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The purpose of this research was to examine how the 

intervening variable of comparative well-being (which is how 

persons view their age, financial resources, and health 

compared to others of their own age) will enhance the 

significance of the relationship between selected demographic 

and psychographic variables and perceived risk. 

Specifically, the research investigated the structural 

relationship between comparative well-being in four different 

statistical models: (1) as an independent predictor of 

perceived risk; (2) as an intensifier of the psychographic 

and demographic predictors of perceived risk; (3) as a 

covariate of perceived risk; and (4) finally, as a jointly 

dependent variable with perceived risk. This approach was 

pursued in an effort to enhance the traditional marketing use 

of demographic and psychographic variables in predicting 

consumer buying behavior. 

The data for this study were gathered as part of a 

national consumer-panel mail survey utilizing approximately 

3,000 households. The research instrument was a self-

administered questionnaire which collected demographic, 

psychographic, and perceived risk information from purchasers 

of apparel wear. Data analysis included descriptive 

statistics, Pearson product moment correlation analysis, 



factor analysis, analysis of variance (ANOVA), and 

multivariate analysis of variance (MANOVA). 

The findings have identified the importance of how 

consumers position themselves in society, based on their 

locus of external involvement (community and social 

activity) and how satisfactory their position is in their 

social structure as measured by comparative well-being 

(perceived age, income, and health). The research results 

challenge the value of using only age and income as predictor 

variables for perceived risk, in that no significant 

relationships were found between age, income, and perceived 

risk. However, comparative well-being was found to intensify 

these relationships, in addition to functioning as an 

independent variable and a covariate in the perceived risk 

relationship. Also, it was found that respondents with 

higher degrees of comparative well-being perceived less risk, 

whereas, more socially active respondents were high-risk 

perceivers. 
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CHAPTER I 

OVERVIEW OF THE STUDY 

Introduction 

The success of the marketing effort of a firm is 

largely dependent upon understanding the consumer decision-

making process and resulting buying behavior. However, 

predicting buyer behavior is difficult and demands that all 

factors that might influence such behavior be understood. 

One such factor of basic importance is the concept of 

perceived risk. 

When faced with making a selection of a product or 

service, the consumer often experiences a psychological 

feeling of uncertainty referred to as perceived risk. The 

marketer's macro view of perceived risk can be stated as: 

E j = f ( P R ,• ) 

E j = m i n i m u m . 

An evaluation of alternative E^ depends upon the perceived 

risk (PRi) associated with the alternative (Hansen 1972). 

Risk perception is then an independent variable which is 

related to problem importance and uncertainty, and may vary 

among products as well as consumers. The dependent 

variables are choices of information sources, brands and 

product alternatives. The basic perceived risk hypothesis is 

that the consumer will act so as to minimize perceived risk 



by selecting the evaluated alternative (EjJ which best 

minimizes perceived risk, as reflected in the relationship 

Ei = minimum. The dependent variables are choices of sources 

of information, brands and product alternatives. The 

independent variable, perceived risk, is related to problem 

importance and uncertainty, and it may vary among products as 

well as among consumers. The perceived risk concept can be 

formalized in terms of the model depicted in Figure 1 (Hansen 

1972, p. 439). 

FIGURE 1 

The Structure of Perceived Risk Model 

Responses Choice 
processes 

Consumers 
described 
in terms 
of propensities 
to perceive risk 

Situational Variables 
•product attributes 
•purchasing environment 
•consumption environment 

This composite structure of perceived risk model proposes that 

a consumer's choice processes, reflected in market place 

response, is a function of one's perceived risk propensity and 

various situational variables including such variables as 

product attributes, the purchasing environment, and most 

importantly to this study, the consumption environment. 
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While perceived risk has long been accepted as an 

influence affecting consumer purchasing behavior, previous 

research has focused on the components of perceived risk, the 

types of perceived risk, the measurement of perceived risk, 

and the risk reduction techniques utilized without 

significant consideration of its demographic and 

psychographic antecedents. 

Bauer (1960) was one of the first to consider consumer 

behavior as a risk-taking activity. Bauer posited that an 

action of a consumer will produce consequences which he 

cannot anticipate with anything approximating certainty and 

some of which are likely to be unpleasant. He comments: 

. . . risk-taking is readily seen as an integral 
part of many familiar phenomena of consumer 
behavior. This is by no means surprising, and is 
probably novel only in the degree that I have 
stressed the fact of risk-taking. What will be 
of more interest will be to understand with more 
elaboration the devices through which consumers 
handle the problem of risk. In effect I have 
suggested mainly one device, namely reliance on 
some outside source for guidance, whether that 
outside source be the reputation of the 
manufacturer of the product, opinion leader or a 
reference group. This can scarcely exhaust the 
means that consumers employ to reduce perceived 
risk, . . . (p. 395). 

Cox (1967), who contributed much to the early work on 

risk-taking behavior, edited one of the first collections of 

investigative studies of risk-taking and information-

handling. Included in this collection, Cox (p. 36) defined 

perceived risk as follows: 

In identifying risk, from the point of view of 
the individual confronted with risk, it will 



often be necessary to infer the presence of 
perceived risk from behavior, since consumers may 
be unable or unwilling to specify that a 
situation confronting them is risky. At a 
conscious level, they may never have thought 
about some of the things we will call risks, 
. . . but their behavior may be affected by risk 
'perceived' at a preconscious or subconscious 
level. 

He suggested that the degree of perceived risk involved in 

any behavioral act is a function of what would be lost (i.e., 

that which is at stake) if the consequences of the act were 

not favorable, and the individual's subjective feeling or 

degree of certainty that the consequences will be unfavor-

able. 

Cunningham (1967) complemented the original work of Cox 

by measuring the risk perceived in product-specific sit-

uations, and determined that probabilities of loss are not 

relevant to risk perception unless based on the consumer's 

past experience. 

Cunningham was also the first to identify the different 

types of risk perceived by consumers when making a purchase 

decision. He determined that there are basically four types 

of risk involved; financial loss, social consequences, 

physical danger, and loss of time and performance. These 

components were later expanded into five types of risk 

(financial risk, social risk, psychological risk, physical 

risk, and performance risk) by Jacoby and Kaplan (1972). 

They found that overall, perceived risk can be predicted from 

a composite of the five types of risk. The financial loss 
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may result when the consumer does not get the best value for 

his money (i.e., he spends too much or the quality is poor). 

The social risk dimension refers to the embarrassment that 

the consumer may experience if the purchase is not socially 

acceptable (i.e., the purchase is not proper for the occasion 

as specified by his reference group or the reference group to 

which he aspires to belong). Psychological risk is the risk 

resulting when the product does not match your self-image 

(i.e., the way you think about yourself). Physical danger 

may result from purchasing a product which could be damaging 

to health or safety, and loss of time and performance 

results from having to do without the product while having 

repairs or adjustments made. 

This present study considers the perceived risk 

experienced by the consumer when selecting wearing apparel 

and is specified as follows: 

1. Financial Risk—The loss of money due to upkeep or 
the product not lasting. 

2. Social Risk—How the product affects the way others 
think of you. 

3. Psychological Risk—The product not matching your 
self image (i.e., the way you 
think about yourself). 

4. Physical Risk—The product not considered safe. 

5. Performance Risk—The product not fitting right or 
or something else wrong with the 
product. 

In a validation study, Kaplan, Szybillo and Jacoby (1974) 

confirmed the five component thesis. 



Building on the basic risk concept a network of 

relationships has been researched to date (see Figure 2). 

FIGURE 2 

Previously Explored Perceived Risk Relationships 

CONSUMER 
BEHAVIOR 

RISK 
REDUCTION 
STRATEGIES 

PSYCaOGRAPHICS: 
Association^ Involvement 
Generalized Self-confidence 
Specific Self-Oonfidence 

DEMOGRAPHICS: 
Age 
Income 
Marital Status 
Gender 
Children - age & number 
Occupation 
Education 
Family Life Cycle 

The initial application of perceived risk was in the area of 

risk reduction, when Bauer (1960), in his seminal work, 

looked at impulse purchasing, brand loyalty, advertising, and 

personal influence as methods which consumers use to reduce 
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the perceived risk. Roselius (1971) proposed eleven risk 

reduction methods (endorsements, store image, brand image, 

brand loyalty, money-back guarantees, private testing, free 

samples, government testing, shipping, expensive model, and 

word of mouth) and examined their relationship to four types 

of risk (time loss, hazard loss, ego loss, and money loss). 

Additionally, other scholars have explored specific risk 

reduction techniques, such as the use of advertising (Barach 

1969), word of mouth (Arndt 1967, Cox 1967, Cunningham 1967, 

Perry and Hamm 1969), nonpersonal sources of information 

(Lutz and Reilly 1973, Sheth and Venkatesan 1968), store 

choice (Dash, Shiffman, and Berenson 1976, Hisrich, Dornoff 

and Kernan 1972), brand level (Dunn, Skelly and Wahlers 1986, 

Peter and Ryan 1976). 

With such a strong interest in the types and the 

measurement of risk, as well as risk reduction techniques, 

one might expect equal activity in the pursuit of finding 

functional perceived risk antecedents. However, such 

activity did not materialize. The initial investigation of 

antecedents of perceived risk revolved around the search for 

significant demographic and/or psychological relationships. 

Demographically, age, education, occupation, family life 

cycle, gender, income, and marital status were studied with 

mixed results (Bauer 1960, Botwinick 1966, Boze 1984, 

Cunningham 1967, Dawson and Wallendorf 1985, Guseman 1981, 
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Hasty 1969, Prasad 1975, Wallach and Kogan 1961, Zickmund and 

Scott 1973). 

Psychologically, the personality variable of self-

confidence received the primary focus (Arndt 1967, Cunningham 

1967, Dash, Shiffman, and Berenson 1976, Locander and Hermann 

1979, Parkinson 1974, Taylor 1974, Zickmund and Scott 1973). 

Cunningham (1967) divided self-confidence into generalized 

self-confidence and specific self-confidence. The results, 

of no significant relationship between perceived risk and 

generalized self-confidence and a product specific 

relationship between specific self-confidence and perceived 

risk, are representative of the majority of the studies that 

followed. Self-confidence is included in the variable set of 

interest for the sake of continuity in this research study. 

However, within the field of psychology still persists 

the notion that personality traits, such as self-confidence, 

are the major source of one's behavior (Hansen 1972). The 

inability to measure variations in behavior by measuring 

personality traits has been ascribed to the neglect of 

situational factors (Bauer 1960, Ehrlich 1969, and Fishbein 

1967). Additionally, the search for a perceived risk 

antecedent centering on the construct of self-confidence has 

met with little success. Therefore, the need for additional 

creative exploratory research may be in the investigation of 

situational factors created by various life styles. 
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Although, to date correlates dealing with involvement 

have generally centered on product involvement (Chaffee and 

McLeod 1973), there is increasing recognition that the 

situations in which the product is used i.e., situational 

involvement (Belk 1975, Lutz and Kakkar 1975, Rothschild 

1975) may provide a strong correlation to perceived risk. 

Situational involvement considers the consequences of less-

than-optimal product performance, in a given situation, as a 

contributor to the users' perceived risk. For instance, the 

purchase of clothing for a club meeting can have more severe 

consequences (perceived risk) than the purchase of clothing 

for everyday use. Therefore, the more occasions for social 

interaction, the more perceived risk that will be 

experienced. An extension of situational involvement is the 

concept of associational involvement (Dawson and Wallendorf 

1985). Associational involvement is specified as the amount 

of participation in social and community activities by a 

person. The more social involvement (membership in 

organizations), for example the higher perception of risk in 

purchasing conspicuous products (e.g., clothing). Dawson and 

Wallendorf (1985), building on the work of Wilson (1966), 

Wells and Tigert (1971), and Burns and Harrison (1979), 

consider associational involvement as a key aspect of life 

style, and the results of their study indicate that 

associational involvement is significantly better than social 

involvement in predicting patronage for clothing purchases. 
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Additionally, they suggest that future research should 

include a study of the relationship of community and social 

involvement and perceived risk. 

In summary, there is little research evidence of any 

significant direct relationships between perceived risk and 

demographic and psychological variables, although it appears 

that consumers who are younger, higher in income, and 

education may tend to experience lesser amounts of perceived 

risk (Hasty 1969, Wallach and Kogan 1961, Zickmund and Scott 

1973). The lack of continued pursuit of significant 

antecedents of perceived risk may be the result of these 

early, unsuccessful, attempts to establish basic demographic, 

and to a lesser extent, psychological perceived risk 

relationships. 

It is still possible, however, that there are 

intervening variables that enhance the significance of 

previous variables studied. Thus, there is a need to search 

for new significant variables and relationships. In this 

study these possibilities were explored in an effort to 

contribute to the body of knowledge on perceived risk. 

Purpose of the Research Study 

The purpose of this research was to examine how a 

proposed intervening variable, comparative well-being, 

enhances the relationship between selected demographic and 

psychographic variables and perceived risk. Specifically, 

the research investigated the structural relationship between 
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comparative well-being and perceived risk in four different 

statistical models. First, the relationship treats 

comparative well being as a independent predictor of 

perceived risk; second, comparative well-being as a 

intensifier of the psychographic and demographic predictors 

of perceived risk; third, comparative well-being as covariate 

of perceived risk; and, finally, comparative well-being as a 

jointly dependent variable with perceived risk. 

Comparative well-being, as specified in this study, is 

a modification of perceived risk research suggested by 

Sherman and Schiffman (1984). They suggested that future 

research should explore the relationship of a generally 

similar construct specified as subjective well-being to 

previously investigated perceived risk relationships. 

Previous research by social gerontologists has studied the 

concept of life satisfaction, which is part of the overall 

concept of well-being, as it relates to the aging process. 

Their findings provide inconclusive evidence of an age life 

satisfaction relationship, but do specify the need for 

additional age related study utilizing samples with broader 

age distribution. Larson (1978), in his review of twenty-

five years of well-being study, concludes that the consensus 

is a positive correlation between health and wealth and well-

being. In view of these findings a construct, comparative 

well-being, was utilized as an intervening variable. 

Comparative well-being is a self appraisal concept of a 
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person's position in relation to a defined base of others 

their own age. The components of comparative well-being are 

comparative age, comparative health, and comparative wealth. 

Such an approach was pursued in an effort to enhance 

the marketing use of the demographic variables of 

chronological age, and income. In marketing research there 

is a tradition of using demographic variables to profile 

consumer segments (Roscoe, LeClaire and Schiffman 1977). 

There are many alternative approaches to combining or 

modifying weak demographic variables into measures such as 

social class (e.g., Jain 1975; Shimp and Yokum 1981) and 

family life cycle (e.g., Derrick and Lehfeld 1980, Murphy and 

Staples 1979). In addition, a psychographic approach using 

external locus of involvement for example has begun to find 

favor. 

External locus of involvement is a measure of a 

person's activity outside the home, as measured by community 

and social involvement. Such an approach is justified by 

psychographic research of Wells and Tigert (1971) who related 

various marketplace behaviors with a person's activities, 

interests, and opinions. Additional investigation of 

psychographic constructs which included community 

involvement, as significant predictors of consumer behavior, 

has been pursued by Wilson (1966), and Burns and Harrison 

(1979), Dawson and Wallendorf (1985). 
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The Wilson study investigated whether living patterns 

(psychographics) measure anything different from 

demographics. In his study of 20 living patterns it was 

found that a combination of living patterns and demographics 

dramatically increased the percentage of explained variance 

in the purchase of selected products. Community mindedness, 

church going, and sports spectatorship were significant 

explanatory contributors to effectiveness of the 

predictability of the demographic variables, however, the 

effectiveness varied by the product purchased. Burns and 

Harrison tested the reliability of various psychographic 

measures and found the community activity concept to be 

longitudinally reliable. Dawson and Wallendorf's research of 

external activity (associational involvement), was part of 

an exploratory effort to enrich the understanding of the 

consumer decision processes. Specifically, they found that 

associational involvement was a predictor of high social 

risk. Their work has strong under-pinnings in the studies of 

intangible involvement (i.e., involvement with social issues 

and corresponding organizations) (Freedman 1964; Ostrum and 

Brock 1968) and tangible involvement (i.e., involvement with 

products) (Bettman 1978, Carman 1974, Clarke and Belk 1979, 

Day 1970, Houston and Rothschild 1978, Lastovicka 1979, 

Robertson 1976). 

This study explored the relationship of the External 

Locus of Involvement construct, measured by a person's social 
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and community activity, to that person's view of his well-

being (comparative age, comparative health, and comparative 

wealth) and their perceived risk in buying wearing apparel. 

The relationships of activity and social interaction have 

been found to be positively related to well-being (Bultena 

1969, Cutler 1973, Edwards and Klemmack 1973, Neugarten and 

Tobin 1968, Tobin and Neugarten 1961, Havighurst and Wylie 

1970, Pihlblad and Adams 1972). Therefore, comparative 

well-being was considered as a potentially contributing 

intervening variable in the relationship between perceived 

risk and External Locus of Involvement (See Figure 4). 

In order to fulfill the study's purpose of 

investigating the comparative well-being variable's 

relationship to perceived risk, and in view of product 

categories having various perceived risk levels, the product 

studied has a significant impact. Some marketing scholars 

have claimed that "The concept of life style is the essence 

of social class . . . " (Meyers and Gutman 1974, p. 236). One 

aspect of life style that differs across social classes is 

the degree of involvement in different types of associations 

(Dawson and Wallendorf 1985). Dawson and Wallendorf also 

found that the greater number of associations belonged to, 

the greater the exposure to social risk for visible and 

symbolic products. Clothing has been widely suggested and 

used by researchers as a product which is highly symbolic and 

visible (Belk 1978, Belk, Bahn and Mayer 1982, Douglas and 
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Solomon 1983, Holman 1980). The product of wearing apparel 

was selected because of its conspicuousness i.e., because it 

is a reflection of one's life style and its susceptibility to 

reference group influence inherent in social and community 

activity. Consequently, this reinforces the selection of 

apparel wear as the focus of this study. 

Witt and Bruce (1972) in their study of group influence 

found that in group membership situations consumers will tend 

to become involved with products which are socially visible 

and which have a significant place in the social interaction 

of the group. Therefore, in this investigation of perceived 

risk in purchase of wearing apparel several issues were 

examined. The specific questions which were addressed in 

this study are: 

1. What is the relationship between perceived risk and the 

demographic variables of age and income? 

2. What is the relationship between perceived risk 

and External Locus of Involvement (Community activity 

and social activity)? 

3. Is comparative well-being an independent predictor 

variable of perceived risk, intensifying variable in 

the relationships between demographic variables (age 

and income), psychographic variables (social 

involvement and community involvement) and perceived 
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risk, covariate of perceived risk, or a second 

dependent variable? 

These hypothesized relationships between demographics, 

psychographics, comparative well-being, and perceived risk as 

illustrated in Figures 3-6 are phrased in appropriate null 

hypotheses for statistical testing in Chapter 3. 

Figure 3 

Comparative Weil-Being As An Independent Variable 

Age 

Income 

Comparative Weil-Being 

Perceived Risk 

Community Activity 

Social Activity 

External Locus of 
Involvement 

Risk 

Strategies 



Figure 4 

comparative Weil-Being As An Intensifier 
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Figure 5 

Comparative Well-Being As A Covariate 
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Figure 6 

Comparative Weil-Being as a Second Dependent Variable 
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Scope and Limitations 

This study tested relationships of selected demographic 

(age and income) and psychographic (External Locus of 

Involvement) variables to perceived risk, and the effect of 

the intervening variable of comparative well-being on the 

relationships. The study utilized a single product (wearing 

apparel) and data generated by a national consumer panel. 

Although the utilization of a national consumer panel 

provides broader areas of generalization it also provides 

certain limitations inherent in panel generated information. 

Some of the deviation from the population as a whole are in 

the areas of under-representation of lower income groups, 

lower education levels, lower occupational levels, the 



20 

unemployed, and the minorities (Lumpkin, Kim, and Crawford 

1984). 

One of the most significant limitations toward general-

izability was the inherently strong panel bias in the 

over-representation of single family dwellings and married 

households. 

Finally, it is difficult to generalize the findings to 

products other than wearing apparel. 

Significance of the Study 

The concept of perceived risk, its demographic and 

psychographic antecedents, as well as the appropriate risk 

reduction strategies have been of interest to researchers for 

decades. However, the research results to date have been 

unequivocal. 

With continuous changes in the demographic structure of 

the U.S. the search for demographic causality has become more 

pressing. One of the most significant factors is the aging 

of the U.S. population and the projected increase in the 

number of aged persons as the "Baby Boomers" move through 

their life cycle. 

In summary, additional knowledge of the role of 

perceived risk in consumers1 purchasing behavior is of value 

to marketers. By understanding the perceived risk faced by 

the consumer, marketers can take appropriate action to reduce 

risk to an acceptable level. Additionally a better 

understanding of the concept of well-being over a wide age 
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span and how it relates to perceived risk provides a 

significant contribution to the body of knowledge. 

Plan of the Study 

This study is organized into five chapters. This first 

chapter provides the background for the study to introduce 

the reader to the logic and provide a understanding of the 

purpose, terms, the problems to be approached, and the scope 

and limitations of the research. In Chapter 2 the marketing 

and relevant psycho-sociological literature is reviewed to 

provide a logical research stream to identify the problems 

and furnish direction. Chapter 3 contains the null 

hypotheses, a description of the data to be collected, and a 

discussion of the methodology utilized to test the 

hypotheses. Results of the analysis are discussed in Chapter 

4. The conclusions, recommendations, and implications of the 

study are covered in Chapter 5. 

Summary of Chapter 1 

This chapter reviewed the concept of perceived risk by 

tracing the significant contributions to the existing body of 

knowledge. Additionally, the purpose, definition of terms, 

problems to be addressed, and the scope and limitations of 

the study were specified. 



CHAPTER 2 

SURVEY OF THE LITERATURE 

Introduction 

This chapter will trace the origins of the concept of 

perceived risk, review the components and measurement issues 

of perceived risk, examine the relevant literature concerning 

perceived risk and demographics, perceived risk and psycho-

graphics, and explore the components of the well-being 

concept. Table 1 summarizing significant literature has been 

included at the end of this chapter. 

Perceived Risk 

Introduction 

Perceived risk refers to the psychological sensation 

experienced by consumers when making a product or service 

selection. It is the risk felt by the consumer, which is not 

necessarily the actual risk involved in making the decision or 

purchase. 

Perceived risk research, which has been of considerable 

interest to marketing scholars, evolved from earlier 

psychological research. One of the significant psychological 

pioneers of such risk research was Atkinson (1957) . His 

concept was that the strength of motivation to perform some 

act is a multiplicative function of the strength of the 

22 
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motive, the expectancy that the act will have as a conse-

quence the attainment of an incentive, and the value of the 

incentive. 

Perhaps the name most commonly associated with the 

origins of perceived risk in marketing is that of Bauer 

(1960). His premise was that: 

Consumer behavior involves risk in the sense that 
any action of a consumer will produce consequences 
which he cannot anticipate with anything approxi-
mating certainty. 

Consumers characteristically develop decision 
strategies and ways of reducing risk that enable 
them to act with relative confidence and ease in 
situations where their information is inadequate and 
the consequences of their actions are in some 
meaningful sense incalculable. 

His basic objective at the time was to stimulate further 

research and thinking on the topic of perceived risk. 

At most, it is hoped that (my proposal) will attract 
the attention of a few researchers and practitioners 
and at least survive through infancy. The proposal 
is that we look at consumer behavior as an instance 
of risk taking (p. 389). 

Components and Measurement 

This section of the literature search will review the 

components of perceived risk and introduce the cogent risk 

measurement literature. It will be limited to perceived risk 

as it relates to general buyer behavior. 

The research activity stimulated by Bauer's work 

initially instituted research into the components of perceived 

risk and their measurement. The activity initiated by Bauer 
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has expanded into many areas of buyer behavior still being 

pursued today. 

In addition to generating interest in the perceived risk 

concept, an equally significant contribution by Bauer was his 

introduction of two dimensions of perceived risk which were to 

become the mainstay of perceived risk research — uncertainty 

and consequences. Uncertainty is the individual's subjective 

feeling or degree of certainty that the consequences will be 

unfavorable, while consequences factor may be considered as 

amount that would be lost (i.e., that which is at stake) if an 

act is not favorable. Although Bauer introduced perceived 

risk into marketing and consumer behavior, his work was based 

mostly on personal experiences and opinions and not upon 

empirical research needed to validate the concept (Bauer 

1960). 

Cox (1967), one of the early empirical investigators of 

perceived risk, acknowledged that the consumer may not 

consciously perceive risk, suggesting that risk may be 

perceived at the preconscious or subconscious level. The 

amount of perceived risk is a function of what is at stake and 

the individual's feelings or degree of certainty that the 

consequences will be favorable. 

The Cox exploratory research consisted of intensive 

multiple interviews with two women, concluding that their 

shopping patterns reflected that risk was an important 

variable in consumer behavior. Additionally, the study 
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revealed that consumers develop special styles for handling 

risk and these styles are a function of the person's 

personality, cognitive needs and style, and the degree of 

buying maturity and experience. Although the research 

involved only two respondents, it provided significant 

insights into consumers' risk behavior. 

Cox suggested that the amount of perceived risk 

experienced is a function of: 

1. The amount that would be lost if the con-
sequences of the act were not favorable, which 
is a function of the importance of the goals to 
be attained, the seriousness of the penalties 
that might be imposed for non-attainment of the 
goals, and the amount of means committed to 
achieving the goals. 

2. The individual's subjective feeling or degree 
of certainty that the consequences will be 
unfavorable. 

He concluded: 

If the amount at stake is held constant, the greater 
the subjective probability of loss occurring and the 
higher the amount of risk. Conversely, the lower 
the subjective probability of loss (i.e., the more 
certain the person is of not incurring a loss), the 
less is the amount of risk, if the amount at stake 
is held constant (p. 80). 

Thus, the amount of risk can be reduced by either 

reducing the amount at stake, and/or increasing the feeling of 

certainty that loss would not occur (i.e., become more certain 

that the consequences of the action would be favorable). 

Additionally, he proposed that the consumer can reduce the 

amount at stake by reducing that which the individual hopes to 

gain, attempting to reduce the penalties that might be 
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incurred for trying to make the gain, or reducing the means by 

which gains are to be made. Furthermore, the consumer can 

increase the certainty that loss would not occur by seeking 

and processing new information, or referring to and evaluating 

past experiences. 

Research exploring Bauer's two component (uncertainty and 

consequences) theory of perceived risk was undertaken by 

Cunningham (1967). He conducted a telephone survey of 1200 

housewives with concentration on frequently purchased items 

usually sold through supermarkets as opposed to less 

frequently purchased high cost items such as appliances and 

automobiles. Consumers were asked to evaluate the danger 

involved in selecting three items: headache remedy, fabric 

softener, and dry spaghetti. These products were to be 

evaluated on the dimensions of uncertainty and the conse-

quences of trying a new product. Potential answers (on a 

four-point Likert type scale) could range from almost never 

certain to very certain for the certainty dimension and from a 

great deal of danger to no danger for 

dimension. The response values from the ttoo responses were 

multiplied to compute the amount of perceived risk. The 

scores of perceived risk could range from one to sixteen with 

the lower values representing greater perceived risk. There-

fore, a person who is almost never certain about product 

performance and who perceives a great deal of danger in the 

possible consequences of the product would receive a total 

the consequences 
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score of one. Likewise, a person who is very certain and sees 

no danger would have a low perceived risk for the product 

class, with a score of sixteen. The consumers were assigned 

to one of three groups based upon these scores: high-, 

medium-, or low-risk perceivers. Cunningham found that 

consumers could rank the riskiness of products as well as the 

types of risk associated with these products. 

Cunningham (p. 86) expressed his justification of scale 

selection as follows: 

The rationale for constructing the perceived risk 
scale rests on two assumptions: 

1. that both consequences and certainty are 
equally weighted, and 

2. that the graduations are spaced equally on 
both scales with the distance between each 
graduation the same on each scale. 

There is some evidence to suggest that the 
consequences component may be weighted more heavily 
by consumers in perceiving risk than is the 
certainty component. However, the appropriate 
weight cannot be determined. In an effort to 
determine the weighting relationships between these 
two factors, seven alternative perceived risk (PR) 
scales were constructed, each giving a different 
weight to the two factors involved. These scales 
were then included among other items in a 90 x 90 
correlation matrix. None of the seven PR scales 
stood out in terms of relationship between perceived 
risk and product related discussion or between 
perceived risk and brand loyalty. Thus not one of 
these seven scales would appear to be more useful 
than any other in selection of such an arbitrarily 
weighted scale would be less defensible than the 
equally weighted scale used. 

Whereas Bauer (1960), Cox (1967), and Cunningham (1967) 

described risk in terms of certainty and consequence, Bettman 

(1973) conceptualized risk as having two different components: 
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(1) inherent risk and (2) handled risk. Inherent risk is the 

perceived potential risk a product class holds for a consumer. 

Handled risk is the amount of conflict the product class is 

able to arouse when the buyer chooses a brand from a product 

class in his usual buying situation. Therefore, handled risk 

for a particular brand might be lower than for the general 

product class when the consumer has information about the 

brand or has developed a loyalty for the brand. Bettman 

concluded that the risk inherent in a brand choice situation 

within a product class depends upon the degree to which a 

buyer believes he can construct a reasonable decision rule for 

making a brand choice, and the importance to him of making a 

satisfactory choice within that product class. 

Inherent product risk as measured in Bettman's study is 

viewed as either increasing or decreasing. Inherent risk is 

hypothesized to increase with variation in perceived product 

quality? importance of the brand choice for a product class; 

and the perceived price paid when a brand from the product 

class is purchased. Conversely, inherent risk for a product 

class decreases with the size of the acceptable set of brands 

in terms of quality and with the mean level of quality for the 

product class. Product risk, therefore, increases or 

decreases with variations in product quality, brand choice, 

and the perceived brand/price relationship. 

Handled risk, is inherent risk modified by information, 

brand loyalty, etc., should increase with inherent risk for 
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that product class and decrease with the amount of information 

about the product class in general; usefulness of the 

information; confidence with which the information is held; 

and the mean familiarity with specific brands in the product 

class. 

Bettman collected data from 123 paid housewives on nine 

grocery type products. A paired comparison method was 

utilized, wherein subjects were asked to choose the product 

type of the pair which they believed was the most risky (or 

important) and then rated how much more risky (important), 

that product type was than the other on a 10-point scale, 

where zero was indifference and ten was much more risky 

(important). 

The inherent risk concept and the handled risk concept 

were both supported by the data. In inherent risk, product 

class riskiness is the dominant variable with percentage of 

acceptable brands being the variable most related to the 

goodness of the buyer's brand decision rule. For handled 

risk, inherent risk was the dominant variable with information 

seen as a corrective variable. It is possible, Bettman con-

cluded, that for grocery products, uncertainty may be fairly 

low and hence, importance the dominant role. 

Alternate measurement strategies, more consistent with 

Bauer (1960), Cox (1967), and Cunningham (1967), were proposed 

by Spence, Engel, and Blackwell (1970) and Perry and Hamm 

(1969) producing acceptable results. Spence, Engel and 
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Blackwell used a direct reporting of risk by a single 

respondent measure. Perry and Hamm measured perceived risk by 

using a summed composite of economic and social risk. While 

other researchers have used variations of the above discussed 

themes the variations are too minor for consideration in this 

study. 

Types of Perceived Risk 

This section of the literature search reviews the types 

of perceived risk and their development. Additionally, the 

relationship of perceived risk to specific products will be 

explored. 

The notion that risk can be subdivided into various types 

was postulated after Bauer's (1960) introduction of the 

perceived risk concept, by marketing scholars Cunningham 

(1967), Jacoby and Kaplan (1972), and Kaplan, Szybillo and 

Jacoby (1974). The initial classification of risk by type was 

part of a broader perceived risk investigation by Cunningham, 

however, it set the stage for expansion of the concept. 

Cunningham (1967, p. 83), specifically, in addition to 

proposing and testing a perceived risk measurement scale, 

suggested that various types of risk are perceived by the 

consumer: 

. . . to the extent that the consumer realized she 
may not attain all of her buying goals, risk is 
perceived. This risk may involve possible social 
consequences, financial loss, physical danger, loss 
of time (inconvenience) or simply a product that 
"does not work." Purchasing the wrong dress for an 
important party is an example of the second; while 
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purchasing a toxic insecticide would be an example 
of the third. Of course, many products may have 
several kinds of risk associated with them. A 
person who bought a used car might recognize that 
the tires were unsafe (personal injury), the motor 
might break down and need repairs (financial loss 
and inconvenience), and the purchaser might be 
perceived by his neighbors to have made a poor buy 
(psychological loss). 

Also he found that consumers could rank the riskiness of 

various types of products and that different types of risk 

were associated with different products. For example, 

headache remedies were perceived as being the most risky, 

fabric softeners as having medium risk and dry spaghetti as 

having the least perceived risk. These results were 

consistent with his expectations of levels of risk differing 

with different products. 

The findings reflected that the danger component 

accounted for the largest amount of variance in perceived 

risk. In other words, when there was a great deal of danger, 

certainty did not matter and the effects of certainty are felt 

only at low levels of danger. Cunningham (pp. 96-97) comments 

on his findings: 

First, for each of the three product categories a 
unique pattern of "dangers" is perceived. Second, 
most respondents can be reasonably specific about 
the dangers that are involved. Third, there is a 
common thread through the three product categories 
in terms of perceived health dangers. Finally, 
there is suggestive evidence that one causal factor 
in perceived risk might be sensitization to a 
specific problem through personal experience or 
through the experience of others. Indeed, the 
rather specific types of comments made suggest that 
many of the respondents perceiving danger have had 
some experience with the dangers they mention. 
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Jacoby and Kaplan (1972) , in their study into the types 

of losses that are experienced by consumers, found that five 

types of consequences or losses (financial, social, psycho-

logical, physical, and performance risk) explained an average 

of seventy four percent of the variance in the overall per-

ceived risk measures taken across twelve different products. 

Performance risk tended to explain more variance in the 

overall perceived risk measures taken across these products. 

Performance risk tended to explain more variance than did any 

other type of consequence. 

Kaplan, Szybillo and Jacoby (1974) attempted to 

cross-validate the results of the 1972 Jacoby and Kaplan 

study. A questionnaire was developed to measure the amount of 

each specific type of perceived risk as well as the overall 

perceived risk these subjects associated with twelve consumer 

products. Products were selected to cover a substantial 

portion of the overall perceived risk continuum. An 

assortment of health, recreational, and hygienic products, 

varying along an expensive/inexpensive dimension and including 

products bought for oneself and for others, highly visible and 

low profile items, intimate and non-intimate products, were 

used. The only restriction was that the product had to be 

unisexual. 

Regression coefficients from the Jacoby and Kaplan study 

were applied to the data from the Kaplan, Szybillo and Jacoby 

study to obtain predicted overall perceived risk values for 
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all product categories. The predicted overall perceived risk 

values were then correlated with the actual overall perceived 

risk values to obtain cross-validated composite correlations 

for each product category. The means, standard deviations, 

ranges, and rank orders of the risk ratings by individual 

product category were highly similar to those obtained by 

Jacoby and Kaplan. 

A comparison of the two studies yields significant 

findings. In the Jacoby and Kaplan study, performance risk 

(loss of time or convenience if the product does not perform 

satisfactorily) correlated highest with overall perceived risk 

for eight of twelve products and second highest for another 

three products. In the replication study, performance risk 

correlated highest with overall perceived risk for ten of the 

twelve product categories. Performance risk correlated 

highest with overall perceived risk (r = .76). The highest 

correlation between risk components was that between 

psychological and social risk (r = .79) followed by that 

between financial and performance risk (r = .76). In their 

conclusions, Kaplan, Szybillo and Jacoby (1974, p. 290) state: 

These results may be considered on two levels: 
substantive and methodological. Substantively, 
there are at least three implications. 

First, the data again indicate that overall 
perceived risk can be fairly well predicted with the 
five type of consequences identified. 

Second, as found in the earlier study, the data 
clearly indicate that performance consequences are 
most predictive of overall perceived risk for most 
kinds of products. 
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Third, it reconfirms that similar types of products 
possess similar risk - consequences hierarchies. 

Methodologically, the results of the present attempt 
at cross-validation agree strongly with those of the 
earlier investigation. Additionally, beta weights 
based on data from the first study were highly 
accurate predictors when applied to the data 
obtained in the present investigation. Thus, the 
attempt at cross-validation appears successful. 

Perceived Risk and Demographics 

This section of the literature search reviews some of the 

more promising research that seeks to find significant 

relationships between perceived risk and demographics. In 

general, to date, studies have been inconsistent in finding 

significant relationships between perceived risk and 

demographics. 

The study of one's propensity to take risk has been 

investigated by psychologist and sociologist, both aimed at 

improving the understanding of the concept. In the area of 

demographics, social-psychologists Wallach and Kogan (1961), 

in exploring age and gender relationships to risk propensity, 

compared young men with older men and young women with older 

women in regard to cautiousness. In both comparisons, the 

older group was seen as the more cautious. The analysis 

focused on twelve life situations involving problems and 

activities of young adults. The central characters play 

football, go into new business ventures, apply to graduate 

schools, marry, etc. The study revealed that both older men 

and women seemed to be especially cautious in decisions 
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involving financial matters. For them, perhaps, the 

possibility of substantial financial gain was not worth the 

possible loss of money-in-hand. Some of the twelve life 

situations reflected more cautiousness in later life in one of 

the sexes than in both. It was found that the older men 

seemed more cautious than the younger men in items dealing 

with professional failure and with death. Older women were 

more cautious than younger women in items concerning defeat in 

a game and in unsuccessful marriage. 

The twelve life situations mostly involved problems and 

activities of young adults. To offset this age bias, an 

investigation was carried out with life situations about aged 

central characters facing problems representative of their own 

age group by adding, in addition to the twelve life situations 

of Wallach and Kogan (1961), twelve others about older people 

(Botwinick 1966). A total of twenty-four situations was then 

available, making a twenty-four item questionnaire. As 

before, each of the items called for a decision based upon a 

desired probability of outcome before taking a risk: the 

higher the desired probability, the more cautious the 

respondent was considered to be. 

Basically, the same results were reported by both Wallach 

and Kogan (1961) and Botwinick (1966). The older adults 

responded in a more cautious manner than the younger adults; 

they seemed to want more assurance that the outcome would be 

favorable before recommending an action to the outlined 
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situation. Men and women, of similar ages, were not very 

different in their levels and patterns of cautiousness. 

Neither was their educational level different in their levels 

of cautiousness, although their patterns were different with 

respect to the twenty-four life situations. This suggested 

that socioeconomic factors may determine the specific 

approaches to various problems, but not the overall extent of 

cautiousness. 

The Botwinick (1966) study yielded an unexpected result. 

It was expected that the life situations in which aged central 

characters coped with needs and problems of older people would 

bring out more cautiousness on the part of the more elderly 

respondents. Just the opposite resulted. Both the elderly 

and young adults were more cautious in their decisions 

concerning young central characters, but this pattern was more 

noticeable among the older respondents. The older respondent 

seemed to place less value on the life and problems of the 

older characters. In effect they were not as interested in 

adverse consequences of a bad decision of older adults. This 

is of importance to risk measurement of situation interest 

(involvement) or disinterest (uninvolvement) . Interest 

apparently should be measured before measuring risk. 

Additionally old and young alike performed in a manner which 

suggested that they regarded the aged as having less to lose 

than the young should a risky course of action go badly; the 

young, having a longer life ahead of them, have more at stake 
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and more to lose. This would seem to indicate that the youth 

perceive greater risk and are more inclined to reduce such 

risk before making a decision than are the elderly in certain 

situations. 

Conversely, the marketing literature revealed (Cunningham 

1967), that age was significantly related to perceived risk 

only in the case of headache remedies. Younger people were 

less likely to be high in perceived risk for headache remedies 

than were older people. Those who had three or more children 

living at home were less likely to be high in perceived risk 

than those with two or fewer children living at home. 

Moreover, this relationship was significant only in the case 

of headache remedies with those having no children living at 

home being especially high in perceived risk. 

Zickmund and Scott (1973) conducted personal interviews 

with housewives to evoke specific risk consequences associated 

with purchasing in eight product classes. They measured the 

traditional uncertainty and consequences of perceived risk and 

computed an overall risk measure by multiplying these two 

components. The study focused on color television, lawn 

furniture, and stationery. Although it was not the primary 

emphasis of their study, no relationship was found between 

perceived risk and income class and the level of education. 

Hasty (1969), in his study of electrical housewares, 

found that higher income groups tended to perceive less risk 

as did those who were higher in occupational status. 
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Furthermore, those persons with higher education perceived 

less risk. Risk perception decreased up to age forty five and 

then increased with age. Hasty also found that employed 

housewives perceived less risk than those who were not 

employed. 

Guseman (1981), found that widows perceived much higher 

risk than any other marital group while divorcees tended to 

perceive less risk. Older women tended to be high risk 

perceivers as well. Guseman's results regarding income level 

and educational level were consistent with Hasty's (1969). 

Those who did not finish high school were found to be high 

risk perceivers and those having post-graduate work were low 

risk perceivers. Apparently the more formal education a 

person has, the more capable the person thinks he is in 

handling risk. 

Boze (198 4) , in the investigation of professional 

services, found no significant relationships between perceived 

risk and demographics. However, the general tendencies that 

were observed in the study included: Widowed and divorced 

respondent perceived more risk than single or married; 

respondent without children living at home perceived more 

risk; perceived risk and education, occupation, and income 

were inversely related. 

Although the evidence is mixed, it appears that a weak 

relationship does exist between perceived risk and selected 
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demographic variables, such as age, education, income, 

occupation, and the stage in the family life cycle. Such 

relationships can only be resolved by additional research. 

Perceived Risk and Psychographics 

The use of psychographics to enhance weak demographics is 

a widely accepted technique in many areas of consumer 

behavior. Psychographics can be broadly classified as 

personality or situationally based. In the area of perceived 

risk a commonly used psychographic construct is personality 

based self-confidence with little emphasis being placed on the 

situationally based involvement component. Therefore, in this 

section of the literature search the perceived risk related 

self-confidence and involvement literature is reviewed. 

Self-Confidence 

Parkinson (1974) studied the personality trait of self-

confidence in relation to the use of product seals of 

acceptance and certificates of warranty as risk reduction 

devices. He found differences in the direction of the 

relationships between specific and generalized self-

confidence. The use of seals and certificates was negatively 

related to the individual's specific self-confidence. However, 

generalized self-confidence produced a curvilinear 

relationship to the use of seals and certificates. 
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Dash, Shiftman, and Berenson (1976) investigated the 

relationship between risk and self-confidence in relation to 

store choice. The study was to determine if specialty store 

shoppers and department store shoppers differed significantly 

in terms of self confidence versus perceived risk. The first 

portion of the study examined the degree of generalized self-

confidence and the type of store shopped. The resulting data 

indicate that specialty store shoppers were significantly more 

self-confident and lower risk perceivers than department store 

shoppers. The second portion of the study explored the 

relationship between product-specific self-confidence and type 

of store shopped. The data indicates that specialty store 

shoppers were more confident in their ability and perceived 

less risk in the selection of a audio equipment purchase than 

were department stores shoppers. In contrast, totally 

conflicting results were reported in a study by Locander and 

Hermann (1979). They found little or no relationship between 

self-confidence and perceived risk anxiety in the purchase of 

a microwave oven. 

External Locus of Involvement 

In an effort to place the external locus of involvement 

construct in an appropriate context, we will review the cogent 

general involvement research to lay a foundation for external 

locus of involvement. 

Involvement is a significant psychographic situational 

construct whose initial study was in the domain of social 
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psychology. Such research primarily concerned involvement 

with social issues rather than with tangible consumer 

products. However, this research provided the foundations for 

product involvement insights. The most comprehensive theory 

of involvement coming out of social psychology is the social 

judgment theory proposed and explored by Sherif and various 

colleagues (Sherif and Cantril 1947, Sherif and Hovland 1961, 

Sherif, Sherif, and Nebergall 1965). Social judgement theory 

is the degree of involvement of an individual as it relates to 

their attitudes. Attitude is measured by a psychological 

judgement scale. The scale is composed of three regions: the 

latitude of acceptance, the latitude of rejection, and the 

latitude of non-commitment. Social judgement theory proposes 

that the size of the latitudes is related to the degree of 

involvement. 

Since the original treatment by these social judgment 

theorists, involvement has been the subject of investigation 

by other social psychologists (e.g., Freedman 1964, McGinnis 

1968, Miller 1965, Ostrum and Brock 1968). The most 

significant of these works, as far as consumer behavior is 

concerned, was the research of Ostrum and Brock (1968). They 

developed a definition of involvement which is relevant to 

involvement with objects as well as previously considered 

issues. Their definition stressed the relationship of the 

issue or object to elements of an individuals cognitive 

structure. The interchangeability of objects and issues was a 
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prerequisite to a marketing adaptation of social psychological 

conceptualizations of involvement. 

Initially, marketing treatment of involvement had dealt 

with consumers' involvement with mass media (Krugman 1965). 

He studied involvement as it related to a consumers search for 

product information as furnished by the media. Later, several 

definitions of product involvement were proposed by consumer 

behavior theorists. Engel and Light (1968) characterized 

involvement as the extent to which a product is related to the 

self-concept, important values, or motives. Dolich (1969) 

further suggested that the essential prerequisite to the 

development of product involvement is a self-concept to which 

the individual relates the product. Day's (1970) definition 

of involvement is the general level of interest in the object. 

Mitchell's (1979) view of involvement is as an internal 

variable that indicates the amount of arousal, interest or 

drive evoked by the particular stimulus or situation. 

The preceding definitions leave a clouded picture as to 

whether product involvement derives from characteristics of 

the product, the situation in which the product is used, or 

the individual using it. Houston and Rothschild (1978) argue 

that these dimensions of product involvement are all important 

and they combine to influence consumer behavior. The 

involvement construct encompasses overall behavioral implica-

tions, as well as the dimensions of product and situation. 
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The product based studies have explored the relationship 

between involvement with a product class and information 

acquisition, brand loyalty, and opinion leadership (Bettman 

1978, Clarke and Belk 1979, Gardner, Mitchel and Russo 1977, 

Houston and Rothschild 1978, Jacoby 1971, Rothchild 1975, 

Schiffman and Kanuk 1978, Summers 1970). 

Product involvement, as researched by Clarke and Belk 

(1979) is positively related to the diligence with which a 

consumer prepares to make a specific purchase. That is, with 

higher involvement there is more information search activity, 

more stores shopped, and more time spent in the decision 

making process. Similarly, Gardner, Mitchell and Russo (1977) 

state that when involvement is high the consumer actively 

seeks advertisements prior to purchase. However, Bettman 

(197 8) cautions that a consumer cannot be considered 

uninvolved because little or no external search occurs. A 

highly involved individual may, because of a high level of 

experience, engage, partially or fully, in internal search, in 

lieu of or in concert with external search, prior to the 

purchase decision. Internal search is defined as information 

from memory, or, in effect, previous experience. 

Jacoby (1971) explored a conceptual relationship between 

product involvement and brand loyalty. His findings indicate 

that the more involved a person is with a product the greater 

is his brand loyalty. That is, high involvement produces 

greater perceived differences between brands, and brand 
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loyalty. However, Chaffee and Mcleod (1973) have taken a 

contrasting position by stating that the perceived difference 

between brands produces high involvement. Such conflicting 

results are representative of the lack of understanding of 

whether involvement is the cause or effect in many of the 

reported consumer behavior relationships. 

Consumer behavior research has traditionally emphasized 

product dimensions of involvement (Bowen and Chaffee 1974, 

Hupfer and Gardner, Woods 1965) , as reflected in the 

exploration of the possible connections between various 

product attributes and involvement levels. Involvement has 

primarily been linked to the symbolic meaning of the product, 

the extent of brand level differences within a product class, 

and the amount of perceived risk associated with a purchase 

within a product class. 

Woods (1965), in an early exploration of product 

involvement, specified certain products as being inherently 

involving. Woods considered an individual's identification 

with the symbolic meaning of the product as being involving. 

Four types of products were identified as being involving: 

(1) prestige products (products reflecting success), (2) 

maturity products (products reflecting age group rite, e.g., 

cars for teenagers reaching driving age), (3) status products 

(products connoting membership, and (4) anxiety products 

(products which are used to reduce fears). Woods considered 

the first three product groups to be involving because of 
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their symbolic meaning; however, anxiety products serve an 

ego-defensive function. 

More specifically, fashion apparel is a symbolic meaning 

type product, which has been thoroughly explored by Summers 

(1970) and Tigert, Ring and King (1976). Summers studied 

opinion leaders for women's clothing fashion, and reported 

that respondent differences in "fashion involvement" 

represented the strongest of five sets of variables. These 

included demographics, sociological variables, personality and 

attitudinal factors, mass media exposure, and fashion in 

determining opinion leadership for fashions. Fashion 

involvement was more completely investigated by Tigert, Ring 

and King (1976). They suggested that there exists a "fashion 

involvement continuum" based on fashion-related behaviors, 

such as, innovativeness, interpersonal communication and 

socialization, fashion interest, fashion knowledge, and 

awareness of fashion trends,. Their pursuit of this concept 

indicated that, in general, persons are not highly fashion 

involved—however, socially active females are more involved 

in fashion than their male counterpart. 

The emphasis on the product dimension has resulted in 

some alignment of involvement to perceived risk. The 

perceived risk perspective continues the tendency among 

consumer behavior theorists of defining a product as "high" or 

"low" involvement due to its inherent attributes. However, 

Lastovicka (1979) posits that a particular product's 
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involvement classification is not so much determined by the 

objective nature of the good itself, but rather by the 

consumer perception of the product. Additionally, the 

perceived risk approach should take into account the 

importance of consumer perceptions in determining involvement 

potential. However, in practice much of the research 

concerning perceived risk deals with inherent product risk 

determined by product attributes. Lastovicka's point is that 

involvement categories for products are consumer-defined 

rather than product-defined and products are not inherently 

involving and marketers court danger by assuming otherwise. 

Rothschild (1975, 1978, 1979) divides product involvement 

into two components of enduring involvement and situational 

involvement. He (1979, p. 77) defines enduring involvement as 

"the level of involvement towards the general object class. . 

. which the individual brings into a situation." Enduring 

involvement may be considered as a long-term interest and 

concern with the product which is independent of situational 

influence. Therefore, enduring product involvement exists 

even when a specific purchase or usage goal is not in effect. 

Concurrently, he (pp. 76-77) defines situational involvement 

as a "concern with a specific situation such as a purchase." 

That is, situational involvement is more concerned with a 

temporary situation and does not necessary imply continued 

interest or involvement beyond the situation at hand. 
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While most researchers have emphasized the product 

dimension of involvement, several investigators have observed 

the existence of individual differences in product 

involvement. For example, Hupfer and Gardner (1971) pointed 

out that levels of involvement with a particular product class 

probably vary as a function of socio-demographic differences, 

differing role demands, and amount of previous product 

experience. Also, Bowen and Chaffee (1974) perceive 

involvement as varying from one consumer to another as well as 

from one product to another. 

These varying views have prompted a broader situationally 

oriented perspective. Such a situational perspective has an 

association with the perceived risk perspective much as the 

previously discussed product dimension. Houston and 

Rothschild (1978) state that certain situations are 

distinguished by perceived severe consequences of 

less-than-optimal behavior. For example, being improperly 

attired at a dinner party for your social circle may bring 

about more severe consequences than wearing the same attire at 

a family function. That is, when consequences are severe the 

individual may exhibit higher situational involvement. 

Although situational involvement and enduring involvement 

are forms of product involvement, they both must be considered 

as separate entities. If the product is able to generate 

interest without other concerns it should be considered to 

possess enduring characteristics. However, situation 
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involvement denotes concern in the product class and obtaining 

a short term goal (i.e., making a good impression on others). 

Witt and Bruce (1972) point out that a consumer involved in 

group membership situations will tend to become involved with 

products which are socially visible and which have a 

significant place in the social integration of the group. 

Studies have found a strong positive relation between 

social class and the number of groups (e.g., level of 

community and social group activity) to which an individuals 

belong (Curtis and Jackson 1977, Hodges 1964). Schaninger 

(1981) found that members of higher social classes perceive 

more social risk in purchasing than members of lower social 

classes. Dawson and Wallendorf (1985) suggest that 

differences in perceived social risk exposure is attributable 

to associational behavior (e.g., community and social group 

membership) of individuals in higher social classes. 

Associational involvement was operationalized by asking all 

respondents to name all organizations in which they 

participated. Their findings indicate that social 

participation is positively related to the degree to which an 

individual is exposed to the expectations and norms of 

referents. As one's exposure through group participation 

increases, the chance exposure of ownership of an 

inappropriate product increases. Such exposure is enhanced by 

group membership in which ownership of a visible or symbolic 

product, such as clothing, is a significant determinant of 
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group acceptance. Clothing has been repeatedly used by 

researchers as a highly visible and symbolic product (Belk 

1978, Belk, Bahn and Mayer 1982, Douglas and Solomon 1983, 

Holman 1980, Schaninger 1981). 

Dawson and Wallendorf (1985, p. 589) indicate, based on 

their findings, various avenues for future study as follows: 

Perhaps most importantly, the theoretical argument 
(of this study) has centered around the concept of 
social risk, while not directly measuring this 
concept. The greatest contribution toward 
establishing the validity of this argument would be 
direct measurement of social risk for clothing or 
furniture purchases, in addition to the variables 
considered here. As validity of measuring all forms 
of risk is in question (e.g., Ross 1975), using 
product involvement or importance may produce better 
results. These concepts are closely related to 
social risk and have involved the development of 
valid and reliable scales (Bloch 1981; Bloch and 
Richins 1983). If associational involvement is a 
significant predictor of high social risk and/or 
product involvement purchases, the relationship 
between this concept and patronage . . . could be 
made with a higher degree of confidence. 

Comparative Weil-Being 

Comparative well-being is a psycho-social construct that 

is just being considered by marketing scholars. Its 

relationship to perceived risk has been suggested but not 

explored. Sherman and Schiffman (1984) espoused that future 

research should explore the relationship between a construct 

specified as subjective well-being, and perceived risk. 

This section will introduce the concept of comparative 

well-being by reviewing the pertinent literature. To this 

end, the study, which views well-being as a three component 
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construct specified by the respondents' comparison of their 

position with others, requires an understanding of the self 

concept literature to provide significant underpinnings. 

Additionally, the literature on non-cognitive age measurement 

and non-medical specified health will be reviewed. 

Comparative well-being is a positive self appraisal 

concept of one's position in relation to a defined standard, 

or from the viewpoint of the economic psychologist (Strumpel 

1972, van Raaij 1981) it is considered as the discrepancy 

between expected and actual performance of a product or 

service, the discrepancy between the expected and actual 

benefits of an economic decision. However, for this study of 

perceived risk it will be considered a self appraisal 

construct which is deeply rooted in a person's self-concept or 

self-image. 

Self-concept (or self-image), as defined by Newcombe 

(1950), is "the individual as perceived by that individual in 

a socially determined frame of reference." Stated simply, 

self-concept is a person's perception of himself. It is 

important to remember that this self-perception is not 

confined just to the physical self, but is inclusive of 

characteristics such as wealth, health, age, justice, and 

guilt (Snygg and Combs 1949). In effect, self-concept refers 

to the totality of an individual's thoughts and feelings about 

himself (Rosenberg 1979). 
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Behaviorist theories of self-concept can be generally 

divided into two groups: single, and multiple component 

theories (Sirgy 1982). Single component perspectives have 

focused on the actual self—the perception of one's self 

fashioned on one of the following views of self-concept 

development (Grubb and Hupp 1968, Grubb and Stern 1971, Hughes 

and Noert 1970, Loudon and Delia Bitta 1984). Loudon and 

Delia Bitta (p. 507-508) classify the components as follows: 

1. Self-appraisal—is the fashioning of one's 
self-concept by labeling one's own dominant 
behavior patterns according to what is 
socially acceptable and unacceptable behavior. 
With repeated confirmation of this label, a 
portion of the person's self-concept emerges, 
playing a dominant role in how he views 
himself. 

2. Reflected Appraisal—holds that appraisals a 
person received from others mold self-concept. 
The strength of the resultant self-concept is 
dependent on the perceived credibility of the 
source, interest in the person being appraised 
by the appraiser, agreement of appraisal with a 
person's self-concept at the time, the number 
of confirmations, consistency of the sources, 
and supportiveness of one's own views. 

3. Social Comparison Theory—states that people's 
self-concepts depend on how they see themselves 
in relation to others. 

4. Biased Scanning—views self-concept development 
in terms of identity aspirations and biased 
scanning of the environment for information to 
confirm how well the person is meeting his 
aspirations. 

Although these theories of self-concept development 

take different approaches to how people see themselves, in 

reality, we probably perceive ourselves in relation to others, 

to our levels of aspirations and biased selection of 
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information about ourselves, to the labeling of ourselves 

according to how we perceive society categorizes us, and to 

the reflected appraisals of significant others (Rosenberg 

1979). 

Festinger (1957) suggests that how people perceive 

themselves is dependent upon their perception of their 

relative status as compared to health, financial status, 

relative to other groups important to them. This is basically 

the social comparison theory which has had a more direct 

impact on the development of marketing strategies than have 

the other single component approaches. 

The multiple-component group theories argue that a full 

understanding of the self is best obtained by using schemes 

that account for two or more components. This group is 

concerned with the following self-concepts (Rogers 1951): 

1. Real Self—is the individual as an objective 
entity. The real self is never completely 
understood or observed. 

2. Ideal Self—is what the individual would like 
to be. The ideal self is never actually 
achieved; the individual always fins something 
new for which to strive. 

3. Self-image—is the way we see ourselves. The 
self-image acts as a guide to much of consumer 
behavior. It is a combination of the real self 
and the ideal self. 

4. Apparent Self—is the self that outsiders see. 
In fact, outsiders may see a combination of the 
ideal self, the real self, and the self image. 
What the outsider sees, however, may not be a 
true representation of the person. 
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5. Reference-Group Image—is the self that the 
individual thinks that others, with whom he 
associates or identifies, see in him. 

The central notion that the consumer's concept of himself 

influences his behavior has been examined by researchers. The 

major types of research investigations have been identified by 

Sirgy (1982) as follows: 

1. Determination of specific self-concepts as 
related to socioeconomic or psychological 
factors, such as personality type and social 
strati f ication. 

2. Investigation of whether the behavior of 
consumers is related to the degree of con-
gruity between their self-concepts and their 
perception of product and brand image. 

3. Studies of the degree to which consumers• 
behavior is consistent with their perceptions 
of themselves. 

4. Investigations into the possibility that 
consumers attribute their self-image to 
products that have similar images, or to 
products that they regularly purchase. 

5. Attempts that have focused on wether product 
images that are consistent with the consumer's 
self-concept influence his self-perceptions. 

Although theories vary on the meaning of a self-concept 

and how this might apply to consumer behavior, even the early 

psychologists agree that a person's concept of self displays a 

high degree of consistency, particularly in the short run 

(Snygg and Combs 1949). They propose two conditions which 

explain such consistency. First, as with many systems, self 

has an inertial tendency, that is, it tends to resist change. 

Second, after the self has become established, change becomes 

less likely because of selective perception of environmental 
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information. That is, the self tends to interpret concepts in 

terms of self, which acts as a reinforcing mechanism of one's 

beliefs and attitudes are correct. 

Festinger (1957) found that people need to affirm 

continuously that their beliefs and attitudes are correct and 

that they compare their beliefs and attitudes with others to 

determine the validity of their own. If, for example, a 

person is asked whether he is healthy, old, wealthy, or 

sociable, the answer will depend to a large extent on how the 

person perceives himself/herself in comparison with others. 

Therefore, ideas formed from a new experience are easily 

absorbed into the existing organization of self when the 

experience is perceived, after proper affirmation, as 

consistent with the existing structure. Conversely, 

perceptions inconsistent with the present structure are either 

rejected or altered to fit into the conceptual framework of 

self (Lecky 1968). Lecky observes that there is a continuous 

"compulsion to unify and harmonize the system of ideas by 

which we live." Such unification and harmonization is a basic 

construct for well-being. 

There is a large body of literature reporting the 

correlates of well-being (Edwards and Klemmack 1973, Palmore 

and Luikart 1972, Spreitzer and Snyder 1974). Most of this 

research agrees that the strongest factors related to well-

being are health and socioeconomic status resulting in social 

activity. Additional evidence has shown well-being to be 
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marginally related to a wide range of perceptual and 

personality phenomena, including life space, locus of control, 

activity, social interaction, self-confidence, and the aging 

process (Hansen and Yoshioda 1962, Phillips 1961, Tobin and 

Neugarten 1961, Wylie 1970). 

Most of comparative well-being work is cross-sectional 

and does not attempt to predict future well-being nor the 

factors related to change in well-being. However, Palmore and 

Kivett (1977) conducted a longitudinal study of well-being 

among the middle-aged and the "young-old," those aged 46-70. 

The study measured well-being of 378 persons over a 4-year 

period. The results showed that there were no significant 

differences in average well-being changes between any age and 

sex categories. This apparently indicated the over-all 

picture to be one of basic stability throughout this age range 

for both sexes. Significant predictors of well-being, 

concurring with existing theory, were primarily self-rated 

health, and to a lesser extent, social activity. 

Health is most strongly related to subjective well-

being. People who are sick or physically disabled are much 

less likely to express contentment with their lives. 

Generally most studies that address the issue have shown a 

significant relationship between indicators of health and 

reported well-being. Studies employing self-assessments of 

health typically ask one or several questions of the form 

(such as, "In general would you say your health is: very 
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good, good, . . . or very poor?" or "How would you rate your 

health compared to others your age?") have yielded correlation 

coefficients ranging form r = .2 to .5 (Edwards and Klemmack 

1973, Palmore and Luikart 1972, Spreitzer and Snyder 1974, 

Larson 1978) . Studies which ask respondents for an 

enumeration of current health conditions as a measure of 

health obtain similar degrees of association, though slightly 

lower, as is evident in the earliest studies where both types 

of measures are used (Cavan et al. 1949, Maddox and 

Eisendorfer 1962, Pihlblad and McNamara 1964). 

Another approach is the utilization of physician supplied 

health status. Physicians' ratings, although considered a 

more objective measure of health, are not necessarily the most 

accurate assessment of well-being. In studies using 

assessment of health made by physicians, associations of 

health to well-being were low, but significant (Jeffers and 

Nichols 1961, Maddox and Eisendorfer 1962, Palmore and Luikart 

1972) . 

Although perceived health is the most strongly related 

antecedent to subjective well being, socioeconomic status is 

also significantly related. However, the relation of 

socioeconomic status to well-being appears not to be 

attributable to any single component of socioeconomic status. 

Income, occupational status, and education all show 

relationships to satisfaction, with income being the most 

salient component of socioeconomic status (Cutler 1973, 
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Edwards and Klemmack 1973) . More specifically, Edwards and 

Klemmack (1973, p. 501) considering a possible model of well-

being, stress the importance of socioeconomic status as 

follows: 

. . . . socioeconomic status should be treated as an 
independent variable, having both direct and 
indirect effects on well-being. Its indirect effects 
appear to be through informal participation and 
perceived health, which operate as intervening 
variables and are in turn directly related to 
experienced well-being. 

Also related to ones socioeconomic status and interwoven 

into the study of well-being is the search for a chronological 

age relationship. This relationship has been specifically 

explored, and sociological researchers have found a weak or 

nonexistent relationship (Adams 1971), and still others have 

indicated a curvilinear relationship (Bloom 1961, Bortner and 

Hultsch 1970, Soper 1979). 

Chronological age is a potentially useful measure of 

behavior, because of its accurate accessability it is almost 

always included by researchers to describe population samples 

studied—and is considered by many to be one of the most 

relevant segmentation variables available to marketers (e.g., 

Phillips and Sternthal 1977, Vishabharathy 1982). However, 

researchers have reported weak or nonexistent relationships 

involving chronological age variable. 

Given the variety of life styles that are found at any 

age, these conflicting findings are not surprising, and, 

perhaps, the best approach to the concept of age would be that 
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of subjective age rather than chronological age. Phillips 

(1961) studied the differences between subjective age and 

chronological age as they relate to persons' adjustment 

patterns. Five aspects of subjective age were formulated, 

three were obtained from the aged respondents themselves, and 

two from their paired associates. The paired associates were 

asked to rate the respondents as middle-aged, elderly, old, or 

what, and secondly to rate the respondent as younger or older 

than others the same age. The respondents were asked, "How do 

you think of yourself as far as age goes: middle-aged, 

elderly, old, or what?" and "Would you say you feel older or 

younger most people your age?" Rarely did the respondent 

perceive themselves the same as their chronological age. 

Therefore, if our behavior is related to our self-image, then 

our age perception is probably more significant than our 

chronological age. Finally, the fifth aspect of subjective 

age investigated, open endedly, was the respondent's attitude 

about age. 

Research on the effect of age on consumer behavior has 

been similar to the history in developmental psychology. 

There are examples of research using such age groups as 

children (Wartella 1981), the teenage market (Churchill and 

Moschis 1979), and elderly consumers (Lambert 1979, Phillips 

and Sternthal 1977, Ross 1981). However, there is only 

limited research on consumers between teenagers and the 
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elderly. The following are some exceptions to such 

limitations. 

In their study of mature adults, Shutz, Baird and Hawkes 

(1979) studied three age groups; 45-54, 55-64, and 65 and 

older. These groups were examined using a variety of measures 

including shopping patterns, brand usage, income management, 

health care, food and nutrition, transportation, housing, and 

clothing. Ross (1981) and Shutz, Baird and Hawkes (1979) cite 

research conducted by the Needham, Harper and Steers 

advertising agency as reported in Reynolds and Wells (1977) 

which measures approximately 4,000 adults from the 20's 

through 65 and over. This data examines media attitudes, 

consumer information, product beliefs and shopping attitudes, 

and behaviors of these age groups. In addition, life style 

data on these groups was also collected. The life style 

categories used were optimism and happiness, modern-

traditional ideas, travel, mobility, anxiety, personal 

adornment, income and spending, staying at home, spouse and 

children, durable goods, housekeeping and cooking, grocery 

shopping, and health and nutrition. Most categories had only 

slight variations across age groups. 

Hirschman and Solomon (1982) examined the relationship of 

age with acquisition of rational experiences. In their 

cross-sectional study, they found younger persons sought out 

more rational experiences (cognitive stimulation) than older 

persons while age had no significant effect on rational 
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experiences (sensory stimulation). Barak and Schiffman (1981) 

developed a measure referred to as "cognitive age." Instead 

of assessing chronological age, this measures the age level of 

a person's interest and how a person perceives they look, do, 

and feel. The studies of Needham, Harper and Steers (Reynolds 

and Wells 1977) found that a sizable percentage of persons 65 

and over perceived themselves to be less than 65 on those 

measures. Underhill and Caldwell (1982) developed a similar 

measure called "perceived age" which, when used on a sample of 

persons over the life-span, generally found that people 

perceive themselves to be younger than their actual age. 

Chronological age, therefore, is now being questioned as 

reflected by the proliferation of alternative age measures; 

for example: identity age (the most common self-perceived age 

measure in social gerontology (Cutler 1982), cognitive age 

(Barak and Schiffman 1981), age role/identity (George, Mutran 

and Pennybacker 1980, Mutran and George 1982), biological age 

(Bell 1972, Biren and Jayne 1977), social age (Rose 1972, 

Bengston, Kasschau and Ragan 1977), personal age (Kastenbaum 

et al. 1972) and projected age (Puglesi 1983). Barak and 

Gould (1985) explored five different age scales in addition to 

chronological age: 

Cognitive Age—an individual's actual age-role 
self-concept, reflecting his age-identity in 
terms of four age dimensions (feel-age, look-age, 
do-age, and interest-age) expressed in years. 

Ideal Age—an individual's ideal age-role self-
concept—the age he considers to be a person's 
ideal age, expressed in years. 
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Youth Aae—the number of years a person perceives 
him/herself to be younger (or older) than his 
chronological age, i.e., the discrepancy between a 
respondent's chronological and cognitive age. 

Discrepancy Age—the number of years between a 
person's cognitive and ideal ages, i.e., discrepancy 
between actual and ideal age-role self-concepts. 

Disparity aae—the number of years that separate 
a person's chronological and idea age, i.e., dis-
crepancy between chronological and ideal age. 

Three of the above mentioned age-measures are within the 

framework of Sirgy's, previously discussed, self-concept 

theory. The first, cognitive age, measured through self-

identification with age referent groups (Barak and Schiffman 

1981), is a measure of actual age-role self concept. The 

second, ideal age, reflects a person's ideal age concept. As 

Sirgy points out, discrepancy between actual and ideal self 

concepts reflects a global self-attitude. Discrepancy age, 

the third concept measure, therefore probably indicates the 

way someone feels about his subjective age (i.e., attitude 

towards age); accordingly a low discrepancy age designates a 

positive age attitude. The other three age-measures 

considered (chronological, youth and disparity age) are not 

obvious self-concept measures. Self-concept constructs tend 

to be concerned with subjectively perceived reality and not 

with objectively measured reality, as in the instance of 

chronological age. Both youth and disparity age reflect 

discrepancy between objective and subjective measures, and as 

such are not apparent self concept measures. 
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A final area to be considered in this study is the 

potential effect of well-being on a person's activity 

including the issue of External Locus of Involvement 

previously discussed. This research stream has been primarily 

pursued by sociologist in the study of the aging process. 

However, when considering older populations, the concept of 

disengagement was the forerunner of much of today's pursuit of 

activities relation to other behavior patterns. Disengagement 

theory, which involves a persons' activity later in the aging 

process, has stimulated a great deal of research on the 

relationship between such activity and well-being. This 

research has yielded an array of differing findings for 

different measures of activity and different study 

populations, but, in general, it shows measures of activity 

and social interaction variables to be positively related to 

well-being (Bultena 1969, Cutler 1973, Edwards and Klemmack 

1972, Havighurst, Neugarten and Tobin 1968, Pihlblad and Adams 

1971, Palmore and Luikart 1972, Tobin and Neugarten 1961). 

Although the positive relationship is clear for general 

indices of social activity, results for more specific measures 

are less consistent. Studies across diverse populations have 

found associations of well-being with general measures of 

activity (Kutner et al. 1956, Havighurst, Neugarten and Tobin 

1968, Wylie 1970). 

There is limited evidence indicating that some of these 

relationships are not as salient for persons with higher 
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status and good health. Smith and Lipman (1972) found no 

association between well-being and frequency of peer contacts 

for persons with no financial or health constraints. Cutler 

(1973), Edwards and Klemmack (1973), and Bull and Aucoin 

(197 5) demonstrated that participation in voluntary 

associations has a much weaker relation to well-being when 

controls for health and socioeconomic status are introduced. 

For the data of Lemon, Bengston and Peterson (1972), the 

correlation of informal activity and well-being became 

insignificant when people in poorer health were not included. 

However, this was not the case for the data of Bultena and 

Oyler (1971). Two other studies suggest that general activity 

has less relationship to well being among higher socioeconomic 

status groups (Bengston, Ciriboga and Keller 1969, Kutner et 

al. 1956). 

The previously mentioned relationships have not been free 

of criticism. Lowenthal and Haven (1968), as well as Rosow 

(1963), have criticized the literature on activity and well-

being for neglecting to consider the quality of the activity 

and intimacy of interactions. Lowenthal and Haven found 

significant relationships between morale and people's reports 

as to whether they had someone in whom they confided. 

In sum, a causal relation of activity to well-being is 

suggested, but not conclusively established. However such 

inconsistencies provide significant opportunities for 

continued research activity, especially when coupled with the 
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reviously discussed External Locus of Involvement concept to 

provide potentially stronger relationships between selected 

comparative demographic and psychographic relations to the 

perceived risk construct. 

Summary of Chapter 2 

The literature from the general perceived risk construct 

and the demographic and psychographic relationships to 

perceived risk, and the demographic and psychographic 

measurement by self reporting, as well as significant self 

perception theory, literature was reviewed. Additionally, 

the significant literature on concept of well-being, as a 

potential link between perceived risk and the demographic and 

psychographic variables, was explored to provide a better 

insight into the opportunities for finding significant 

perceived risk antecedents. 

The next chapter, Chapter 3, will state the hypotheses to 

be tested, outline and discuss the methodology, introduce and 

specify the model, operationalize the constructs, and review 

the proposed sample structure. 
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Bauer (1960) 
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TABLE 1 

PERCEIVED RISK AND ASSOCIATED LITERATURE 

Conceptualization of Perceived Risk 

OBJECTIVE(S) FINDINGS 

Increase the knowledge of the 

consumer decision process and 

to stimulate further research 

and thinking 

Conceptualization of perceived risk as a 
component of the consumer decision 
process consisting of two dnensions: 
uncertainty and consequences. 

Components and Measurement of Perceived Risk 

Cox (1967) 

Cunningham (1967) 

Perry and Ham» (1968) 

Spence, Engel, and 
Blackwell (1970) 

Empirically investigate the 

perceived risk concept 

Development of a perceived risk 

scale 

Determine the components and 

and measurement of perceived 

risk 

Establish a risk measurement 

Found perceived risk a function of 
the amount at stake and a person's degree 
of certainty to be an important variable 
in consumer behavior. Additionally, 
to ta l perceived risk can be altered by 

changes in the amount at stake, feelings 

of certainty, changes in potential gam 

by seeking additional information, and 

the amount of past experience. 

The dimensions of certainty and con-

sequences were placed on a four point 

scale from almost never certain to very 

certain and from no danger to a great 

deal of danger respectively. Perceived 

risk is a product of the two dimensions. 

The scale rests on two assumptions: 

( l ) both consequences and certainty 

should be equally weighted and (2) 

graduations on both scales are equally 

spaced. 

Measured perceived risk by using the 

sumied composite of economic and social 

r isk. 

Determined that a direct reporting method 

of risk by a single respondent measure 

was adequate. 
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AUTHOR!S) 

Bettman (1973) 

OBJECTIVE(S) 

Investigate perceived risk pro-
duct class relationship 

FINDINGS 

Defined two co«ponents: (1) inherent 
risk and (2) handled risk. Inherent risk 
is defined as the latent risk a product 
class possesses and handled risk is 
a»ount of conflict a product class holds. 
Inherent risk was found to increase with 
variation in product quality, importance 
of the brand choice, and the perceived 
price. Inherent risk for a product class 
decreases with the size of the acceptable 
set of brands in t e n s of quality and 
with the lean level of quality for the 
product class. Handled risk is inherent 
risk iodified by information and brand 
loyalty. 

Types of Perceived Risk 

Cunningham (1967) 

Jacoby and Kaplan 
(1972) 

Exploratory research on types 
of risk and their relationship 
to product types 

Evaluate the relationship between 
overall perceived risk and types 
of losses experienced by the con-
sumer 

Determined risk could be divided into 
four areas: (1) social consequences, 
(2) financial loss, (3) physical danger, 
(4) loss of time (inconvenience). 
Additionally, found that consumers could 
rank the riskiness of various type of 
products and the various types of risk 
were associated with different products. 

Found that of the five risk types 
(performance risk, social risk, psy-
chological risk, financial risk, and 
physical risk) explained seventy-four 
percent of the overall perceived risk 
variance, with performance risk explain-
ing more than another type of conse-
quence. 
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AUTHOR!S) OBJECTIVE(S) FINDINGS 

Kaplan, Szybillo, 
and Jacoby (1974) 

Cross-validation of Jacoby and 
Kaplan (1972) study 

Cross-validation was successful and three 
basic conclusions are drawn as follows: 
(1) perceived risk can be predicted with 
the five (performance, social, physical, 
psychological, and financial) types of 
risk, (2) performance consequences are 
roost predictive of overall risk for nost 
kinds of products, and (3) similar types 
products possess similar risk producing 
consequences hierarchies 

Perceived Risk and Demographics 

Nallach and Kogan 

(1961) 

Exploration of age and gender 
relationships to risk propensity 

Determined that both older men and woien 
seemed to be more cautious, especially 
in decisions involving financial matters. 
The study implemented life situations 
involving younger adults and situations 
of their age group. 

Botwinick (19S5 Determine if changing the central 
characters and situation, in the 
iallach and Kogan (1961) will 
alter the age and gender relation-
ships to risk propensity 

Basically the same results as previously 
reported by Wallach and Kogan. However 
it was found that all groups were more 
cautious when dealing with situations 
involving younger characters. They 
concluded that aged are perceived to 
to have less to lose than the young. 

Cunningham (1967) Investigation of the demographic 
perceived risk relationships 

Found that age was only significantly 
related to perceived risk for selective 
products (headache medicine). Addition-
ally, persons with two or less children 
at home were more likely to be high in 
perceived risk, but was also product 
specific. 

Hasty (1969) Explore the demographic perceived 
risk relationship 

Higher income groups, higher occupational 
status, higher educational levels, and 
employed housewives perceived less risk. 
Additionally, risk perception decreased 
decreased up to age fortv-five and then 
increased with age. 
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AUTHOR(S) 

Gusenan (1981) 

QBJECTIVE(S) 

Investigate risk perception and 

reduction techniques 

Boze (1984) Explore perceived risk and 
professional services 

FINDINGS 

Found widows perceived higher risk than 
any other l a n t a l group--divorcees Here 
lowest. Incone and education were con-
consistent with Hasty (1969) findings. 
Age was only significant in older females 
who tended to be high risk perceivers. 

Found no significant deaographic risk 
relationships. However, the follow-
ing tendencies were observed: (1) widowed 
and divorced respondents perceived iore 
risk than single or larried respondents, 
(2) respondents without children living 
at hone perceived risk, and (3) perceived 
risk and education, occupation, and 
m c o i e were inversely related. 

Self-Confidence and Perceived Risk 

Parkinson (1974) 

Taylor (1974) 

Dash, Shiffsan, 
and Berenson (1976) 

Explore the relationship 
between perceived risk and 
self-confidence in the use 
seals and warranties 

Deteriine the effect of 
generalized self-confidence, 
specific self-confidence, and 
anxiety on the perceived risk 
and risk reduction relation-
ship 

Investigate the relationship 
between risk and personality, 
and their relation to type of 

Perceived risk and the use of seals and 
warranties is negatively related to 
specific self-confidence. Perceived 
risk, seals and warranties, and m f o r -
•ation sources have a curvilinear 
relationship to generalized self-
confidence. 

Specific self-confidence was found to 
to be significantly related to perceived 
risk, the higher the specific self-
confidence the lower the risk. Also, 
there is a significant relationship 
specific self-confidence and risk 
reduction strategies eiployed. 

Found that general and specific self-
confidence significantly related to 
degree of perceived risk and the type. 
Lower risk perceivers are higher in 
self confidence and tend to patronize 
specialty stores. 
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AUTHOR!S) 

Locander and Hermann 
(1979) 

Boze (1984) 

OBJECTIVE(S) 

Investigate the relationship 
between specific and general 
self-confidence, anxiety, and 
risk reduction strategies 

Explore significant relation-
ship between psychographics 
measures and perceived risk 
in the purchases of services 

FINDINGS 

Utilizing a high risk itea (microwave 
oven) found that the only significant 
relationship was between specific 
self-confidence, risk, and reduction 
strategies. Higher self-confidence--
lower risk and less information search. 

Generalized self-confidence was the only 
significant psychographic measure related 
perceived risk. High-risk perceiving 
consumers are lower in general self-
confidence. 

Hoods (19G5) 

Involvement 

Explore product involvement to 
determine if products could be 
classified according to level 
of involvement 

Specified certain products as being 
inherently involving. Product types 
(1) prestige products, (2) maturity 
products, (3) status products, and 
(4) anxiety products. 

Wilson (1966) 

Engel and Light 

(1968) 

Studied the patterns of daily 
behavior, interests, and opinions 
of housewives and their relation 
to the purchasing habits of 
various classes of products 

Conceptualize the relationship 
between involvement as the 
product relates to self-image 

Found that these non-demographic 

variables significantly increase 

the ability to account for 

variations in product purchasing 

activity. 

Characterized involvement as the extent 
to which a product is related to the 
self-concept, important values, or 
motives. 

Ostrum and Brock 

(1968) 

Hells and Tigert 
(1971) 

Hitt and Bruce 
(1972) 

Conceptualize involvement 
to include objects as well as 
issue:. 

Identified and applied cons-
umer' s activities, interests, 
and opinions m product use 

Study the effect of group 
membership on product involve 
ment 

Established a definition of involvement 
which is relevant to involvement with 
objects as well as issues. 

Found 32 activities, interests, and 
were significantly related to the 
purchase eye make-up. 

Consumers involved in group membership 
situations tend to become involved with 
products which are socially visible. 
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AUTHQR(S) 

Houston and 
Rothchild (1978) 

OBJECTIVE!S) 

Explore the involvement as it 

relates to products and their 

use 

FINDINGS 

Found a significant relationship between 
involvement and the situation surrounding 
the products use. Involvement increases 
as the situation of use increases the 
the penalty for failure. Certain 
situations are distinguished by severe 
perceived consequences for less~than 
optimal behavior intensifying involve-
men t. 

Lastovicka (1979) Determine the make-up of the 
concept of product involveient 

Involvesient classification is not so 
•uch determined by the objective 
nature of the good itself, but rather 
by the consumer perception of the good. 

Dawson and Hallendorf 

(1984) 

Explore the relationship between 
associational involvement, opinion 
leadership, and social class 

Associational involveient is a predictor 

of high social risk. 

Phillips (1961) 

Weil-Being 

Explore the differences between 
perceived age and chronological 
age as they relate to a persons' 
adjustment patterns 

Subjective age was determined froi the 
respondents themselves and from paired 
associates. The respondents were 
asked, "How do you think of yourself as 
age goes: middle-aged, elderly, or what? 
"Would you say you feel older or younger 
lost people your age7" Rarely did 
the respondent perceive theiselves the 
sa®e as their chronological age. 

Palmore and Luikart 
(1972) 

Specify the antecedents of sub-
jective well-being 

The following coiponents were determined 
and the corresponding V value: 
health r-.11, socioeconomic status r-.lO, 
age r-.04, employment r-.Q2, and marital 
status r~.01. 

Edwards and Klemmaci 
(1973) 

Specify the antecedents of sub-
jective well-being 

The following components were determined 
and the corresponding V value: 
health r=.19, socioeconouc status r-. 33, 
age r-.14, employment r=. 08, and marital 
status r=.14. 
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AUTHOR(S) 

Spreitzee and Snyder 
(1974) 

Barak and Schiffnan 
(1980) 

O B J E C T I V E S ) 

Specify the antecedents of sub-
jective well-being 

Develop an age »easure to replace 
chronological age 

FINDINGS 

The following co»ponents were deteriined 
and the corresponding V value: 
health r-.41, socioeconomic status r=.16, 
age r=.02, and iarital status r-.18. 

Proposed cognitive age !measures the age 
level of a person's interest and how a 
person feels they look, do, and feel. 

Barak and Gould 
(1985) 

Explore different age scales in 
addition to chronological age 

Three age scales are congruent with the 
fraiework of self concept—cognitive age 



CHAPTER 3 

METHOD OF STUDY 

Introduction 

This chapter sets forth the hypotheses of the study and 

the methodology used to gather and analyze the data. It 

therefore provides the research objectives, the justification 

of the hypotheses, reviews the advantages and disadvantages of 

the use of panel data, identifies the sampling frame, 

describes the survey instrument, and explains the 

operationalization. It furthermore details the techniques of 

data analysis to be employed: a preliminary, descriptive 

analysis of the measures themselves (mean, median, and mode), 

Pearson product moment correlational analysis, factor 

analysis, analysis of variance (ANOVA), and multivariate 

analysis of variance (MANOVA). 

Research Objectives 

The two objectives for this study are: 

1. Investigation of the existence of a relationship 

between comparative well-being and perceived risk. 

2. Identification of the nature of the relationship 

between comparative well-being and perceived risk. 

These two objectives have been selected because they could 

potentially represent a significant contribution to the 

perceived risk literature. Establishing a relationship 

between perceived risk and comparative well-being can 

72 
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contribute to the body of knowledge of consumer behavior by 

further utilizing knowledge from social indicators research 

and gerontology. Identifying the form of the relationship 

will contribute to both the explanation and prediction of 

perceived risk. 

Justification of the Hypotheses 

The hypotheses concern the nature of the relationship 

between comparative well-being and perceived risk. In 

attempting to define this relationship four common statistical 

alternatives are possible. First, comparative well-being may 

be an independent predictor like age and income of perceived 

risk. Second, comparative well-being may be an intensifier of 

age, income, social activity, and community activity of 

perceived risk. Third, comparative well-being may be a 

covariate of perceived risk. Fourth, comparative well-being 

may be jointly dependent on the four predictors: age, income, 

social activity, and community activity, therefore, not 

related to perceived risk. 

All hypotheses are stated in null form. The null 

hypothesis is a special type of hypothesis that allows the 

researcher to disprove that no difference exists between two 

populations (Craig and Metze 1979). Indeed, Fischer (1951) 

views research only as giving the facts a chance of disproving 

the null hypothesis. 

There are four sets of hypotheses for this study. Each 

set examines a different form of the relationship between 
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comparative well-being and perceived risk. The groundwork for 

all four sets is set forth in Chapter two. The literature 

generated by the economic psychologists (Strumpel 1974, van 

Raaij 1981) views comparative well-being as the discrepancy 

between the expected and actual benefits of an economic 

decision. This discrepancy is the risk involved in a 

purchase. Additionally, Sherman and Schiffman's (1984) 

research suggest that a relationship between well-being and 

perceived risk exist and should be pursued. 

H. #1 treats comparative well-being as a independent 

predictor. This places comparative well-being on the same 

level of independence as age, income, social activity, and 

community activity as reflected in Figure 7. The assumption 

of independence implies that a variable has no correlation or 

interaction with other predictor variables. With a high 

degree of correlation only the best predictor variables in the 

set should be used. According to Hair, et al. (1979) a 

reasonable cut-off point for intercorrelation among predictor 

variables is that no predictor should be included which is 

more closely related to the best predictor than it is with the 

dependent variable. 
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Figure 7 

Comparative Weil-Being As An Independent Variable 

Perceived Risk 

Income 

Age 

Community Activity 

Social Activity 

Comparative Well-Being 

H. #2 treats comparative well-being as an intensifier of 

four other predictors (age, income, community activity, and 

social activity). See Figure 8 for the model. Whenever a 

measure of the effect of two or more predictor variables on a 

criterion variable is assessed, there is the possibility of 

interaction effects—i.e., whether or not the effect of one 

variable on the criterion variable is the same regardless of 

the existing levels of the second variable. As previously 

reported, findings indicate that there are interaction effects 

between comparative well being and age, income, community 

activity, and social activity (Edwards and Klemmack 1973, 

Palmore and Luikart 1972, Spreitzer and Snyder 1974). 

Kachigan (1981) provides two key reasons for identifying 

the existence of interaction effects among predictor 
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variables. The first is for statistical purposes. The 

validity of most multi-factor analytical models is dependent 

on an assumption of no interaction effects among the 

predictors variables. The second key reason is that simply 

looking at overall effects, without taking into account the 

levels of other variables, may lead to generalizations that 

are misleading or drastically incorrect. 

Figure 8 

Comparative Well-Being As An Intensifier 

Perceived Risk 

Social Activity 

Tnflame 

Age 

Oomnunity activity 

Social Activity 
& 

Ocnparative Weil-Being 

Oomnunity Activity 
& 

Comparative Weil-Being 

Age 
& 

Comparative Weil-Being 

Comparative Weil-Being 

Income 

H. #3 treats comparative well-being as a covariate of 

perceived risk. See Figure 9 for the model. A covariate is 

assumed to be linearly related to the dependent variable. The 
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purpose of covariance analysis is to adjust criterion variable 

responses statistically for the effects of additional 

predictor variables so that statistical tests involving the 

significance of the treatment variables can be made more 

sensitive (Neter and Wasserman, 1974). For example, by adding 

comparative well-being to age, income, social activity, and 

community activity, the relationship of these predictor 

variables and perceived risk is strengthened. 

Figure 9 

Comparative Weil-Being As A Covariate 

Income 

Social Activity 

Age 

Community Activity 

Perceived Risk 

Comparative Well-Being 

H. #4 treats comparative well-being as a jointly 

dependent variable with perceived risk (Figure 10) . Joint 

dependent variables, especially those with common antecedents, 
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may not be independent. This lack of clear independence makes 

it difficult to clearly select the proper dependent variable. 

Figure 10 

Comparative Weil-Being as a Second Dependent Variable 

Income 

Community Activity 

Age 

Social Activity 

Perceived Risk 

Comparative Well-Being 

There are significant sources of literature (see Chapter 

2) relating age (Cunningham 1967, Guseman 1981, Wallach and 

Kogan 1961), income (Boze 1984, Hasty 1969), and External 

Locus of Involvement (community activity and social activity) 

(Dawson and Wallendorf 1984, Ostrum and Brock 1968) to 

perceived risk. Similar findings have been reported in the 

relationship between age (Edwards and Klemmack 1973, Palmore 

and Luikart 1972), income (Edwards and Klemmack 1973, Palmore 

and Luikart 1972, Spreitzer and Snyder 1974), and activity 

(Bultena 1969, Pihlblad and Adams 1971) and comparative well-

being. Figures 7 to 10 picture the hypothesized relationships 

in H. 1 to 4. 
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Comparative Well-Being As An Independent Predictor 

The hypotheses relating to the independent relationship 

between comparative well-being, demographics (age and income), 

psychographics (community activity and social activity), and 

perceived risk (see Figure 7) are: 

H0: 1 There is no significant relationship between: 

1.1 age and perceived risk. 

1.2 income and perceived risk. 

1.3 community activity and perceived risk. 

1.4 social activity and perceived risk. 

1.5 comparative well-being and perceived 

risk. 

The literature, as previously evaluated, indicates that 

age, income, community activity, and social activity have a 

marginal relationship with perceived risk. 

Comparative Weil-Being As An Intensifier 

The hypotheses relating to comparative well-being as an 

intensifier (interactive term) of the demographic and psycho-

graphic relationship to perceived risk (see Figure 8) are: 

H0: 2 Comparative well-being produces no 

significant effect on the relationship between: 

2.1 age and perceived risk. 

2.2 income and perceived risk. 

2.3 community activity and perceived risk. 

2.4 social activity and perceived risk. 
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Comparative Well-Being and Perceived. Risk as Covariates 

The hypothesis relating to comparative well-being and 

perceived risk as covariates (see Figure 9) is 

jjo; 3 Comparative well-being is not a covariate of 

perceived risk. 

Comparative Weil-Being & Perceived Risk as Dependent Variables 

The hypothesis relative to comparative well-being and 

perceived risk as dependent variables (see Figure 10) is 

Ho: 4 Comparative well—being is not a second dependent 

variable with perceived risk. 

Data Source 

The Panel 

The term panel is used in this paper to connote a group 

of respondents from which information is obtained periodically 

on a continuing basis. 

The continuing panel allows the use of both experimental 

and non-experimental designs and permits the monitoring of 

widely different environments (Brown and Fisk 1980). Boyd, 

Westfall and Stasch (1977, pp. 88-89) elaborate on some of the 

advantages of collecting data from panel members: 

1. More detailed analyses available: probably 
the most important single advantage of the panel 
design is analytical. Since data are collected 
from the same individuals over time, the specific 
individuals can be monitored. 

2. More data can be obtained: People who belong to 
a panel have agreed to cooperate with the re-
searcher over a period of time. 
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3. Data collected are more accurate: A growing body 
of evidence indicates that well-run consumer 
panels using continuous reporting diaries yield 
fairly accurate projections of total retail sales 
of a variety of consumer products and the 
associated consumer behavior in their purchase. 

4. Panel costs may be lower: Most of the cost of 
panels is a fixed cost. The variable cost, 
however, on a specific project may be relatively 
small. 

Other advantages of using a national consumer panel are 

very high response rates, coverage of a wider geographic area, 

less time and social pressures on the respondents, and no 

interviewer bias. 

The Sample 

The data for this study was gathered as part of a 

national consumer-panel mail survey utilizing approximately 

3,000 households. The key considerations in determining the 

sample size requirements were: (1) ability to perform factor 

analysis and (2) an adequate age distribution for significant 

age groupings. Factor analysis requires that the sample size 

be at least five times the number of variables being used in 

the analysis (Hair, et al. 1979). One hundred and twenty 

psychographic variables were included, therefore the minimum 

sample size would be 600. A disproportionate stratified 

sample skewed toward the older than 65 consumer was used to 

assure significant cell size in the older groupings. A goal 

of about 50 percent of the panel members 65 years or older was 

set to assure adequate representation in each group. A target 

age stratified quota will be established for each group as 
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follows: (1) 1,000 householders up to aged 59; (2) 500 

householders aged 60 to 64; (3) 750 householders aged 65 to 

74; and (4) 750 householders aged 75 and older. The panel was 

so constructed that the age of the household represents the 

age of the panel member, without any control on the age of the 

spouse. 

The Research Instrument 

The research instrument used for this study was a 

self-administered questionnaire. The questionnaire contained 

five major sections: Section 1 (information sources and 

product characteristics); Section 2 (number and value of items 

purchased, and type of store patronized); Section 3 (store 

services and characteristics); Section 4 (life styles, 

shopping orientations, and perceived risk); and Section 5 

(supplemental demographic information). Not all sections 

applied to this study but some sections were gathered for 

other research projects. The full questionnaire can be found 

in Appendix B. 

The survey items specifically used in this study 

included: 

1. Perceived risk (defined as the product of the 

confidence the consumer has in selecting wearing 

apparel and the severity of the consequences in 

making the selection). 

2. Respondent age. 

3. Respondent income. 
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4. External Locus of Involvement (consisting of two 

dimensions of community activity and social 

activity). 

5. Comparative well-being (consisting of three 

dimensions of comparative age, comparative health, 

and comparative wealth. 

The actual measures and/or transformations of measure for 

these five items are discussed below in the methodology 

section. 

Methodology 

The Model 

The following four constructs were used to provide a 

conceptual framework for perceived risk and each are discussed 

in detail below: perceived risk, age and income, external 

locus of involvement, and comparative well-being. 

Perceived Risk 

The exploratory model is operationalized as follows. The 

criterion, perceived risk, was established by Cunningham 

(1967) as being a function of two components: the certainty 

of the outcome and the possible consequences. Cunningham 

found a multiplicative relationship between the two 

components. The product of the certainty and consequences can 

be used to reflect a respondents' perceived risk in the 

purchase of wearing apparel. Cunningham utilized three groups 



84 

of risk perceivers: high-, medium-, and low-risk perceivers, 

who were assigned their classification based on the product of 

certainty and consequences. However, in this study perceived 

risk will be treated as a continuous variable with a range of 

5 (lowest risk) to 75 (highest risk) for the product of 

certainty and consequences. 

Modifications to Cunningham's (1967) original findings 

and recommendations include the following: 

1. Cunningham recommended that to make the findings 

more sensitive the Likert scale response measures 

should be increased to six categories. However, 

this study will use a three position range as 

originally used by Cunningham of no risk (1) , 

moderate risk (2) , and high risk (3). This range 

was selected because of its simplicity (due to 

the large number of elderly) and the potential 

convergent and discriminant validity superiority 

of the three point perceived risk scale as 

reported by Lumpkin and Massey (1984). 

2. In Cunningham's study of perceived risk, high 

consequences and low certainty represent high 

perceived risk while low consequences and high 

certainty represent low perceived risk. Because 

the two components of perceived risk are 

inversely related, it will be necessary to 

transform one of the variables before multiplying 
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the dimensions. Cunningham arbitrarily scored 

the high consequences dimension with a low scale 

number such that the product of high consequences 

(low numerical value) and low certainty (low 

numerical value) is a low number representing 

high perceived risk. In this paper, perceived 

risk is an interval measure with reverse coding. 

That is, high consequences will be scored as a 

high numerical value and low certainty will be 

reverse coded so that it is represented by a high 

numerical value. The resulting computation of 

perceived risk is representing high perceived 

risk and a low numerical value representing low 

perceived risk. 

The certainty dimension was measured on a five point 

scale, with a self reported response to the statement: "I 

have a lot of confidence in my ability to purchase suitable 

apparel." Furthermore, the consequences dimension was 

measured as the sum of self-reported types of risk experienced 

when buying apparel. 

The types of perceived risk consequences were assessed 

with a three point scale which measures responses to state-

ments concerning financial, performance, physical (health and 

safety), psychological, and social losses. These types of 

risk are predominant in the literature (Jacoby and Kaplan 

1972, Kaplan, Szybillo and Jacoby 1974) and provide an 
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adequate measurement of the perceived risk construct. The 

respondents were asked to indicate their degree of perceived 

risk associated with the buying of wearing apparel by rating 

the following statements on a three point scale from no risk 

(1) to high risk (3): 

1. Financial Risk (losing money due to upkeep or 
product not lasting). 

2. Performance Risk (not fitting right or 

something wrong with the product). 

3. Physical Risk (product not safe). 

4. Psychological Risk (product not matching your 
self-image; i.e., the way you think about 
yourself). 

5. Social Risk (product affects the way others 
think of you). 

Democrr aph ics 

General and individual demogrpahic data were obtained 

from consumer panel households (see Appendix C for a complete 

profile of panel member characteristics). Supplemental 

demographic infomration was gathered using the questionnaire 

shown in Appendix A, Section 5. Age and income are the 

specific demographic variables relevant to this study. 

The age variable was categorized into various stages in 

the adult life span (Shutz, Baird, and Hawkes 1979, Wells 

1975): young adult (under 25) ; early family (25-34); late 

family (35-44; middle age (45-54); pre-retirement (44-65); 

early retirement (65-69); and late retirement (70 and older). 
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Income was also categorized into six income classes 

less than $10,000; $10,000-$14,999; $15,000-$19,999; $20,000-

$29,999; $30,000-$39,999; $40,000 or greater. 

External Locus of Involvement and Comparative Well-Being 

The purpose of the AIO inventory was to identify factors 

for external locus of involvement (social activity and 

community activity) and comparative well-being. Seventeen AIO 

statements were utilized for this purpose. Factor analysis 

was expected, on an a priori basis, to yield the following 

five factors: 

1. Active in Community 

a. I like to work on community projects. 

b. I am an active member of more than one 
organization. 

c. I am an active member of more than one 
church organization. 

d. I do volunteer work on a regular basis. 

2. Socially Active 

a. I stay at home most evenings. 

b. I would rather go out than stay home. 

c. I bowl, play tennis, golf, or participate 
in other sports. 

d. I entertain in my home or go to other 
peoples homes often. 

3. Comparative Age 

a. I think of myself as younger than most 
others my age. 
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b. Physically, I feel younger than my age. 

c. I generally feel closer to those younger 
than me than those my own age. 

d. Compared to others my age, I get around better. 

4. Comparative Health 

a. Compared to others my age, I take less medicine. 

b. Compared others my age, I think I'm in better 
health. 

c. I really don't have any physical problems. 

5. Comparative wealth 

a. I am worse off financially now than I was a 
year ago. 

b. I can't afford to buy the things I need. 

c. I can generally buy what I need but no extras. 

A summate of the appropriate AIO statements was used to 

represent the independent variables of social activity and 

community activity, and were treated as continuous variables 

ranging in value from minimum of 1 and a maximum of 5. 

Whereas, comparative well-being was treated as a continuous 

variable composed of the sum of the summates of the 

appropriate AIO statements of comparative age, comparative 

health, and comparative wealth ranging in value from 3 to 15. 

Therefore, the full comparative well-being scale ranged from 

15-45. 

A five point Likert-type scale, ranging from strongly 

disagree (1) to strongly agree (5) was utilized by the 

respondents to indicate how well a series of statements 
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describes them. The number of points to be included in rating 

scales and whether an odd or even number of points should be 

utilized have received considerable attention in the litera-

ture (Bendig 1954, Kamorita 1963, Kerlinger and Graham 1965, 

Jacoby and Matell 1971, Lissitz and Greene 1975, Lumpkin and 

Massey 1984, Matell and Jacoby 1972, Martin, Fruechter, and 

Mathis 1974). 

According to Cox (1980, p. 420), 

It is ironic that the magic number seven plus or 
minus two appears to be a reasonable range for the 
optimal number of response alternatives. . . . In 
the case of subject-centered scales, five alter-
natives seem adequate for the individual items. . . 
An odd rather than an even number of response 
alternatives is preferable under circumstances in 
which the respondent can legitimately adopt a 
neutral position. 

In a recent meta-analysis investigating the effects of 

research design on the reliability of rating scale measures 

used in marketing research, Churchill and Peter (1984) 

reported that while 5 percent of the variance in the analysis 

was accounted for by the number of scale points used, none of 

the other hypotheses (including odd versus even number of 

points) were supported as affecting reliability. 

Lehmann and Hulbert (1972, p. 446), in an article 

concerned with the number of points to use in Likert scales, 

report that, 

. the key issue in deciding how many scale 
points to use is . . . to balance the various 
benefits and costs involved. Increasing the number 
of scale points reduces the rounding error as a 
benefit, but may also increase cost of adminis-
tration, non-response bias, and respondent fatigue. 
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Since averaging tends to reduce the rounding error, 
when scale points are to be averaged the cost of 
increasing the number of scale points will usually 
outweigh the benefits. 

The majority of the AIO statements used are adapted from 

research by Wells and Tigert (1971). They have been widely 

used in previous research and a number of tests of reliability 

and validity of the scale have been reported in the litera-

ture. Tigert (1969), using a test-retest reliability analysis 

for 16 psychographic dimensions, found that 11 had a reli-

ability coefficient of .70 or higher and that the lowest 

reliability coefficient for any dimension was .59. Bruno and 

Pessemier (1972), in an analysis of multi-studies, found a 

median test-retest reliability of between .60 and .69 for 

items and about .80 for dimensions. Villani and Lehmann 

(1975), in a two year test-retest analysis, found somewhat 

lower reliability coefficients. Their median coefficients 

were between .40 and .60 and the mean correlation for indi-

vidual scores was .62. 

Split-half reliability tests have been reported on by 

Darden and Reynolds (1972, 1974). They report median 

correlation coefficients of .80 in each of two studies. 

Validity of the scales has received less attention in the 

literature. According to Wells (1975, p. 207), 

. the evidence does show that psychographic 
variables generally relate to each other, to demo-
graphics, and to use of products and media in ways 
that make good sense. . . . The evidence on 
predictive validity show that psychographic vari-
ables seldom account for large portions of the 
variance of individual behavior. However, this 
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evidence also shows that psychographic variables are 
capable of producing substantial differences between 
groups of consumers, and that these differences are 
often larger than the differences produced by the 
standard demographic profile. 

Reliability and Validity of AIO Scale 

The AIO factors were assessed for validity and reliabil-

ity. As stated by Peter (1979, p. 6), 

. . . validity refers to the degree to which instru-
ments truly measure the constructs which they are 
intended to measure. . . . A necessary (but not 
sufficient) condition for validity of measures is 
that they are reliable. Reliability can be broadly 
defined as the degree to which measures are free 
from error and therefore yield consistent results. . 
. . Not only is reliability a necessary condition 
for validity, but unreliable measures attenuate 
(lessen) the correlation between measures. Thus, if 
reliability is not assessed and the correlation 
between measures of two constructs is low, marketing 
researchers have no way of knowing whether there is 
simply little relationship between the two con-
structs or whether the measures are unreliable. 

The most widely used and commonly accepted formula for 

assessing the reliability of a measurement scale with multi-

point items is coefficient alpha (Peter 1979). According to 

Churchill (1979), coefficient alpha absolutely should be the 

first measure one calculates to assess the quality of the 

instrument. Coefficient alpha was used to assess the 

reliability of the AIO scales used in this study. 

Regarding the issue of validity Churchill (1979, p. 70) 

states, 

. to establish the construct validity of a 
measure, the analyst must determine (1) the extent 
to which the measure correlates with other measures 
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designed to measure the same thing and (2) whether 
the measure behaves as expected. 
According to Heeler and Ray (1972, p. 362). 

Measurement validation consists of two parts: 
convergent and discriminant validation . . . a 
measure can adequately represent a variable if it 
correlates or "converges" with other supposed 
measures of the variable, showing that a variable is 
not just an accident of a particular measure. . . 
Discriminant measure validation is shown by pre-
dictably low correlations between the measure of 
interest and other measures that are supposedly not 
measuring the same variable or concept. . . . 
Construct validity has to do with whether a 
particular hypothetical construct, composed of 
several concepts or variables, actually operates in 
theoretically expected ways. 

The validity measure of the AIO scales is whether or not 

the statements correlate to form the expected factor and do 

not correlate with statements in other factors. "Factor 

analysis is perhaps the most powerful method of construct 

validation," according to Kerlinger (1973, p. 468). 

Data Analysis 

The data analysis utilized in this dissertation included 

descriptive statistics, Pearson product moment correlation 

analysis, factor analysis, analysis of variance (ANOVA), 

multivariate analysis of variance (MANOVA). Each of these is 

discussed below, along with the context in which they were 

used. 

Descriptive Statistics and Pearson Product Moment Correlation 

Descriptive statistics were used to exhibit general 

frequency responses relative to the AIO attributes, external 
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locus of involvement, comparative well being, perceived risk 

consequences, and for the criterion, perceived risk. 

Pearson product moment correlation analysis was used to 

investigate significant inter—item associations among 

psychographic and the demographic variables. The product 

moment correlation will show the strength and direction of the 

linear relationship between two variables. 

Factor Analysis 

Factor analysis was used to reduce interdependent variables 

(comparative age, comparative health, comparative wealth, 

social activity, and community activity) to a smaller number 

of the original variables, and to identify the underlying 

dimensions of the variables (Green and Tull 1978). 

Bennett and Bowers (1976) describe factor analysis as a 

multivariate statistical technique for determining the number 

and nature of the underlying constructs among larger numbers 

of measures. Factor analysis originates with a set of obser-

vations that describes some phenomenon and then reduces the 

dimensionality in the data set to establish linear com-

binations expressed in linear equations. The resulting 

mathematical equations are, in essence, composed of a linear 

combination of the correlated variables. The final 

combination produces a new variable based upon scale item 

similarities as determined by the correlation matrix. Each 

factor is expressed in such a way that there exists a higher 

degree of correlation with a reduced set of variables and 
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hopefully, a near zero correlation with any remaining 

variables. 

The SAS (Barr et al. 1976) principal axes factor program 

was used. The minimum eigen one criterion was used to extract 

the factors. To aid in interpreting the factors, initial 

factors were rotated using orthagonal rotation, VARIMAX. 

Green and Tull (1978, p. 432) suggest that: 

Easily interpreted component loadings (factors) are 
those in which each variable loads close to unity on one 
component and close to zero on all others. In this case 
the component whose variables show loadings close to 
unity can be interpreted in terms of whatever these 
particular variables appear to have in common. 

Additionally, they state that the Varimax procedure "tends to 

produce some high loadings and some near-zero loadings on each 

factor." 

The following guidelines have been suggested to determine 

appropriate loadings to facilitate the interpretation of 

factor structures by Hair, et al. (1979, pp. 234-235): 

. . . factor loadings greater than .30 are considered 
significant. Loadings of .40 are considered more 
important, and if the loadings are .50 they are 
considered very significant . . . . These guidelines 
are considered useful when the sample size is 50 or 
larger. This approach may appear too simplistic, yet 
compared with other criteria it is a quite rigorous and 
acceptable approach. . . . 

Therefore, in this study, items were targeted with 

factor loadings of .50. 

The internal consistency of the scale items is an important 

measure of reliability. One gauge of internal consistency 

divides the set of items into "equivalent halves" and 
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correlates the scores from each half. A high "split half" 

correlation is taken as a measure of reliability (Churchill 

1979) Because the correlations are subject to change 

depending on how the items are divided, an additional analysis 

is needed. Cronbach's Alpha coefficient will account for all 

possible two-way splits (Nunnally 1967) is a final reliability 

check. 

A summated score for each respondent on each factor was 

calculated. This was accomplished by summing the scores for 

the items in the factor and dividing by the number of items 

(Green and Tull 1978). Negatively stated items were 

reverse-scored. With this procedure, the summated score on 

each factor for each respondent is within the range of the 

scale itself (i.e., between 1 and 5). 

When summing the factor items into a single score, the 

assumption is that each item could be used independently to 

measure the construct. Therefore, the items should be consis-

tent indicators of the construct (Churchill 1979) . 

Analysis of Variance (ANOVA) 

Analysis of variance (ANOVA) was used to determine if a 

significant relationship exists between the dependent 

variable, perceived risk, and the four demographic (age and 

income) and psychographic (social activity and community 

activity) variables. Additionally, it was used to determine 

whether comparative well-being acts as an independent, a 

covariate, or an intensifying variable. The statistical 
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procedures was the ONEWAY and MANOVA from SPSS-X. 

Multivariate analysis of variance will be discussed later as 

the technique used to test comparative well-being as a second 

dependent variable (also with the MANOVA procedure in SPSS-X). 

ANOVA is an accepted technique that analyzes the effects of 

one or more independent variables upon a continuous interval 

scaled dependent variable. Therefore, the basic idea is that 

ANOVA can potentially estimate larger population differences 

or variances from a sample group (Green and Tull 1978). 

Figure 11 illustrates the partitioning of the total variance 

for the first set of hypotheses into variance within groups 

(error variance) and variance between groups (variance due to 

the five factors of age, income, social activity, community 

activity, and comparative well-being). This is the main 

effects only model for a single dependent variable and five 

factors. Hypothesis set #2 includes the four factors of age, 

income, social activity, and community activity as well as 

four two-way interaction terms of age with comparative well-

being, income with comparative well-being, social activity 

with comparative well-being, and community activity with 

comparative well-being in the between groups variance 

estimates. Hypothesis set #3 includes the four main effects 

of age, income, social activity, and community activity with a 

single covariate, comparative well-being, and a single 

dependent variable, perceived risk. 
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Figure 11 

Set #1 Five-Way Factorial Design (Main Effects Only) 

Variation 
due to 

Factor #5 
SSc 

Variation 
due to 

Factor #4 
SS A 

Variation 
due to 

Factor #1 
SS-I 

Total Variance 
SST 

Variation 
due to 
Factor #3 

SS-s 

Variation 
due to 
Factor #2 

SS, 

Variance Within 
Groups (error) 

SSM 

Variance Between 
Groups 
SSb 

Source: Adapted from Hair, et al. (1979) 
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The statistical test for both the overall model and each 

separate effect is the univariate F test. The computation for 

the F test is the ratio of mean squares for explained variance 

to error variance (mean squares between groups/mean squares 

within groups for the overall model and mean squares due to a 

specific factor or interaction or covariate/mean squares 

within groups for that effect's estimate). When utilizing the 

F statistic to evaluate a null hypothesis, the calculated F 

value is compared to the table F value that would occur if the 

null hypotheses were correct in a normally distributed 

population (Neter and wasserman 1974). The cutoff for 

statistical significance was a probability level for the F 

ratio of .05 or better. 

The assumptions of conditions that must be met to apply the 

ANOVA treatment properly are: (1) the observations must be 

independent, (2) variances must be equal for all treatment 

groups, and (3) the population of the selected groups must be 

normally distributed (Green and Tull 1978). 

Since the data was collected with a probability sample in a 

cross-sectional panel design, condition number one, 

independent observations, and condition number three, normal 

distribution are probably satisfied. However, an analysis of 

the residuals was undertaken to validate the normality 

assumption. The standardized residuals were plotted on a 

normal probability graph and their resulting plot was compared 

visually to a straight line representing normality (Hair, et 
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al. 1979). If there is any departure from normality, the 

transformation which best corrects this departure will be 

applied (logarithmic, raising to a power, or taking a root of 

the inverse). To make use of the expanded power of residuals' 

analysis, the procedure MANOVA in SPSS-X was selected rather 

than the procedure ANOVA from the same package. The specific 

option involved in this normality test is the POBS option on 

the PRINT subcommand. Given the extremely large sample size 

(over 3000), no trimming of outliers was planned. To test the 

second assumption, equality of variance across cell means, 

Cochran's C will be used at the .05 level. Again, if there is 

any evidence of inequality of variance, the most suitable 

transformation will be employed (either raising to a power, 

taking a root of the reciprocal, or taking a log of the 

value). 

For the first set of hypotheses in which comparative 

well-being is treated as a fifth main effect, it was necessary 

to use the ONEWAY procedure as well as the MANOVA procedure in 

order to perform a multiple comparison test, and the Scheffe 

test (Norusis 1985). Even if a main effect is statistically 

significant, it is possible that not all levels of the effect 

are significant. Therefore every pair of levels on each 

effect must be contrasted. The Scheffe test, the most 

conservative of all multiple comparison tests, tests all such 

pairs simultaneously. This test is only available for single 

factor ANOVA models, and is therefore included in the ONEWAY 
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procedure instead of the MANOVA procedure. The Scheffe test 

was therefore performed on each of the five factors (age, 

income, social activity, community activity, and comparative 

well-being) separately at the .05 probability level. 

Additionally, the unequal cell size is considered in the SPSS-

X (Norusis 1985) program which provides an SSTYPE—sequential 

to handle an unbalanced design. 

Multivariate Analysis of Variance (MANOVA) 

Multivariate analysis of variance (MANOVA) was used to 

determine if a significant relationship exists between the set 

of four predictors (age, income, social activity, community 

activity) and the two mutually dependent variables, 

comparative well-being and perceived risk. As before, the 

procedure MANOVA in SPSS-X was used. 

Instead of the single dependent variable examination of the 

analysis of variance (ANOVA), multivariate analysis of 

variance (MANOVA) examines the relationship between a combination 

of two or more dependent variables and a set of predictor 

(independent) variables simultaneously. This simultaneous 

testing allows the researcher to consider the various 

interrelationships among all variables considered. 

Hair, et al. (1979, p. 145) discuss the extension of ANOVA 

to MANOVA as follows: 

Whereas ANOVA tests for differences among groups by 
employing the appropriate sums-of-squares, MANOVA uses 
the sums-of-squares cross-products (SSCP) matrices. 
Thus, the variance between groups is determined by 
partitioning the total SSCP matrix, then carrying out 



101 

the appropriate tests of significance. Similar to the 
F-ratio of the between-group mean square to the within-
group mean square in ANOVA, our multivariate F-ratio is 
merely a generalization to a ratio of the within-groups 
and total-groups dispersion (variance) matrices which 
tests for equality among treatment groups based on 
their respective centroids (vector means). 

Basically, all the principles of ANOVA apply to MANOVA. 
Multivariate analysis of variance permits application 
of all the techniques of experimental design and 
hypothesis testing to multiple dependent variables. 
Beyond ANOVA however, MANOVA accounts for possible 
correlations among all dependent variables while 
testing all variables simultaneously. Further, it 
relieved the researcher from the job of selecting the 
most important dependent variable from several possible 
conflicting ones for decision making purposes. 

The basic assumptions that are required to utilize the 

MANOVA technique are that the set of criterion variables is 

multinormally distributed, the with-in group dispersion matrices 

are equal across the treatment groups, the observations within 

cells should be independent. The first and last assumptions are 

met by insuring that the sample groups are drawn randomly. Both 

the univariate and then the multivariate tests for homogeneity 

(equality of within group dispersion matrices) will be performed 

by the Cochran's C and the Bartlett's Box M test (Green and Tull 

1975). If there is any evidence of inequality of variance, the 

most appropriate transformation (logarithmic, raising to a power, 

taking a root of the inverse) will be performed. No additional 

normality testing was anticipated. 

Additionally, the unequal cell size is considered in the 

SPSS-X (Norusis 1985) program which provides an SSTYPE— 

sequential to handle an unbalanced design. 
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Both the univariate F statistics and the multivariate Wilks 

Lambda statistic was used to interpret the significance of the 

individual factors and of the model as a whole. The pre-

established cutoff for statistical significance was a probability 

level of .05. 

In order to ensure that all major statistical alternatives 

have been considered, a second multivariate sub-model was run— 

with a full-factorial design. Although interactions were not 

anticipated in the multivariate MANOVA case, for the sake of 

completeness, they were tested. 

Summary of Chapter 3 

The null hypotheses were presented in this chapter. Sample 

selection, data collection, and instrument construction were 

discussed. Additionally, the reliability and validity issues and 

the data analysis techniques and their application were 

discussed. The following chapter will present the statistical 

analysis and research findings of the study. 



CHAPTER 4 

ANALYSIS AND RESEARCH FINDINGS 

Introduction 

This chapter presents the statistical analyses of the 

data as they relate to the four models and the resulting 

hypotheses. However, prior to the statistical analyses of the 

data, the data collection procedure, the sample 

characteristics and distribution, as well as the issues of 

validity and reliability will be addressed. 

Data Collection, Sample Characteristics, and Distribution 

Data collection was accomplished by means of a stratified 

probability sample drawn from the Market Facts, Inc. consumer 

mail panel. Questionnaires were sent to 3,000 households. 

The questionnaires were furnished to both male and female 

members in the households. A total of 4,270 questionnaires 

were mailed, and 3,009 usable questionnaires were returned for 

an overall response rate of 70.5 percent. 

Comparing the sample from the panel to the national 

population, the expected deviations, inherent and planned, are 

in the areas of under-representation of lower income groups, 

lower education levels, non-married households, male 

respondents, and older respondents. When we compare the 

sample's demographics (see TABLE 2) with the 1980 census, in 

parentheses, the above biases are clearly visible. The sample 

103 
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TABLE 2 

DEMOGRAPHIC CHARACTERISTICS OF SAMPLE 

Characteristic Frequency Percent 

Age: 
Under 25 years 147 4.9 
25 - 34 years 266 8.8 
3 5 - 4 4 years 277 9.2 
45 - 54 years 225 7.5 
55 - 64 years 612 20.3 
65 - 69 years 475 15.8 
70 + years 1007 33.5 

Total 3009 100.0 
Gender: 

Male 1202 39.9 
Female 1807 60.1 

Total 3009 100.0 
Marital Status: 

Married 2058 68.4 
Widowed 604 20.1 
Divorced 146 4.9 
Separated 35 1.2 
Never Married 166 5.4 

Total 3009 100.0 
Education: 

Attended Elem. School 83 2.9 
Graduated Elem. School 138 4.8 
Attended High School 348 12.1 
Graduated High School 1038 36.0 
Attended College 512 17.8 
Graduated College 422 14.6 
College Post-Grad 157 5.4 
College Masters Degree 149 5.2 
College Doctorate 34 1.2 

Missing 128 
Total 3009 100.0 

Income: 
Less than $6,000 431 15.8 
$6,000 - $9,999 442 16.3 
$10,000 - $11,999 267 9.8 
$12,000 - $14,999 260 9.6 
$15,000 - $19,999 230 8.5 
$20,000 - $24,999 180 6.6 
$25,000 - $29,999 348 12.8 
$30,000 - $39,999 277 10.2 
$40,000 and More 283 10.4 

Missing 291 
Total 3009 100.0 
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has more married respondents 64.8% (51%) than the national 

average and is higher in terms of education with more high 

school diplomas 36% (37%), and more college degrees and 

graduate work 26.4% (17%). The sample includes 39.9% males 

(49%) and 60.1 (51%) females with a median age of 51 (30%) 

and 49.3 (11%) of the respondents over 65 years of age. The 

sample size of 3009 respondents and the age distribution of 

49.3% in the 65 or older bracket are in line with the goals 

set of 3000 and 50% respectively set forth in the sample 

design discussed in chapter 3. 

Additionally, it must be pointed out that the 

advantages of the analytical design (increased cooperation, 

accuracy, and lower cost advantages (Boyd, Westfall and 

Stasch 1977)) are countered somewhat by certain inherent 

limitations in the panel. Green and Tull (1978) list such 

limitations as panel selection methods (high refusal and 

drop-out rate), testing effect (members may become atypical 

in their purchase response behavior as a result of being 

part of a panel), and instrument effects (methodology of 

administering diaries or questionnaires). 

Validity and Reliability Issues 

Validity does not have a common definition; however, 

the general concept refers to the degree to which an 

instrument measures what it is supposed to measure. Three 

types of validity are: (1) content validity, (2) criterion-
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related validity, and (3) construct validity (Kerlinger 

1973). Content validity refers to whether the substance or 

content of the instrument is representative of the content 

or universe of content of the property being measured. 

Criterion-related or predictive validity refers to how well 

the measuring instrument predicts some outside criterion. 

Probably the most important form of validity from the 

research point of view is construct validity. 

Construct validity, while concerned to some extent with 

the "meaning" of a measurement, is generally more concerned 

with the property being measured than with the measurement 

instrument itself. Construct validity is not just a concern 

for validation of the research but a concern for determining 

the validity of the theory behind the research. This study 

utilizes factor analysis to satisfy the validity and 

reliability requirements. 

"Factor analysis is perhaps the most powerful method of 

construct validation," according to Kerlinger (1973, p. 

468) . Factoring techniques allow us to reduce a relatively 

large number of interdependent variables to a smaller number 

of linear composites of the original variables and identify 

the underlying dimensions of the variables (Green and Tull 

1978). The SAS (Barr et al., 1976) principal axes factor 

program was used. The minimum eigen value of one criterion 

was used to extract the factors in an effort to insure a 

acceptable level of validity. To aid in interpreting the 
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factors, the initial factors were rotated using the 

orthogonal rotation, VARIMAX. Green and Tull (1978) explain 

that easily interpreted factors are those in which each 

variable loads close to unity on one component and close to 

zero on all others. Those variables that show loadings 

close to unity can be interpreted in terms of whatever these 

particular variables appear to have in common. They go on 

to state that the varimax "procedure tends to produce some 

near-zero loadings on each factor." The issue of validity 

is not sufficient in itself, but the concern for reliability 

must be addressed. 

The reliability issue can be viewed as the consistency 

of independent or comparable measures of the same object, 

group, or situation. Therefore, the internal consistency of 

the scale items is an important test of reliability. One 

measure of internal consistency is Cronbach alpha. 

Cronbach's alpha coefficient accounts for all possible two-

way splits (Nunnally 1967). 

By factor analysis this study has identified three (3) 

comparative well-being and two (2) external locus of 

involvement constructs. The comparative well-being and 

external locus of control constructs along with the factor 

loadings and alpha coefficients are presented in TABLES 3 

and 4, respectively. 

The factor loadings are acceptable on all scales 

(>.500), as are the alpha coefficients. The alpha 
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TABLE 3 

EXTERNAL LOCUS OF INVOLVEMENT FACTORS 

FACTOR 
SCALE NAME AND ITEM LOADING ALPHA 

1. ACTIVE IN COMMUNITY .824 

12. I like to work on community projects .783 
74. I am an active member of more than one 

social organization. .824 
81. I am an active member of more than one 

social or church organization. .747 
97. I do volunteer work on a regular basis. .768 

2. SOCIALLY ACTIVE .588 

70. I would rather go out than stay at home. .589 
80. I bowl, play tennis, golf or other 

active sports a lot. .577 
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TABLE 4 

COMPARATIVE WELL BEING FACTORS 

FACTOR 

SCALE NAME AND ITEM LOADING ALPHA 

1. COMPARATIVE AGE .743 

4. I think of myself as younger than most 
others my age. .761 

61. Physically, I fell younger than my age. .631 
107. I generally feel closer to those 

younger than those my own age. .599 
110. Compared to others my age, I get 

around better. .600 

2. COMPARATIVE HEALTH .730 

50. Compared to others my age, I take less 
medicine. .723 

94. Compared to others my age, I think 
I'm in better health .515 

116. I really don't have any physical 
problems. .689 

3. COMPARATIVE WEALTH .624 

47. I am worse off financially now than I 
was a year ago. .680 

78. I can't afford to buy the things I 
need. .679 

114. I can generally buy what I need but 
no extras. .501 
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coefficient are .624 and.743 for the comparative well being 

scales and from .588 to .824 on the external locus of 

involvement indicating acceptable reliability for the 

scales. 

Model and Hypotheses Testing 

This section presents results from the four models and 

corresponding hypotheses. Before evaluating the models and 

hypotheses, we will discuss the conditions that must be met 

to utilize the ANOVA and MANOVA statistical techniques. 

First of all, the nature of the measures and the 

interrelationships among the predictor set make both of 

these techniques preferable to regression. Although several 

of the variables could theoretically be handled either as 

interval-like or categorical, there may well be high 

intercorrelations among the predictor set. Therefore, the 

technique of ANOVA which is also part of the general linear 

model and which does not assume independence among the 

predictor set is preferred to multiple regression (Neter and 

Wasserman 1974, pp. 419-420). Likewise, to test the other 

model which has two dependent variables MANOVA is employed 

instead of canonical correlation. 

ANOVA Conditions 

The assumptions or conditions that must be met to apply 

the ANOVA treatment properly are: (1) the observations must 

be independent, (2) homogeneous, variances must be equal for 



Ill 

all treatment groups, and (3) the population of the selected 

groups must be normally distributed. 

Although, the data was collected with a probability 

sample in a cross-sectional panel design, which should 

satisfy the independence and normality requirement, to 

provide an additional assurance an analysis of residuals was 

implemented to determine that the sample was truly normally 

distributed. 

In an effort to assure the quality of the data the 

residuals were plotted. The plotting of residuals (see 

FIGURE 12) revealed by visual inspection a slight departure 

from normality as indicated by the curvature of the residual 

plot. To improve the normality of the data three 

transformations of (1) logarithmic, (2) raising to a power, 

and (3) taking a root of the inverse were applied. The 

logarithmic transformation was the most adequate correction 

of the deficiency (see Figure 12). 

The Pearson product moment correlation indicates that 

the requirement of independence has been satisfied for all 

independent variables. The relationship between age and 

comparative well—being is not significant as reflected by a 

Pearson correlation value of .0192 with a probability of 

P=.154 (TABLE 5). The relationship of comparative well-

being to the remainder of independent variables of income, 

community activity, and social activity, although they are 
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Figure 12 

Original and Transformed Normal Plots of Residuals 
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TABLE 5 

PEARSON PRODUCT MOMENT CORRELATION MATRIX 
AGE, INCOME, COMMUNITY ACTIVITY, SOCIAL ACTIVITY, 

COMPARATIVE WELL-BEING, AND PERCEIVED RISK 

Variables ; AGE INC CA SA CWB PR 

AGE -.2578 
P=.000 

.1049 
P=.000 

-.1738 
P=.000 

.0192 
P=.154 

-.0053 
P=.389 

INC -.2578 
P=.000 

.0062 
P=.375 

.1060 
P=.000 

.0095 
P=.000 

-.0573 
P=.002 

CA .1049 
P=,000 

.0062 
P=.375 

.2590 
P=.000 

.1350 
P=.000 

-.0584 
P=.001 

SA -.1738 
P=.000 

.1060 
P=.000 

.2590 
P=.000 

. 1734 
P=.000 

-.1111 
P=.000 

CWB .0192 
P=.154 

.0995 
P=.000 

.1350 
P=.000 

.1734 
P=.000 

-.2257 
P=.000 

PR -.0053 
P=.389 

-.0573 
P=.002 

-.0584 
P=.001 

-.1111 
P=.000 

-.2257 
P=.000 

AGE=Age of Respondent 
CA=Community Activity 
CWB=Comparative Well-Being 

INC=Income of Respondent 
SA=Social Activity 
PR=Perceived Risk 
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significant at the .000 level, are sufficiently weak not to 

violate the independence requirement. Therefore, ANOVA and 

MANOVA must be selected over regression and canonical 

correlation. 

The final requirement of homogeneity was evaluated by 

utilization of the Cochran C test. The resultant Cochran C 

value of .02973 with P=.000 indicates the homogeneity has 

been violated even after implementation of the 

transformation procedure. However, there is evidence that 

ANOVA is robust with regard to assumptions of independence, 

homogeneity, and normality of distribution. The F-ratio is 

relatively insensitive to these assumptions (Hair, et. al, 

1979) . 

MANOVA Conditions 

The basic assumptions that are required to utilize the 

MANOVA technique are that the set of criterion variables is 

multinormally distributed, the with-in group dispersion 

matrices are equal across the treatment groups, the 

observations within cells should be independent (Hair et. al, 

1979). The first and third requirements have been previously 

met in the ANOVA evaluation. The homogeneity requirement was 

evaluated by implementation of the BOXM statistic. The 

resultant BOXM value of 1.341 with P=.008 reflects a violation 

of the homogeneity requirement as in the ANOVA procedure 

discussed above. The robustness previously discussed applies 

to this violation. With the general requirements adequately 
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addressed we can confidently proceed with the tests for 

significance. 

As described in the previous chapter, comparative well-

being was hypothesized as functioning as a independent 

predictor of perceived risk, as an intensifier of perceived 

risk's relation to selected demographic and psychographic 

variables, as a covariate of perceived risk, or as an 

additional dependent variable with perceived risk. 

Comparative Weil-Being As An Independent Variable 

H. #1 treats comparative well-being as an independent 

predictor. This places comparative well-being on the same 

level of independence as age, income, social activity, and 

community activity. 

H0: 1.1 (Age and Perceived Risk) 

The first null hypothesis in this section, H0: 1.1, 

states that there is no significant relationship between age 

and perceived risk. The results of the analysis of variance 

for this variable are shown in TABLE 6. The main effect for 

the variable "age" shows a P-value of 0.392. The hypothesis 

of no significant difference in perceived risk due to a 

respondent's age cannot be rejected. Thus, it cannot be 

concluded that the age of consumers has any relationship to 

their level of perceived risk. These findings of no age 

relationship is consistent with the literature as discussed in 
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TABLE 6 

ANALYSIS OF VARIANCE: THE EFFECT OF COMPARATIVE WELL-BEING 
AS AN INDEPENDENT VARIABLE OF PERCEIVED RISK 

Dependent Variable: Perceived Risk 

Source d.f. M.S. F-value P-Value 

Age 3 .16 1.00 .392 

Income 4 .40 2.58 .036 

Community 
Activity 2 .31 2.01 .134 

Social Activity 2 2.57 16.46 .000 

Comparative 
Well-Being 2 7.85 50.27 .000 

Full Model 13 1.81 11.60 .000 

Residual 357 .26 .17 

R2—.060 
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the perceived risk and demographic section in Chapter 2 (pp. 

34-37). 

H0: 1.2 (Income and Perceived Risk) 

The hypothesis related to the income perceived risk 

relationship as stated in H0: 1.2 is: there is no significant 

relationship between income and perceived risk. The results 

of the analysis of variance for this variable are shown in 

TABLE 6. The effect for income level shows a P-value of .036. 

There is significant evidence to reject the null 

hypothesis and conclude that income is related to one's 

perception of perceived risk. The income group means (TABLE 

7) indicate that the higher income groups perceive a 

higher degree of perceived risk than do the middle income 

respondents. However, the Scheffe test results (TABLE 7) show 

that the group differences exist only between medium (group 2) 

and high (group 3) income groups. 

Hc: 1.3 (Community Activity and Perceived Risk) 

The third independent variable in the model which views 

comparative well-being as an independent variables is 

community activity. Hypothesis H0: 1.3 states that there is 

no significant relationship between community activity and 

perceived risk. The results of the analysis of variance for 

this variable are shown in TABLE 6. The effect for this 

variable shows a P-value of .134. Thus, H0: 1.3 cannot be 

rejected. Therefore, we must conclude that there is no 
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TABLE 7 

SCHEFFE TEST OF 
INCOME GROUP MEANS 

Scheffe Test 
Groups Perceived Risk Group Differences 

Group Means 1 2 3 

1 3.0559 

2 3.1038 * 

3 3.1229 

* Denotes Pairs of Groups Significantly Different at P<.05 

Income groups: 

Group 1 = $0 - $14,999 

Group 2 = $15,000 - $29,999 

Group 3 = $30,000 and Over 
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significant relationship between community activity and 

perceived risk. 

H0: 1.4 (Social Activity and Perceived risk) 

The hypothesis related to the effect of a respondent's 

social activity on perceived risk (H0: 1.4) states that there 

is no significant relationship between social activity and 

perceived risk. The analysis of variance for this variable is 

shown in TABLE 6. The analysis of variance for this variable 

shows a P-value of .000. Therefore, this provides strong 

evidence to reject the null hypothesis. The relationship 

between social activity and perceived risk, as reflected by 

TABLE 8, indicates that the socially active respondents (group 

3) perceive more risk in the selection of wearing apparel than 

their less active (group 1 and 2) counterparts. The socially 

active variable was measured continuously on a scale from 1 to 

5, with a tertiary division to establish the low, medium, and 

high groupings. The surety of this relationship across all 

three is provided by the Scheffe test (TABLE 8) which shows 

that all group pairs are significantly different .05 level of 

significance. 

H0: 1.5 

The last null hypothesis to be considered in this 

section, Hc: 1.5, states that there is no significant 

relationship between comparative well-being and perceived 

risk. The analysis of variance for this variable shows a P-

value of .000 (TABLE 6). It is important to note here that 
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TABLE 8 

SCHEFFE TEST OF 
SOCIAL ACTIVITY GROUP MEANS 

Scheffe Test 
Groups Perceived Risk Group Differences 

Group Means 1 2 3 

1 3.0559 

2 3.1038 * 

3 3.1229 * * 

* Denotes Pairs of Groups Significantly Different P=<.05 

Social Activity Groups: 

Group 1 = Low Level of Social Activity 

Group 2 = Mid Level of Social Activity 

Group 3 = High Level of Social Activity 
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TABLE 9 

SCHEFFE TEST OF 
COMPARATIVE WELL-BEING GROUP MEANS 

Scheffe Test 
Groups Perceived Risk Group Differences 

Group Means 1 2 3 

1 3.2886 

2 3.1192 * 

3 2.9384 * * 

* Denotes Pairs of Groups Significantly Different P=<.05 

Comparative Well-Being Groups: 

Group 1 = Low Level of Comparative Well-Being 

Group 2 = Mid Level of Comparative Well-being 

Group 3 = High Level of Comparative Well-Being 
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there is strong evidence (F=5.50) to reject the null 

hypothesis. TABLE 9 shows that the respondents with higher 

levels of comparative well-being perceive significantly less 

risk in the purchase of apparel than those respondents with 

lower levels of comparative well-being. The community 

activity variable was measured continuously on a 1 to 5 scale, 

with a tertiary division to establish the low, medium, and 

high groupings. The corresponding Scheffe test shows that all 

three comparative well-being group pairs differ from one 

another. 

When looking at the full model to determine whether or 

not comparative well being acts as an independent variable, we 

should look at significant F-values (See TABLE 4) . The full 

model is significant at P=.000, and possesses a stronger F-

value (18.38) than all other significant variables with the 

exception of comparative well-being (F=11.60). However, the 

strength of the full model is basically due to the strength of 

the comparative well-being and social activity components, 

with comparative well-being providing the major contribution. 

In viewing comparative well-being as an independent 

variable, the overall model and the variables of income, 

social activity, and comparative well-being were found to be 

significant at the .05 level. The question of whether 

comparative well-being can be viewed as an independent 

variable is verified by its possessing the strongest 

relationship with perceived risk of all the independent 
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variables studied. We will continue to view comparative well-

being's other potential perceived risk relationships by 

considering its role as a intensifier of the variables of age, 

income, community activity, and social activity. 

Comparative Well-being As An Intensifying Variable 

H. #2 treats comparative well-being as an intensifier of 

the four other predictors (age, income, community activity, 

and social activity). We will evaluate the null hypotheses 

and the overall model to determine the effectiveness of 

comparative well-being in a intensifying capacity. 

Hp: 2.1 (Age and Perceived Risk) 

The initial null hypothesis in this section, H0: 2.1, 

states that comparative well-being produces no significant 

effect on the relationship between age and perceived risk. 

The results of the analysis of variance for this variable are 

shown in TABLE 10. The effect for the combined variable age 

and comparative well-being is a P-value of 0.101. The 

hypothesis that comparative well-being produces no significant 

effect on the relationship between age and perceived risk 

cannot be rejected. However, it should be pointed out that an 

improvement toward significance has been made by comparative 

well-being's combination with age (P=.101) over the single 

variable of age (P=.392) in relation to perceived risk. 
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H0: 2.2 (Income and Perceived Risk) 

The hypothesis related to the comparative well-being's 

intensification of income in H0: 2.2, is that comparative 

well-being produces no significant relationship between income 

and perceived risk. The results of the analysis of variance 

for this variable are shown in TABLE 10. The effect for the 

comparative well-being combined with income variable shows a 

P-value of .000. Therefore, there is significant evidence to 

reject the null hypothesis. The new intensified income 

variable has a stronger relationship to perceived risk than 

the straight income variable previously evaluated. Although 

they are both significant at the .05 level, the F-value 

increases dramatically from a F=2.58 for the straight income 

variable to F=20.73 for the comparative well-being intensified 

income variable. The Scheffe test result (TABLE 11) shows 

that income group 1 is different from income groups 2 and 3, 

however, no difference is found between group 2 and 3 at the 

.05 level of significance. These groups are summates of 

comparative well-being and income and continuously range from 

2 to 10. The variable was divided into equal thirds, as 

represented by the low, medium, and high groups. The lower P-

value level of the comparative well-being/income variable 

displays the highest level of perceived risk of all the 

groups. This intensified income variable's relationship to 

perceived risk is totally opposite to the non-intensified 



TABLE 10 

ANALYSIS OF VARIANCE: 
THE EFFECT OF COMPARATIVE WELL-BEING 
AS AN INTENSIFYING VARIABLE ON THE 
INDEPENDENT VARIABLE PERCEIVED RISK 
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Dependent Variable: Perceived . Risk 

Source d. f. M.S. F-value P-Value 

Age+CWB 3 .33 2.08 .101 

Income+CWB 2 3.25 20.73 .000 

Community 
Activity+CWB 2 3.29 20.99 .000 

Social 
Activity+CWB 2 3.16 20.13 .000 

Full Model 9 2.27 14.44 .000 

Residual 2369 .16 

R^_.048 
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TABLE 11 
SCHEFFE TEST OF 

COMPARATIVE WELL-BEING WITH INCOME 
GROUP MEANS 

Scheffe Test 
Groups Perceived Risk Group Differences 

Group Means 1 2 3 

1 3.1580 

2 3.0701 * 

3 3.0442 * 

* Denotes Pairs of Groups Significantly Different P=<.05 

Comparative Well-Being with Income Groups: 

Group 1 = Low Level of Intensification 

Group 2 = Mid Level of Intensification 

Group 3 = High Level of Intensification 
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income variable previously discussed. This is a indicator of 

the extreme strength of the comparative well-being and 

perceived risk relationship. 

H0: 2.3 

The third null hypothesis in this section, H0: 2.3, 

states that comparative well-being produces no significant 

effect on the relationship between community activity and 

perceived risk. The results of the analysis of variance for 

this variable are shown in TABLE 10. The main effect for the 

variable of comparative well-being combined with community 

activity shows a P-value of .000. Therefore, the null 

hypothesis that comparative well-being produces no significant 

effect on the relationship between community activity and 

perceived risk must be rejected. It should be noted that the 

intensified community activity variable generates a 

significant P-value of .000, but the unintensified community 

activity variable produces a non-significant P-value of .134. 

The relationship between community activity with comparative 

well-being, as shown by TABLE 10, indicates that the consumer 

who possesses a high combined value on the comparative well-

being intensified community well-being scale displays a lower 

degree of perceived risk than the lower rated consumer in the 

purchase of apparel. This is reversal of the relationship 

between community activity earlier reported. Again, the 

strength of the comparative well-being variable is 
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TABLE 12 

SCHEFFE TEST OF 
COMPARATIVE WELL-BEING WITH COMMUNITY ACTIVITY 

GROUP MEANS 

Scheffe Test 
Groups Perceived Risk Group Differences 

Group Means 1 2 3 

1 3.2108 

2 3.1280 * 

3 3.0201 * * 

* Denotes Pairs of Groups Significantly Different P=<.05 

Comparative Weil-Being with Community Activity Groups: 

Group 1 = Low Level of Intensification 

Group 2 = Mid Level of Intensification 

Group 3 = High Level of Intensification 
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displayed. The Scheffe test shows that all groups are 

different. 

H0J 2.4 

The final null hypothesis to be considered in this 

section, H0: 2.4 states that comparative well-being produces 

no significant effect on the relationship between social 

activity and perceived risk. The analysis of variance (TABLE 

10) for this variable shows a P-value of .000. Therefore, we 

must reject the null hypothesis. In evaluating the impact of 

the intensification variable of comparable well-being on 

social activity the increase in the F-value of the social 

activity variable before and after intensification probably 

(TABLE 11) indicates that all groups are different. The lower 

the intensified social activity variable, the greater the 

perceived risk in the purchase of apparel. This is a similar 

reversal, caused by the strength of the comparative well-being 

variable, as observed previously. 

The full model is significant generating a P-value of 

.000 with an accompanying F-value of 14.44. This compares to 

a P-value of .000 and a F-value of 11.60 for the model where 

comparative well-being is treated as an independent variable. 

In summary, this model treating comparative well-being as 

an intensifying variable was found to improve the relationship 

between the variables of age, income, community activity, and 

social activity with perceived risk. Additionally, the 
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TABLE 13 

SCHEFFE TEST OF 
COMPARATIVE WELL-BEING WITH SOCIAL ACTIVITY 

GROUP MEANS 

Scheffe Test 
Groups Perceived Risk Group Differences 

Group Means 1 2 3 

1 3.2147 

2 3.1214 * 

3 2.9840 * * 

* Denotes Pairs of Groups Significantly Different P=<.05 

Comparative Well-Being With Social Activity Groups: 

Group 1 = Low Level Intensification 

Group 2 = Mid Level Intensification 

Group 3 = High Level Intensification 
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performance of the overall model was improved over the model 

treating comparative well-being as an independent variable. 

Comparative Well-Being As A Covariate With Perceived Risk 

The null hypothesis H0: 3 states that comparative well-

being is not a covariate of perceived risk. Analysis of 

variance (TABLE 14) yields for the overall model a P-value of 

.000. Therefore, we can reject the null hypothesis. 

However, upon review we find that only one of the independent 

variables, social activity, is significant at the .05 level 

and displays a weak F-value of 8.34. This weak relationship 

also signifies a covariate relationship. This will allow us 

to evaluate the remaining relationship between perceived risk 

and community activity and social activity with the 

comparative well-being removed. 

Comparative Well-Being As A Dependent Variable 

The hypothesis related to comparative well-being as 

another dependent variable with perceived risk is as follows: 

H0: 4, comparative well-being is not a second dependent 

variable with perceived risk. To reduce the risk of falsely 

rejecting the null hypothesis the MANOVA technique, in lieu of 

the ANOVA, was adopted. MANOVA allows simultaneous testing of 

all the variables and considers the various interrelationships 

among them. It is particulary useful, as in this research, 

for examining interrelated criterion variables where an 



TABLE 14 

ANALYSIS OF VARIANCE: 
THE EFFECT OF COMPARATIVE WELL-BEING 
AS A COVARIATE WITH PERCEIVED RISK 
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Dependent Variable: Perceived Risk With Comparative 
Weil-Being 

Source d.f. M.S. F-value P-Value 

Age 3 .11 .73 .535 

Income 4 .19 1.24 .292 

Community 
Activity 2 .17 1.08 .339 

Social 
Activity 2 1.31 8.34 .000 

Full Model 11 1.44 9.20 .000 

Residual 2308 .16 

R2 = .041 
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individual ANOVA of each separate criterion might lead to 

erroneous conclusions (Hair, et al, 1974, p. 145)• For 

example, although significant differences might be shown using 

sequential univariate analysis of each dependent variable, an 

overall (global) test of the multiple criteria simultaneously 

may not find any significance. Conversely, an overall 

difference might be determined by MANOVA even though a series 

of univariate tests on each of the criterion variables 

uncovers no significant difference. 

The result of utilizing the MANOVA approach (TABLE 15) 

shows that all the predictor group variables, age, income, 

community activity, and social activity, are significant at 

the .05 level when considered in relationship to comparative 

well-being. Therefore, we must reject H0: 4, that comparative 

well- being is not a second dependent variable with perceived 

risk. 

This completes the analysis of the proposed models and 

the resulting hypotheses in which we have analyzed comparative 

well-being as an independent variable, an intensifying 

variable, covariate, and a second dependent variable. This 

analysis has specified the variables that were not significant 

in the models, and based on those findings we will modify the 

models in an effort to select the best representation of the 

comparative well-being and perceived risk relationship. 
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TABLE 15 

MULTIPLE ANALYSIS OF VARIANCE: 
THE EFFECT OF COMPARATIVE WELL-BEING 

AS A SECOND DEPENDENT VARIABLE 
WITH PERCEIVED RISK 

Dependent Variables: Comparative Well-Being - Perceived Risk 

Source U-Statistic F-value d.f. Significance 

Age .99449 

Income .98129 

Community 
Activity .99282 

Social Activity .96410 

2.1299 

5.4761 

4.1667 

21.2902 

6 . 0 0 

8 . 0 0 

4.00 

4.00 

.047 

. 000 

.000 

.000 
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Modification and Model Selection 

As a cross-check on the validity of the above results, we 

will modify the models by eliminating the predictor variables 

that were not significant in the previous analyses. The 

reduced models of previously significant variables should 

themselves be significant. The selection of the best 

representation of the role of comparative well-being in the 

relationship between the predictor set and perceived risk will 

be determined by evaluation of the univariate F-value and the 

Wilk's lambda statistic (multivariate F-value). The highest 

value will be considered the best implementation of the 

comparative well—being construct. 

Comparative Well-Being As An Independent Variable 

The previous analysis of variance of the full model 

revealed that the age and community activity variables were 

not significant at the .05 level. Therefore, the age and 

community activity variables will be removed from the model, 

as indicated by the dotted lines, and the modified 

relationships represented by Figure 13. Figure 13 will be 

analyzed using the ANOVA technique. 

The overall F-value and significance for the modified 

model, viewing comparative well-being as an independent 

variable, is shown in TABLE 16. The table shows that the 

modified model of comparative well-being as an independent 

variable generates an F—value of 18.38 with a P=.000. When 

analyzing the F-values and p-values of the individual 
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variables we observe, that the strongest variable of the 

modified predictor set is comparative well-being, followed by 

social activity, and finally income. The F and P-values are 

F=52.50 at P=.000, F=15.43 at P=.000, and F=2.80 at P=.025 

respectively. 

Figure 13 

Modification of Figure 3 to Show Comparative Well-Being As An 
Independent Variable 

Age 

Perceived Risk 

Income 

Social Activity 

Comparative Weil-Being 
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ANALYSIS OF VARIANCE: 
THE EFFECT OF COMPARATIVE WELL-BEING 

AS AN INDEPENDENT VARIABLE ON 
THE PERCEIVED RISK RELATIONSHIP 
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Dependent Variable: Perceived Risk 

Source d.f. M.S. F-value P-Value 

Income 4 .44 2.80 .025 

Comparative 
Weil-Being 2 8.20 52.50 .000 

Social Activity 2 2.41 15.43 .000 

Full Model 8 2.87 18.38 .000 

Residual 2138 . 16 

R2
=.061 
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Comparative Well-being As An Intensifying Variable 

As we have seen, the implementation of comparative well-

being in its intensifying role provided significant 

improvement over the individual independent variables 

relationship to perceived risk. The analysis of variance of 

the full model showed that age was the only variable not 

significant at the .05 level. Therefore, age will be removed 

from the model, as indicated by the dotted lines, in the 

Figure 14 model. The model will be analyzed by the ANOVA 

technique. 

The impact of comparative well-being as a intensifying 

variable is represented in TABLE 17. The table shows that the 

modified model of comparative well-being as a intensifying 

variable has an F-value of 20.86 at the .000 significance 

level. The individual variables are all highly significant. 

The F-value for the intensified variables of income with 

comparative well-being, community activity with comparative 

well-being, social activity with comparative well-being, and 

social activity with comparative well-being are 19.06, 24.36, 

and 19.17, respectively, at the .000 level. 



Figure 14 

Modification of Figure 12 to show Comparative Well-Being 
As An Intensifier 
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Age & 

Comparative Well-Being 

Perceived Risk Ccnmunity activity 

Social Activity 

Ocnuunity Activity & 

Comparative Weil-Being 

Social Activity 
S 

Comparative Well-Being 

Comparative Well-Being 



TABLE 17 

ANALYSIS OF VARIANCE: 
COMPARATIVE WELL-BEING 

INTENSIFIED VARIABLES ON THE 
PERCEIVED RISK RELATIONSHIP 
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Dependent variable: Perceived Risk 

Source d.f. M.S. F-value P-Value 

Income+CWB 2 2.99 19.06 .000 

Community 
Activity+CWB 2 3.82 24.36 .000 

Social 
Activity+CWB 2 3.01 19.17 .000 

Full Model 6 3.27 20.86 .000 

Residual 2369 .16 

R'—.048 
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Comparative Weil-Being As A Covariate of Perceived Risk 

The previous analysis of variance of the full model 

revealed that when comparative well-being is considered as a 

covariate of perceived risk the variables of age, income, and 

community activity were not significant at the .05 level. 

Therefore, the only significant variable remaining is social 

activity. The three non-significant variables will be removed 

from the model, as indicated by the dotted lines in the figure 

4.4 model. The ANOVA technique, as previously employed, will 

be used to analyze the relationship of social activity and the 

covariate of comparative well-being and perceived risk. 

The overall F-value and P-value for the modified model of 

comparative well-being as a covariate of perceived risk is 

shown in TABLE 18. The table shows that the modified model of 

comparative well-being as a covariate of perceived risk 

produces an F-value of 18.38 at a .000 level of significance, 

additionally, the individual variable of social activity has 

an F-value and P-value of 52.50 and .000 respectively after 

removing the comparative well-being construct. 
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Figure 15 

Modification of Figure 5 to Show Comparative Weil-Being 
As A Covariate 

.Age 

.Income 

.Community Activity 

Social Activity 

Perceived Risk 

Comparative Well-Being 



TABLE 18 

ANALYSIS OF VARIANCE: 
THE EFFECT OF COMPARATIVE WELL-BEING 
AS A COVARIATE WITH PERCEIVED RISK 
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Dependent Variable: Perceived Risk 

Source d.f. M.S. F-value P-Value 

Social 
Activity 2 8.20 52.50 .000 

Full Model 8 2.87 18.38 .000 

Residual 2138 .16 

R^_.061 
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Comparative Well-Being As A Dependent Variable 

No modification of the previous model is necessary. The 

Wilk's lambda statistic, which is considered as a multivariate 

F-value is significant, at the .05 level of significance for 

the predictor set of age,, income, community activity, and 

social activity (TABLE 15). 

Summary 

This chapter dealt with the testing of the null 

hypotheses concerning the effect of comparative well-being, in 

the capacity of a independent variable, a intensifying 

variable, a covariate, and a additional dependent variable, in 

the relationship between the predictor set, age, income, 

community activity, and social activity, and perceived risk. 

Eleven hypotheses were tested to determine significant 

relationships. Analysis of variance and multiple analysis of 

variance were used as the main testing method with Scheffe's 

range test being used, where appropriate, to further examine 

the relationships. 

The findings reported showed that there is a significant 

relationship, when comparative well—being is an independent 

variable, between income, social activity, and comparative 

well being and perceived risk. However, no significant 

relationship was found between age and perceived risk or 

community activity and perceived risk. When comparative well-

being is viewed as a intensifying variable, income, community 

activity, and social activity are significantly related to 
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perceived risk. The use of comparative well-being as an 

intensifying variable provides the strongest F-relationship of 

all modified models. Additionally, comparative well-being 

does function as a weak dependent variable, and as a covariate 

provides only a significant relationship between social 

activity and perceived risk. A summary of the hypotheses and 

the related findings is provided in TABLE 19. 

The next chapter, Chapter 5, will include a review of 

this study, implications, limitations, and areas for future 

research. 
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SUHHARY TABULATION OF NON-REJECTION OR REJECTION FOR 
THE NULL HYPOTHESES OF THE STUDY 
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Hypothesis F-Value P-Value Reject 

Coaparative Mell-Beino As ft Independent Variable 

H 0 : 1 There is no significant relationship between: 

1.1 age and perceived risk. 

1.2 incoae and perceived risk. 
1.3 social activity and perceived risk. 
1.4 c o M u n i t y activity and perceived risk. 
1.5 comparative well-being and perceived risk. 

1.00 
2.SB 
16.46 
2.01 
50.27 

.392 

.036 
.000 
.134 
.000 

NO 
YES 
YES 
NO 

YES 

Comparative Mell-Beino As fin Intensifying Variable 

H>: 2 Co»parative well-being produces no significant 
effect on the relationship between: 

2.1 age and perceived risk. 
2.2 incoae and perceived risk. 
2.3 co»«unity activity and perceived risk. 
2.4 social activity and perceived risk. 

2.03 
20.73 
20.99 
20.13 

.101 
.000 
.000 
.000 

NO 
YES 
YES 
YES 

CoBcarative Well-being As A Covariate 

K>: 3 Coaparative well-being is not a covariate of 
perceived risk. 9.20 .000 YES 

Conoarative Keli-Beino As A Dependent Variable 

K,: 4 Coaparative well-being is not a second dependent-
variable with perceived risk. 

Age 
Incoae 
Social Activity 
Coeaunity Activity 

3.54 
q 7r, 

34.4C 
7.2s 

.014 

.000 

.000 
.001 

YES 
YES 
YES 
YES 



CHAPTER 5 

SUMMARY AND CONCLUSIONS 

Introduction 

This chapter will summarize the purpose of the 

research, and the methodology used. The results of the data 

analysis then will be presented. Finally, conclusions and 

implications will be reviewed along with suggestions for 

further research. 

Summary 

The purpose of this research was to examine how the 

intervening variable, comparative well-being, affects the 

relationship between selected demographic variables (age and 

income), the psychographic variable of external locus of 

involvement (represented by community activity and social 

activity) and perceived risk. Specifically, the research 

investigated the relationship between comparative well-being 

and perceived risk in four different statistical models, 

viewing comparative well-being as an independent predictor, as 

an intensifier of the demographic and psychographic 

predictors, as a covariate, and as a jointly dependent 

variable. 

The primary dependent variable was perceived risk in the 

context of the purchase of apparel. A total of eleven 

147 
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hypotheses regarding the effect of comparative well-being on 

the demographic and psychographic relationships with perceived 

risk were tested. 

Based on the characteristics of the independent and 

dependent variables, two research designs were selected to 

evaluate the models. Analysis of variance (ANOVA) was used to 

measure the main effect of comparative well-being as an 

independent predictor, an intensifying variable, and a 

covariate of perceived risk. The multiple analysis of 

variance (MANOVA) technique was utilized when considering 

comparative well-being as a joint dependent variable with 

perceived risk. MANOVA is appropriate when there is more than 

one interval criterion variable—in this case, perceived risk 

and comparative well-being—and one or more predictor 

variables (Cooley and Lohnes 1971). 

A stratified probability sample, drawn from the Market 

Facts, Inc. consumer mail panel, was utilized to produce the 

data for this study. A sample of 3,009 respondents provided 

usable data for the study. The sample was skewed toward the 

elderly consumer, with about 50 percent of the sample aged 65 

years or older. The respondents provided data by completing a 

self-administered questionnaire. Although, the questionnaire 

contained five major sections, only the appropriate section 

(Section 5 containing the AIO inventory and panel demographics 

was selected for this study. The sample, because of its size 
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and national scope, provided a significant opportunity for 

meaningful analysis. 

Analysis of Results 

The results of the findings for each of the four models— 

(1) comparative well-being as an independent predictor, (2) as 

an intensifier of the relationship between the demographic and 

psychographic predictors and perceived risk, (3) as a 

covariate with perceived risk as related to the predictor set, 

and (4) as a joint dependent variable with perceived risk— 

will be analyzed in this section. 

Comparative Well-Being As An Independent Predictor 

It was hypothesized that comparative well-being functions 

as a predictor of perceived risk. This research tends to 

support the hypothesis. The Scheffe test reflects a 

significant difference among all groups. As the degree of 

comparative well-being increases, perceived risk decreases. 

Additionally, it was hypothesized that the balance of the 

predictor set of age, income, social activity, and community 

activity also was a significant predictor of perceived risk in 

the purchase of apparel. The research supports the income and 

social activity hypothesis of significant relationship with 

perceived risk (TABLE 4.5). The Scheffe test results indicate 

that the income predictor yields a significant difference 

between middle- and high-income groups. Those in the higher-
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income group reflect a higher degree of perceived risk than do 

the middle-income group. When applying the Scheffe test to 

the remaining significant predictor variable, social activity, 

it was found that there is a significant difference among all 

groups at the .05 level. The group means show that a socially 

active person perceives a greater degree of risk in the 

purchase of apparel, whereas, socially inactive respondents 

perceive a lesser degree of risk. 

Comparative Weil-Being As An Intensifying Variable 

The strength of the comparative well—being construct, as 

shown by its performance as an independent variable (TABLE 

4.5), is also apparent in its ability to influence the 

demographic and psychographic variables' relationship to 

perceived risk. When combined with the predictor variables of 

age, income, community activity, and social activity, the 

significance of the relationship improve dramatically. This 

improvement is reflected in the fact that the community 

activity variable becomes significant, and age, although still 

not significant, shows appreciable improvement. Therefore, 

the hypothesis is supported, that comparative well-being 

combined with the variables of income, community activity, and 

social activity strengthens the relationship with perceived 

risk. 
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Comparative Weil-Being As A Covariate 

The research found that, as hypothesized, comparative 

well-being is a covariate of perceived risk. The result of 

the ANOVA analysis reflects an overall significant 

relationship to the full model. However, the only significant 

variable in the predictor set was the social activity 

variable. The predictor variables of age, income, and 

community activity did not generate significant relationships 

with perceived risk. These results reflect the strength of 

the apparent relationship between comparative well-being and 

social activity. 

Comparative Weil-Being As A Joint Dependent Variable 

The research supports the hypothesis that comparative 

well-being can be considered jointly with perceived risk as a 

dependent variable. Utilizing the MANOVA technique the 

predictor set variables, age, income, community activity, and 

social activity, all generated a significant F-value as shown 

in TABLE 4.14. 

Modified models 

To substantiate the validity of the findings, a model 

modification procedure was undertaken. This technique 

eliminated from each model the predictor variables that were 

not significant, and the resulting modified models were 

reevaluated utilizing the same techniques as in the original 
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set. The results were congruent with the previous findings; 

therefore, we can be assured of the validation. Additionally, 

the best model was determined to be comparative well-being as 

an intensifier. This is consistent with the observed dynamics 

of comparative-well being across all hypothesized models. 

Conclusions and Implications 

This section will present conclusions and implications of 

the effect of comparative well-being on the criterion variable 

perceived risk. It is hoped that this research will make its 

greatest contribution in the development of consumer behavior 

theory. However, the findings of this study are not without 

practical application as well. This research has identified 

the importance of how consumers position themselves in 

society, based on their locus of external involvement 

(community and social activity) and how satisfactory their 

position is in their social structure, measured by comparative 

well-being (perceived age, income, and health). Specifically, 

individuals' feelings about their relative position to others 

in their perception of age, income and health, affects their 

perceived risk and resulting buyer behavior. This study has 

identified the nature and relative impact of supplemental 

predictor variables beyond the normal demographic and 

psychographic predictors. Specifically, the research 

challenges the value of using age and income as predictor 
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variables for perceived risk. The basic thrust of age 

segmentation in the current marketing literature, especially 

in studies of the elderly consumers, infers that such segments 

are homogeneous and, therefore, age can be used to predict 

behavior. This is understandable because the elderly 

population is growing, therefore simply measuring the aging 

baby boomer group makes for a attractive approach. However, 

this study rejects such ideas as age segmentation, and views 

them as "fools' gold." The track record of chronological age 

as a predictor of perceived risk has not produced significant 

results in the past. This study was also unable to find any 

significant relationship. It is, therefore, hard to explain 

the current interest in the "elderly" market when it is 

unlikely that chronological age segments alone will produce a 

homogeneous market group. This research study indicates that 

a marketer who predicts consumer behavior based on 

chronological age is risking a significant strategic error. 

This study is relatively macro in nature and, therefore, 

several broad implications can be suggested for the marketer. 

First, marketing to older adults as a monolithic segment 

should be avoided. One needs only to scan the literature and 

the results of this study for documentation. For example, 

some apparel and shoe manufacturers have found it necessary to 

abandon the lines which they once carried for women with 

"mature tastes." It is apparent that persons do not want to 

be reminded of their age, and often have a negative reaction 
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to advertising and marketing programs that tend to separate 

them from the mainstream of society. Therefore, a technique 

of attracting consumer groups without alienating them should 

be pursued. A strategy that is more behaviorally oriented, 

picturing young and old alike using and enjoying a product or 

service, could be appropriate. For example, an ad might 

feature an older person showing apparel to a younger one. 

Marketers can also apply the findings that persons with a high 

level of comparative well-being perceive less risk by 

associating his product with events and persons who act 

younger, and appear healthier and better off financially than 

their age stereotype would indicate. 

This research is more likely to contribute to the 

theoretical marketing arena, in the short term. The approach 

of examining a consumer's involvement with his immediate 

social structure, and his feelings about age, financial 

condition, and health compared to members of his particular 

social structure should be more productive than the past 

approach of viewing demographic variables. The self-

examining approach, taken in this study will likely have a 

more significant impact on the direction of consumer behavior 

research than marketing practice. This study challenges the 

emerging trend in consumer behavior studies of the elderly 

market segment. The segmenting theory of age and income which 

has been pursued in the past may have to be revaluated and 

possibly altered. The area of income is a part of the 
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assessment of comparative well-being. Income, in this study 

is viewed as a qualitative measure. Normally, income is 

viewed quantitatively with the assumption that certain income 

levels produce certain predictable satisfactions. The 

qualitative approach used in this study involves asking 

respondents how well off they feel financially compared to 

others in their immediate social structure. The final 

component of the concept of comparative well-being is a 

measure of a person's perceived health. This study reveals 

that people's assessment of their health also influences their 

behavior. Such an approach is void in literature outside the 

field of gerontology. 

Although it is felt that this study makes a substantial 

contribution, it possibly raises as many questions as it 

answers. The next section will suggest research that will 

focus on future directions that will evolve into a usable 

stream for the practitioner. 

Limitations and Suggestions for Further Research 

The results of this study suggest that comparative well-

being can be a viable tool for predicting and understanding 

the perceived risk concept. Further, the research suggests 

that consumers' social and community activities are 

significant contributors to the psychographic variables 

currently utilized by marketers. 

The study, however, is not without its limitations. The 

first and perhaps most severe limitation is the inability to 
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generalize the findings from this sample, because of its 

under-representation of groups having lower levels of income, 

education, and occupation. Additionally, there is a strong 

panel bias toward over-representation of single family 

dwellings and married households. A second factor that may 

limit the generalizability of this study's results is the 

nature of the product category. The product investigated was 

highly personal, conspicuous, and socially risky. These 

product characteristics may be more responsive to comparative 

well-being, community activity, and social activity and their 

relation to perceived risk than alternative consumption 

objects. Furthermore, the product tends to be strongly sex-

typed, because of the stronger emphasis traditionally placed 

on female fashions in the market. However, this could quickly 

change with more societal emphasis on male fashion 

consciousness. 

These sample and product limitations offer a significant 

opportunity for future research. Considerable benefit could 

be realized via replication using a broadened sample and other 

types of products. Additionally, the inability of past 

researchers to find very strong relationships between various 

selected demographic and psychographic predictor variables and 

perceived risk, perceived risk reduction methods, and the 

resulting consumer behavior has discouraged a continuous 

research stream. The ability of this research study to find 

significant independent variables, community activity, social 
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activity, and comparable well-being, also the strength of 

comparative well-being intensify the potential predictability 

of demographic and psychographic variables in additional 

studies provides encouragement to resume perceived-risk 

related research as well as other consumer research areas. 

Specifically, the effect of community activity, social 

activity, and comparative well-being as predictor variables of 

the previous studies of risk reduction strategies of 

competitive shopping, country of manufacture, brand name 

reputation, store reputation, warranties, money-back 

guarantees, free samples, government testing, personal 

experience, salespeople, producer information sources, neutral 

sources, endorsements, and price/quality evaluation should be 

restudied. Additionally, the concept of consumers' 

perceptions of their immediate environment and their position 

in it, can be applied to many topics of consumer behavior. 

In view of the fact that interest in the topic of 

perceived risk has waned in recent years, it is hoped that 

this dissertation represents a significant step toward 

maturity of the construct, and encourages revitalization of 

research on the subject, because of the potential that the 

concept of comparative well-being has for this and other 

subjects of inquiry. 
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PERCEIVED RISK CELL MEANS 

FACTOR CODE MEAN STD DEV. N_ 

AGE 1 
INC 1 
CA 1 
SA 1 
CWB 1 3.111 .094 2 
CWB 2 3.093 .287 2 

SA 2 
CWB 1 3.296 .000 1 
CWB 2 3.088 .391 5 
CWB 3 3.296 .000 1 

CA 2 
SA 1 
CWB 2 3.484 .352 4 

SA 2 
CWB 1 3.912 .000 1 
CWB 2 3.113 .395 26 
CWB 3 3.177 .490 10 

SA 3 
CWB 2 3.282 .342 11 
CWB 3 2.746 .392 3 

CA 3 
SA 1 
CWB 2 2.890 .000 1 

SA 2 
CWB 1 2.394 1.109 2 
CWB 2 3.002 .675 8 
CWB 3 3.584 .000 1 

SA 3 
CWB 1 2.890 .000 1 
CWB 2 3.039 .325 9 

INC 2 
CA 1 
SA 1 
CWB 1 3.727 .203 2 
CWB 2 2.986 .490 2 
CWB 3 3.296 .000 1 

SA 2 
CWB 2 3.748 .232 2 

SA ' 3 
CWB 2 2.740 .619 2 

CA 2 
SA 1 
CWB 2 3.296 .000 1 

SA 2 
CWB 1 3.444 .390 5 
CWB 2 3.133 .492 17 
CWB 3 2.943 .475 4 
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FACTOR 

(cell means continued) 

CODE MEAN STD DEV. N 

SA 
CWB 
CWB 

CA 
SA 
CWB 
CWB 
CWB 

SA 
CWB 

INC 
CA 
SA 
CWB 
CWB 

SA 
CWB 
CWB 

SA 
CWB 

CA 
SA 
CWB 
CWB 
CWB 

SA 
CWB 
CWB 

CA 
SA 
CWB 

SA 
CWB 

INC 
CA 
SA 
CWB 

SA 
CWB 
CWB 

SA 
CWB 

CA 
SA 
CWB 

SA 
CWB 
CWB 
CWB 

2 
3 

1 
2 
3 

2 
3 

> 

2 
3 

1 
2 
3 

\ 
2 
3 

1 
2 

1 
2 
3 

3 . 1 0 3 
2 . 8 7 0 

2 . 3 0 3 
3 . 0 7 9 
3 . 0 3 4 

3 . 1 9 8 

3 . 4 2 6 
3 . 6 8 9 

3 . 4 6 6 
2 . 9 6 7 

2 . 8 9 0 

3 . 4 6 6 
3 . 2 2 6 
2 . 8 9 0 

2 . 9 7 3 
2 . 7 5 5 

2 . 9 9 6 

3 . 1 9 2 

2 . 9 9 6 

3 . 0 4 5 
3 . 1 9 8 

2 . 8 3 1 

3 . 1 1 2 

3 . 4 6 6 
3 . 0 9 3 
2 . 7 0 7 

. 2 8 3 

. 3 6 1 

. 0 0 0 

. 2 8 7 

. 3 7 0 

. 2 8 7 

. 5 3 9 

. 0 0 0 

. 0 0 0 

. 4 6 4 

. 0 0 0 

.000 

. 3 0 7 

. 0 0 0 

. 2 3 9 

. 2 3 4 

. 0 0 0 

. 2 0 3 

. 0 0 0 

. 0 0 0 

. 2 5 2 

. 4 9 0 

. 3 5 0 

.000 

. 4 4 6 

. 2 6 2 

5 
4 

1 
6 
2 

2 
1 

1 
2 

1 
17 
1 

5 
3 

1 

3 

1 
6 

1 
29 

3 
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(cell means continued) 

FACTOR CODE MEAN STD DEV. N 

SA 3 
CWB 2 2.954 .400 15 
CWB 3 3.029 .373 7 

CA 3 
SA 1 
CWB 3 3.045 .000 1 

SA 2 
CWB 2 3.141 .502 8 

SA 3 
CWB 2 3.178 .172 13 
CWB 3 2.639 .000 1 

INC 5 
CA 1 
SA 2 
CWB 2 3.217 .296 3 

CA 2 
SA 1 
CWB 2 2.485 .000 1 

SA 2 
CWB 2 3.258 .370 14 

SA 3 
CWB 1 3.871 .000 1 
CWB 2 2.949 .270 7 
CWB 3 2.639 .000 1 

CA 3 
SA 2 
CWB 2 3.128 .393 5 

SA 3 
CWB 2 3.045 .000 1 
CWB 3 2.991 .838 2 

AGE 2 
INC 1 
CA 1 
SA 1 
CWB 1 3.178 .000 1 
CWB 2 3.179 .194 3 
CWB 3 2.890 .000 1 

SA 2 
CWB 1 3.332 .000 1 
CWB 2 3.396 .430 4 

SA 3 
CWB 2 2.596 .416 2 

CA 2 
SA 1 
CWB 2 3.178 .000 1 

SA 2 
CWB 1 3.713 .757 2 
CWB 2 3.050 .437 30 
CWB 3 2.790 .469 8 



162 

FACTOR 

(cell means continued) 

CODE MEAN STD DEV. N 

SA 
CWB 
CWB 
CWB 

CA 
SA 

CWB 
CWB 

SA 
CWB 
CWB 

SA 
CWB 
CWB 

INC 
CA 

SA 
CWB 
CWB 

SA 
CWB 

CA 
SA 

CWB 
SA 

CWB 
CWB 
CWB 

SA 
CWB 
CWB 

CA 
SA 

CWB 
CWB 

SA 
CWB 
CWB 
CWB 

INC 
CA 

SA 
CWB 
CWB 

SA 
CWB 

1 
2 
3 

1 
2 

» 

2 
3 

J 
2 
3 

2 
3 

1 
2 
3 

J 
2 
3 

1 
2 
( 

1 
2 
3 

1 
2 

3 . 0 3 4 
3 . 2 4 9 
2 . 8 9 0 

3 . 5 8 4 
3 . 0 8 7 

3 . 1 9 8 
3 . 2 1 2 

2 . 8 8 5 
2 . 9 6 6 

2 . 8 9 0 
2 . 6 3 9 

2.621 

3 . 4 9 8 

3 . 3 0 4 
3 . 0 4 6 
2 . 7 7 1 

3 . 0 4 6 
2 . 6 2 9 

3 . 2 9 6 
2 . 9 2 5 

3 . 4 0 1 
3 . 0 7 8 
3 . 1 7 8 

3 . 2 1 9 
3 . 5 5 5 

2 . 4 8 5 

203 
,207 
,000 

000 
129 

358 
,399 

. 3 0 0 
, 3 8 5 

. 0 0 0 

. 0 0 0 

. 5 9 9 

6 4 1 

295 
419 
309 

,358 
,203 

000 
,715 

,000 
, 067 
,000 

. 0 0 0 

. 0 0 0 

. 0 0 0 

2 
7 
1 

1 
2 

13 
4 

9 
5 

1 
1 

3 
22 
8 

7 
2 

1 
4 

1 
4 
2 

1 
1 
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(group means continued) 

FACTOR CODE MEAN STD DEV. N 

CA 2 
SA 2 
CWB 1 3.584 .000 1 
CWB 2 3.116 .412 15 
CWB 3 2.967 .464 2 

SA 3 
CWB 2 3.401 .000 1 
CWB 3 2.890 .000 2 

CA 3 
SA 2 
CWB 2 2.847 .129 3 
CWB 3 2.943 .332 2 

SA 3 
CWB 2 2.418 .886 2 
CWB 3 2.765 .396 2 

INC 4 
CA 1 
SA 1 
CWB 3 2.963 ,361 2 

SA 2 
CWB 1 3.689 .000 1 
CWB 2 3.108 .580 10 
CWB 3 2.996 .000 1 

SA 3 
CWB 2 3.237 .083 2 

CA 2 
SA 1 
CWB 2 3.309 .205 5 
CWB 3 2.986 .490 2 
SA 2 
CWB 1 3.448 .234 3 
CWB 2 3.193 .317 42 
CWB 3 2.701 .402 8 

SA 3 
CWB 2 3.072 .231 23 
CWB 3 2.780 .724 5 

CA 3 
SA 1 
CWB 2 3.296 .000 1 
CWB 3 2.485 .000 1 

SA 2 
CWB 1 3.237 .338 4 
CWB 2 3.071 .364 29 
CWB 3 3.124 .467 8 

SA 3 
CWB 1 3.332 .000 1 
CWB 2 3.117 .362 10 
CWB 3 2.870 .352 4 
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(group means continued) 

FACTOR CODE MEAN STD DEV. N 

INC 5 
CA 1 
SA 2 
CWB 2 3.121 .570 3 
CWB 3 2.842 .179 3 

CA 2 
SA 1 
CWB 2 3.558 .146 3 

SA 2 
CWB 1 3.505 .348 3 
CWB 2 3.025 .436 24 
CWB 3 2.871 .287 6 

SA 3 
CWB 2 3.047 .428 9 
CWB 3 3.381 .287 2 

CA 3 
SA 1 
CWB 2 3.332 .000 1 

SA 2 
CWB 2 2.989 .498 7 
CWB 3 2.716 .400 3 

SA 3 
CWB 2 2.950 .475 7 
CWB 3 3.193 .417 4 

AGE 3 
INC 1 
CA 1 
SA 1 
CWB 1 3.334 .535 7 
CWB 2 3.355 .236 8 
CWB 3 2.623 .387 4 

SA 2 
CWB 1 2.890 .603 3 
CWB 2 3.145 .657 11 
CWB 3 2.986 .737 4 

CA 2 
SA 1 
CWB 1 3.416 .352 7 
CWB 2 3.118 .531 14 
CWB 3 2.881 .361 3 

SA 2 
CWB 1 3.339 .357 7 
CWB 2 3.097 .367 93 
CWB 3 2.895 .391 19 

SA 3 
CWB 1 3.401 .000 1 
CWB 2 3.192 .237 16 
CWB 3 2.750 .464 11 
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(group means continued) 

FACTOR CODE MEAN STD DEV. N 

CA 3 
SA 1 
CWB 1 3.296 .000 1 
CWB 2 3.171 .311 10 
CWB 3 2.674 1.029 2 

SA 2 
CWB 1 3.380 .176 3 
CWB 2 3.101 .388 44 
CWB 3 2.860 .461 10 

SA 3 
CWB 2 2.888 .431 19 
CWB 3 2.887 .307 9 

INC 2 
CA 1 
SA 1 
CWB 1 3.349 .075 2 
CWB 2 3.415 .663 8 
CWB 3 3.807 .000 1 

SA 2 
CWB 1 2.890 .000 1 
CWB 2 3.193 .429 2 
CWB 3 3.401 .000 1 

SA 3 
CWB 2 2.967 .109 2 
CWB 3 3.555 .000 1 

CA 2 
SA 1 
CWB 2 3.260 .402 8 
CWB 3 2.890 .000 1 

SA 2 
CWB 1 3.297 .242 6 
CWB 2 3.240 .366 51 
CWB 3 3.033 .403 9 

SA 3 
CWB 2 3.123 .484 8 
CWB 3 2.903 .418 6 

CA 3 
SA 1 
CWB 2 2.909 .381 2 
CWB 3 2.943 .332 2 

SA 2 
CWB 1 3.367 .049 2 
CWB 2 3.168 .296 32 
CWB 3 2.962 .471 11 

SA 3 
CWB 2 2.987 .368 7 
CWB 3 3.106 .543 9 
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(group means continued) 

FACTOR CODE MEAN STD DEV. N 

INC 3 
CA 1 
SA 1 
CWB 
CWB 

SA 2 
CWB 

SA 3 
CWB 

CA 2 
SA 1 

2 3.045 .000 1 
3 3.045 .000 1 

2 2.303 .000 1 

3 1.609 -000 1 

CWB 2 3.169 .618 3 
CWB 3 2.559 .835 3 

SA 2 
CWB 1 3.446 .000 1 
CWB 2 3.162 .332 14 
CWB 3 2.981 .229 7 

SA 3 
CWB 2 3.032 .298 3 
CWB 3 3.148 .303 5 

CA 3 
SA 1 
CWB 3 3.584 .000 1 

S A 2 

CWB 2 3.013 .470 12 
CWB 3 3.169 .258 3 

SA 3 
CWB 2 3.332 .000 1 

INC 4 
CA 1 
SA 1 
CWB 2 2.997 .646 9 
CWB 3 3.323 .969 2 

SA 2 
CWB 1 3.502 .715 2 
CWB 2 3.367 .049 2 
CWB 3 2.981 .350 5 

SA 3 
CWB 2 2.852 .203 2 

CA 2 
SA 1 
CWB 1 2.485 .000 
CWB 2 3.008 .417 1 
CWB 3 3.111 .305 8 

SA 2 
CWB 1 3.511 .252 2 
CWB 2 3.133 .318 69 
CWB 3 2.811 .436 19 
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FACTOR 

(group means continued) 

CODE MEAN STD DEV. N 

SA 
CWB 
CWB 

CWB 
CA 
SA 
CWB 
CWB 
CWB 

SA 
CWB 
CWB 
CWB 

SA 
CWB 
CWB 

INC 
CA 
SA 
CWB 
CWB 
CWB 

SA 
CWB 
CWB 

CA 
SA 
CWB 
CWB 
CWB 

SA 
CWB 
CWB 
CWB 

SA 
CWB 
CWB 

CA 
SA 
CWB 
CWB 
CWB 

SA 
CWB 
CWB 

SA 
CWB 
CWB 

1 
2 
3 

1 
2 
3 

; 
1 
2 
3 
5 
2 
3 

1 
2 
3 
) 

2 
3 

1 
2 
3 
> 

1 
2 
3 

\ 
2 
3 

1 
2 
3 
j 
2 
3 

\ 
2 
3 

3 . 3 3 2 
3 . 0 5 1 
2 . 9 8 4 

3, 
3, 
3 

3 
3 
3 

807 
192 
096 

178 
087 
076 

3 . 0 8 0 
2 . 8 1 9 

3 . 9 5 1 
3 . 0 2 1 
3 . 4 1 4 

2 . 6 2 9 
2 . 4 8 5 

3 . 4 5 3 
3, 
3, 

3, 
3 
2 

070 
,515 

178 
116 
9 8 1 

2 . 9 4 7 
2 . 6 9 2 

3 . 2 9 6 
2 . 6 3 9 
2 . 8 7 6 

3 . 0 7 9 
3 . 0 8 4 

3 . 2 0 0 
2 . 6 5 2 

. 0 0 0 

. 2 8 4 

. 5 2 8 

. 0 0 0 

. 2 0 3 

. 2 7 0 

. 0 0 0 

. 3 3 7 

. 2 8 3 

. 3 9 9 

. 5 8 5 

. 0 0 0 

. 4 9 6 

. 5 2 3 

. 2 0 3 

. 0 0 0 

. 187 

. 3 3 8 

. 3 4 7 

. 0 0 0 

. 3 3 9 

. 380 

. 2 4 5 

. 4 3 4 

. 0 0 0 

. 0 0 0 

. 2 3 8 

. 4 1 2 

. 4 6 9 

. 3 0 4 

. 2 4 8 

1 
12 

9 

1 
3 
3 

1 
4 1 
20 

15 
12 

1 
5 
2 

2 
1 

4 
7 
3 

1 
4 1 

7 

9 
6 

1 
1 
2 

13 
9 

9 
4 
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(group means continued) 

FACTOR CODE MEAN STD DEV. N 

AGE 4 
INC 1 
CA 1 
SA 1 
CWB 1 3.420 .268 9 
CWB 2 3.118 .491 17 
CWB 3 2.596 .416 2 

SA 2 
CWB 1 2.835 .395 4 
CWB 2 3.137 .431 9 
CWB 3 3.197 .416 6 

SA 3 
CWB 3 2.890 .000 1 

CA 2 
SA 1 
CWB 1 3.162 .504 12 
CWB 2 3.152 .402 39 
CWB 3 3.075 .359 7 

SA 2 
CWB 1 3.183 .484 22 
CWB 2 3.215 .397 119 
CWB 3 3.025 .437 31 

SA 3 
CWB 1 2.996 .000 1 
CWB 2 3.065 .382 25 
CWB 3 3.093 .492 9 

CA 3 
SA 1 
CWB 2 3.319 .371 16 
CWB 3 3.178 .000 3 

SA 2 
CWB 1 3.439 .278 4 
CWB 2 3.162 .363 103 
CWB 3 2.860 .442 20 

SA 3 
CWB 1 2.639 .000 1 
CWB 2 3.221 .395 21 
CWB 3 2.961 .378 10 

INC 2 
CA 1 
SA 1 
CWB 1 3.146 .212 2 
CWB 2 3.270 .766 5 

SA 2 
CWB 2 3.689 .000 1 
CWB 3 3.401 .000 1 

SA 3 
CWB 3 2.890 .000 1 
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FACTOR 

(group means continued) 

CODE MEAN STD DEV. N 

CA 
SA 

CWB 
CWB 

SA 
CWB 
CWB 
CWB 

SA 
CWB 
CWB 

CA 
SA 

CWB 
CWB 

SA 
CWB 
CWB 
CWB 

SA 
CWB 
CWB 

INC 
CA 

SA 
CWB 

CA 
SA 

CWB 
CWB 

SA 
CWB 
CWB 

SA 
CWB 
CWB 

CA 
SA 

CWB 
SA 

CWB 
CWB 

SA 
CWB 
CWB 

2 
3 

j 
1 
2 
3 
! 
2 
3 

2 
3 
> 

1 
2 
3 

J 
2 
3 

2 
3 
) 

2 
3 

J 
2 
3 

2 
3 

I 
2 
3 

3 . 1 8 5 
3 . 2 4 9 

3 . 0 4 5 
3 . 2 2 9 
2 . 8 8 4 

3 . 0 8 3 
2 . 8 9 0 

3 . 0 3 6 
3 . 4 3 3 

2 . 6 3 9 
3 . 0 7 4 
2 . 8 0 5 

2 . 9 9 8 
2 . 7 3 3 

3 . 2 9 6 

3 . 4 7 8 
2 . 8 9 0 

3 . 1 2 1 
3 . 3 0 1 

2 . 8 3 1 
3 . 0 4 5 

2 . 4 7 6 

2 . 9 0 5 
2 . 6 2 5 

3 . 4 9 4 
3 . 2 7 4 

. 3 0 6 

. 4 5 5 

.000 

. 3 8 6 

. 6 3 1 

. 3 9 3 

.000 

. 2 8 4 

. 3 6 1 

. 000 

. 3 5 7 

. 3 0 0 

. 4 1 3 

. 4 0 8 

. 000 

. 1 0 9 

. 0 0 0 

. 2 5 0 

. 4 6 8 

. 4 9 0 

. 0 0 0 

. 7 9 7 

. 5 9 5 

. 4 3 3 

. 2 5 7 

.166 

19 
4 

1 
3 1 

9 

5 
1 

6 
2 

1 
4 1 
14 

7 
13 

2 
1 

9 
3 

2 
1 

10 
4 

3 
3 
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(group means continued) 

FACTOR CODE MEAN STD DEV. N 

INC 4 
CA 1 
SA 1 
CWB 2 2.685 .372 3 
CWB 3 2.773 .000 1 

SA 2 
CWB 2 3.466 .000 1 
CWB 3 2.708 .000 1 

SA 3 
CWB 2 2.708 .000 2 

CA 2 
SA 1 
CWB 1 3.367 .267 2 
CWB 2 3.217 .304 5 
CWB 3 2.852 .203 2 

SA 3 
CWB 2 2.938 .130 6 

CA 3 
SA 1 
CWB 2 2.996 .000 1 

SA 2 
CWB 1 3.584 .000 1 
CWB 2 2.982 .302 17 
CWB 3 2.950 .523 12 

SA 3 
CWB 2 3.068 .248 8 
CWB 3 2.723 .145 3 

INC 5 
CA 1 
SA 1 
CWB 2 3.178 .000 1 

CA 2 
SA 1 
CWB 2 2.890 .000 2 
CWB 3 3.178 .000 1 

SA 2 
CWB 1 3.466 .000 1 
CWB 2 2.807 .145 3 
CWB 3 2.824 .285 5 

SA 3 
CWB 2 3.020 .034 2 

CA 3 
SA 1 
CWB 2 2.773 .000 1 

SA 2 
CWB 2 2.970 .276 6 

SA 3 
CWB 2 3.290 .158 2 
CWB 3 2.790 .497 3 
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(group means continued) 

Definition of Terms: 

AGE = Age of Respondent 

INC = Income of Respondent 

CA = Community Activity of Respondent 

SA = Social Activity of Respondent 

CWB = Comparative Weil-Being of Respondent 
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Are you . 
Male. . 
Female. 

? 
1 
2 

(8) 

SECTIOH 1 

1. L is ted below are various INFORMATION SOURCES or PRODUCT CHARACTERISTICS that 
you may use to help you make the best choice when shopping for WEARING APPAREL. 
For each INFORMATION SOURCE or PROOUCT CHARACTERISTIC, CIRCLE the NUMBER that 
best indicates tne Ot'iikEE Or IMPORTANCE of EACH ITEM in helping you make your 
PURCHASING DECISION tor weakiiNG APPAatU ( i . e . what to buy, where to buy, s t y l e , e t c . ) 

Information Source or Product Charac te r i s t i c 

A* 

vo* c0< o<vjs0 ' ' a 

c .V .c-

V 

1. Comparative Shopping (Shopping Around • . 

(9) at D i f f e ren t Stores) . 1 2 3 5 (9) 
2. Country of Manufacture . . 1 2 3 5 (10) 
3. Brand Name Reputation 1 2 3 5 . <11) 

4 . Store Reputation 1 2 3 5 (12) 
5<* Money-back Guarantee (From Store or Maker) . 1 2 . 3 5 (13) 

0. Other Warranties (From Store or Maker) . . . 1 2 3 5 (14) 

7. Ads {Radio, TV, Magazines) 1 2 3 5 (15) 
8 . Ads (Newspapers) 1 2 3 5 ( 1 6 ) 

9. 2 3 5 (17) 

1 0 . Friends (other than neighbors) • 1 2 3 5 ( 1 8 ) 

11. ®s-sonal Experience (Previous Use) 1 2 3 5 (19) 
12. 2 3 . 5 ( 2 0 ) 

13. Technical/Trade Reports ( i . e . Consumer 
.Reports) 1 2 3 5 (21) 

14. Endorsements (Personal/Celebrity, Seals 
( 2 2 ) 2 3 5 ( 2 2 ) 

1 Z *• • Price/Qua1 ! i ty (Value) Evaluat ion 1 2 3 ' 5 (23) 

16. 2 3 5 (24) 
17. Family Members (other than spouse) 1 2 3 5 (25) 

IS. Looking Through Catalogs 1 2 3 5 (26) 
19. Point of Sale Informat ion (package/ 

(27) label ," d i sp lay , e tc . ) 1 2 3 5 (27) 

2. CIRCLE THE KU.V3ER that best ind icates your MAIN MEANS CF TRANSPORTATION when 
you go shopping. 

Automobile (Drive myself) 1 Taken by a f r iend/ne ighbor 5 
Bus/Mass Transi t 2 Taken by a r e l a t i v e 
Taxi 3 Other 
U* 11; inn 4 l wr i to I n ) 

6 
7 

(28) 
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SECTION 2 
174 

1 For EACH aopirel category, enter the NUMBER OF ITEMS p-jrchased, the AVERAGE paid per 
item and the TYPE OF*STORE at which you spena cne LARGEST DOLLAR AMOUNT for that apparel 
catagory. Constoer a l l purchases made by you for the the LAST 12 MONTHS, [ f a ca tego ry 
does not apply to you (e.g. "Oresses" for a male) wr i te "MA" for .'iuhbcR OF ITEMS. For the 
Store type, use tfte STORE TYPE COOES below. 

STORE TYPE COCS: ' : ' 
1 .Specialty Store 

Chain Department Stores (Sears, 
Penney*s. Wards, etc.) . . . * 2 

Other Department Stores . . . * 3 
CJuin Oiscount Scores (K-Mart, 

Gibson's, Woolco, e t c . ) . . . * 4 

Factory Outlet/Mi11/Oiscount 
Apparel Stores . . . ' . • 5 

Store Catalogs (Mail or 
Phone Orders) * 5 

Other Catalogs/Direct Mail/ 
Media Ads (Mail or Phones Orders). . * 7 

\oparel Categories 

Number of Items Average Price 
Purchased per Item 
(Last 12 (ROUND TO NEAREST 
Months) WHOLE OOLLAR) 

Store Type at 
Which Spent 
Most Dollars-

(Use Above Codes) 

1. Casual Slacks/Pants. 

2. Oress Slacks/Pants 

3. Sxirts 

4. Sport Tops (Sh i r ts , Kni ts , etc. ) 

5. Oress Shirts/Blouses 
* 

6. Sport Jackets/81azars . . . . . 

/ . Men's/Women's Sui ts. . 

£ . Oresses. . 

;3. Women's Lingerie 

»C. Men's/Women's Accessories. . . . 

0 3 

(29-34) 

(35-40} 

(41-46) 

(47-52) 

(53-58) 

(59-64) 

(65-70) 

(71-76) 

(9-14) 

(15-20) 

For EACH apparel category, enter the NUM8ER from the FREQUENCY SCALE 
below which best indicates how FREQUENTLY you shop at EACH store type. 

.REQUENCY SCALE: NEVER 
SOMETIMES 
FREQUENTLY 

vparel Categories ,<> 

y 
, < / 

l . 
> 

* 

I 
•3. 

5. 
t 

J * 

3. 

"9. 

10. 

Casual Slacks/Pants 

Oress Slacks/Pants 

Skirts 

Sport Tops< (Sh i r ts , Knits, etc.) 

Oress Shirts/Blouses 

' Sport Jackets/Sixers 

Men's/Wcnen*s Suits 

Orasses 

Women's Lingerie 
Men's/Women's Accessories . . . 

m 

(21-27) 

(28-34) 

(35-41) 

(42-48) 

(49-55) 

(56-52) 

(63-59) 

(70-75) 

(9-15) 
(16-22) 
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SECTION 3 
, . • . J H-iiw Are various SERVICES or CHARACTERISTICS that a s t o r e might have. 

P 1 » K Ctias C M » S E » tlut b « t indicate! the DEGREE OF IMPORTANCE of 
EACH ITEM when shopping for WEARING APPAREL. 

Service or Store C h a r a c t e r i s t i c 

^ ,A 

* < * y 
£ • < / 

\<^0 ^ 

1. Product Qual i ty 
2 . A t t r ac t ive P r i ces • • 
3 . Variety in One Store . . . . . . . . . 

4 . Store Repu-tation • • 
5 . Well Known Label/Brand of Product ." 
6 . Readable Labels/Tags on Product . . . 

7 . Knowledgeable Salespersons 
3 . Salesperson Your Own Age 
9 . Convenient/Fast Checkout . . . . . . 

10; Rest Area in Store . 
11. Package Carryout . . . . . . 
12. Oelivery to Home . • • • • * 

13. Pnone in Orders 
14. Transporta t ion to Store 
£5 . Convenient Parking. 

*5. Store Location Close to Home . . . . 
17. Help in Finding Items in Store . . . 
13. Convenient Entrance/Exit 

•*9. Comfortable Physical Environment in 
Store {Lighting and Temperature) . . 

'20. Discount f o r Senior Ci t izens . . . . 
21. Variety of Stores Close Together . . 

"2. Ease of r inding Items 
23. Small Store So Items Can Be 

Found Eas i ly 
24. Wide A i s l e s . . . . . « » • • • « • • 

.]5. Uncrowaed Stores 
?6. Sales (Marked down pr ices) 
> J . Sizes and Styles Suited for My Age . 

23. Large, Pr iva te Dressing Rooms. . . . 
£?. Credit or Credit Card A v a i l a b i l i t y . 
30. Limited Variety So Items Can Be 

Found Eas i ly 

31. A v a i l a b i l i t y of Advertised Products . 
12. Abi l i ty to Return Unsa t i s fac to ry 

Products 

2 
2 
2 

2 
2 
2 

2 
2 
2 

2 
2 
2 

2 
2 
2 

2 
2 
2 

2 
2 
2 

2 
2 

2 
2 
2 

2 
2 

2 

2 

2 

3 
3 
3 

3 
3 
3 

3 
3 
3 

3 
3 
3 

3 
3 
3 

3 
3 
3 

3 
3 
3 

3 
3 

3 
3 
3 

3 
3 

3 

3 

3 

5 
5 
5 

5 
5 
5 

5 
5 
S 

5 
5 
5 

S 
5 
5 

5 
5 
5 

5 
5 
5 

5 
5 

5 
5 
5 

5 
S 

5 

5 

5 

(23) 
(24) 
(25) 

(26) 
(27) 
(28) 

(29) 
(30) 
(31) 

(32) 
(33) 
(34) 

(35) 
(36) 
(37) 

(38) 
(39) 
(40) 

(41) 
(42) 
(43) 

(44) 

(45) 
(46) 

f 47) 
(48) 
(49) 

(50) 

(51) 

(52) 

(53) 

(54) 



jt 176 
Page 4 

• i ctore YOU SHOP HOST OFTEN for WEARING APPAREL, 
2 . NOT, f o r , » « t i n t 1- i i iMtw M ~ * " • « " " o r e S B S H M l i ! ! 

™ mAHACTEHISTIC. 
- - 7~~~ r i a r t F the NUMBER that best indicates how well you thin< 
^ 1 e W L 6 ? i ! 1 5 b ^ 5 SSoviDING THE SERVICE or HAVE THE CHARACTERISTIC. 

Please give a thoughtful and honest appraisal to each item. 
Apparel Retai ler You Apparel Retai ers 

Shop Host Often In General 
Hot at "Som~V~ery Not at Sane- Very 

„r ^ to r . Characterist ic _ > n _ w K . t Much So _ _ * n what Mucji.Sc 

~ 1 2 3 . . I 2 3 
1. Quality Products. . . . 2 3 . . I 2 3 
2. Attractive Prices * ' 1 2 3 . . 1 2 3 
3. Variety in One Store 1 

1 2 3 - . . 1 2 .3" 
4 . Store Reputation. - - • • - - * * * * * 7 2 3 . . 1 2 3 
5. Well Known Label/Brand of. Product . . . I Z * ' 1 2 3 
6 . Readable Labels/Tags on Products . . . i 

1 3 - 1 2 3 
7. Knowledgeable Salespersons J . f 3 *. ! 1 2 3 
8 . Salesperson Your Own Age | « 3 ! ! 1 2 3 
9. Convenient/Fast Checkout . . . . . » • * 

3 ^ 2 2 
10." Rest Area in Store 1 1 3 I I 1 2 3 
11. Package Carryout * 2 3 . . . 1 2 3 QJ 
12. Delivery to Home . 1 

3 1 2 3 
13. Phone in Orders . . ' ' 1 \ 3 ! 1 2 3 
14. Transportation to Store * 1 7 3 . 1 2 3 
15. Convenient Parking 1 

1 2 3 • • 1 2 3 
16. Store Location Close to Home . . . . . i 3 * 1 2 3 
17. Help in Finding Items in Store . . . . i 3 . *. 1 2 3 
18. Convenient Entrance/Exit 

19. • Comfortable Physical Environment in ^ 2 . 3 
Store (Lighting and Temperature) . . . 1 3 . * 1 2 3 

20. Discount for Senior Citizens 3 * * 1 2 3 
21. Variety of Stores Close Together. . . . 1 

1 2 3 . . 1 2 3 
22. Easy to Find Items 1 • 
23. Small Store So Items Can Be 3 . . 1 2 3 

Found Easily J , -t ' ' \ 2 3 
24. Wide Aisles 1 Z 

1 2 3 . . 1 2 3 

25 . uncrowded S t o r e } _ 3 . 1 2 3 
2 6 . S a l e s (Marked down p r i c e s ) . . . . . . • 1 , 2 3 
27 . S i z e s and S t y l e s S u i t e d f o r My Age . . i ^ 

1 5 3 1 2 3 
28 . Large . P r i v a t e D r e s s i n g Rooms . . • • • \ ; i ' 1 2 3 
29 . C r e d i t or Cred i t Card A v a i l a b i l i t y . . . 1 

•30 l L imited V a r i e t y So Items Can 3 . . 1 2 3 
Be found EasHy . • 

1 2 3 
31 . A v a i l a b i l i t y of A d v e r t i s e d P r o d u c t s . . 1 2 3 
32. A b i l i t y to Return ( J n s a t s i f a c t o r y ^ I 2 3 

Product s 1 6 J 

( 5 5 - 5 6 ; 
( 5 7 - 5 8 ) 
( 5 9 - 6 0 } 

(61-62) 
( 6 3 - 6 4 ) 
( 6 5 - 6 6 ) 

( 6 7 - 6 8 ) 
(69-7Q) 
( 7 1 - 7 2 ) 

( 7 3 - 7 4 ) 
( 7 5 - 7 6 ) 

(9-10) 

(11-12) 
( 1 3 - 1 4 ) 
( 1 5 - 1 6 ) 

( 1 7 - 1 8 ) 
( 1 9 - 2 0 ) 
(21-22) 

( 2 3 - 2 4 ) 
( 2 5 - 2 6 ) 
( 2 7 - 2 8 ) 

( 2 9 - 3 0 ) 

( 3 1 - 3 2 ) 
( 3 3 - 3 4 ) 

( 3 5 - 3 6 ) 
( 3 7 - 3 8 ) 
( 3 9 - 4 0 ) 

( 4 1 - 4 2 ) 
( 4 3 - 4 4 ) 

( 4 5 - 4 6 ] 

( 4 7 - 4 8 : 

(49-50 
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SECTION 4 ^ 1 7 7 / 
1 For eacn of the s t a t emen t s below, p l ea se CIRCLE the NUMBER * «?» 

t h a t bes t de sc r ibe s how much you AGREE or DISAGREE with tha t ^ a ^ 
s t a tement . P l ease g ive c a r e f u l tTiougnt to eacn o r . t h e s t a t e m e n t s . ^ ^ 

# g ^ * 
1 . I'm not as a c t i v e as I used to b e . . . J 2 3 4 5 (51) 
2 . I o f t e n combine shopping with lunch or d i n n e r . . . . . . . . . I 2 3 4 5 52 
3 . What happens to me i s my own doing .* ' ' 

4 . I th ink of myself as younger than most o t h e r s my age I 2 3 4 5 (54) 
5 . I snop a l o t f o r s p e c i a l s I 2 3 4 5 (55) 
6 . I en joy being asked about f a sh ion t r e n d s 1 2 3 4 5 (56) 

7. I f ee l t h a t I cope well with everyday l i f e 1 2 3 4 5 (57) 
8! I l i k e t o t r y new and d i f f e r e n t p laces to shop f o r c l o t h i n g . . 1 2 3 4 5 (58) 
9! I am .among the f i r s t to t r y a new f a sh ion 1 . 2 3 4 5 (59) 

10. I o f t e n go shopping.wi thout anything d e f i n i t e in mind to buy . 1 2 3 4 5 (60) 
l i ! I o f t e n t r y new fash ion ideas . . . 1 2 3 4 5 (61) 
12. I l i k e to work on community p r o j e c t s 1 2 3 4 5 (62) 

13. I have made plans fo r a month or year from now I 2 3 4 5 (63) 
14. In g e n e r a l , t h i n g s are j u s t too complicated today . i ? « f | 
15. Shopping g ives me a chance to ge t out and do something . . . . 1 2 3 4 5 (65) 

16. I am o f t e n overcharged f o r p r o d u c t s . 1 2 3 4 5 (66) 
17. In g e n e r a l , my f r i e n d s come to me f o r advice more o f t e n than , . 

I go t o them • • • 1 2 3 4 5 ( 5 7 ) 

18. One should be c a r e f u l not t o d r e s s t o d i f f e r e n t l y from 
• o n e ' s f r i e n d s . . • • 1 2 3 4 5 (68) 

19. I would l i k e to be considered as- one of the b e s t - d r e s s e d . 
• women/men } 2 3 J | « ' { 

20. Gett ing c r e d i t i s no problem f o r me 1 * J * ' ' " { 
21. I have f r i e n d s / n e i g h b o r s I can t a l k t o or get to help me . . . 1 2 3 4 s i / i ) 

22. I o f t e n go shopping j u s t to be around o the r people 1 2 3 4 5 (72) 
23. > Compared to o the r s I know, I'm b e t t e r o f f f i n a n c i a l l y 1 2 3 * 5 ( / 3 ) 
24. I am o f t e n t r e a t e d u n f a i r l y when I go shopping 1 Z 3 4 s . WW 

25. I think I do a b e t t e r job of choosing the r i g h t c l o t h e s than , „ _ . . 
most people 1 2 3 4 5 ( 7 5 ) 

26. I o f t e n seek out the advice of my f r i e n d s and neighbors • 
regarding which brand to buy 1 2 3 4 5 ( / b j 

27. I l i k e to go shopping with f r i e n d s 1 2 3 4 5 L i n * * 

28. • I o f t e n shop a t a number of s t o r e s b e f o r e I buy . 1 2 3 4 5 (10) 
29. I am more independent than most people " " 1 \ \ 4 c n ? { 
30. I s t ay home most evenings 1 2 3 4 ' * ' 

31. I think of myself as o lde r than most o t h e r s my age 1 2 3 4 5 (13) 
32. I spend a l o t of time t a l k i n g with my f r i e n d s about products 

and b rands . } % \ J \ } J j 
33. I t i s good to have charge accounts * •* * 3 

34. Gett ing a good job depends on being in the r i g h t p lace at 
the right time J \ \ J \ 

35. I think I am a b e t t e r shopper than most.- 1 l 3 «• 3 v* ' / 
36. Planning and s e l e c t i n g ny wardrobe can be included among * c na\ 

my f a v o r i t e a c t i v i t i e s . . 1 2 3 4 b 
37. I am c a r e f u l to oat the r i g h t kinds of food 1 2 3 4 5 (19) 
3S. I get a psychological l i f t from shopping 1 2 3 4 5 UQ 
W( Aff* tnr» rnmnlir^fprl fnd*v 1 ? 3 4 0 
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/ 

4* 

t s t 
41. 
42. 
43. 
44. 
45. 
46. 

47. 
48. 
49. 
50. 
51. 

52. 
53. 
54. 
55. 

56. 
57. 
58. 
59. 
63. 

o l . 
52. 
53. 

54. 
65. 
56. 

57. 
68. 

59. 

70. 
71. 
72. 

73. 
74. 
75. 

76. 
77. 
78. 

79. 
30. 
31. 

Tearing the r igh t c lo thes i s important tor acceptance. . 
Wnen i go into s t o r e s , I am usual ly t rea ted with respect 
Compared to others my age, I see a doctor more of ten . . 

I l ike to shop where I fee l at home 
I could buy more things if I could get c r ed i t 
Most of the things I do are boring or monotonous . . . . 

My f r i ends don ' t think of me as a knowledgeable source of 

Information about fashion trends 
I am worse off f i n a n c i a l l y now than I was a year ago 
I think I have a lo t of personal a b i l i t y 

When new fashions come along, I buy them very soon . . . . . . 
Compared to others my age, I take less medicine. . 
I usual ly buy-the same brand of c lo thes regardless of the 
s to re I shop. 

My f r i e n d s and neighbors o f ten come to me for advice 
I have l i t t l e inf luence over things than happen to me 
My f r i e n d s ask for my opinion about new s ty les 

I'm not as ac t ive as I used to be because of fewer fxiends 
or r e l a t i v e s 

I t ' s important to dress s imi la r ly to those in one 's group. . . 
I am of ten the f i r s t of my f r i ends to t r y something new. . . . 

You can save a lo t of money by shopping around 
I think I am a good shopper 
Many of the unhappy things in peoples l ives are p a r t l y due to 
bad luck 

Physical ly , I feel younger than my age ' 
I t r y to get to know the c lerks in the s tores where I shop . . 
As I grow o lde r , things seem be t t e r than I thought they would. 

I share with others what I know about fashion trends 
I think I have nore sel f confidence than most people 
I l i*e to j u s t qo "window shopping". 1 

I l ike to t r y new and d i f f e r e n t things * 
The s tore I buy c lo thes from is more important to me than 
the brand 

I have not yet reached the peak of my mental a b i l i t y 

I would ra ther go out than s tay at home 
I l ike to shop where the c lerks know my name 
1 sometimes in f luence what my f r i e n d s buy 

When a new clothing s tore opens I'm among the f i r s t to t r y i t . 
I am an act ive me-ber of more than one c iv ic o rgan iza t ion . . . 
I look for low prices whenever I shop 

It is important that my clothes be of the l a t e s t s t y l e . . . . 
Society is chanrj ingtao f a s t for me . . 
I c a n ' t a f f o r d to buy the th ings I need 

I go shopping for r e c r e a t i o n . 
I bowl, p lay t e n n i s , g o l f , or o ther a c t i v e spor t a lo t . . . . 
I'm an ac t i ve xemoer of more than one soc ia l or church 
o r g a n i z a t i o n . . . . 1 

1 7 8 
o £ 
f J>./ 

<5-

2 1 S (22) 
2 3 5 (23) 
2 3 5 (24) 

2 3 5 (25) 
2 3 5 (26) 
2 3 5 (27) 

2 3 5 (23) 
2 3 5 (29) 
2 3 5 (30) 

2 3 5 (31) 
2 3 5 (32) 

2 3 5 (33) 

2 3 5 (34) 
2 3 5 (35) 
2 3 5 (36) 

2 3 5 • (37) 
2 3 5 (38) 
2 3 5 (39) 

2 3 5 (40) 
2 3 5 (41) 

2 3 5 . (42) 

2 3 5 (43) 
2 3 5 (44) 

' 2 3 5 (45) 

2 3 5' (46) 
2 3 5 (47) 
2 3 5 (48) 

2 3 5 (49) 

2 3 5 *50) 
2 3 5 (51) 

2 3 5 (52) 
2 3 5 (53) 
2 3 5 (54) 

2 3 5 (55) 
2 3 5 (56) 
2 3 5 (57) 

2 3 5 (58) 
2 3 5 (59) 
2 3 5 (60) 

2 3 5 (61) 
2 3 5 (62) 

2 3 4 5 (63) 
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83. 
84. 

85. 
36. 
87. 

88. 

39. 
90. 
91. 
92. 
93. 
94. 
95. 
96. 

97. 
98. 
99. 

100. 
101. 

102. 

103. 
104. 
105. 

106. 
107. 
108. 

109. 

no. 
111. 

112. 
113. 

114. 

115. 
116. 
117. 

113. 
119. 
120. 

Tny"fri¥f^rTr*lne"where to'shop for many kinds of products 
I exercise to keep myself physically f i t 
I am interested in shopping. 
"Nev-r buy the f i r s t one you look at" is a good motto. . . . 
1 t>uy many things with a credit card or charge card 
I'm not as active as I used to be because I have no 
transportation . . . . 

I enjoy clothes like some people do such things as books, 
records, and movies 

Most merchants act l ike they don't want me in tneir store. . 
I am generally happy with the shape I'm in physically. . . • 
Shopping gives me a chance to be with friends 
Most merchants take advantage of me • • * 
I feel my age, but- i t does not bother me 
Compared to others my age, I think I'm in better health. . . 
Dressing similarly to others in my group means l i t t l e to me. 
I will probably be better of f inancial ly a year from now 
than I am now • 

I do volunteer work on a regular basis . 
I l ike to shop where people know me. 
I always check the ads before shopping • 

I entertain in my home or go to others' often 
When I shop for clothes I choose the store f i r s t and then 
decide on the brand to buy. • • • • • • 

I can't keep up with all the new products being offered. . . 

As I look back on my l i f e I am fa ir ly well sat is f ied . . . . 
Most merchants are honest and trustworthy 
I have a lot of confidence in my abi l i ty to purchase 
suitable apparel 

These are the best years of my l i f e . . 
t generally fsel closer to those younger than me 
Getting people to do the right things depends upon 

abil i ty not luck 
Clothing is so attractive to me that I am tempted to 

spend more money than I should 
Compared to others my age, I get around better 
I sometimes influence wherfi my friends shop 

Xy lif-j could be happier than i t is now . . • • 
I think I have more abi l i ty to make the right fashion 
choice than most people • 

I can generally buy what I need but no extras . . 
I don't have as many friends or acquaintances as I used to . 
I really don't have any physical problems. 
I usually watch advertisements for sales 

Shopping is a cood source of exercise 
V . ' n e n I rind a good store, I te l l my friends about it . . . . 
U'nan I make plans, I am certain I can make them work . . 

/ 179 / 
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«•» ^ ^ / 1 

T " ? "• 3 " - y ~ T (64) 
1 2 3 4 5 (65) 
1 2 3 4 5 (66) 

I 2 3 4 5 (67) 
1 2 3 4 . ,5 (63) 

1 2 3 4 5 (69) 

I 2 3 4 5 (70) 
1 2 3 4 5 (71) 
1 2 3 4 5- (72) 

1 2 3 4 •5 (73) 
l 2 3 4 5 (74) 
1 2 3 4 5 (75) 

I 2 3 4 5 _(76) 
1 2 3 4 5 [ 2 ( 9 ) 

1 2 3 4 5 (10) 

1 2 3 4 5 (11) 
1 2 3 4 5 (12) 
1 2 3 4 5 (13) 

I 2 3 4 5 (14) 

1 2 3 4 5 (15) 
1 2 3 4 5 (16) 

1 2 3 4 5 (17) 
1 2 3 " 4 5 (18) 

I 2 3 4 5 (19) 

, 1 2 3 4 .5 (20) 
, 1 2 3 4 5 (21) 

, 1 2 3 4 5 (22) 

1 2 3 4 5 (23) 
1 2 3 4 " 5 . (24) 
1 2 3 4 5 (25) 

, 1 2 3 4 5 (26) 

1 2 3 4 5 (27) 
, 1 2 • 3 4 • • 5 (28) 

. 1 2 3 4 5 (29) 

. 1 2 3 4 5 (30) 
, 1 2 3 4 5 (31) 

. 1 2 3 4 5 (32) 

. 1 2 3 4 5 (33) 
1 2 3 4 5 (34) 
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How much of each 180 * Tt,a r iskiness of buying apparel may take suveral forms. 
2* I ! J I t r i s k do vou feel when buying WEARING APPAREL? CIRCLE the NUMBER 

{ K t b I « " t n d t ? i S S the OEGREE of each TYPE Of RISK for you. 
No Moderate High 

# Risk Risk Risk 
Type of Risk 

1. FINANCIAL RISK (Losing money due to upkeep 
or product not last ing) .* 

2 PERFORMANCE RISK (Not f i t t i n g r ight or something 
wrong with the product) 1 z 3 1 ' 

3. PHYSICAL RISK (Product not s a fe ) . . . • 1 2 3 ( 3 7 ) 

4 . PSYCHOLOGICAL RISK (Product not matching your 
self-image ( i . e . the way you think about yourse l f ) . . . 1 2 3 (38) 

5. SOCIAL RISK ( Product affects the way 
others think of you) 1 c J l J 3 ' 

SECTION 5 
« . need s e e c l a s s i f i c a t i o n Information which ,111 «na»l« us to c o n b l n . ^ u r answers .1th 
those of other people. Your individual answers will be kept STRICTLY CONFIOtNTtAL. 

1. Please CIRCLE the NUMBER that best indicates your race. 

Caucasion 1 Oriental 4 
Black 2 Other 5 
Hispanic 3 (TTrfteTnJ 

2. Do you consider yourself part of a nat ional i ty or ethnic group? Yes 1 No 2 (41) 

If so, how close do you feel to that group? (CIRCLE ONE NUM8ER) 

Not at al l close 1 Somewhat close 2 Very Close 3 (42) 

How many of your f r iends belong to the same group? (CIRCLE ONE NUMBER) 

None 1 Few 2 All or Most 3 ( « ) 

(44-45! 
3. What 1s your age? 

4 .Jh^ « y.iur TOTAL MONTHLY H0USEH0L0 If COME a f t e r any taxes or other d e d u c t i o n s 
( i ! e . , "Take-Homd" p a y l T - l T E n ^ r i J l - w ^ o n t r i b u t e income. S (<6-51. 

How many (THE NUM3ER) d i f f e ren t sources of income do you have? ( 5 2 ) 

• How much, ON THE AVERAGE, do you spend EACH ( R o u £r to 9 Heares t °0ona r 
WCTH on the following: (Round ^ " e a r e s t ^ D o . 

t (53-56 
1. Food (To Be Eaten At Hone) * (57-60 
2. Prescriotion Drugs 
3. Other Medicine and Medical Care (61-64 

(Including Doctors, e tc . ) * (65-68 
h. Housing (69-72 
5. U t i l i t i e s • • • * ; \ J 73-76 
;i. Transportation (Auto p a r e n t s , bus fare , e tc .J . . . •• . i ; (77-80 
7. Other Payments ( f u r n i t u r e , c n i l d r e n s educat ion , e t c . ) . > 
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DEMOGRAPHIC CODE SCHEME 

Vari a b l e Code D e s c r i p t i o n 

01 
1 
2 
3 
4 
5 
6 
7 
8 
9 

11 
12 
13 
14 
15 
16 

21 
22 
23 

31 
32 
33 
34 
35 

Geographic D i v i s i o n Code 
New EngI and ~~ 
Middle A t l a n t i c 
Eas t North Cent ra l 
West North Cent ra l 
South A t l a n t i c 
Eas t South Cent ra l 
West South Cen t ra l 
Mountain 
P a c i f i c 

S t a t e Codes (Geo. D i v i s i o n i n d i c a t e d 
in r i g h t margin) 

C o n n e c t i c u t 
Maine 
M a s s a c h u s e t t s 
New Hampshire 
Rhode I s l a n d 
Vermont 

New J e r s e y 
New York 
Pennsy lvan i a 

111 ino i s 
Indi ana 
Michigan 
Ohio 
Wisconsin 

NEW ENGLAND 

MIDDLE 
ATLANTIC 

EAST 
NORTH CENTRAL-

41 
42 
43 
44 
45 
45 
47 

Iowa 
Kansas 
Mi n n e s o t a 
Missour i 
Nebraska 
North Dakota 
South Dakota 

WEST 
NORTH CENTRAL 

51 
52 
53 
54 
55 
56 
57 
53 
59 

Del aware 
D i s t r i c t of Columbi a 
F l o r i d a 
Georgia 
Maryland 
North Ca ro l i na 
South Ca ro l i na 
V i r g i n i a 
West V i r g i n i a 

SOUTH 
ATLANTIC 
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Variable Code Description 

62 
63 
64 
65 

71 
72 
73 
74 

81 
82 
83 
84 
85 
86 
87 
88 

•91 
92 
93 

A1 abama 
Kentucky 
Mississippi 
Tennessee 

Arkansas 
Louisiana 
Oklahoma 
Texas 

Arizona 
Colorado 
Idaho 
Montana 
Nevada 
New Mexico 
Utah 
Wyoming 

Cal i fornia 
Oregon 
Washington 

EAST 
SOUTH CENTRAL 

WEST 
SOUTH CENTRAL 

MOUNTAIN 

PACIFIC 

D4 

4 
5 
6 

Residence Type 

Mobile home or t r a i l e r 
1-faraily home detached from 

any other houses 
1-family home attached to 1 or 

more houses (Duplex/Townhouse) 
A building for 2 famil ies 
A building for 3 or 4 famil ies 
A building for 5 or more famil ies 

or apartment 
Other 

D5 

2 
3 

Ownership of Residence 

Owned by you or someone else 
in household 

Rented for Cash Rent 
Occupied with no cash rent paid 
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Vari able 

06 

Code 

1 
2 
3 
4 
5 
6 
7 
8 
9 

10 
11 
12 

Description 

Income 

Less than S6,000 
$6,000 - $9,999 
$10,000 - $11,999 
$12,000 
$15,000 
$17,500 
$20,000 
$25,000 
$30,000 
$40,000 
$50,000 

$14,999 
$17,499 
$19,999 
$24,999 
$29,999 
$39,999 
$49,999 
$69,999 

$70,000 and Over 

07-08 

1 
2 
3 
4 
5 
6 
7 
S 
9 

10 

Education-Respondent and Spouse 

Attended elementary school 
Graduated from elementary school 
Attend high school/trade school 
Graduated from high school/trade school 
Attended college 
Graduated from college 
Attended post-gradute school 
Graduated - masters degree 
Graduated - doctoral degree 
Did not attend school 

09-010 

1 
2 
3 
4 
5 
o 
7 
S 
9 

10 

11 

Occupation-Respondent and Spouse 

Professional workers 
Managers & administrators, except farm 
Clerical & kindred workers 
Sales workers 
Traftsmen & kindred workers 
Operatives, except transport 
Transport equipment operatives 
Laborers, except farm 
Farmers, farm managers, farm laborers 

&" farm foremen 
Service workers, except private 

household 
Private household workers 
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Variable ' - Code Description 

011-D12 Employment Status-Respondent & Spouse 

1 Works for someone else fu l l - t ime 
2 Temporarily unemployed 
3 Self employed 
4 Works for someone else part-time only 
5 Retired & not employed 
6 Disabled, student, etc. & not employed 
7 Full-time homemaker 

028 Marital Status 

1 Married 
2 Widowed 
3 Divorced 
4 Separated 
5 Never married 

029 (D16-D21) Sex of Respondent (and Other 
Household MembersJ 

1 Male 
2 Female 



BIBLIOGRAPHY 

Adams, David L. (1971), "Correlates of Satisfaction Among the 
Elderly," The Gerontologist. 11, 64-68. 

Arndt, J. (1967), "Perceived Risk, Sociometric Integration, 
and Word of Mouth in the Adoption of a New Food Product," 
Risk Taking and Information Handling in Consumer 
Behavior, in D. F. Cox, ed.,Boston: Harvard University 
Press, 188-215. 

Atkinson, J. W. (1957), "Motivational Determinants of 
Risk-Taking Behavior," Psychological Review, 64 (June) 
359-372. 

Barach, J. A. (1969), "Advertising Effectiveness and Risk in 
the Consumer Decision Process," Journal of Marketing 
Research, 6 (August), 314-320. 

Barak, Benny and Steven Gould (1985), "Alternative Age 
Measures: A Research Agenda," Advances in Consumer 
Research. Vol. 12, eds. Elizabeth C. Hirschman and 
Morris B. Holbrook, Ann Arbor: Association for 
Consumer Research, 53-58. 

and Leon G. Schiffman (1981), "Cognitive age: A 
Nonchronological Age Variable," in Advances in 
Consumer Research. Vol. 8, Ed. Kent B. Monroe, Ann 
Arbor: Association for Consumer Research, 602-606. 

Barr, Anthony J. and Others (1976), A Users Guide to SAS. 
Raleigh: SAS Institute. 

Bauer, R. A. (1960), "Consumer Behavior as Risk Taking," in 
Dynamic Marketing for a Changing World. R. Hancock, ed., 
Chicago: American Marketing Association, 389-398. 

Belk, Russell W. (1975), "Situational Variables and Consumer 
Behavior," Journal of Consumer Research. 2 (December), 
157-164. 

(1978), "Assessing the Effects of Visible 
Consumption on Impression Formation," in Advances in 
Consumer Research. H. K. Hunt, ed., Vol. 5: 
Association for Consumer Research,. 

Kenneth D. Bahn, and Robert N. Mayer (1982), 
"Developmental Recognition of Consumption Symbolism," 
Journal of Consumer Research. 9 (June), 4-17. 

185 



186 

Bell, Benjamin (1972), "Significance of Functional Age for 
Interdisciplinary and Longitudinal Research in Aging," 
Aainq and Human Development. 3, 145-147. 

Bendig, A. W. (1954), "Transmitted Information and the 
Length of Rating Scales," Journal of Experimental 
Psychology. 46 (August), 303-308. 

Bengston, V., D. Chiriboga and A. Keller (1969), "Occupational 
Differences in Retirement: Patterns of Role Activity and 
Life Outlook Among Chicago Steelworkers,11 in A Cross 
National Study. R. J. Havighurst, ed.,Assen, 
Netherlands: Van Gorcum. 

, Patricia L. Kasschau, and Pauline K. Ragan (1977), 
"The Impact of Social Structure on Aging Individuals," in 
James E. Birren and K. Warner Schaie, eds., Handbook of 
the Psychology of Aging. N.Y.: Van Nostrand Reinhold 
Company, 327-359. 

Bennett, S. and D. Bowers (1976), An Introduction to 
Behavioral Sciences. New York: John Wiley. 

Bettman, James R. (1973), "Perceived Risk and Its Compon-
ents: A Model and Empirical Test," Journal of Market-
ing Research. 10 (May), 184-189. 

, James R. (1978), An Information Theory of Consumer 
Choice. Mass.: Addison-Wesley. 

Birren, James E. and Renner V. Jayne (1977), "Research on 
the Psychology of Aging: Principles and Experimenta-
tion," in Handbook of the Psychology of Aging. 
James E. Birren and K. Warner Schaie, eds, New York: Van 
Nostrand Reinhold Company, 3-38. 

Bloom, K. L. (1961), "Age and the Self-concept," American 
Journal of Psychiatry. 118, 534-538. 

Bortner, R. W. and D. F. Hultsch (1970), "A Multivariate 
Analysis of Correlates of Life Satisfaction in 
Adulthood," Journal of Gerontology. 21, 347-353. 

Botwinick, J. (1966), "Cautiousness in Advanced Age," Journal 
of Gerontology. 21 (July), 347-353. 

Bowen, Lawrence and S. H. Chaffee (1974), "Product Involvement 
and Pertinent Advertising Appeals," Journalism Quarterly. 
51 (Winter), 613-621. 



187 

Boyd, H. W., Jr., R. Westfall, and S. F. Stach (1977), 
Research Text and Cases. Homewood, IL: Irwin. 

Boze, Betsy V. (1984),"An Empirical Investigation of Perceived 
Risk In The Selection of Personal Services," unpublished 
Ph.D. Dissertation, University of Arkansas. 

Brown, H. E. and G. Fisk (1980), Marketing Research: 
A Structure for Decision Making, Reading, MA: 
Addison-Wesley Publishing Co. 

Bruno, Albert B. and Edgar A. Pessemier (1972), "An 
Empirical Investigation of the Validity of Selected 
Attitude and Activity Measures," in Proceedings, 
M. Venkatesan, ed., Chicago: Association for 
Consumer Research, 456-474. 

Bull, C. N. and J. Aucoin (1975), "Voluntary Association 
Participation and Life Satisfaction: A Replication 
Note," Journal of Gerontology, 30, 73-76. 

Bultena, G. (1969), "Life Continuity and Morale in Old Age," 
Gerontologist. 9, 251-253. 

and R. Oyler (1975), "Effects of Health on 
Disengagement and Morale," Aging and Human Development, 
2, 142-148. 

Burns, Alvin C. and Mary C. Harrison (1979), "A Test of The 
Reliability of Psychographics," Journal of Marketing 
Research. 16 (February), 342-38. 

Carman, James M. (1974), "Some Generalizations and Problems 
Regarding Consumer Problem Solving in Grocery Store 
Channels," in Models of Buver Behavior. J. N. Sheth, ed., 
New York: Harper and Row. 

Cavan, R. S., E. W. Burgess, R. J. Havighurst and H. Goldhamer 
(1949), Personal Adjustment in Old Age. Science Research 
Associates, Chicago. 

Chaffee, Steven H. and Jack M. McLeod (1973), "Consumer 
Decisions and Information Use," in Consumer Behavior: 
Theoretical Sources. S. Ward and T. S. Robertson, eds., 
Englewood Cliffs, N.J.: Prentice Hall. 

Churchill, Gilbert A. Jr. (1979), "A Paradigm for Developing 
Better Measures of Marketing Constructs," Journal of 
Marketing Research. 16 (February), 64-74. 



188 

G. and C. Moschis (1979), "Television and 
Interpersonal Influences on Adolescent Consumer 
Learning," Journal of Consumer Research, (June), 23-25. 

_and J. Paul Peter (1984), "Research Design Effects 
on the Reliability of Rating Scales: A Meta-Analysis," 
Journal of Marketing Research. 21 (November), 360-375. 

Clarke, Keith and Russell Belk (1979), "The Effects of Product 
Involvement and Task Definition on Anticipated Consumer 
Effort," in Advances in Consumer Research, Vol. 6, W. L. 
Wilkie, ed., Ann Arbor: Association for Consumer 
Research, 313-318. 

Cooley, William W. and Paul R. Lohnes (1971), Multivariate 
Data Analysis. New York: John Wiley and Sons, Inc. 

Cox, D. F.(1967), "Risk Handling in Consumer Behavior-An 
Intensive Study of Two Cases," in Risk Taking and 
Information Handling in Consumer Behavior, D. F. Cox, 
ed., Boston: Harvard University Press, 34-81. 

Cox, Eli P. Ill (1980), "The Optimal Number of Response 
Alternatives for a Scale," Journal of Marketing 
Research, 17 (November), 407-422. 

Craig, James R. and Leroy P. Metze (1979), Methods of 
Psychological Research. Philadelphia: W. B. Saunders 
Co. 

Cunningham, S. M. (1967), "Major Dimensions of Perceived 
Risk," in Risk Taking and Information Handling in 
Consumer Behavior. D. F. Cox, ed., Boston: Harvard 
University Press, 82-108. 

Curtis, Richard F. and Elton F. Jackson (1977), Inequality in 
American Communities. New York: Academic Press. 

Cutler, Neal E. (1982), "Subjective Age Identification," 
in Research Instruments in Social Gerontology: and 
Social Psychology. Vol. 1, Eds. David Mangen and 
Warren Petersen, Minneapolis, Minnesota: University 
Press, 437-461. 

Cutler, S. J. (1973), "Voluntary Association Participation and 
Life Satisfaction: A Cautionary Research Note," Journal 
of Gerontology. 28, 96-100. 

Darden, William R. and Frank D. Reynolds (1972), "Predicting 
Opinion Leadership for Men's Apparel Fashions," 
Journal of Marketing Research. 9 (August), 324-328. 



189 

and (1974), "Backward Profiling of Male 
Innovators," Journal of Marketing Research. 11 (Feb-
ruary), 79-85. 

Dash Joseph F., Leon G. Schiffman, and Conrad Berenson (1976), 
"Risk and Personality-Related Dimensions of Store Choice, 
Journal of Marketing. 40 (Jan.), 32-39. 

Dawson, Scott and Melanie Wallendorf (1985), "Associational 
Involvement: An Intervening Concept Between Social Class 
and Patronage Behavior," in Proceedings. E. Hirschman and 
M. Holbrook, eds., Provo: Association for Consumer 
Research, 586-591. 

Day, George S. (1970), Buver Attitudes and Brand Choice. New 
York: Free Press. 

Derrick, F. W. and A. K. Lehfeld (1980), "The Family Life 
Cycle: An Alternative Approach," Journal of Consumer 
Research. 7, 214-217. 

Dolich, Ira J. (1969), "Congruence Relationships Between 
Self-images and Products Brands." Journal of Marketing 
Research. 6 (February), 80-84. 

Douglas, Susan P. and Michael R. Solomon (1983), "Clothing 
the Female Executive: Fashion or Fortune," in AMA 
Educator's Proceedings. Murphy et al., eds., Chicago: 
American Marketing Association, 127-132. 

Dunn, M. G., G. V. Skelly and R. G. Wahlers (1986), •'The 
Impact of Perceived Risk on Brand Preference," in 
Advances in Consumer Research. Richard J. Lutz, ed. 
Provo: Association of Consumer Research, 663. 

Edwards, J. N. and D. L. Klemmack (1973), "Correlates of Life 
Satisfaction," Journal of Gerontology. 28, 497-502. 

Ehrlich, H. J. (1969), "Attitudes, Behavior, and the 
Intervening Variables," American Sociologist. 
4 (February), 29-34. 

Engel, James F. and M. L. Light (1968), "The Role of 
Psychological Commitment in Consumer Behavior: An 
Evaluation of the Role of Cognitive Dissonance," in 
Application of the Sciences in Marketing. F. M. Bass, 
C. W. King, and E. A. Pessimier, eds., New York: 
Wiley. 

Festinger, L. (1957), A Theory of Cognitive Dissonance. 
Illinois: Row, Peterson & Co. 



190 

Fischer, R. (1951), The Design of Experiments. 6th ed., New 
York: Hafner. 

Fishbein, M. (1967), Readings in Attitude Theory and 
Measurement. New York: Holt, Rinehart, and Winston. 

Freedman, J. L. (1964), "Involvement, Discrepancy, and 
Change," Journal of Abnormal and Social Psychology. 
69 (September), 290-295. 

Gardner, Meryl P., Andrew A. Mitchell and J. Edward Russo 
(1978), "Chronometric Analysis: An Introduction and an 
Application to Low Involvement Perception of 
Advertisements," in Advances in Consumer Research. 
H. K. Hunt, ed., Ann Arbor: Association for Consumer 
Research, 581-589. 

George, Linda K., Elizabeth J. Mutran and Margaret R. 
Pennypacker (1980), "The Meaning and Measurement of 
Age Identity," Experimental Aging Research. 6, 283-298. 

Green, Paul E. and Donald S. Tull (1978), Research for 
Marketing Decisions. Engelwood Cliff, NJ: Prentice 
Hall. 

Grubb, Edward L. and Gregg Hupp (1968), "Perception of Self, 
Generalized Stereotypes, and Brand Selection," Journal 
of Marketing Research. 5, 58-63. 

and Bruce Stern (1971), "Self-Concepts and 
Significant Others," Journal of Marketing Research. 8, 
382-385. 

Guseman, D. S. (1981), "Risk Perception and Risk Reduction in 
Consumer Services," in Marketing of Services. J. H. 
Connelly and W. R. George, eds., Chicago: American 
Marketing Association, 200-204. 

Hair, Joseph H. Jr., Ralph E. Anderson, Ronald L. Tatham, 
and Bernie J. Grablowsky (1979), Multivariate Data 
Analysis. Tulsa: Petroleum Publishing Co. 

Hansen, Flemming (1972), Consumer Choice Behavior: A 
Cognitive Theory. New York: The Free Press. 

and S. Yoshioda (1972), Aging in the Upper Mid-
A Profile of 6.300 Senior Citizens. Community West: 

Studies, Kansas City. 



191 

Hasty, R. W. (1969), "Some Demographic Correlates of Risk 
Perception in the Purchase of Electric Housewares," Ph.D. 
dissertation, University of Colorado, 1969. 

Havighurst, R., B. Neugarten and S. Tobin (1968), 
"Disengagement and Patterns of Aging," in B. 
Neugarten, ed., Middle Age and Aging. Chicago: 
University of Chicago Press. 

Hirschman, E.C. and M.R. Solomon (1982), "The Relationship 
of Age and Gender Subcultures to the Consumption of 
Rational and Arational Experiences," Advances in 
rnnsumer Research. 10, R. Bagozzi and A. Tybout, eds., 
Ann Arbor: Association for Consumer Research, 
334-338. 

Hisrich, Robert D., R. S. Dornoff, and J. R. Kernan (1972) 
"Perceived Risk and Store Selection," Journal of 
Marketing Research. 9 (November), 434-439. 

Hodges, Harold M. (1964), Social Stratification: Class in 
America. Cambridge, Mass.: Schenkman. 

Holman, Rebecca (1980), "Clothing as communication: An 
Empirical Investigation," in Advances in Consumer-
Research . Jerry C. Olsen, ed., Vol. 7: Association for 
Consumer Research, 372-377. 

Houston, Michael J. and Michael L. Rothschild (1978), 
"Conceptual and Methodological Perspectives in Involve-
ment," in Proceedings. S. C. Jain, ed., Chicago: 
American Marketing Association, 184-187. 

Hughes, G. and P. Noert (1970), A Computer Controlled 
Experiment in Consumer Behavior," Journal of Business, 
43, 354-372. 

Hupfer, Nancy T. and David M. Gardner (1971), "Differential 
Involvement With Products and Issues: An Exploratory 
Study," Proceedings. D. M. Gardner, ed., College Park, 
MD: Association for Consumer Research, 262-269. 

Jacoby, Jacob (1971), "A Model of Multi-Brand Loyalty," 
Journal of Advertising Research, 11 (June), 25-31. 

and L. B. Kaplan (1972), "The Components of 
Perceived Risk," in Proceedings, M. Venkatesan, ed., 
Chicago: Association for Consumer Research, 382-393. 



192 

and Michael S. Matell (1971), "Three-Point 
Likert Scales Are Good Enough," Journa1—of—Marketing 
Research, 8 (November), 495-500. 

Jain A. (1975), "A Method for Investigating and Representing 
'implicit Social Class Theory," Journal of Consumer 
Research. 2, 53-59. 

Jeffers, F. and C. Nichols (1961), "The Relationship of 
Activities and Attitudes to Physical Well-Bemg in Older 
People," Journal of Gerontology. 16, 67-70. 

Kamorita, S. S. (1963), "Attitude Content, Intensity, and 
the Neutral Point on a Likert Scale," Journal of Social 
Psychology. 61 (December), 327-338. 

Kaplan, L. B., G. J. Szybello and J. Jacoby (1974), "Compon-
ents of Perceived Risk in Product Purchase: A Cross-
Validation," Journal of Applied Psychology. 59 (Fall), 
387-391. 

Kastenbaum, Robert, Valerie Derbin, Paul Sabatini and Steven 
Arrt (1972), "The Ages of Me' Toward Personal and 
Interpersonal Definitions of Functional Aging," Aqinq 
and Human Development. 3, 197-211. 

Kerlinger, Fred N. (1973), Foundations of Behavioral Research, 
2nd ed., New York: Holt, Rinehart, and Winston. 

and William K. Graham (1965), "Number of Scale 
Points and the Reliability of Scales," Educational and 
Psychological Measurement. 25 (November), 987-995. 

Krugman, Herbert E. (1965), "The Impact of Television 
Advertising: Learning Without Involvement," 
Public Opinion Quarterly. 39 (Fall), 349-356. 

Kutner, B., C. Fanshel, A. Togo, and T. Langner (1956), Five 
Hundred Over Sixty. New York: Russell Sage. 

Lambert, Z.V. (1979), "An Investigation of Older Consumers' 
Unmet Needs and Wants at the Retail Level," Journal of 
Retailing. 55, 35-37. 

Larson, R. (1978), "Thirty Years of Research on the Subjective 
Well-Being of Older Americans, Journal nf Gerontology. 
33, 109-125. 



193 

Lastovicka, John L. (1979), "Questioning the Concept of 
Involvement Defined Product Classes," in Advances in 
Consumer Research. Vol. 6, W. L. Wilkie, ed., Ann Arbor: 
Association for Consumer Research, 174-179. 

Lecky, Prescott (1968), "The Theory of Self Consistency," in 
C. Gordon and K. J. Gergens, eds., The Self in Social 
Interaction New York: Wiley and Sons. 

Lehmann, Donald R. and James Hulbert (1972), "Are Three 
Point Scales always Good Enough," Journal of Marketing 
Research, 9 (November), 444-446. 

Lemon, B., V. Bengston, and J. Peterson (1972), "An Explana-
tion of Aging: Activity Types and Life Satisfaction 
Among In-Movers to a Retirement Community, Journal of 
Gerontology. 27, 511-523. 

Lissitz, R. W. and S. B. Greene (1975), "Effect of the 
Number of Scale Points on Reliability: A Monte Carlo 
Approach," Journal of Applied Psychology. 60 (Feb-
ruary) , 10-13. 

Locander, W. B. and Peter W. Hermann (1979), "The Effects of 
Self-Confidence and Anxiety on Information Seeking in 
Consumer Risk Reduction," Journal of Marketing Research. 
16 (May), 268-274. 

Loudon, D. L. and A. J. Delia Bitta (1984), Consumer Behavior: 
Concepts and Applications. New York: McGraw-Hill. 

Lowenthal, M. and C. Haven (1968), "Interaction and 
Adaptation: Intimacy as a Critical Variable," American 
Sociological Review. 33, 20-30. 

Lumpkin, James R. and Thomas Massey (1984), "Convergent and 
Discriminant Validity of Alternative Perceived Risk 
Scales," in Proceedings. D. M. Klien and A. E. Smith, 
eds., Southern Marketing Association, 257-259. 

Lutz, R. J. and P. K. Kakkar (1975), "The Psychological 
Situation as a Determinant of Consumer Behavior," in 
Advances in Consumer Research. Vol. 2, Mary Jane 
Schlinger, ed., Chicago: Association for Consumer 
Research. 

and P. J. Reilly (1973), "An Exploration of the 
Effects of Perceived Social and Performance Risk on 
Consumer Information Acquisition," in Advances in 
Consumer Research. S. Ward and P. Wright, eds., 393-405. 



194 

Maddox, G. L. and C. Eisdorfer (1962), "Some Correlates of 
Activity and Morale Among the Elderly," Social Forces. 
40, 254-260. 

Martin, Warren S., Benjamin Fruechter, and William J. 
Mathis (1974), "An Investigation of the Effects of 
Number of Scale Intervals on Principal Component 
Factor Analysis," Educational and Psychological 
Measurement. 34 (Autumn), 537-545. 

Matell, Michael S. and Jacob Jacoby (1972), "Is There an 
Optimal Number of Alternatives for Likert Scale 
Items?", Journal of Applied Psychology. 56 (December), 
306-509. 

McGinnis, E. (1968) "Source Credibility and Involvement 
as Factors in Persuasion," Journal of Social 
Psychology. 74, 171-180. 

Meyers, J. H. and J. Guttman (1974), "Life Style: The Essence 
of Social Class," in Lifestyle and Psvchographics. 
William D. Wells, ed. Chicago: American Marketing 
Association, 235-256. 

Miller, N. (1965), "Involvement and Dogmatism as Inhibitors 
of Attitude Change," Journal of Experimental Social 
Psychology. 1 (March), 121-132. 

Mitchell, Andrew A. (1979), "Involvement: A Potentially 
Important Mediator of Consumer Behavior," in Advances 
In Consumer Research. W. L. Wilkie, ed., Ann Arbor: 
Association for Consumer Research, 191-196. 

Murphy, P. E. and W. A. Staples (1979), "A Modernized Family 
Life Cycle," Journal of Consumer Research. 6, 12-22. 

Mutran, Elizabeth and Linda K. George (1982), "Alternative 
Methods of Measuring Role Identity: A Research Note," 
Social Forces. 60, 866-876. 

Neter, John and William Wasserman (1974), Applied Linear 
Statistical Models. Homewood, IL: Richard D. Irwin, Inc. 

Newcombe, T. M. (1950), Social Psychology. New York: Holt. 

Norusis, M. J. (1985), SPSSX Advanced Statistics Guide. New 
York: McGraw-Hill. 

Nunnaly, J. (1967), Psychometric Methods. New York: 
McGraw-Hill. 



195 

Ostrum, Thomas M. and Timothy C. Brock (1968), "A Cognitive 
Model of Attitudinal Involvement," in Theories of 
Cognitive Consistency; A Sourcebook. R. P. Abelson, E. 
Aronson, W. J. McGuire, T. M. Newcomb, M. J. Rosenberg, 
and P. H. Tannenbaum, eds., Chicago: Rand McNally. 

Palmore, E. and V. Kivett (1977), "Change In Life 
Satisfaction: Alongitudinal Study of Persons Aged 46-70," 
Journal of Gerontology. 32, 311-316. 

and C. Luikart (1972), "Health and Social Factors 
Related to Life Satisfaction," Journal of Health and 
Social Behavior. 13, 68-80. 

Parkinson, Thomas L. (1974), "The Influence of Perceived Risk 
and Self-Confidence on the Use of Neutral Sources of 
Information in Consumer Decision-Making," Proceedings. 
Southern Marketing Association, 298-301. 

Perry, M. and B. C. Hamm (1969), "Canonical Analysis of 
Relations Between Socioeconomic Risk and Personal 
Influence in Purchase Decisions," Journal of Marketing 
Research. 6 (August), 351-354. 

Peter, J. Paul (1979), "Reliability: A Review of Psycho 
metric Basics and Recent Marketing Practices," Journal 
of Marketing Research. 16 (February), 6-17. 

and Michael J. Ryan (1976), An Investigation of 
Perceived Risk at the Brand Level," Journal of Marketing 
Research. 13 (May), 184-188. 

Phillips, B. (1961), "Role Change, Subjective Age, and 
Adjustment: A Correlational Analysis," Journal of 
Gerontology. 16, 347-352. 

Phillips, L. W. and Brian Sternthal (1977), "Age Differences 
in Information Processing: A Perspective on the Aged 
Consumer," Journal of Marketing Research. 14, (Novem-
ber), 444-457. 

Pihlblad, C. T. and D. L. Adams (1972), "Widowhood, Social 
Participation, and Life Satisfaction," Aging and Human 
Development. 3, 323-330. 

and R. McNamara (1963), "Social Adjustment of 
Elderly People in Three Small Towns," in A. Rose and W. 
Peterson, eds., Older People and Their Social Worlds. 
Philadelphia: F. A. Davis. 



196 

Prasad, C. Kanti (1975), "Socioeconomic Product Risk and 
Patronage Preferences of Retail Shoppers," Journal of 
Marketing. 39 (July), 42-47. 

Puglesi, J. Thomas (1983), "Self-Perceived Age Changes in 
Sex Role Self Concept," International Journal of Aging 
and Human Development. 16, 183-191. 

Reynolds, F.D. and W. Wells (1977), Consumer Behavior. New 
York: McGraw-Hill. 

Robertson, Thomas S. (1976), "Purchase Sequence Responses: 
Innovators v.s. Non-Innovators," Journal of Advertising 
Research, 8 (March), 47-52. 

Rogers, C. (1951), CIient-Centered Therapy. Boston: Houghton 
Mifflin. 

Roscoe, Jr., A. M., A. LeClaire, Jr., and L. G. Schiffman 
(1977), "Theory and Management Applications of 
Demographics in Buyer Behavior," in Consumer and 
Industrial Buying Behavior. A. D. Woodside, J. M. Sheth, 
and P. D. Bennett, eds., New York: Elsevier North-
Holland, Inc., 67-76. 

Rose, Charles L. (1972), "The Measurement of Social Age," 
Aging and Human Development. 3, 153-168. 

Roselius, T. L. (1971), "Consumer Rankings of Risk Reduction 
Methods," Journal of Marketing. 35 (January), 56-61. 

Rosenberg, Morris (1979), Conceiving the Self. New York; 
Basic Books. 

Rosow, I. (1963), "Adjustment of the Normal Aged," in R. 
Williams, ed., Processes of Aging, vol. 2, New York: 
Atherton Press. 

Ross, Ivan (1981), "Information Processing and the Older 
Consumer: Marketing and Public Policy Implications," 
in Mitchell, ed., Advances in Consumer Research. 9, 
Ann Arbor: Association for consumer Research, 31-39. 

Rothschild, Michael L. (1975), "Involvement as a Determinant 
of Decision Making Styles," in Proceedings. E. M. 
Mazze, ed., Chicago: American Marketing Association 
231-220. 

(1978), "Political Advertising: A Neglected Policy 
Issue in Marketing," Journal of Marketing Research. 15 
(February), 58-71. 



197 

.(1979), "Advertising Strategies for High and Low 
Involvement Situations," in Attitude Research Plavs for 
High Stakes. J. Maloney and B. Silverman, eds., Chicago: 
American Marketing Association, 74-93. 

Schaninger, Charles M. (1981), "Social Class Versus Income 
Revisited," Journal of Marketing Research. 18 (May), 192-
208. 

Schiffman, Leon G. and Leslie Kanuk (1978), Consumer Behavior. 
Englewood Cliffs, NJ: Prentice-Hall. 

Sherif, Muzafer and Hadlai Cantril (1947), The Psychology of 
Ego-Involvement. New York: Wiley. 

_and C. I. Hovland (1961), Social Judgment. New 
Haven, CT: Yale University Press. 

Sherif, Carolyn, Muzafer Sherif and R. Nebergall (1965), 
Attitude and Attitude Change. Philadelphia: Sanders. 

Sherman, Elaine and Leon G. Schiffman (1984), "Applying 
Age-Gender Theory From Social Gerontology to Understand 
the Consumer Weil-Being of the Elderly," in Advances in 
Consumer Research. T. C. Kinnear, ed., vol. 11, 569-573. 

Sheth, J. N. and M. Venkatesan (1968), "Risk-Reduction 
Processes in Repetitive Consumer Behavior," Journal of 
Marketing Research. 5 (August), 307-310. 

Shimp, T. and J. T. Yokum (1981), "Extensions of the Basic 
Social Class Model Employed in Consumer Research," in 
Advances in Consumer Research. Kent B. Monroe, ed., vol. 
8, 102-107. 

Shutz, Howard G., Pamela C. Baird, and Glen R. Hawkes (1979), 
Lifestyles and Consumer Behavior of Older Americans. New 
York: Praeger Publishers. 

Sirgy, M. Joseph (1982), "Self-Concept in Consumer Behavior: 
A Critical Review," Journal of Consumer Research. 9, 287-
300. 

Smith, K. and A. Lipman (1972), "Constraint and Life 
Satisfaction," Journal of Gerontology. 27, 77-82. 

Snygg, Donald and Arthur W. Coombs (1949), Influential 
Behavior. New York: Harper. 



198 

Soper, W. B. (1979), "A Brief Note on A Preliminary Study of 
Life Satisfaction for Male University Faculty of 
Differing Chronological Ages," Experimental Aaina 
Research. 5, 435-440. 

Spence, H. E., J. F. Engel, and R. D. Blackwell (1970), 
"Perceived Risk in Mail-Order and Retail Store Buying," 
Journal of Marketing Research. 7 (August), 364-369. 

Spreitzer E. and E. E. Snyder (1974), "Correlates of Life 
Satisfaction Among he Aged," Journal of Gerontology. 29, 
454-458. 

Strumpel, B. (1972), "Economic Behavior and Economic Welfare. 
Interdisciplinary Approaches," in Human Behavior In 
Economic Affairs. Ed., B. Strumpel, Amsterdam: Elsevier. 

Summers, John 0. (1970), "The Identity of Women's Clothing 
Fashion Opinion Leaders, Journal of Marketing Research. 
7 (May), 178-185. 

Taylor, J. (1974), "The Role of Risk in Consumer Behavior," 
Journal of Marketing. 38 (April), 54-60. 

Tigert, Douglas J. (1969), "Psychographics: A Test-Retest 
Reliability Analysis, in Marketing Involvement in 
Society and the Economy. P. R. McDonald, ed., Chicago: 
American Marketing Association, 310-315. 

Lawrence J. Ring and Charles W. King 
(1976), "Fashion Involvement and Buying Behavior," 
in Advance in Consumer Research. B. B. Anderson, ed., 
Chicago: Association for Consumer Research, 46-52. 

Tobin, S. S. and B. L. Neugarten (1961), "Life Satisfaction 
and Social Interaction in the Aging," Journal of 
Gerontology. 16, 344-346. 

Underhill, Lois and Franchellie Caldwell (1982), "What Age 
do You Feel: Age Perception Study," Journal of 
Consumer Marketing. (Summer), 18-27. 

van Raaij, W. Fred (1981), "Economic Psychology," Journal of 
Economic Psychology. 1 (March), pp. 1-24. 

Villani, Kathryn E. A. and Donald R. Lehmann (1975), "An 
Examination of the Stability of AIO Measures," in 
Marketing: The Challenges and the Opportunities. E. M. 
Muzze, ed., Chicago: American Marketing Association, 
484-488. 



199 

Visvabharathy, Ganesan (1982), "Product specificity in 
Public Policy Toward the Elderly," in Advances in 
Consumer Research. Vol. 9, Ed. Andrew Mitchell, Ann 
Arbor: Association for Consumer Research, 23-26. 

Wallach, M. A. and N. Kogan (1961). "Aspects of Judgement and 
Decision Making: Interrelationships and changes with 
Age," Behavioral Sciences. 6 (January), 23-26. 

Wartella, Ellen (1981), "Changing Conceptual Views of 
Children's Consumer Behavior," Advances in Consumer 
Research, in Andrew Mitchel, ed.,Association for 
Consumer Research," Ann Arbor, 144-146. 

Wells, w . D. (1975), "Psychographics: A Critical Review," 
Journal of Marketing Research. 12 (May), 196-211. 

_and Douglas J. Tigert (1971), "Activities, 
Interest, and Opinions," Journal of Advertising Re-
search. 11 (August), 27-35. 

Wilson, Clark L. (1966), "Homemaker Living Patterns and 
marketplace Behavior—a Psychometric Approach," in 
New Ideas for Successful Marketing. John S. Wright 
and Jac L. Goldstucker, eds., Chicago: AMA World 
Congress, 305-331. 

Witt, Robert E. and Grady D. Bruce (1972), "Group Influence 
and Brand Choice Congruence," Journal of Marketing 
Research. 9 (November), 440-443. 

Woods, Walter A. (1965), "Psychological Dimensions of 
Consumer Behavior," in Dimensions of Consumer Behavior. 
J. V. McNeil, ed., New York: Appleton-Century-Crofts. 

Wylie, M. (1970), "Life Satisfaction as a Program Impact 
Criterion," Journal of Gerontology. 25, 36-40. 

Zickmund, W. G. and J. E. Scott (1973), "A Multivariate 
Analysis of Perceived Risk, Self-Confidence and 
Information Sources," in Advances in Consumer Research. 
S. Ward and P. Wright, ed., Boston: Association for 
Consumer Research, 406-416. 


