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FREFACE

Tnterpersonal relations~-the interactions of people with other
people~~is becoming an important area of research in probing consumer
motivation, Pre-~1940 literature reveals the overegtatement of the
importence of the mass media., However, this concept of the all-
powerful media is changing, and media are being put in the proper
perspective,

This research explored the extent that consumers were awars of
being influenced by interpersonal contact and mass advertising in
the purchase of three small, staple consumer products, The explorsa-
tory study employed non~probability sampling of actual purchassrs,

A questionnaire was distributed to gather information about

the motivational factors of the purchases made in the retail outlet

& i

in Tahlequeh, Oklahoma, An adequate response of 28,6 per cent was

a
1

received from purchasers of the products~-ique Net Hair Spray,
Winston Cigarettes, and Fruit of the Loom Hesiery., Fruil of the

Loom received the largest n, while Aqua Net and Winstons followed,

e

I ératefully acknowledge the assistance and guidance of
PTofessdrs Walter Ward, Harry Heath, Jr., and James Stratton, who
advised me in this study and who expressed a sincere interest in
the need for this type of research., Thanks also go to my father
and senior business partner, Sam F, Willis, my mother, and the sales
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reasoning were helpful. And; T would like to thank Miss Billie
for her typing excellence and technical advice.
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CHAPTER I
THE PURPOSE AND OBJECTIVES

Relatively little is known in retailﬂselling and marketing about
what combination of factcis causes a product purchase decision to be
made, FPast thinking of marketers and advertisers has placed
considerable importance on mass advertising, Much research has been
concentrated on message content, language, layout, and other properties
of the advertisement. Impulse buying aids, packaging, and point-of-
purchase display material also have been extensively studied. These
areas of research are important,

Since the 1940's, however, researchers have been considering the
importance of another factor-fégﬁggggg§9§q;hpg}ations, These personal
contacts and interactions with family, friends, and other reference
groups, seemingly have been underestimated as influences on purchasing
decisions,

The fact that these influential relations exist has been known for
some time., Dubt, as new evidence suggests that they have a much higher
degree of relevance than previously assumed, more and more behavioral
research has delved into interpersonal influence, No doubt, the small
independent business manager will be required in the future to make
more economical use of his advertising expenditures., This study, which

compares interpersonal relations to mass media advertising, was under-

S

token with the above requirement in mind,



This study was built around one research question: Do interper-
sonal influences (an independent variable) play a major role in a
person’s decision (dependent variable) to buy the three consumer
products designated by the researcher? It is fairly well established
that people are motivated by other people as well as by advertising.

The general objective of this study was to determine the degree of
difference between the impact of interpersonal contact and mass adver-
tising, There are limitations in attaining this general objective
be@ause there is no practical method ‘of testing these differences
dirsctly, Tt was possible, hewever, to test the extent that consumers
peresived the degres of influence of interpersonal contact and ha§§

- advertising.
T

Therefore, the more specific objective was to determine any .
difference in the buyer's perception of advertising influence and
personal influence, The objective was to answer the following
questions;
- 1. Was the item an impulse purchase or had the customer made his
decision before entering the store?

2, How did the person initially learn about the preoduct?
Specific questions were designed to reveal the sources of producﬁ
information, These sources were assumed to be an important factor in
determining the influences on his dscision,

3. If people who buy a certain product talk to other people about
it before they purchege it, who were the people? Were they relatives,
s friends, fellew workers, neighbors, club associates, or others?
4, What did the respondent perceive to be the most important

influence in his decision to buyy the product?



Three types of products were used for the analysis., A fourth was
discarded because of a poor estimate of anticipated sales during the
survey period, Prise factors were virtually eliminated., Only those
produsts were selected in which the retail outlet carried compsti-
tively priced brands,

Such a study is of particular interest to the writer, both as a

Gernsr~ESS

maneagement student and as & small business preprioter-ant

' manager, If |
it is found, for example, that "influential persons" are major motivat-
ing factors of purchases in the éﬁzggzzgwaounty, Oklahoma, trade area
(location of the retail outlet used in this study), it would be helpful
to know what types of people they are, Such knowledge would be related
to fubture advertising strategy.

For example, from the retail manager/owner's point of view, types
of local advertising could be incorporated te insure that influential
persons recsived his sales message., These people would then transmit
the sales message to other potential consumers, The cost of advertis-
ing to the masses could be reduced considerably.

This type of advertising ie practiced to some extent when
selesctivity is exerclised in trade journals and other selective media,
However, the smeunt of discrimination used presently still aims at a
general group of potential comsumers, The influertial persons of
thess larger groups would be much mowye effective gnd economical
targets of advertising,

Frem the manufactursr’s point of view, national advertising could
be uged to much better adventage, Instead of spending millions of
. dellars with gensralized medis, the advertising department could

soncentrate its meaéag@ to a much small number of the aggregate and



possibly receive comparable benefits., Advertising costs would be
reduced, permitting a reduced cost of the product which could be passed
on &8 savings to the retailer and eventually to the purchaser,

Various kinds of appeals could be used to reach these influential
persons, Donald F, Cox apparsntly believes this approach could be
effective, He slaborates on the suggestion by reﬁbrtingz

Some pecpls or groups are more predisposed than others to be
influenced by sdvertising for a particular product or brand,
Within that group which is more predisposed toward a partie-
wlar produet, some individuals or sub=-groups will be more
predisposed to be influenced by certain kinds of appeals,
while others will be predisposed by different kinds of
appealaoi

Selective advertising strategy seems to be supported by much of
the research evidence. This strategy is based on two key assumptions:

~/Advertising works primarily by reinforcing or otherwise
acting upon pesople already predisposed to act, The closer
the mateh between the appeals used and the individual's pre-
dispositions, the more likely he is to expose himself to
the advertisement, and o act as desired,

\/- A selective advertising campaign would not usually rely on
only one appeal or one type of media but would run as many
different appeals in as many different media as wers.
necessary to match particulsr grouvs which meke up the
potential market for a product=-up to the peint where this
insreased mumber of appsals maximized the return on
advertising investment,

BN S
s s

1Denald F, Cox, "Clues for Advertising Strategists,” People,
Soeiety, and Mass Commundcations (New York, 1964), p. 380,

2Tbdd,, po. 385,



/ CHAPTER II
/ EMERGENCE OF PERSONAL RELATIONS

/ The corveyance of ideas and commmication with other people has

/
{

féeen of interest sinece the beginming of man, In more recent years,
f;mQSS media--radie, television, newspapers, and magazines--have been
f developed and are being used on a large scale in idea communication.
Extensive resecarch has been conducted in each of these mass media,

Content analysis, readership surveys, and other such examinations have

heen conducted,
Variables in Mass Communicetion

There are at least five variables in mass communication which need
to be considered to undsrgband bebler whal is involved in a compsrison
of magss media messages and inbterpsrsonal relations, an arsa of communi-
cation research which has tuken on added significance in the past 20 to
30 years, Ths various ways in whiech these five varisbles ars ebuned
makes for effective commurdeation, u

f

The fivet varisble teo be considered is exposure to a given mediﬁmo
Certain media nel a great dsal more exposure to advertising, for
exampls, than de othsr medis,

Newspapers and magezines can give scourats eireulation figures

and ean tell an adverbiser the minlmum number of psople who subseribe

“:m@ the msdia, On the other hand, radio and tslevision canmet give



;

/

/

/ such ascurate figures, They cen only estimate thelr listening and

/
viewing asudiences by means of surveys,
Por an advertising comrunication to be potentially effective, the
sxposure must bs such that it exposes those persons who are potential

congumers of the advertised produst or service.

This idea of selective coversge gives rise to the second variable
The different types of

of mass communicationg--differential media.,

media possess varying degrees of potential impact in conveying the
The most advantageous medium, within a budget

advertising message,
limitation, must be sslected.
Conbtent is the third variable of potentially effective communica~

The language, layoub, and other physical characteristics of an
If the message 1s nolt adequately and

sia!

tion,
advertisement are very important,
ent, the other variablss may teke

and pree=

o

attractively conveyed in @
ftudes

barpret

deersased luportanscs,

The fourth variable ineludes the individusl's o
dispositions. Different atiibudes may causse two persons te im
a message differently, BEven a persen’s abthtibtuds btoward the verious
media as channels may csuse him to be blased dn his appraisal of an

advertising message channeled through one medium a8 cowmpersed to

her,
The £ifth verisble--and the one in which this survey is most
A person’s sosial sttachments
timated, One

concerned--1s interpsrsonal relabions.
bor of oplnions he exchanges have bsen unders

arnd charact
sennob accurately gavge an Individual’s response to a cempalgn without
» abblbudes, and valuss of

NS

A

considering these fastors, The opinler

particular friends and famdily members ars imporbert.,



=

Regearaeh Dcvelopmeits

Rescarel concerning these personal contacts has incressed in the
g P

cost 20 years, Howsver, many of the current writings, or those written

7]

gince the 1950's, ars drawing from the Decatur (111.) ;ﬁudyl and other

such plonsering studies in interpersonal relations as the basis for
formulating hypotheses on the diffusion of information and its effects
on the receivers,

Hawihorne sgtudies of Roesthisberger and Dickson made a classic
rediscovery of the "primary group” as a mass society phenomencn to be
reckoned with and they represented a significant contribution to indus-
trial socioclogy in 1939,2 Since that time, advertising and marketing
researchers have been scratching at the surface of the relaticnship a

o

has with othsr psrsons concerning a particular produst and a

take @ Llong second look ab the media, as the Her

urrounding Werld War I was an era when an overwhelm-
¢ of prestige and power were attributed to the mass
‘eﬁg pmwer was gre@to Hnwcver, after the waf and

| pessal Wae U
’r%xmmd et bo by

Ag developea Wharek T
nesrly as powertf ul a3 wasg

and Pewl P, Lazarsfeld, Personal Influsncs iNew Yurk,




The Hartleys went on to say that several studies clearly indicated
that the mass media were ineffective in many instances. They told of
one case in particular in 1947-48 when a United Nations information
campaign was conducted in Cincinnati,* The campaign was to inform
persons about the United Nations and how it worked, The results were
discouraging.

Ons=hundred=fifty radio spots were used per week for six months;
nearly 60,000 pieces of literature were distributed; and, almost 3,000
clubs were reached hy speakers supplied by a speaker's bureau., The
objective was to reach, in one way or another, every adult among the
1,155,000 residents in Cincinnati's retail trading zone,

The National Opinion Research Center conducted a survey of local
opinions and attitudes toward the United Nations at the beginning and
at the end of the six-months' period,. The before~and-after scores
remained almost the sams. The campaign hed been a failure as far as
increasing knowledge of the Uﬁifed Nations, This study, more than any
obher to dats, points oubt the fallacy of equating exposure and effsct

of mazs communications,
Mass Media Prestige Decreases

The study which revealed the less~than-expected degrese of impore
tance of mass media concerned the 1940 Presidential Election Campaign.5
It became clesar that newsmedie had only minute effect on voting
degisions, Researchers wanted to find out more about influense on

decisiocn=making,

thida SKatz and Lazarsfeld, p. 31.
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udies=-with the possible exception of

ey

L)

aid & varlety of
narketing campaigns—=indicated that people are nol easily
The sesarch for the

gbudies of m
iy opinions and behavior,
sabive sources

perguaded to change thelr o
to change, as well as for the sffective
he discovery of the role of

iatanoce

s of resi
n changss do occur, led to b

Sotrdas

P

£ Andl

SPpersonal

=

1 relations,
se8 are variables which "intervene® bebwsesn

wrosrsonal proces
the campaign in the mass media and the individual who is the ultimsate
he shared valuss

says that some of thess processss are

target, Kebls

mMEEE Cony

2 e

speaiiic

‘F‘;‘,,( 4 g
Doring

I-powariul,

or all
Folom b eus

%,
&8s

N5 Reis

":D'L

of

/
,{
/ grs neasssarlly
]
{ Fa @ PR . S
;’ g Lo 1960's, realizati
H
/ . . o e
; Locommerications are bagic bto any kind of scoletye-
i
8 WaAY rEngs la 1m e BTN fl"ﬁ)ﬁ "[t'}\e spzpr dpsge B el
HEN «u‘y.ﬂ,.i,gka 1 p&u. e, LY oy o SRELTAET ekl e R -]
£ 'ﬁ)" T we R o neR g S Ao g
LB YELLSS & &L SLAES

" "& iku’ @(:" \: 2 (:.a}

T M‘.’l‘yt‘ i;“f
ard Mo

7"\r 0




10

and habits of interpsrsonal commmnications in the society\> Mendelsohn

L

‘and Dexter aptly make this points

We are not seying mass communications are never important or
significant or influsntisl; we are saying 'it is well to be
cautious and to evaluate the whole social situation before
attributing too much influence to one factor (mass communi-
cations) in a total social complex.®' Nowadays, a great
many people do overemphasize this one factor because mass
communications are more visible (easier to watch and study)
than, for instance, interpersonal communications or collec~
tive $elfmimageso7

Rex F, Harlow, in his discussion of communications and the public

relations man, said that at besht, mass communication is only a substi-

tute for face-to~face commmication:

The tools of mass communication--~the radio, television, the
printed work, the film, and the like«=~gre far different from
face=to~face contact, and not half as effective,

Harlow says that most writers seem to agree that the more personal

the means of communication the more effective, Televigsion is conside

ered to e the most persenal of the media, The now classic Erie County

voting study points out thats

Ir: comparison with the formal media of communication,
porsonal relationghips are potentially more influential
for two reasons: +their coverage is greater and they have
sertain psychological advantages over the formal media,?

=i

/

Most of the writers imply, with substantial qualifieation, that

personal contachs are more casual and non-purposive than the formal

Tediap and they are more flexibls in countering resistance, They can

A

.

"Harold Mendelschn snd Lewis Arthony Dexter, "Sociclogical Pep-

spectives on the Study of Mess Communication,” Peopls, Society, and
Mass Commmications (New York, 1964), p. 29,

8Rex F, Harlow, Sociel Seience in Publie Relations (New York,

1957)0 po 36.

IPaul F, Lazarsfeld, Bsrnard Bsrelson, and Hazel Gaudet, The

People's Choiee (New York, 1948), p. 150.
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%ér@vid@ more desirable regards for compliance and they offer reliance
/ and trust in an intimete source. They can'persuade without convineing.,
/ In general, it appears that most of %ﬁese writers agree that the
| dnfluence of commmnications on public opinion varies with the nature of
the commnication, And, they also seem to agree that the more personal
the communication, the more effective it is in éonverting opinions.,
This means that, other things being equalogpersonal conversations are
the most effective, followed by television, radio, and the printed

\ messages, respectively.
1\\

" Bérnard Berelson, co-guthor of The People’s Choice, has said that

some kinds of communication on some kinds of issues, brought to the
attention of some kinds of people under some kinds of conditions, have

some kinds of effectsoio

Social Intercourse Participation

Most of these opinions suggest also that the greater the partici=-
pation by a person in the various forms of social intercourse, the
more likely he will bs to develop opinions and attitudes based on
these social contacts., An individual's opinions are formed in the
context of his formal and informal group associations. The need teo
conform to the opivdons of his associates and of favored groups is an

- dmportant motivational factor,

The various social intercourse forms mentioned above have varying

degrees of participabtion. Fer example, in the course of persenal con-

versations, the sense of secial participation probably reaches its

ioBemmard Berslson, "Communications and Public Opinion," Mass
Communications (Urbana, 1949), p. 500,
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peal., Here the individual is usually obliged, and is generally willing
to contribute, as well as respond, The.relationship is circular,
visible, variable, and personal,

A more intimate exchange of ideas can take place in the environ-
ment of a conversation, An individual is more receptive to new ideas
and changss when hs is talking to someone or a group with whom he
confides,

Bugene and Ruth Hartlsy used the term "feedback" in their article,
"The Importence and Nature of Communication," to explain the reactions
of the sscond party te a conversations

The feedback is of eritical importance in testing the success

of any attempl at communication, for only by some such device

is it possible tc observe the effect, If the commmicator

is face-~to-face with the communicant, it is possible for

him to judge.§he s?fcess of the communication by the

latter's reastion, _

A mere formal discussion group would be a second group with a
great deal of participation, Ideas are exchanged with an oppertunity
for pursulng one point or lsarning more about a particular subject,
Ideas circulsbe freely in this type of group. A disadvantage to
effective participation, howsver, is that the intimacy of the personal
conversation is net present,

Cantril and Allpert, in their article, "Radio and Obher Forms of
Seeial Participation,” enumsrate the communication forms by a dscroas-
ing degres of perbicipabtions Iinformal congregabte asseubly, the
telephons, the talking pleture, television, radio, perzonsl

correspondence, letlers, newspapers, billboards, magazines and so

11H@rt1@y and Hartley, p. 22,
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on. % As ons can see, most of the printed mass media are lower on the

1ist beecause they permit the least amount of participation,
Twwo=Step Flow Théory

Katz and Lezarsfeld, as a result of their Decatur study, conclude
that persons can bs looked upon as another medium of mass communicatian,

They swmarize thatb:s N
1, Personal influsnce is a more significant facter-—more
frequent and more effeetive~~than influence stemming
from the mass media. jfhe study revealed that advics,
suggestions, and influence stemming from other people
are very important,/

2, Opinion leaders are very much like the people they
influenee, These opinion leaders and the resulting
two-step flow of information suggested by Katz stem
from the Decatur studies,13 In marketing, fashions,
and movie decisions, women influence women. The
dnfluential person and the one influenced usually shars
the szame rung on the soclo~ecoromic ladder, People are
most often influenced by their sghatus equals rather
than by persens "higher up,” (The opinion leader and
the two-step flow will be discussed later,/

3. In publie affairs decisions, men, especially husbands,
play a major part,

L, Marketing leaders are concentrated among married women
of middls age with comparatively large families,

lzﬂadlﬁy Cantril and Gordon W, Allport, “Radio and Othsr Forms of
Social Perticipation,® Mass Communications (Urbana, 1949), p. 330,

13£@Si@&11y9 the twe-step flow of communication, as explained by
Katz and lazersfeld in Personal Influence, p. 32, is that ideas often
gseom to flow from radieo and print teo opinion leaders and from them to
the less active sections of the population, The opinion leaders are
not to be a group set apart, bub can best be thought of as group mem-
bers playing a key communicabions role, Opinion leadership is an
integral part of the give-and-take of everyday personal rslationships.
The opinion leader receives communication from ths mass media and then
informs other persons through perszonal conversations and obther
personal relationships,
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5, Tashion leaders tend to be quite young and highly
g rogarions,

6, Opinion leaders are mors exposed to mass media influence
than non-lsaders, In such realms, opinion leaders are
particularly likely to be exposed to mass media influ-
enes appropriate te that realm, Thus movie leaders are
more Jikely to read wovie magazines,

7. In many realms, there would seem to be a twe-step flow
of communications—-from the media to opinion leaders
and from opinion leaders to others with whom they are
in contact,

8, The overlap in lesdership is very slight. A woman who
is & leader in one realp is not at all likely to be
influential in another,l

The Katz hypothesis of the two-step flow of communication could

still be further generalized, Dexter and White, in People, Scciety,

and Mass Communiecations, say: “In realily, most innovations and most

efforts to influence behavior are adopted only after they have been
interproted and soeially velidated for particular groups and @la@mesnl5

In most cases, it appsars that interprstation and validation take
place from within an dndividusl’s own immediate group, Dexter and
White suggest, dn addition bo thie conclusion, that validabion and
inderpretatieon also take place from a respected national personage
oubside the group itself and by commmnication through the msss media
from such an individual,

This theory of a two-step flow has been met with raserved skepti-
eism from Paul J, Deubschmenn and Wayne A, Danielson in their article,

"Diffusion of Knowledgs of the Major News Story.”

1”\a%l@w Po 3%

L5 ewis Anbhorny Dexter and David Manning Whits, People, Seceisty,
and Mass Commurications (New York, 1964), p. 15,
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Tha two writers concluded: "We would urge that the Katz-
Lazarsfeld two-stage flow hypothesis, as a description of the initial
information process, be applied to mass communication with caution and
qualifi@ati@mowlé

They based their conclusion on their findings that initial mass
medie information on important events goes directly to people on the
whole and is nolt relayed to any great extent, Very similar findings
were obltained in two more recent studies of political-campaign communi-
17

cation conducted by Deutschmann,

Bverett M, Rogers, in Diffusion of Innovations, cites one study

in which two-thirds of the respondents attributed their awareness to
mass media, as opposed to face=to-face communication,l8 About one-
half of them credited media with increasing their comprehension of the
topic, |

On the eother hand, facs-to-face communication was credited more
often than media as the primary influence on the respondents® attitudes
and behavior regarding the imnovation,

It would appsar from these findings that, at least for learning

B

g

k3

effects, thers is a one=step flow of communication, dirsct from the
mass wedia to members of the soclal system, A review of the lLazarsfeld

group roesearch revealed no findings that contradict this conclusion,

16Faal Jo Deubechmarn and Wayne A, Danielson, "Diffusion of Know
ledge of the Major News Stery,” Journalism Quarterly, 37 (1960),
Ppo 345-355,

17 134,

Bhepett M, Regers, Diffusion of Innovations (New York, 1962),
PP, 98-102,
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Troldahl éurmigeg thats "The twe-step flow hypothesis seems more
adequate as a deseription of the flow of media influence on beliefs and
behavior, The Decatur study yielded considerable evidence that a two-
step flow of influsnce on besliefs and behavior exists, "9

In the Deubtschmenn studles, media exposure was found to induce
discussion which is & prerequisite, of course, for a second-flow of

. 2
communieation, 0
Factors in Effective Advertising

Neil H, Borden, professor of advertising in the graduate school
of business admiristration at Harvard, theorized that: "Advertising,
by itself, serves nobt so much to increase demand for a product as to
speed up the expansior of a demand that would come from favoring con-
ditions, or to . rstard adverse demand trends due to unfavorable
conditions, 21

In other words, advertising does nobt create a demand for a

produst, bub serves to speed up the demend created by gther fastors,
The basic trends of dsmand for products are determined primarily by
wnderlying social and suviranmental conditions,

A factor helping te maks advertising effective, in the opinion of

o

Bordern, is a favorabls primary demand with which a company

MQVwrllng Co Troldakl, "A Field Test of a Modified °*Two-Step Flow
of gumwuniua%i©n° Modsl,” The Public ugﬁni@n Quarterly, 30 {1966),
po 611,

Dewbschmarm and Dandielson, pp. 345=355,

Z2lNe3l H, Bordsn, "The Egornomie Effects of Advertising,” Mass
Commmnications (Urbana, 1949), p. 186,
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operating, An exempls of this would be when industry is expending,
Another factor is when the company's products provide large chance for
differentiation, |

Produet differentiation, Borden says, provides the opportunity
for influencing consumers to prefer one brand to another brand,
Advertising provides the means for p@intiﬁg out to consumers the
significance of differsntiating qualities,zz

A third fabﬁor influencing the effectiveness of advertising is
the relative importance to the consumer of hidden qualities of the
rroducte as contrasted with external qualities which can be seen and
appreciated, These external characteristics (color, size, ete.) often
are more important to a buyer than are hidden product qualities which
may be associated with a seller's trade-mark. Thereby, there is a
relatively smwell use of advertising to influence the demend fer the
branded mershandise of producers of fashion goods, However, this does
not necessarily hold true today. Flaytex, Maidenform, Betany 500, and
Fratt of the Loom srs among the many clothing menufaeturers who have
given congiderabls thought and emphasis to fashion advertising.

Another factor is the presence of powerful emotional buying
motdives to which bths wanufactursrs can appeal with their adverbising,
An example is stressing the health aspect when trying to sell cranges,

Although these faverable conditions exist in a great many cases,
mase medis advertising is still held within limits, as resesrch seems
to bear oubt, The Decatur study comeluded that in marksting, personal

influence has a greater impact than hes advertising becasuse respondents

22T14d, , pp. 187=189,
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reporbed more sxposure to personal advice than to advertisements; and,
sacond, among those exposed to each source, the "most important
influenss” was more often attributed te people than to formal sdvere
ti@@m&ntgogj

Although ressearch is sketchy on personal influence in product
marketing, it is failrly clear that it is beneficial to have the right
people saying the right things about one's product,

An individual’s asttitudes and predispositions are an important
factor, Some pecple or groups are more predisposed than others to be
influenced by advertising for a particular product or brand, Within
that group which is more predisposed toward a particular product, some
individuals or sub-groups will be more predisposed to be influenced by
coertain kinds of appeals, while others will be prédisposed by differ-
ent kinds of appsals.

The fellowing are whabt Donald Cox, author of "Clues for Advertis—
ing Strategishe,” belleves to be the thres groups of factors which
interact to make en dvdividusl more or less predizposed to be influ-
enced by any perbicular communicetion: (1) the physical and economic
reality which an individusl experienses, (2) his personality, and
(3) the social environment in which he lives,zh

As studies of perscnality advence, Cox believes that one should
expecht to see a greal many more relationships revealed belwsen person-

ality variables and predispositions to be influenced by certain kinds

Z3Tosd,

Z&G@xg p. 382
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of appeals, The real difficuliy st the present time seems to be the
lack of rellable and useful tests for Méasuring individual personality
differences,

Cox suggests that advertising works with and through various medi-
ating factors such as audience predispositions and personal influences
*T would argue that changing a person's attitudes or behavier (as
‘opposed to reinforcing present attitudes or activating those already
predisposed) is beyond the scope of most advertising."25 )

Exceptions to this suggestion would be when the attitude or
behavior involved is of little importance to the individual. People
to whem it makes little difference which brands of hosiery they use
are more likely to be influenced to switch brands by hosiery advertise
ing., A sscond excepbtion would be when the mediating factors
(predispositions and persenal influence) are inoperative, People may
be influsnced directly by the advertising for a new product bscause
they have not formed abttitudes which would predispose them against the
produst,

The final sxcepltion would be when these mediating factors--which
normally favor reinforcement--favor change, If for soms reason we’s
friends begin buying color television ssts; he is more liksly to be
influenced by advertising for celor television sets,

If thess conbtentions are realistic, Cox theorizes it would then
appear that & major function of effsetive advertising is to "select”

people who are already predispesed to buyy a product and present them

257144,



with appeels (appropriate to the types of potential customers) which

o

wenld he

the desired response, The approach would be to
» & varisty of media,
of media concentration were mentioned by

Fate and Lazarsfeld, who said: ‘We have learned over the last decads

thers is good rsaszon to suspeche-although there is really wno

empirical evidence gvailable==that some of the most effective radio

4t ean be concluded that in its effect

@

onn opinion, speclalized communication, using specialized channels,

appears to bs superior to generalized communication using generalized

A summary of past resesrch

that The “powsrful™ mass medis were not quite as influential

o

IS
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commnications in opinion information, It was concluded from these
studies that persons should be looked upon as another medium of mass
commnications. The interpersonal relations of people with their
friends, their families, and the many other informal groups with which
they associate were taking on added significance in the conveyance of
ideas,

The studies suggest that to stimulate action, mass media exhorte-
tions néed to be coupled with the organizétion of face-to-face
leadership.

It is the opinion of some communications personnel that research
is tending progressively to concentrate on micro systems rather than
macro systems, such as the entire American society. The fact that
research is currently focused on informal commnications does not, of
course, prove thes importance of this type of cormunication in American
society any more than the absence of such research proved the lack of
importance in the pre-~war period,

Algo, researchers predict that personality research is going to
take on new emphasis, This new emphasis will be through a thorough
examination of the types of persons and which personality type can be
influenced best by which appeals through which kinds of media channels,

Rarely does one noltice advertisers msking use of selective adver~
tisingg i.e,, the use of different appeals about the same product to
different segments of the market. As mentioned earlier, research to
date elearly suggests that the possibility of making greater use of

selective advertising is well worth investigating for meny companies.
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Another conclusion was noted by John S. Coulson, vice~-president in
charge of research at the Leo Burnett Company, in an address to the
-Chieago chapter of AMA, April 7, 1966,

Coulson summarized the role of research by saying that it should
provide a framework for thinking more logically about marketing prob-
lems, and, it should provide facts and information which bear on or
buttress a marketing decision. He concluded that there are three basic
parts to the reéeérch job: (1) gaining a clear and explicit under-
standing of the problem to be studied, (2) condueting the research,
and (3) presenting a specific and conerete point of view about the
implications of the study for the deecision to be made.

"It has been my observation," he said, "that as a group, we spend
© far too little time and give far too little attention to points one
and three and relatively too much time to conducting the research
itself, We are over-emphasizing accuracy at the expense of

relevaneeo"27

27\ddress by John S, Coulson to Chicago Chapter of American
Marketing Association, Chicago, April 7, 1966,



CHAPTER ITIT

RESEARCH METHODOLOGY AND DEMOGRAPHIC
ANALYSTS OF RESPONDENTS

A questionnaire survey was conducted in a downtown variety store
in Tahlequah, Oklshoma, & small college town of about 13,000 popula=-
tion,

The writer is a partner and manager of the independent store,
Shopper'’s TEwna It is one of two variety stores in the town and con-
téins 4,400 square feet of floor space., It is located in an "ideal"
downtown location,

The store's trade area consists of Cherokee County: a low income,
agricultural, tourist, and college community of about 20,000 populations
and, parts of Adeir County: a low income agricultural couﬁty. Both
counties and the swrrounding area have a relatively large percentage
of under-privileged and undermeducated‘persons, many of whom are
welfare recipients, Cherokes County"s Indian population is more than
17 per cent,

Northeastern State College comprises about 45 per cent of
Tahleqush®s population, Most of the 5,700 students are of ages 18
through 21,

Shopper’s Town's clientele comprises college students, small town
locals, and some Indians, It is a relatively new store and is still

building its trade,
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y Ressarch Methodology
/

ﬁ# A mail questiommaire was used primarily because of convenience and .

fthe lack of time available by the manager for more personal methods

i

|

s S
e e

3
%\stamped envelope,

such as the fosused interview. The questionnaire was formulated with
eight basic questions and was supplemented by a cover letter explain-
ing that the store was conducting research in hopes of improving )
sorvice and selection.l It was signed by the manager and given to each

purchaser of four selected products along with a store~addressed,

%
‘kk>

Each cashier was thoroughly instructed to give every purchaser of
Aqua Net Hair Spray, Winston Cigarettes, Fruit of the Loom Hosiery
(referred to as "hosiery" throughout this study), and—Coat's and
Clark’s Wool Yarn a questionnaire and ask the customer to cooperate

by answering the guestions and returning the form. The cashier was

to complete the sale and money transaction first, Special tags were
placed on each product te help the cashier remember to give out the

forms,

Products Selected

jg;iy questionnaires were preparsd for eagh of the four products,
All-were distributed except those -for Coat*ssEnd Clark’s Yarn. A
miscalculation was made concerning the anticipated sales of the yarn
during the four-week study period, October 23 through November 18,

1967, An insufficient number of yarn questionnaires were distributed

(%ﬁ@@ Appendix A,



Lo obtain a response comparable to the other three products. Therefore
the survey only concerned three products: Aqua Net, Winston, and
Frudt of ths Loom Hosiery,

The three wers chosen because they represented highly different
types of products with a high turnover rate, The variety was desirable
to see if there were substantially different types of influence for
different products.

Winston cigareties was the only survey item commonly purchased by
men, The lack of male-~oriented products in the survey was a result of
the high percentage of women shoppers who normally patronize the store,
Agua Net and hosiery were products which would produce enough sales
during the survey period to allow a reasonably broad accidental

samplez to be obtained,

Compestitive Products Available

Agua Net was priced at 67 cents, along with six comparable
brandss  Just Wonderful, Sudden Besuby, Breck, Suave, Lustre Creme,
and FPlairs, A1l cans weighed about 13 ounces, except Flaire, a
promotional cen welighing 21 cunces, No special displays or other
point=of-purchase materials were used for Aqua Net,

Winsten cigarettes, regular size and 100°'s, were priced at 30

cents a pack, 5 cents below list price, Competitive brands were:

{

\\?Ehe general problem in this study was to find ocut something about
motives to buy certain produsts--motives that may nct bave been obviocus
to the respondents themselves, In this type of expeoratory study,
investigators frequently have been quite satisfied with small, aceci-
dental samples, Selltism, et., al. (April, 1963) present a theorough
disecussion of precsdents set with special applications of nonproba-
bility sampling (pp. 537-545),
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Camel, lueky Strike, Salem, Pelair, Kool, Pall Mall, Marlboro,
Chesterfisld, L & M, Raleigh, Tareyton, and Viceroy. All were located
near the cash register and were self-service, Fach brand was priced
at 30 cents,

Fruit of the Loom nylon hosiery was prepriced two pairs for 99
cents in a single package, The hosiery was available in shadow and
cinnanon col@rsgy Cannon hosiery was available at one dollar per pair
and Fruit of the!Loom hosiery for 79 cents, Fishnet hose in assorted
colors was in stock at one dollar per pair.

All factors were kept as near constant as possible to avoid
complicating the research and projecting unwanted variables into the
study. TFor example, the products were not moved from one location to
another during the survey period, Ordinarily, this is done to some
products to promote or fesbure them and stimulate sales, When this is
done, the price is sometimes changed, During this survey, the price

was congtant,

Questionnaire Regponss

4

There were~%§© guestionnaires distributed, The first~5@ customers

purchasing sach of the products after October 23 were given a question-
B
naire, Of these #5080, 43 were returned, This is a response of 28,6 per
2, i,
cent, Agua Net recsived 13 replies for a-26 per cent response,
, o

-

Winsteon had only 3 quesstionnsires returned for the least responss, 22-
A = iy

per cent, Fruit of the Loom had 19 returned for a 38 per cent reply.,

Response can range from ag low as 10 per cent to almest 100 per

cent, This survey's 28 per cent response admittedly was not as high as
g

sxpected, However, since this is an exploratory study to bulld a body



of theory on veriables wnderlying the motivation in purchase decisions,
standard errors of true population values are of less concern than they

would be in a study based on numerous and strong precedents,
'~ Demographic Analysis

Reasons for the low response from some of the products may be more
elearly understood by looking at a demographic comparison, The demo=

graphic characteristics of the respondents appear in Table I (page 28).

Age

The age groups in Table I are not consistent with those of the
U, 5. Census of Population from which comparisons will be made later,
However, there seemed to be a natural grouping of ages 15-21, another
of ages 24-27, and one for those over age 35.

As can be seen in Table I, 60 per cent of the total response came
from persons between ages 15-21, Twelve per cent were in the age group
24=27, and 26 per cent were over age 35, There was a 2 per cent non-
response to the age questicn, The respondents involved did nob answer
some of the guestions concerming dempgraphic data,

Agua Net response was 54 per cent for ages 15-21, 15 per cent for
ages 24=27, and 31 per ecent over age 35, Winston results showed 46 per
cent for ages 15-21, 9 per cent for ages 24-27, and 36 per cent over
35, There was a 9 per cent nonresponse, Hosisry brought a largs retuxn
of 74 per cent in the age group 15-21, 10 per cent in age group 24=27,

and 16 per cent over 35,



TABLE T

DEMOGRAPHIC CHARACTERISTICS COMPARED WITH
PERCENTAGE OF CONTACTED CONSUMERS WHO
RESPONDED TO QUESTIONNAIRES ON
EACH OF THREE PRODUCTS

Composite Agua Net Winston Hosiery
Characteristic Percentage Percentage Percentage  Percentage
Age
15-21 60 54 L6 74
2427 12 15 9 10
Over 35 26 31 36 16
Nonresponse 2 0 9 0
Sex
Female 90 100 64 100
Male 7 0 27 0
Nenresponse 3 0 9 0
Race
White ol 100 82 95
Negro 2 0 0 5
Indian 2 0 9 0
Nonresponse 2 0 9 0
Education
Some College or Graduate 70 L6 73 84
High School or Graduats 21 38 9 16
Eighth Grade or Lower 7 16 9 0
Nonresponse 2 0 9 0
Marital Status
Single sl 46 36 63
Married L2 46 55 32,
Divorced 5 8 0 5
Nonrespmse 2 0 9 0
Oceupation
College Students 56 L6 37 7l
Housewives 16 39 9 5
Workers 19 15 27 16
High School Students 2 0 0 5
Unemployed 5 0 18 0
Nenresponse 2 0 9 0
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Sex

Table I also shows that 90 per cent of the total response was from
women, Seven per cent response was obtained from men. Nonresponse was
3 per cent, Both Aqua Net and hosiery received 100 per cent female
response, Winston brought 64 per cent response from women purchasers

and 27 per cent from males, Nonresponse was 9 per cent,

face )
The white race dominated response with 94 per cent, Negro and
Indian response totaled 2 per cent each, Nonresponse also totaled 2
per cent, Aqua Net brought 100 per cent response from whites., Winston
received 82 per cent white response and 9 per cent Indian., Nonresponse
was 9 per cent, Whites responded 95 per cent for hosiery and Negroes,

5 per cent.
Fducation

The education level of those returning the questiomnaire was
considerably higher than the Cherokee County average of about eight
Vears, |

A high 70 per cent of the total response indicated they had some
college or wors college gradu@teso Twenty-one per cent said they had
attended high school or wers high school graduates, A mere 7 per cent
had attended the eighth grade or less, Nonresponse was 2 per cent,

F@rﬂywsix per esnt of the Aqua Nel respondents said they haa some
@@lleg@ or a degres, Thirbty-eight per cent had attended high é@h@@l or
had been gradusted, and 16 pef cent had an education level of the

eighth grade or lower,
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r and hosiery respordents were generally more educated, as

73 and 84 per cent, respectively, indicated they had some college edu-

Wine per cent of the Winston response had a high school
educaltiony 9 per cend had attended the eighth grade or lower; and 9 per
cent was nonresponse, Bighty=four per cent of the hosiery respondents
had some college, Sixteen per cent had attended high school, Nene

was of lower education level,

P

Maritel Stabus

Marital stetus dats revesled that 51 per cent of the total
respadents ware singles 42 per cent were married; and, 5 per cent
were divorced, Nonresponse was 2 per cent. Agqua Net respondents

wers evenly distributed, with 46 per cent single and 46 per cent

Eight per cent were divorced, Thirty-six per cent of Win-

s resporderd

as opposed to 55 per cent who were

married, Nonresponse was 9 per cent, Hosiery respondents were

cnrd g o wee® Fe el o 1 © cgortie mpra eV wgs m s vpny v " o, @ L T e o o s
primerily #ingle, Sixty-tiirss psr cent were single; 32 per cent

wers marrieds and, 5 psr cent were divoreed,

ng & {:1‘1 @ﬂ.

The ococupational data fnding . a high percsubage of collsgs

sorpared with housewives, workers, and unemplaoysd persons

who replied to the questiormeives, A 56 per csnl response to the

survey by college was more than the percentage of college
studentes to the town population and county population, Collegs
students comprise 45 psr cent of the town population and 23 per cent

w,

of the ecounty population,
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Besides the 56 per cent of college students, 16 per cent of the
respondents were housewives; 19 per cent were workers; 2 per cent were
in high school; and 5 per cent were unemployed. Nonresponse was 2 per
gent,

Aqua Net response was 46 per cent college students, 39 per cent
housewives, and 15 per cent workers, Winston response showed 37 per
cent college students, 9 per cent housewives, 27 per cent workers, and
18 per cent unemployed, Nine per cent was nonresponse, Hosiery
brought & high response of 74 per cent from college students, a mere
5 per cent from housewives, 16 per cent from workers, and 5 per cent
from unemployed.,

Figure 1 (page 32) is a graphic illustration of the total response
percentage shown in Table I, Perhaps it will give a more camparative
view of the demographic categories., For instance, one can readily see
from the ags breakdown that the 15-21 age groﬁp comprises, by far, the
largest percentage-=60 per cent--of the total response, The age
group over 35 is secend highest in response with more than 25 per cent,

The educaticnal level shows a very high percentage~=70 per cente-
of respondents who had samé college or who were college students,
Slightly over 20 per cent of the respondents had a high school educa-
tion and less than 10 per cent had an eighth grade education or lower,

Marital status figures showed that the difference between single
and married psrsons was slight. Single respondents totaled just over
50 per cent while married persons totaled slightly over 40 per cent.

College students dominated the oecupation category with over 50
per cent, Housewives and workers were about eqﬁal with less than 20

per cent, High school students and unemployed persons comprised a
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very suall percentage of the total regponse~=under 5 per
cent,

The size of ths sample will more than likely be one of the first
observations of the readsr in trying to evaluatathe research method,
Although the accidental sample is small, it should be noted that the
purpose of an exploratory study of this type, first of all, is to
benefit small, retail advertisers, There are no national conclusions
drawn, and this survey is not intended to represent any state or
nati@ﬁal trend, Howsver, in any accidental sample, the investigator
should at least use whatever external checks available to gain insight
on the diversity of population elements that are "accidentally”
ingluded in his sample, Tt may be heipful to know, for example, that
segments of the population with important demographic characteristics
are nobt entirely unrspresented in the sample, or too grossly distorted
from the popuvlation,

A comparison of eensus data with the sample cn the character-
istics age, race, occupation, and marital status, shows that these
characterietics were fairly well represented in the sample, |

Table II shows the county age statistics--as deferndned by the
U, S, Census of Populabtion--adjusted, The youngest age group has been
onitted and the older groups n@rmalizéﬁu The 0=9 age group was omib-
ted bseause these ehildren generally are not considered a psrt of the
buying pepulation, With the non=buyers eliminsted, the groups of
persang over age Y--which now total 100 per cent--were compubted to
determine percentages for age groups of the buying populatien. This

action raised the older age categories, percentage-wise, but it gave
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a more accurate view of the buying population by omitting the non=
buying population,

It was impossible to separate or break down the 10-19 age group
from the available statistics, Therefcme, the reader should keep in
mind that the y@ungest.person in.the'sufvey sample was 15 years of age,
Most of the group were of ages 17-21,

TABLE IT
AGE COMPARISON BETWEEN RESPONDENTS IN SURVEY
AND CHEROKEE COUNTY POPULATION FOR EACH

OF THREE PRODUCTS STUDIED
(Female Statistics Used for Coun‘t;y)3

Cherckee Co., Composite Aqua Net Winston Hosiery
Age Percentage Percentage  Percentage Percentage FPercentage
10-19 27 L2 38 27 53
2029 15 30 31 27 32
30-39 12 7 15 0 5
L0=49 13 7 8 19 0
50=59 13 5 0 9 5
60=69 11 7 8 0 7
70 and Over 9 0] 0 0 0
Nenpesporge O 2 0 9 0

As mentioned esrlier, Table I (page 28) may show the age break-
down of the sample mors asccurately than Table IT, However, for
comparative éurposes in Tablé IT, the sample age grouping had to be
adjusted in order to correspond with the U, 3, Census breaskdown of

county statisties,

3Ninaty per cent of the respondents wers women purchasers,
Therefore, the female statistics were used instead of the total
population,
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Table IT shows the age breakdown in column 1. The percentages 0f7
persons in each age group are shown in the ‘follbwing colums for
Cherokse County, the survey total response, and ea_ch of ‘the three
products,

The most noticeable variation in Table II occurs when comparing
the county and the swvey compbsite in the 10-19 age group. A high
42 per cent re@poﬁse in the survey compared with 27 per cent of the
county populaﬁion which falls into thé 10-19 age group, At this
point, it should bs pointed out that the county statistiecs in the U, S,
Census of Population in 1960 do not include the 5,700 college students,
most of whom fall into this age'érbup.

Aqua Net showed 38 per cent response in the 10-19 age group and
Winston showed 27 per cent, Hosiery had the highest percentage in
this age grouvp with 53 per cent,

The next age gr@up»a20n29a»§h@wad & 30 per cent responss to the
survey as opposed to 15 per cent of the countvpopulation; The 30 per
cant cantained a substantial number of.studerms 2021 years of age who'
were not included in ﬁhe]adunty census,

Aqua Net, Winston, and Fruit of the Loom have relatively close
percentages in this age group with 31, 27, and 32 per cent, respect-
ively,

There was only a slight variation in the older age groups, with
the county having a higher percentage than the survey. The 30-39
age group showsd 12 per cent of the county population, while the
survey showed & 7 psr cent return, Aque Nebt was high amang the
rroducts, with 15 per cont responss in this age group. Winston had

ne respondesnts in this age group, Hosiery had only 5 per cent,
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Thirteen per cent of the county population was in each of the
age groups, 40-49 and 50«59; The survey response brought 7 per cent
fran the 40-49 age group and 5 per cent from ages 50-59.

Agua Net showed 8 per cent in the 40-49 age category and none in
the 50-59 age group, Winston had 19 per cent in the BO=U49 age group
and 9 per cent in the 50-~59 group, Hosiery did not have any respond-
ents in the 40-U49 group and only 5 per cent in the 50-59 category,

The county showed 11 per cent of the population in the 60-69 age
bracket while the survey showed 7 per cent, Aqua Net had 8 per cent
and hosiery 7 per cent in this grouping.

For persons 70 and over, the county population was 9 per cent,
The survey had necne.

The survey had & nonresponse of 2 per cent,

Analytically, Tabls II tends to show that the survey had about a
15 per cent grester percentage of response among the 10-29 ages than
the county population contained, The survey had about a 5 per cent
lower percentage of fesp@nse than county population distribution of
persons over 30, Again, it should be emphasized thet the college
students are not taken into consideration in the county statisties and
the nen-buying population of ages 0-10 has been omitted and the older
groups normelized,

On the gtrength of these assunptions and facts, the age facter
of the trads arsa should be considered fairly well reprssented,

Figure 2 (page 37) graphically illustrates the age comparison of
the county population statisties to the survey total cemposite, As
in Table II, Figure 2 usses the county female statisties, because 90

per cent of the survey response was women,
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Figure 2, Age Comparison Beiween Survey Response and County
Population (Female Statistics Used for County)

The top bar of Figurs 2 shows the 10-19 age group as the largest
group of respandenﬁg in the survey total--=42 per cent, The secord -
largest group emong the swvey respase was the next age category, 20-
29, with 30 psr cent, The swrvey averages about 5 to 7 per cent for

the remgining four age groups,



38

County statistics do not vary quite as much as the survey from
the youngér age groups to the amdef groups, However, the 10-~19 age
group is still the largest group, with more than 27 per cent/;f the
population. The 20-29 age group is also the second largest poﬁulation
category with about 15 per cent, The remaining age groups average abat
10 toe 13 per cent,

The two groups of age categories show the same basic trend--g
larger number of young persons in the two age groups 10~19 and 20-29
and a leveling off among the older age groups to about 10 per cent for
sach group.

Race should likewise be comsgidered wepresentative with\anly
slight reservations about the Indian population, One should realize
thet Indians are an wnder-privileged group in the county, Most do not
cone to town often and when they do, they trade at lower priced stores
(bargain stores and sscond-hand outlets), Generally, they do not wear
nylons often or use a significant amount of hair spray,

These factors may help explain a lack of response from the
Indian segment; Their inadequate education may have been a factor
in their lack of cooperation in returning the forms if, indeed, they

did buy the pr@duet;
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The Negro and white populations seem representative, Table III
i1lustrates the racisl breakdown,
TABLE IIT

COMPARISON OF RACE BETWEEN SAMPLE RESPONSE
AND COUNTY POPULATION

Sample Response County Population
Race ... Percentage ; Percentage
White : oL 80
Negro 2 2
Indian 2 18
Nonpresponse . 2 0

White persons constitute 94 per cent of the survey respmse while
they constitute 80 per cent of the county population, Negroes comprise
2 por cent of the sample respondents and 2 per cent of the county
population, The Indian response was only 2 per cent, as opposed to
18 per cent of the county population. The sample had a 2 per cent
nonrespornse ,

The only substential variation, as one can see, is the difference
of 16 per cent in the Indian population,

Table IV illustrates thet college students comprise 56 per eént
of the oceupation classification in the swrvey response, while they
constitute 45 per cent of the town population, High school students
have a swrvey vesponss of 2 per cent, while they rate 5 per cent 6f
the tom population. Unempleyed persons were estimated to be 4 per

egent of the county, while the sawmple showed an unempleoyment response
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of 5 per cent, Employed persons ranked 19 per cent in the sample,
while they showed only 8 per cent in the county.
TABLE IV

COMPARISON OF OCCUPATIONS BETWEEN SAMPLE RESPONSE
AND COUNTY POPULATION®

Sample Response County Population
Occupation o _ Percentage Percentage
College Students 56 s
High School Students 2 5
Unemployed 5 L
Nen=Agriculiural Employed . . 19 8

This high percentage of employed persons responding is due,
perhaps, to the fact that the employed persons are in town much of
the time and have earnings to spend, whereas the woman not working
does nolt have the opportunity or the money to shop as often., These
working peopls, or many of the ones who irade at Shopper's Town,
frequent the store during coffee breaks, lunch hours, and after
working hours,

The lack of correct and current stabistics about the county made
the occeupational comparison difficult. The Tahlequah Chamber of
Commerce did neb have the eily's oceupsbional statistics, The 1960
U, S, Consus of Population was the only guideline, The Bureau of
Indian Affeirs at Tahlequab was helpful, but most of the Bureau's

statistics wore based on the U, 3, Census,

QC@mparaﬁiva statistical data on other occupations such as

housewives wers not avallable in the census statistics thereby ecaunging
the totals not to egual 100 per cent, '
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Marital status could be considersd well represented as shown in

Table V,

TABIE V

COMPARISON OF MARITAL STATUS BEIWEEN SAMPLE
RESPONSE AND COUNTY POPULATION

Sample Response County Population
Maritel Status = = . . Percentage Percentage
Married b2 6L
Single 51 28
Divorced 5 11
Nonresponse e 2 0

The sample resporse showed 42 per cent married persons and 51 per
cent single, The county showed 61 per cent of the females married and
28 per cent single, The apparent reason for the difference in these
statistics is a dﬁrect result of age, This seems to be obvious when
referring to the age breakdown, Forty=two per cent of the sample
respondents were between the ages of 10=19 and 60 per cent between
15«21, Only 17 per cent of these persons were married,

On the basis of these observations on age, occupation, education,
marital stabtus, and race, it sesms rsasonable that this non-probability
sampling may be congidered representative of the area regardless of
the small nurber of persans in the sample, Most of these statistics
are comparable to the counly and city when the college students are
taken into a@a@uﬁte Because of the college, the U, S, Census informa-
tion appears at first to disagree with the survey, but upon closer
examingtion appears to coineide satisfactorily.

The Indian rece fachor seems to be the only logical doubt one

gould have aboub the sample being feirly representative. Again, it
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ig¢ emphasized thalt there are sufficient reasons for believing that
these people may not patronize the store in equally proportionste

rambers and miy have strong tendencies not to return a questionnaire,
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CHAPTER IV
// ’ RESULTS OF QUESTIONNAIRE
/ Prior Intent to Purchase Product

Eight basic questions were asked each respondent. Following the
demographic questions of age, sex, marital status, race, occupation,

and education, the first basic question was: "Did you intend to pur-

chase this product when you came into the store?®"

This was a general lead-in question designed to ease the
respondent into the questionnaire without offending or discouraging
him, The question could be answered with a simple yes or no.

Besides being designed as a simple entre, the first question also
would provide information to indicate whether the person made the pur~
chase on impulse, bscause of some in-store motivation; or whether he
came into the store with his decision already mede,

MTable VI shows that 74,4 per cent of the total respondents did
intend to purchase the product when they entered the stors, Respond-
ents who did not intend to purchase the product totaled 25,6 per cent,

Aqua Net respondents were highest==84,6 per cent--among those who
came into the éﬁ@re with the intention of purchasing one of the three
products, Winston was almost as high, with respondents totaling 81.8
psr cent, Hosiery response results revealed that only 63.2 per cent
came into the stors with the intention of buying Fruit of the Loom

hesisry.

L3
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Hair spray respondents who did not intend to purchase Aqua Net
when they entered the store totaled 15.4 per cent, Winston respond-
ents totaled 18,2 per cent and hosiery buyers who did not intend to
purchase the product wheh they came into the store totaled 36,8 per

cent,
TABLE VI
PERCENTAGE OF ﬁESPONDENTS»-IN COMPOSITE AND FOR
EACH PRODUCT--WHO ENTERED STORE WITH
INTENT TO BUY THE PRCDUCT

Composite Aqua Net Winston Hosiery

Percentage  Percentage Percentage  Percentage
Yes 7h.l 8l,6 81.8 63,2
No 25,6 15.4 18.2 36,8

Only 1 of 13 persons said she did not come into the store with
the intention of purchasing & hair spray. She gave “special price"
ag the reason for purchasing Ague Net, The "spscial prics” could have
besen in reléti@n to the price she was paying for the produet at
competitive stores, Shopper’s Town price is constant on hair spray
gt 67 cents, except cseasionally when it is lower, not higher, Also,
the other brands, side by side with Aqua Neﬁg wére 67 cents,

Another respondent said shs did not come into the sters to pur—

*]

hase Agua Net, but did intend to buy some brand of hair spray, She
gave brand name and past satisfactory results as her reasons for
buying Aqua Net,

Winston survey results showed only two women who deeided to

purchase the product after entering the store. One said she
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remembered she needed cigarettes, The other respondent said she
decided to purchase them at Shopper's Town rather than going to another
store,

The cigarettes are located at the checkout counter., This
location may have reminded one woman she needed them, The other woman
may have decided that-~since a clipgarette purchase was her only reasaon
for stopping at another store~-she would buy them at Shopper's Town.

Hosiery was the only product that a sizable number of persons
decided to purchase after they entered the store, One person said
she bbught the‘fm@duct because of price and another bought because of
the brand name. Two other women said a combination of price and brand
name were the reasons,

One respondent said she intended to buy hosiery but not necessar-
ily Fruit of the Loom, Apparently the brand was a sscondary choice,
She indicated she could not find the correct size in the section of
hosiery in which she was looking, She moved to the Fruit of %the Loom
section and found a satisfastory eolor and the correct size, Another
regpondent purchased Fruit of the Loom because of shade (eolor) alone,

One woman said Sha saw the hosiery and remembered she nesded
them, -aber, she mentioned the point-of-purchase advertising as Sne
way in which she found out aboub the‘pr@du@t, She could have seen the
sign prior to the day she pur@hésad the hosiery., She atiributed

television as the most influeneing factor in her decision to buy.
Prior Use of Product

The second question asked: “Have yvou ever ussd this product

before?” This immsdiately broks down the people who alrsady were



familier with the product and those who may or may not have been
familiar with the product, but had not used it before, Those who were
familiar with, and had probably b@en ﬁsingg the product had to recall
their pest decisions and motivations to answer some of the questions
that came later, Since the item had been used before, the respondents
may have been in doubt as to when or where they learned of the product
and in what media, 4if any, they had been exposed to the product,

It would be very difficult, without a personal follow-up
interview of such a person, to determine whether a current advertising
message had any effect on his deeisioﬁ of whether it was past adver-
tising and brand consciousness which remained with him,

However, if the person had not used the.item before, some
reliable information could be obtained. Many of those in this survey
who had not used the product before, bought it impulsivelyo This was
particularly true»in th@iaags of Fruit of the Loom hosiery., The
brand nams connotations for Fruit of the Loom products, in géneralo
may have had an effect on the purchaser in choosing anothsr product
of that brand name, If the person was satisfied with Fruit of the Lom
products previously, she may have been more roceptive to the hosiery
then if e wér@ dissatisfied with a prior pur@hése of the company’s
products,

An analysis was made, comparing the question--Have you ever used

this produgt beforef--with obhers, For those persons who had not used

the product, it was important to determine who or what made them
decide to use it. As mentioned previously, the person who had been
using the product for same time may have had difficulty recalling who

or what influsneed him first to try the product.
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Table VIT reveals that 83,7 per cent of the total response had
used the product before, Note that 100 per cent of the Aqua Net and
Winston respondents had previously used the product, Hosiery was the
only preduct in which &ll 6f the people were not familiar with the
brand or had not used it before, Yet, almost two-thirds--63,2 per cent
==¢f the respormdents had used it previously. The composite percentage
of respondents who had not used the product previously was 13.9 per
cent, Hosiery had not been worn by 31.6 per cent of the respondents
previously. Nonresponse for the composite was 2.4 per cent, and for
hosiery it waé 5.2 per cent,

TABLE VII
PERCENTAGES OF RESPONDENTS-~IN COMPOSITE AND FOR

EACH OF THREE DESIGNATED PRCDUCTS=~WHO
HAD USED THE PRODUCT BEFORE

Composite Agua Net Winston Hosiery
Psrecentage = Percentage Percentage  Percentage
Yes 83,7 106,0 100,0 63.2
No 13.9 0,0 0,0 31,6
Nonresponse 2.4 0.0 0,0 5.2

boguaintances Whe Use the Product

The third question askeds "Do you have relatives, neighbors, or

friends who us&;@ﬁig‘gy@dﬁ@t?” This question had a follow=up: "If

yes, what relation are they to you?: Mother, father, brother, sister,

other family member, neighbor, friend, fellow werker, and cther

The gquestions were designed to firnd out whe may have

talksed to the person sboub ths predust.
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The first of the thres major categories in the question--Relatives
=~=includes the subparts: mother, father, brother, sister, and other
family members, Neighbor is the second major eategory, Frierds, the
third category, has as subparﬁsg fellow workers and others,

These answers provided some of the most meaningful insights on
influential forces at work in decision-meking, Perhaps the respondent
had forgotten some persons with whom he talked months or years ago, but
a majority of the time he could remember acquaintances who used the
product,

Table VIIT illustrates the la?ge percentage of respordents who had
Relatives, Neighbors, or Friends who used the product.

TABLE VIIT
PERCENTAGE OF RESPONDENTS==-IN CCMPOSITE AND FOR

EACH PRODUCT--WHO HAD REIATIVES, NEIGHBORS
OR FRIENDS WHO USED THE PRODUCT

Composite Agqua Net Winston Hosiery
Percentage Percentage Percentage  Percentage
Yes 83,7 100.0 100,0 63,2
No 16.3 . 0,90 0.0 36,8

Over=all, the questi@h revealed that 83,7 per cent of the total
respardents said they had Relatives, Neighbors, or Friends who use the
product, A relatively small percentage, 16.3, said they did not know
anyone who used the product, All Aquae Net and Winston respordents
sajid they knew somsone who used the prodict, Hosiery respordents wﬁ@
gaid they had Relatives or Friends who used the product totaled 63,2
per cent, Those respondents not having Relatives or Friesnds who use

the product totaled 36,8 per cent,
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Table IX illusﬁr&teé who these Relatives and Friends wers, The
table reveals—~in the composite percentage of all three products==that
the major categery, Relatives, was cited by 58,1 per cent of the
respordents as being persons who used the products, Neighbors were
mentioned by 25 per cent of the respondents, Fifty-three and five=
tenths per cent of the respondente said that the third major category
==Friends--used the product,

TABLE IX

PERCENTAGE OF RESPONDENTS BY RELATIONSHIP
OF PERSONS WHO USED THE PRODUCTL

Composite Aqua Net Winston Hosiery

Relationship Percentage Percentage Percentage Percentage
Relatives 58,1 92.3 54,5 36,8
Neighbors 25,0 38.5 27.3 5.3
FT‘i@ndS 53 o 5 53 90 o 9 31 a 6

Vinety-two and three-tenths per cent of Aqua Net respondsnts said
Relatives used the predust, Neighbors were cited by 38,5 per cent, and
Friends by 53.8 per cent of the respondents, Among Winsten rsspond-
ents, 54,5 per cent said that relabives used the product. Nedghbors
wore selected by 27,3 per cent, and Friends by 90.9 per cent,

Thirty-six and eight-tenths per csnt of the hosiery respordents

said that Relatives use the product, Five and threse-tenths per cent

The colums in Table IX do not total 100 per cent because of the
number of respondents who listed more then one person whoused the
product, Mulbtiple mentions caused seme of the categories to total
over 100 per cent, (A bresakdown of these multiple mentions is included
in Figure 3, pages 5lez52), ;
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of the pespondents cited Neighbers, and 31,6 per cent named Friends as
having uvsed the product.

Pigure 3 (pages 31-42) graphically shows the percentages of
respondents who said Relatives, Neighbors, and Friends used the
purchased product, The composilte response to the questionnaire
revealed a very high number-~58 per cent~~of respondents who said they
had Friends who used the product. Mothers were mentioned by 33.3 per
cent of the respondents, Neighbors by 25 per cent, and Sisters and
Other Family Members by 22,2 per cent each, Fellow Workers were named
by 13,9 per cent and Brothers by 11,1 per cent. Fathers and Cthers
were mentioned by less than 10 per cent of the respondents., Almost 54
per cent of Aqua Net hair spray purchasers said that their Friends also
uged the product, Neighbors, Mothers, and Sisters each were named by
38.5 per cont of the rsspondents, Other Family Members were said to
yae che product by 23.1 per cent of the respondents and Fellow Workers
and Others by & mers 7,7 per cent,

More than 72 par cant of the Winston purchasers said their Friends
used the product, This wes the highest percentage of respondents who
abtbtributed any spscific category of people as users of the product,
Mothars, Hathers, Drothers, Neighbors, Other Family Members, and Fellow
Workers wers all nemed by 18 to 36 per cent of the respondents,

Fifty per cent of Fruil of the Loom hosiery respondents listed
Friends, and 41.7 per cent said Mothers used the product., Sisters
wers the only other persons named by more than 10 per cent of the
respondents, Brothers, Othsr Family Msmbers, Neighbors, and Others

were named by 8 pesr cent of the respordents.
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Previous Product Satisfaction

The fourth question asked: "Before you started to use this pro-

duct; wéfé 20ﬁ satisfied or dissatisfied with any of the other brands

you were using?”

This question was to determine whether the person might have been
more receptive to a particular product if he was dissatisfied with his

present product, If he were satisfied with the present product, it is
reasonable to question whether he would be receptive to a different
product, On the other hard, if the person was dissatisfied with his
present product, he might be more logically receptive to a different
brand--one that he perceived as more fully satisfying his wants and
needs,

Table X shows that 34,9 per cent of the respondents for the three
products said they were satisfied with their present products, while
65.1 per cent of the respondents said they were dissatisfied with
their present brands,

TABLE X
PERCENTAGE OF RESPONDENTS WHO WERE SATISFIED
OR DISSATISFIED WITH THEIR PRESENT ERAND

WHEN THEY PURCHASED ONE OF THREE
DESIGNATED FRODUCTS

Composite Aqua Net Winston Hosiery
Answer Percentage Percentage Percentage Percentage
Satisfied 34,9 15.4 18.2 57,9

Dissatisfied 65.1 8L, 6 81.8 42,1
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Among Aqua Net respondents, 15.4 per cent said they were satisfied
with their present hair spray, while 84,6 per cent indicated they were
dissatisfied., FEighteen and two-tenths per cent of Winston respondents
were satisfied with their present cigarette, buﬁ 81.8 per cent were
dissatisfied, Hosiery was the only product in which more respondents
indicated being satisfied with their present brand than indicated
dissatisfaction. Fifty-seven and nine-tenths per cent of the
respondents said they were satisfied, while 42,1 per cent said they
were dissatisfied, .

Figure 4 graphically presents the results of the question concern-
ing the respondent’s satisfaction with his previous b'.rjand. The
composite column shows almost 35 per cent of the resporndents were
satisfied, while slightly more than 60 per cent were dissatisfied,

A majority of the cansumers of two of the three products--Aqua Net
and Winstons-~said they wers dissatisfied, More hosiery respondents
said they were éatisfied with their present brand of stockings than

said they were dissatisfied,
First Awareness of Product

"How did you find out about this product?" was the fifth

question, The answers to this question should determine how the
person first became aware of the product,

Printer's Ink, February 11, 1966, contaired the article, "How
Women Shop Supermarket Ads,” It revealed that 76 per cent of
shoppers learned sbout new produets from advertising; 11 psr cent

from store demonstrationsg 54 per cent from samples and coupons;
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29 per cent from friends and neighbors; and, 4 per cent by seeing the
product on the shelf, The total exceeds 100 per cent because of
maltiple mentions,Z

The August 26, 1966, edition of Printer's Ink said: "...the few

studies we have on the subject show that from one-sixth to one-=fourth
of the buyers of several new products made their initial purchase
because the brand was mentioned or recommended by a friend."3

This question delved into the third research question, mentioned
on page 2, on how respordents learned about the product., Persons who
had been using the product for years may have had trouble correctly
answering this question because they did not remember how they first
learned of it., However, they probably felt they could provide a
reasonably accurate answer; The time lapse may have been a factor
which caused vague answers such ass "I like it." These peoplg
apparently had been using the product so long that they did not
remember how they became aware of it.

In Table XI, origins of awareness were consolidabed under four
categories: Other Persons, Point-cf-Purchase/Impulse, Mass Media
Advertising, and Confused or Nonresponse,

The first category--Other Persons--comprises two subcategories:
Friends and Relatives, The Friends Subeategony is self=explanatory.

Relatives include mothers, sisters, and any other family members,

2uow Women Shop Supermarket Ads,” Printer's Ink (February 11,
1966), p. 39.

3”The Creative, Scientific, Evelutionary Approach to Testing,”
Printer’s Ink (August 26, 1966), p. 11,
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Point-of-Purchase/Tnpulse=-~the second category--refers to those
respondents who said they saw the product in the store and decided to
purchase it.

The third category--lass Media Advertising-~combines all the mass
media, That is, advertising in newspapers, magazines, or on the radio
or television was included under Mass Media Advertising.

TABLE XTI
PERCENTAGE OF RESPONDENTS LISTING THE MEANS

BY WHICH THEY FIRST BECAME AWARE OF
THREE DESIGNATED PRODUCTS

Composite Agqua Net  Winston Hosiery

Means S Percentage DPercentage Percentage Percentage
Other Persons 28,6 31,0 36,4 21.0
Friends 18.4 15.4 9,1 21,0
Relatives 10.2 15,6 27,3 0,0
Point=of=Purchase/Impulse 51,0 53.2 9.1 73.7
Mass Media Advertising 16,2 7.8 9.1 5.3
Confused or Nonresponse 10.2 0,0 45,4 0.0

The Confused or Nonrssperse category refers to persons who did not
specifically answer the question or, literally, who did nct camment at
all,

Table XTI shows, thét, by far, Point=of-Purchase/Impulse comprises
the largest category of "how respondents first learned of the product.”
The composite percentage column shows that 51 per cent of the respond=
ents said they saw the particular product in the store and decided to
purchase it,

Twenbty~eight and sixetenthg of the respondents initially learned
of the pr@&ucts from Other Perscns, These Other Persms were Frisnds

of 18.4 per cent of the respondents and Relatives of 10.2 per cent,



Only 10,2 per gent of the respondents in this study said they
learned of the product through Mass Media Advertising, The Confused
or Nenresponse category comprised 10.2 pesr cent of the respondents,

Taking the origin of awareness categories, one at a time, Table XI
shows that Cther Persons were mentioned by 31 per cent and 36,4 per
cent of the Aqua Net and Winston purchasers, respectively--considerably
higher than the 21 per cent of hosiery purchasers who learned of the
product from Other Persons,

Worthy of note is that a nearly equal number of Aqua Net pur=-
chasers mentioned Relatives and Friends as origins of product
awareness, On the other hand, 27.3 per cent of ‘the Winston purchasers
said they learned of the product from Relatives, with 9.1 per cent
listing Friends, Other Persons included only Friends as a source of
awareness of hosiery purchasers,

In the Pbintaameﬁr@hase/Impulse category, a big gap lies
bétween the Winston purchasers and those who purchased the Aqua Net
and hosisry, Only 9.1 per cent of the Winston purchasers listed
Point-of-Purchase/Impulse as their origin Qf awareness, compared with
53,2 per eent and 73.7 per cent of the Aqua Nel and Hosiery purchasers,
respectively.

Mass Media Advertising, as shown in Table XI, ranked low with
all proeduct purchasers, ss the original source of information,

The challenging pert of the findings poinﬁed out in Table XI is
the lack of Confused or Nomresponse purchasers of Aqua Net or hosiery,
compared with the high percentage of Winsten purchasers,

In reviewing the questiommaires for pessible reasens why such a

high percentage of Winston respondents fell into the Confused answer
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or Nonresponse category, it was noted that all of the respondents who B
answered properly were 21 years of age and younger, All but one had
gome college education.

To the contrary, all but one of the persons giving Confused
answers, or failing to answer the question, were 48 years of age and
older,

Failure to properly asnswer the question may be a direct result
of demographic‘chara@teristics, Although there was a relatively
large percentage of aged respordents in the Winston analysis, Agua Net
and hosiery re;ponse did not include as many older persons,

Age, then; may be a factor in the substantial number of answers
by Winston respondents that were classified as Confused or Nonresponse,
while Aqua Net and hosiery respondents' answers were more complete,

In Figure 5, the "trial buyers,” or persons who said they were
trying the product, were grouped in the Point-of-Purchase category,
thus causing the large percentages for the composite response, Agqua
Net, and Fruit of the Loom hosiery, Perhaps a personal interviewer
could have questioned the respondents listing "trial purchase" and
determined more specifically how they learned of the product.

Nots in Figure 5 that the composite response is similar in
appearance to the Aqua Net response, Point-of-Purchase is slightly
more than 50 per cent and Other Persons--as the origin of awareness--
was cited by approximately 30 per cent of the respondents,‘ Maess Media
Advertising was meﬁtioned by 10 per cent of the respondents as being
the origin of awareness for the composite response and less than 10
per cent for Aqua Net, Other Persons was of primary significance

among Winston respondents after exeluding the Confused or Nonresponse
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category, Point=of-Purchase or Impulse and Mass Media Advertising
received identical mention among Winston consumers, with about 9 per
cent each,

Point-of«Purchase was the predominant origin of awareness by
hosiery respondents, More than 70 per cent atiributed this in~store
origin as compared with about 20 per cent of the respordents who said

Other Persons initially informed them of the hosiery.
Personal Contact as Conveyor of Information

The sixth question asked: "Did you hear someone talk about it?".

'The follow-up question asked the respondent to designate the relation-
-ship of the person or persons talked to.

This question was to supplement the information about any
interpersonal contact the person had experienced, It tends to be
related to the third question, which asked if relatives, neighbors, or
friends used the product,

The fact that the respordent knew someone who used the product
does not necessarily mean he would have heard him talk about it, but
there is a probability., It is assumed that it may be possible for
another person who used & produet to influence a potential Euyerg
even though that person never mentioned the product. For example, a
mother's judgment to use a certain product may influence her daughter,
even though the women never talk about the product., The same may be

true in other similar relationships of confidence,



The composite column of Table XIT shows that 48,8 per cent of the
respondent-purchasers had heard someone talk about the product, while
51.2 psr cent did not,

TABLE XII

PERCENTAGE OF PERSONS WHO HEARD SOMEONE TALK OF PRCDUCT

Composite Aqua Net Winston Hosiery
Percentage FPercentage Percentage Percentage

Yes (Heard Someone) 48,8 61,5 54,5 36,8
No (Did Not Hear Anycne) 51.2 38,5 45,5 63.2

Aqua Net response, in Table XII, shows that 61.5 per cent of the
respondents heard someone talk about the hair spray, Fifty-~four and
five-tenths per cent of Winston respondents said they had heard somecne
talk about it, and 36,8 per cent of Fruit of the Loom consumers heard
someons, Thirtymeight and five=tenths per cent of Agqua Net consumers
had not heard anyone talk about it; 45.5 per cent of Winston respond-
ents had not; and 63,2 per cent of hosiery respondents had not,

It appears that some types of products ars more likely to be
mentioned, by brand name, than are other types of products. It is
signifi@ant; in Table XTI, that & substantial number of Aqua Net and
Winston respondents heard someone talk about the product. On the
other hand, more Frult of the Loovm hosiery respondents did not hear
anyone talk about the brand, ‘

One can readily see, in Table XIIT, ths two most légi@al groups of
people~=Friends and Family Membsers--are cited by the largest percentage

of respordents as the people who they heard talking about the
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products, Table XIIT refers %o the 48,8 per cent of respondents who
heard someone talk about the products. Friends were mentioned in the
composite of the three products by 52.3 per cent of the respondents,
and Family Members by 38.1 per cent,

TABLE XIIT

TYPES OF PERSONS WHO RESPONDENTS HEARD TALKING
ABOUT THE FRODUCT PRIOR TO THE PURCHASE

Composite Aqua Net Winston Hosiery
Types of Perscns Percentage Percentage Percentage DPercentage
Friends 52,3 37.5 66,6 57.1
Family Members 38,1 62,5 16.7 28,6
Nonresponse 9.6 0.0 16.7 14,3

Table XIIT shows that 62,5 per cent of Aqua Net respondents heard
Family Membersvtalk sbout the product, Sisters were mentioned by 40
per csnt of the respordents as the Family Mémber from whom they heard
aboutlthe broduct, Mothers, daughters, and aunts were each given as
sources by 20 per csnt of the respondents,

The other significant scwrce for buyers to hear abouyt Aqua Net was
Friends, Only 37.5 per cent of the respordents said Friends were
the persons from whom thsy heard about the hair spray.

Friends were heard talking about Winstons by 66,6 per cent of the
Winston respondents, Other than Friends, Family Members were heard by
16;7 per cent of the respondents, Nomresponse was 16,7 per cent,

Among the hosiery buyers, 57.1 per cent said they heard Friends
talk about the product, while Femily Members were singled out by 28,6

per cont, A 14,3 per cent nonresponse was noted,
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Figure 6 (page €5) illustrates graphically that Friends and
Family Members were mentioned by many more.respordents than the other
categories, Aqua Net respondents were the only ones to substantially
credit Family Members,

Sub-questions of the question, "Did j‘ou hear someone tglk about

it?", weres “Is this person a member of any club, church, or organiza-

MEMME‘M? Yes or No, If yes, which ones?",

This is further elaboration on the interpersonal contact. One
of the objectives of the study was to determine whether the influence
attributed to another person could have come from club or c.hurch
associates,

Again, the question refers to the 48,8 per cent of respondents
who said they did hear someone talk about the product before they
bought it,
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Teble XIV indieates thal more than one-half of the respondents
sald the persons who were heard talking about products were not members
of soeisl groups sueh as church, clubs, or other similar organizations,
This survey showed that 33,3 per cent of the buyyers associated with
the person in some type of organized activity.

TABLE XIV
PERCENTAGE OF RESPONDENTS WHO DO AND DO NOT BELONG

TO THE SAME SOCIAL GROUP(S) AS THE PERSCN
WHO THEY HEARD TALKING ABOUT THE FRODUCT

Compogite Aqua Net Winston Hosiery
Answer Percentage Percentage Percentage Fercentage
Yes (Respondent and 33.3 37.5 33.3 28.6

informant belong to
same sccial group)
No (Respondent and 61,9 62,5 50,0 714
informent do nob beling
Lo sanme scedal group)
Nonrespongs 4,8 0,0 16,7 0,0

Of the 33,3 per cent who belong to the same social groups as
their informent, 42,9 per csnt are associated with the same church or
church organization, Alsoc, 42,9 per cent are in school or school
activities togesther. Fraternal societies constitute the remairning

14,2 per cent,

Interpersonal Influence on Job

Does this persoen work with veou? Yes or No,” This was the sube-

guestion concerned direetly with the interpersonal influence theory,
Work relationship was an area thoughtto contain some helpful informa-

tlon prior to the suwrvey. However, results showed that 90 per cent of
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the respondents said the person they had heard talk about the product
did not work with them,

At first, this figure seemed rather high, It should be noted,
however, that the 90 per cent ineludes all occupational categories.
Subtract, from the total respondents, the 90 per cent who said the
person did not work with them, This leaves 10 per cent who said he
did., Tabls I, page 28, shows that only 19 per cent of the total
respondents were working people, This means that over one-half (10
per cent of the total respondents) of the working people (19 per cent
of the total respondents) in this survey heard ébout the product from
their working companions, However, the n in this case is too small to

draw any meaningful conclusions,
Media as Conveyors of Product Information

The seventh guestion asked: "Did you learn about the product

from any of the following media? Radio, television, newspaper,

magezine, or other (specify)."

Many persons checked more than one media, A few added outdoor
advertising and p@inﬁw@fnpur@haée advertising, from which they said
they were informed about the products,

Twe follow=up questions were asked concerning the names of the
redio and/or television stabtione and the newspapers and/or magazines
in which the respondent heard or viewed the advertising., Only a small
percentage of persons could nams the radio or television program or
particular magazine or newspaper whers the advertising appeared,

The composite percentage colum in Tgble XV shows television

hevirng a large percentage--33,3 per cente-than magazines--28,2 psr cente=
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as the most frequently mentioned medium of advertising by which the
consumer learned of a produst, Radio was named by 12,8 per cent of
the respondents, and rswspapers by 20.5 per cent, Others constituted
the remairing 5.1 per cent of the respondents, Magazines were rated
stronglbv Aqua Net respondents and fair by Winston smokers, Televisim
howsver, was consistent with respondents of all three products. Radio
did not mske & substantial showing on any product except Winston, when
iﬁ was listed by 20,8 per cent of the respondents, The reason for
radio’s low percentage may be a result of the types of products used
in the survey.
TABLE XV
PERCENTAGE OF RESPONDENTS LISTING MEDIA

AS CONVEYORS OF INFORMATTON ABOUT
THREE DIFFERENT PRCDUCTSY

Coempoaite Agua Net Winston Hosiery
Medium Percentage Percentage Percentage Percentage
Radie 12.8 0,0 20,8 0,0
Television 33.3 22,2 37.5 33.3
Newspaper 20,5 22,2 16,7 33.3
Magazines 28.2 Iy 20,8 16,7
Other 5.1 11.2 4,1 16,7

About 46 per cent of the Aqua Net respondents said they learned
sbout the product from the medis listed in the questiomnairs,
Table XV shows that 44,4 per cent of this group listed magazines as

the medium from which they learred about the hair spray., Newspapers

2 . .

*The totals of the columns in Table XV do not equal 100 per esnt
because several of the resporndents listed more than one medivm from
which they learned abeubt the product,



were named by 22,2 per cent of the respondents, television by 22.2 per
cent, and others by 11 per cent.

Over 80 per cent of the Winston respondents said that they learned
about the product from mass media, Of these psople, 37.5 per cent
learned from television, 20,8 per cent each from radio and magazines,
16,7 per cent from newspapers, and 4,1 per cent from other sources,

Approximately 42 per cent of hosiery buyers indicated that they
learned about the product from some of the media listed, Television
was mentioned by 33.3 per cent of the respordents, newspapers by 33.3
per cent, and magazines by 16,7 per cent,

Figurs 7 graphically illustrates the percentage of respondents
who listed each medium as a source of product in&rmation.. Agqua Net
ConsSuIers learﬁed about the product from magazines, primarily, and
Winston consumers learned from television, Television and newspapers

combined egually to inform the hosiery buyers.

Most Tnfluentiel Factor

"Summing up, what do you bthdnk was the most influential factor

in your cheles of this produgt? TV, radio, another person, magazine,

newspapsr, or other (speeifyl}.”

This final question is perhaps the single most imporbtant one of
the swrvey., Ib refleets what medium of commnications the respondents
perceived as most Influsntial, P@rhéps researchers would say that the
"gub=gonssious” will give mnother reason for a purchase decision and
that this assertion is not valid, This may be true to seme extent in
casss when one does not know why he bought & product. FHowever,

2

perceived source of influwenes is a tangible factor and must be given
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consideration, The respandent; within the limitations of this study,
must be the most logical person to determine what has influenced him,
Therefore, his opinion must be given a great deal of weight in the
final analysis.

Table XVI clearly illustrates the apparent influence that "Other
Persons,” have had on the buyer., The study shows that 45,7 per cent of
respondents attributed Other Persons--either friend, family member,
neighbor, or other social contact~-as having the most influence in his
decision to buy a certain product,

TABLE XVI
PERCENTAGE OF RESPONDENTS WHO ATTRIBUTED

SPECIFIC MEDIA AS MOST INFLUENTIAL
IN THEIR PURCHASE DECISION

Composite  Aqua Net  Winston Hosiery

Medium Percentage = Percentage Percentage Percentage
Television 17.4 0.0 46,1 10.9
Radio 0,0 0.0 0,0 0.0
Other Persons bs,7 60,0 38,5 36.8
Magazine 4.3 6,7 0,0 5.3
Newspaper 2,2 0.0 0,0 5,3
Other 28.2 26,6 15.4 42,1
Nonresponse 2.2 6.7 0.0 0,0

Of>all the media, only television rated a response greater.then
10 per cent, Television was gauged the most influential factor by
17.4 per cent of the respondents, The "Other" category, which seemed
to represent an interaction of influences,waé the most.influential,
with 28,2 per cent of the respondents, -

This interaction of influences was a diversified number of reasms

the person purchased the hosiery, The consumers combined price,



quality, color, brand name, personal preferences, and a variety of
other such variables, which tended to complicate the study. Perhaps
the ambiguous ﬁature of the question caused such answers.

Sixty per cent of the Aqua Net buyers said that Other Persons
were the most influential factor in their decision. Other media or
reasors cansidered most influential were cited by 26.6 per cent of the
respondéhtso Magazines were named by 6,7 per cent, Nonresponse was
also 6,7 per cent,

Forty-six and one-tenth per cent of Winston smokers named
television as the mest influsntial factor in their decision to buy.
The eigarette was the only one 6f the three products where television
made a substantial showing., Thirty-eight and five-tenths per cent of
the smokers said Other Persons were responsible for the most influence
conveyed, Fifteen and f@urwtenths~ber\cent of the respondents named
Other media or reasons as influencing them most.

Among hosiery buyers, 36.8 per cent attributed Other Persons as
the most influsntial factor, Other than the Other Persons category,

a variety of responses in the Other category characterized the hosiery
purchasers, More than 42 per cent of the respondents® answers were
classified in the Other category, Television was selected by 10,9 per
cent, Magazines and Newspapers rated a mere 5,3 per cent each,

An interesting cbservation in Table XVI is that Radio was the
only major medium that was not selected as being the most influential
factor, The composite percentage column shows that Magazines could
only muster 4,3 per cent of the respondents, and Newspapers, 2,2 per

eent,
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Figure 8 (page 74) illustrates the large percentage of respondents
who said that Other Persons were the most influential factor in their
decision to purchase one of the three survey products. Winsten
cigareties was the only product in which respondents indicated another
factor as being most influential, Television was named by 46,1 per
cent of the respondents, whereas Other Persons were only mentioned by

38,5 per cent,
Index of Effectiveness

An index of effectiveness was used as a determinant of the impact
of the various media to which a respondent had been exposed. By
definition, the index of effectiveness is a mathematical approach in
determining whether one medium or another has greater impact upon a
person's decision, The index‘of effectiveness is used to "...single
out the psople who have been exposed to a source. of influence and then
compute the proportion among themlwho considered it most important in
their de@ision,“S

To arrive alt this index of effectiveness for Aqua Net, Winston,
and Fruit of the Loom hosiery, the total number of respondents who were
exposed to information about the product on television, for example,
were divided into the number of persons who said TV was the most
influential facter in their purchase decision.

Ixposure was determined from the sixth survey question, which
asked if the respondent had heard someone talk aboubt the produect, and

from the seventh question, which asked whalt mass medium was a source

SKatz and Laszarsfeld, p. 174,
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of product information, The effe@tive eéposure was determined from
the final question, which asksd the respondent to determine what he
pereeived to be the most important influence in his purchase decision,

To illustrate the computation of the index of effectiveness for
television from the answers of Winston resporndents, the total
effective exposurs was divided by the total exposure. Effective
exposure was six persons who said television was the most important
influence in ﬁheir ﬁurchase decision., The total exposure was nine
respondents, who said they had seen Winston advertised on TV, Thus,
nine divided into six equals an index of effectiveness for television
of .67,

In a sgimple equations

é
Tndex of Effectiveness = Lifective Hxposure

Total Exposure

Table XVII shows, in the composite column, that Other Persons
had an index of effectiveness of .65, Television had an index of
- effectivensss of ,53; magazines, ,30; and, newspapers, .,1l3. Therefore,

on the basis of the index of effectiveness, Other Persons had more

601'1&:@1@3 R, Wright, "Sociology of the Audience," Mass Communica-
tions (New York, 1959), p. 61.
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impact on the respondent, in proportion to the exposure, than did any

of the mass media,
TABLE XVIT

A COMPARISON OF THE INDEXES COF EFFECTIVENESS FOR
OTHER PERSCNS AND THE MAJOR MASS MEDIUM
COMPUTED FROM THE PURCHASE OF
THREE DESIGNATED PRODUCTS

Composite Aqua Net Winston Hosiery

Medium Percentage Percentage Percentage Percentage
Other Persons .65 75 50 . 6l
Television «53 .00 b7 .67
Radio .00 .00 .00 .00
Magazines « 30 25 .20 .00
Newspapers 13 ,00 .00 .50

Respondents who said they had not heard anyone talk about the
product, but knew of relatives or friends who used the product, were
considered epréed to the product by Other Persons, Ivery Aqua Net
respondent and most of the respondents of Winston and hosiery who
heard somesone talk about thevproduct named that person as being the
most influential factor in his decision to purchase, This would have
been an index of effectiveness of nearly 1,00, However, the respond-
ents who knew of relatives or friends who used the product, but said
they &id not hear anyone talk about it, were added to the total
EXPOSUre group.

The medium of Other Persons received an index of effectiveness of
.75 with Aqua Net respondents. The only other medium receiving mentim
was Magazines, with an index of effectiveness of ,25, Television and
Newspapers had some exposure, as noted in the response to Question

No. 7, but none of the respordents cited either medium as being the
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most influential., Indexes of effectiveness were not computed for
point-of=purchase and other reasons for purchases, These reasons were
not a direct objective of the study,

- Television received an index of effectiveness of .67 with Winston
respondents as compared to .50‘for Other Persons, Television exposure
was considerably greater than\any of the other media, inecluding Cther
Persons, Magazines received an index of effectiveness of ,20, News-
papers were a medium of exposure, but were not considered most
influential by any of the respondents,

Other Persmns gave more exposure to hosiery respondents than did
any mass medium, However, the index of effectiveness for Television
was ,67 compared to .64 for another person, This high index of
effectiveness for Television may have been due to the small amount of
exposure by TV, Newspapers revealed a relatively high index of .50,

but they too had a low amount of total exposure,
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// CHAPTER V !
SUMMARY AND CCNCLUSICNS

Do interpersonal influences play a major role in a person's

¢ decision to buy a certain product?

This was the research question this study was based upon, The
general objective of the study, as stated on page 2, was to establish
ﬁhe extent that consumers were aware of being influenced by interper-
sonal contact and by mass advertising, The more specific objective
was to determine whether people who buy a certain product talk to
other people about it, Also, it was to be determined whether the
item was an impulse purchase or whether the consumer had made his
decision to buy before entering the store, How the person first
became aware of the product was also of intefest. Finally, the

survey tried to determine what media channel the respondent perceived

\ as the most influential in his decision to buy the product.

Surmary

This chart review of the objectives of the study and a concise
recollection of the literature and ressarch findings is necessary to
bring the complete study into perspectivé. Tt will be beneficial to
review briefly and sumearize what has been discussed,

In the review of the literature, one will recall that personal

xgelaticns have come under intensive investigation only during the

~\~h
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Prior to the 1940's, the assumption existed that the
However, pioneering

/

/ past 20 years,
mass media were all-powerful and all-influential,

research produced evidence that the media were not as influential as

many people had thought,
During the 1950's, significant studies began to add credence to

the theory that personal influence was an important motivating factor

in purchase decisions.,
Besides the review of past research on interpersonal r_'_elations and

the development of a body of theory on motivation variables of pur-
chase decisions, discussion was centered around the questionnaife

findings of this research.
The respordent was asked whether he had made his purchase

decision prior to entering the store, whether he had used the product

before, whether he knew someone who used it, who these persons were,
and whether he was satisfied or dissatisfied with his previous brand,
In addition, he was asked to recall the origin of awareness to the
product, to designate the types of persons he had talked with about

the product, to designate the types of persons he had talked with
about the product, and to list the mass advertising medium from which
Finally, he was asked to determine

he had learned about the product.
what he perceived to be the most important influence in his decision

~ frio purchase the product.,
Table XVITT provides a concise summary of the more significant

findings of the questionnaire survey and makes a cmparison of these

results much easier,



TABLE XVIIT

PERCENTAGE OF TOTAL RESPONDENTS TO EACH SURVEY ITEM~-=
IN THE COMPOSITE AND BY EACH PRCDUCT

Composite Agqua Net Winston Hosiery
Survey Ttems Percentage Percentage Percentage Percentage

Intended to Purchase Product When Entered Store o 7hA 84,6 81.8 63.2
Did Not Intend to Purchase Product When Entered Store 23.2 77 18,2 36.8
Had Used Product Before 83.7 100,0 100,0 63.2
Had Not Used Product Before : 13.9 0,0 0.0 31.6
Knew Someone Who Used Product . 83,7 100,0 100,0 63,2
Did Not Know Anyone Who Used Product 16,3 0.0 0.0 36.8
Knew Relatives Who Used Product 58.1 | 92,3 54.5 36.8
Knew Neighbors Who Used Product 25,0 38.5 27.3 5.3
Knew Friends Who Used Product 53.5 53.8 90,9 31.6
Was Satisfied With Previous Brand 34.9 15.4 18.2 57.9
Was Not Satisfied With Previous Brand 65,1 84,6 81,8 42,1
Origin of Awareness was Other Persons 28,6 31,0 36,4 21,0
Origin of Awareness was Point-of=-Purchase/Impulse 51.0 53.2 9.1 73.7
Origin of Awareness was Mass Media Advertising 10,2 7.8 9.1 5+3
Origin of Awareness was Confused or Nonresponse 10,2 0,0 hs5.4 0.0

08



" TABLE XVIIT (continued)

Composite Aqua' Net Winstan H@siery
Survey Items Percentage Percentage Percentage Percentage

Heard Someone Talk About Product 43,8 61.5 54,5 36,8
Had Not Heard Anyame Talk About Product 51.2 38,5 45,5 63.2
Heard Friends Talk About Product 7.5 25,0 66,6 57.1
Heard Relatives Talk About Product 38,1 62.5 16.7 28,6
Named Radio as Source of Information About Produst 12,8 0.0 29.8 0.0
Named Television as Source of Infomration About Product 33.3 22,2 37.5 33.3
Named Newspapers as Source of Information About Product 20.5 22,2 16.7 33.3
Nemed Magazines as Source of Information About Product 28.2 L Ly 20,8 16.7
Determined Television to be Most Thfluential Medium 17.4 0.0 46,1 10.9
Determined Other Persons to be Most Influential Meium 45,7 60,0 38.5 36.8
Determined Magazines to be Most Influential Medium L,3 6,7 0.0 5.3
Determined Newspapers to be Most Influential Medium 2.2 0,0 0.0 5.3
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Preduet

Nete that a high 74.4 per cent of the respondents for the three
designated productbes did ‘im'%;end to purchass the product when they
enterad the store, This was compared to 23,2 per cent of the total
respondents who had not made a ‘pumhase decision on any of the three
rroducts before entering the store, Hair spray respondents who did
intend to purchase Aqua Net were in the majority. Eight-four and six-
teuths per cent of the Aqua Net consumers intended to buy that brand.
Only 7.7 per cent indicated that they had not inbtended te buy Agqua
et when thsy entersd the store,

The percentage of cigarette respondents who intended to buy

Wingtine was comparable to the high percentage of Aqua Net respond=-

gnts with the prior intent to purchass, Eighty-one and eight-tenths

of the Wm i purchezers sald they inbtended to purchaes Winstons
when they entered the Stﬁlﬁ; This group canpared to 18,2 per cent
of the respondents who had not intended to buy the cigarsites,
Among hoglery rsspondents, the 63.2 per cent of respodents who
intended Lo purchase the stockings was not as high as the percentege
of Agua Net and Winston respondents who intended to purchass the

preduct, Thirtyesix and eight-tenths per cent of hoslery consumers

)
=
i3
[
fsd
e
o
f:.

vtend to make the purchase befores entering the store,

Asouednbeances Whoe Use Ths Product

Bilghty-thres and seven=tenths per cent of the respozdents for

all products seid they knew someons who used the produst, Ouly
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16,3 per cent said they did not. Agaein, 100 per cent of the Aqua et
and Winston respondents agreed by saying they knew someone who used |
the product., Hoslery respondents wers not in complete agreement, as
63.2 per cent indicated that they knew someone who used the product,
while 36.8 per cent indicated that they did not,

Three categories were used to classify the types of persons who
used the products: Relatives, Neighbors, and Friends,

Relatives included such persons as mothers, sisters, and any
other family members, Neighbors included only those persons who
respondents classified as such. Friends included fellow workers and
any other similar acquaintances,

In the composite, 58.1 per cent of the respondents said they
knew Relatives who used the product; 25 per cent said Neighbors
used it and; 53.5 psr cent said Friends, J

Ninety-two and three-tenths per cent of the Agua Nel respond=-
ents said Relatives used the hair spray., Thirty=-eight and five<teihs
per cent of the hair spray vespondents ssid they knew Neighbors who
used the product, and 53,8 per cent said they had Friends who used
it,

Slightly over one-half-«54,5 per cent-~of the Winston respond-
ents said they hed Relatvives who smoked Winstons, Twenby-seven aﬁd
three=tenths per cent said they hed Neighbors who smoked the brand,
Friends were said to be Winston smokers by 90.9 per cent of the
Winston respondents., Among hosiery respondents, 36,8 per cent said

they bad Relatives whe wore Froib of the Loom stockings. Five and
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three~tenths per cent said they had Neighbors who wore Fruit of the
Loom hosiery, and 31.6 per cent of the respondents said they had

Feiende who wore them,

Previous Product Satisfacticn

Thirty=four and nine<tenths per cent of the composite column of
respordents said they were satisfied with their previous brand,
Sixty-five and one-tenth per cent were not, This dissatisfaction
was primarily with a previous hair spray or cigerstte,

Eighty=four and six-tenths per cent of Agua Net consumers were
dissatisfied, while only 15.4 per cent Wére satisfied when they
first tried Aqua Net, Among Winston smokers, 81.8 per cent wers
digmabisfied, and 18.2 per cent were sabisfied. H@&“ieiﬂ,}r was the
only ons of the thres products in which more respordents had been
satisfisd than dissatisfied, TFifty-seven awl nins-terths per cent,

were sabisfied as compered to 42,1 per cent who wers dissetisfied,

First Awareness of Produst

The crigin of awareness of the three predusts was brcoken dewn
and grouped into fr eabegoriess Obther Persons, Pointe=of-Purchase/
Impulse, Mass Medis Advertising, and Confused or Nonresponss,

The Other Persons category ineluded relabives, neighbors,
friends, and any other psreons who may have Iritially infowmed the
respondent abaut ’clm pirchased produst, The Pointeof-Purchase/
Tmpulse category dncluded all of the respondents who said they were

iritielly exposed to the product when they saw 1t in the store,



Mess Media Advertising intluded exposure to the product via televis-
ion, radio, newspapers, magazines, and other media which the
rogpondent may have designated, Nonrssponse or Confused answers
ineluded thoss psrsons whe did not spseifically answer the question
and those who did not answer at all, Typical of the Confused answer,
the respordent would list reasons he preferred the brand.

Twenty=-eight and six-tenths per cent of the combined respondents
said their origin of awarsnsss was Other Persons, Fifty-one per cent
said they initislly learned about the produect from Point of-Purchase,
and 10,2 per cent said Mass Media Advertising was the origin of
awareness, Ten and two-teuths per cent was Confused or Nonresponse,

Among Agua Net consumers, 31 per cent said Other Persons was the
origin of awareness; 53.2 per cent said Pointeof-Purchase; and, 7,8
per cont ligted Mass Mediae Advertieing,

Thirty-six amd four-tenths per csnt of Winshon respondents said
that Other Persons was the origin of awareness, while 9.1 per cent

sald Polnt=of-Purchwss was the means by which they found oubt abeoul

the cigarsttes, Nine and cne-benth per cent also ablribubted Mags
Medis Advertising as the crigin of awarensss, Unforbunately, a high
45,5 per csnt of Winston respondents fell into the Confused or
Nonresponss category.
Twanty-one par csnt of the Frulb of the loom respondsnts said
that Other Persons dnformsd them about the hosiery., Seventy-three
and seven-tenths per cenb of the respondents seid they et lesrned
of the stockings abt Polnt-of-Purchase, The remaldng 5.3 per cent
of hoglery buysrs sald Mass Msdls Advertlsing wes the origin of

GWEISNesS
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Conveyer of Information
of the total responden
Fifty-one

/
n

7
/ Porsonal Contect as

and elght-tenths per cen
someens talk shout the purchased product,

‘Ufwy“"ﬂi }N
they heard
, said they had not,

sadd !
Among Aqua Net purchasers, 61,5 per cent said they heard someone

talk about the hair spray, but 38,5 per cent said they had not
Slightly more Winstm respondents==54,5 per cent said they heard
someone talk about Winstons than said they had not==U45,5 per eent

| t 2 oo
Hosiery respondents, unlike the other two products, had a larger
had not heard anyone talk about the steckings.

percentage of persens wh
AThirty=-six and eight=tenths per cent of the respondents said they had

Friands and
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heard someone talk about it, while 63.2 per cent said they had not,
of these people who had talked aboub the

The c¢lagsificetior
purchased products was divided inle two cabegoris
Friends included all persons othsr then family members
mposlhs respon
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Fifly-seven and ope-tenth per cent of ths hoslery rsspondents
ramed FPriends as heaving selked about the product, while 28,6 per cent

naned Relabives,

Medis as Conveyors of Produst Informetion

The gquestion conserning mass medis, which wers selscted as
conveyers of information about a produst, should not be confused with
the £ifth gquestion, which deals with ths origin of awarensss, This
gquestion asked from which media did the respondent lsarn aboub the
product, IU doss not nesesssarily mesan from which they first lesrned
about the product,

Ma jor advertising media were classified into four categories:

Radio, Television, Newzpapsrs, and Magazines.

The composite percsstege column shows that 12,8 per sand of the

respondents named Redlo as e gourss of product informabicng 33,3 pey

gent oited Televisions 20.5 per cent named Newspapers; and, 28,2 per

cemb sald Magewnir

Among Agua Net v

produet informablony 22,2 pol a8 SOUrees

22,2 per cswh olbed Newspapsre; and, 4.4 pay cend oredited Magazines

a8 belng a sourse of Anlermehion,

Twenty-nine aod eight-teonths per ocent of Winsben regposisnts said
Radie was a souwrcs of dnformatlon aboub the clgarelie; 37,5 per cend
seid Televisions 16.7 per cent named Newspapers; and, 20,8 per cent
sald Magazines,

Among boslery rsgponderbe, nops sald thab Radio was & sowres of

informabion. Thirby=il

pee and thres=benths per cent sald that TV was



a soures, while 33,3 per cent also oited Newspapsrs, Sixteen and

gid thet Magazinss were & souwrcs of informabtion,

Moat
3G

Waen asked teo detsrmine the most important influsnce in their
purchase decielon, 17,4 per cent of the tolal respondents answered
Television, Forty<five and seven-tenths per cent of the respondents
named Other Persons as being the most influentisl medium, Four and

three=tenths per cent of the respondsnts said Magsazines were the most

influsntisl, and 2,2 per cent said Newspapers,

Othsr Person was cited by 60 per cent of the Agua Net respond=
ente as being most influential, Magazines=ewhich were named by 6.7
per cent of the halr spray respondents--was the only other medium to
be gingled out e@ mesh fnfluenitiel. Telsvision and Newspapers wers
net mentloned by Agua Net wesspondents,

Among Winsten respondents, 46,1 psr cent said the most inflne

suolel meddwm wag o Tty

3 0 S oo
LB e sent

gald Other Peorsonsg wers megt dnfluertdsl. None of the Winshos

regpondsnts olbed Magazis

v5 or Newspepsps,

Ten and nd per esnt of the Frult of the Leoom wss
enbs mentionsd TV as tihs mest irfluentisl mediwm, Thirby-siz and
sight=tenths per cent sald Other Persons weres mosh influsntiel,

Magazines and Newspapers esch wesre menbleoned by 5.3 per s

% oof the

rogpondents
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P{ Qt 11’“”\\‘/
After compiling all of thie infasmation, one might ask of what

benefit is 1%, OF what uss is this mass of statistics to be
employed?
A primary contribution of this explorabory research is to aid the
marketing procesges in spseding up the demand for products--te aid
in the development of an effective and economical advertising

strategy.

Typicel Porchaser-Respondsnt

A profile of the typical purchaser of the total respondents in

this study, of Aqua Net, Winston, and of Fruit of the Loom hosiery

fo

g the first sbep in plansing such a stretegy. From the informetion
available in the sbudy, the following profiles represent “typleal”
purchassrs, insafar ag they could be determined within the limits of

the sbudy,

The typloal purchaser of the these products desigrabed in this
study entersd the store with the intention of purchasing one of the
thres products,

For the most parb, he Pirst becams sware of the produst at

Polnb-of=Pupchase, Ths first porchass was an impulss., On ocscasion,

he bacame aware of the produst from Obher Persons, Only a few had

sugh masy medls edvertieing,

b NEESE-

The typlesl pursheser hed lsarced abeut the produst

sarily hils first awsrenses of the produch) primerily froam telsvision,

Mpgezines and newspepsrs wers lesss lmporbtand sew of dnf vbdon
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to the buyer. Redio was not of substantisl importance to him as a
purchassr of thess thrse particular products,

He alse learnsd about the product when he tallked to or heard
cther psrsons talk about 1t, In more instances than not, the person
he talked with was e friend., Sometimes, he talked with relatives,

He definitely though Othsr Persons had been most dnfluentlal
in his decision to buy the purchased product, The only cther signi-

fioant influence was bteleviesion,

Typical Agua Nebt Consumer

A typioal Aqua Net purshaser was young to middle~aged, and she
had ot least some high school edusation, She was married as often
ag not, and her ceoupstion was usually & housewife or a aollege
Bt o |

She dntended o purebese the Agua Nebt when she entered ths
ghore, She hed wed the peoduct before, and she knew olher psople
whe weed 4%, Por She most perd, thsee obher psople wers relaitdves,
Howewor, she koew felonds end nelghbors who used 4.

Bhe wes nol sabisfied wibth hey prewsnd bwand of halr spray when
she et purchosed Aqua Net, I a majowlty of the camss, she fipst
Jdearaed aboubt Aqua Net bty seslng 1b on the shelf, Tn obher sswses,
snobher pergon told her aboubt 4b, She hud hesrd other peoplews
mostly relativesewtalk sboubt 4t, end she had geined information
sbout 44 from magazines, Televisdon and newspapers weprs less fro-

quent sources of informabtion,
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She defindtely thought other persons were the most important influ-

to buy the haly spray.

The Winston purchaser represented a wide age rangs, from 18 to 60,

o or she, was sducebed st the college level and was married more
often than not, Occupabions varied a great deal from students, to
workers, to wnemployed,

The smcker intendsd to purchase The brand whsn he euntered the
stors, He had swoked the product before, and knew other persons who
smoked Winstong, Mogtly, he knew friends who smoked them, However,

he did have relatives who smoked them,

He was not sablefled with his previous brand befors switetdng

o Wirg

vy be firet becams sware of Wingtons

obther people, Priwsseily, he heard frisnds tall aboubl Wirstons,

3

rration aboubt the

Swed more 4n

of 4l

he peprozived television bs bs

5
i

s hls purchase declslon, In obhol

s pordons were most influential.

Typicel Hoslery Cons

BLmNe.r

«

The hos disser wag young, and hal e high level of educa-

BT

tien, She was single end she atbended sollsge, or, on

o working glrl,
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he store, in most cases, with the intention of buy-

She came into
ing Fruit of the Loom stockings. More times then not, she had worn
. Mostly,

EY T t ¢
the hosiery before, and she knew other women who wore them,

ghe knew relelives and friends who wore them,
Before lesarning about Fruit of the Loom at the Polunt-of-Purchase

had been falrly well satisfied with her present

and trying them, shs h
In most cases, she had not heard anyone talk about the hosiery,

brand, &

but thogse she had talked with about the stockings were her friends,
Aside from finding out aboub the hosisry at the Point-of-Purchese,
primarily, she had learned aboub the brand from televisicn and news-

papers.,
She thought Obhsr Porsons were the most influential medium of

ted products,

(Q) kﬁe

communications in her desision to buy the hosiery.
ould give betber inelght inte the characber~

These profiles
istics and motivebtions of the purchasers of the design

Lo
They represent the typleal purchaser as concluded From the subhor's

findings,
Conalusions
ata of

&
Q.

U P T I T
s Liberature has been reviewed, sbtalbistlcs
it 48 necegeary o

188

and prafiles dwvawn,

/
Now that
with which the study has bsen cone

e,

¥
the questionnelrs presented, @

R
i,

answer the ressarch gusebion
e angwer to the ressarch questlon=-"Do interpep-

e sy

P,

aorned ,

Sumning up,

sopal relations play a major rols in & person’s decislon to buyy the
designabod by the ressarcherl”--is yes,

X e vh it e W
“"\\ thres consumer produchs
Y
';\“\.
5,
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sepereonal relations definitely play e major role in the purchase

TS
[N AT

thres produets discussed in thie study, Thelr role of influ-

ence le ackoowledged by the consumer and is evident in the snslysis

The uvee of different typss of preducts revealsd the varying desgres
of influence which personal reletions contribute, Some types of pro-
duste tended to be more susceptible to persunal influence than other
types,

The first of four questions in the objective askeds "Was the

L an impulse purchase or had the cusbomer made his desision befors

snberdng the store? In wost cases, the consumer had made his deoision
9

to purchase a parbticuler brand of product befors he entered the store.

This beand prefevenss wes wush stronger with AMgue Net and Winsten

s AN A RS i 6 Eila g g i W) i PO (R e A T W ae ke fH3 1 ;5 L
aevgumerg Ghan wibth Peold of the Loon respondente,

s

The second question asked: “How did the persen Lnltially lesin

¢ Doy acrerpdl St
@k S

produat T / Podpbeofe-Purshase wag the crdgln of awereness of

\.

& msdorlly of regpondente, Agus Neb and Pedlb of Lovm conguns rs

PRI o o s b &y o Yo . o) A o AR b v a0 e T e gt gl ol o o e, e
sonbtended that thelr flrel ewarsnegs of the producte wes when they

gow bhem on the shelf, With Winsten coneuners, howsver, obher

[

poreong were the predoaniosast orlglne of awarenses, Obher persans
were alse olbed lsas frsqusntly by Agus Neb and boslery respondents
&8 being dnibiel dnfovrmants

Xty A ot i uds sl G

Somewhat surprlsing, the mass medle wers nob oredited ag being

bhe orlgln of ewarensse, exeept by o swell numbse of perecing,
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on page 8, It is suggosted that researchers and markebers reconsider
the tremendous expense which they incur in conducting media readership
and listenership surveys. They should begin serious research of pur=
chase motivation in personal influence, The "opinion lsader” theory
discussed by Katz and lezarsfeld needs much more investigation. In
the realm of interpersonal relations lie the answers to many merksting
and merchaniising questions of mobivation.

If merchandisers aré e @ontinue speeding up the demand for pro-
ducts, bhey must take a gecond look at inbterpsrsonal relatiens, They
are going to have to conduct new research aimed at finding out what
types of persons ars these friends and other influential people who
have besn cited as primary influences so many times by respondents in
this research,

This Jut o the author feels, conbributes substantially to
exploratory research in the field of interperszonsl relstions, as

determinants of purchases of small, steple consumer items, Ths

L Y

findings generally agres with, and reinferss, meny of the HMndings

of the Decatur studies, reported by Keatz and lazarsfeld, They
suppert the gensral concensus of literabwrse on personal relations
reBearch

The developmsrt of an edvertlsing stretegy for small, retall

businesg~-which is concermed wibth more esonomical use of budgeted

funds=—cannot go far beyond the formulaticn of profiles (page 89 ),

Y

using only the resulbts of this particilar study, However, it ls

va dnto the

suggested thal ancther study be @@m&mm d bo ds

characberisbics and 4daatitied of the friam“&p relatives, and obher
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pergons who were paresived as being wost influential in consuner pur-
chase declsions,

The guestionneirs for Aqua Net, Winstons, and Fruit of the Loom
hosiery was only instrunsnitel in establishing relationships between
the purchaser and the most important medium of influence=-which turned
out to be Obther Psrsons,

Tt would be beneficial for fubture work to investigate what social
types these persons wers, what their demographic likenesses were,
whether they werse influential in other aspects of decision-making,
and & variety of other information which would bstter identify these
"influentials® and their conmonalities,

This further research should at‘.temp"t to develop and expand the
theory of opinion lesders, Thers ig littls doubbt thal these peopls
exiegt, and, bhrough relatively un-ressarched behavior, relivabs
denisions and changs the opinions of potentisl consumers, For
example, what aro their behavioral patterns with regards to the
vardous mass mnedla? This type of resesrch would be velvahls to small
business, Mailing lists could be established, for exampls, which
would exposs advertising messages to the most inflvsntial types of
persons and provide rsliefl in advertising expenditures, while, at

the same time, would create a maximum impact,
oy cpd e L et f . ;
Stgpééted Msthodogidal Zl“mﬁmve*nenm "

A mumbsr of disadvertages andfor faulbs were evident in the
questionalrs consbrustlon for this study. A questiomaire theough

widely used s not the most desivable means of sampling sonsuns e



opinion. It is strogly recommsnded that the focussd interview be used
in further research of this typs., This researcher feels that mors
precise answers would have been obtained if face~to-=face communicetion
had been possible,

Some of the items on the questionnsire may have been ambliguous
to some respondents, For example, the question, "Did you learn about
the product from any of the following media?", may have been interpreted
to mean, "Did you first learn about the product from any of the follow=
ing media? ., In faect, the question was probing sources of information,
and was not concerned with the origin of awareness, Such misinterpre-
tation, if it occurred, fortunately, could not alter ths over-all
findings of the study.

Another faullt of this particnlar questionnaire was the insertion
of "othser" as a cheslklist cholee al the end of a question. After each
series of specificelly identifisd media, such as television, radio,
and so on, “"other” appsared as & "cabch-all" answer, The “obthepr®
should have besn omitbsd, Only forced answers would havs besn
probabls and the possibility of write-in answers would have besn
reduced, Write-in answsrs received in the "other"™ blank tended to
complicates the study and add unwanted variablss, not salient to this
study,

The question, "How did you find out about this produchi®, should
have had forced answsrs instesd of vequiring a write-in answer, A

numbsr of unwanted verdlables appearsd in this question,

A re-ovaluab:

o, of the gue seems neccessary. Clarlty of worde

ing to insure more sccurabs answers is always an gbsclute negsgsity.

-ty
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Anobther suggestion would be to approach the cover letter (in case
a guestiormaire were uwsed) differently. The cover letter attached to
this study’s questiomnaire explained that the survey was to improvs

\
the stors's selection of products and customer service,/ Perhaps a
more sccurate explanation stating that the survey is research being
conducted by a $tud@ht for an advanced degree would produce a more
desirable return, '

Auother recommendation to fubture researchers in a similar situa-
tion would be to conduct the ressarch in more than one store, This
regearcher was in & unique situstion as manager of the store in which
the regsarch was conducted, It would not have besen appropriate to
ask compebing businesses to assist in research that would seemingly
only &iﬁ thelr competition,

The fdea of using & varisty of pwmﬂumta was good, Pulwes
imv&w%ﬁgmtﬁwm of this type wwﬁhi;wwbably benefit by dusrsasing the
varlety and number wfvtypag of products; For example, mers costly
and  permarnsnt pr@ﬂugtéfm@} provide additional dnfluences o be

songldered in consumer deglsicn-making,
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APPENDIX A

Dear Customers

Would you please fill out and return the attached store improvement
questionnaire in the stamped envelope provided?

You can benefit along with Shopper's Town by providing this informa-
tion to us. It will help enable us to better serve you and the
community by increasing the selection of quality products.

Thank you for your cooperation.

Cordially,

20, (v LS

ack D, Willis, mgr. .
Shopper's Town
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SHOPPER®S TOWN
Produet Survey for the Imprevement
of Sselsction gnd Service
Would you please answer the following questions Product Neme
about the product you have purchased and return

them in the accomparying envelope?

Your Age? Sex? Marital Status? Race? Occupation?
Education?

Did you intend to purchase this product when you came into the store?
Yes  No__ .

If no, what made you decide to buy it?
Have you ever used this product before? Yes No

Do you have relatives, neighbors, or friends who use this product?
Yos No

If yes, what relation are they to you? DMother _ Father _ Brother
Sister  Other F&mily Member _ Neighbor F‘r‘i@nd _Fellow Worker
Other (spscify)

Befors you started to use this product, were you satisfled or dissatis-
fied with any of the other brands you were using? Satizfied
Dissatisfied _ ,

How did you find oubt about this product?

Did you heapr somsone tallk aboub 17 Yeu No__ o

)

If yes, who (Relationship to you-=no nsme reguired)?

Is this person & member of any c¢lub, church group, or organizsbion to
whdeh you belong? Yes  No

v

If yes, which ones?
Doos this person work with you? Yes_  No__ .

Did you learn sboub the produst frow axy of the following media?
Radio TV Newspapsr  Magewine  Other (spesify) . If Redio
op TV, which progrem? I Newspaper or Magazine, what ie 1té name?

Summing 4t up, what do yow think was the moet influventiel faobor 4in
Jour eholes of thie preduct? Flease clrele the one from the
Jist belows

L) ™v (2) Radie ' (3) Other Persons (4) Magazine (5) Newspaper
(6) Other (specify) _ ]
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