certain products), which are homo-
geneous in their behavioural disposition.

3.7.2.2 The Study of Miller & Grush

Miller & Grush (1986) researched the study-related behaviour of students of differ-
ent departments, dividing the sample into one non-conformist group and three groups
of increasing conformity based on pre-testing the degree of individual self-monitoring
and self-consciousness as measures if individual conformity. The degree of individual
conformity-readiness was tested using the “private self-consciousness test” by Fenig-
stein (1975) in combination with the “self-monitoring scale” by Snyder. The group
labelled “high low” is the one including the non-conformist individuals, according to the
pretest (see TABLE 4 below). The three other groups included those individuals who,

according to the tests, were either less or more conforming.

Although the behaviour to be specified was the same (the individual time used for
the studies) most individuals were disposing their behaviour rather reference-group-
orientated (reference-groups in this context being the most popular professor, peers,
parents and friend). Only few were disposing their behaviour according to their per-
sonal attitude to the subject. In the group labelled as low conformistic the correlation
between the personal attitude and the behaviour was highly positive (significant: .49)
whereas the correlation between the perceived social norm and the behaviour was not
significant ( .19). All other groups showed a significant correlation between the norm
and the behaviour ( .38 to .48) but no significant correlation between the personal atti-
tude and the behaviour.

Table 3-4: Correlations of attitude and norm measures

R-squares for personality groups

Self-consciousness: High High Low Low
Self-monitoring: High Low High Low
n: [68] [45] [45] [45]
Measure

*p<.01
General Attitudes 20 49%% 32 24

Norms KR .19 A48H* A4x*
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How members of a certain group dispose their behaviour could thus be predicted
by pretests. The results by Miller & Grush are impressive, but may by no means be
generalized. Since, as stated above, it must be considered that personal attitudes to-
wards a behaviour do not always differ from the social norms. Miller & Grush seemed
to have indicated to some facts where that difference was actual.

If there is no significant difference between a norm and an attitude, it would at least be
plausible if a high attitude-behaviour consistency could be found. If there was a differ-
ence, it should at least be sufficient to provide statistical independence, allowing it to
apply to the B.l.-Model.

A group-specific manner of behavioural dispositions can be predicted without pre-
testing, if other knowledge about the group-specific behaviour is available (Goétze
1988).

3.7.2.3 A Classification of Social Influence

Doll (1986) acknowledged a lack of the conceptualization and classification of so-
cial influence especially in the field of attitude-research. After reviewing different at-
tempts of classifications — empirically as well as analytically — he proposes the classifi-
cation shown below. This table is shown to make the researcher aware of the wide
range of types of social influence and the different effects to be expected. Social influ-
ence might work in a way for which there doesn’t exist a model of measurement or in-
terpretation yet. Doll didn’t include a very special type of social influence. Let’s call it
“The longer and broader effects of Advertising”. This is the name of a relatively new
series in the publications of ESOMAR, and was invented for good reason in. In Doll’s
overview you have to add long-term influences by mass-media (remember Public Re-
lations) and advertising. This type of influence is so common that only a few people
think about its special impact as yet.
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Table 3-5: Types of social influence

Source Mediation Specifity Sanctions Duration Iéi)l:t'ac "
Partner direct spec./general possible long-term yes
Family direct spec./general possible long-term yes
Friend direct spec./general possible middle yes
Institution direct specific possible long-term possible
Expert mediumistic specific no short-term possible
Mass-Media mediumistic spec./general no short-term no
Advertising mediumistic specific no short-term deputy
Law mediumistic specific possible short-term no
Morality mediumistic/direct general no middle no

3.7.2.4 Some More Relevant Findings in the Field of Social Influence

Before we report the following studies let’s recall Spiegel’s early idea of adding
something like a degree of request of the product (the brand) to the image-value. For
good reason researchers said that this is tautological. Urban (1975) combined an atti-
tude-based image-measurement with indices of availability and advertising-pressure of
a product. These indices are certainly no psychological components. But Spiegel’s and
Urban’s models seem to work at least so often that it cannot merely be accidently.
Maybe there is a way to operationalize the impact of these economic factors in a psy-
chological way?

It is also tautological to say: People buy what is bought and don’t buy what is not
bought. Or: They prefer what is preferred and reject what is rejected. Maybe not every-
body behaves like that; maybe this assumption doesn’t make sense in every purchase-
context. Certainly this description isn’t very scientific, but probably everybody has ob-
served this fact from time to time.

The study of Venkatesan (see Kumpf’s review 1983):

Venkatesan (1966) tested the impact of decisions (opinions) of groups under the
aspect of the following two hypotheses: H1= People adjust their opinion to the group-
opinion if there is no pressure, H2= People behave reactive and don’t adjust if they
perceive pressure. The experimentees had to choose the best suit out of three. The
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three suits were almost the same but were introduced as totally different qualities.
Similar to Asch’s experiment (1951) three “other experimentees” who were in fact co-
operating with Venkatesan judged the suits before the real experimentee did it. All of
them judged the same suit as best. Firstly this judgement was communicated without
any pressure but in front of the experimentee. More than the half of the experimentees
chose the same suit. The second condition was that the group-decision was communi-
cated with a little pressure (“we really should come to an agreement!”). Then less than
a third of the experimentees chose the same suit.

The study of Weber & Hansen (1972):

Randomly selected housewives named (individually) their ranking of preference of
different brands of coffee, toothpaste and some sort of pudding. Sometime later they
received a note which told which brands were preferred by the majority. After a second
interview some days later the housewives could choose one of the products they had
to judge — as a thank-you for their participation. In this situation they were asked again
for ranking the different brands. The results confirmed the hypotheses:

When the majority “obviously” preferred a certain brand about half of the experi-
mentees didn’t prefer the brand they once preferred but changed to the preference of
the majority. Younger women and women with a lower social status were even more

often ready to adjust their preference to the group-preference.

In the frame of this paper it isn't possible to report all the interesting findings in
group-research. But a short summary should be useful, too.

As a result of this type of investigations further hypotheses were developed. For
example: Consumer behaviour will be influenced by reference groups when the con-
sumer has to deal with conspicuous products (Kroeber-Riel 1980, p.449). But all the
hypotheses in that field are still discussed contrarily. Kumpf (1983) concludes after a
reanalysis of the studies about the influence of reference groups: There’s an influence,
but research so far could not identify sufficiently when the influence was informal or
normative and under which conditions we can expect an influence-behaviour-consis-
tency (publicity of behaviour, presence of the reference group, membership in a group
where the experimentee wishes to be a member etc.). Kumpf also discusses that it is
not easy to translate the knowledge about the meaning of group-influence for the pur-
chasing-process into communication-strategies. His central reason is that advertising
with judgements of reference-group are too obviously manipulative and might thus pro-
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voke reactance. Another reason for being careful with these kinds of concepts is a
man’s seeking for “uniqueness” which might hinder the drive to belong to a group.

3.8 SOME HYPOTHESES

The facts reported so far lead to the central idea: Image is more (or just less) than
an individual structure of expectations. When we talk about image we implicitly mean
an image that is relevant for the disposition of behaviour. Almost everybody says from
time to time: This person or thing has a good image or a bad image. What does it
mean? It just means good and bad. But good and bad in the social world and not in the
person’s individual world. If we don’t like a famous actor e.g. we have to say: This actor
has a good image at least in certain groups, but | don’t like him nevertheless. Who
would say: This actor has a bad image because | don'’t like him?

The social influence should enter the scientific world of image. In this paper we
postulate that image consists out of an individual structure of expectations and a social
component. Perhaps the terms “image-shell and image-surface” were not that bad.
This social component is the perceived social rank of the image-object in his class of
objects. The rank of its class of objects in the whole social world might have an influ-
ence under certain circumstances as well. Whether a certain behaviour is dominated
by social influence or individual attitudes depends on variables in the personality such
as status, self-consciousness and self-monitoring, involvement and perceived behav-
ioural control (which could be the variable where all the other variables mentioned
might be included, if we want to believe in Ajzen’s very recent findings which cannot be
discussed here).

This ranking should be considered as a psychological measure of what Spiegel
and Urban had in mind, because the rank of an image-object (product) might well be a
result of its share-of-voice in the “social field” and its “degree of presence” (which we
may be calling “density of distribution” in the marketing-world).

- H1: The image-based preferences for social objects are no function of
individual distances between an ideal-object and (a) real object(s).

- H2: The preference for social objects is a function of the perceived social
rank of the object.
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- H3: Only the preference of objects with the same or at least very similar
perceived rankings is a function of the individual structure of expectations.

What we cannot hypothesize at the moment: Is the perceived social rank a function
of the relevant judgement of certain reference groups or of the “whole perceived social
world”? Does this relation depend on the class of image-object, situation, variables in
the personality?

3.9 SOME APPLICATIONS AND TEST OF THE HYPOTHESES

How the knowledge about the importance of social influence and their impact upon
the attitude-behaviour relationship can be employed usefully and easily in applied im-
age research, might be demonstrated through the following examples.

3.9.1 A Pretest of Design-Concepts

Saumer & Partner was engaged to introduce a new variety of white wine into the
market in 1990 — a white companion to the well known French “Beaujolais Primeur”.
One of the problems to solve in the fore field of the introduction was to analyse the de-

sign of the bottles (especially the labels).

The task:

To recommend packaging and promotion design of this “young wine” called
“Debit”. Saumer & Partner decided to conduct a psychological market investigation.
The main question being was how strong the trend to the new label-designs had been
and if it will reflect on the decisions to purchase. Budget restrictions made it necessary

to concentrate almost exclusively on the appearance of the bottles at the point-of-sale.

The method:

The test was conducted in testing-studios situated in down-town pedestrian zones.
Interviewers recruited persons who corresponded to the criteria of the target group,
which were: higher income, socially established, with a preference for white wine, both
sexes, 18 to ca. 75 years old and willing to come to the studios for a bottle of white

wine.
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In the testing-studios four sets of three bottles were presented to the test subjects.
The four sets showed different designs with three less important variations such as
different types of green glass. The four different designs can be best described as fol-
lows: a) typographic, b) large circular, c) an aquarelle, d) old-fashioned.

After demographic variables were registered, the subjects’ conception of the ideal
design was measured applying the attitude-behaviour models with reference point. The
items to be judged on a unipolar scale from 1 to 7 were elegance, conservativeness,
freshness, degree of being old-fashioned, expensiveness and others. Then the visual
effects of each of the four designs were measured by the same scale and items. The
intention to purchase was measured by the question “which bottle of those you see
would you like to try most?”

In addition to the questions mentioned above the subjects were also asked which
bottle the people with whom they most often drink wine with would prefer (=perceived

social norm).

The sample:

Some facts concerning the sample: 136 subjects, half 45 years and younger, 50%
male — 50% female, 58.1% drank wine at least once a week, 61.8% spent more than 6
Deutschmarks for a 0.75 litre-bottle, only 5% didn’t know what they spent, the reported

result were the same for both sexes.
Resulis:

(The first step of analysis of this investigation is describes in detail in: Gbtze, 1991
ESOMAR-book of the seminar “How advertising works and how promotions work”)

On the whole the relatively modern aquarelle-design showed the lowest distance to
the ideal-object and the old-fashioned design the largest distance. But the old-fash-
ioned design was preferred most and not the aquarelle-design.
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Table 3-6: Distances to the Ideal compared to Preferences

Group: A B C D
City-Block-Distance: 2.50 297 2.15 4.06
Preference: 28 5 47 56 (n=136)

(The split-half-coefficient of reliability for all attitude-items in the questionnaire is 0.89,
calculated with SPSS PC+ X)

The result presented above was confirmed by a correlation-analysis: None of the
distance-measures explained the corresponding preference. No significant correlations
were found between the image-distances and preferences.

We sought to explain these results in the influence exerted by reference group be-
cause about two thirds of the experimentees noted that their reference group (the
one(s) they mostly drink wine with) would prefer an old-fashioned design. But there
was no significant correlation found between the perceived social expectations and
preference.

But:

We found a significant correlation (.58, level of significance 0.05) between the per-
ceived distance of the old-fashioned design to the (individual) ideal-object and the pref-
erence of the modern aquarelle-design (C, which showed the lowest distance to the
ideal-object). This means: The more an individual perceived the “market-dominating”
old-fashioned design as deviating from his expectations the more likely the design that
fitted the expectations best was preferred. This finding led to the following interpreta-

tion:

Interpretation:

The central hypotheses of this paper were confirmed: The distance-premise
doesn’t work in the assumed way. But there’s more about the data presented: In the
study mentioned above we have a fortunate combination of design-concepts tested.
Three concepts had the same “starting-position” — new concepts with no share-of-
voice, no distribution, no power in the market. Within this group the distance-premise
obviously worked: The lower the distance the higher the preference-value. The old-
fashioned design was without any doubt (and unfortunately without any measure, too)
the one with the highest perceived social rank. In 1990 this type of design still domi-
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nated the market totally.

If we would have used a measure like Spiegel’'s degree of request (which is the re-
sult of advertising-pressure) in combination with the image-distances, we probably
would have been able to predict the results of the investigation.

These results could also explain the high rate of failures of market-introductions of
new products: It's not easy to conquer conventions. But the results also confirm that
the opportunity for a new concept lies in the area where the conventional products
don’t satisfy the needs of consumers at all. If the distance is too high the “power”
doesn’t help anymore.

3.9.2 An Investigation of an Internal Corporate-ldentity

In 1992 Saumer & Partner was asked to analyze the internal C.l. (which can be re-
garded as internal image = The image the employees hold towards their own company)
of a corporation successful in the world-market of electrostatic systems. Let’s call it
Company x. This company had been rapidly growing in recent years. This rapid growth
resulted in problems in the internal information-flow (besides the raise in turnover). The
management wanted to know if this problem had already caused a loss of image and
what to do about it.

The concepit:

From Keller’s dissertation (1986) about measuring an internal C.I. we knew that to-
day the degree of identification of the employees with their company does not depend
on money (at least in the leading industrial countries) alone. Information-flow (who’s
informed feels more important) and the behavioural style (especially of the manage-
ment: everyone wants to be treated with respect) have more impact on the C.I.

Keller identified some items which seem to measure the relevant factors suffi-
ciently. We transformed these items for our needs and the individual situation of Com-
pany x. The employees had to judge statements on a scale with the extremes: 1 = not
at all, 7 = absolutely. ltems which described the company’s behavioural style were for
example “Our company is like a big family”, “The atmosphere in our company is always
polite and friendly”. Items which described the information-flow were for example ‘I

always get to know important news at once”, “Every employee always knows the goals
of the company”.
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The overall-judgement of the company was measured with the item “All in all Com-
pany x is an exemplary and outstanding company”.

Besides these conventional measures we also measured the following types of so-

cial influence:

- “How do you think your favourite colleague would judge the company?”

- “How do you think your (direct) superior would judge the company?”

Both judgements were measured by the overall judgement-scale mentioned above.
And:

o “My family is proud of my working here”

- “Company x has a good image in my peer group”

Finally we added measures of the perceived image of Company x in the “outside

world”:

- “Company x has a good image in the public and with clients”

- “Company x is one of the most important companies in the field of work”

From the prestige-measure just mentioned a prestige-index was constructed (by
simple addition). The measures of information-flow and style indices were constructed

in the same way.

Some other items had to be judged: statements about the attractivity of the corpo-
rate design, the perceived quality of the products amongst others.

In this investigation no explicit ideal-object was measured, because a) the ques-
tionnaire shouldn’t become too complex and b) there was no “competitor”. That's why
the items were presented in such a way that you may say: The more (each item was
confirmed) the better. Because of this technique the ideal of each item was regarded
as the highest possible score: 7.

Some facts:

The interviews were conducted all on the same day at the same time. From 100
employees 78 took part (the rest were not at work on this day). Only one questionnaire
was not completed.
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Resulis:

All in all the employees judged the company rather well than poor: 4.7 on a 1-7-scale,
but they thought that their favourite colleague would judge the company less well: 3.7.

There was more behind this finding: Data were analyzed separately for different
groups: superiors, subordinates, technicians, employees in administration. Of course
everyone was a member of two of the groups. Nevertheless the results were interest-

ing:

In none of the groups the judgement of the information-flow was correlated signifi-
cantly with the overall judgement although the information-flow was judged as the
poorest of all factors by all groups (below 2.5 in average) which means that this per-
ceived factor showed the greatest distance from the ideal.

But:

In the group of the employees in the administration and the subordinate-group the
perceived judgement of their favourite colleague was correlated significantly with the
overall judgement (.735 in the group of subordinates, .842 in the group of employees in
the administration, level of significance in both cases: 0.01). In the group of employees
in the administration the style-factor was significantly correlated also (.870), and in the
group of subordinates the prestige-factor (.65) did also.

Separating the employees in administration who were also subordinates led to an-
other finding: In this group the perceived judgement of the family was correlated signifi-
cantly with the overall judgement.

In the group of technicians who are subordinates, the peer group’s judgement had
a significant influence on their judgement (besides other factors).

Only in the group of technicians (as a whole) was the judgement of the products of
Company x significantly correlated with the overall judgement (.474, level of signifi-
cance 0.05). So was the prestige factor (.6).

In the group of the superiors neither the prestige, the peer group, the family nor the
colleague-opinion had significant impact on overall judgement. For this group the qual-
ity of the corporate design was most important.

Interpretation:
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This company produces highly complex technical goods. Of course one has to be
an engineer to really understand the products. That might be the reason for the impor-
tance of social influence for the employees who probably cannot objectively judge the
performance of the company: Non-technicians and subordinates.

On the contrary, the superiors who represent the company don’t care about other
people’s judgement. They are interested in the “outfit” of the company because they
need a positive outward appearance (CD) for their work. The technicians are less influ-
enced because they can understand performance. The employees in administration —
especially the subordinates — don’t have any “behavioural control” due to a lack of ob-
jective information about the image-object Company x (see Ajzen 1992). Social com-
parison is their only base for their judgement.

The consulting:

Of course some modifications of the organization of the information-flow were con-
ducted which are not of much interest here. But basically the image of the company
was not too poor. The poor image was more or less in the stage of a rumour. You
might also say it was not too late to react.

Because of the findings of the external and internal social influence (especially on
the employees whose positions are not on the top of the hierarchy) efforts in local pub-
lic relations were made with the aim to raise the image of the company in the external

reference groups of the employees.

The internal image was “healed” just by showing acceptance for the need of the
employees that “something has to happen”. Everybody was informed that the problems
were recognized and that the problems will be solved.

In fact the only (but important) mistake of the management was not to show inter-
est for the employees who don’t understand the company’s performance and not to
inform them regularly about news, targets and success in such a way they could un-
derstand it. How to identify with something you don’t understand? In fact the company
had, and has success and had no more problems in the day-to-day-information-flow
than comparable companies.
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3.10 THE CHALLENGE OF BRANDING TODAY AND IN THE FUTURE

Branding seems not to be only (mainly) a problem of the ideal construction of psy-
chological qualities added to the brand in marketing-communications. If a brand (espe-
cially a new one) proves successful depends on economic factors as well: The density
of distribution and communication. It seems that success comes if you can make the
market believe that you will certainly have or already have it.

The big ones will become bigger and the fight for the little ones will be harder. This
sounds like real life. The component of a brand which is as important as the structure
of attributes added to its perceptible social importance.

Making the relations between different types of social influence and behaviour-
related image-values more transparent is one of the tasks for future image-research.

Besides the facts just mentioned, there are a lot of competition in many markets
where competitors have similar “starting-positions”. In these markets it is still very im-

portant to analyze the attributes that give the product the best profile.

In this context we have to respect the information-overload of today. Many instru-
ments of marketing-communication are not able to transport more than one attribute:
The USP.

The dynamics in the saturated markets of fast moving consumer goods and other
consumer goods (cars, e.g.) let the attribute which forms the relevant profile (the one
that stimulates the buying-behaviour) change from time to time. Because people learn
(the images), what’s new and habitualize it. The product-attribute that sells today is a
quality that is normal tomorrow. A prerequisite to be in the market.

These thoughts lead to remind of Maslow’s pyramid (or the concept of Alderfer
based on Maslow): The need that is satisfied, leads to the next level of need. If we look
at a profile of expectations held by a consumer there is mostly a ranking of needs.
When the important needs are satisfied the less important needs become more impor-
tant. An example: Firstly a car just to drive. Then it had to drive faster and better. Today
it should have air conditioning. Tomorrow it probably has to fly. Certainly it will have to

become compost after use.

To develop analytical techniques of analysis of the optimal attribute-level for the
image-building will remain a task for image-research tomorrow: It is the old question of
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