Advances in
Consumer Research

Volume XII

Elizabeth C. Hirschman
Morris B. Holbrook
Editors




1985 Copyright ASSOCIATION FOR CONSUMER RESEARCH

All rights reserved. No part of this publication may be reproduced, stored in a retrieval
system or transmitted in any form or by any means, electronic, mechanical, photocopying,
recording, or otherwise, without the prior written permission of the publisher.

International Standard Book Number: 0-915552-13-2

International Standard Serial Number: 009-9258

Elizabeth C. Hirschman and Morris B. Holbrook, Editors.

Advances in Consumer Research, Volume XII.
(Provo, UT: Association for Consumer Research, 1985)

ii



PREFACE

The cover and frontispiece of this volume contain a drawing by Morris Holbrook of Alix Hirschman, age one. Alix
is playing with her doll. Alix is enjoying her fantasies, feelings, and fun.

We regard Alix as the prototypical consumer and have tried to bring some of her sense of enjoyment to this year's
ACR conference. Wherever possible (consistent with the usual standards for scholarship and science), we tried to
encourage papers on novel topics, on issues neglected in the past, and on surprising or even strange aspects of
the consumption experience. We believe that such divergent thinking by our colleagues contributes strongly to
the growth of our field by challenging our capacity to develop and extend its conceptual basis.

In pursuing our objective of including the most diverse and imaginative research approaches in this year's
conference, we have benefited enormously from the editorial advice of our reviewers and program committee (acknow-
ledged on another page). We also are deeply grateful to. ACR's Executive Committee, who facilitated our efforts

in every way. Finally, for helping to illuminate the nature of consumption experiences, we give our loving thanks
and dedicate this year's proceedings to Alixandra Chase Hale Hirschman and to Christopher Milton Holbrook.
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Our heartfelt gratitude to Gary Ford and Ruth Smith for their outstanding performance as arrangement coodinators.
Their task involved keeping track of myriad details, mastering the intricacies of hotel management, and putting up
with our frequent haphazard requests. Thanks again for your patience and good spirits!

Carolyn Rawlins providéd excellent clerical support and administrative assistance for us. She was the overburdened
soul who mailed out the competitive papers, organized reviewers’ comments, typed the program, answered authors’queries,
sorted the registration forms, typed the name badges, xeroxed the form letters, composed the proceedings table of
contents, and compiled the authors' index. Needless to say, the conference could never have occurred without her
efforts. Thanks!
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Thursday, October 11

8:00 a.m. — 5:00 p.m.
Board Meeting
12:00 noon — 1:00 p.m.
Luncheon
6:00 p.mn. — 9:00 p.m.
FEDERAL ROOM
Early Bird Reception

Friday, October 12

8:30 a.m. — 10:00 a.m.
SOUTH AMERICAN ROOM

Hedonic, Esthetic, and Impulsive Consumption
Phenomena -
Chair(s)/Discussant(s):

Rashi Glazer

Columbia University

Hal Kassarjian
UC.LA.

A Cnitique of the Orientations in Theory

A. Fuat Firat
Appalachian State University

Hedonic and Utilitarian Aspects of Consumption
Behaviors: An Attitudinal Perspective

Olli T. Ahtola

University of Denver

7-Up Art, Pepsi Art, Sunkist Art:
T he Presentation of Brand Names in Art
Susan Spiggle
University of Connecticut
Tattoo Consumption: Risk and Regret in the Purchase
of a Socially Marginal Service
Clinton R. Sanders
University of Connecticut ~
Consuming Impulses
Dennis Rook
University of Southern California

Steve Hoch
University of Chicago

Friday, October 12

The Consumer Reseacher Visits Radio City:
Dancing in the Dark

Morris B. Holbrook
Columbia University

FEDERAL ROOM

Age Group and Cohort Analysis

Chair(s)/Discussant(s):
Mary Lou Roberts
Boston University

William J. Qualls™
University of Michigan
Cohort Variation
Bernard Jaworski
University of Pittsburgh

William J. Saver
University of Pittsburgh

Imagery and Paired-Associate Learning in Preschoolers

Carole Macklin
University of Cincinnati

Adolescents’ Reported Saving, Giving, and Spending

as a Function of Source of Income
Russell W. Belk
University of Utah
Clifford Rice ~
University of Utah
Randall Harvey
University of Utah

A Life-Span Perspective of Consumer Behavior

Lawrence R. Lepisto

Central Michigan University
Alernative Age Measures: A Research Agenda

Benny Barak

Baruch College, C.UN.Y.

Steve Gould
Baruch College, C.U.N.Y.

SENATE ROOM

Cross-Cultural, Cultural, and Subcultural
Consumer Research
Chair(s)/Discussant(s):

Paul Bloom

University of Maryland

Geymour H. Fine

Rutgers University
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Cross-Cultural Family Purchasing Decisions:
A Literature Review

P.J. 0°Conner

Baruch College, C.U.N.Y.
Gary L. Sullivan
University of Cincinnati

Dana A. Pogorzelski
University of Cincinnati

A Proposal for a Global, Longitudinal Measure of
National Consumer Sentiment Toward Marketing
Practice

John F. Gaski
University of Notre Dame

Michael J. Etzel
University of Notre Dame

Family Decision-Making Role Perceptions Among
Mexican American and Anglo Wives: A Cross Cultural
Comparison

Giovanna Imperia

University of Loyola

Thomas C. 0'Guinn

University of Illinois

Elizabeth MacAdams

University of lllinois
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Valarie Zeithamel
Texas A & M University

Richard Yalch
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Carl Obermiller
University of Washington

John J. Wheatley
University of Washington

Theories of Value and Understanding of Price:
A Developmental Perspective

Karen Fox

University of Santa Clara

Trudy Kehret-Ward
University of Santa Clara

The Effect of Brand and Price Information on
Subjective Product Evaluations

William B. Dodds

Virginia Polytechnic Institute

Kent B. Monroe
Virginia Polytechnic institute
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Friday, October 12

An Information Processing Perspective on the
Internalization of Price Stimuli

James G. Helgeson

University of Oregon

Sharon E. Beatty
University of Oregon

GALLERY ROOM
Stimulation, Sensation, and Variety Seeking

Chair(s)/Discussant(s):
Valarie Folkes
U.C.LA.

Douglass K. Hawes .

University of Wyoming
A Consumer Response to Incongruity B_elwegn
Optimal Stimulation and Life Style Satisfaction

Russell G. Wahlers
University of Notre Dame

Michael J. Etzel

University of Notre Dame
An Investigation of the Epistemic and Sensory Explor-
atory Behaviors of Hedonic and Cognitive Consumers

Meera Venkatraman
University of Pittsburgh
Debbie Macinnis
University of Pittsburgh

On Integrating Consumer Needs for Variety With
Retailer Assortment Decisions

Moshe Handelsman

University of Santa Clara

J. Michael Munson
University of Santa Clara

10:00 a.m. — 10:30 a.m.
Coffee Break

10:30 a.m. — 12:00 noon
SOUTH AMERICAN ROOM

Hedonic, Esthetic, and Impulsive Consumption
Phenomena (Cont.)

FEDERAL ROOM
Age Group and Cohort Analysis (Cont.)



SENATE ROOM

Ethnicity
Chairs(s)/Discussant(s):

Jagdish Sheth
University of Southern California

New Perspectives on Acculturation
Thomas C. 0'Guinn
University of lllinois

Ronald J. Faber
University of Texas

Measuring Hispanicness

Alberto Valencia

Texas Tech University
Relating Ethnic Attitudes and Consumption Values in
an Asian Context

Chin Tiong Tan

Singapore University

Jim McCullough

Washington State University

Cultural Values and Behavior
Seth Ellis
University of Arizona
Jim McCullough
Washington State University
Melanie Wallendorf
University of Arizona
Chin Tion Tan
University of Singapore
Consumption and Status Across Cultural Boundaries
Mike Reilly
Montana State University

William Rathje
University of Arizona

PAN AMERICAN ROOM

Sales Promotion

Chair(s)/Discussant(s):
Leigh McAlister
M.IT.

Psychological Mechanisms of the Effects of Cents-Off
Promotions

Robert Schindler
University of Chicago
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Friday, October 12

Consumer Perceptions of Alternative Sales Promotion
Techniques

Alan Sawyer

Ohio State University

Peter Dickson

Ohio State University

Roger Strang
Consumer Response to Promotions in a Competitive
Enuvironment: An Individual Level Analysis

Peter Fader

M.LT.

Leigh McAlister

M.IT.

Modelling the Coupon Redemption Decision

Caroline Henderson
Dartmouth College

12:00 noon — 1:15 p.m.

CONGRESSIONAL ROOM

Presidential Luncheon

Speaker:

Jagdish N. Sheth

University of Southern California
1:30 p.m. — 3:00 p.m. .

SOUTH AMERICAN ROOM

The Vices and Virtues of Being Relevant:
Perspectives on Consulting
Chair(s)/Discussant(s):

Jack Jacoby

New York University
Participants:

Jim Bettman

Duke University

Jagdish Sheth

University of Southern California

Jerry Wind

University of Pennsylvania

Russell Belk

University of Utah

Morris Holbrook

Columbia University



FEDERAL ROOM

Methodological Perspectives
Chair(s)/Discussant(s):

R. Dale Wilson

Cornell University

Peter H. Farquhar

University of California, Davis

A Multitrait-Multimethod Analysis of the Validity of
Cognitive Response Assessment Procedures

H. Bruce Lammers

California State University, Northridge
Methodological Issues in Simulated Shopping
Experiments

Douglas M. Stayman

University of California, Berkley

Michael R. Hagerty
University of California, Berkeley

Estimating Interactive Utility Models Using Sequential
Fractional Factorials

Sunil Gupta

University of California, Berkeley
It's All in How You Slice It—Characterizations of

Outcome Distribution in Models of Perceived Risk:
A Review and a Proposed Model

John W. Vann )
University of Missouri

SENATE ROOM

Telecommunications
Chair(s)/Discussant(s):
Marvin Roscoe, Jr.
AT&T
Leon Schiffman
Baruch, C.U.N.Y.

Gender Differences in the Mature Market
Elaine Sherman
Hofstra University
Ethnic Variations in Telecommunication Behavior
John J. Veltria
AT&T
Homemakers and Working Women:
Telecommunication Decision Makers

Marilyn C. Fox
AT&T

Friday, October 12

P

PAN AMERICAN ROOM

FTC Policy Toward Deception
Chair(s)/Discussant(s):

Gary T. Ford

University of Maryland
Participants:

Howard Bealers

Bureau of Consumer Protection

Jack Calfee

Bureau of Economics

Coliot Guerard

Bureau of Consumer Protection

Marilyn Holme
Attorney-Adviser

GALLERY ROOM

Houschold Production and the Informal Economy
Chair(s)/Discussant(s):

W. Fred van Raaij

Erasmus University

Liisa Uusitalo

Helsinki School of Economics

A Conceptualization of the Household/ Technology
Interaction

Alladi Venkatesh

University of California, Irvine

Household Production Approach to Consumer
Shopping Time Behavior

- Jacob Hornik

Tel Aviv University

Informal Retailing: An Analysis of Products, Attitudes,
and Expectations

Elaine Sherman

Hofstra University

Kevin McCrohan

George Mason University

James D. Smith

University of Michigan
Food Provision Level Based on Inputs of Money and
Houschold Production

Danielle E. Aldershoff
Swoka, The Hague



3:00 p.m. — 3:30 p.m.
Coffes Break

3:30 p.m. — 5:00 p.m.
SOUTH AMERICAN ROOM

The Vices and Virtues of Being Relevant (Cont.)
FEDERAL ROOM

Psychometric and Econometric Methods
Chair(s)/Discussant(s):

Albert B. Wildt

University of Missouri

Reza Moinpour

University of Washington

Scaling of Cross-National Survey Data
James B. Wiley
Temple University
Gordon Bechtel
University of Florida

A Case Study of Bias in Parameter Estimates and
Forecasts of Multinomial Logit Choice Models in Consumer
Choice Studies

Jordan J. Louviere

University of lowa

Donald A. Anderson

University of Wyoming
Using Structural Zeroes to Simplify the Interpretation
of Interactions in Multiway Contingency Tables

Lawrence F. Feick

University of Pittsburgh

SENATE ROOM

Sex Role and Gender Differences
Chair(s)/Discussant(s):
William G. Zikmund
Oklahoma State University
Steven LaTour
Northwestern University

A Study of Psychological Gender Differences:
Applications for Advertising Format

Ved Prakash

Florida International University

R. Caeli Flores

Florida International University
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Friday, October 12

Gender Role Portrayals in Advertising: An Individual
Differences Analysis

Maureen Goughlin

Baruch College, C.U.N.Y.

P.J. 0°'Conner

Baruch College, C.U.N.Y.

Androgyny and Midday Mastication: Do Real Men Eat
Quiche?

Lynn R. Kahle

University of Oregon

Pamela Homer

University of Oregon

PAN AMERICAN ROOM

Conswmer Perspectives on Health Care Consumption
Chair(s)/Discussant(s).

David W. Stewart

Vanderbilt University

James Shanteau
Kansas State University

Health Care Consumption: A View from a Provider.
and Trainer

Gerald B Hickson

Vanderbilt University, Medical School

Information Search and Decision Strategies Among
Health Care Consumers: An Empirical Investigation
David W. Stewart
Srinivasan Ratneswahr
Connie Pechman
Gerald B. Hickson
Vanderbilt University

Consumers and Choice
Harris Allen
Rand Corporation
Change in Medical Care Provider
M. Susan Marquis
Allyson B. Davies
John E. Ware, Jr.
GALLERY ROOM

Household Production (Cont.)

6:00 p.m. — 9:00 p.m.

FEDERAL RNOM
Cocktail Party



Saturday, October 13

8:30 a.m. — 10:00 a.m.
SOUTH AMERICAN ROOM

Philosophy/Sociology of Science at the Workbench
Level in Consumer Research
Chair(s)/Discussant(s):

Paul F. Anderson

Virginia Polytechnic institute
Unstructured, Semistructured and Nonempirical
Approaches to Consumer Research

Russell W. Belk
University of Utah

Validity: Follow the Cook Book or Create Your
Own Recipe
Jerry C. Olson
Pennsylvania State University
J. Paul Peter
' University of Wisconsin
Thel mplications of Relativism for Day-to-Day
Research Practice

Paul F. Anderson
Virginia Polytechnic Institute

FEDERAL ROOM

Words and Pictures
Chair(s)/Discussant(s):

Julie Edell

Duke University

Alladi Venkatesh

University of California, Irvine

Effects of Verbal and 1’isual Information on Brand
Attitudes

Yehoshua Tsal
Purdue University

Judgements of Verbal I'ersus Pictorial Presentations
of a Product and with Functional and Aesthetic
Features

Teresa J. Demzal
George Mason University

Lynette S. Unger
George Mason University

xii

Saturday, October 13

T he Effects of Knowledge and Imagery on
Advertising Response to an Innovation

Kathleen Debevec

University of Massachusetts

Patricia W. Meyer

University of Massachusetts

Kenny K. Chan

University of Massachusetts

SENATE ROOM

Attitude Formation and Change within an
Advertising Context
Chair(s)/Discussant(s):

Andrew Mitchell

University of Toronto

Anthony R. Pratkanis

Carnegie-Mellon University

Attitude Formation and Change within an
Advertising Context

Andrew A. Mitchell
University of Toronto

Category-Based Transfer of Affect in the Evaluation
of Novel Brands

Joel B. Cohen

University of Florida

John C. Lynch
University of Florida

The Structure and Function of Consumer Attitudes
Steven J. Breckler
Johns-Hopkins University
Anthony R. Pratkanis
Carnegie-Melion University
Alternative Perspectives on Attitude Formation and
Change
Manoj Hastak
University of lilinois

Jerry C. Olson
Pennsylvania State University

PAN AMERICAN ROOM

Expressions of Satisfaction Up and Down the
Phylogenetic Continuum
Chair(s)/Discussant(s):

Richard L. Oliver

University of Pennsylvania



Emotional Expressions in the Satisfaction Response
Robert A. Westbrook
University of Arizona

Richard L. Oliver
University of Pennsylvania

Children’s Product Satisfaction
Thomas Roberison
University of Pennsylvania
John R. Rossiter
New South Wales Institute

Scott Ward
University of Pennsylvania

Issues in Measuring Children’s Affective Responses
to Satisfaction

Robert Novick
Impulse Research Corp.

Assessing Pet Food Palatability

Stephen F. Owen
Ralston Purina Corp.

GALLERY ROOM

Involvement

Chair(s)/Discussant(s):
C.W. Park
University of Pittsburgh

Flemming Hansen
Copenhagen School of Business

Hemispheric Function and Involvement -

Debra Stephens
University of Chicago

There are More than Two Types of Consumer
Involvement

J.N. Kapferer
C.ESA.

G. Laurent
C.ES.A.

Product Use, Involvement and Expertise

Judith L. Zaichkowsky
American University

10:00 a.m. — 10:30 a.m.
Colfee Break

xiii

Saturday, October 13

10:30 a.m. — 12:00 noon
SOUTH AMERICAN ROOM
Applications from Post-Post-Positivistic
Philosophy of Science
Chair(s)/Discussant(s):

Michael J. Ryan

University of Michigan
Participants:

Julia Bristor

University of Michigan

John 0°Shaughnessy

Columbia University

Jerry Zaltman
University of Pittsburgh

FEDERAL ROOM

Ritualized Behavior
Chair(s)/Discussant(s):
Sidney J. Levy
Northwestern University
Rituals of Restraint und Bingeing Behavior
Dennis W. Rook
University of Southern California
Ritual Costumes and Status Transition
Michael R. Solomon
New York University
Punam Anand
New York University
Effects of Ritual Syntax on Product Categorization
and Evaluation
Trudy Kehret-Ward
University of California, Berkeley
Marcia Johnson
Fair, Isaac Comp.
Therese Louie

SENATE ROOM

* Consumer Knowledge Structures
Chair(s)/Discussant(s):
James R. Bettman
Duke University
Eric J. Johnson
Carnegie-Mellon University



What Kind of Knowledge Represeniciion Is Best for
Consumers’ Product Knowledge

J. Edward Russo

University of Chicago

Product Knowledge Differences for Categories
Varying in Concreteness-Abstractness

Michael Johnson

University of Michigan

Jolita Kisielius

University of lllinois, Chicago

The Development of Consumer Knowledge
Structures in Children

Deborah Roedder-John
University of Wisconsin

John C. Whitney
Harvard University

PAN AMERICAN ROOM

Counterfeiting, Dissatisfaction, and Complaining
Behavior
Chair(s)/Discussant(s):

Alan Andreasan

UC.LA.

Ralph L. Day

Indiana University

Product Counterfeiting: Consumers and
Manufacturers Beware

Gary Bamossy
California Polytechnic

Debra Scammon
University of Utah

Disconfirmation of Equity Expectations: Effects on
Consumer Satisfaction with Services

Raymond P. Fisk

Oklahoma State University

Clifford E. Young

Oklahoma State University

A Consumer Complaint Strategy Model: Antecedents
and Oulcomes

Robert E. Krapfl. Jr.
University of Maryland

xiv

Saturday, October 13

GALLERY ROOM

Communication and Involvement
Chair(s)/Discussant(s):

Clark Leavitt

Ohio State University

Donna Hofiman

Columbia University

Viewer Processing of Commercial Messages: Context
and Involvement

Gordon W. McClung

University of Pittsburgh

C. Whan Park

University of Pittsburgh

William Sauer.

University of Pittsburgh
Involvement, Familianity, Cognitive Differentiation
and Advertising Recall: A Test of Convergent and
Discrimunant Validity

George M. Zinkhan

University of Houston

M. Aydin Muderisogluk

University of Houston
Understanding the Likability Involvement
Interaction: The ‘Override Model’

R. Batra
Columbia University

12:00 noon — 1:30 p.m.
CONGRESSIONAL ROOM
Awards Luncheon and Business Meeting

1:30 p.m. — 3:00 p.m.
SOUTH AMERICAN ROOM

Situations and I ntevntians

Chair(s)/Discussant(s):
William L. Wilkie
University of Florida
Naresh K. Malhotra
Georgia Tech.



Considerations for Situational Research

P. Greg Bonner
The Effects of Time and Situational Variables on
Intention-Behavior Consistency

Joseph A. Cote, Jr.

Washington State University

John K. Wong
Washington State University

Explaining Intention-Behauvior Discrepancy:
A Paradigm

John Wong

Washington State University

Jagdish Sheth
University of Southern California

FEDERAL ROOM

Materialism

Chair(s)/Discussant(s):
Russell W. Belk
University of Utah

Are Americans Becoming More Materialistic?

Monroe Friedman
Eastern Michigan University

History of Mass Consumption

Rosalind Williams
Materialism in the [1ome: The Impact of Artifacts
on Dyadic Communication

Clark D. Olson
University of Minnesota

Social Stratification, Object Attachment, and
Consumer Life Pattern

Melanie Wallendorf

University of Arizona

Materialism and Magazine Advertising During the
Twentieth Century

Russell W. Belk
University of Utah

" SENATE ROOM

Memory

Chair(s)/Discussant(s):
Dipankar Chakravarti
University of Flaric
Raymond R. Burke
University of Pennsylvania

Saturday, October 13

The Effects of Mood on Retrieving Consumer
Product Information

Robert Lawson

Alfred University

Memory of Scripts in Advertising
Christopher P. Puto
University of Michigan
The Effects of Part List Cuing on Attribute Recall:
Problem Framing at the Point of Retrieval
Joseph W. Alba
University of Florida
Amitava Chattopadhyay
University of Florida
Memory Accessibility and Task Involvement as
Factors in Choice
Sara Fisher Gardial
University of Houston

Gabriel Biehal
University of Houston

PAN AMERICAN ROOM

Commaunication and Persuasion
Chair(s)/Discussant(s):

Mickey Beich

University of California

Rebecca H. Holman

Young & Rubicam
The Elaboration Likelihood Model: Its Limitations
and Marketing Applications

Mary Jo Bitner

University of Washington

Carl Obermiller

University of Washington
The Overkill Effect of Corrective Advertising:
Heiderian Perspective on the Influence of Corrective
Advertisement Sponsorship on Cognitive Responses
Toward the Company

H. Bruce Lammers

California State University
Rhetorical Strategies in Advertising

John Deighton
Dartmouth College
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GALLERY ROOM

Bargaining and Selling Interactions
Chair(s)/Discussant(s):

Wes Johnston

Ohio State University

Harish Sujan

Pennsylvania State University
Decision Making and Information Search in
Multiple-Opponent Bargaining

Paul H. Schurr

University of North Carolina

Merrie Brucks

University of North Carolina
Identity Negotiation in Buyer Seller Interactions

Arch G. Woodside

University of South Carolina

James L. Taylor

University of South Carolina
The Effects of Expectancy Disconfirmation and
Argument Strength on Message Processing Level:
An Application of Personal Selling

Jerome B. Kernan
University of Cincinnati

3:00 p.m. — 3:30 p.m.
Coffee Break

3:30 p.m. — 5:00 p.m.
SOUTH AMERICAN ROOM

Judgments, Decisions, and Choices
Chair(s)/Discussani(s):

Thomas S. Robertson

University of Pennsylvania

Donald H. Granbois

Indiana University

The Impact of Information on Policymaker
Judgments of New Technology

Peter Wilton

University of California, Berkeley

An Empirical Investigation of the Relationship
Between Consumer Decision Making and Perceived
Decision Freedom

John R. Walton

Miami University

Eric N. Berkowitz

University of Massachusetts

Xvi

Saturday, October 13

Toward a More Comprehensive Theory of Consumer
Choice

Richard W. Oishavsky

Indiana University

FEDERAL ROOM

Yes, But...

Presenter:
William Wells
Needham, Harper, Inc.

SENATE ROOM

Communication and Persuasion (Cont’d)
Chair(s)/Discussant(s):

Ivan Preston

University of Wisconsin

Richard J. Lutz

University of Florida

Product Recall Communications: T he Effect of
Source, Media and Social Responsibility

David W. Jolly }

Oklahoma State University

John C. Mowen

Oklahoma State University

The Persuasive Impact of Music in Advertising
Punam Anand

. New York University
Brian Sternthal
Northwestern University

An Experimental Investigation Concerning the
Comparative Influence of MTV and Radio on
Consumer Market Responses to New Music

Lori Baldwin

Florida State University

Richard Mizerski

Florida State University

PAN AMERICAN ROOM

Dyadic Interaction
Chair(s)/Discussant(s):
David Brinberg
Baruch College, C.U.N.Y.



Participants: Saturday, October 13
William R. Dillon

Baruch College, C.U.N.Y.
Gloria T. Thomas

T he Effects of Product Class Knowled,
Baruch College, C.U.N.Y. Information Search Behavior oietee on
Gary F. Soldow Honorable Mention:
Baruch College, C.U.N.Y. Mita Sujan
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PRESIDENTIAL ADDRESS:

BROADENING THE HORIZONS OF ACR AND CONSUMER BEHAVIOR

Jagdish N. Sheth
University of Southern California

After spectacular rise in the last two decades, the
discipline of consumer behavior has matured and seems
to be in search for some new excitement and new
directions. The discipline seems to be experiencing
midlife crisis. In my opinion, it is both an opport-
unity and an obligation for ACR as the leading organ-
ization of the discipline to provide leadership or at
least act as a catalyst in exploring new exciting areas
of research and theory. Fortunately, it seems that ACR
can provide leadership by broadening the product market
scope of the discipline. What we need is a strong
commitment by ACR membership and other scholars and
practitioners of consumer research.

My presidential address will attempt to suggest three
specific areas into which the discipline of consumer
behavior can easily broaden its scope and generate new
excitement.

Need for Worldwide Orientation

Both ACR as an organization and consumer behavior as a
discipline are predominantly American in their orient-
ation. As markets and technologies become more global,
it will become necessary for us to identify and research
problems in consumer bahavior on a worldwide basis. Not
only will this broaden the market scope of the discipline
will become enriched in the process of integrating re-
search traditions and problems in consumer behavior

as carried out by non U.S. scholars and practitioners.
In short, it is time we admitted that there may be good
research and theory developed outside the U.S. from
which we can also benefit and enrich.

How can ACR as a catalyst in broadening the discipline's
horizons to thinking of the world customer and cross-
national consumer behavior?

I propose three specific recommendations for your con-
sideration.

First, we must actively broaden the membership of ACR

by encouraging membership from non U.S. countries. In
this regard, I have successfully tried to establish ACR
National Representatives in more than twenty countries,
and have asked Hans Thorelli to act as a coordinator of
this effort. But the task has just begun and I hope the
future leadership of ACR will be committed to this
activity. It would be marvelous if ACR is reorganized
as a world organization representing all scholars and
paractitioners of consumer behavior.

Second, in order to provide impetus to the discipline
and its scholars and practitioners, I stronglv urge you
to think of establishing on a regular basis, « track for
all three days of our annual conference which is devoted
to cross-national and/or comparative consumer research.
It is simply not sufficient to provide one or two ses-
sions on an ad hoc, reactive way when someone, especially
from non U.S. membership, begs or puts pressure to pay
attention to his neglected area of consumer behavior.

In my opinion, a permanent track for all the three days
of the conference will generate more interest and act-
ivity similar to the special issues of journals.

Third, a truly worldwide organization holds its annual
meetings and specialized conferences in all areas of the
world and not just in the East, West and the Midwest of
United States. Indeed, more mature disciplines of
physics, chemistry and mathematics is inevitable and
therefore, have begun to organize their conferences and
workshops on a more global basis.

I am aware of the potential issues of travel costs,
physical facilities and different intrastructures, but
look at AIB and especially ESOMAR who seem to have de-
monstrated that where there is a will, there is a way.
I hope we will overcome these issues rather than use
them as excuses for not trying at least some special
workshops and conferences in other countries.

Beyond Consumer Choice Behavior

The discipline has in the past focused, perhaps very
correctly on only one aspect of consumer behavior,
namely consumer choise behavior, especially brand
choice behavior.

I think there are lots of exciting new areas for re-
search and theory if we broaden the product scope of the
discipline, Therefore, in addition to choice behavior,
we must encoura e research on procurement behavior
(storage, delivery, financing), on consumption behavior
(preparation, value added activities, frequency and
timing on consumption) and on disposal behavior (waste,
recycling, discarding).

This means we will have to learn new disciplines such as
consumption economics, resource management and organi-
zation behavior in addition to our traditional dis-
ciplines of social psychology and personal pschology.

It also means we should admit that we have suffered

from consumer behavior myopia and correct the situation
as soon as possible.

How can ACR correct the myopic vision of the discipline?
It is less clear. However, let me suggest two things.

First, perhaps ACR can endorse the idea of organizing
separate annual workships or conferences on the neg-
lected areas of procurement consumption and disposal
behavior. To me this is very similar to the special
annual conferences on attitude research and on marketing
theory organized by AMA. Of course the obvious potential
side effect of such pecialized annual conferences will

be less attendance at the regular annual conference.
However, I think it can be compensated by greater world-
wide orientation suggested earlier.

Second, ACR can try to generate research funds from both
the corporate and the governmental agencies which are
earmarked for the neglected areas of procurement con-
sumption and disposal behavior. At least, it can assist
some institution such as MSI in generating such research
funds.

Need for Normative Theory & Research

A third area for broadening the discipline's horizons is



to encourage normative theory and research. As we all
know too well, our discipline has been, and still con-
tinues to be dominated by the descriptive research tra-
ditions. Hence, one more empirical study or one more
descriptive theory seems to generate about the same
enthusiasm as attending one more committee meeting or
going to one more conference.

What we need is a fundamental shift away from the
descriptive research tradition. We must think of en-
courag wore and more prescriptive research traditions
appropriate for the policy makers, marketing pract-
itioners and for consumers themselves. This does not
mean conducting more empirical descriptive research on
existing beliefs and behavior and using them as a basis
for making recommendations. What I am suggesting is a
basic normative bent prevalent in economics, religionm,
law and other similar disciplines.

For example, is there an alternative to the advocacy
process so inherent in public policy in order to protect
consumer satisfaction and even encourage it? To me,
this is a normative issue which raises quesitons with
what is presumed to be the most relevant process-in
consumerism. And, the answer does not or should not

lie in asking consumers what they want. It must come

by some other research tradition.

Similarly, can the marketing practitioners bridge the
gap between producers and consumers by processes other
than persuasion? It is my contention the marketing

and selling will not be separable so long as persuasion
remains the process inherent in marketing plans and
tactics.

Finally, should consumers rely on consumer education and
information for their protection or should they organize
their buying power and use it as a mechanism to protect
their interests? Which is more efficient with respect
to cost and time?

ACR's role in fostering the normative thinking will be
uncomfortable and controversial. Since normative
research and thinking is loaded with values, it is very
likely that one member's values may be in direct con-
flict with some other member's values.

As an organization, ACR will have to contend with
diverse values of its members if it fosters normative
thinking in the discipline. Perhaps it is inevitable
that ACR will be asked to get involved in making value
judgements as the discipline shifts toward normative
research and thinking. In any case, ACR's role will be
uncomfr-rtable and controversial.

I sincerely hope that ACR and its members will provide
leadership in these new emerging areas and guide the
discipline through its midlife crisis.



A CRITIQUE OF THE ORIENTATIONS IN THEORY DEVELOPMENT IN CONSUMER BEHAVIOR:

SUGGESTIONS FOR THE FUTURE

A. Fuat Firat, Appalachian State University

Abstract

This paper presents a theoretical/philosophical critique
of the state of research and theory development in con-
sumer behavior. This critical evaluation is based on
four points: (i) certain variables are taken as givens,
(ii) a managerial-technological orientation dominates,
(iii) the discipLiine develops only micro theories, and
(iv) not consumer but buyer behavior is studied. The
negative consequences of these orientations from the
philosophy of science perspective is discussed, a brief
review of the historical background for these orienta-
tions is presented, and some points for future theoret-
ical studies are suggested.

Introduction

Consumer Behavior (or Consumer Reséarch) is one of the
fastest growing and most potent disciplines today. How-
ever, this growth, and theory developments which are an
important part of this growtn, have not yet been sub-
ject to a serious methodological and theoretical/philo-
sophical criticism from within the discipline. Especi~
ally a fast growing discipline needs such a self-criti-
cism to be able to direct its development into a more
consistent and scientific track. Otherwise, it is pos-
sible for the scholars in the discipline to take-off on
day to day practical problems, forgetting the theoreti-
cal and scientific prerequisites for becoming a disci-
pline that is a consistent conceptual whole. Further-
more, a self-criticism process will both contribute to
the discipline's growth and will help in understanding
the growth phenomenon by studying the underlying rea-
sons. The greatest beneficiary of such self-criticism
will be the discipline itself, and this paper has the
purpose of contributing to this criticism.

Models of Consumer Behavior

Consumer Behavior research and literature grow in many
directions. Among these are, attitude research, buying
decision processes, post-purchase attitudes and other
cognitive processes, research on psychometric scaling,
etc. Within each of these topics many small scale the-
ories are also developed. Attribution theory, cogni-
tive dissonance theory, diffusion of innovations theo-
ries are some of these. However, the most important
developments in the consumer behavior discipline are

the models (or theories) of consumer (or buyer) behavior
which combine and comprise the above and other research.
Best known among these models are Nicosia (1966), Howard
and Sheth (1969), Engel, Kollat, Blackwell (1973),
Andreason (1965), Hansen (1972), and Markin (1974) mod-
els. These models will be reviewed here for the purpose
of criticizing the dominant orientations in theory dev-
elopment in consumer behavior not one by one, but from
the point of view of some approaches and assumptions
common to all these models.

Models of Consumer Behavior have icen criticized and
evaluated before. However, earlier criticisms have gen-
erally been technical (i.e., methodological), directed
at the validity, measureability and testability of the
concepts and variables in these models (Jacoby 1978).

It is necessary now to direct self-criticism efforts at
the substance and conceptual wholeness of these models

and/or theories.! A newly developing discipline espe-

cially needs this type of criticism.

Criticisms of the models of Consumer Behavior will be
made on four major points:

*Relationships, concepts and variables that need to be
studied and researched for an understanding of social
realities in consumption are assumed as givens,

*Not a scientific, but a technological-managerial ori-
entation is dominant in Consumer Research,

*The discipline develops only micro theories, and

*Not "consumer," but "buyer" behavior is studied.

All these points are, in the last analysis, closely re-
lated, and stem from the historical association of the
discipline with marketing and the dominant philosophy
in "behavioral sciences." :

Relationship, Concepts, And Variables That Need To Be
Researched Are Assumed As Givens

A close scrutiny of the models of consumer behavior will
show that certain basic variables that influence buying
decisions and behaviors of consumers directly, or that
even form the basis of some consumption choices are as-
sumed as givens, and not made subject to research or
study. The most prominent example of this is the fact
that the need or need perceptions of consumers for con-
sumption patterns® and categories (or as in some instan-
ces called, generic commodities) are assumed as given.
While in some cases these needs are acknowledged to be
social-cultural variables, this issue is not made a
subject of study. Social-cultural processes are consid-
ered only as far as reference groups are involved in
choices of information sources, or in choices of attri-
butes or criteria in evaluation of alternatives to sat-
isfy the "given'" need. Such an orientation leads to two
major results. A premise that "human nature is given'
is accepted by default, and models of consumer behavior
become restricted to choices at certain levels - parti-
cularly to brand choice. With the dominating philosophy
in the behavioral sciences today clearly biased toward
the practical and immediate-action oriented predictive
studies and knowledge systems it is not surprising that
studies are limited to certain levels of choice. Under-
standing and/or explaining choices at consumption

TAs the terms "model” and "theory" are used simultan-

eously in the Consumer Behavior literature, we shall use
both terms. The real effort in the field is to come up
with theories of consumption decision processes. Models
will be the first step in this direction.

2Consumption patterns define consumption choices in a
different zphere than product and brand choice, and com-
bine consumptions that represent similar relationships
in consumption behavior, such as, for example, a pri-
vate-individual transportation pattern (or mode). The
most prominent representative of this consumption pat-
tern is the automobile. However, other commodities may
also represent this pattern (such as, trucks, minibuses,
etc.). One of these products will be selected after, or
simultaneously, with a choice for the individual-private
pattern. For a more detailed treatment and explanations
of consumption patterns, see Firat and Dholakia (1977
and 1982).



patterns level, or explaining need perceptiomns, social
choices that favor certain needs and consumption alter-
natives require questioning of economic, political, so-
cial systemic structures and processes. Such inquiries
may be perceived outside the limits of the consumer be-
havior discipline and belonging to sociology or some
other social science. Furthermore, such inquiries ne-
cessitate an understanding and explanation of social
change, whereas consumer behavior studies have histori-
cally limited themselves to predicting behavior within
the given social formation.

It is clear that such an orientation has important nega-
tive effects on the scientificity of the discipline.
Investigating phenomena not in their entirety but only
in small parts, or leaving certain parts and stages out-
side the limits of research creates an important weak-
ness: When the phenomenon is not explained or under-
stood in its entirety, facts or "realities" found at a
certain stage of the historical process can easily be
assumed or interpreted as "true" or 'valid" for all his-
tory. This scientific weakness which can occur in terms
of historical context, can also occur in terms of diff-
erences or changes in the environmental (i.e., politi-
cal, economic, social structures and processes) contexts.

This orientation, that is, assuming important variables
as givens or inputs, in the consumer behavior disci-
pline, is really inherited from classical and neo-class-
ical economic philosophy and its reign among the social
sciences today. Homo-economicus philosophy accepts the
premise that needs of man® are creations of innate pro-
cesses within man, and that they are independent of
others' needs. In such a premise, the homo-economicus
makes rational decisions as the source of needs under
environmental constraints. This orientation has been
criticized by several scholars, but with no significant
impact in economics (Baran 1957; Duessenberry 1949; Gal-
braith 1971).

We confront the same philosophy in the marketing and
consumer behavior literature and models. For example,
it is assumed that the consumer of this society needs a
television set. Once this is given, the problem at-
tacked is: How does the consumer go about (decision
making) finding the best alternative (in terms of brands
and differentiated product attributes), considering his
own attributions related to this need (self-image, sta-
tus, personality, etc.). This problematic, then, leads,
along with the demand of the major "consumers" of the
discipline, businesses, to a study of ways and mechan-
isms of influencing decisions, finding the most influen-
cible stages in the decision process, etc. A quick look
at the developed models will be sufficient to observe
that it is this process which is elaborated and detailed
in those models. Thus, there is no significant differ-
ence in terms of philosophy from classical economics,
except that the more economic rationale of the homo-
economicus has been replaced and/or enriched with other
Tationales (especially psychological).

There Is A Dominant Technological-Managerial Orientation

When, as mentioned above, the basic subject of the con-
sumer behavior discipline becomes one of buyer decision
processes, the variables that influence this process be-
come important, and thus, the historical perspective of
marketing, one of being a business function, is inheri-
ted (Sweeney 1972; Spratlen 1972). As a functional
business discipline, consumer behavior endeavors to pre-
dict behaviors of the buyers in order to help business
best exploit and gain from tendencies in these behaviors.
Thus, prediction gains precedent over understanding and

SThe author is apologetic about the use of a term
strongly related to one sex for both sexes, but the Eng-
lish language does not present a pertinent substitute.

explanation. This is the major indication of a technmo-
logical-managerial orientation. Techniques and methods

"that work, within the given context, as good predictors

become important, whether or not they are theoretically
sound and/or constitute good explanatory frameworks.

The growth of attitude-behavior theories, and the impor-
tance of this relationship in the models, plus emphasis
on attitude change are examples of this tendency. As
long as a certain predictive framework is obtained,
which is methodologically easy to administer, and within
this framework creating influence and change is possi-
ble, then the methods which enable this are developed
and stressed. If this framework gives results in the
short-term, and within the domjnant context in a certain
time span, it is used and developed without much concern
about understanding why it produces results. This is
not something negative per se. However, if a discipline
puts the emphasis on the development of such techniques
and methods, it fast deviates from being scientific.
This is a "management science" syndrome. It grows from
putting too much emphasis on influencing, controlling,
that is, managing certain phenomena. It combines tech-
nology (i.e., an application of facts discovered) with
management (i.e., control and judicious use of means to
accomplish an end; socio-political techmology). The
consequence of this dominant orientation is an applica-
tion of "scientific" facts discovered and concepts dev-
eloped in all kinds of social science disciplines in the
arena of market exchange. This application is at a
level that is socially and politically manageable, that
is, most specifically, brand choice. Consumption
choices at other levels (more aggregate, for example,
consumption pattern) necessitate studying and under-
standing, and at times changing, societal phenomena,
fall outside "manageable" limits, and therefore, are
assumed as givens. This is the reason why marketing, in
general, and consumer behavior, in particular, have not
been able to find easily operational areas in public
decisions and in other social programs, unless change
could be brought about with conventional techniques.

Only Micro Theories Are Developed

i
Consumer behavior is a micro discipline, because inter-
est in consumers are only as individual buyers, or as
households. We could say that this is similar to the
micro analysis of the firm in economics. There seems to
be a lack of interest in macro processes such as those
that tend to equate or disequate demand and supply in
society, thus investigating the effects of societal
structures and processes on actions of consumer units,
and in turn, the effects of the actions of consumer
units on societal institutions. Lacking this aspect,
the discipline grows in the direction of a behavioral
"science" rather than a social science."

Established social science disciplines, such as, eco-
nomics, sociology, anthropology, etc., all have macro as
well as micro theories and orientation. Macro theories
that are presenting a system perspective for the phen-
omenon in its entirety will provide a basis for micro
theories to be built upon, thus eliminating inconsisten-
cies and contradictions in the micro theories when eval-
uated at a comparative level. This does not mean that

“We have used the term science in behavioral science
within inverted commas because the term behavioral sci-
ence carries contradictions within itself, although it
has a status in the literature today. Science is a
wholistic process. Therefore, it is not scientific to
separate behavior from thoughts (cognitive structures),
thoughts from social experiences within which they find
roots, and thus, to create a "scientific" branch such
as behavioral science apart from social science. This
means that behavior is treated as if it is not a social
phenomenon--a mistake many behavioral "scientists" do
make .



variability is sacrificed, or that a third party is
watching over developments, for there may be alterna-
tive macro frameworks. However, without some linkage
to a macro framework, micro theories will not be able
to deal with many questions regarding constraints, as-
sumptions and input variables, having to accept them as
givens without an explanation and/or understanding of
their state.

Buyer, Not Consumer, Behavior is Studied

There is a strong tendency in the consumer behavior dis-
cipline, as in marketing, to direct efforts at easy ap-
plication in practice. It is a widely used statement
that being too theoretical limits applicability and use
in the real world. Many marketing scholars also adhere
to this view (Luck 1969). However, too much emphasis on
and tendency toward application in practice can lead to
a loss of a sense and understanding of reality.® Un-
fortunately, both disciplines of consumer behavior and
marketing have tended to investigate buying behaviors,
rather than consumption behaviors, because they enable
easily applicable and comprehensible measurements and
scales (Jacoby 1978). This is realized by some of the
authors of consumer behavior models (Engel, Kollat,
Blackwell 1973; Nicosia 1966). The Howard and Sheth
Model is named "The Theory of Buyer Behavior." A dis-
tinction between buyer and consumer behavior can contri-
bute to knowledge in several ways.

i) Consumption, and thus, satisfaction of a need,
may have to be achieved through means other than
buying (i.e., market exchange). Similarly, not
being able to satisfy a need, frustrated con-
sumption, is also a consumption behavior.

ii) Consumer behavior may act as an independent vari-
able in buyer behavior.

iii) Study of consumer behavior may help in the devel-
opment of suggestions for better satisfaction of
consumer needs, while buyer behavior is more con-
ducive to a "marketing' approach.

iv) As public policy and public services and goods
enter into the field of the discipline, study of
consumer behavior may gain importance, because
purchase of public goods and services (i.e.,
through market exchange) may not be important or
even pertinent, whereas, their consumption is
meaningful and important for social life patterns.

Four major points of departure were used to present a
critical evaluation of the orientations in the consumer
behavior discipline. While these points help in des-
cribing critically the present state of the discipline,
an evaluation would not be complete without understand-
ing the historical background of the orientations that
dominate the discipline.

Development of Consumer Behavior Models

As the consumer behavior discipline developed as an area
of marketing, and as we referred to certain character-
istics of marketing in discussions above, it will be
useful and necessary to look at the historical develop-
ment of marketing itself. It is a usual practice in
marketing literature to refer to stages in this devel-
opment (Bartels 1962). Although the commodity, func-
tional, and institutional approach stages constituted

®As this is not a scientific treatise it should suffice
to say that reality is not always, and many times not,

equal to what is apparent in day to day facts. There-

fore, scientific inquiry necessitates an understanding

of the relationships in the historical process, rather

than a compilation of contemporary facts.

the beginning of the discipline, marketing has become
established and recognized as a discipline at a time
when demand shortages were the basic problem in advanced
capitalist economies. This corresponds to the years
just before and after World War II and the time when
marketing entered the management approach stage. These
occurrences are not coincidental. This was a time when
Keynesian policies were widely implemented, especially
in the U.S., to raise demand and consumption to levels
of supply and production. Marketing, as a discipline
with potential for management and regulation of demand
to meet supply capabilities, developed fast into a mana-
gerial discipline with a technological-managerial orien-
tation with the task to develop management techniques
for regulating certain variables to orient social de-
mand. This still is the reason for the strong orienta-
tion toward regulating demand rather than supply in mar-
keting (Kotler 1975). As a result of the War economy
implemented during WWII both the supply capability and
buying power had accumulated, and then set free after
the War. This enhanced the development of the technolo-
gical-managerial orientation, as well as the development
of the discipline itself.

In spite of all claims about the discipline's being a
"science" of need satisfaction through exchange (Kotler
1972, Bagozzi 1975), its characteristics criticized
above, especially the technological-managerial orienta-
tion, has limited marketing and consumer behavior disci-
plines to serve producers and distributors, i.e., sup-
plying and marketing organizations, in prompting demand
for their products, services, and brands. Broadening
the concept of marketing (Kotler and Levy 1969), has
been limited to broadening the operational domain of
marketing and consumer research techniques and methods,
not broadening the philosophical domain of the disci-
plines (Spratlen 1972). The disciplines have been dis-
playing the greatest ingenuity and success in (i) or-
chestrating the image and positioning of brands and
products, their main attributes dictated by the techno-
logical developments and growth necessities of indus-
tries, to match the perceived self-images, cultural and
symbolic status differences and aspirations, and buying
powers of consumers, (ii) preparing relevant promotional
campaigns, and (iii) in learning the decision processes
that lead to brand choice, once the need is felt. Being
technologically oriented, and having businesses as their
major customers or audience, the disciplines have placed
the emphasis on studying the mechanisms by which these
decision processes can be influenced.

Some Further Comments

These characteristics are primarily attributable to mar-
keting, and have developed as a result of societal nec-
essities created by capitalist growth and developments.
They are reflected directly on consumer research which
has grown first as a branch of marketing. Thus, all the
above characteristics are inherited by the consumer be-
havior discipline. There are important negative conse-
quences of this inheritance. The models and theories
are applicable only within the context, time, and social
formation within which they have been developed, which
means that application, to other contexts creates diffi-
culties and forcing onto these contexts relationships
and methods developed in another context, many times
causing imbalances. A cisor example to this is the sit-
uation where not a demand but a supply shortage is pre-
sent. The only recommendation for relieving this prob-
lem by marketers is demarketing (Kotler and Levy 1971;
Kotler 1975). This limitation is closely related to
limitations in the development of consumer behavior mod-
els. The models can explain only the decision processes
which take place once the demand (or need) for a commo-
dity is given. Thus, when that commodity is in short-
age, the processes of change in demand, and therefore, a
reallocation of resources cannot be explained or pre-
dicted. As a result, in the situation termed as the



seller's market, the understanding that whatever is pro-
duced will be sold, or that there is no need for market-
ing (except demarketing) continues to reign.

Another consequence of the developments criticized is
the tendency to assume the relationships, facts and rel-
evant techniques and methods discovered in one society
or context at a certain time in history, as universal
and eternal. Such treatment of scientific facts is the
major step toward an ideological break with science, be-
cause although a scientific investigation may show prob-
ability and possibility for change and development, as-
suming and arguing a stationary state for certain facts
and relations will form conceptual frameworks against
change and development which may possibly benefit social
groups, the environment, etc.

Conclusion

How can a scientific orientation in the consumer behav-
ior, as well as marketing, discipline(s) be developed?
First thing to do is to accept all possible variables as
variables, not givens and/or constants. Especially, in
the case of consumer behavior, needs or need perceptions
(because in reality needs are not constants or givens,
but they change) must be made subject to study. Making
only brand and/or product choice subject to study hurts
scientificy in two ways. First is the probability of
not being able to explain different relations in brand
and product choice processes, were needs, and also con-
sumption patterns dominant in society, to change. Sec-
one is one that has heavy ideological undertones. Un-
less the processes whereby consumer units participate
(or cannot participate) in the formation of available
alternatives for consumption (from brands to consumption
patterns) in society are not understood, and thus, as
long as consumer units are perceived as decision makers
that make choices only from among what is available,
means of wider participation will also be indirectly
limited by the discipline. This means that the disci-
pline, with its technological-managerial orientation
will support the perpetuation of the power relationship
found in the capitalist economies today. Such a reault,
consciously or unconsciously supported, will, contrary
to scientific goals, perpetuate the predicaments of the
power less consumer units (especially those lacking buy-
ing power), and therefore, create an ideological barrier
to scientific endeavor. Studying the macro societal
structures and processes that tend to equate or dis-
equate demand and supply, or needs and their satisfac-
tion, while at the same time molding and changing both
variables will bring the steps toward scientific market-
ing and consumer behavior disciplines.
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HEDONIC AND UTILITARIAN ASPECTS OF CONSUMER BEHAVIOR:
AN ATTITUDINAL PERSPECTIVE

011i T. Ahtola, University of Denver

Abstract

Recent criticism of traditional attitude concept and
measurement leveled by consumer researchers who empha-
size symbolic, esthetic, and hedonic aspects of con-
sumption is reviewed. Traditional attitude concept is
reviewed and the validity of the criticism is partly
accepted. A new conceptualization of attitude is pro-
posed that incorporates elements from both perspectives.
Operationalization of the concept is discussed, and
some preliminary empirical findings are referred to.

Introduction

There has been of late an understanding that the tra-
ditional measures of consumer attitudes do not ade-
quately reflect the various volitional, internally
motivated, approach/avoidance response tendencies in
different consumption and/or purchase situations.

A common criticism is that these attitude measures are
based on conceptualizations that are too simplistic
and/or too narrowly focused. One area of criticism

has pointed out that the symbolic, hedonic, and esthetic
aspects of consumption are not adequately reflected in
these conceptualizations and consequently in the resul-
tant operationalizations (e.g., Holbrook and Hirschman
1982).

The purpose of this paper is to respond to this criti-
cism by proposing a modification to the traditional
attitude concept and measurement. This modification
incorporates explicitly and as separate constructs

both the utilitarian and the hedonic aspects of con-
sumer attitudes. These two constructs determine the
general aspect of attitudes. The three constructs

and their relationships together form the overall atti-
tude construct.

Hedonic Perspective

Hedonic, or experiential perspective, as it is also
called (Hirschman and Holbrook 1982, Holbrook and
Hirschman 1982, also Unger and Kernan 1983), does
not limit its scope of interest only to attitudes,

but many other aspects of consumer behavior are in-
cluded. Of interest are various cognitive and behav-
ioral responses in addition to affective ones. Also,
much attention is focused on consumer and environmen-
tal 'input' variables. Perhaps, because this perspec-
tive has been discussed in the marketing literature in
the form of rather short articles, the overall picture
remains still very fuzzy with several more or less
overlapping concepts and constructs that remain un- or
vaguely defined. For example, Holbrook and Hirschman,
in their various articles, discuss concepts such as
esthetic products, esthetic criteria, and esthetic
response wi*hout explaining these terms adequately.

Is it, for esxample, proposed that evaluating esthetic
products, esthetic criteria are used, and the resul-
tant response is esthetic? Probably the main contrib-
ution of this literature to this date is that it has
convincingly exposed the problem of the dominant view
having been too limited, and has pointed out to some
directions where eventually some solutions may be
found.

As the title of this paper indicated, the hedonic per-
spective is examined here from an attitudinal perspec-

tive. More specifically, from the traditional atti-
tudinal perspective (e.g., Likert 1932, Osgood, Suci,
and Tannenbaum 1957). Consequently, the focus is
limited to those elements in the hedonic theories
that are seen to provide inputs into accepting, re-
jecting, or adjusting the traditional attitude concept.
The interest is thus almost exclusively on evaluative
predispositions.

Hirschman and Holbrook (1982) and Hirschman (1983)
make a point that we could classify products into
utilitarian and esthetic. Traditional marketing re-
search has concentrated on utilitarian products ac-
cording to these authors and the measurement instru-
ments reflect that fact. They argue that new methods
and instruments need to be developed to study consump-
tion of esthetic products (e.g., going to a concert).
Furthermore, they argue that traditional attitude meas-
ures, such as expectancy-value multiattribute models,
measure only affect, which is only a subcategory of
emotional response, which again is only a subcategory
of hedonic response.

Hirschman and Holbrook (1982) make several valid points
describing the conceptual differences between behaviors
like "buying a washing machine' and "going to a con-
cert". What remains unclear is whether also the atti-
tudes toward various brands of washing machines are
somehow utilitarian in nature as contrasted with emo-
tional or esthetic. That is, is there a qualitative
difference in attitudes toward utilitarian products

vs. esthetic products? I cannot help feeling that

the authors are implying that preferences among what
they call utilitarian products are not hedonic or emo-
tive in nature, even though they explicitly state that
traditional attitude measures measure affect, which

is a subconstruct of emotion. Perhaps most clearly
this qualitative difference in evaluative responses

is exposed by Holbrook (1983) referring to Holbrook

and Zirlin (1983):

"Epistemic and emotional responses tend to
correspond, respectively, to utilitarian and
esthetic value judgements. Though the paral-
lelism is not perfect, utilitarian (extrinsic)
value tends to result from beliefs about the
way product imagery serves consumption needs
whereas esthetic (intrinsic) value tends to
hinge on an emotional response to the sign or
significate appreciated for its own sake."

The above mentioned criticism that the traditional
attitude models are oriented toward utilitarian be-
haviors does not accurately reflect at least the intent
of the researchers who developed these techniques.

The various attitude measurement instruments have al-
most exclusively been developed by social psychologists,
who have te¢n interested in behaviors such as allowing
communists to speak in public (Rosenberg 1956, cf.
Hirschman 1983) and sexual behavior (Fishbein 1966).

In summary, it remains unclear whether the authors
looking at the attitudes from the hedonic/experien-
tial perspective argue that the traditional attitude
work is focusing only on one, perhaps minor, aspect
of hedonic response, or that this work focuses on
responses that are not hedonic at all. Also, it re-
mains unclear whether a rather comprehensive theory
that explains both utilitarian and hedonic behaviors



is suggested. Or is it a theory that relates only to
esthetic/hedonic behaviors? However, a convincing case
is made that we should take a closer look at distinc-
tions between utilitarian value judgements and esthetic/
emotional response.

Traditional Attitudinal Perspective

The distinction between esthetic and utilitarian prod-
ucts or value judgements does not appear to have been
a concern to those attitude theorists who have had
major influence on consumer researchers. Those who
consider attitude to be separate from cognitions and
conations argue that it can be measured by a procedure
which locates the subject on a bipolar affective or
evaluative dimension vis-a-vis a given object. (For

a review, see Fishbein 1975, Chapter 1.) Consequently,
the attitudes are seen as unidimensional, and the same
dimension applies to any subject or object. Further-
more, attitude researchers in psychology seem to equate
attitude with feeling more than with preference (cf.
Holbrook and Hirschman 1982). Many do not seem to
make any difference, a notable example being Fishbein
(1975, p. 11), who appears to have influenced the con-
sumer attitude research the most. He uses terms “eval-
uation" and "affect" interchangeably. Also, in his
measurement instruments, scales like pleasant/unpleas-
ant and valuable/worthless are averaged to derive a
measure of attitude.

It is also interesting that Fishbein in his earlier
theoretical writings (Fishbein 1967) conceptualized
three basic determinants of behavioral intentions
(behavioral intention is considered by him to be the
main determinant of subsequent behavior). These three
determinants are 1. attitude (affect) toward the be-
havior, 2. social norms governing that behavior (ref-
erent influences), 3. personal norms governing that
behavior. He later dropped the third component, i.e.,
personal norms, because it correlated too high with
the behavioral intention, but at the same time, did
not add to the predictive power of the model that in-
cluded only the two other components (Fishbein 1975,
pp. 305-6).

Fishbein may have dropped something theoretically
meaningful too early based on empirical evidence that
was equivocal. My hypothesis is that the personal

norms did not help in predictions because these influ-
ences are confounded in his attitude (affect) measures
and because of how they were conceptualized. He meas-
ured personal norms in terms of what the person believed
s/he should/should not do with respect to the action
s/he was considering. I believe this is too ambiquous.

Furthermore, I believe that his measure of attitude
(affect) includes personal norms through the use of
the scales like 'wise/foolish'. Even the scale like
'good/bad' that he always uses, is not independent of
normative influences.

I should make it clear that my discussion here is fo-
cused on the concept of attitude alone, not on the
relationship between, say, beliefs and attitudes. The
so called expectancy-value models attempt to explain
this relationship, that is, they try to measure atti-
tudes through their determinants, and not directly.
The direct measures of attitudes, utilized, for ex-
ample, by Fishbein include techniques such as the eval-
uative dimension of the semantic differential (Osgood,
Suci, and Tannenbaum 1957) and Likert's method of sum-
mated ratings (Likert 1932). These measures are used
as criteria when the predictions of expectancy-value
models are evaluated.

In summary, traditional attitude concept and measure-
ment, especially as defined by Fishbein, was not devel-

oped for the purpose of predicting behaviors toward
utilitarian objects. In fact, the distinction between
esthetic and utilitarian objects does not seem to appear
in this literature even implicitly. However, separately
from attitudes, Fishbein (1967) considered but later
discarded (Fishbein and Ajzen 1975) a possibility that
people may have personal norms (in addition to social
norms) which influence their behavior in addition to
attitudinal predispositions. I suggest that these
personal norms are rather closely related to the util-
itarian motives of behaviors.

An Attitude with Utilitarian and Hedonic Components

I suggest that it is useful to make a distinction be-
:ween utilitarian and hedonic motives underlying con-
sumption decisions. - These motives form two of the
three aspects of attitudes toward behavioral acts.
Utilitarian aspect of an attitude toward a behavior
relates to usefulness, value, and wiseness of the be-
havior as perceived by the consumer. Hedonic aspect
relates to pleasure experienced or anticipated from
the behavior. Hedonic aspect results from the esthetic/
emotional feelings listed by Holbrook and Hirschman
(1982) and Hirschman and Solomon (1984), such as love,
hate, fear, joy, boredom, etc., in addition to like/
dislike.

Both the utilitarian and hedonic aspects are bipolar
in nature and vary in magnitude. Hedonic aspect in-
cludes painful and unpleasant feelings as well as
pleasant. Utilitarian aspect includes judgements
about foolishness and irrationality as well as wise-
ness and rationality.

I want to emphasize that I am talking about a past,
present, or anticipated state, not about a process.
Consequently, my utilitarian aspect differs from that
of Hirschman and Solomon (1984). They seem to talk
about rational processing of information, while my
focus is. on the affective state. These affective
states, whether hedonic or utilitarian in nature, may
be the result of rational or irrational, components
or Gestalt processing (cf. Holbrook and Moore 1981).
Consequently, clear distinction need to be drawn be-
tween processing of information and the nature of the
resultant state.

I do not believe it to be conceptually sound to divide
behaviors into either hedonic or utilitarian. I feel
that practically every behavior has both utilitarian
(positive and/or negative) and hedonic (positive and/
or negative) aspects. Consequently, it is not theo-
retically sound to classify behaviors to utilitarian
and hedonic, even though it is clear that some behav-
iors are more hedonically motivated than some others.

Going back to Hirschman and Holbrook (1982) article,
their definition of 'hedonic response' is much broader
than what is being offered here as 'hedonic aspect of
attitudes'. Here it refers only to anticipated or
experienced pleasure reactions to an event or a group/
sequence of events. The multisensory or fantacy expe-
riences most likely are powerful determinants of this
emotional reaction, but %hey are not considered here
to be part of it. Their place is earlier in the causal
chain leading to attitudes. A parallel to the above
distinction is the relationship between beliefs and
attitudes. Rosenberg (1956) considers beliefs to be
part of the attitude construct. Fishbein .(1967), on
the other hand, considers beliefs to be determinants
of attitudes, but not part of it. The probable reason
for this distinction is that Rosenberg predicts that
beliefs can directly affect behaviors while Fishbein
assumes that their effect on behaviors is totally
mediated by attitudes.



If it is true that the essence of hedonic response can
be measured by the pleasure reaction, we are probably
much closer to developing an instrument to measure to-
tal affect, than if we have to include also multisen-
sory and fantacy measures. Of course, if the purpose
is to diagnose emotional reactions, and understand
their determinants, we need to develop instruments and
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methods to study these phenomena. Furthermore, even
though it is valuable to measure emotional reactions
during the purchase and consumption behaviors for bet-
ter diagnostics, for the purpose of measuring affective
predispositions, it should be adequate to measure an-
ticipated pleasure reactions. The hedonic aspect, how-
ever, does not incorporate all the motivational forces.
We need to measure also the utilitarian aspect and the
general aspect.

The utilitarian aspect is considered to be separate
from the hedonic aspect, not a subconstruct of it, as
Hirschman and Holbrook (1982) seem to be implying.
Again, for the purpose of measuring affective predis-
position it should be adequate to measure the anticip-
ated utilitarian value of the behavior. For this pur-
pose it is not necessary to know how different pieces
of information were processed to come up with the value.

It is anticipated that the utilitarian and hedonic
aspects are normally positively correlated. For exam-
ple, most cognitive balance theories would predict that.

It is also hypothesized that the utilitarian and he-
donic aspects of attitudes together determine the

third attitudinal construct that I call the general
aspect of an attitude. This third aspect comes closest
to the traditional notion of attitude. It relates to
the general pro or con orientation toward the behavior.
Is the behavior seen as good or bad, positive or neg-
ative? The reason I do not conceptualize this general
aspect to be the sole or even the cential part of the
covet all attitude construct is because I hypothesize
that the hedonic and/or the utilitarian aspects have
also a direct impact on behaviors. Their impact is

not totally mediated by the general aspect (cf. Fishbein
1967). This is especially likely to be the case when
the same behavior takes place under different circum-
stances. The demands of the situation and the mood of
the individual affect the relative influences.

Figure 1 summarizes the proposed overall attitude con-
struct. In the nutshell, what is being proposed here

is that the general aspect of an attitude is a function
of two basic components 1. hedonic, and 2. utilitarian.
We can measure the general aspect by using scales like
'positive/negative', 'good/bad', 'favorable/unfavor-
able'. The hedonic component can be measured by using
scales like 'pleasing/annoying', 'happy/sad', 'beauti-
ful/ugly', and the utilitarian component by using
scales like 'valuable/worthless', 'foolish/wise’,
tional/irrational'. There are probably significant
individual, cultural, and situational differences that
determine the relative weights for the three components
as determinants of behaviors.

'ra-

I have recently conducted studies where attitudes to-
ward several different behaviors in different popula-
tions were measured using evaluative dimension of the
semantic differential with a large number of scales.
Preliminary findings indicate that when the scales are
further factor analyzed, two factors emerge. One fac-
tor has the hedonic scales consistently loading on it,
and the other factor has the utilitarian scales loading
on it. General aspect scales often have high factor
loadings on both factors. Sometimes one factor is
dominant, sometimes the other. This pattern appears
systematic. For example, 'eating candy' has the he-
donic factor more dominant, while 'doing laundry' has
the utilitarian factor more dominant. The less domi-
nant factor, however, explains also a sizeable part of
the total variance in the data. This data is still
being analyzed using more sophisticated techniques,
such as LISREL, and has not been reported in any pub-
lished form yet.

Some Related Issues

An interesting related issue is pointed out by Hirsch-
man and Holbrook (1982). That is, it is well docu-
mented that people often choose to experience some-
thing they expect will cause them emotional pain.
Masochism aside, this phenomenon can be explained by
utilitarian reasons. As pointed out in the same ar-
ticle, the reason often seems to be a need to learn to
deal better with past unhappy events. I would call
this utilitarian. Another utilitarian reason might
simply be a need to learn more to be better prepared
for some future situation. An avid anticommunist may
want to read Das Kapital to be more able to argue
against communism.

Another related issue is how the proposed conceptual-
ization relates to the work by Fishbein. My interpre-
tation here is that even though Fishbein does not dis-
tinquish between hedonic and utilitarian aspects of
attitudes, he did try to get to utilitarian aspects of
behaviors through his '"personal norms' component (even
though the relationship between personal norms and
utilitarian motives may not be quite straightforward).
My recommendation differs significantly from the early
and since discarded conceptualization by Fishbein in
that it considers the utilitarian aspect to be part of
the attitude, not a separate personal normative compo-
nent like Fishbein conceptualized.

Furthermore, the proposed conceptualization requires

a much more careful and restrictive use of scales that
load on the evaluative dimension of the semantic dif-
ferential. Some of those scales are general attitudi-
nal, some are hedonic, and some utilitarian. It is
hoped that when the different and unique motivational
aspects of these components are considered, better be-
havioral predictions will also follow. It is, by no
means, suggested here that attitudes are the sole de-
terminant of behaviors, but they certainly seem to be
one of the most important. Consequently, improvements
in their measurement should have a significant effect.
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7-UP ART, PEPSI ART, AND SUNKIST ART: THE
PRESENTATION OF BRAND SYMBOLS IN ART

Susan Spiggle
The University of Connecticut

Abstract

This paper argues that the appropriation of brand symbols
by artists in various art worlds is an important area of
inquiry for consumer researchers. A discussion of the
features of brand symbols and images which render them
unique symbols for conveying meaning by artists is fol-
lowed by the presentation of data on the use of brand
symbols from a content analysis of underground comix.
Various explanations of the type of products and brands
which appear are explored.

Introduction

Brand symbols and their associated images beckon us from
TV, radio, magazines, billboards, newspapers, stores, and
our own cupboards. We learn to recognize them as commer-
cial messages and discount, ignore, or embrace them
according to our interests, attitudes, and involvement.
We also confront brand symbols in a different context.
Artists of all types incorporate brand symbols in their
art work.

In the 1920s Stuart Davis incorporated Lucky Strike sym- -
bols in his paintings. In the 1950s and 1960s Jasper
Johns, Andy Warhol, Claus Oldenburg, Tom Wesselman, and
Robert Ruaschenberg used the symbols of Ballantine Beer,
Pall Malls, Budweiser, Campbells, Coke, Underwood, and
Brillo along with comic characters and other symbols of
mid 20th century everyday life in paintings. Corn Chex,
Die Hard, Colombo, Dannon, Coke, Chef Burger, 9 Lives,
Moosehead Beer, Pepsodent, STP, Victor Records, Post,
Crest, Uncle Ben's, Salem, Winston, and Raleigh are dis-
played as garbage on the the set of the current Boston
production of Cats. In a 1984 touring production of Pas-
cual Olivera and Angela del Moral: A Celebration of
Spain in Dance and Music, the performers make reference
to Sears, Max Factor, Clairol, and Kentucky Fried Chicken
in joking with the audience. The rock band, Duran Duran,
performs in front of a huge red curtain with the white
Coca-Cola wave across it. The films, E.T., The Big
Chill, and Gorky Park, conspicuously display such brands
as Reeces Pieces, Blaupunkt, Olivetti, and Kelloggs.
Street artists have painted a street car in New York City
to resemble a Campbells soup can. The syndicated newspa-
per comic strips, Bloom County and Shoe incorporate the
symbols for Lean Cuisine, Bell Telephone, Atari, and
K-Mart among others. Underground comix characters are
surrounded by such real and fictitious brands as Canada
Dry, the Wall Street Journal, Toad Beer, Toxic Shock Tam-
pons, and Pepperidge Farm. -A mural painted by children
in the dining hall of the 4-H Camp at Abington, Connecti-
cut portrays a suburban landscape out of whose center
rises the golden arches of McDonalds.

What is the significance of performers, professional rine
artists, comic artists, street artists, and children
incorporating brand symbols in their art work? What are
consumer researchers to understand about the existence of
this phenomenon and which product categories and brands
are chosen? This paper speculates about the meaning and
potential impact of brand symbols in art. As a first
attempt to shed some empirical light on this subject,
data from a content analysis of underground comix is pre-
sented.
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Brand Symbols in Art

Artists working in visual, written, or performance art
forms use symbols to convey meaning, whether the intended
audience is mass or specialized. Through the choice of
symbols and their juxtapositions, artists critique, mock,
reflect, idealize, praise, and create new visions of
reality. The ability of an artist to accomplish one or
more of these objectives is partially a function of which
symbols are chosen and the type of meanings they convey
to particular audiences.

Brand symbols have particular features which render them
unique for incorporation into various art forms. Through
the medium of commercial art brand symbols are created
with aesthetic guidelines and chosen for their communica-
tive effectiveness. Advertisers have access to immense
resources for the production and distribution of their
images. High quality artwork and reproductive techniques
create ads of considerable artistic merit in which other
valued symbols appear along with compelling imagery.
Market research and copy testing help to insure that the
message delivered will be relevant to the intended audi-
ence.

In addition to the wealth of resources which allows the
compelling communication of brand symbols, advertising
budgets permit their frequent and ubiquitous presence.
Most Americans probably encounter Coca-Cola symbols more
frequently than symbols of the major religious, govern-
mental, and cultural institutions in society. Not only
are they frequently encountered, but they have become
part of everyday reality, embedded with and surrounded by
noncommercial stimuli. Well funded ad campaigns result
in the ability of brand symbols to evoke similar images,
emotions, and associations to a nation with access to
mass media. As such, brand symbols have come to perform
an important integrative function in a still heterogene~
ous society (Cf. Lohof (1960) on Marlboro cigarettes and
Hall (1978) on McDonalds).

Brand symbols and images are pervasive, compelling and
widely recognized. Consequently, they provide unique
symbols for a variety of artistic purposes. A central
question which the marketer of a brand may ask is what
implications the use of the brand in art may have in both
shaping and reflecting public perceptions of it.

Hirschman (1980) has raised the question of the locus of
the source of control over brand symbols and product def-
initions. She argues that consumers as well as producers
may exercise control over product definitions. A third
potential source of control over the social definition of
products and brands is artists, particularly those who
reach large audiences.

Marketers jealously guard the symbols, images, and trade
names of their products through registered trademarking
and litigation against infringers. Such legal actions
are generally directed against market competitors who
attempt to trade on consumer awareness and loyalty to a
brand built up by the defending firm. Good brand manage-
ment involves, among other important managerial actions,
boundary maintenance actions over the brand's name, sym-
bols, slogans, and images. Artists employing brand sym-
bols in their art are, however, not competitors



appropriating the economic value of a consumer franchise.
Rather, they are interlopers who attempt to appropriate
the emblematic value of brand symbols to convey their own
meaning and purposes.

The impact upon the brand definition may be positive,
negative, or neutral depending upon the artist's intent,
execution, and audience. Wesselman's 1962 '"White for
Purity", a sculpture of a white Christian cross with a
white Coca-Cola bottle embedded in each arm, may or may
not serve the company's purposes. One can easily imagine
satiric or pornographic treatments of brands, or Liand
symbols, combined with unfavorable associations as detri-
mental to the brand image. Regardless cf the impact, the
marketer of the brand loses some control over the brand
definition.

A more important issue to the brand manager than the
potential for losing some control over the brand defini-
tion may be the how the use of brand symbols in art
reflects upon existing definitions of brands. Do certain
brands and product types appear more frequently in dif-
ferent art forms? Are different types of products and
brands found in mass versus specialized art? Which are
likely to be satirically disguised or presented in a neg-
ative manner? Are high share brands, long lived brands,
heavily advertised ones, or those with special symbolic
or social significance portrayed differently than other
ones?

Brand Symbols in Underground Comix

The research presented below analyzes the types of prod-
ucts and brands which appear in underground comix. The
first underground comic was privately printed and hawked
in San Francisco in 1968. Other artists, whose careers
were started by drawing for college humor magazines and
the rock poster industry, were joined by comic-fan, ama-
teur artists in creating the fledgling industry which
boomed from 1970 to 1972. Economic and cultural factors
produced a slump in 1973 followed by a restructuring in
1974, after which comix subject matter became more div-
erse and the industry more fragmented. Comix are dis-
tributed through specialized stores, direct mail by pub-
lishers, and by specialized mail distributors. The
audience is, thus, limited to those with knowledge of and
access to these channels (See Kennedy 1982, Sanders 1975,
Brockman 1971).

Underground comix are an interesting art form for the
study of brand symbolism in art for several reasons.
audience is small and very specialized. The typical
print run is 10,000 to 15,000 as opposed to 200,000 for
above ground comics (Kennedy, 1982), or the estimated
U.S. audience size of 100 million for Sunday comics (Kas-
sarjian, 1983). 1In spite of its small absolute size, the
audience is part of a larger segment of the population of
considerable social significance--individuals with vary-
ing degrees of experience with the counterculture. The
sheer size and stage of life cycle of this group render
them a population segment with significant economic power
and political clout.

The

Underground comic art embraces satire, critique, reflec-
tion, praise, and new visions of reality, embodying the
values and modes of expression of its culturally special-
ized audience. Brand symbols appear in undergrounds as
the focus of character's attentions, as objects of con-
sumption, and as prominent and hidden background features
of the comic panels. Brands are found as identifiable
objects lending an air of reality to a scene (a character
is reading The Daily Flash), as well as objects of satire
(a truck with a Drugs R Us sign), and critical attack
(the golden arches of McDonalds over a death camp into
which earthlings with Gucci bags are being herded under-
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neath which a sign reads "over 100 million seared").
Underground comic artists utilize brand symbols in dif-
ferent ways, providing a basis for looking at how differ-
ent types of brands are presented.

In addition, the art form combines mass media and indi-
vidual artistic elements. Underground comix artists pro-
duce their art in a relatively simple and inexpensive
production and distribution network which gives them a
great deal of freedom of artistic expression. In con-
trast, abovegrounds are produced in a complex anc expen—
sive means of production requiring the artists' integra-
tion into a large-scale, structured division of labor.
Their work is constrained by editorial policy and the
necessity to conform to the Comics Code (Kennedy 1982).
The similarities and differences between aboveground and
underground comic forms and their audiences allow for the
possibility of valuable comparisons in the study of brand
symbolism in comic art.

The Research

The following data is from a broader study comparing the
content of underground comix to Sunday comics. The
broader study includes an analysis of the presentation of
the roles, goals, and means of characters (following Kas-
sarjian's 1983 work) and of consumer products, retail
establishments, and corporations. The data presented
here is drawn from a systematic content analysis of a
sample of underground comix from two periods, 1971-72 and
1981-82.

Methods

The Sample

The universe from which the sample was drawn is a private
comix collection owned by Clinton Sanders. The collec-
tion contains all titles from the major publishers of
undergrounds from 1968 to the present. A comparison of
titles from The Illustrated Checklist to Underground
Comix (Wiener 1979) shows the collection to be 79% com-
plete (154 out of 194) for the years 1971-72. The col-
lection contains 74% (154 out of 208) of the titles for
1971-72 listed in The Official Underground and New Wave
Comix Price Guide (1983) and 36% (26 out of 73) of the

titles for the 1981-82 period. The latter guide includes
a more diverse set of titles, especially for the later
years when the comix world became more diffused and dis-
tribution more fragmented. The sampled universe does not
contain every possible title, but is representative of
the phenomenon of interest here. In fact, the sampled
universe by virtue of its delimited boundaries, is more
representative of the phenomenon being investigated than
most art worlds and other communications media which
researchers content analyze.

and 1981-82 were chosen because they
stages in the product life cycle of
Comix have been published for only
81-82 period was chosen because it
was the most recent two year period for which the collec-
tion was complete at the time the data was gathered. The
71-72 period was chosen because it represents the growth
stage or boom years of undergrounds and because it pro-
vides a decade interval between periods. It further rep-
resents the height of the countercultural years.

The periods 1971-72
represent different
underground comix.

sixteen years. The

Every strip was enumerated in each underground comix book
and assigned a number from 1 to the number of strips in
each period. There were 1542 strips in the 71-72 books
and 296 strips in the 81-82 books. Fifty-five strips
were then sampled from each period. They were chosen by
random numbers generated by a computer program.



Content Categories and Coding

The content analysis categories were constructed to pro-
vide answers to the following questions.
1. What brands are shown?

2. Are they real, fictitious, satirically disguised, or
generic?

3. Are they shown as the focus of attention of charac-
ters, being consumed, or as prominent or hidden back-
ground items?

4. Do characters display positive, negative or neutral
attitudes toward them?

5. What product types are found?
6. Is the product a durable, nondurable, or a service?

7. What state in the cycle of production, distribution,
consumption, and disposal is the product found?

8. Is the product presented by the artist in a posi-
tive, negative or neutral manner?

Besides these categories, each strip was defined by
period (71-72) or ( 81-82) and artist's intent. The lat-
ter classification was based on a modification of Kassar-
jian's coding scheme (1983) for Sunday comics. He cat-
egorized strips in Sunday comics on the basis of whether
the intent was laughter or adventure. Because of the
different content of underground comix, two additional
categories were used, humorous critique and embittered
critique. The former represents strips which poke fun at
or satirize establishment definitions in a humorous man-
ner. The latter was used with strips which provide
humorless and biting critiques of establishment defini-
tions.

The content analysis was conducted by the author and
Clinton Sanders. We each independently read and coded
every strip. The strips were analyzed for their content
on commercial symbols at the same time as their content
on several strip-as-a-whole variables and for the roles,
goals, means, and other variables of characters. The
strip-as-a whole and character coding schemes were devel-
oped from Kassarjian's (1983) coding scheme and modified
where necessary. The brand symbol coding scheme was
developed and pretested on strips not included in the
sample. The scheme was discussed and modified until both
coders reached a 90% level of agreement in their coding
assignments.

The scheme was then used to analyze brand symbols in the
110 sampled strips. All objects or references to objects
which were identified by a decipherable symbol (verbal or
non-verbal) that represented a brand or labeled consumer
product were coded as products. We identified 210 prod-
ucts and made 1680 separate judgements on them. We disa-
greed on 133 judgements resulting in a intercoder rali-
ability rate of 92%. The disagreements were spread
approximately equally across coding categories. Coding
differences were resolved by both coders' agreement after
we discussed the reasons for the original coding assign-—
ments.

Findings

Of the 110 strips 44% were classified as laughter, 5% as
adventure, 30% as humorous critique, 14% as embittered
critique, and 7% were unclassifiable. An increase of
embittered critique occurred in the 81-82 period. 1In
71-72 5% were embittered critique, but 22% were in 81-82.
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The adventure and other categories dropped from 20% to
5%, while laughter and humorous critique remained stable.

Of the 110 strips 57% had at least one consumer brand
with an average of 1.7 brands per strip. Comparison data
has not yet been analyzed for brands in Sunday comics.
However, readers familiar with Sunday comics will recog-
nize that a considerably higher proportion of under-—
grounds contain branded products.

Of the 210 products coded only four real brands appeared
twice--Cadillac, Old Crow, Twinkies, and TV Guide (once
satirically disguised as TV Guts). McDonalds appeared
once on a bag from which the character Mickey the Rat was
having lunch and once as advertising in the newspaper for
help in the classified section. Other real, nationally
recognized brands included Brillo, Coke (as Cokesi),
Drano, Colgate (as Godgate), Jello, Kelloggs, Pampers,
Wonderbread, Zenith, Cheer (as Queer), Sunkist, and Wes-
son. Actual brands were more common than others as Table
1 demonstrates.

TABLE 1

DISTRIBUTION OF BRAND IDENTIFICATION

Sample 1971-72 1981-82
Actual brands 45% 41% 50%
Fictitious brands 27% 38% 16%
Satirically disguised 10% 6% 14%
Generics 16% 12% 20%
Unclassifiable 2% 1% 2%

N = 210 102 108

Between the 71-72 and 81-82 periods there was a marked
decline in fictitious brands accompanied by an increase
in actual, generic, and satirically disguised brands.

This trend is consistent with the findings by McNeal,
McDaniel, and Smart (1983) in their replication of Bogart
and Lehman's (1973) study of the number and types of
brands which female consumers could produce through
unaided recall. Pointing to increases in the number of
nationally advertised brands and generic products between
the periods, they correctly hypothesized that respondents
would be able to produce a significantly greater average
number of brands and a larger proportion of private and
generic brands. The fact that the changes between the
two time periods in the proportion of brand types in
underground comix paralleled those of consumer recall
suggests that both reflect trends in the marketing envi-
ronment. The distribution of products by type and trends
over time, however, did not parallel those in the brand
repertoires of the unaided brand recall studies. As
Table 2 demonstrates the distribution of product types in
comix is substantially different from that of unaided
recall by female consumers. Food products were of sub-
stantially smaller proportions in undergrounds than in
the unaided brand repertoires. More striking is the pre-
ponderance of of information and leisure products which
included many books, records, and newspapers in under-
ground comix, while this category was not enumerated in
the above studies. Further, alcoholic beverages, the
third largest category in underground comix, was minimal
in their studies. Likewise, personal and home care prod-
ucts received considerably higher proportions of mentions
in the unaided brand repertoire studies than in under-
ground comix. In both brand recall studies and in comix
tobacco products were negligible, and automobiles, cloth-
ing, and appliances comprised between 3% and 9% of prod-
ucts.

Neither the trends over time, nor the general proportions



TABLE 2
DISTRIBUTION OF PRODUCT TYPES

Comix Comix Recall Comix Recall
Sample 71-72 1973 81-82 1983

Information
& Leisure 43%  46% - 43% -
Food 21%  17%  51% 25%  46%
Alcohol 14% 13% 1% 15% 2%
Personal & home care 7% 7% 27% 7% 23%
Autos, vehicles 4% 7% 4% 1% 10%
Appliances 3% 3% 9% 4% 3%
Tobacco 1% - 2% 1% 2%
Clothing 1% 1% 3% 1% 6%
Other 4% 7% 2% 3% 5%
N = 210 102 11113 108 3702

Recall data adapted from McNeal, McDaniel, and
Smart (1983) to fit comix product categories.

of most product types in comix paralleled those in the
unaided brand repertoires. The parallels in brand types
and lack of parallels in product types between comix and
unaided brand repertoires suggest that for artists and
consumers, brand type consciousness may be a function of
the brand marketing environment, whereas product type
consciousness may be more a function of individual expe-
rience and lifestyle. The preoccupation with information
and leisure products, food, and alcohol may say more
about comix artist's (who are overwhelmingly male) con-
sumption patterns than about those of the larger society.
The failure of female consumers to recall information and
leisure product brands also likely results from the fact
that the typical consumer is more likely to think of
brands in product categories whose marketing utilizes
consumer package goods techniques than other types.

The presentation of products by the artist and the char-
acter orientation toward products remained stable over
the two periods. Characters were negative toward 8% of
the products, positive toward 13% (as indicated by some
behavior other then mere purchase or consumption), neu-
tral toward 49%, and had no relationship to 30%. Artists
portrayed 81% of the products in a neutral manner, 2%
positively, and 17% negatively. Artist's intent was not
related to the manner in which products were presented or
characters' orientation toward them. Strips defined as
embittered critique and as humorous critique were not
more likely to have negative product definitions than
those defined as laughter, adventure, or other. Nor were
characters more likely to be negative toward products in
those types of strips. However, the types of products,
whether they were real brands and whether they were the
focus of character action or background features, did
vary under differing artist's intent.

The distribution of product types across artist's intent
can be largely explained by the setting and roles of the
characters. In adventure stories one would not expect
characters to be using or surrounded by leisure or infor-
mation products, and one would expect them to be in set-
tings where alcohol was available. Since one would
expect appliances to be found in domestic settings, the
disproportionate percentage of them in adventures stories
is surprising. Although, the small number of products in

TABLE 3

DISTRIBUTION OF PRODUCT TYPES BY ARTIST'S INTENT

Lei- Food Alco- P/H Au- Appl- Tob- Clo- Ot-
sure hol Care tos ian- acco th'g her N
& Info ces
Laug- 47% 17% 14% 11% 3% - 1% 1% 5% 74
hter
Adven- 14% 14% 43% - - 28% - - - 7
ture
Humr's 46% 24% 12% 4% 5% 4% - - 3% 92
Crit.
Embt'd 42% 33% 13% 8% - 4% - - - 24
Crit.
Other 43% 7% 21% 7% % - - - 14% 14

adventure strips suggests that this may not be important.

A column in Table 3 whose distribution is not readily
explained by character roles is food. When artists are
drawing humorous and embittered critique comix they show
disproportionately more food. Food products are also
more likely to be satirically disguised (28%) than other
types of products. This satirical treatment of food
probably results from comix artists' poking fun at widely
recognized and frequently used brands. One might also
expect personal care products which share these charac-
teristics with food to be more prevalent in the strips
and to also be objects of satire. The different treat-
ment of food may result from special significance
attached to products which are literally consumed, or
incorporated into the self, as opposed to those that are
merely used.

Comix artists communicate their intent in employing brand
symbols in how they identify the brand and whether it is

employed as a background feature or the object of a char-
acter's actions.

TABLE 4

ARTIST'S INTENT BY BRAND IDENTIFICATION

Real Ficti- Satiri- Gen- Other N
Brand tious cally eric
Brand  Disgu-
Laughter & ised
Humorous
Critique 42% 28% 12% 17% 1% 167
Adventure
& Other 35% 47% 4% 9% 4% 21
Embittered
Critique 79% 4% - 13% 4% 24
2

X° =22.08 df =8 p< .0l

Comix artists providing embittered critiques are likely
to use real brands in their work. However, they do not
disguise them as might be expected. Rather, satirically
disguised brands tend to appear in comix strips which
employ humor. Adventure strips tend to employ fictitious
brands.

As Table 5 suggests artists drawing strips communicating
embittered critique are less likely to show brands as
background features of the panel. Characters are consum-—
ing products or focusing attention on them. While not
shown in the table, characters are about as equally
likely to consume or use (21%) as to focus attention on
brands (28%) in humorous strips. In adventure and other
strips characters are more than twice as likely to con-
sume brands (37%) as to attend to them (16%). But, in
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TABLE 5

ARTIST'S INTENT BY PRODUCT'S RELATION TO CHARACTERS

Characters Brand
consuming or as a back-
attending to ground
brands item N
Laughter
& Humorous
Critique 49% 51% 167
Adventure
& Other 53% 47% 21
Embittered
Critique 75% 25% 24
x225.8 df =2 p = .05

bitterly critical strips they are more than twice as
likely to focus attention on brands (54%) and not consume
them.

Apart from the type of comix produced, artists use dif-
ferent types of brand identifications for different prod-
uct categories and incorporate them in different ways in
comix strips. Because 80% of the products in the strips
were in the categories of food, alcohol, and information
and leisure, other product types have been deleted in the
remaining tables. Food and information and leisure prod-
ucts were more than twice as likely to represent actual
brands, through real symbols or as satirically disguised,
than alcohol which is much more likely to be a fictitious
brand. Likewise, information and leisure products were
only half as likely to be presented as generic.

TABLE 6

PRODUCT TYPE BY BRAND IDENTIFICATION

Actual Ficti- Generic N

Brands tious
Food 57% 16% 27% 44
Alcohol 28% 48% 24% 31
Information 55% 33% 12% 94
& Leisure

X% < 14.67 df = 4 p<.o0l

The differential portrayal of the brand identification of
these different product types may be partly a function of
the marketing practices of the product industries. Food
brands are widely known through the marketing techniques
of consumer package goods. In spite of the wide recogni-
tion of beer brands of the two major brewers, comix art-
ists draw a high proportion of cans with just ''beer'" on
them and fictitious brands such as "Toad Beer". A high
proportion of the information and leisure products were
newpapers which when labeled were almost always given the
names of actual papers or satirically disguised ones such
as "Los Angelos Fishtrapper Herald". Other frequently
appearing information and leisure products were record
albums and TV shows which alsu tended tu be actual--Talk-
ing Heads—-or satirically disguised-- '"As the World
Grinds to a Halt'.

Comix artists also incorporate these product types dif-
ferently in their strips. Characters are more likely to
direct their attention to food than to consume it, but
are more likley to consume information and leisure prod-
ucts. Alcohol is disproportionately used as a background
item in strips with which characters have no relation-
ship. The disproportionate use of alcohol as a

background item and food as background or object of
attention may be explained by the setting and roles of
characters. As in Sunday comics underground comix char-
acters are typically shown involved in various activities
and socializing, recreating, or visiting. Consumption of
food and alcohol is sometimes part of these activities,
but they are more typically reading the newspaper or lis-
tening to record albums.

TABLE 7

PRODUCT TYPE BY RELATION TO CHARACTERS

Directing  Consum-— Background
Attent- ing Ob ject N
ion to
Food 36% 11% 52% 44
Alcohol 6% 29% 64% 31
Information  20% 37% 43% 94
& Leisure
2 .
X =17.04 df =4 p<.ol

Summary of Findings

The data presented here suggests that comix artists use
brands in subtle ways to communicate their purposes to
readers. Characters are not typically shown praising or
impugning brands. Nor do artists typically attack brands
in an overt manner. Instead, underground comix artists
draw humorously named fictitious brands and satirically
disguised brands as background features of panels. They
show characters in settings with real brands as back-
ground features or as objects of characters' attentions
to ground their strips in everyday reality. They also
employ real brands when their intention is to provide a
critique of the establishment.

The distribution of product types in underground preducts
with its overwhelming emphasis on information and leisure
products, food and alcohol may represent comix artists'
special preoccupations and lifestyles. A comparison with
the distribution of product types in Sunday comics may
suggest the extent to which underground comix artists and
their audience embrace distinct or mainstream consumer
lifestyles. If the distribution is similar in Sunday
comics, we may speculate that such product types have
special significance for American consumption patterns.
If the distribution is dissimilar, we may speculate that
the product categories of branded products in comic art
reflect consumption patterns and values of groups with
distinct lifestyles.

One hundred and twelve actual brands appeared in the sam-
pled strips as real or satirically disguised, but only
four brands appeared more than once. Twinkies, Cadillac
and TV Guide have special significance as brands for dif-
ferent reasons. Twinkies represents the archtypical,
widely consumed, and long lived junk food. Cadillac rep-
resents the symbolic epitome of establishment success.
TV Guide is one of the most widely circulated publica-
tions in the U.S. These three brands, then, have symbolic
value and/or large market shares. 0ld Crow also appeared
twice, but has no obvious characteristics that account
for its double appearance.

No single characteristic typifies all the 108 actual
brands which appeared once. However, a majority were
widely known brands currently on the market. Some brands
such as Victor Records and Halo shampoo were better known
from the past. Many of the brands are market leaders,
such as Coke, while others have moderate market shares,



such as Canada Dry. Some were brands of childhood, such
as Koolaid, while others represent adult concerns, such
as Drano, Schiltz, and and Vogue. Finally, some brands
are widely consumed, such as Wonderbread, while other are
elite products, such as Dior.

Conclusion

The title of this paper is taken from a quote by the pop
artist, Claus Oldenburg, who said, "I am for 7-Up Art,
Pepsi Art, and Sunkist Art..." (Lippard 1966). The mid
century pop artists pushed the boundaries of art to u:sac-
ceptable limits for many critics and laymen by incorpo-
rating brand symbois and symbols of other everyday, mun-
dane objects, including comic characters in their art.
Comic artists also use brand symbols in comic art. How-
ever, since comic art is generally not considered a fine
art, their use hardly offends comic audiences. In fact,
most comix and comic readers probably pay little atten-
tion to brands in strips. In both fine art and comic
art, brand symbols serve as familiar objects. They may,
however, shock the viewer by their unexpected connection
to valued symbols from other domains, or be overlooked by
their routine incorporation in a normalized setting.

Some brands, such as Coke and McDonalds are found in a
wide variety of different art forms, including both
underground and Sunday comics. Such brands appear to
have special symbolic significance, apart from market
share and brand longevity. As brand symbols proliferate
in our vistas, it is quite reasonable to expect that art-
ists of all types will employ them to reach us. The sys-—
tematic content analysis of brands in various art worlds
may provide us with insights about brand images and brand
definitions. It may also aid us as an unobtrusive meas-
ure in understanding consumption values and their varia-
tions over time and across groups in society.
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TATTOO CONSUMPTION:

RISK AND REGRET IN THE PURCHASE OF

A SOCIALLY MARGINAL SERVICE

Clinton R. Sanders, University of Connecticut at Hartford

Abstract

This paper employs a sociological perspective to exam—
ine the consumption of a socially disvalued service—-—
tattooing. The concepts of purchase risk and posses-
sion risk are used to discuss the tattoo consumer's ex-
perience with the unconventional service. The tattoo-
ee's strategles for dealing with these forms of risk
are presented in detall and are used to lay the ground-
work for a general understanding of the problems en-
countered by the consumer of deviant goods and serv-—
ices.

Introduction

In a recent article reviewing the current theories
which dominate discussions of consumer behavior,
Zielinski and Robertson (1982) stress the need for more
work grounded in a sociological perspective. A socio-
logical orientation is of particular importance when,
as in the case of services, social interaction is a
primary characteristic of the production-selling-con-—
sumption process. Recent work in the "production of
culture" perspective (e.g., Hirschman and Wallendorf
1982, Sanders 1982, Peterson 1976) also points to the
utility of employing a sociological focus when dealing
with the process by which cultural products are created
and disseminated. Cultural production——from the making
of a Hollywood film to the application of a tattoo—-is
a realm of behavior especially suited to sociological
analysis in that it is most basically a form of "col-
lective action" (Becker 1974) in which actors employ
shared frames of reference (conventions) to orient and
construct their social interactioms.

In addition to its relative inattention to a soclologi-
cal perspective, the consumer research literature con-—
tains few, if any, discussions of the consumption of
socially marginal, deviant, controversial or unconven-—
tional goods and services. While the analysis of so-
cially disvalued commercial activities——prostitution
(e.g., Bryan 1966), drug dealing (e.g., Adler and Adler
1983), the distribution of pornography (e.g., McKinstry
1974) and so on——is common in the sociological litera-
ture on social deviance, these discussions rarely take
into account the categories and insights employed by
consumer researchers. In addition to its intrinsic
interest, there are a variety of reasons why the exami-
nation of socially marginal commercial activities might
be of concern to consumer researchers. Disvalued so-
cial activities are typically embedded in subcultural
groups which provide norms and values which direct and
shape patterns of cultural choice (Peterson 1983,
Nicosia and Mayer 1976). Knowledge of gatekeeping,
opinion leadership, innovation and other features of
subcultural impact.is directly relevant to an under-—
standing of the sucial process of consumption. Since
many cultural products which eventually find their way
into mainstream commercial realms have their roots in
the creative activities of marginal groups, the study
of these activities provides insight into the dymamic
process of cultural diffusion (Hirschman 1981, p. 78).

Secrecy, problems and commitment characterize marginal
commercial exchanges. The deviant consumer is, there-
fore, commonly involved in an overtly comscious, richly
complex process of choosing products and services which
are central to his or her self-definition. Consequent-
1y, the study of deviant consumption can help to shed
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light on consumer involvement in decisions shaped by
the meaning of products and services with regard to the
consumer 's understanding of personal identity and other
central features of symbolic consumption (Hirschman,
1980, Sirgy 1982). Further, since these commercial ac-
tivities are potentially discrediting, the marginal
consumer normally experiences considerable risk when
planning, carrying out and evaluating the exchange.
Attention to these neglected areas of consumption may
help to expand understanding of perceived risk and its
impact on consumer decision making (Ross 1975).

This paper focuses on the microworld of tattooing as a
basis for examining some of these issues. The data for
this discussion were collected during 54 months of par-
ticipant observation in the commercial tattoo studios
which are the central interactional settings of the
tattoo world. The qualitative information consists of
detailed ethnographic descriptions of the social action
which revolves around the complex process of buying and
selling the tattoo service. The field data also con-
tain verbatim transcriptions of interview-conversations
in which I was involved as an ongoing, regular inter-
actant in the studios. Additional research material
was collected through lengthy, semi-structured inter-
views with 13 tattooists and 20 tattoo recipients.
These interview data allowed me to enrich and refine
the analysis inductively generated in the course of the
field work phase.

Tattooing as a Consumer Service

The socially disvalued phenomenon of tattoing is a
service which involves the direction of a tangible ac-—
tion by a skilled craftsworker at the body of a client/
consumer (Lovelock 1984, pp. 51-52). As is the case
with haircutting, plastic surgery and similar quasi-
(1) requires that the
customer be present throughout the service delivery,
(2) entails a close personal involvement between the
client and service worker, (3) is a relatively nonstan—
dardized service, and (4) is produced only upon re-
quest. Further, the tattoo service involves technical
skills with which the client is commonly unfamiliar and
which he or she finds difficult to evaluate. While the
service is sold, produced and purchased simultaneously,
the relative permanence of the service outcome means
that appreciation or dissatisfaction continue long
after the service interaction is terminated (cf., Kelly
and George 1982).

Tattooing is, therefore, a consumer service which is
low in search qualities--attributes the buyer can de-
termine prior to purchase. Reliable information on
tattooing is almost nonexistent in mainstream social
circles and most members of American society have had
little or no direct experience with tattooed people or
the settings in which tattoos are applied. Tattooinyg
is also a service in which experience qualities-—char-
acteristics the client can determine and evaluate only
after purchase-—are extremely high. The specialized
tattoo service is also high in credence qualities—-—
attributes the consumer is unable to ascertain and
assess even after having been involved in the purchase
experience. Few tattoo consumers, especially first
time recipients, possess sufficient knowledge to judge
the technical merits of a tattoo or evaluate the rela-
tive quality of the service delivery (see Zeithaml 1984
for a discussion of these general issues in service



delivery).

The tattoo is perceived by the purchaser as an "expres-—
sive symbol™ (cf., Hirschman and Stampfl 1980, p. 18),
a purposive alteration of the body which has meaning
for the wearer and for those with whom he or she inter-
acts. In conventional social circles the tattoo is
commonly stigmatizing. It signals discrediting infor-
mation about the tattooed individual's character to
those who become aware that he or she is so marked.
This generally negative social definition is, however,
usually aot shaircd by members of the subrultural refer-—
ence groups with which the tattooed individual inter-
acts or identifies. The tattoo mark is typically both
an assoclative symbol--signifying, at the very least,
some connection with other tattooed people——and a sym-—
bolic object closely tied to the wearer's self identity
(cf., Goffman 1963).

The Tattoo Client and Perceived Risk

It is common for the person entering the tattoo setting
to experience considerable anxiety, especially when he
or she has little or no prior experience with tattoo-
ing. The novice .client possesses, at best, minimal
knowledge of what the tattooing process entails. Be-
cause of the limited number of tattoo studios available
in most areas, the potential client generally has lit-
tle opportunity to compare prices and quality of work.
The tattooee does know that the tattoo is permanent and
that the application process involves some degree of
pain. "Does it hurt?” is the most common question the
first-time client asks the tattoo artist. Tattooing
also entails the violation of significant norms govern-
ing the interaction between strangers. There are few
settings in everyday life in which extensive physical
contact, the willful infliction of pain and exposure of
intimate parts of the body are routine aspects of sec-
ondary interactions (Sanders 1983). These factors—-in-
experience, permanence, expense, pain, exposure and
physical contact——cause the tattoo consumer to experi-
ence a significant level of risk.

The anxiety felt by the novice tattooee may be under—
stood within the context of the standard categories
used by consumer researchers to analyze perceived risk
(see Ross 1975, Jacoby and Kaplan 1972). Even when he
or she chooses a small design the tattoo client, armed
with minimal pre-purchase information, encounters an
unexpectedly high financial risk. Confronted by this
risk the tattooee may attempt to bargain for a lower
price——a practice which is not acceptable in most com-—
mercial tattoo studios. It is also common for the ini-
tiate to shop on the basis of price alone. The ques-
tion, "What can I get for $25?" is defined by the tat-
tooist as indicative of the consumer's ignorance and
lack of commitment. As one tattooist observed with
considerable heat:
"It's amazing to me! Some
on coke and sit around the
snort it up in 45 minutes. Then he comes in
here and you tell him that the tattoo he
wants——a tattoo he is going to wear for the
rest of his life-—costs $200. He says,
'that's too much, what can I get for $100.°'
It's just stupid.”
It is interesting that
purchase——selection on
in what should, by all
commercial transaction

guy will blow $200
kitchen table and

this feature of low involvement
the basis of price-—is so common
rights, be a high involvement
(Assael 1984, pp. 80-102).

The tattoo process is also more time consuming than
most novice clients anticipate. Typically, tattoo
artists are reluctant to make appointments. Except in
the case of complicated custom work, tattooists usually
work on a first—come-first-served basis. The novice
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tattooee is commonly required to confront the issue of
time loss (cf., Roselius 1971) as an aspect of risk.

The waiting tattooee may fill the time reading the
magazines or playing the amusement games provided in
most studios, but it is more common for the customer to
use the time to increase his or her knowledge of the
tattoo process. The client will watch as the tattooist
prepares the pigments, adjust tattoo machines and serv-
ices other clients.

Psycholcgical risk is another facet of the tattoo pur-
chaser's anxiety. The novice, painfully aware of the
permanence of his or her choice, experiences uncertain-
ty around such key factors as whether the tattoo design
is appropriate and whether the body location specified
is wisely chosen.

For most tattoo consumers physiological risk generates
the most anxiety. As mentioned earlier, the anticipa-
tion of pain is a major factor in the tattooee's psy-
chological set. In addition, the nebulous lay knowl-
edge of tattooing often holds that the tattooee risks
contracting hepatitis and other diseases from tattoo-
ing, that infection is common and that some people have
negative physical reactions to the pigments used in
tattooing. Most tattoo artists are overtly aware of,
and take great pains to avoid, these potentially nega-
tive consequences. The majority of studios are kept
scrupulously clean, equipment is autoclaved or kept in
anti-bacterial solutions, tattoo needles are not used
on multiple clients and unused pigments are discarded
rather than being put back into bulk containers.

Tattoo clients are also concerned with the social risk
involved in their decision to have their bodies indel-
ibly marked. While various subcultures positively
value tattooing as a symbol of commitment and belong-
ing, the tattoo is still commonly defined as a stigma-
tizing mark by members of mainstream society. The con-—
sumer is aware of the potential negative social conse-
quences of being tattooed. Employers, parents and
other representatives of “straight” society are justi-
fiably seen as interpreting the tattoo as a symbol of
the general deviance and untrustworthiness of the

wearer. For example, one woman, when asked about the
large rose and snake design she carried on her upper
arm, stated:

"1 wanted something different and I'd never
seen a tattoo like this on a woman before. I
really like it but sometimes I look at it and
wish I didn't have it. " (When is that?)
"When I'm getting real dressed up in a
sleeveless dress and I want to look...uh,
prissy and feminine. People look at a tat-
too and think you're real bad...a loose
person.”

General uncertainty about technical features of the
tattoo application process and the resulting social and
psychological consequences of tattoo possession also
add to the novice recipient's experience of risk. The
client does not have sufficient information to ascer-
tain whether the tattoo service will be, or has been,
delivered competently. The tattooee is also concerned
about whether the tattoo will meet the social and
aesthetic needs he or she has, often vaguely, defined.

As a marginal service, therefore, the purchase of a
tattoo entails considerable risk. Lack of familiarity
with the purchase setting, anticipation of pain, uncer-
tainty about social and psychological consequences and
other unknown factors lead the client to experience a
high degree of discomfort. While a certain level of
risk is characteristic of all service interactions, it



is particularly significant in settings in which margi-
nal or deviant services (e.g., illegal abortiom, pros-—
titution, tattooing) are produced and consumed. In
addition, because of the potentially negative legal,
social and psychological consequences of acquiring
deviant or marginal consumer products (e.g., illegal
drugs, pornographic materials), a high degree of risk
is a key feature of all deviant consumption. The typi-
cal strategies by which conventional retailers reduce
perceived risk are not commonly utilized by suppliers
of deviant products and services. Retailers of social-
ly disvalued goods and services rarely offer guarantees
of satisfaction, legal recourse is generally not avail-
able should the consumer experience dissatisfaction,
quality is not standardized, purchase settings are com—
monly dangerous and unfamiliar, and there is a general
understanding that the supplier is not altogether
trustworthy.

Tattoo Risk Reduction and Postpurchase Satisfaction

In order to reduce the risk inherent in receiving and
carrying a tattoo, the consumer makes use of one or
more of a variety of choice options. The purchase risk
reduction strategies entail taking steps to decrease
the consequences of having a bad experience in the pur-
chase setting while increasing the certainty that the
purchase encounter will proceed smoothly and result in
maximum satisfaction of defined needs. The tattooee,
aware of the potentially negative physiological and
psychosocial effects of having a tattoo, also attempts
to deal with tattoo possession risk. These risk reduc-
tion strategies entall decreasing the chances that
negative consequences will result while increasing the
likelihood that the tattoo purchase will be positively
defined and meet the buyer's needs (see Table 1 for a
summary of risk reduction strategies).

Table 1
TATTOO RISK REDUCTION STRATEGIES

Decrease Consequences-~ Increase Certainty

of 1. use alcohol/ 1. patronize repu-
purchase depressants table artist
situation 2. enter setting with 2. attend to physi-
purchase pal cal features of
3. purchase small shop
tattoo 3. observe tattoo
process

4, attend to inter-—
action with
tattooist

5. acquire word-of-
mouth informa-—

tion
of 1. choose small design 1. patronize repu-
tattoo 2. choose concealable table tattooist
possession body location 2. rely on purchase
3. sclectively reveal pal

tattoo possession 3. seek validating

4, attend to aftercare information
instructions from valued
associates

4. compare tattoo
with those of
others

Typically, the novice tattooee limits his or her com-
mitment and minimizes the potentially negative social
consequences. The first tattoo is usually small, rela-
tively inexpensive and placed on a body location which
is easily hidden from strangers or casual associates.

A small design decreases both purchase and possession

risk. It is inexpensive (financial risk is minimized)
and quickly applied (physiological risk is minimized).
Choice of a small tattoo placed on a readily conceal-
able body location also acts to decrease the potential
negative social consequences of tattoo possession.

The general public commonly assumes that many people
who get tattoos are intoxicated at the time. Actual-
ly, most commercial tattooists frown on overt drunken-—
ness and refuse to work on obviously inebriated cus-—
tomers. It is difficult to get them to remain still
and to follow the instructions by which the tattooist
controls the tattooing interaction. It is, however,
common for first—time tattooees to have a couple of
drinks or use some other form of depressant prior to
submitting themselves to the process. Rather than
being intended as a de-inhibitor, alcohol is used as a
chemical mechanism for reducing the physical and psy-
chological consequences of the risky purchase encoun-
ter.

As is common in service interactions generally, the
tattoo consumer attends to key features of the service
delivery setting and the in-shop experience in order to
gain information which will result in the reduction of
risk. The cleanliness and order of the studio, the
quality and variety of the "flash" (sheets of available
standard designs displayed on the studio walls), the
appearance and demeanor of fellow customers and photos
of past work are important sources of evaluative infor-
mation. The character of the customer's interaction
with the tattooist is also important, since this is the
primary source of the information he or she uses to
calculate trust.

The literature on patient satisfaction with medical
service (e.g., Ben-Sira 1976, Greenley and Schoenherr
1981) persuasively demonstrates that the client's eval-
uation of the service is, to a major extent, shaped by
his or her interactional experience with and relation—
ship to the service deliverer. As 1s the case in medi-
cal service characterized by high credence qualities,
the tattooee's postpurchase satisfaction is based, to a
great extent, on the psychosocial care provided by the
artist. Tattoolists who display a friendly demeanor,
patiently attempt to answer the client's questions,
allow the customer to play a significant role in
shaping the service outcome and behave in what is
defined as a "professional” manner are most likely to
have satisfied customers. Experienced tattoo collec—
tors who purchase custom work and who have developed a
personal relationship with an artist comsistently
express the highest level of satisfaction. On the
other hand, tattoo initiates with little or no experi-
ence and who impulsively decide to be tattooed in the
first studio they enter are far more likely to regret
their decision.

As would be predicted on the basis of the literature on
high risk purchases (e.g., Cunningham 1967), tattoo
consumers who have been satisfied with past work and
who choose to get additional tattoos display consider-
able "brand loyalty." Returning to a tattooist who has
provided satisfactory service in the past significantly
increases the certainty that the performanc: of the
service deliverer will be acceptable. The artist's
technical and creative skills, while perhaps not of the
highest caliber available, are a known quantity.
Another reason for the loyalty to a particular tattoo-
ist typically shown by returnees is found in the per-—
sonal relationship which is a core feature of all serv-
ice interactions, especially those which involve sig-
nificant perceived risk and are correspondingly high in
experience and credence qualities (cf., Zeithaml 1984).
Tattoo collectors cultivate and value the relationship
with "their™ artist. They routinely visit the studio,



even when not desiring work, to socialize and discuss
tattoo lore. They act as part of the tattooist's
"performance team" by testifying to his or her skill,
displaying completed work to potential clients and
generally helping the tattooist to maintain interac-
tional control over the tattoo setting (Sanders 1983,
p. 3; see also Goffman 1959). By fostering a personal
relationship with the tattooist the collector is
increasing the chances that his or her work will be of
the best technical quality possible and thereby maxim—
zing the likelihood that he or she will be satisfied
with the service provided. This connection between
posit’:= ersonal interaction and service quality was a
theme which arose frequently in my conversations with
tattooists. One artist put it this way:

"I can assess people when they come in the

door. I know what it is going to take to

please that person and who not to waste the

effort on. I don't mean not do a good job on

someone, cheat them. It's always going to be

done properly in here, and they're going to

get what they see on the flash, but the

people I'm doing the creative work on, the

people that come in on Sundays, they're my

friends, you know...There's a difference

between doing it and putting your heart into

it...I'm not going to put any extra effort

into something or get into custom free-hand

stuff on someone I don't have the rapport

with and I can't spend that time with.”

A satisfied customer is important to the tattooist.
Satisfied clients return for more work and are more
cooperative during the tattooing process. Most impor-
tantly, the satisfied customer is a walking advertise-
ment. As is generally the case with services, word-of-
mouth communication is the major source of new clients.
Satisfied clients provide potential tattooees with
vicarious information about the experience qualities of
the tattoo service, instruct others on the standards by
which one may judge quality work and help to decrease
the anxiety which may be keeping interested individuals
from submitting themselves to what they perceive to be
a high risk situation (cf., Zeithaml 1984, pp. 193-194;
Robertson 1971).

In short, attending to features of the purchase setting
and the character of tattooist/client interaction help
to increase the likelihood that the purchase encounter
will entail minimal risk. Patronizing a tattooist who
has a reliable reputation and/or has performed in a
satisfactory manner in past purchase encounters simi-
larly helps to increase the consumer's confidence in
the service delivery setting. Satisfied clients, in
turn, educate potential customers thereby helping to
draw them to a service setting in which they can anti-
cipate minimal purchase risk.

For most first—time tattoo recipients, getting tattooed
is a highly social act. The majority of initiates
enter the studio in the company of close associates who
act as "purchase pals” (cf., Bell 1967). Companions
help to reduce purchase risk by consulting with the
tattooee about design and location, providing social
support for the decision, commiserating during the
painful application process and by helping to fill
waiting time. Purchase pals also aid the recipient by
acting as surrogate social evaluators. They increase
the buyer's certainty that tattoo possession will have
minimal social and psychological impact by reacting to
and validating the consumer's decision.

Postpurchase satisfaction is also based on the evalua-
tion of the buyer's reference group. As with purchase
pals, valued associates, through their response to the
service outcome, help to confirm the client's decision
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(cf., Ben—Sira 1976, p. 6). Associates increase the
tattooee's certainty that tattoo possession entails
minimal social risk within the context of primary rela-
tionships. Negative responses of those whose values
and perspectives are not shared by the tattooee also
tend to reinforce his or her decision. In fact, those
recipients who positively evaluate their tattoos often
use the response of others as an indicator of cultural
and personal compatibility. For example, a young woman
with a ring tattoo on her right hand observed:

"It seems as though I can actually tell how

T'm going to get along with people, and

vice-versa, by the way they react to my tat-—

too. It's more or less expressive of the

unconventional side of my character right up

front. Most of the people who seem to like

me really dig the tattoo, too”

(quoted in Hill 1972, p. 249).

It is uncommon for tattooees to express dissatisfaction
with being tattooed per se. Those that do express
regret tend to focus on the inferior craftsmanship of
the service they receive. Concern with inferior qual-
ity is most commonly exhibited by more heavily tattooed
people who have amassed sufficient experience to be
able to evaluate the technical merits of their collec-
tion. One heavily tattooed interviewee, for example,
emphasized quality and aesthetic issues when asked if
he regretted having been tattooed.

"I don't wish I didn't have any (tattoos).

Well, I do regret this [he indicates a crude-

ly rendered flying money design]. It just

seems out of place with everything else...l

don't know why I got it. P [artist] did it

when he first got here. You can see how bad

his work was then. He scarred me up. I

figured I would see what kind of work he did

so I picked something simple with only a few

lines. I've been trying to find something

for a year to cover it up; something that

will go with the rest of my work."

As seen in the above quote, regretful tattooees tend to
feel personally responsible for the unsatisfactory work
they have acquired. They blame themselves for choosing
to patronize a particular studio or artist prior to
engaging in adequate shopping or other forms of infor-
mation search. They also attribute their regret to
having chosen the wrong body location or design, not
communicating their desires more effectively to the
artist, or not conscientiously following the aftercare
instructions provided by the tattooist. This attribu-
tion of dissatisfaction to errors of consumer choice
encountered in tattoo recipients is a feature of the
postpurchase regret of service clients generally. This
tendency to blame the self is understandable given the
central interactive nature of service delivery
(Zeithaml 1984, pp. 196-197).

Due to the relative permanence of tattooing, there are
only a limited number of options available to the dis-
satisfied tattoo customer. If disappointed with the
technical quality of the work the tattooee may return
to the original artist and request to have the piece
relined or recolored. Most reputable commercial tat-—
tooists will agree—-—albeit reluctantly--to redo their
own work free of additional charge. The most common
option chosen by regretful tattooees is to have a
"coverup” tattoo placed over the unsatisfactory image.
In many commercial studios covering up or extensively
reworking badly executed tattoos accounts for between
30 and 40 percent of the business.

Individuals who regret having chosen to get a tattoo
have three major options. Most simply, they can con-—
ceal the offending tattoo with clothing or flesh-



colored makeup. A far more extreme response is seen
when dissatisfied tattooees attempt to remove the
design themselves. More commonly, extremely dissatis-—
fied tattooees will seek the services of a dermatolo—
gist or plastic surgeon. The major medical approaches
to tattoo removal are dermabrasion, salabrasion, surgi-
cal excision and vaporization of the tattoo pigments
through the use of a ruby or carbon dioxide laser (see
Goldstein, et al. 1979). Most of these techniques
result in unsightly scarring, and none can return the
dermis to its pre—tattooed appearance and texture.

The regretful tattooee, having made a purchase decision
which is practically irreversible, experiences a high
level of cognitive dissonance. If the more extreme
options presented above are not defined as viable, the
individual must find ways of readjusting his or her
perceptions of the tattoo in order to regain some
degree of psychological comfort. Typically, consonance
is achieved by seeking information which helps to dis-
confirm the negative evaluation or by adjusting one's
definition of the tattoo so as to see it as having
positive attributes (see London and Della Bitta 1984,
pp. 694-697; Assael 1984, pp. 47-49; Cummings and
Venkatesan 1975 for general discussions of dissonance
reduction strategies). The tattooee may seek out other
tattooed people who can provide information which will
support a definition of the tattoo as being of reason-—
able, if not outstanding, quality. The tattoo work
carried by others also provides a basis for direct com-—
parison of technique and design. Since much commercial
tattooing is of mediocre quality at best, it is likely
that the dissatisfied tattooee will have little dif-
ficulty finding work which is inferior to his or her
own. Alternatively, the regretful tattoo recipient may
readjust his or her perception of the meaning of the
disvalued tattoo. While the work may not be entirely
satisfactory technically or creatively, it can be seen
as having other positive attributes. For example, when
asked why she did not get a coverup over a crudely ren—
dered "homemade" tattoo, one interviewee replied:

"I was going to get it covered but I decided

not to. I've had it since I was 16 and 1

guess it is part of me now. It is the first

tattoo I got...my boyfriend did it with a

needle and india ink. It reminds me of what

I was into in that part of my life. It's a

way of marking the changes.”

Conclusion

Examination of the tattoo service provides the founda-
tion for a general understanding of the consumption of
socially disvalued products and services. Deviant com—
mercial encounters are characterized by a high level of
risk which derives from the buyer's lack of familiarity
with and perception of danger within the purchase set-
ting, nonstandardization of the product and the limited
options available should the product not perform in a
satisfactory manner. The deviant customer attempts to
reduce purchase risk by carefully attending to features
of the purchase setting, entering the setting in the
company of purchase pals, fostering a personal rela-
tionship with the seller and patronizing those who are
defined as reputable based on past satisfaction or
word-of -mouth information.

Because of the discrediting potential of deviant goods

and services and the variability of their quality, the

consumer also experiences possession risk. In order to
reduce possession risk the marginal consumer is selec—

tive in revealing his or her deviant tastes and active-
ly seeks validating evaluations from knowledgable asso-—
ciates.
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In the event that the deviant product or service does
not adequately meet the consumer's defined needs, he or
she may seek redress from the seller, attempt to locate
another source or reevaluate product performance and
defined needs so as to regain some level of cognitive
comfort. The secrecy, potential danger, financial risk
and paucity of reliable suppliers which characterize
deviant consumption severely limit the options avail-
able to the dissatisfied marginal consumer.
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CONSUMING IMPULSES
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Abstract

This paper offers a psychological model of consumer
impulse buying episodes. It goes beyond the standard
definition of impulse buying (i.e. unplanned purchases)
by distinguishing five crucial elements: 1) a sudden and
spontaneous desire to act; 2) a state of psychological
disequilibrium; 3) the onset of psychological conflict
and struggle; 4) a reduction in cognitive evaluation;

5) lack of regard for the consequences of impulse buy-
ing. A study of 202 adults was conducted. A consumer
impulsivity scale was developed and then related to
other consumer behaviors. Drawing upon depth inter-
views, we identified the distinctive elements that
characterize the onset, structure, and psychological
content of prototypic consumer buying episodes: product
emanations, spontaneous urges to consume, the inner
dialogue (cost-benefit analyses, resistance strategies,
rationalization, guilt), and impulse persistence and
power.

The Significance of Impulse Buying

Many consumer products typically are classified as
"impulse"” items. What is it about these products that
evokes the impulse label? It is not clear that a clear
prototype exists, but impulse products are commonly
characterized as low-cost, frequently purchased goods
that demand little cognitive effort from the consumer.
The implication is that impulse items elicit immediate
and "mindless"” reactive behavior.(Langer, Blank &
Chanowitz 1978; Langer & Imber 1980). Trade journals
frequently note the spectacular sales results achieved
through product displays and promotions that are geared
specifically to encourage impulse purchases. Two
typical examples of successful impulse—oriented market-
ing report a 400% increase in potato chip, cheese puff,
and pretzel sales (Supermarketing Nov. 1977); and a 250%
jump in razor blade sales (Supermarketing Jan. 1978).

A "product"” orientation has dominated much of the dis-
cussion about impulsive consumption. The trade journals
emphasize the physical arrangements and modifications
that seem to boost buying levels: brighter colors,
point-of-purchase displays, placing products with "com—
panion” items, special premiums. This perspective
oftens leads to classifying of products into those that
are impulse items, and those that are not; however,
almost anything can be purchased impulsively. Expensive
clothing, electronic equipment, books and lingerie might
be considered non-impulse items, yet their purchase can
involve impulsive behavior. Consumer impulse buying is
videspread, both across the population and across
product categories. Bellenger, Robertson and Hirschman
(1977) found that almost 40% of consumers' department
store purchases fell into the impulse category, ranging
from 27% to 62% of all purchases for each line. Few
product lines were unaffected by impulse buying.

Placing sole emphasis upon product type provides a
limited perspective, since it is the individuals, not
the products, who experience the impulse to consume.
What sparks an impulse in one person may not in
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another. For example, each day millions of people pass
by the National Enquirer as they file through super-—
market checkout lines, but only a small percentage
experience the urge to delve beyond those energetically
prurient headlines. Research needs to focus on the
behavioral nature of these impulses to consume. In this
paper, we first examine existing conceptualizations of
impulse buying, and then offer our own definition. Next
we present the results of an exploratory study that
examined impulse buying behavior in 202 adults using
both qualitative and quantitative methodologies.

What Is Impulse Buying

Past efforts at defining impulse buying have suffered
because they have not incorporated the psychology under-
lying consumers' impulsive episodes. A theme dominating
most of the work in marketing depicts impulse buying
essentially as “unplanned” purchase behavior (Applebaum
1951; Bellenger et al. 1977; Kollat & Willet 1967; Stern
1962). This is an easily observable and operational
definition but it is quite limited (Levy 1970). From
this perspective, an impulse purchase could be construed
as any purchase not written on someone's shopping

list. This definition could be recouched in information
processing terms as the difference between "top-down"
(on the list) and "bottom-up” (not on the list) proces-
sing (Norman & Bobrow 1975). But this is where the idea
of unplanned purchasing breaks down; in most cases cog-
nition involves both conceptually-driven and data-driven
processing. It is not accurate or useful to consider
all the "unplanned" purchases of a half-gallon of milk,
a ten—-pound bag of potatoes, or toilet paper as impul-
sive behavior. Clearly consumers use store layout as an
external memory aid -—- so the fact that a purchase is
unplanned is neither a sufficient nor necessary (as we
shall show) condition for construal as an impulse
purchase.

We have identified five crucial elements that distin-
guish impulsive from nonimpulsive consumer behavior.
First impulsive behavior involves a sudden and spon-—
taneous desire to act, representing a clear departure

from the previous ongoing behavior stream. This notion
of a rapid change in psychological states fits in well
with neurophysiological representations, where an
impulse is described as "a wave of active change contin-
uing along a nerve fiber" (Wolman 1977). In the same
way that these neurological impulses trigger some
biological response, psychological impulses can be
viewed as stimulation agents driven by conscious and
unconscious mental processes. For example, imagine that
you are walking down the pickles and relishes aisle in
the supermarket and notice a jar of marinated artichoke
hearts; you feel a sudden urgency to buy them and go
right home and build « "uge antipasto. It is important
to understand the difference between this example and
buying milk. Both are unplanned purchases brought about
by visual stimulation, yet seeing the milk provides a
convenient cognitive reminder, while the artichoke
hearts trigger a more complex response.

The sudden urge to buy on impulse can throw the consumer
into a state of psychological disequilibrium. This
second feature of impulse buying can cause an individual
to feel temporarily out-of-control. There is an exten-—
sive literature on the developmental and clinical




aspects of impulsivity and impulse control. The ability
to voluntarily refuse immediate gratificatiom, to
tolerate self-imposed delays of reward, is at the core
of most philosophical concepts of "will power”. The
most fundamental steps in socialization require learning
to control one's impulses and express them only under
appropriate conditions, e.g. toilet training. The
temptation to succumb to one's consumption impulses may
threaten a person's budget, diet, schedule, or reputa-
tion. In these situations the consumer's disequilibrium
may be substantial. In other instances impulsive con-
sumption may represent spontaneous and creative activ-
ity, and involve much less psychological ir!slance.

The third element of consumer impulsivity is the
psychological conflict and struggle that may ensue
(Thaler & Shefrin 1981). Often the consumer feels
ambivalent toward the products that are impulse ob-
jects. Freud (1920/1956) saw impulses as involving a
struggle between two competing forces; the "pleasure
and reality principles” (the id and the superego). The
consumer is pulled in two directions, and must weigh the
benefits of immediate gratification against whatever
long term consequences might result. Not all buying
impulses necessarily involve conflict. The artichoke
example could conceivably involve no conflict at all,
but in many situations the "good" that arises from sat-
isfying the impulse must be balanced with some later
felt "bad". (Marinated artichoke hearts are fattening,
and high in cholesterol and sodium.) Many conflicts
occur because current consumption impairs one's ability
to consume in the future. Because people tend to over-
value proximate satisfactions relative to more distant
ones (Strotz 1956), the closer one is to being able to
enjoy that immediate impulse, the harder it is to resist
(Ainslee 1975). To illustrate, consider the following
two impulses. 1) You are rummaging around the kitchen
deciding what groceries you need to buy and you get a
craving for Famous Amos cookies. 2) You are walking
through a mall and you are instantly overcome by the
aroma of freshly baked Famous Amos Chocolate Chip
Cookies. Suppose that you were trying to stick to a
diet; which impulse would be the hardest to resist?
Most likely it would be the latter impulse, because the
urge can be satisfied so quickly. People often feel
that impulses need to be indulged either right now or
never.

A fourth distinguishing aspect of impulse buying is that
consumers will typically reduce their cognitive
evaluation of product attributes. Weinberg and Gottwald
(1982) believe that impulse buying involves distinctive
transrational, affective states. Behavior is largely
"automatic”, high in affective activation, and low in
intellectual control of the buying decision. Impulsive
consumption is the antithesis of classical models of
"economic man” as a rational expected utility maximizer,
yet impulse buying is not mindless, low involvement
behavior. In fact, we see impulsive buying as a most
involving purchase behavior, at least for the moments
right after the impulse arises. The sudden urgency of
the impulse requires the consumer's complete atten-
tion. Moreover, as conflict arises, cognitive activity
may increase dramatically, depending upon whether the
consumer has the motivation or ammunition to fight off
the impulse.

Finally, people often consume impulsively without regard
to the consequences. Our framework must acknowledge the
pathological aspects of impulsive consumption. Psycho-
dynamic interpretations depict impulsivity as a form of
neurotic behavior. Building on Freud's (1920/1956)
model of civilization as based on impulse repression and
sublimation, Reich describes impulsiveness as a "defect
in repression” (1925/1974). - Grabbing the check-out line
candy bar, the pretty blouse on sale, or the friendly
lady at the cocktail lounge, may represent perfectly
"normal” behavior, yet they could lead to bulemia, bank-
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ruptcy and herpes (or worse) respectively. Impulsive-
ness may deteriorate into a destructive character dis-
order (Kipnis 1977). Individuals with impulsive
pathologies "seem to be living in a state of constant
but stable chaos (with) little perspective about the
future consequences of their current behavior"” (Wishnie
1977).

It is puzzling why people engage in dysfuctional
impulsiveness, i.e. opting for smaller short-term
rewards instead of holding out for larger long-term re-
wards. Ainslee (1975) offers three possibilities: a) we
succumb to an impulse because we do not understand the
consequences of our behavior; b) we know the conse-
quences are bad but we feel impelled by some "lower"
principle ("the devil made me do it"); c) we know the
consequences but place too much weight upon satisfying
present desires. Most people develop an elaborate
repertoire of devices to control their impulses, ranging
from placing the alarm clock across the room to opening
non-interest bearing Christmas Club bank accounts. As
we shall see, consumers also employ a variety of devices
to control impulsive buying behavior. Even when the
satisfaction of an impulse does not involve easily seen
long-term negative consequences, people will often want
to fight the temptation as a personal signal that they
will be able to control themselves when it counts
(Mischel 1971).

A Study of Impulse Buying

There were two purposes to this study. First, we wanted
to explore the psychological content of consumer's self-
reports of their impulse buying episodes. We developed
an open-ended, "depth” interview instrument designed to
extensively probe individuals' experiences with impul-
sive consumption. Second, we wanted to develop a scale
of consumer impulsivity. Further, we wanted to investi-
gate the relation between impulsivity, general attitudes
toward shopping, attitudes toward shopping for parti-
cular types of products, and demographic characteristics
such as age, sex, and income.

Two hundred two individuals, half male and half female,
were interviewed in their homes. The interview began
with the depth interview; subjects were encouraged to
express their feelings freely to a series of open ended
questions and probes. Interviewers wrote down all re-
sponses. After this phase, subjects filled out a series
of scales. The questions ranged from Likert-type items
about general aspects of shopping to more specific ques-
tions about impulsive shopping behavior. In addition,
subjects were asked to rate how much they enjoyed
shopping for various types of products, followed by a
short series of demographics. Completion times ranged
from 3/4 to 1.5 hours, the average around one hour. The
interviews were conducted in the Chicago and Los Angeles
metropolitan areas. Respondents were broadly represen-—
tative of the lower middle to upper middle classes, and
were selected in equal proportion from late adolescent
(18-24), young adult (25-35), and mature adult (over 35)
populations.

The Scaling of Consumer Impulsivity

Subjects rated 24 statements about shopping behavior
according to how much each description applied to them.
The responses were analyzed by principal components
using an oblique rotation. Two clear factors emerged
(48% of the variance). The first factor captured gener-
al attitudes toward shopping as an activity. (Repre-
sentative items were "enjoy browsing"”, "enjoy shopping
with friends", "go shopping when depressed"” and “"don't
consider shopping a chore”.) The second factor focused
on the impulsivity of a subject's shopping behavior
("Buy things spontaneously”, "think credit cards are
fun", "sudden urges to go out and buy something”, and
“"often buy more than intended”). The 9-item SHOPPING




scale and 8-item IMPULSE scale had reliability coef-
ficients (alpha) of .899 and .864 respectively. (De-
tails on the scales can be obtained from the authors.)

.The correlation between the two scales was .51 (p<.001);
impulsive shoppers tended to enjoy shopping more than
those who were more cautious and Protestant in their
buying styles. Individuals who scored high in impulsiv-
ity were more likely to: 1) like shopping at night
(r=.33, p<.00l), 2) enjoy shopping while "high" (r=.28,
p<.001), and 3) like shopping by phone (r=.21, p<.0l).
These impulsive consumers also were less likely to
schedule shopping on specific days (r=-.38, p<.001) or
write out shopping lists (r=-.4l, p<.00l). These
results characterize the impulsive consumer as a recrea-
tional shopper (Bellenger & Korgaonkar 1980) who shops
when the mood strikes, finds gratification in shopping
activities, and often buys more than planned.

We also examined the relationship between these two
scales and personal characteristics of the respon-
dents. Consistent with earlier findings, females
enjoyed shopping more than males, (t=4.6, p<.00l); they
also were more impulsive, (t=2.29, p<.025). Many males
felt that shopping was “a waste of time"” unless it was
“functional”, i.e. they actually purchased what they had
set out to buy. Men enjoyed buying what they considered
"non-impulse, utilitarian” items like stereos, automo-—
biles, appliances, and athletic equipment, (t=10.5,
p<.001). Women enjoyed shopping for aesthetic goods
like casual and dress clothing and grooming products
(t=9.0mo <.00l). The sex difference in consumer
impulsivity could partly reflect the fact than men and
women typically are shopping for different kinds of
products. One additional finding was that younger
people tended to be more impulsive in their shopping
behavior than older people, (r=.16, p=.02). Although
this result is congruent with developmental theories of
impulsivity (Mischel 1971), it needs to be investigated
more systematically because changes in lifestyle and
income (e.g. "empty-nesters”, newly divorced) may
influence this relationship.

Experiencing Impulse Buying Episodes

From the depth interviews, we sought to develop a gener-
al model which could account for both the common process
and content elements in consumers' impulsive episodes.
Moreover, we wanted to relate this to previous research
on impulsiveness and the five distinguishing charac-
teristics of impulse buying developed earlier. To
accomplish this, the following discussion reports
findings that characterize prototypic consumer impulse
buying episodes.

Product Emanations

An impulse buying episode begins with a consumer's
sensation of some stimulus object, followed by a sudden
urge to acquire it. Once an impulse is aroused, all at-
tentional resources are focused upon the product.
-- I have a real hard time in stores without things
grabbing my attention. (F-28)
~- I was in Field's and this blouse and skirt
caught my eye. (F-22)
Respondents often depicted themselves as innocents,
minding their own business; they had not intended to buy
anything when they suddenly fell victim to "subliminal”
product emanations. )
-~ I was in Beverly Hills just walking around not
intending to buy when I saw some shoes on
sale. So I went inside and tried them on and
they fit fine. At that time I thought abut

2(Respondent gender is identified with an M or F,
followed by age.)

buying one pair, then I got the feeling I had to
try everything. They were just calling to me.
(F-24)

-- I was standing in the grocery store checkout
line, and the candy bar was staring there at
me. (M-26)

-- The pants were shrieking 'buy me', so I knew
right then that I better walk away and get
something else done. (F-35) :

These anecdotes suggest that these consuming impulses
originate within the products. Consumers hint about
magical, fantastic forces that animate some products.
Independent of the objective reality involved, consumers
talk of products that somehow mesmerize them to purchase
impulsively, almost a case of willing seduction. 1In a
sense these beliefs provide a basis for consumers to
abrogate responsibility for actions that society might
construe as juvenile or lacking in self-control. Pro-
ducts are imbued with wills of their own; the consumer
may recognize the "bad” involved in succumbing to an
impulse to buy, but attributes this behavior to external
forces (an example of "the devil made me do it" syn-
drome). Consumers talk of their powerlessness to avoid
the temptation, as if they were possessed by products,
where only an immediate purchase could complete the
marketplace exorcism. This is only one of many differ-
ent “"psycho-logics" (Abelson & Rosenberg 1958) that
people use to maintain some semblance of rationality, at
least to themselves (Levy 1981).

Spontaneous Urges to Consume

Impulse buying usually begins without conscious plan-
ning, arising spontaneously and without warning.
Respondents describe being “"suddenly overcome with a
desire” to buy, coupled with intense urges to consume.
-- I passed by a case coantaining brownies. I am
depressed to begin with, so I bought four and
ate them right there. I was glad I did it —--- it
made me feel better. (F-33)
This sudden desire to buy or consume is not casual; it
moves quickly to center stage and demands immediate
attention.
-- You suddenly feel compelled to buy something.
It feels like getting an IDEA. (M-22)
-— I saw this wild Marimeko comforter and set of
sheets. I saw how it could change my whole
bedroom into a “"hot jungle". (M-29)
People may view their impulses as creative insights, or
even spontaneous flashes of brilliance.

Impulses are action-oriented; they trigger responses,
usually quite quickly. Some individuals report that
impulse buying episodes were of short duration.
-~ It's a fast feeling, and if I don't get it right
away, I1'll think of reasons why I don't need

it. (F-32)
-— It just happens very fast. If I like something
that much, I will just buy it -—— I don't need

to think about it much. (F-21)
Many people expressed the feeling that their impulse
purchases were unplanned. As mentioned earlier however,
"unplannedness” is not a necessary condition for
impulsiveness. In fact some people “"plan on being
impulsive®”.

-— I grabbed $300 and went to Water Tower (Mall).

I didn't really know what I was going to spend

it on =—— I didn't want to plan it out, because

the best part of shopping for me is seeing some-

thing and knowing right away that's what I

want. (F-28)
By planning to be impulsive, people can enjoy the
feeling of being overwhelmed by spontaneous urges and at
the same time maintain some form of impulse control
imposed by a budget.



The Inner Dialogue

Sometimes the impulse to buy stimulates the consumer to
consider the probity of a prospective purchase. But
even in apparently "mindless™ situations, the consumer
often engages in a serious inner dialogue. This section
summarizes the cost-benefit analyses and various resis-
tance strategies consumers employ in coping with their
buying impulses. It also identifies the rational-
izations and affective states that come into play.

Cost-Benefit Analyses. People have developed broad
repertoires for maintaining self-ccntrol; they do
whatever is necessary to regulate their shopping impul-
ses. The most commonly mentioned means of impulse con-
trol involves reasoning with oneself, i.e. increasing
the saliency of the negative consequences of the pur-
chase (e.g., monetary constraints) or thinking about
better ways to spend the money after saving up.

—- Can I afford it, will I regret it? Will I get my
utility, or use it once and forget? Do I really
need it or want it? Is there a better way to
use the money? (M-28)

—- I think of other pleasurable things I could do
if I could just hold off. (F-29)

-- I have to be able to see myself using the
product. Otherwise I'll resist. (F-28)

Distancing Strategies. Although many respondents talked
about the use of abbreviated cost-benefit analyses, it
is not clear how effective people were in fending off
their consumpton urges. Jones and Gerard (1967) hypoth-
esized that "time-binding"” (the capacity to bridge the
delay of gratification) hinges on self-instructional
processes to increase the salience or dominance of the
delay object, a form of self-reinforcement induced by
actively anticipating future positive consequences.
However Mischel and Ebbesen (1970) found that, at least
with children, a better strategy was cognitive avoidance
——- children could wait longer by engaging in self-

distraction. Sometimes it is best to simply not think
about it.
~- You've got to walk away --- as soon as I feel an

impulse, I immediately leave the area. (M-31)
I try to distract myself by moving to another
display. (F-41)

I have a rule about eating —-— once I finish
what is on my plate, I make myself wait half an
hour before thinking about dessert. By that
time, I'm usually doing something else or I'm
not hungry anymore. I do the same thing when
shopping. (M-34)

I steer clear of record stores when I can't
afford it. (M-24)

-— Often five minutes cools me down. (F-35)
People go to elaborate lengths to avoid tempting
situations, essentially by playing little tricks on
themselves (Schelling 1978).

Small Rewards. Another means of impulse control
involves placating oneself with a small purchase as a
reward for resisting a bigger more costly impulse.

—- I had money to buy myself a gold chain, but I
decided to buy it later. I bought a half-dozen
roses for my girlfriend instead. (M-25)

I almost bought this Gucci handbag, but I
resisted. Later I bought some expensive
chocolate, treating myself to luxury. It was
"affordable"” self-indulgence. (F-27)

Precommitment. Respondents recognized that one of the
problems with impulse buying is that what you want now
may not be what you want later. Tastes and preferences
change over time.
-=- 1 have a real hard time resisting clothes.
closet is filled with clothes I now regret
buying. (M-31)

My

26

-- To stop myself, I recalled my last impulse
purchase that I never ended up using. (M-29)
—— I saw a pair of shoes I really liked, but I
reminded myself I have many shoes I've never
worn. (F-29)
To avoid these problems, people employ various precom—
mitment strategies (Strotz 1956; Thaler & Shefrin 1981),
the classic example being Ulysses having himself bound
to the mast so that he could listen to the Sirens while
his crew sailed the boat with wax in their ears (Elster
1977). People impose rationing devices upon their
behavior to preclude impulsivity (e.g., budgets or the
use of chop sticks to avoid eating too fast).
—- How do I discipline myself? I don't carry
credit cards. (F-25)
I bring little money with me. Going home for
more cash gives me time to think. (F-26)
When I go into stores I make a pact to go
straight to the department that carries the
thing I'm interested in. (F-32)
I tell myself that I don't have the time to look
at the product closely. (F-24)
I make my boyfriend go with me. (F-31)
Another precommitment technique involves the making of
side-bets (Becker 1960), where future rewards are irre-
versibly tied to one's ability to avoid more immediate
rewards. Lack of self control in the short run would
lead to immediate forfeiture of a larger long-term re-
ward. People are willing to place severe constraints on
their immediate behavior (e.g. wiring one's jaws shut to
lose weight) because they know they cannot trust them-
selves in the short run.

Rationalizations. Another aspect of consumers' inner

Guilt.

dialogues involves rationalizations of impulsive buying,
the non-objective recoding of an impulsive purchase as
non-impulsive. People are especially adept at maintaining
cognitive consistency (vis a vis their own rationality).

-- Clinique make-up -—-- you get a “free" gift if

you buy over $7 worth. I didn't need the
product, but I knew I'd use it. My friend
bought it, so did I. (F-24)

Men's designer shirts at 40% off. I saw two I
liked and charged them; it was hard to resist
the good pricée, high quality, and besides I
didn't need the cash. (M-33) ’

I was out with some girlfriends; they were buy-
ing things and I felt deprived. So I bought
nylons in various colors. I just felt compelled
to buy something, but they were inexpensive and
needed. (F-25)

And sometimes the rationalizations do not even attempt
to assume an air of rationality.

-- My mind quickly starts rationalizing how much I
need that product, and all the pros and cons go
through my mind, except the pros usually
outweigh the cons. (M-24)

Not all shopping impulses foment cognitive con-
flict, though many led to heated debates between the
straight and wayward (impulsive) sides of a consumer.
For some people the mere sensation of any impulse (shop-
ping or not) is immediately met with a sense of guilt,
an extreme form of the "Protestant Ethic", with its pur-
itanical demands for self-restraint and its negative
attitude toward pleasure (Mischel 1971). Spontaneous
behavior is considered inherently bad and frivolous.

-- I'm not big on impulses, I watch my money real
close. (F-45)
I'm from a conservative, rural background in
which I was taught the value of a dollar. I
don't spend money freely and always want the
best value for my dollar. (M-31)
Implicitly I know that impulse buying is not
good. (M-39)
I fear regretting the purchase later, and I
think about what would happen if others found
out how much it cost. (F-26)



Impulse Persistence and Power

Buying impulses add pressure to the inner dialogue
because they are often persistent, and not easily
dismissed by rational introspection.

—-= I didn't feel I could leave the store without
the shoes. I imagined myself leaving and it
just didn't feel good. (F-20)
It gnaws at me until I buy it.
it I keep thinking about it. It won't get out
of my mind until I buy it. (F-26)

The feeling starts when I see something . . . it
comes on very quickly and is a persistent nag-

< ging. (M-28)

Individuals describe removing themselves from the area
of temptation to another part of the store, but the
buying impulse may continue to haunt them.

-— I saw this 14K gold ring on sale. Tried it on,

took it off . . . tried it on, took it off. I
left the store, but returned because all I could
think about was how good it would look with
painted nails, my white silk blouse, black pants
and high heels. (F-25)

If I want to get

At their strongest buying impulses are impossible to re-
sist. Some respondents associate consumer impulsiveness
with pressing physiological drives or states. One per-
son describes his impulse buying urges as feeling like a
"hunger"; another describes the "tingling” that comes
over her. Another young man reflects that his impulse
buying urges "seem almost physical”. The urgency to act
is quite powerful and difficult to control. Respondents
frequently use extreme terms to describe what it feels
like when they experience the impulse to consume: ex-
citing, risky, a "surge"”, fun!, naughty, great, happy,
exhilarating, satisfying, compelling.

Conclusion

In this paper we have explored consumer's experiences
with impulse buying. We have attempted to go beyond the
view of impulse buying as nothing more than "unplanned
purchases"”. The results were consistent with psycho-
logical interpretations, and reveal the complex psycho-
dynamics that underlie impulse buying episodes. The
current research is clearly exploratory but it has high-
lighted several important factors that require further
study: 1) how does mood influence impulse proclivity?
2) what situational factors stimulate or discourage
impulse buying (e.g. point-of-purchase)? 3) what resis-
tance strategies are more or less effective and how can
marketers use their knowledge of impulse control to
"push consumers over the edge”? We also need to under-
stand more about the trait of consumer impulsivity: how
it is distributed across demographic and lifestyle
segments; and how it i's related to other forms of impul-
sive behavior.
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THE CONSUMER RESEARCHER VISITS RADIO CITY: DANCING IN THE DARK

Morris B. Holbrook, Columbia University1

Abstract

Oh, he isn't like his kind, or like anyone else at all.
He's a born dreamer with a raft of great dreams, and

he's very serious about them. I've told you before he
wanted to get away frowm his father's business, where he
worked for a year after he graduated from Harvard College,
because he didn't like being in trade, even if it is a
great company that trades with the whole world....

So I kissed him and told him he was the handsomest in
the world, and he is. And he said he wasn't worthy
because he had so little to offer, and was a failure at
what he'd hoped he could be, a poet. So I kissed him
and told him he was too a poet, and always would be, and
it was what I loved most about him.

--Sara's description of Simon,
A Touch of the Poet (Acts I, IV),
Eugene 0'Neill, 1957

Introduction

In college, I experienced a phenomenon that has since
been confirmed by psychologists studying intrinsic mo-
tivation--namely, that attaching an extrinsic reward
(say, grades) to some activity that might otherwise be
pursued for its own sake (say, the study of English
Literature) can erode the whole basis .for its value with
disasterous consequences for enjoyment. Accordingly, I
resolved to take up some course of schooling that I
thought could not rob its subject matter of intrinsic
value, largely because that subject matter seemed to
lack all such intrinsic value in the first place. I
therefore turned to the study of business.

lThe author gratefully acknowledges the support of the
Columbia Business School's Faculty Research Fund. He
thanks Eric A. Greenleaf, Elizabeth C. Hirschman, and-:
Sarah M. Holbrook for their helpful comments on an
earlier draft of this paper. Incidentally, Mr. Green-
leaf disagrees with the negative view of commercialism
implied by some parts of this paper. He correctly
points out that often academics may need to consult in
order to eat. I agree completely and have acknowledged
this point in the "Three Bears' piece. I only wish to
insist that one should maintain a distinction between
eating and researching. In no way do I mean to imply
that my own work lies entirely on the right side of that
distinction. The best one can hope for is to do some
researching between banquets and, when possible, to
abstain from excessive snacking between meals. Just as
someone who has grown obese through persistent overeat-
ing might object to being called "fat" or "fleshy" or
"big," some whose livelihoods entail large amounts of
consulting may object to parts of this paper. I apolo-
gize in advance to such readers and assure them that my
intent is to be provocative, not offensive. Accordingly,
as a gesture of contrition, all royalties paid on this
paper during its first year of publication will be
donated to the Rockettes Retirement Fund.
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In the course of studying business, however, I have
learned gratefully that one aspect of that field of in-
vestigation does possess intrinsic value for me. Spec-
ifically, the phenomena of consumer behavior strike me
as interesting and worth exploring in their own right,
apart from any practical implications that might stem
from such inquiries. For me, consumer research is an
end in itself and not just a means to somebody else's
ends. I therefore tend to resist the intrusion of con-
cerns for managerial usefulness, marketing applications,
or consulting opportunities and have argued accordingly
in my conference paper entitled "Why Business Is Bad
For Consumer Research."

I confidently expect that many will disagree with my
reasons for pursuing consumer research and my arguments
for why the intrusion of managerial interests distorts
that process. I invite such readers to interpret.my re-
marks in the spirit of fun-loving debate in which they
are intended. I recognize that two sides of the issue
exist. I merely wish to stick up for the side that I
believe has been unjustly neglected, even downtrodden.

At last winter's marketing-theory conference, I pointed
out that the view of science and scholarship as ends in
themselves lends their pursuit some components of
artistic creativity and confers on their value some
aspects reminiscent of esthetic appreciation. As related
autotelic, ludic, or self-justifying forms of endeavor
and experience, art and esthetics provide close paral-
lels to the development of theory in consumer research.
One such parallel, not fully explored in my earlier paper,
concerns the possible intrusion and distorting influence
of commercialism.

Recently, I attended the performance of a spectacle

aptly entitled "Gotta Getaway:." at the Radio City Music
Hall. Everything about this show seemed calculated to
appeal to the broadest possible audience. It included a
star (Liliane Montevecchi) with long experience at the
Folies Bergeres in Paris, New York, and Las Vegas. It
contained acrobats, magicians, and trained animals. It
featured a pipe organ of such staggering sonic proportions
that its slightest nuance could be felt as well as heard
while its crescendos reached literally bone-shaking in-
tensity. But, most of all, it displayed the nonpareil
Rockettes--thirty-two dancing beauties who ascended
triumphantly from the orchestra pit on an automated plat-
form and pranced through their famous chorus-line routine
with every member of the troupe carrying a torch and
sporting a costume that matched with remarkable verisi-
militude that worn by the Statue of Liberty.

Judging from the enthusiastic response of the packed
Music Hall, the Radio City audience loved this perfor-
mance. Apparently, only I experienced discomfort. My
discomfort stemmed not from any incapacity for enjoyment--
I like tame tigers, jugglers, dancing girls, and liberty
as well as the next fellow--but from my irresistable
inclination to compare this apotheosis of mass appeal
with the role of commercialism in consumer research.

High Culture and Popular Culture
In Consumer Research

In describing the activities of artists and craftsmen,
sociologists (Becker and Gans) and consumer researchers
(Hirschman and Wallendorf) portray a continuum from
high to popular culture. One extreme concerns Art (with
a capital "A"); it is produced by artists pursuing



creative objectives for their own sake in accord with
artistic integrity and is appreciated by those with re-
fined tastes and delicate sensibilities. The other con-
cerns entertainment (with a small "e"); it is produced

by professionals who aim at crafting an accessible pro-
duct capable of winning mass acceptance so as to achieve
commercial success by appealing to the common denominator
in shared tastes.

Sociologists almost always follow this distinction with
an immediate disclaimer against elitism. We are not
claiming, they say, that high culture or Art is '"better"
than popular culture or entertainment. One person's
esthetic experience is just as valid as another's. All
we claim, they say, is that one type of appreciation re-
quires effort and sophistication, whereas the other is
easy and cheap. The former appeals to people with keen
sensitivities and the ability to deal with complexity,
while the latter attracts those with common tastes and

a confirmed intolerance for ambiguity. And certainly
there's nothing wrong with that. God must have loved
the common people because He or She made so many of them.
Amen.

Similarly, in consumer research, one finds parallels to
the continuum between high and popular culture. We
have our effete corps of researchers with intellectual
integrity who pursue interesting issues for their own
sake wherever they may lead and whose work is apprecia-
ted by a small number of ivory-tower academicians de-
voted to scholarly pursuits. By contrast, we also have
expert investigators concerned with practical applica-
bility who pursue managerial issues of relevance to real
marketing problems at least partly for the sake of the
financial remuneration to be gained from practitioners
who can use such results to bolster their bottom lines.

Just as in the contrast between high and popular cul-
ture, the distinction between academicians and practi-
tioners or between scholarship and consulting again
raises the dread specter of elitism. Who dares to say
that research motivated by intellectual curiosity is in
any sense '"better" than that motivated by managerial
applicability? How dare anyone prefer the scholarly to
the practical or the merely academic to the useful? God
must have loved consultants because, like the aforemen-
tioned common people, She also made so many of them.

My answer to this familiar charge of elitism follows
directly from the analogy between consumer research and
artistic creativity. Like a work of art, a piece of
consumer research may be relatively great and enduring,
or it may be comparatively shallow and ephemeral. Just
as in the arts, this difference often hinges on the dis-
tinction between the pursuit of truth for its own sake
and the pursuit of commercial success. Consider what
happens when artists forsake their most pure creative
visions and turn instead to attempts at seeking a larger
audience by trading artistic integrity and esthetic value
for the advantages of easy execution and immediate ac-
cessibility. Consider, for example, the deterioration
of gifted jazz musicians like Wes Montgomery or Herbie
Hancock who have diluted and cheapened their styles to
seek mass appeal. Compare the supreme gracefulness of
Jean-Pierre Rampal playing the Bach suites with James
Galway's clumsy stumbles through pop hits such u:
"Annie's Song." Recall the difference between the seri-
ous novels and murder mysteries by Georges Simenon

or Graham Greene. Ponder the contrast between the per-
ennially magisterial singing of Mahalia Jackson, who
steadfastly refused to touch pop music, and Aretha
Franklin's steady decline from a once sublime gospel
singer into a dull and repetitive disco act.

Like many artists through the ages, Mahalia Jackson
faced a choice about where to aim on the cultural con-
tinuum. She could continue devoting her life to the
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art of singing gospel songs. Or she could earn a lot of
money and make the executives at her record company very
happy by recording some pop tunes. We know what Mahalia
Jackson did. She told the practitioners to leave her
alone; she found guidance in her own pure artistic vision;
and she followed what she believed to be the truth.
Consumer researchers might learn something from Mahalia's
bright and shining example, if we dared.

When considering the continuum from high to popular cul-
ture, those concerned with protecting the world against
elitism often find consolation in their version of the
life of William Shakespeare. After all, wasn't Shakes-
peare a great dramatist and didn't he write for the com-
mon man? Of course he was and of course he did. He
filled his plays with all sorts of silliness and ribald-
ry that the masses could appreciate. He employed fools
and jesters to make lewd comments and to tell dirty
jokes. But these concessions to popular taste did not
win Shakespeare his magnificent reputation as the great-
est of English playwrights. 1In fact, in Hamlet, he

goes out of his way to parody the kind of acting that
the mob appreciates. Moreover, he lets Polonius pro-
claim the lapse of truthfulness that may accompany an
attempt to govern one's life ont he basis of commercial
gain and practical business concerns:

Neither a borrower nor a lender be,

For loan oft loses both itself
and friend,

Md borrowing dulleth edge
of husbandry.

This above all, to thine own self
be true,

And it must follow, as the night
the day,

Thou canst not then be false
to any man.

--Polonius' farewell to Laertes,
Hamlet (I, iii, 75-80),
William Shakespeare, 1601

Any conclusion that Polonius spoke for Shakespeare would
be risky given that character's status as an old fool.:
But we do not need to speculate on how Shakespeare felt
about business because he wrote a play devoted to this
subject. I refer, of course, to The Merchant of Venice
where business is seen as a force that prompts the worst
possible behavior from those who get involved--if not
from Antonio (the generous merchant), then certainly
from Shylock (the usurious moneylender whose vengeful
interest lies in extracting a pound of Antonio's flesh).
Apparently, Polonius was right: "Neither a borrower nor
a lender be."

When business calls to consumer researchers and urges
us to eschew the unfettered pursuit of truth in order
to seek commercial gain, it extracts its pound of flesh.
It turns our vision away from something honest and pure
toward something slightly soiled by self-interest and
acquisitiveness. I would argue that, however diffi-
cult the course might be, we should move in exactly the
opposite direction--away from a preoccupation

with practicality toward concerns worth pursuing fnr
their own sake as ends in themselves. This, too, is a
recurrent literary theme. It has often been treated
metaphorically as the difference between talking and
singing or between walking and dancing. However wist-
fully, we want our research not merely to walk and talk;
we Want it to sing and dance:

How sweet the moonlight sleeps
upon this bank!

Here will we sit and let the sounds
of music

Creep in our ears; soft stillness



and the night
Become the touches of sweet harmony.
Sit, Jessica. Look how the floor

of heaven
Is thick inlaid with patens

of bright gold.
There's not the smallest orb

which thou behold'st
But in his motion like an angel sings,
Still quiring to the young-eyed cherubins;
Such harmony is in immortal souls....

The manr that hath no music
in hiwmself,

Nor is not moved with concord
of sweet sounds,

Is fit for treasons, strategems,
and spoils;

The motions of his spirit are
dull as night,

And his affections dark as Erebus.

--Lorenzo to Jessica,
The Merchant of Venice
(v, i, 54-63, 83-87),
William Shakespeare, 1597

The Dancer and the Dance

A play by Cecil P. Taylor called And A Nightengale Sang...
(1977) recently enjoyed a successful off-Broadway revival
in New York. Its central theme deals with the psycholo-
gical transformation of a character named Helen. Helen
begins the play as a sad, pathetic wallflower, who feels
weighed down by practical family responsibilities and
who refers to herself as a 'cripple'" because she walks
with a slight limp. But then Helen falls in love with

a young soldier named Norman, who takes her away from
her burdensome family duties, teaches her to dance, and
thereby transforms her into a person full of life and
happiness. The dancing scenes provide Taylor's meta-
phorical comment on the difference between the practical
world and the world of artistic vision. When the play-
wright died, a friend paid him a tribute to which any
consumer researcher might aspire:

Your life could never be the same again having
known him. He gave the lens a small turn and
brought things into focus, teaching you that some
things that had obsessed you were virtually worth-
less, empty, but that there were others which
should never be betrayed.

--Stagebill,
April 1984, p. 20

In C. P. Taylor's play, the dance serves as a metaphor
for what is worthwhile and should never be betrayed.
The same imagery recurs in the old Fred Astaire movies.
In Cole Porter's Silk Stockings (1957), for example,
Cyd Charisse as Ninotchka represents cold, hard, pure
scientific truth. Ninotchka is a Russian agent, who
concentrates on inspecting factories ‘and power plants
and who regards music as 'mecessary for parades." Fred
Astaire was never more artistic, graceful, and eloquent
than when teaching Ninotchka how to dance. And Cyd
Charisse was never more glorious than in the intimately
choreographed scene in which she puts on her first pair
of stockings and dances around her boudoir.

Stocking and dancing imagery also pervades Josef von
Sternberg's The Blue Angel (1930). As Lola Lola, the
heartless cabaret performer, Marlene Dietrich uses her
stockings as one unseemly tool to win the affections of
Professor Immanuel Rath, played by Emil Jannings. Lola
is a real operator--self-interested, glamorous, enticing.
She already knows how to sing and dance, as indicated by
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the constant repetition of her sultry torch song 'Falling
in Love Again." 1Indeed, in a cruel role reversal, she
teaches the professor to perform and forces him to dress

in a clown's costume and stand upon the stage, crowing
like a rooster while a magician breaks eggs on his bald
head and humiliates him in front of his fellow professors,
his former students, the Assistant Mayor, and other towns-
people who once held him in respect. This barnyard imi-
tation, this tragic music-hall dance, conveys Professor
Rath's debasement and expresses the sacrifice of every-
thing he had valued. Early in the film, the professor
showed indignant outrage when he found one of his stu-
dents looking at photographs of Lola Lola. Now, after
himself falling under Lola's spell, he reaches his nadir
when he hawks these same dirty pictures to an unruly and
abusive nightclub audience. "How's buisness?'" asks Lola.
"Only sold two cards," he complains, "...ignorant crowd."
"I live off that 'ignorant crowd,'' she protests.
"Better,'" he replies, "to die like a dog than to live
like that."

Which type of consumer researcher would we rather be--
Emil Jannings as the professor who pursues the cruel

and sordid but eminently businesslike Lola or Fred Astaire
as the dancer who miraculously transforms the coldly
scientific Ninotchka into a warm and loving paramour?
After her transformation, Ninotchka rejects her absurd
Russian comrades and delivers lines that suggest an
answer: :

For the first time in my life, I looked at
something and thought, "How beautiful,"
instead of "How useful'. Let them
settle their business, and we will get back
to beautiful things.

cee

Epilogue: Among School Children

I shall close with one final comment on the relevance of
the dance metaphor to our lives as consumer researchers.
As I have suggested, our research is like a dance. It
can aim high and leap after truth, or it can aim low and
sink like a stone. We ‘can pursue knowledge like beauty
for its own sake and soar like Nureyev and Baryshnikov,
or we can wrap our feet in utilitarian slippers of lead
and perform soggy pirouettes beneath a sea of managerial
practicalities. As Charlie the Tuna found out to his
dismay, the pursuit of Truth and Beauty gets nowhere on
the ocean floor. Sorry, Charlie. Practitionmers don't
want tunas with good taste. They want tunas that taste
pood.

Whichever path we choose--the road more or less traveled--
we become part of what we do. We assume the characteris-
tics of our research focus. In the words of one great
but anonymous philosopher:'Wherever you go in life,

that's where you'll be."

This point becomes especially important for those of us
who serve as teachers, particularly in Ph.D. programs.
The kind of research we do shapes our personal character,
and that character may in turn affect our doctoral stu-
dents. Not only do we become what we do, but our ex-
ample may guide others. They may model their dance, in
part, on our own.

Such thoughts and feelings concerned W. B. Yeats in
his poem "Among School Children.'" He saw the inter-
connectedness and unity of things--as in the leaf,
blossom, and trunk or "bole" of a tree--and evoked the

"process by which we become what we do:

Labour is blossoming or dancing where

The body is not bruised to pleasure soul,
Nor beauty born out of its own despair,
Nor blear-eyed wisdom out of midnight oil.



0 chestnut-tree, great-rooted blossomer,

Are you the leaf, the blossom or the bole?

0 body swayed to music, O brightening glance,
How can we know the dancer from the dance?

--"Among School Children,'
William Butler Yeats, 1928
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COHORT VARIATION
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Abstract

Consumer behavior occurs within the boundaries of a given
historical period. In order to assess how history might
affect consumption it is first necessary to define some
0f ~he central issues involved in such an inquiry. This
paper addresses three issues which are particularly im-
portant in any period-specific inquiry. These issues
include cohort versus generational analysis, intercohort
and intracohort variation, and cohort adaptation. The
importance of these issues are considered in relation to
previous findings in consumer research.

Introduction

Since the late 1960's a number of social science theorists
in subfields such as life-span developmental psychology
(Baltes, Reese and Lipsett 1980), life-course sociology
(Elder 1974, 1981), age stratification (Riley, Foner and
Johnson 1972), and social history (Haraven 1978) have
directed their efforts toward the study of behavior in
historical context. Historical context encompasses both
the historical events and the social conditions which
existed/transpired during an individual's lifetime. Re-
cently articles have appeared in the consumer literature
which have emphasized the benefits of the historical ap-
proach (cf. Rentz and Reynolds 1980, Rentz, Reynolds and
Stoudt 1983). While viewing consumer behavior from this
perspective may provide significant new insights to the
field, care must be taken with regard to the use of this
approach. This paper builds on this developing area of
consumer research by clarifying some of the underlying
conceptual issues involved in an analysis of historical
effects. In particular we address (1) the distinction
between cohort and generational analysis, (2) the varia-
tion that can occur between and within cohorts, and (3)
cohort adaptations through time. Following this discus-
sion we provide alternative interpretations of previous
findings. In the final section we briefly review some
of the reasons why cohort analysis has received little
attention in consumer research.

Cohort or Generation

The terms '"cohort'" and "generation'" have found increasing
use in the marketing literature in the past few years
(cf. Rentz and Reynolds 1980, Reynolds and Rentz 1981),
and although there is a tendency in both the social
sciences and popular literature to equate the two con-
cepts, there are important differences which warrant at-
tention. In order to most effectively utilize either
concept, a concise and clear understanding of their
meanings and boundaries is necessary.

Early European sociologists who were the first to pursue
the concept of generations employed a thirty year unit
of measurement (Mannheim 1952). This unit of time was
accepted for use since it marked the length of time that
characterized the creation of familial descent patterns
between parents and children. However, this specific
method of conceptualizing generations was more reflec-
tive of the rate of change in the family structure than
it was an accurate indicator of the rate of social change.
Rapid social change and it's attendant modifications in
values necessitate attention to much shorter time spans
as significant units for the study of generations. To-
day we are more conscious of the fact that generations
are not units fixed by the mere passage of time, but are
more profitably understood as the result of the inter-.
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action of individual maturation with the socio-histori-
cal environment inhabited by the individual.

Turning to the specific definition employed by Mannheim
(1952) we notice that he defined gcov-vecion in terms of
age groups and shared experiences:

The fact of belonging to the same class, and
that of belonging to the same generation or
age groups, have this in common, that both
endow the individuals sharing in them with a
common location in the social and historical
process, and thereby limit them to a specific
range of potential experience predisposing
them for a certain characteristic mode of
thought and experience, and a characteristic
type of historically relevant action (p. 291).

Some years later Ryder (1965), in attempting to examine
the utility of cohort also referred to age groups and
shared experiences:

a cohort may be defined as the aggregate of
individuals (within some population definition)
who experienced the same event within the

same time interval...Each cohort makes fresh
contact within the contemporary social heritage
and carries the impression of this encounter
through life (p. 844-845).

Finally, during the mid 1970's Bengston and Cutler (1976)
suggested the following definition of cohort:

the cohort perspective [is] a focus which empha-
sizes demographic attributes of age groups.

Born during a given period of history, a par-
ticular age cohort experiences in similar ways
the consequences of historical events (p. 131).

Given these nominal definitions it is not surprising
that the terms have been used interchangeably. We be-
lieve, however, that the confusion that has arisen can
be traced to the ambiguity of "shared experience' with-
in a historical period. One can share an experience
with a historical period such as the 1940's or 1960's
in at Jeast three distinct ways. The first of these is
the cohort approach, which usually centers on some
demographic characteristic shared by a group. Typically
in the social science literature researchers emphasize
age cohorts. This age cohort distinction is reflected
in Bengston and Culter's (1976) definition mentioned a-
bove. A second type of classification emphasizes the
location of a family unit. Researchers pursuing this
type of analysis focus on the generational transmission
of norms or values. Concerning the differences between
cohort and generation, Kertzer (1983) writes ''genera-
tion, then, is a relational concept bound to the realm
of kinship and descent, it is not an appropriate tool
for dividing societies into segments or populations in-
to aggregates (p. 128)." In other words, generation
should be restricted to family descent while cohort
should refer only to the succession of individuals who
pass through the social system. A third type of his-
torical grouping has been termed the "historically con-
scious agents of social action" (Bengston and Cutler
1976). These unique groupings are comprised of subunits
within age cohorts.




cohorts, family generation, and
is important. It is not uncommon
to find researchers who divide their sample into age
groupings (one, five or ten year intervals) and examine
how groups differ with regard to a particular phenomenon.
Differences which emerge from this analysis are often
attributed to age effects. However, it is usually un-
clear if the authors are attempting to make a case for
age, cohort, family, or within cohort effects. We hope
the present discussion allows for a broader interpreta-
tion of age and historical effects.

The distinction between
"social action'" cohorts

Given this qualification, we now turn to the issue of
"differential" exposure to historical events by separat-
ing cohorts into intracohort and intercohort analyses.

Intercohort and Intracohort Variation

For the term cohort to be utilized as an explanatory
concept it must organize persons into distinct groups
with empirically demonstrated variation between them.
Birth year is often employed as the grouping variable in
intercohort analyses. The use of age as a structural
variable depends on the extent to which similar experi-
ences are shared by members comprising the age strata.
This assumption is integral to the concept of an age co-
hort. If age does not discriminate individual's respon-
ses to broad historical change, then its reliability as
an independent variable may be called into questiom.
Chronological age has been shown to be less than compel-
ling as a predictor of values and behavior (Wohlwill
1970) due, at least in part to the heterogeneous nature
of age groups (Zaltman, Alpert and Heffring 1980).

Rather than abandoning age as a grouping mechanism, we
suggest that researchers begin to think more about in-
tracohort variation. The lack of intracohort awareness
has arisen because there is a tendency to regard his-
torical change as a monolithic entity that operates on a
societal level. 1In fact, there is no socio-historical
change independent of its effects on specific individuals.
The cohort analyst must be prepared to specify the pop-
ulations in which intercohort and intracohort variation
is expected to occur. An example of the value of this
approach is illustrated in a program of research by Elder
(1974, 1981). Elder examined the variation of two co-
horts (one born in 1920 and one born in 1929) by focusing
on depression hardship (percentage loss of income) and
its effects on adolescent and adult health and behavior.
His results indicate that both between and within cohort
variation is evident in early and late adulthood.

Elder's work demonstrates the necessity and benefits of
combining both the inter and intracohort type of analysis.
The difficulty arises when the researcher must decide
whether to focus on inter or intracohort comparisons.
Although there are no general guidelines, some insights
can be gained by considering the movement of cohorts
through time. In the next section we focus on a variety
of issues related to cohort adaptations.

Cohort Adaptations

The concept of cohort is based on the premise that each
cohort carries the imprint of early socialization for-
ward in time. The traits that characterize a specific
cohort are expected to be raflected in their behavioral
and attitudinal patterns i.. subsequent years. Again,
the power of age to differentiate the characteristics of
groups and individuals over several decades of time must
be critically examined. The coherent nature of a cohort
is partially a function of the relative plasticity of
human behavior on one hand, and the rate of social turn-
over on the other.

Variation exists between individuals when their lives be-
come more different as environmental and self-initiated
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pressures force them to change. Whether intercohort
effects continue to exist over time will depend on the
amount of similarity existing between adults of similar
age. One source of pressure to change results from the
aging process itself, in that age norms vary (Neugarten
and Datan, 1973) and thus precipitate change over the
entire course of the life span.

The nature of any single cohort over time represents a
problematic area for the further refinement of cohort
dynamics. Ryder (1965) stated that ''cohorts can be
pulled apart gradually by the slow grind of evolutionary
change (p. 851)." We assume a similar position with re-
spect to this issue and urge that consideration of the
nature and quantity of change in adulthood be related to
the cohort perspective in a more systematic manner. The
impact of experience may create a need for socialization
during adulthood that mitigates the effect of earlier
periods of socialization. Various researchers have
demonstrated that intracohort differences are greater
among older cohorts than among the younger omes (Baltes,
Reese and Lipsett 1980). One explanation for this dif-
ference may be the fact that older individuals have been
confronted with a wider variety of experiences than
younger adults, hence, their life course becomes more
differentiated with age (Clausen 1973). Consequently,
this would create greater differences between adults of
similar ages than between groups of dissimilar age.
Previous developments suggest that there may be no funda-
mental variation in the mechanism of change occuring at
various stages of life (Gewirtz 1969). Social-learning
theorists, such as Mischel (1969) for example, argue
that socio-environmental conditions shape and support
one's behavior and attitudes. Inherent in this concep-
tualization is the notion that a changing environment
produces modifications in behavior. This is important
for the dynamics of intercohort differentiation in that
changes during middle and late adulthood may create
forces which pull apart the identifiable nature of co-
horts.

As mentioned above, it is necessary to examine all sour-
ces of influence if we are to be capable of explaining
behavior. Among adults, the effects of past historical
changes may affect one's characteristics at present, but
more recent socio-historical events are also at work in
shaping behavior. In fact, as an individual ages, s/he
has been exposed to a greater succession of socio-his-
torical events. It is for this reason that we suggest
that a cumulative historical effect may be in operation
among adults of varying ages. In other words, an indi-
vidual's characteristics are molded by a life-long se-
quence or events, not just those experienced during
childhood and early adulthood.

In sum the issues of cohort versus generation, intraco-
hort variation, and cohort adaptation through time pro-
vide some interesting perspectives on individual devel-
opment. However, the impact of these varying perspec-
tives and the "value added" of these distinctions has
yet to be addressed in a consumer context. Rather that
focus generally on how these issues relate to consump-
tion, in the next section we reinterpret and critique
studies that have not made these distinctions. It should
be noted that we have selected research of the highest
quality for this purpose. 1i: wmany ceses we are simply
adding an additional interpretation to the results
rather than a critique of the research.

Alternative Interpretations of Previous Research

Areas of research in consumer behavior which emphasize
sociological interpretations of behavior, typically, do
not consider the issues raised in this paper. In order
to stress the importance of these issues, the present
section suggests alternative methods of analysis or



reinterpretations of results previously published in the
consumer area. In some cases the alternative methods
may provide additional insights into the area, in others,
it may significantly alter the interpretation of the
findings.

Cohort Analysis

Cohort analysis was first introduced into the consumer
literature by Reynolds and his colleagues (Rentz and
Reynolds 1980, Rentz, Reynolds and Stoudt 1983). They
proposed that additional insight may be obtained by exam-
ining age effects in three ways: age, period and cohort.
Age effects represent the standard chronological inter-
‘pretation of age. Period effects refer to impact of a
given historical period and cohort effects relate to life
in a given era often indexed by birth year. It is impor=-
tant to consider this pioneering effort since the results
they obtained differed from previous age interpretationms.
In one study they note

In terms of prediction, the results of the study
indicate that total soft drink consumption will
not decline as a result of larger cohorts...this
prediction is in direct contrast to predictions
based upon age interpretations of cross-sectional
data (Rentz, Reynolds, and Stoudt 1983, p. 19)

In light of these findings it is important to critically
examine age interpretations of previous findings. This
need to reexamine is consistent with an earlier observa-
tion that age is typically used as a substitute for other
phenomena that are less easily measured (Zaltman, Aipert,
and Heffring 1980). Emphasizing only a chronological
interpretation of age differences may further result in
construct validity problems. That is, age is only a
proxy measure for the underlying phenmomenon of interest.

The interpretation of age effects is an issue which often
arises in sociological interpretations of socialization,
norm development and symbolism. Considering first the
socialization area. Frequently one encounters studies
which have various age groupings (e.g., ages 6-8, 9-12).
Results from these studies are typically attributed to
age differences or maturational effects (see Ward 1974

~ for a discussion of these types of studies). Another
often used strategy involves the selection of a specific
age-groups to assess "age effects" (cf. Moschis and
Churchill 1978). The principal limitation with both of
these approaches is their failure to consider effects

due to the historical period or to cohort differences.

By employing chronological age or Piagetian models these
approaches suggest that age differences are due to intel-
lectual or maturational development. This interpretation
necessarily assumes that these effects are not linked to
the historical circumstances of a given era. However,
the socialization process of an individual who is age six
in 1984 is very different than the socialization process
of a child who was age six in 1964. Hence the total ef-
fect is more than simply chronological age. Developmen-
tal models or socialization, however, are not sensitive
to these effects. Cohort analysis, on the other hand, is
ideally suited to assess changing patterns in behavior by
isolating cohort differences.

The importance of cohort interpretations can also be ap-
plied to a very interesting symbolism study by Belk,
Bahn and Mayer (1982). They examined the tendency of
individuals to make inferences about others based upon
their choice of consumption objects (i.e. cars). Analy-
zing data across six age groups, the authors uncovered
several choice patterns. One finding was reported as
'...consumption-based stereotyping follows a curvilinear
pattern, emerging sometime between preschool and second
grade and tending to decline after college age (p. 10)."
Thus they interpret this result in terms of chronmological
age. This interpretation assumes that as college age
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students enter "adulthood" they will shift their percep-
tions to be congruent with the adult age group. Without
longitudinal data or a cohort analysis, however, one is
unable to untangle age, period, or cohort effects. As

a result, two alternative explanations of their data are
possible. One is that the effect may be due to the cur-
rent historical period. That is, there is something
unique about the early 1980's that accounted for the
differences between the college age and adult samples.

A second, and more likely interpretation, would be that
cohort effects are responsible for the outcome. Were
there events or social circumstances that occurred during
the lifetime of the adult sample that resulted in dis-
tinct perceptions? Cleavly the adult population and
college age population experienced unique histori:s,
these unique histories or cumulative effects are cohort
effects. Chronological age simply refers to a matura-
tional concept devoid of any historical meaning. In
short, we would be more inclined to interpret their find-
ings as cohort effects not age effects.

A similar interpretation issue is evident in family de-
cision making. This is.particularly true of proponents
of the family life cycle (e.g. Murphy and Staples 1979).
In the Murphy and Staples (1979) revision of the FLC the
middle age category includes head of household ranges
which span upwards of twenty years. Since a central
assumption of the FLC is homogeneity within and hetero-
geneity between categories, this wide age range is par-
ticularly troublesome. However, to our knowledge no one
has systematically analyzed the within stage variation
that may be a function of cohort effects. Isolating
these effects would enhance the stability of FLC predic-
tors by lowering the error variance within stages.

~

Cohort Variation

Variation between cohorts may take two forms: interco-
hort and intracohort variation. Since the previous dis-
cussion centered principally on the need to consider in-
tercohort interpretations, the present section emphasizes
intracohort variation.

Rentz et al (1983) emphasized the variation that can oc-
cur between cohorts. The cohort categories used in the
analysis were based upon age intervals spanning ten
year periods. Yet recent developments in sociology and
life-span psychology question the breadth of these in-
tervals. For example, Elder's (1974) work on within
cohort variation centered on the differential historical
exposure within a one year cohort. In the Rentz et al
analysis, additional analyses could be performed to
assess the possibility of within cohort variation. Is
the same cohort effect evident for social class, urban/
rural and across each year in the 10 year interval? It
might be informative to divide the sample into age co-
horts defined by birth year. ‘This would allow one to
isolate shifts in consumption in age-adjacent cohorts.
Shifts in consumption patterns would signal the develop-
ment of new market segments and perhaps a shift in firm
resources.

The Belk et al (1982) study might also benefit from a
within cohort analysis. We would argue that the adult
grouping may not represent a homogeneous grouping of in-
dividuals. Although social class was examined in the
analysis one cannot assume that a narrow variance of
perceptions exists in such a broad category. We propose
that subgroups within the adult subsample might report
perceptions that are congruent with the college age pop-
ulation. Focusing analysis within these groups might’
allow one to isolate intracohort variations.

Work in consumer socialization also focuses on variations
that occur across age groups. However, it might be more
informative to consider how socialization differes with-
in a group in a given historical period. For example,



Elder's (1974) analysis of within cohort variation in
socialization emphasized the differential effects on
economic loss of children. This strategy resulted in a
innovative, theoretically grounded split of the cohort,
moving beyond demographics to isolate indicators of child-
hood variation. Similar comparisons could be made in
terms of consumer socialization. Are there differences
between youths from employed and unemployed families?

To what extent are history-linked age norms (Neugarten
and Datan 1973), prevalent in the socialization process?
Does childhood or adult socialization in the 1960's dif-
fer from the 1980's?

Cohort Adaptation

As cohorts move through history they become more differ-
entiated as a result of social and cultural change, age
norms, and the cumulative effects of earlier life experi-
ences. Given the number of factors which differentiate
individuals it is surprising that the 'elderly" are often
considered a homogeneous segment. Recently authors have
begun to analyze the young-old (65-75) and old-old (75+)
as two separate age groupings. Yet this approach is sub-
ject to the same criticism. The age intervals are too
wide to capture homogeneous segments. In response to the
wide variability in the elderly population, a more sys-
tematic attempt to develop measures of what age is ''sup-
posed" to represent was undertaken (Zaltman, Alpert, and
Heffring 1980). They concluded that 'chronological age
and the stereotypical variables it is sometimes used to
represent may not correlate closely and...age may not
predict particular other phenomena very well (p. 12)."
They suggested that emphasis be given to the specific
components .of what age represents.

A second issue related to cchort adaptation is the idea
of changing age norms. Concerning age norms Neugarten
and Hagestad (1976) write:

Lifetime becomes transmitted into social time,
and chronological age into social age. Age
classes, age grades and age status systems

emerge as social constructions. The interactions
between age groups is socially regulated;

the allocation of persons of different ages

to given social roles comes to reflect the
underlying age-status system, and age norms

form a pervasive network of social control

(p. 35)

In other words, being a certain age carries with it cer-
tain social expectations and behavior patterns which are
defined by society relative to a given historical period.
For example, having a child at age thirty four was once
considered late now it is closer to the mean age. Un-
fortunately, very little work has been done to address
age norms in the consumer literature.

A final issue concerns the cumulate life experience hy-
pothesis. In order to enhance our understanding of his-
tory it is useful to examine cohorts across various time
periods. Isolating cultural events and social changes
which have occured during the lifetime of the individual
helps to explain their present consumption activities.
Historical amnesia is perhaps more characteristic of
researchers in scientific disciplines than it is of in-
dividual comsuri:s.

Why The Slow Adoption?
With the exception of the Reynolds and Rentz series,
consumer researchers have been slow to adopt this perspec-
tive. Yet cohort types of analysis can be used to iso-
late shifts in socialization, norms, values, behavior and

so forth.

Why are consumer researchers slow to adopt the cohort
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perspective? First, cohort forms of analysis are rooted
in sociological/demographic traditions. Since most con-
sumer research is psychological, few researchers have an
interest or desire to pursue broad social-historical
issues. Second, it is more convenient to explain age
differences in terms of age effects. Since cohort analy-
sis has not received much attention in the literature,
few researchers would criticize a study for ignoring co-
hort effects. Third, applying cohort types of analysis
to a data set requires additional statistical knowledge.
Researchers may be unwilling to invest the time to learn
the estimation procedures. Finally, findings based upon
cohort effects are ripe for alternative explanations due
to the number of intervening factors that may be present
during any particular historical era. As a result it
may be difficult to reach agreement on the nature and
relative impact of historical events. Despite these
limitations cohort analyses provides greater insight and
understanding into the historical nature of consumption
activities.

Conclusion

Although an attempt was made throughout this paper to
discuss the implications of historical awareness, it is
important to summarize the principal arguments and im-
plications. The simplest message is that focused atten-
tion on the concepts of cohort, intracohort variatiom,
and cohort adaptation provides a wider interpretation of
factors which influence consumption.

The distinction initially made between cohorts and gener-
ations is necessary in order to establish the impact of
social and cultural changes. Cohorts constructed on the
basis of some shared encounter with history provides
only one operationalization of historical effects. A
lineage or familial generation and 'social action" sub-
groups comprise the two other forms of historical group-
ings.

Variation in attitudes and behavior can occur both be-
tween (inter) and within (intra) cohorts. This varia-
tion can be traced to various individual resources and
the effects of life experiences. Finally, cohorts do
not experience discrete events. Rather, history leaves
its imprint at each stage of life. This implies that
older age-cohorts will be most differentiated in terms
of 1life experience.

In this article we stressed the need for precise inter-
pretations of age variation both between and within co-
horts. Grouping the elderly into one consumer segment

is one example of a lack of understanding of cohort var-
iation. Perhaps more attention needs to be devoted to
the "error variance'" within subsegments of the population.

Finally, we have suggested some benefits of focusing on
cohort movement through time. Emphasis placed on under-
standing individuals in historical context is not a new
idea. However, it is new to consumer research and it
makes a great deal of sense at a time of rapid social
and cultural change.
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IMAGERY AND PAIRED-ASSOCIATE
LEARNING IN PRESCHOOLERS

M. Carole Macklin, University of Cincinnati

Abstract
An experiment was designed to test the effects of
imagery on young children's learning of characters

paired with products. Children in one
sentence-repetition, repeated a verbal elaboration to
assist their remembering. In a second condition, an
interrogative one, the youngsters answered “why" ques-
" tions based on the pairings. Control subjects were not
provided any specific learning-strategy instructions.
Results indicated no statistical differences in memory
between the sentence-repetition and interrogative
conditions. However, memory in the sentence~repetition
and interrogative groups was better than in the control
condition. The results provide implications to both
memory strategy instruction and elaboration concepts of
memory applicable to marketing contexts.

condition,

Introduction

Because the information-processing approach allows for
detailed description of cognitive functioning, it
assists us in understanding age-related patterns of
television viewing. As described by Roedder (1981), a
major reason for age differences in the learning of
information is the varied abilities of children to use
mnemonic strategies. From an information-processing
perspective, children are grouped into the following
categories that are approximate: 1) limited
processors, below age §, who cannot use mnemonic stra-
tegies, 2) cued processors, ages 6 to 9/10, who use
strategies sporadically, and 3) strategic processors,
ages 10/11 and above, who use them spontaneously.

Older children, strategic processors, appear to respond
to televised information 1like adults. They can
rehearse incoming information and store it in memory.
Cued processors, ages 6 to 9/10, seem to have the same
ability to store and retrieve information, but with one
exception. Frequently, cued processors must be
specifically prompted to use these abilities. Very
young children, limited processors, have been
characterized as exhibiting mediational deficiencies;
that 1s, they are simply unable to use strategies to
remember better, even when prompted. Recent evidence
has accumulated in developmental psychology that
younger children, the limited processors, are capable
of benefiting from experimenter-induced strategies
(Levin 1976). Research provides empirical support for
the proposition that children under six years do not
use mnemonic strategies when requested to generate such
strategies on their own. However, experimenter-induced
strategies provide for a more capable view of the young
child's processing abilities. A review of the
literature on paired-associates learning follows in the
next section of this paper.

contaoxt
for

If empirical work in an advertising
Levin®« (1976) finding of assistance

processors in improving memory, then
implications are possible for advertisers.

tisers engage young children in strategies to better
remember their products? Do catchy characters, slo-
gans, and jingles assist the preschooler in recognizing
advertised products at the point of purchase? The
advertiser 1is keenly interested in the child's ability
to distinguish the advertised product from the other
product alternatives. Therefore, do aids to increase
recognition work with young children who are generally

supports

limited
important
Can adver-
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‘boy and a ball presented separately would

described as unable to use mnemonic strategies?

The current research will examine the basic question of
whether young children can benefit from strategic
instructions. An experiment will be described in which
imposed images of a character paired with a product are
shown to children with different sets of instructionms.
The central question addressed in the research is under

what conditions preschoolers better learn pairs of
characters and products 1in an intentional learning
setting.

Paired-Associate Learning in Young Children
During the past decade, developmental psychologists
have actively examined children's use of memory strate-
gies (for review, see Kail and Hagen 1977; Ornstein
1978; Kail 1979). In studies of children's paired-
associate learning, subjects have typically been
presented lists of pairs; for example, two words, pic-
tures, objects, or pictures and words. The task is to
learn the appropriate response to each pairmate.

Several different types of imagery have been examined
with the paired-associate paradigm (Reese 1977;
Pressley 1977, 1982). Elaboration techniques can
include pictures, verbalizations, and/or interrogative
techniques. The experimenter can provide images in the
form of pictures (imposed images), or s/he can instruct
the child to create an 1image (induced images).
Additionally, the pairs can be presented in separate
pictures (unelaborated) or can be shown in an
interactive scene (elaborated) (Rohwer 1973). Pairs
are commonly studied in the following combinations: 1)
imposed-unelaborated, 2) imposed-elaborated, and/or 3)
induced-elaborated. For example, an illustration of a
constitute
pictorials of the first category, imposed-unelaborated.
If the boy were shown throwing the ball, then the
second category, imposed-elaborated, would be represen-
ted. The third category, induced-elaborated, would be
invoked 1if the child were instructed to mentally pic-
ture the boy throwing the ball. Elaboration, called
verbal labeling, can also be verbal when the child
repeats or generates a sentence involving two items.
Pairs can therefore be verbally and/or visually presen-—
ted. For example, if a picture of a boy and a ball
were presented separately, but with a sentence for the
child to repeat, "“The boy threw the ball,” then an
imposed-unelaborated pictorial/imposed-verbal elabora-
tion would result.

More recently, attention has been given to another
technique, based on interrogation, that reportedly
results in better learning as compared to verbal elabo-
ration procedures (Turnure, Buium, and Thurlow 1976;
Buium and Turnure 1977; Kestner and Borkowski 1979;
Presslev and Bryant 1982). These experiments based on
interrogation included “what” and “why" conditioms.
For example, for the pair, soap-jacket, the subjects
were asked, “What is the soap doing under the jacket?"

and “Why is the soap hiding in the jacket?" (Turnure,
Buium, and Thurlow 1976; Buium and Turnure 1977). 1In-
general, subjects who answered these questions had
higher associative recall of the pairs as compared to
those children who repeated a sentence ("The soap 1is
hiding in the jacket.") and those who repeated labels
of the items (soap-jacket). Kestner and Borkowski
(1979) replicated the results suggesting the



superiotity‘of the interrogative technique in improving
memory for paired items. The theoretical explanation
offered (Buium and Turnure 1977) was that the interro-
gative procedure increased the semantic depth to which
the items were processed (Craik and Lockhart 1972).

Rohwer (1973) contended that an elaboration is effec-
tive with children because it provides a meaning shared
by the pairs. Controversy exists as to what types of
elaboration (pictorial, verbal, pictorial and verbal,
or interrogative) best assist young children's learning
(Pressley 1977, Pressley and Brjyan:c 1982). Of particu-

lar relevance to the current research to be reported,
previous work with verbal elaboration suggests incon-
clusiveness in terms of its effectiveness with pre-
schoolers. While Rohwer et al. (1971) found the addi-
tion of sentences to pairs of objects improved
preschoolers' learning better than imposed, pictorial

elaborations, other research has not provided concur-
rence. Reese (1965; 1970) found that preschoolers
performed equally well with pictorial and verbal elabo-
rations. On - the other hand, using color rather than
black and white photos, Evertson and Wicker (1974)
reported young children as learning more from
pictorially elaborated pairs. In an able summary,
Pressley (1977, p. 590) contended that the presentation
of the elaboration (pictorial, verbal, or visually and
verbally) made little difference in children's
learning. Indeed, any differences in elaborations were
minor when compared to the results from an absence of
any elaboration.

Moreover, Pressley and Bryant (1982) presented research
challenging the superior effectiveness of the interro-
gative technique. In incidental learning situationms,
the advantages of the interrogative technique did not
generalize to. children older than five or six.
Pressley and Bryant argued that very young children may
exhibit improvement with the interrogative technique
due to a "low level performance problem.” (Pressley
and Bryant 1982, p. 1264). When task involvement was
increased or when children were informed of the goal of

learning, then young children repeating the
elaborations learned as much as the children in the
interrogative conditions. In intentional learning

situations, subjects in the interrogative and sentence-
repetition conditions did equally well, with both
conditions resulting in higher performance as compared
to the labeling-control condition. Therefore, although
the interrogative procedure may be useful in some
situations with young children, other procedures may
work as well in other situations and with older
children.

Elaboration procedures have been found useful in school
tasks. An increasing number of studies have indicated
real-world applications of associative tasks such as
learning the capitals of states and facts about Presi-
dents (e.g., Pressley and Levin 1978; Pressley and
Dennis-Rounds 1980). The current research will present
a preliminary effort at determining the effectiveness
of elaboration techniques in a marketing context.

Research Hypothesis

An experiment was designed to assess whether verbal
elaboration and interrogative techniques would assist
young children's learning of character/product pairs.
It was hypothesized that in an intentional learning
situation, preschoolers would show improved
performance, as compared to control subjects, when
asked to repeat an elaborating sentence (sentence-
repetition condition) or when asked to answer a "why"”
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question (interrogative condition). Based on Pressley
and Bryant's (1982) finding of no superior assistance
of the interrogative technique in intentional learning
situations, no statistically significant difference was
expected between the two experimental conditions.

It should be noted that a recognition task was selected

rather than a recall one. Young children have been
previously found to perform well on recognition tasks
(Perlmutter and Myers 1978). More importantly, and as
briefly discussed in the introduction to this paper,

the marketer is keenly interested in the young child's

recognizing advertised products from alternative
offerings at the point of purchase.

Method
An one factor experiment was designed to test the
hypothesis that young children who repeated a sentence
or answered a "why" question would outperform

preschoolers who received no specific mnemonic
gies. Therefore, the one factor consisted of three
levels: 1) overt sentence labeling of the pairs, 2)
interrogation posed about the pairs, and 3) control or
no specific instructions provided for remembering.

strate-

Subjects

Arrangements were made with a daycare center in a
suburban community of a large, Midwestern city. Four-
teen subjects were included in each condition. Of the
forty-two subjects, one-half were four and the other

half were five years old.
and older children were included in

Equal numbers of the younger
the treatments.

The mean age of the subjects was 58.8 months. There
were more boys than girls in the study (57%Z versus
43%), and they were mostly white (90.5% white, 9.5%
black). The children could best be described as coming
from middle to upper-middle, dual income income
families.

Stimuli

Five characters were paired with five products. The
pictures of the characters and products were randomly
assigned to 5-1/2" x 9" cards. The images were

transferred to the cards by a Kodak-color copying pro-
cess. These materials were a subset of cards used in
another experiment and described by Macklin (1984).

obtained from
from a firm
Three of them were

The pictures of the characters were
playing-card materials available
specializing in school supplies.
animated (2 female/l1 male), and two were human (1
female/l male). The products were available for sale
and were intentionally familiar to the subjects.
Familiar products were selected to minimize the
difficulty of the task and to increase the external
validity of the study. 0f the five items, there were
two chewing gums, one snack item, one candy bar, and
one breakfast cereal. A pretest of the items confirmed
their appeal and recognizability. None of the items
used were judged to be more likable than others at a
statistically significant level.

Each card depicted the character on the right side and

the product on the left. The cards varied in the
following ways by the experimental treatments. For the
sentence-repetition condition, a sentence was added;
for example, “Luke Lion likes Bubblicious.” For the
interrogative condition, a question was shown; for
example, "Why does Luke Lion like Bubblicious?” For
the control group, the card contained no writing but



simply illustrated the character and the product. The
order of the cards was randomized but held constant
across conditions and subjects.

Procedure

Each child was interviewed individually at the daycare
center. The children were randomly assigned to the
treatment groups.

The subjects were asked a few questions about
themselves 1in order to insure their ease with the
experimenter. The children were then asked if they
knew the names of the products. Cards showing the
pictures of the products were shown one at a time. If
a child did not know the name of the product, then the
experimenter prompted the brandname to the child. Few
promptings were required, because the products were
familiar. As mentioned 1in the preceding section of
this paper, familiar products were selected to minimize
the difficulty of the task and to increase the external
validity of the study.

The subjects were then told that they would play a game
in which they would see a character shown with a
product. The children were told that they would 1look
at some cards one at a time and that they should try to
remember "who went with what.” Thus, the 1learning
situation was intentional. The experimenter paced the
exposure so that each card resulted in equal times for
all conditions.

In the sentence-repetition condition, the experimenter
read the sentence to the child, then the child was
asked to repeat aloud the sentence with the
experimenter. In the interrogative condition, the
child was asked aloud why the character 1liked the
product; for example, "Why does Luke Lion like
Bubblicious?” In the no-words control condition, the
children quietly studied the pictures of the characters
paired with the products.

The recognition task consisted of five, separate answer
sheets administered one at a time. Each sheet showed
the character and four product alternatives, one of
which was correct. The child was asked to point to the
correct product. The word “likes"” was typed next to
the character. The three incorrect product choices
were randomly selected from a pool of eight items (the
five experimental products and three confederates: one
candy bar, one breakfast cereal, and one snack item).
The choices were held constant across subjects and
conditions. The children seemed to complete the task
with ease.

Results

Preliminary results showed no effects due to sex, race,
or age of the subjects, therefore, these variables were
not included in further analyses. The means and
percentages correct for each condition are shown in
Table 1.

A one-way analysis of variance for the number correct
showed a statistically significant difference of condi-
tion (F = 8.33, df = 2, p = 0.001). (Please see Table
2.)

Inspection of the data in Table 1 indicates the
children 1in the sentence-repetition and interrogative
conditions performed better than the children in the
control condition. This observation was confirmed by a

Table 1
Means and Percentages Correct

(n = 14 per group)

Sentence-Repetition Interrogative Control

Mean X Correct Mean % Correct Mean % Correct
Preschoolers
Ages 4 and 5  4.07 81.42 3.43 68.6% 1.93 38.62

Tukey-HSD test (p < .05). There was no statistically
significant difference between the sentence-repetition
and - interrogative conditions. Therefore, the major
hypothesis of the research was supported by the
findings.

Table 2
ANOVA Results
ss df MS F P
Source
Total 13.14 41
Treatment 33.86 2 16.93 8.33 0.001
Residual 79.29 39 2.03

Interestingly, and in accord with Pressley and Bryant
(1982), the preschoolers who answered a "why" question
did not outperform those who repeated aloud a labeling
sentence. The “"why" responses were most typically in
the vein, "...because it's good,” or "...because I like
it too.” A few children answered, "I don't know."”
Children are assumed to have attended to task equally
well in both experimental conditions. Therefore, Buium
and Turnure's (1977) theoretical explanation of the two
conditions producing dissimilar semantic depths of
processing is not supported.

In summary, in an intentional learning setting, the
interrogative procedure did not produce better
recognition than did the sentence-repetition procedure.
This finding does not support the contention of
processing differences as suggested by earlier research
(Turnure, Buium, and Thurlow 1976; Buium and Turnure
1977). Additionally, mnemonic instruction appeared as
enabling preschoolers to remember better characters
with pairs.

Discussion

The research findings suggested that young children who
receive aids for remembering will outperform children
who receive no assistance. While such a finding is not
unexpected, it must be cautioned. The current research
involved an intentional learning task; that is, the
children were told to remember the pairs. Most studies
of strategy use by children in associative learning
have 1included specific instructions to learn the
pairings (Pressley 1977). It will be remembered,
however, that some work comparing sentence-repetition
and the interrogative technique has consisted of inci-
dental learning tasks; that is, the children were not
told of the goal to learn the pairs (Turnure, Buium,
and Thurlow 1976; Buium and Turnure 1977). As
described, these studies indicated that, with
preschoolers, the interrogative technique assisted
children more than the sentence-repetition procedure.

For those interested 1in advertising implications,



perhaps a more important question is, which type of
learning task is more appropriate to the viewing
situation? Differences are to be expected as Collims'
(1970) work in media applications would suggest.
Probably the best answer is that both types of learning
situations need to be examined. First, a determination
is needed as to whether different types of learning
situations indeed make a difference for preschoolers.
By the time children are in their early grade school
years, intentional learning instructions increase
attention to tasks (e.g., Flavell and Wellman 1977).

Second, both types of learning probably occur in
natural viewing situations. Although much TV viewing
may be undirected, children may view commercials
purposefully to learn about gpecific products.
Therefore, from a practical standpoint, both types of
learning situations need to be examined.

In addition, children from a broader range of
backgrounds need to be studied. Previous studies of
children's reactions to television advertising have
indicated different responses based on race (Donohue
1975; Donohue, Meyer, and Henke 1978). In addition,
children of different ages need to be examined. The
current findings were consistent with previous research
suggesting the effectiveness of providing strategic
instructions for children in the early grade school
years (Macklin 1984). Cued processors (ages 6, 7, 8)
benefited from instructions to repeat verbal labels;
however, strategic processors (ages 10, 11) showed
little improvement. It was hypothesized and upheld
from theory that older children spontaneously use one
or more mnemonic strategies to remember information.
Interrogative techniques were not included in the study
and, therefore, comparisons between the experimental
conditionscannot be addressed.

Finally,
measures

the issue of employing recognition or recall

needs to be addressed. The current work
included recognition measures, in part, because of
their relevance to the marketer's concerns. As
‘Rossiter (1976) argued, children's visual memory is
crucial for in-store product selection. Consumers..

~appear to use information that they have stored in
visual memory. Therefore, any wmnemonic aids that
assist the child in recognizing a product from other
alternatives may result in greater incidences of
purchase.

Thus, the advertiser may want to voice the slogan,
“Mikey likes 'Life,'" in hopes of the young viewer
repeating the slogan and then recognizing 'Life' in the
grocery store. Alternatively, the preschooler may also
be assisted if the announcer in the commercial asks,
. "Why does Mikey like 'Life?'” Considering this last
technique as one to gain closure, it may be
particularly effective 1if one regards viewing to be
incidental in nature. An empirical test is needed
because of contradictory findings from repetition and
interrogative techniques used in traditional, paired-
associate tasks (Turnure, Buium, and Thurlow 19763
Buium and Turnure 1977; Kestner and Borkowski 1979;
Pressley and Bryant 1982).

In summary, the current results suggested that, in
intentional learning situations, preschoolers were
assisted by both sentence-repetition (verbal 1labeling)
and interrogative techniques in recognizing charac-
ter/product pairings. Additional questions need future

research. Do these findings generalize to other
populations, to other types of dependent measures
(recall), and to other types of learning situations
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(incidental)? Answers to these questions would be
beneficial in context of the current research, as well
as in terms of expanded settings that include

audiovisual presentations of such mnemonic devices
slogans and jingles.

as
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ADOLESCENTS' REPORTED SAVING, GIVING, AND SPENDING
AS A FUNCTION OF SOURCES OF INCOME

Russell W. Belk, University of Utah
Clifford Rice
Randall Harvey

Abstract

Based on survey data from 13- to l4-year-old adolescents,
it appears that whether children's discretionary income
is received as a gift or earned has an influence on
how they allocate these funds to spending on self, spending
oi others, or saving. Findings suggest that giving
money to children may foster saving and gift-giving
more than spending on self. However, dual sources of
income and greater amounts of income are associated
with more spending on self. Implications for research
and adolescent consumer socialization practices are
discussed.

Introduction

This paper investigates the general hypothesis that
whether children's income 1is earned or received as a
gift influences .their use of this income. While there
are several theoretical reasons to expect such a relationship
and while such a finding could well have implications
for later altruistic versus egoistic behaviors as well
as willingness to delay gratifications as an adult,
this hypothesis has been the subject of very 1little
prior research. The present research is an exploratory
investigation of young teenagers' reported income sources
and their association with reported allocations of income
to spending, saving, and gifts to others. Effects of
sex, personal income amounts, and relative family income
are also examined.

Children's Sources of Income and Expenditures
Income Sources

Prior research has provided descriptive data on how
children acquire and use money. As McNeil (1979) notes,
the major sources of income for children are allowances,
earnings, and gifts. Conceptually, allowances are similar
to earnings from outside jobs in that they are most
commonly received in exchange for specified household
chores. Ward, Wackman, and Wartella (1977) found that
nearly all children from kindergarten through sixth
grade had some discretionary personal income. Receiving
money as a gift (usually from parents) was most common.
While between 50 and 55 percent of children in each
grade received money this way, the percentage varied
from 41 percent for higher socioeconomic status children
to 66 percent for lower SES children. Allowance was
the second most frequent source of income and its receipt
was positively correlated with age and socioeconomic
status. Outside earnings were the third most common
source of income and were most common for sixth graders
and medium SES children. These findings support previous
findings and reveal no major changes in children's sources
of income over the past several decades in the United
States (Dunsing 1956, 1960; Rogerson and Whieford 1960;
Powell and Gover 1963; Marketing News 1983). There
is some evidence that boys are more likely to have outside
earnings and that girls are more likely to babysit as
an outside job and are less likely to perform manual
labor such as lawn mowing (Rogerson and Whiteford 1960;
Powell and Gover 1963). No recent study has examined
these differences however.

Expenditures

Children's sources of income are of less intrinsic interest
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than their expenditures. As Feldman (1963) points out,
children can develop dysfunctional outlooks on money
just as adults can. The dysfunctions include what may
be though” [ as miserliness, prodigality, and excessive
giving to others to win their favor. By looking only
at allocations of income to saving, spending, and giving
to others it is not possible to determine whether children
are using money dysfunctionally. Too much saving may
indicate miserliness; too much spending may show prodigality;
and too much giving may reflect an attempt to buy others'
friendship, but what is too much is unclear.

As Herrmann (1970) observes, most of children's and
teenager's purchases are discretionary items like toys,
clothing, entertainment, and snacks, and since their
families are expected to continue to provide the basic
necessities, there 1is little incentive to save. McNeal
(1979) reports that while preschoolers spend mainly
on sweets, elementary school children buy more in the
other categories and are more likely to purchase gifts
for others. Gift-giving is more likely among teenagers.
This is consistent with other findings that children
become less materialistic with age (Marshall and Magruder
1960) as well as studies of children's wishes that show
that wishes for material things decline with age (Ables
1972; Amatora 1957; Boynton 1936; Brook and Gordon 1979;
Gray 1944; Guarnaccia and Vane 1944; Horrocks and Mussman
1973; Jersild, Market, and Jersild 1933; Jersild and
Tasch 1949; Kuhn 1954; Speers 1937, 1939; Vandewiele
1980, 1981; Washburne 1932; Wheeler 1963; Wilson 1938;
Winker 1949; Witty and Kopel 1939; Zeligs 1942). The
latter studies also find some (not always consistent)
differences by sex (Amatora 1957; Jersild, Market, and
Jersild 1933; Jersild and Tasch 1949; Speers 1939; Vander-
wiele), by race (with black children showing greater
desire for possessions-—Gray 1944; Brooks and Gordon
1979), by socioeconomic status (with lower SES children
being more inclined to wish for things--Jersild, Market,
and Jersild 1933; Jersild and Tasch 1949; Witty and
Kopel 1939), and by culture (with Americans being the
most materialistic and foreign cultures and Amish children
being less so--Kuhn 1954; Wheeler 1963; Vanderwiele
1980, 1981).

The spending studies show that while girls and boys
may be equally willing to spend money on themselves,
girls are more likely to buy clothing and are less likely
to instead spend money in the other purchase categories
noted above (Powell and Gover 1963; Ryan 1966). The
exact percentages spent, saved, and given to or spent
on gifts for others varies considerably from study to
study, but it generally appears that children of all
ages from 5 through 20 spend more than they give and

give more than they save (e.g., Dunsing 1956; Rogerson
and Whiteford 1960).

Income Source Relationships to Expenditures

While various authors have suggested that giving children
an allowance is likely to make them manage money better
(usually interpreted as saving more and spending less—-e.g.,
Dunsing 1956), the only direct evidence of allowance
effects suggests that whether or not the child receives
an allowance has no affect on expenditure patterns (Marshall
1964). However, the matching procedure used in this
study is suspect (Campbell and Stanley 1963), and leaves
the question open. Although no significance testing
was done, it appears from Dunsing's (1960) data that



high school girls use their outside earnings more than
their allowances for gifts, savings, and purchases of
clothing. However, the dearth and age of these available
data suggest that more testing is needed to examine
relationships between sources of income and expenditures.
This was the purpose of the present study.

Methods
Hypotheses

What effect does giving children money as a gift (i.e.,
with no reciprocal tasks or gifts stipulated or understood
as conditions for the money) have on their attitudes
toward and use of this money? One possible hypothesis
is that either because the adult giver acts as a role
model or because such one-sided (unreciprocated) transfer
causes guilt, children receiving income in this way
would tend to be more generous in giving to others.
It is also possible to argue however, that for the child
who only receives income in this way, there is little
appreciation of 1its scarcity or value to the giver and
therefore little incentive to do anything but spend
it. But considering the special nature of certain money
gifts given to the child on occasions such as a birthday,
Christmas, or graduation, this hypothesis seemed less
plausible to us than the initial suggestions that gifts
beget giving. Furthermore, as Hyde (1983) and Caplow
(1982) demonstrate, such giving is likely to extend
beyond simple two-way reciprocal exchange and involve
gifts to others from whom money has not been received.

Children's earned income, whether from an allowance,
odd jobs, regular part-time job, or summer job, may
be seen as an embodiment of the Protestant Ethic. Frugality
is a part of this ethic and suggests that saving should
be most likely among children who earn their discretionary
incomes. Frugality is also an egoistic trait and is
therefore unlikely to be associated with altruism and
giving to others. Even apart from questions of frugality,
earning an income is more likely to allow children to
feel that they deserve their money, that it is not easily
replaced, and that there 1is less compulsion for them
to spend it on others. Thus we hypothesized that when
the adolescent's income is earned it is more likely
to be saved and less likely to be used for gifts.

A third condition may exist when a child both earns
and is given discretionry income. Because they earn
part of their money, these children are apt to feel
that they deserve that money. But because they also
receive part of their money as a gift, this group is
less likely than the preceding group to see such money
as hard to replace. We would therefore expect this
group to be most likely to spend money on themselves
and somewhere between the other two groups in propensities
to save and give to others.

Sample

The sample consisted of all 122 seventh graders in a
single junior high school in suburban Salt Lake City,
a community of approximately one million people. Sixty
of these students were 13 and sixty-two were 14 years
old during the Spring when the data were collected.
Fifty-seven were males and sixty-five were females.
It was not possible to collert socioeconomic data on
the sample, but families in the area are heavily blue
collar. The homogeneity of the community is shown in
responses to a relative income question to which 72
percent said their family's income was about the same
amount of money as the families of others they knew
versus 14 percent each saying their family had more
or less money.
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Results
Income

The median reported amount of money these children had
“"to save or spend each month" was $16.50. The most
frequent source of this income was as a gift from parents
(70.5%), followed by babysitting (52.5%), allowance
(41.8%), summer job (33.6%), gifts from relatives (23.0%),
and present job (14.8%). Crosstabulating these sources
of income shows that 16 (13.1%) receive money only from
parents or relatives (exclusive of allowances), 32 (26.2%)
receive money only from the other (earning) means, and
74 (60.7%) receive both gift and earning types of income.

There were no age differences in sources or amounts
of the child's income, but sex was related to sources
of income and relative family income was related to
amount of the child's income. According to Chi-square
tests (1 d.f., corrected for continuity, alpha .05),
girls were less likely than boys to receive money from
relatives (15% vs. 32%) or a summer job (22% vs. 48%),
but were more likely to receive money from babysitting
(78% vs. 23%). While relative family income did not
significantly affect sources of income, it was significantly
positively related to amount of reported income (F =
6.14, p < .0029). Those who reported that their family
had less money than friends' families had an average
personal income of $7.97 per month versus $17.47 for
those whose relative family income was seen to be about
the same as friends' and $21.18 for those reporting
greater family income than friends'. Income amounts
were not significantly different depending upon whether
income was earned, received as a gift, or both.

Expenditures

In terms of expenditures, the overall sample reported
spending 38.9% of their incomes, saving 31.5%, and giving
others (mostly via non-monetary gifts) the remaining
29.6%. These allocations did not differ by age or sex,
but the allocation to spending was marginally different
between the three relative income groups (F 2.77,
p< .0667). Using an alpha level of .10, Scheffe's multiple
contrast test shows that the lower income group's allocation
of 17.8% of income to spending on self is significantly
lower than either the average income group's 39.7% or
the higher income group's 38.7%. This would suggest
that allocations to one or both of the remaining categories
of saving and giving should be higher for the lower
income group. But while it is nominally higher in both
of these categories, the analyses of variance for these
allocations do not differ among the three income groups
at alpha .10. Since we are analyzing proportional
allocations rather than dollar allocations, the lesser
personal spending by the lower relative income group
suggests that they may be more driven by the self-abnegating
Protestant Ethic in their income allocations.

Expenditures were also measured by asking in which of
22 product or service categories the child had made
purchases with personal income. These responses as
well as any significant sex or relative income effects
(there were no significant age effects) are shown in
Table 1. In general, the most popular expenditure category
was food, followed by entertainment, clothing, and major
durables. Females were more likely to report spending
money on candy or gum, shoes, and school activities,
while males reported spending more money than females
on videogames (home or arcade), bicycles, skiing and
camping equipment, Walkman-type stereos, skateboards,
and motorcycles. Those who reported having less family
income than friends, also reported a lesser amount of
purchasing of candy or gum, shoes, and skateboards,
but are more likely to have spent money on a bicycle,
perhaps because they were less likely to receive one
as a gift.



TABLE 1

Proportions Buying Various Products and Services

SEX RELATIVE INCOME
(%-where (%-where
Overall % differentl) differentl)

Category Buying Male Female More Same Less
Candy or

Gum 84.4 76.8 90.8 94.1 88.4 56.3
Soda Pop 77.9
Fast Foods 74.6

YoLes 72.1
Video/Arcade

Games 63.1 80.4 49.2
Records/

Tapes 58.2
Clothes 57.4
Magazines 52.5
Shoes 45.1 35.7 53.8 47.1 50.0 23.1
School

Activities 41.8 43.6 58.7
Sports

Equipment  25.4
Bicycle 20.5 33.9 9.2 29.4 15.1 37.5
Skiing 18.0
Skiing

Equipment 9.0 14.2 3.1
Home Video-

games 9.0 16.1 3.1
Camping

Equipment 9.0 16.1 3.1

"Walkman”

Stereo 8.2 14.3 3.1
Motorcycle 8.2 19.1 1.6
Watch 7.4
Skateboard 5.7 10.7 1.6 17.6 3.5 6.3
Home Stereo 4.1
Television .8

lyia Chi-square test (1 d.f. tests corrected for
continuity); alpha = .05.

Relationship Between Income Sources and Expenditures
The association between type of income and proportional

allocations of income by these adolescents is shown
in Table 2. While giving did not differ between income

TABLE 2
Proportional Allocations of Income by Income Source

INCOME SOURCE(S)

Earned Given Both Earned
EXPENDITURE Only Only and Given Significancel
Gifts 27.5% 30.5% 29.7% NS
Spend 31.7 32.4 43.3 .0457
Save 40.8 37.1 27.0 .0117
Total 100.0% 100.0% 100.0%

lyia F test.

source groups, both spending and saving did. Scheffe
multiple contrast tests (alpha = .05) reveal that those
with both types of income spent a greater proportion
of their income and that those who earned all of their
income saved a greater proportion of their income compared
to the other two groups.

Although income amount was not significantly related
to income source, it is also possible that amount of
income effects allocations to giving, spending and saving.
Correlations between amount of income and proportional
allocations of that income show reasonably strong and

significant (p ¢ .001) relationships in each case.
Tncome correlates .48 with allocation to spending, -.33
with allocation to saving, and -.44 with allocations
to giving.

Discussion

It was hypothesized that those with earned income would
tend to save more and give less than others. The observed
pattern of expenditures supports this hypothesis, although
differences between groups in giving allocations were
not significant. It was also hypothesized that those
<olying on gift income would be more inclined to allocate
income to gifts and less inclined to allocate income
to saving than others. As just noted, giving did not
significantly differ between groups,  even though mean
proportional allocations displayed a pattern consistent
with this hypothesis. The gift income group did save
proportionately less money than the earned income group.
The dual income source group was hypothesized to be
most likely to spend money on themselves, and this was
found to clearly be the case.

Several cautions are in order in interpreting these
results. In Addition to the limited nature of the present
sample, it is important to recognize that no causal
inferences are warranted from these results. For instance,
the dual income source group may not spend more on themselves
because of their income sources. It may be instead
that because of their desire to spend more on themselves
they are more likely than those relying solely on gift
income to seek additional sources of income. However,
because receipt of money from parents and relatives
is less discretionary than earning money, it is less
likely that such a reverse causal flow could explain
the relationship found between earned income and saving.
That is, it seems less plausible that those with a greater
desire to save will seek earnings and reject gifts.

Because there .was no significant difference in the dollar
incomes reported for the three income source groups,
the conclusions drawn from the proportional allocations
also apply to dollar expenditures by the three groups.
The relationships of sex and relative family income
to income sources and expenditures should be considered
however. Although males and females differed in the
types of jobs and specific sources of gift income they
received, they did not differ in regard to whether their
income was earned, a gift, or both. The same is true
of the three relative income groups, but the lower perceived
family income group spent less of their own incomes
on themselves. This may appear to indicate that the
lower perceived family income group, at least at these
ages, 1is less self-indulgent. But the finding that
this group‘is also the most 1likely to have spent money
on a bicycle, may suggest that their savings are to
buy products for themselves that the other groups may
be more likely to receive as gifts. The intended purpose
of savings as well differences in non-monetary gift
receipt are dimensions that need to be investigated
in future research. In any case, the fact that relative
perceived family income is related to expenditures but
not to sources of income, suggests that the findings
in Table 2 are independent of relative family income
effects. In addition, absolute child income amount
is associated with greater proportional allocation to
spending and lesser proportional allocation to bott
saving and giving. But since income source is alsc
independent of child income amount, the findings ir
Table 2 cannot be explained by these income effects
either. The non-hypothesized effects of amount of children's
incomes are also worthy of further investigation tc
assess the causality of these relationships.

With these cautions in mind, several tentative conclusions
emerge from the present study:

1. Giving money to children does not foster
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greater spending on self. Dunsing's (1956)
pejorative reference to such as income
as "dole" does not appear warranted. If
anything, such giving seems to beget more

giving by the adolescent.

2. Earning money as a sole source of income
is "associated with a greater tendency to
save. It seems that such earnings may
encourage the Protestant ethic to work
and save for the future.

3. The most self indulgent group consists
of those who both earn and receive income.
Further research is needed to determine
whether the hypothesized explanation that
this group feels they deserve money and
that it is not scarce, is correct.

4. Higher personal income children tend
to spend a greater portion of income and
save as well as give a smaller proportion
than lower income children. Further research
is needed to determine whether this is
a social class effect related to the higher
relative family incomes of children with
higher personal incomes or an effect of
the amount of their personal Income per
se.

In addition to broader investigations of these hypotheses,
future research should examine age-related differences
over a broader range of ages. All findings should be
examined in a broader geographic context as well.

If these hypotheses receive further support, a curious
dilemma exists. Assuming that saving and giving to
others are more rewarding and socially beneficial than
spending on self (Rimland 1982), the three hypotheses
together suggest that children should either earn or
receive money as a gift, but not both, and not too much.
However, it is undoubtedly too simplistic to assume
that spending money on self is the least desirable of
the three choices investigated. Ultimately the goals
behind such expenditures should be investigated to determine
whether the expenditure is seen as an end in itself
(in order to have the object or experience-—"terminal
materialism” in Csikszentmihalyi and Rochberg-Halton's
C1978] words) or as a means to other ends (in order
to do things using the object or experience acquired—"instru—
mental materialism”). Much remains to be done in inves-
tigating these issues (see Belk 1984), but hopefully
this study is a beginning in the examination of childhood
influences on how we choose to utilize our money.
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A LIFE-SPAN PERSPECTIVE OF CONSUMER BEHAVIOR

Lawrence R. Lepisto
Central Michigan University

Abstract

This paper outlines the pertinent empirical research
and theory from developmental psychology that examines
the developmental changes adults experience as they
proceed through the life-span. This literature sug-
gests that, as a person ages, some characteristics of a
person remain stable while other characteristics change.
The limited research in consumer research that uses a
life-span perspective is surveyed. Finally, sugges-
tions and directions for future consumer research us-
ing a life-span perspective are presented.

Introduction

Dramatic changes are occurring in the age composition
of American society. Presently, the leading edge of
the post-World War II baby boom population bulge is in
its late thirties. 1In five years, this group will be
pushing into.its forties. As a result, we are experi-
encing a maturing of America. This maturing society,
resulting from the baby boom will cause middle-age con-
sumers to be the growth market of the coming decade.

Only in the most recent history have researchers begun
to pay attention to the middle-aged citizen. Develop-
mental psychologists have for decades studied the de-
velopmental changes in children. Recently, they have
expanded their attention to the elderly. Most develop-
mental psychologists, with their emphasis on infancy
and childhood, left the impression that nothing changed
between adolescence and retirement. Developmental psy-
chologists are developing a life-span perspective of
human development. While this is a recent thrust, new
research is providing some understanding of the de-
velopment of the adult. As the baby boom approaches
forty, it is evident that”life-span research will be
increasingly relevant to a significant portion of
society.

The objective of this paper is to review the life-span
literature, identify the limitations of its theory,
present generalizations that can be made from a life-
span perspective, and suggest opportunities and di-
rection for the application of life-span theory and
perspectives to consumer behavior research.

Background
Life-Span Research

As an adult ages, some dimensions of a person exhibit
stability while other dimensions change. Most of
these changes evolve over a long period of time while
some other changes are more rapid and dramatic. This
section will discuss the research examining the effect
of the aging process on the adult.

Physical Changes. The physical changes in an aging
adult will hardly be noticeable at first but tend to
accelerate in the 50's and 60's. As a person ages,
skin dries out leading to lines and wrinkles, strength
and endurance ebbs, reflexes slow, hair thins and
greys, and the heart and kidneys lose efficiency
(Tierney 1982). The spine "settles" as vertebrae move
closer together causing an aging person to get shorter
(Whitbourne and Weinstock 1979).
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Visual acuity (the ability to discriminate) peaks in
early adulthood and declines in the 40's and 50's
(Corso 1971). Difficulty in depth perception becomes
more pronounced in the 40's while restricted blood
flow to the retina causes the size of the visual field
to reduce in the mid-50's (Whitbourne and Weinstock
1979).

Some degree of hearing loss (generally in higher fre-
quencies) is experienced by men in their early 30's and
by women in the late 30's (Botwinick 1973).

It appears that sensitivity to touch and pain change
little over the life-span. Similarly, since taste and
smell receptors replace themselves when they die, aging
seems to have little effect on taste and smell.

Information Processing. Consumer researchers have
effectively outlined the changes in information pro-
cessing in the elderly (Phillips and Sternthal 1977;
Ross 1981). These researchers were able to trace some
changes in the capacity to process information in
middle aged adults. Since a discussion of information
processing changes is beyond the scope of this paper,
only generalizations of these changes will be made.

In general, the processing of information takes more
time as a person ages (Phillips and Sternthal 1977).
Even in the early adult stages, more time is necessary
to store information into memory (Bee and Mitchell 1980).
However, because older adults are more cautious and

more concerned with accuracy, their cautiousness may ex-
plain some of the reduction in processing speed. It ap-
pears that the storage and retrieval of information can
also be affected by the relevance of and familiarity of
the material being processed, the presence of distrac-~
tions, the amount of the material to be proceséed, and
the motivation to participate in the experiment (Birren,
Cunningham and Yamamoto 1983).

Cross-sectional studies have found a decrease in intel-
ligence scores over age levels (Matarazoo 1972). How-
ever, longitudinal studies suggest little decline in
intelligence over the life-span until the sixties
(Birren, Cunningham and Yamamoto 1983). There is other
evidence of a decline in intelligence about five years
prior to death. This decline has been referred to as
the "terminal drop" (Palmore and Cleveland 1976).

Some research demonstrates that older people are not as
good at problem solving as younger adults while others
suggest that perhaps adults merely solve their problems
differently (Whitbourne and Weinstock 1979). Craik
(1977) notes that while it is often expected that adults
would be more rigid ('set in their ways") in their ap-
proach to problem situations, he found that experience
allowed adults to develop different strategies to deal
with these situations. Clayton and Birrem (1980), like-
wise, found that a:s zdults age, they accumulate ex-
periences and insights leading to a better understand-
ing of themselves and their world, or in other words,
wisdom develops.

It should be emphasized that most studies of cognitive
abilities are based on cross-sectional studies. Longi-
tudinal perspectives might suggest additional cohort/
historical explanations of the differences in information
processing abilities among age levels. As Bee and



Mitchell (1980, p. 367) note, "If we are to understand
development in adults, we must study development dir-
ectly, following groups of people over several years.
Cross-sectional studies may be less expensive and eas-—
ier to run, but they just don't answer the questions
that need to be asked." Therefore, care must be taken
when attempting to present reasons for differences
among age levels when relying on cross-sectional data.

Personality. Recent research in personality change
suggests that personality trait changes over the life-
span are minimal (Costa and McCrae 1983). However,
whon studying changes in self-concept, Lowenthal and
Chiriboga (1977) found that both men and women de-
scribed themselves much more positively as they aged.
Some studies show changes in internal locus of control
over the life-span. As adults approach middle age,
internal locus of control increased (they felt in more
control over their lives) while little change occurred
from middle age to old age (Birren, Cunningham and
Yamamoto 1983).

The emotional changes associated with the mid-life
crisis experienced by many men and women in their late
thirties and early forties has been verified by 2
number of researchers (e.g., Brim 1976; Sheehy 19763
Hennig and Jardim 1977). Brim and Ryff (1980) note
_that the levels of testosterone change abruptly in
males during this period, as do the levels of pro-
gesterone and estrogen in women. These physiological
changes coincide with the psychological pressures as-
sociated with the questioning of one's job, family,
and future expectations that often occur during this
period. As a result, for some adults this is a diffi-
- cult time of instability and reassessment.

Life-Span Theory

Theory of the adult development process or the life-
span is in the early stages of development and sophis-
tication. Generally, life-span theories address the
changes in priorities and one's view of himself and
the world that occurs as an adult ages. Three repre-
sentative life-span theories will be briefly presented
below and are outlined in Figure 1.

Erik Erikson. Erikson (1963) was the first develop-
mental theorist to continué the developmental process
past adolescence. He suggests that a person faces the
tasks of intimacy versus isolation in ages 19 to 25.

If a person cannot achieve intimacy, merging one's
identity with another in a relationship, isolation will
occur. In their survey of 25 successful single female
executives, Hennig and Jardim (1977) found that all of
these women took a "moratorium" from their careers in
their late thirties. During this break, most of these
women developed relationships and half ended up getting
married. It would appear that because they were not
able to establish relationships (intimacy) earlier,
they felt a need to accomplish this later in life.

Once these relationships were made, they were able to
continue with their careers. During the ages of 26 to
40 (some suggest beyond 40), a person faces generativ-
ity versus stagnation. A person's task at this stage
is to generate ideas, products, accomplishments, and/
‘or children. Those who do not generate will experience
a sense of stagnation or purposelessness. The conflict
of ego integrity versus despair occurs beyond 40. Ego
integrity refers to an acceptance of one's life pattermn,
a feeling of well-being, and implies a sense of pur-
posiveness. Those who lack ego integration experience
a despair that time is running out and few, if any,
life alternatives remain.

Roger Gould. Like Erikson, Gould (1978) suggests that
2 series of transitions are made as adults age. He
feels adult development is a process of moving from a
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childhood consciousness (outer control, protection of
parents) to an adult consciousness (independence, com-
petence, self-control, self-understanding). The
issues faced in life lead to self-understanding and a
greater sense of competence. As a person moves into
the thirties he turns inward to better understand him-
self. Once he accepts his mortality in the forties,
he can gain a feeling of freedom and an acceptance of
responsibility for himself.

Daniel Levinson. Levinson (1978) developed The Seasons
of Man's Life into the most detailed of adult develop-
mental theories. He views the life-span process as
seasons that follow one another rather than a pro-
gression from worse to better (as does Gould). As
with Erikson and Gould, Levinson feels a person pro-
ceeds through stages of stability and stages of
sharper transition. While Gould focuses on internal
changes as catalysts of change, Levinson suggests the
major causes of change are external. Levinson feels
"settling down" in the early thirties and occupational
advances or lack of advances trigger transitions in
the forties.

Limitations of Life-Span Theory

Life-Span theory is in its early stage of development
and sophistication. As a result, a number of limita-
tions of life-span theory have been noted. First,
the theories are not staged so as to be empirically
testable (Hultsch and Hickey 1978; Gergen 1980).
Because most of the theories came out of the clinical
psychology tradition, variables and relationships are
often not able to be stated with sufficient precision
to be operationalized and tested.

A second problem relates to the stages of transition
experienced during the life-span that varies sub-
stantially from person to person with little explana-
tion by theory (Kurtines and Grief 1974; Runyan 1978).
Many theories suggest changes or transition to occur
at certain ages, but these transitions occur at dif-
ferent ages for some people and other people never
experience those changes. Present life-span theory
does not effectively accommodate this variability.

Third, while exogenous life events are significant
triggers to changes or transitionms, life-span theories
have not been able to integrate these variables into
their theories (Kohlberg 1973; Dhrenwend and
Dhrenwend 1974). The life events that affect children
(e.g., learning to walk, developing language, getting
teeth) occur at similar ages and result in more pre-
dictable stages in the development of children. In
adult development these life events vary in variety,
intensity, and timing from person to person and
stages of development are therefore much less pre-
dictable.

Generalizations From Life-Span Theory and Research

Because the life-span discipline is in its early stages
of maturation, its theory and empirical research is
only beginning to develop an understanding of the
aging adult. However, a number of generalizations
from life-span theory and research can be made. These
generalizations are outlined below.

1. As an adult progresses through the life-span,
some characteristics of adults remain stable
while other characteristics change (usually
slowly).

2. These changes can be sharper when internal and/or
external events trigger "crises" or "transi-
tions."



Age

60T

TABLE 1

THREE REPRESENTATIVE LIFE-SPAN DEVELOPMENTAL THEORIES

Acceptance of disappointments,
accomplishments, and mortality
vs. fear of death and frustration
with limitations on remaining life
alternatives

\\_—f’_\\~__”—_-\\__-”——"

Satisfaction from generativity In
occupation or new generations of

children vs. a sense of failure,

and purposivelessness.

Develop bonds to others; seek
relationships vs. avoid intimacy
and fail to achieve well-developed
identity.

r_"-———""~—____———-._,,——

Accept our own mortality; realize
that we have to get on with
anything we have still to do;
arrive at a sense of freedom and
acceptance of responsibilicy for
oneself.

"‘--___—""‘~_./”—\"”‘_-

Create new life structure. Focus is
on new relationships with children
and on new occupational tasks, in-
cluding serving as mentor to younger
men.

Turn inward, beyond competence and
independence, and discover other
facets of ourselves, such as
tender feelings, compassion, fears,
and so on.

Develop an independent competent
identity; come to terms with the
idea that things won't necessarily
turn out perfectly if we just do
what our parents' rules say we
should

Bridge from early to middle adult-
hood. Must reexamine the settling
down structure and change or modify
it. Focus is on "Yhat have I done
with my life?"

Create major new life structure, more
stable than the first ome. Usually fn-
volves heavy commitment to work, to
"making good"” in an occupation. Often
a mentor is involved - someone who
guides and supports in the occupation.

Work on the [laws of the first life
structure. Reconsider the choices of
the early twenties, and make more
changes as needed.

Create a first major life structure;
usually marriage and a home of one's
own occur; must explore options and
create a stable life structure at the
same time.

Terminate preadulthood; move out
of preadult world and make preliminary

Move away from the protective
"blanket of our family; give up
the notion that our parents will
rescue us if needed.

steps into adult world: explore pos-
sibilities and make preliminary choices

Erickson

Source:

3. Personal understanding of ourselves and our world
develops as we accumulate experience and insight.

4. Personal priorities and the importance of issues
to evolve as a person ages.

5. Personal understanding of our mortality begins to
develop in middle adulthood.

Consumer Behavior Research on 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 (Moschis and Moore (1979; Wartella 1981), the
teenage market (Churchill and Moschis 1979), and
elderly consumers (Lambert 1970; Phillips and Sternthal
1977; Ross 1981). However, there is only limited re-
search on consumers between teenagers and the elderly.

In their study of the elderly, 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 nutritionm,
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 in-
formation, 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

Gould
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Levinson

Summarized from Bee and Mitchell (1980)

home, spouse and children, durable goods, housekeeping
and cooking, grocery shopping, and health and nutri-
tion. Most categories had only slight variations
across age agroups. A possible explanation for the
lack of differences across age levels was the lack of
theoretical guidance in developing the life style
questionnaire items. Without tying the items to the
types of changes suggested by the life-span literature,
it is probably not surprising that the data essentially
showed few changes over age.

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 stimu-
lation) than older persons while age had no significant
effect on arrational experiences (sensory stimulation).
Barak and Schiffman (1980) developed a measure re-
ferred to as "cognitive age.'" Instead of assessing
chronological age, this measures the age level of a
person's interests and how a person feels 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 71983) doveloped a similar measure called
"perceived age' which, when used on a sample of persons
over the life-span, generally found that people per-
ceive themselves to be younger than their actual age.

Longitudinal research is necessary to determine the
effect of aging, as contrasted with age levels, on
behavior. There have been few longitudinal studies

in consumer research (Cox, Granbois and Summers 1982;
LaBarbera and Mazursky 1983). These longitudinal
measurements were very limited in that there was less
than a year between measurements. Cohort analysis has



been used to examine consumption rates of products of
different cohorts, but other aspects of consumer behav-
ior and consumers were not examined (Reynolds and

Rentz 1981; Rentz, Reynolds and Stout 1983).

One area of research that has a slight overlap with a
life-span orientation is family life cycle research
(e.g., Burns and Branbois 1980; Gupta, Hagerty and
Myers 1981). While there may be relationships between
events occurring at various stages of the family life
cycle (e.g., birth of children or children moving away
from home) and changes =.;erienced by the individual,
these issues are beyond the scope of this paper. Be-
cause the orientation is on the family as it progresses
through the life cycle rather than on the individual
family members, this body of research has only a
limited relationship to life-span research.

Directions For Consumer Behavior Research

Life-span research and theory study the adult progress-
ing through the life-span. This life-span perspective
could be insightful when studying many aspects of con-
sumer behavior. This section suggests how life-span
research and theory can contribute to consumer behavior
research.

Changing Adult, Changing Consumer?

Since changes do occur in adults as they age, system-
atic research should examine if and how those changes
are manifested in consumer behavior. Consumer be-
havior concepts such as self-concept, evaluative cri-
teria, attitudes, information processing, and percep-
tion could be examined at different age levels. Be-
cause consumers at different age levels have more life
experiences and understand themselves and their world
differently, and because of historical differences of
each cohort, consumers across the life-span could
react differently on these and other consumer behavior
variables. It is important that these research efforts
.should be guided by existing life-span theory and re-
search rather than merely '"fishing" for changes in
aging adults.

Need For Appropriate Measures

While consumers across the life-span could be compared
on traditional research variables, most of the changes
adults experience are subtle. This infers the necess-
ity of the development of aging-appropriate measures
to compare different age consumers. Examples of these
measures are: how one views his role in life; how one
views his priorities; or how a person views his
strengths, weaknesses, and abilities. These types of
measures would have to more delicately assess con-
sumers and would be more attuned to the aging process.
For example, while some abilities of adults deteriorate
as they age (e.g., speed of processing information)
frequently adults develop other capacities to compen-
sate (e.g., ""reading between the lines"). Carefully
developed research measures would be necessary to
assess these kinds of changes.

Stages of Adult Development in Segmentation

Age levels have long been used for segmentation pur-
poses. However, adults of the same age may be at
different stages of adult development. Therefore,
stages of adult development has the potential to be
used as a basis of segmentation. Consumers at the
same stage will tend to view their life situation in
a similar way which could lead to similar priorities,
activities, and possibly, consumer behavior. For
example, some men in passing through the '"mid-life
crises" want to relive their youth and be reassured
that they are still masculine and vital. This is a
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homogeneous segment of male consumers who could be
the target of certain clothing, physical fitness, and

~ grooming products.

Marketing Strategies and the Life-Span

As consumers change as they age, the ways firms market
to them may also have to change. Priorities, evalua-
tive criteria, and product usage need not be expected
to be constant over the life-span. Advertising ap-
peals and spokespersons for products cannot be ex-
pected to have the same effectiveness over the life-
span. As Kaylan Pickford, a 53 year old model nctes,
"Women are bored to death with being forced to look

at only one image in advertising. Advertisers would
get a very good response if they would put sensuality
into midlife models..." (Burstein 1983, p. M10). An
obvious benefit of better understanding the aging
process will be the ability to market to different age
levels with more sensitivity and intelligence.

Need For Longitudinal Research

There is a definite need for longitudinal studies to
consumer research over the life-span. Longitudinal
analysis has the ability to give insight into the
relationship between the aging process and consumer
behavior. This technique uses longitudinal data to
separate the effect of aging from the historical
effects under which each age level was socialized (the
cohort effect). That is, if 30 year olds eat more
candy bars than 40 year olds, the difference may be
caused by the age difference (40 year olds don't like
sweets as much as they get older) or because 30 year
olds grew up with sugar products being more common-
place (and they will.continue to like candy bars when
they are 40 year olds).

Only longitudinal research can offer the time dimen-
sion to better understand the data and be able to put
it in context. For example, sociologists studying
the 45-65 year old on a longitudinal basis found that
"today's middle-age person is an entirely different
critter physically, economically, and psychologically
from previous generations' (Yovovich 1983, p. M10).
Consumer research in the life-span obviously cannot
advance by relying on cross-sectional studies.

Potential for Theory Development

Life-span theory is in its early stages of develop-
ment. Life-span theory and other life-span research
has not been systematically applied to the study of
consumers. While this presents problems for re-
searchers, it also presents an opportunity for in-
volvement in the development and testing of life-span
theory both in and outside the context of consumer
behavior.

Conclusions

Limited consumer research has been conducted to
systematically examine the effect of aging on adult
consumer behavior. The study of the adult develop-
mental process finds that aging adults adapt to the
changes occurring within them and changes experienced
in their environment. Life-span theory and research
has the potential to suggest fresh insights and per-
spectives into the buying behavior of adult consumers
Research employing a life-span perspective can offer
a significant contribution in studying an increas-
ingly important segment of our society.
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Abstract

Chronological age and five alternative age measures

were assessed in an exploratory study in terms of inter-
relationship and association with established age cor-
relates. The research relied on a 1983 self-report
survey of female consumers, chronologically 30 to 69
years old. Multiple Regression models were tested to
evaluate the relative impact of age-correlates on the
six age measures. Results indicate that alternative age
measures, particularly 'cognitive and discrepancy age,'
may shed insight in various aspects of actual and ideal
age-role self-concepts. Surprisingly, 'ideal age,' a
measure of ideal age-role self-concept, does not (by
itself) have much explanatory power.

Introduction

The aging-process is ''coming of age" in the 1980's.
Consumers chronologically over 30 have become a major-
ity in the United States, and their number is still ex-
panding rapidly. Research indicates that this popula-
tion, while long ignored by marketers who prefer 'young'
consumers, is well worth investigation. Consumers who
are chronologically 30 to 69 years old have more dis-
cretionary income to spend than younger populations and
dominate the consumer marketplace for a wide variety of
product categories (e.g., cosmetics, and food consumed
in the home) (Allen 1981; Conference Board and U.S.
Bureau of the Census 1984; Newitt 1983; Underhill and
Cadwell 1983; Robey 1981; Stolniz 1982). In addition,
these consumers, for the first time, feel that it is
0.K. to pay extra attention to oneself (e.g., by keeping
healthy through exercise and diet), and to indulge in
guilt free spending of money (Underhill and Cadwell
1983).

Special sessions concerned with aging issues have been
presented at recent ACR conferences. It was pointed out
at these sessions that most of our knowledge about aging
is limited to information about age differences and not
with the aging process, e.g., changes with age (Ross
1982). This paper discusses an empirical exploratory
assessment of the aging process, in a population chron-
ologically 30 to 69 years old, in terms of chronolog-
ical age, and several new alternative measures.

Age Measurement

Chronological age is an extremely useful measure--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; Vishab-
harathy 1982). Chronological age, however, is no longer
presumed to be an automatic predictor of factors such

as health, intellectual ability, and mental outlook
(zaltman, Alpert and Heffring 1978,. A variety of al-
ternative age measures are readily available; for ex-
ample: didentity 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; Birren and Renner 1977),
social age (Bengston, Kasschau and Ragan 1977; Rose
1972), personal age (Kastenbaum et al. 1972)and pro-
jected age (Puglesi 1983). This paper approaches age
measurement from several alternative points of view.
Five different age scales (all continuous, numerical
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and expressed in years) are considered in addition to
chronological age. This study explores these six age
measures in terms of interrelationship, as well as in-
teraction, with other variables; they are respectively:

1. Chronological Age - the number of years a person
has lived.

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

3., Ideal Age - an individual's ideal age-role self-
concept--the age he/she considers to be a person's
ideal age, expressed in years.

4. Youth Age - the number of years a person perceives
him/herself to be younger (or older) than his/her
chronological age, i.e., the discrepancy between a
respondent's chronological and cognitive age.

5. 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.

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

Three of the above mentioned age-measures are congruent
with the framework of self-concept theory (Sirgy 1982).
The first, cognitive age (measured through self-identi-
fication with age-decade referent groups--Barak 19793
Barak and Schiffman 1981), is a measure of actual age-
role self-concept. The second, ideal age, mirrors a
person's ideal age-self concept. As Sirgy (1982)
points out, discrepancy between actual and ideal self-
concepts reflects a global self-attitude. Discrepancy
age, the third age-self concept measure, therefore
probably indicates the way someone feels about his/her
subjective age (i.e., attitude towards age-self); ac-—
cordingly a low discrepancy age designates a positive
age-self attitude. The other three age-measures con-
sidered (chronological, youth and disparity age) are
not obvious self-concept measures. Self-concept con-
structs tend to be concerned with 'subjectively per-
ceived reality' and not with 'objectively measured
reality,' as in the instance of chronological age.
Both youth and disparity age reflect discrepancy be-
tween objective and subjective measures, and as such
are not apparent self concept measures.

Age Measurement Research
Data Base

Five hundred female residents of the New York metropolis
participated in the study. To qualify, respondents had
to specify their chronvlogical age, and be chronologi-
cally 30 to 69 years old; this left 430 respondents in
the study sample. Data utilized were gathered in
Winter 1982/83, via self-report questionnaires, with a
quota sampling procedure (chronologically 39 or younger
and 40+). The questionnaire required about 45 minutes
to be administered, and focused on a variety of leisure
time and ‘consumer behavior variables (e.g., psycho-
graphics). Table 1 presents chronological, cognitive,
and ideal age distributions (expressed in decades) of
the sample.



TABLE 1
DISTRIBUTION OF AGE CHARACTERISTICS

CGRONILOGICAL IIEAL
AE TEAIES AE [EAES
ORI Xs W5 s 6 pells 105 s Xs W5 05 6
AE TECATES @ ® @ ™ @ ® @ ® 6 6O &
Thirties @9 00 00 00 02 05 1B.O BS5 7.2 05 00
Forties 00 z7.0 00 0.0 0.2 09 47 B.J 1.2 02 00
Fifties 00 00 2.0 00 00 02 21 109 7.4 3.0 02
Sixties 00 00 00 &2 0.0 00 1.2 1.z 1l& 05 00
QOGITIVE
AE FAE
Tvernies 00 07 05 0.0 02 02 69 102 31 05 00
Thirties %5 162 3.8 02 00 07 97 259 76 07 00
Farties 05 9.7 124 0.7 02 07 31 95 86 12 00
Fiftaes 02 00 71 19 0.0 00 L2 36 29 l4& 02
Sixties 0.0 00 05 12 0.0 00 02 02 07 05 00
Propositions

With the exception of chronological and self-perceived
age measures, the age-measures under investigation have
no prior research foundations. Due to its exploratory
nature, this study therefore first considers inter-
relationships between the age measures--this through
the analysis of the following propositions:

PROPOSITION 1: Age measures which assess chrono-
logical, cognitive, and ideal age will be related
(significant correlation) to each other; yet these
same measures will not be similar--they measure
different age-dimensions.

PROPOSITION 2: Age measures which assess the dis-
crepancies between chronological, cognitive and
ideal age will be related (significant correlation)
to each other; yet these same measures will not be
similar--they measure different age-dimensions.

The reasoning behind these two propositions relies on
the notion that if these age-measures are indeed age
measures, then they ought to tap various dimensions of
age; yet if they tap age-dimensions then they ought also
to be significantly (p<.05) related to each other, while
simultaneously being different (otherwise they would
basically measure an identical age-dimension).

PROPOSITION 3: Age measures are significantly
related to variables which past age-research (both
chronological and non-chronological) regarded as
age-correlates.

Since most of the new age-measures lack a research
tradition, the last proposition assumes these measures
will follow patterns similar to known age-measures.

Research Variables

Age researchers have paid particular attention to both
chronological age (e.g., Meadow, Cosmas and Plotkin
1981; Palmore 1981; Phillips and Sternthal 1977), and
self-perceived age (e.g., Peters 1971; Baum and Boxley
1982). These researchers have, over time, conducted
many studies to assess the association of chronological
and self-perceived age with numerous variables. A num-
ber of age-correlates have thus been established; the
present study set out to assess these correlates (the
independent research variables) in terms of their rela-
tionship with the six age measures. Since the intent
of the study was to explore the nature of the relation-
ship of the six age measures vis-a-vis age-correlates,
it was decided to conduct this assessment through the
research flow model shown in Figure 1.
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