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CHAPTER I
INTRODUCT ION

The automobile has played a major role in the Ameri-
can way of life ever since Henry Ford began mass-producing
his Model T and thereupon blazed the trail for other manu-
facturers to follow in his steps in the mass production of
automobiles. In recent years the automobile industry has
contributed approximately eight percent of the manufacturing
national income, and the Gross Automobile Product as a per-
centage of the Gross Nationel Product has averaged about
four percent.1

Now that the automobile has become important to the
American economy, there have been quite a few published
studies as to why people buy automobiles. However, most of
these studies that deal with automobile buying or ownership
may be classified as demographic-economic and deal with such
factors as age, income, stage in life cycle, education, and
other similar factors.2

Other studies that have been made concerning auto-

15.S. Buresu of Census, Statistical Abstract of the
United States: 1970. (9lst. edition.) Washington, D.C.,
Ing pPp. 317’ 546.

2In the bibliography see the works of Brems, dedanosi,
Dyckman, and Kreinin aad Lininger.




mobile buying or ownership may be classified as social-
psychological in nature because they deal primarily with
automobile buying in comparison to the specific personality
traits of the buyers; or else they are concerned with the
influence of the consumer's reference groups on automobile

purchasing or ownership.3

nggose

The purpose of this study is to investigate selected
types of interpersonal influence and the effect of this in-
fluence on the consumer's decision to purchase a new car and
the decision on his part to remain brand loyal or exhibit
brand switching behavior. To test the effect of interper-
sonal influence, other major variables of consumer decision
meking in connection with the purchase of a new automobile
will also be explored. Obviously, limitations in the in-
struments of measurement will not permit the exploration of
all the possible variables.

Thus, the hypctheses upon which this study is based

3In the bibliography, see the works of Evans, Engel,
Wegterfall, and Bourne.

4The principal instruments used in this study are re-
sponses by automobile purchasers to questions asked by this
investigator. In most of the hypotheses, the measurement of
the effeot or relationship is subject to the limitation of
"ag reported perceived by the respondent.* This limitation
is, of course, inherent in almost all studies relying on

respondent's response.
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4.
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6.

that influentials, or opinion leaders, and the
people they influence are similar in that they
belong to the same social and working groups,
have the same friends, and know one another's
families;

that influentials are reiatively more interested
in automobiles than are the people that they in-
fluence;

that while influentials distribute information
and influence, they themselves receive most of
their information through personal channels;

that interpersonal communications as perceived by
the respondent are a more powerful agent than are
mass communications in influencing a consumer's
decision to purchase a new car without regard to
make or model.

that interpergsonal communications will be report-
ed as a more important part in consumer decision
meking where brand switching behavior as compared
6

to brand loyal behavieor is exhibited;

that a consumer's post-decision evaluation is the

5For the purposes of this study, influentials are de-
fined as people whc are reported by the respondents as having
affected their attitudes concerning previously owned, pre-
sently owned, or future cars.

6For the purposes of this study, brand switching be-
havior is defined as switching between manufacturers' makes
of automobiles. For example, from General Motors tc Ford.



most important variable among the listed vari-
ables in his decision to purchase or not to pur-
chase the same brand of automobile again;7
7. that consumers who form favorable post-decision
evaluations toward their present automobiles are
more likely to exhibit brand.loyal behavior; and
8. that consumers who form unfavorable post-decision
evaluations toward their previously owned auto-
mobiles are more likely to be brand switchers.
With these working hypotheses, the post-decision
evaluation is believed to be influenced by the following vari-
ables: (1) financial status, (2) stage in life cycle, (3)
gex, (4) social class, (5) interpersonal commnications from
the congumer's primary groups, (6) other reference group in-
fluences, (7) the amount of service his automobile or auto-
mobiles have required, (8) the quality of dealership service,
{9) interpersonal communications with the new car salesman,
(10) mass communications, and (11) the consumer's financial
expectations.
Logically, these eleven variables would, to a large
extent, determine a consumer's evaluation of, or his atti-
tude toward, the automobile or automobiles he has owned or

still owns. These varizbles apparently interact and affect

7For the purposes of this study, post-decision evalu-
ation is defined as the consumer's overall attitude toward
his present and past automobiles.
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each other in the formation of the consumer's post-decision

evaluation. For example, a consumer's social class may

affect his choice of reference groups, which could then
affect his post-decision evaluation. Therefore, the sub-
hypotheses based on these variables are

1, that post-decision evaluation tends to become un-
favorable as the frequency of automobile repair
rises;

2. that a consumer with a highly aggressive person-
ality trait will exhibit less tolerance toward
automobile repairs and will therefore report be-
coming eagily digsatisfied with his automobile ag

the frequency of automobile repairs rise.8

3. that a consumer with a high personality need for
change is more likely to report unfavorable post-
decision evaluations.

4. that when primary or reference group members own
gimilar makes of automobiles and have favorable
post-decision evaluations toward their automobiles,
the consumer iz less likely to report an unfavor-
able evaluation toward his automobile.

5. that a consumer is more likely to report unfecvor-
able post-decision evaluations if in his opinion

the quality of the dealership zervice is poor.9

QAs measured by the Edwards Personality Profile.

91n contrast to the dealer's reputation for service,
or information available from the dealer's service records.



Scope
This study is concerned only with the brand switching

or brand loyal behavior of the new car buyers living in the
greater Oklahoma City Area who purchased new 1968 automobiles.
Consequently, the traits of consumers who purchased used
automobiles are not included in this study. In addition to
verbalized attitudes and observable behavior, the study deals
with the easily measurable traits of the new car buyer. This
study does not attempt to investigate the cognitative or per-
ceptual variables that led to these personality traits since
this would require the application of psychoanalytic tech-
nigues; -

The survey took place after the consumer had exhibited
his behavior (the purchase of a new car), and thus the an-
gwers obtained relied upon the respondent's recall of the
gituation. Moreover, the variable of time with reference to
the consumer's decision making is largely eliminated. It is
entirely possible that the measured variables increase or de-
crease in importance as the stage in the consumer decision
making process is taken into consideration. However, these
variables must be identified and their relative importance
ascertained prior to a longitudinal study of the consumer de-

cision making process with reference to the purchase of a new

automobile.



Relevancy
Bagically, there are two types of studies of auto-

mobile buying or ownership. The first type of 3tudy may be
clagsified as a demographic-econonmic study! while the second
type of study may be classified as social-psychological in
nature. While both of these types of studies are valuable,
they have tended to ignore some of the major hypothesized
variables which may affect the consumer's decision to pur-
chase a new car and which new car to purchase.

While the purpose ¢f this study is to investigate
interpersonal influence and the effect of this variable on
the purchase decision, other major hypothesized variables of
new automobile buying behavior have also been investigated
and quantified. Hopefully, the results of this study will
contribute additional information en the relative importance
of these variables, as well as to determine the importance '
of interpersonal influence in the consumer's decisicn to pur-
chase a new car. '

Although this study is limited to a single product,
as are most such studies, studies of this type are valuable
because they may help the student of marketing gain ingight
into consumer behavior, as well as into his decision making
process. The increased insight that sometimes accrues from
these studies may lead toward more efficient marketing
practices. With an incredse in the efficiency of marketing

methods, both the consumer and industry will benefit;




Finally, empirical studies in the area of consumer behavior
focus strongly on the marketing concept and bring marketing

a step closer to the sciences.

Methodology

This section on methodology is a summary of Chapter
Two, which explores the methodology used in this study in
more depth. The study is primary in nature though it draws
inferences specifically from the buying behavior of the auto-
mobile consumer as well as from previously developed theories
and completed studies concerning consumer buying behavior,
Becauge of the lack of information, especially in the be-
havioral sense, concerning new car buying behavior in the
greater Oklahoma City Area, a primary study seemed to be
necessary.

There are three basic research studies that could
have been carried out in a field setting: (1) the field
survey, (2) the field study, and (3) the field experiment.lo
Field Survey methods are used when a broad, spread-out popu-
lation is designated for investigation. Field studies take

place when a more extensive, in-depth investigation is neces-

sary. Field studies require a narrower setting such as that

1l

of an industrial plant or a very small community. The

field experiment requires an even narrower getting and is

10For a more complete discussion see Festinger and
Katz, Regearch Methods in the Behavioral Sciences. (New
York: ~Hol%, Rinehart and Winstom, 1965), pp. L13-136.

1l1pia., p. 13.




not yet a well-developed method of basic research in the
social sciences.12 The field survey always attempts to be
representative of some known universe. This emphasis on
representative sampling is usually not found in field stud-
ies which are more concerned with the process under investi-
gation than with the representativeness of a larger popula-
tion. The field experiment is distinguished from the field
study by actual manipulations of conditions.

Since the investigation was interested in the repre-
sentativeness of the population or universe (new car buyers
in Oklahoma City) and since attempts at manipulation would
have defeated the purposes of the study, a field survey was
chosen. There are four types of field surveys possible:
(1) the unweighted cross-section, (2) the weighted cross-
section, (3) contrasting samples, and (4) successive cross-
sections.

The unweighted cross-section is used when it is de-
sired to determine the characterisiics of the population at
a given point in time. With the unweighted cross-section,
it is also possible to compare sample data within the sur-
vey. The weighted cross-section is used when some group in
the designated universe has some special importance for the
objective of the survey, but this group is a relatively small

fraction of the total population. Contrasting samples are

121pi4., p. 99.
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used when sub-groups contrast in the variable most important
in the survey. Finally, successive cross-sections are used
when measurements are required at successive points in time.
Succegsive cross-sections are often ir the form of a "before
and after" test when some important occurrence has happened
that may change other measurements in the study.

Because of the nature of the information degired in
this investigation, the sample design chosen was that of the
unweighted cross-section. This sample design was chosen be-
cause it makes possible comparison of subgroups within the
sample and because the act of purchasing a automobile does
not seem to affect to any extent the values of the measure-
ments of the sought-after variables.

To conduct this investigation, a statistical proba-
bility sample of 1968 new car buyers in the greater Oklahoma
City area was drawn. The sample drawn was to be of suffi-
cient size to give a confidence coefficient of 95% with con-
fidence intervals of plus or minus 5%. The correct sample
gize was determined to be 184.13 The sample proved to be
representative of the population at the .05 level of signif-
icance.14 Thus, inferences concerning the population (new
car buyers in the greater Oklahoma City area) may be drawn

from the sample.

13For the determination of the sample size, see Chap-
ter Two, page:13.

14For the repregsentativeness of the sample, see Chap-
ter Two, pages 19-21.
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A combination of mail questionnaires and personui
interviews were used in the survey in order to utilize the
advantages of both methods, while eliminating the disadvan-
tages of both methods.15 In addition, each respondent wag
given the Edwards Personality Profile. This personality
profile was used because it had been previously used in test-
ing automobile owners and is easy to administer and to grade.

Once the results of the sutvey had been collected,
tabulated, and analyzed, follow—u§ interviews were conducted
with the influentials or opinion leaders. The purpose of
these interviewa was to learn their major sources of infor-
mation as well as to validate their status as influentials
or opinion leaders.

Standard statistical tests of significance were used
to test for significant differences between the values of
the variables. If the values of the variables were found to
be significantly different at the .05 level of significance,
the variables were corgsidered different for the purposes of

the investigation.

15For a discussion on the advantages and disadvantages
of both methods: 'see¢, Robert Perber, Market Regearch (New
York: McGraw-Hill, 1949), pp. 237-47.




CHAPTER 11

ETHODOLOGY

Introduction

This chapter is an expansion of the section on meth-
odology in Chapter I and presents the methodology used in
analyzing the data in this dissertation. The discussion of
methodology is divided into three sections: (1) the sample
selection of the respondents; (2) statistical techniques
ugsed in analyzing the data; and (3) the representativeness
of the sample. Subsegueni chapiers contain information con-
cerning the development of a model for new car buyer be-
havior, the results of the survey as applied to the concep-
tual model, and the development of the new car buyer behavior

model as it has evolved from the results of this study.

Sample Selection of the Respondents

A gsearch revealed thet apparently there was almost a
total lack of quantitative information concerning new car
buyers of the greater Oklahoma City Area. Because of this
seening lack of information, a preliminary sample was taken
to obtain some estimates of the characteristics of the pop-
ulation of new car buyers; these estimated characteristiecs

were then used as a basis for computing the sample size for

12
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the investigation.l

The preliminary sample congisted of 200 new car buy-
ers in 1967. The sample was drawn from the 29 volumes of
the Oklahoma County Registration files. The preliminary
sample revealed that 86.1 percent of the 1967 new car buyers
purchased cars manufactured by the "big three" automobile
menufacturers in the United States.2

The sample characteristic from the preliminary sample
(86.1 percent) was used to compute the sample size for the
study. The sample size for the study was found to be 184
respondents with a confidence coefficient of 95 percent and
a confidence interval of a plus or minus 5 percent. Thus,

184 respondents who purchased new cars during the 1968 model

year were drawn from the Okleshoma County Automobile Regis-
3

tration records.
The Oklahoma County Registration records are divided
into 29 volumes by license prefix (XA through XZ and YA
through YC). <he respondsnts were then drawn as equally as
pessible from the 29 volumes.4 This procedure led to 6 re-

goondents being drawn from each of the 29 volumes., However,

Lrovers Ferber, Market Research (New York: MNcGraw-
Hill, 1949), pp. 184-90.

2Among new car buyers living in Oklahoma County.

3For the actual computation of sample size see the
Technical Appendix.

4The number 184 divided by 29 yields the number 6.34.
Since this number is smaller than 6.5, it was rounded down
to the number 6,
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this procedure selected only 174 respondents, leaving 10
additional respondents to be selected. These 10 additional
respondents were selected from the 10 volumes XA throush iJ,
with one respondent taken from each volume.

To avoid the possibility of temporal bias, that is,
the possibility that the new car buyer who buys his car at
the beginning of the model year méy differ in characteristics
from the consumer who purchases his car late in the model
year, the interviews were conducted among consumers who pur-
chased their cars over an eight-month period, with 23 re-
spondents being selected and interviewed per month for the
period of March 1968 through October 1968. To agsure random
selection of the respondents, 29 slips of paper were put into
the jar representing the 29 volumes of the automobile regis-
tration records. Enough slips were drawn for each month to
gelect 23 respondents. As the number of respondents to be
taken from a certain volume were selected from that volume,
the slip of paper representing that volume was removed from
the jar.

Several slips of pzaper with the volume designation
on them were gometimes needed--especially for March and the
other early month--since it was sometimes possible to go
through a complete volume without obtaining the required
nunmber of new car owners to be selected from that volume.
#hen the required number could not be obtained, the name of

the owner and the license number of the automobile were re-
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corded to assure there would be no double gselection when
that volume was again examined at a later date.

The physical selection of the respondents from the
volumes of the automobile registration records was accom-
plished by obtaining the designated volume and then opening
that volume to a random page. That page was then examined
for a 1968 car owner; and if none was found on that page,
the next page was then examined. The volume continued to
be examined in this manner until a 1968 car owner was found.
Automobiles registered to companies or corpcrations were ex-
cluded from the survey.

A combination of mail questionnaires and personal
interviews was used to coilect the data for the investiga-
tion. At the beginning of each month, each of the 23 selec-
ted respondents was mailed a questionnaire with a self-
addressed envelope enclosed. If the completed questionnaire
had not been returned within a 10-day period, the respondent
was contacted by telepnhoune, and a definite appointment was
then made with that gelected respondent. In the event that
the respondent 4id not have a telephone or had a privately
ligted telephone, a perscnal visit was made to the respond-
ent to obtain an appointment or to complete the question-
naire during that visit, if possible.

If a resgpondent refused to complete the guestionnaire
or the previously selected respondent could not be contacted

after three visits, a substitute respondent was selected
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from the degsignated volumes for that month. Since eaci
selected respondent in fact represents many new car buyers,
the substitution of one randomly selected respondent for
another randomly selected respondent always brings in the
rigk of bias if the characteristics of the respondents who
would not complete the interview, or who could not be lo-
cated, differ from those who agree to participate in the in-
vestigation. This bias is present in every field survey
where some c¢f the selected respondents refuse to take part
in the survey or can't be located. If the number of re-
fugals is large, the results of the survey may be seriously
biased. However, refusels in this present investigation are
not believed to present a serious problem since the refusals
amounted to only 6.5 percent of the previously selected re-

spondents.5

Statistical Techniques

The statistical techmiques used to gain information
about a parent population from a statigtical sample depend
greatly on what type of information concerning the parent
population is desired. Iin the present investigation, one
object was to determine true differences between brand
gwitching buyer behavior aui brand loyal buyer behavior, as

that particular behavicr was recalled by the respondent. A

5For a2 discussion on non-response error see Leslie

Kish, Survey Sampling (New York: John Wiley & Sons, Inc.,
19065), pp. E§2—5§.
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standard method for testing for true differences in popula-~
tion parameters from sample statistics is kmown as Tests of
ﬁypothesis.6 In Tests of Hypothesis two hypotheses are
generally stated. The first, which is called the null hy-
pothegis, is that there is really no difference between the
two groups in the sample, and the observed difference is due
only to sampling error. The second hypcthesis is the alter-
nate hypothesis and generally states that a true difference
does exist between the population parameter: and that the
difference is not due to sampling error.

Tests of Hypothesis are conducted at some level of
significance or level of risk. The level of significance or
rigk ig the probability of making a Type 1 error which is
the probability of rejecting a hypothesis when it ig true.
In the present investigation the chosen level of significance
was .05, although the variables were also tested at the .01
level of sgsignificance to see if they could meet this more
rigorous level of significance. In all cases the sample
statistics were not accepted as being different if these
differences could cccur purely by chance more than five per-

cent of the time.

In this investigation an attempt was made to associ-

ate the reasons that the respondents bought their new car

6For a digcussion on Tests of Hypothesis see Robert
D, Mason, Statistical Technigues in Business and Economics
(Homewood, IIl.: Richard ». lrwin, Inc., 1970), pp. 219-46.
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with brand loyal behavior or brand switching behavior.

Since brand switching behavior or brand loyal behavior is a
dichotomous division, and since the rating scales for the
importance of the reason were from one to five, the sampling
distributions did not fit the normal probability curve. This
condition necessitated the use of nonparametric or distribu-
tion free statistical methods. The nonparametric method
chosen was the Spearman Rho rank correlation test.

The Spearman Rho rank correlation coefficient can
range between a +1 and a -1, indicating a perfectly positive
or perfectly negative relationship, while a rank correlation
coefficient of near zero would indicate & very low relation-
ship between the rankings of the two variables. The major
drawback of nonparametric statistics is that unlike the
correlation coefficient of parametric statistics, it is not
possible to square the rank correlation coefficient and ob-
tain the coefficient of determination. In the case of the
Spearman Rho correlation coefficient, the coefficient is
tested to see if the ccefficient is significantly different
from zero at some level of significance. In the case of the
present study, the variables were accepted as related if the
correlation coefficient was significantly different from
zero at the 95% level of significance, or some higher level
of significance.

Finally, to see if there were some relation among

present income, income expectations, age, marital status,
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and occupation, multiple correlation and regression analysis
was used. Since it is impractical to do multiple correlatiou
and regression analysis by hand when there are mere than

T the I.B.M. 1130 Scientific

three independent variables,
Subroutine Package was used. The subroutine that was used

was entitled MULTR.

Representativeness of the Sample

The standard method of testing the representativeness
of a sample is to compare a sample statistic with a known
population paremeter and test for a significant difference.8
However, in this investigation, the population parameters of
the Oklahoma City new car buyers were not known. Since thisg
was the czse, the sample statistics from the present study
were compared with sample statistics from two other gtudies.
One of the studies was a survey of 1963 car buyers conducted
in 1964 by the author of this dissertation. Because the sur-
vey was not taken specificaliy witr omly new car buyers, some
bias may exist in these sample statigtics. However, this
bias should be small gince the survey was conducted in 1964
and dealt only with 1963 car buyers. In the 1964 study, the
average length of ownership was found to be 2.94 years, with

confidence limits of 1.04 years to 4.48 years at the 95%

level of confidence.

"Tvid., p. 382.

BFerbeI‘, 92. g_i-_zo, p. 108.



The other sample statistic was obtained from the Con-
tinuing Audit for the Oklahoma Publishing Company conducted
by the Business Research Center of Oklahoma City University.
To determine the accuracy of the Continuing Audit, a popula-
tion characteristic of Negroes in Oklahoma City, taken from
the 1970 Census of General Population Characteristics, was
compared with that game figure obtained from the Continuing
Audit. The 1970 Census recorded that 13.69% of Oklahoma
City's population were Negroes, while the percentage from
the Continuing Audit was 13%. Using Tests of Hypothesis to
test for a significance difference between the two figures,
a z score ¢f .9478 is cbtained. This z score is much less
than the z score of 1.96, which wouid be required for a sig-
nificant difference at the 95% level of confidence. Thus,
the null hypothesis that there is no significant difference
is accepted, and the audit is assumed to be representative
of Oklahoma City's populaiion.

In the Continuingy Audit’s profile of 1968 new car
owners, the mean family incone was found to be $7,593.34.
The mean family ircome ¢f nzw car buyers in this investiga-
tion was found to be $8,3021.17. Using Tests of Hypothesis
yields a z score of 1.05, which is less than the required 2z
score of 1.96, and again the null hypothesis that there is
no significant difference vetween the 1368 new car buyers of
the two studies is accepted.

Returning to the previously mentioned 1964 study in
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comparing this study to the present investigation of the
labor statistics wage index, the United States Bureau of
Labor Statistics wage index for Oklahoma City showed a 16%
increase from 1964 to 1968.9 Adjusting the mean income of
the 1964 respondents of $8,058700 to the 1968 level, the
adjusted mean income becomes $9,347.28. Again, using Tests
of Hypothesis to compare this adjusted income of $9,347.28
to the mean income of the responderts of this present study
($8,301.17), the resulting z score is 1.23. Again the 2z
score is not large enough to accept the altermate hypothesis,
so the null hypothesis that no significant difference exists
between the iwo samples is accepted.

Thus, based upon tests against the same characteristic
in three separate samples, the sample in the present investi-
gaticn is presumed to be representative of the population
from which it was drawn. The tests could have been more con-
clugive if the population parameters of the 1968 new car buy-
ers were known. However, since no gignificant differences
could be found when using Tests of Hypothesis, it is highly
unlikely that the present sample is not representative of

the population.lo

9U.S. Department of Labor, Bureau of Labor Statistics,
Handbook of Labor Statistics, 1970 (Washington, D. C.: TU.S.
Government Printing Office, s P. 219.

1oFor the actual calculations of the representativeness
of the sample see the Technical Appendix.




CHAPTER II1

PRUPOSED VARIALLES OF AUTOMOBILE CONSUKPTION

Introduction

Nuch of the work that has been done in the field of
consumer behavior and automobile consumption came about as
a result of motivational research and the attempts to tie
consumer personality types to brand images of products.l
Serious students of marketing questioned the early motiva-
tional research reports because virtually none of the early
reports gave the actual data collected, but instead reported
only tke ccrnelusions of the researchers in q_uestion.2 In
addition, interpretations of the motivatioral research re-
sults were sometimes open to question because of the small
samples involved.

Attempts to tie the consumer types to brand images
failed in the case of automobiles when more serious re-
gearchers tried to find an association. For this reason,
other research findings not directly tied to motivational
research, but which may be pertinent to the determination

of some of the variables of new car consumption, will be

lpalph A. Westfall, "Psychological Factors in Pre-
dicting Brand Choice," Journal of Marketing, XXVI (April

1962), pp. 34-40.
2Tbid.

22
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examined. Since these research findings concerning auto-
mobiles probably are not sufficient to determine many of the
variables of automobile consumption, several models of gen-
eral consumer consumption will be examined to lend more in-
sight into the consumer's consumption of new cars.

As a result of investigating the findings concerning
automobile consumption and by drawing inferences from several
general models of consumer consumption, the hypothesized
variables of new car buyer consumption will be presented.

In the subsequent chapter, the results of the field investi-
gation will be tested against the hypothesized variables to

determine what modifications might be needed.

Automobile Consumer Behavior

In beginning development of hypothesized variables
explaining new car purchasing behavior, it should be real-
ized that the automobile is much more to the average consumer
than a means of transportation. If the car were only a means
of transportation, the American consumer would more than
likely buy his car on the basis of engineering rather than
on the basis of styling. However, as the automotive com-
panies have learned, it is the styling that largely sells
the automobile, and not the engineering qualities inherent

3

in the automobile.

3David Riesman and Eric Larrabee, "Autos in America,"
Consumer Behavior: Research on Consumer Reactions, ed.
gihcoln H. Clark (New York: Harper and Brothers, 1958), pp.
9-g2.
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Additional research findings suggest that consumers
plan the purchase of an automobile somewhat in advance of
the actual act of buying a car. In a study conducted by an
automobile company, a thousand questionnaires to a nation-
wide sample of families were distributed. As a vart of the
questionnaire, the families were asked to rate on a centi-
grade thermometer scale the magnitude of their desire to
purchase an automobile. A year later these same families
were again contacted. Both of the sets of questionnaires
yyelded a total of 695 usable returns. The questionnaires
were tinen analyzed in terms of net valences, which measured
the magnitude of desire for an sutomobile minus the magni-
tude of resistance of incurring the financial cost that the
purchase of a new car would entail. The total net range of
valences obtained was between -100 and +100. With the va-
lences divided into five groupings, the correlations between
each of the five groupings and the subsequent purchase of at
least one automobile was found to be .985 + .023.% the
families in Group 1 with the highest positive valences re-
vorted the highest percentage of purchases; while those in
the next group showed a somewhat lower percentage of pur-
chases. This trend was true throughout the five groupings,

with eich grouping showing a lower percentage of purchase

4Warren J. Bilkey, "Consumer Behavior: Disbursements
and Welfare," Science in Marketing, ed. George Shultz (New
York: John Wiley and Sons, 1inc., 1965), pp. 145-50,
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than the group immediately above it.5

In addition to planning the purchase of automobiles,
there is also evidence that certain personality types buy
certain types of automobiles. lestfa116 fourd that con-
sumers who purchase convertibles a&are more active, vigorous,
impulsive, dominant, and sociable than owners of compact
cars or sedans, as measured by the Thurston Temperament Test.
However, Westfall found that the type of automobile that a
person would purchase ceuld not be accurétely predicted just
because he possessed these parficular traits.

While there is gome evidence that consumers differ in
personality structure and the type of automobile they pur-
chase, there is apparently no certain peraonality type that
purchases a specific brand of automobile. In his study of
the pergonality traits of Pord and Chevrolet owners, Evans
could find no significant personality differences between
owners of Ford and Chevrolet cars.7 However, additional
analysis of the data gathered in that survey did show sig-
nificant differences between consumers who did not shop for

their automobiles (consumers who visited only one dealer

9Ivid., p. 146.

6Ralph 4. Westfall, "Psychological Pactors in Pre-
dicting Brand Choice," Journal of Marketing, XXVI (April
1962), pp. 24-40.

Teranklin B. Evans, "Psychological and Objective
Factors in the Prediction of Brand Choice: Ford versus
Cgevrolet,“ Journal of Business, XXXII (O¢to®er 1959), pp.
3 3"79 ]
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prior to the purchase of an automobile) and consumers who
shopped for their cars (consumers who visited dealers of
different makes before buying a new car).8 Bvans found that
the greatest difference between consumers who shopped for
their cars and consumers who did not shep for their cars was
their need for change. Shoppers had a need rank of 3 for
change while the nonshoppers ranked the need for change as
7. In the need for deference--the need to find out what
others think, to accept the leadership of others--the shop-
pers had a need rank of 8 while the nonshoppers had a rank-
ing of 4. In addition, the shoppers ranked aggression and
affiliation 3 ranks higher than did the nonshoppers; while
the shoppers, on autonomy, ranked 3 ranks lower than did the
nonshoppers.

In terms of variables other than the personality
variables, Evans found that the shoppers were older, better
educated, went to church more often, and rented their houses.
In contrast, the nonshoprers were younger, had more children
in the home, had worked for the same firm for a longer period
of time, and had a higher level of income. As Evans points
out, the lower income of the shoppers is suggestive of the

importance of economic determinants in the behavior of

shoppers.

8Franklin B. Evans, "Correlates of Automobile Shopping
Behavior," Journal of Marketing, XXVI (October 1962), pp.
T4=T1.
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Although the findings presented thus far are helpful
in determining the probable variables of new car buyer be-
havior, they do not present sufficient information to deter-
mine the variables that may explain automobile consumption.
In order to develop further the automobile consumption vari-
ableg, it is probably wise to examine some generalized

models of buyer behavior.

The Models

Kotler lists five conceptual behavioral models, "none

8 Thege

of which fully explain & consumer's buyer behavior."
five models are (1) the Marshallian model, emphasizing eco-
nomic motivations; (2) the Pavlovian model, using learning
theory as its base; (3) the Preudian model, stressing psycho-
analytic motivations; (4) the Veblenian model, which accents
social-psychological factors; and (5) the Hobbesian model,
which stresses organizational buying pressures of the pur-
chasing agent.

The Marshallian economic model helps to explain some
of the reasons as to "why" people buy products, but economic
considerations alone seldom explain all of the variables i

sales. For example, economic considerations ignore the

question of how a consumer determines his product and brand

8Phi].:ip Kotler, "Behavioral Models for Analyzing
Buyers," The Environment of Market%g_&_%ehavior, ed. Robert
J. Hollway and Robert 5. Hancock (New ¥ork: dJohn Wiley &
SODS, Inc., 1969)’ pp. 71-&0
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vreferences. The economic model does offer part of the
solution for analyzing consumer buying behavior.

The Pavolvian learning model is today based on four
central conceptss drive. ~z. cresponse, and reinforcement.
This model does not claim to proviie a complete theory of
behavior; and such important variables as perception, the
subconscious, and interpergonal influence do not seem to re-
ceive adequate treatment in the model. However, the model
does offer marketers a number of insights concerning some
agpects of consumer behavior. The most prominent use of
learning theory in models appears in the John A. Howard
model and its update, The John Howard and Jagdish Sheth
rodel. (Both of these models will be discussed later in this
chapter.)

Perhaps the most important contribution that the
Freudian model makes is that consumers are motivated by the
gyrbolic aspects of a product as well as by the economic
and functional aspects of the same product. Tnus, the ad-
dition of "racing stripes" to a sporty compact may help sell
the car, although the "racing stripes" are neither functional
nor economic in nature. Notivational research has produced
some interesting, and sometimes sir-nge, conclusions as to
what may be in the (.yer's mind concerning his purchases.
dowever, motivation research may lead to some useful insgights
in the fields of advertising and packaging. Appeals aimed

at the buyer's gecret desires and fears may be as equally
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effective as the more rational appeals.

The Veblenian social-psychological model sees the
consumer as mainly a social being. As this social being,
the consumer is subject to influence by several layers or
levels, of social influence. These layers consist of his
culture, his subcultures, his social class or the social
class to which he aspires to belong, his reference groups,
his membership groups, and finally other individuals. The
challenge to the researcher is to determine which of these
social levels are more importent in influéncing his demand
for a particular product.

The four preceding models have been used to attempt
to shed light on the behavior of individual buyers. However,
the Hobbseian model attempts to explain the behavior of the
organization buyer or purchasing agent. It tries to show
the reiationship between the buyer's personal goals and the
goals of the organization for which he is purchasing.

In the attempted development of some of the variables
that help explain the consumer's automobile buying behavior
with reference to new cars, several of the better known
models of buyer behavior were examined. These models will
be briefly examined with reference to the variables that

might help explain the new car consumer's buying behavior.
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The John A. Howard Model?

The first integrative model of buyer behavior was

presented by John A. Howard in his revised Marketing Man-

agement: Analysis and Planning. It was this model that

comprised a base for the initial investigation although
several so-called exogenous variables were agded, such as
reference groups, financial expectations, primary groups,
and personality traits that were not included in the orig-
inal Howard model. Howard uses learning theory to explain
consunmer behavior. The Howard model breaks down learning
theory behavior into three distinct phases: extensive prob-
lem solving, limited problem solving, and automatic response
behavior. Extensive problem solving occurs when the consum-
er has little or no experience with the product. When the
. consumer has gained some experience with the product and has
moved farther along the learning curve, he moves into the
limited problem-solving phase. As the consumer has ceased
to learn about the product and has developed a brand prefer-
ence, the consumer is in the automatic response behavior
phase.

In Howard's model, behavior begins with a felt need
that is represented by the endogenous variable, "state of

goals." The consumer then receives a triggering cue which

9John A. Howard, Market;%f Management: Analysis and
wry Récﬁﬁr&_ﬁ. Irwin, 1063),

Planning, rev. ed. (Homewood, I
DPPe §§-§68.




tells him that some product alternative will satisfy his
felt need. This triggering cue activates the endogenous
variable, a "choice process" which is very much affected by
another endogenous variable known as the "state of predis-
position" toward some product. If the “state of predispo-
gition” isg high, as it is in the automatic responss behavior
ophase, the product is purchased; but if the "state of pre-
disposition®™ is low, as it is in the case in the extensive
problem~-solving phase, an information search is activiated
from both personal and impersonal sources.

The endogenous variable "state of predisposition” is
affected by another endogenous variable, "favorableness of
post-decigsion evaluation." As a product is purchased and
the consumer has a favorable experience with the product,
the greater is the probability that the product will again
be purchased in the future, thus strengthening the consumer's
predisposition.

There is perceptual bias present in all of the cues
in the Howard model. Thus, the way a consumer sees Or per-
ceives a certain stimuli may be distorted by his attitudes
and his psychological characteristics.

Finally, the Howard model has both exogenous and
endogenous variables. There are seven excgenous variables
in the Howard model and these variables are present in all
three phases of learning behavior. The number of endogenous

variables present depends upon which phase of learning



32

FIGURE 1

THE HOWARD MODEL
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behavior that the consumer is in. In both the automatic
response behavior phase and the limited problem solving
phase the five endogenous variables present are (1) Choice
Process, (2) State of Predisposition, (3) State of Goals,
(4) Perceptual Bias, and (5) Favorableness of Pogt-Decision
Evaluation. In the extensive'problem-solving phase of the
model, three more endogenous variables are added. These
three variableg are (1) Information Seeking From Personal
Sources, (2) Information Seeking Prom Impersonal Sources,
and (3) The Search For Clarification of Alternatives. The
extensive problem-solving phase of the Howard model is pre-

sented in Figure 1 on the following page.

.
The Francesco M. Nicosia Model"'o

The later Nicosia model contains more variables and
goes into more detail than the earlier Howard Model. The
Nicosia model has four basic fields. Field 1 is from the
message source (the firm sending the advertisement) to the
consumer's attitude or predisposition. It is comprised of
two subfields. Subfield 1 is comprised of the firmm's attri-
butes which causes the firm to send a certain type of mes-
sage via a certain channel to a certain type of consumer.
Subfield 2 of Field 1 is comprised of the consumer's atiri-

butes. These attributes determine whether the firm's message

lOFrancesco ¥. Nicosia, Consumer Decigion Processes
(Englewood Cliffs, New Jersey: Prentice-Hall Inc., 13960),

ppo 153—91 [
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reaches the consumer, and whether the consumer perceives
the message as the firm intended.

If the consumer receives the firm's message and acts
on the message, the consumer may form an attitude towards
that product which becomes the input into Field 2. Field 2
represents the consumer's search for and evaluation of the
advertised product and other alternmative products available
to the consumer. The transformation of the consumer's atti-
tude to a motivation occurs in Field 2. In other words, the
output from Field 2 is a motivation to buy or not to buy the
advertised product. If the motivation is to buy the adver-
tised product, this serves as the input into Field 3 which
is hopefully changed from a motivation to purchase to the
actual act of purchase. The act of purchase is the input
into the Field 4, that of the consumer's storage and con-
sumption of the product. The act of purchase is fed back to
Subfield 1 of Field 1, while the act of storage and consump-
tion is the feedback to Subfield 2 of Field 1.

To somewhat simplify the explanation, take a situation
where only two factors are in operation: first, there is a
firm that can control the content and timing of its adver-
tising and its product design and price; and second, there
is a consumer who is exposed to no other stimuwlus except one
of the firm's messages. The firm's message may or may not
influence the consumer; but in either case, the consumer's

reaction will influence the firm's later decisions in regard



to its future ﬁessages. The consumer's reaction will also
influencc the consumer himself to the extent that the con-
sumer becomes & different person. Thus, the model has two
main circular flows: first, from the firm to the consumer
and then back to the firm (the firm's loop); and second,
from the consumer's social-psychological field before the
megsage to the consumer's reaction to the message, and then
back to the consumer's social-psychological field. This
brief description fails to explain really the Nicosia model
because each field and subfield is presented in much more
detail than is described here. Nicosia's model is important
because he takes the trouble to relate a great many research
findings into his model. A simplified model of the Ricosia

model is presented on the following page.12

The Engel, Kollat, and Blackwell Modell3

Liks the Nicosia model, the model proposed by Engel,
Kollat, and Blackwell departs from learning theory. The
general features of the Engel and &ssociates' model are &
central control unit made up of the consumer's personality
traits, his values and attitudes, and his stored information
and past experience. It is this cemtral control unit that

does the thinking.

12James F. Engel, David T. Kollat, and Roger D. Black-
well, Consumer Behavior (New York: Holt, Rinehart and
¥inston, Inc., 1968), p. 39.

13mngel, Kollat, and Blackwell, ép. 8it., pp. 40-54.
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FIGURE 2

A SIMPLIFIED NICOSIA MODEL
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Connected to this central control unit by a state of
arousal is a set of inputs. The state of arousal is needed
to turn.the gystem on so that behavior can take place. The
inputs into the system consist of social and physical
stimuli. Once the system is active, the stimuli reach the
cenjral control unit via the five sensory reeeptors, Since
a person cannot consciously pay attention to all of the stim-
uli that he receives daily, the process of perception comes
into the system. This process of perception allows the
individual to be selective and to attend only to relevant
gtimuli that will help him reach his goal. In addition to
paying attention only to certain stimuli, perception also
allows the individual to distort certain inconsistent stim-
uli. Thus in this model, the individual is constantly com-
paring stimuli, discarding irrelevant stimuli, and distort-
ing inconsistent gtimuli.

The outcome of this comparison is that action will
result if it is possible for the person to act and if he
perceives that some change is necessary in order to improve
the present state of the system to restore the balance,
which was upset by the state of arousal. This action may
consigt of a search for alternatives, an evaluation of the
alternatives, and may finally result in a purchase., If the
purchase is based upon habit, the steps of searching for and

evaluating alternatives will be eliminated.
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After the purchase has been made, two additional
actions may take place: first, if the consumer has some
doubt about the wisdom of the purchase, he may search for
additional information to justify the purchase; and second,
the purchase may change the consumer's circumstances enough
to gerve as a stimulus for additional behavior. A diagram

f the Engel, Kollat, and Blackwell model is presented in

Figure 3 on the following page.

The Howard and Sheth Modell4

At this point in time, the latest model to gain
acceptance among marketers is the Howard and Sheth revision
of the earlier Howard model. Unlike the earlier Howard
model, the Howard and Sheth model does not rely so heavily
on learning theory but does still retain the three phases of
consumer buying behavior. This is true although the defi-
nitions of the three phases of buying behavior are changed;
and in one case, the name of a phase of buying behavior is
changed. (automatic response behavior becomes a routinized
response behavior in the later model.)

The Howard and Sheth model is a more sophisticated
treatment of buying behavior; and while the later model also

makes use of both endogenous and exogenous variables, the

1450mn A. Howard and Jagdish N. Sheth, The Theory of
Buyer Behav1or (New York: John Wlley & Sons, Inc., Iggg;
pp.
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endogenous variables are more numerous and complex. The
endogenous variables are divided into types of variables de-
pending upon the level of abstraction. In the first order
of abgtraction are the intervening variables that are once
removed from the overt act. These intervening variables are
divided into input and output variables that link the hypo-
thetical constructs to the "real world." The hypothetical
congtructs are a higher order of abstractions than are the
intervening variebles and represent the second set of endo-
genous variables.

As the intervening variables were divided into two
subclasses, the hypothetical constructs are divided into a
learning subsystem and a perceptual subsystem. The learning
sybsystem is the more complex of the two subsystems and con-
tains these hypothetical constructs: brand comprehension,
motives, choice criteria, attitude, intenticn, confidence,
and satisfaction.

The perceptual subsystem contains these hypothetical
constructs: attention, overt search, stimulus ambiguity,
and perceptual bias. The perceptual subsystem differs from
the other elements in the Howard and Sheth model in that two
of the constructs in the perceptual smbsystem are processes
rather than entities as the other variables in the model

have been. These two variables are perceptual bias and

overt search.
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The exogenous variables are the last part of the
Howard and Sheth model to be discussed. As in the original
Howard model, the exogenous variables are present in all
three phases; and a change in the exogenous variables can
alter the consumer's course of action as he passes through
the phases of learning behavior. Additionally, in the
howard and Sheth model, the exogenous variables act toward
error reduction. The exogenous variables--social class,
culture, financial status, and time pressure--have bzen re-
tained from the original Howard model. Two new exogenous
variableg--personality traits and the social and organiza<
tional setting--have been added to the Howard and Sheth
model, while the exogenous variables of ease of post-decision
evaluation and stage in life cycle, which were present'in the
original Howard model, have been deleted from the later
Howard and Sheth model.

To describe briefly how the model works, the consumer
receives significant stimuli from the physical brand, sym-
bolic stimuli from the description of the brand, and social
gtimuli from the consumer's face-to-face relationships.
These three types of stimuli are combined into what Howard
and Sheth call a stimulus display. The consumer's attention
ig degree of openness to the stimwlus display. If the con-~
sumer is receptive to the stimuwlus display, then all or
parts of the stimulus display will enter his perceptual sub-

gystem. These elements of the stimulus display then enter
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into his perceptual bias. Finally, the elements then enter
into the consumer's learning subsystem. At this point, the
consumer may require more information and engage in an overt
search for this information.

Depending upon the phase of learning behavior that
the consumer is in, entrance of the stimulus display can re-
sult in immediate purchase; or the consumer may envolve all
of the variables in the learning subsystem and take consider-
able time in deciding to purchase or not to purchase.

A diagram of the Howard and Sheth model is presented
in Figure 4 on the following page. Because of limitations

of space, the exogenous variables are not included in the

diagram.

Proposed Variables of Automobile Consumption

The models thus far presented are, in this writer's
opinion, simplificeticms of actual consumer buying behavior,
as is any model. This writer has serious doubts that any
one model can explain & consumer's behavior when he is pur-
chasing convenience, shopping, specialty, and unsought goods.
Indeed, to attempt to build a model to explain consumer buy-
ing behavior in the purchase of just one good, new cars, may
be an uﬁdertaking that is too ambitious. Nevertheless, in
order to study interpersonal influence in the purchase of a
new car, it seems advisable to study the other variables

present in order to get some idea of their relative

importance.



43

THE SHETH AND HOWARD MODEL
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The following paragraphs contain descriptions of the
prinégpal variables that this writer believes are operative
in the purchase of.automobiles by the respondents in this
study. These variables will be used to attempt to examine
interpersonal influence with reference to two types of con-
sumer buying behavior: (1) brand switching behavior and (2)
brand loyal behavior. Brand switching behavior is defined
for the purposes of this study as occurring when the consumer
switches from one manufacturer's make of automobile to
another manufacturer's make of automobile. Brand loyalty
occurs when the consumer continues to purchase the same man-
ufacturer's make of automobile, but not necessarily the same
model of automobile. Only brands are considered because in
1968, the date of the survey, manufacturers offered the con-
gumers 268 different models of gutomobiles.?? To differ-
entiate among model switching consumers was considered beyond
the scope of this study.

For consumers owning a car prior to the purchase of
their present car, which includes most of the respondents,
the consumer's post-decision evaluation of his previously
owned car was hypothesized to be the single most important
variable. Determining this post-decision evaluation are ten
hypothesized exogenous variables, slightly more than those

proposed by Howard or Howard and Sheth in their models.

ls“Automotive Industry," Bncyclopedia Americana, 1970
Yearbook.
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These exogenous variables are (1) financial status, (2)
financial expectations, (3) sociai class, (4) stage in life
cycle, (5) economic outlook, (6) reference groups, (7) pri-
mary groups, (8) personality traits, (9) the service the car
has received as perceived by the car owner, and (10) the
quality of the dealership service as perceived by the
consumers

The first exogenous variable is financial status,
which is defined as the car buyer's current financial status,
and not his financial expectations. Financial status may
affect purchase decisions concerning products. For example,
research supports the theory that people in higher income
brackets deliberate more when purchasing durable goods than
do people in the lower income brackets, while people in the
lower income brackets spend more time deliberating on non-

durable goods, such as sport sh:irts.ls

The second exogenous variable is that of financial
expectations. It is hypothesized that changes in a con-
sumer's financial expectations may affect his purchase of
his new automobile. For example, as the consumer sees his
financial expectations brighten, he may select a more expen-
give model of automobile in order to try to climb the social

ladder; or if his financial expectations do not look good,

'lGGeorge Katona and Eva Mueller, "A Study in Purchase
Decisions," Consumer Behavicr, 8., Lincoln H. Clark.(New
York: New York University Press, 1955), pp. 54-58.
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he may decide on & less expensive model.

The third exogenous variable is gocial class. Social
class is narrower in its connotation than is culture, and
wag included in the variables of Oklahoma City new car buy-
ers, while culture was not. Culture was not included because,
for the most part, Oklahoma City does not have large ethnic
populations. Social class does not necessarily refer to a
social group engaging in face-to-face relations. Rather
gsocial class can be defined as "...a structure of regularized
inequality in which men are ranked higher and lower according
to the value accorded to their various social roles and
activities."l7 Thus, while a car buyer's financial status
will play a large part in determining his social class, other
factors, such as occupation, family background, education,
and race also come into the definitien of a person's social
class. For example, a plumber and a doctor may have the
same income; however, the doctor is usually placed in a
nigher social class. The consumer's social class may affect
such factors as the products purchased and the shops in which
the consumer shOps.l8

The fourth exogenous variable in the hypothesized

17Barbara Barber, Social Stratification (New York:
Brace & Company, 1957), p. 7.

18chhard P. Coleman, "Social Class Versus Income:
Privilege Within Classes,® Coansumer Behavior and the Be-
havioral Sciences, 8d. Steuart Henderson Britt (New York:
John Wiley & Soms, Inc., 1968),. pp. 259-61.
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model of new car automobile conmsumption is the stage of the
consumer's life cycle. The stage in life cycle is deter-
mined by such factors as whether the consumer is the head of
the household, when he marries, when the first child arrives,
and when the consumer's mate dies.19 For some variables, the
family life cycle was found to be a better reflection than
age in explaining behavior patterns.2o

The economic outlook as the consumer sees it is the
next hypothesized exogenous variable. This variable includes
not only the consumer's personal economic outlook, but also
his view of what the economy will do in general. In other
words, there was an interest in determining if the consumer's
behavior would differ if he felt the economic outlook would
be bad although his own financial expectations were good, and
vice versa.

The sixth exogenous variable in the model are the
consumer's reference groups. 3Berelson and Steiner define
reference groups as the group to whose standards people re-
fer when considering their own opinions, attitudes, and be-
liefs. As such, reference groups may be the actual or im-

agined set of people the consumer uses as a model, and the

- A

1950hn B. Lansing and Leslie Kish, "Family Life Cycle
as an Independent Variable,® Hanketigfland the Behavioral
Sciences, ed. Perry Bliss (Boston: yn and Bacon, lInc.,

1963}, pp. 138-49.

D1pig., p. 149,
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ones by whom he wants to be approved.21

A reference group
may consist of members of his primary groups, or of the
circle of people with whom he aspires to associate. Thus,
the consumer's reference groups may or may not be his pri-
mary groups.

That consumers seek information from other people has
been well documented.22 In addition, most of the information
that he receives will come from the consumer's family and
friends.23 Por this reason it is important to include the
consumer's primary groups as the seventh exogenous variable
in the model. A small or primary group mey be defined as
consisting of at least two people, on up to some unspecified
but not too large a number, who engage in face-to-face re-
lations over an extended period of time, who differentiate
themselves from cthers around them, who are mutually aware
of their membership in the groups, and who have a personal
relationship that is realized to be an end in itself.24

This is not to say that the consumer will seek

information only from his primery groups. Consumers will

21Bernard Berelson and Gary A. Stiener, Human Be-
havior: An Inventory of Scientific Findings (New York:
Harcourt, Brace & World, Inc., 1364), p. %58.

22"Influences of Innovators and Leaders," Consumer
Behavior and the Behavioral Sciences, sd. Steuart Henderson
Britt, 920 Giﬁo, ppo 281-970

231piq.

] 24Bennard Berelson and Gary A. Stiener, op. ¢it., p.
25,
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also seek information from impersonal sources, which is an
endogenous variable in the model of new car purchasing be-
havior. In a study done prior to the wide acceptance of
television, it was found that radio, newspaper, and magazine
advertising all effectively contributed to the consumer's
decision to try & different product brand, 2’ Thus adver-
tising may servs not only as a kind of triggering mechanism,
but also as an information source for the consumer. In
addition to advertising as an information source, the con-

sumer may also seek out informative magazines such as Con-

sumer Reports.26

The consumer's personality traits are the eighth
exogenous variable to be included in this model. As was
mentioned early in this chapter, there is some evidence that
certain personality types buy certain types of automobiles
(convertibles versus seda.ns).z7 However, these personality
type purchases apparently don't extend to the purchase of a

28

specific brand of automobile. In attempting to determine

25E1ihu Katz and Paul Lazarsfield, "Importance of
Personal Influence (Foods and Household Goods)," Consumer
Behavior and the Behavioral Sciences, ed. Steuart Henderson

Britt’ Q o—gji_t.o, ppo ?95‘970
26William E. Bell, "Consumer Innovators," Ibid., pp.

294.
2TRalph A. Westfall, op. Git.

28Franklin B. Evans, "Psychological and Objective
Factors in the Prediction of Brand Choice: Ford Versus
Chevrolet," 9p. Cit.
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the variables, it was thought that brand loyal and brand
switching consumers might possess different types of per-
sonality structures; and thus the variable of personality
traits was included in the hypothesized model.

The last two exogenous variables, the service the car
hag received as perceived by the consumer and the quality of
the dealership service as perceived by the owner, were in-
cluded in the hypothesized model more on the besis of the
writer's experience with car dealers than on any research
findings. It was thought that if either the dealership ser-
vice was poor or if the automobile mechanical reliability
was poor, as perceived by the consumer, he could form an un-
favorable opinion of the car.

The interaction between the exogenous variables is
also of importance. The consumer's financial status is de-
termined by his stage in his life cycle, his education, and
his social class. The consumer's social ‘class is in turn
determined by his financial status, education, and the stage
in his life cycle. In reality, a person's social clasgs is
determined by more than these three va.ria.‘nles,29 but for the
purposes of this study, these are the measurements that will
be uged. The consumer's financial expectations will be de-
termined by the variables of his social class, financial

status, stage in his life cycle, and the economic outlook.

ngernard Berelson and Gary A. Stiener, ©p. c¢it., pp.
453-90.
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Looking at the effect that the exogenous variables
will have on the endogenous variables the following exogen-
ous variablesg were thought to directly affect the endogenous
variables of the consumer's post-decision evaluation: (1)
gervice that the car has required as perceived by the con-
sumer, (2) quality of the dealership service as perceived
by the consumer, (3) stage in life cycle, (4) financial
status, (5) financial expectations, (6) reference groups,
and (7) orimary groups.

The endogenous variables that affect the consumer's
post-decision evaluation and his final decision are (1) the
communications with the new car salesman, (2) his non-
personal communications, which have already been discussed,
and (3) the alternatives of price and styling. A discussion
of the way in which the variables are hypothesized to oper-
ate follows.

The variables start with a triggering cue, This
triggering cue may be the introduction of new car models, a
change in financial status or expectations, advertisements,
the purchase of a new car by a friend, or any number of cues.
If the congumer has owned a car previously, then the consumer
refers to his post-decision evaluation of his present car,
and if he has previously owned the same make and model of
automobile-~for an example a Chevrolet Impala--he may be in
what Sheth and Howard have called "routinized response be-

havior.," In this situation the consumer considers no other
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make or model of car. Even if the car to be purchased is
the consumer's first car, there may be no consideration of
more than one make of automobile since there is evidence to
suggest that reference group influence is especially strong
in the purchase of an automobile.® In these gituations,
the consumer probably has decided on the make of automobile
to purchase along with the opinions that he desires. 1In
this case, the consumer visits only one dealer.

Another type of behavior is possible which can be
called semi-routinized response behavior. The consumer ex-
hibiting this type of behavior will have decided on the make,
model, and options desired, but will shop several dealer-
ships to obtain the best price on the car that he desires.

In this case the consumer remains brand loyal, but not dealer
loyal. This type of behavior may be a function of the con-
sumer's psychological and demographic characteristics.31 In
this case, the endogenous variables of alternative of price
and communications with the new car salesman may enter the
decision.

If the consumer is trying to decide between two or
three makes of automobiles with which he is familiar, he will

probably be in the stage of behavior which Howard and Sheth

3OFrancis S. Bourne, "Different Kinds of Decisions
and Reference Group Influence," Marketing and the Behavioral
Sciences, 6p. ¢it., pp. 247-55.

3lpranklin B. Evans, "Correlates of Automobile Shop-
ping Behavior," Op. Zit.




53

have called limited problem solving. In this limited problem
solving stage, the consumer will look at the alternatives
that are available to him but will make no effort fo conduct
a search for other alternatives that are available to hinm,
The next level of behavior that the consumer is
hypothesized to exhibit may be called a semi-extensive prob-
lem solving stage. In this stage, the consumer conducts a
limited search for his clarification of alternatives. In
this stage, the consumer may bring the members of his immedi-
ate family into the decision process. In addition, the con-
sumer may read some advertisements concerning the make or
makes of automobiles that he is considering for purchase.
If the consumer is likely to exhibit brand loyal behavior,
the advertisements may be of the make that he presently owns.
Often consumers appear to take more notice of automobile ad-
vertisements if they own that particular type of automobile.
However, the reason for this reinforcement does not appear
to be dissonance on the part of the consumer.32
In all of the preceding stages of automobile buying
behavior, the consumer was assumed to have formed a favor-
able post-decision evaluation of his presently owned auto-
mobile. However, when the element of a favorable post-

decision evaluation is not prresent, the consumer is assumed

to move into that stage of buying behavior that Howard has

32James F. Engel, "Are Automobile Purchasers Dissonant
Consgmers," Journal of Marketing, Vol. 27 (April 1963), pp.
55-5 .




54

called intensive problem solving. This stage of behavior
really has no place in the Howard and Sheth model unless it
is placed somewhere between the limited problem solving
stage and the extensive problem solving stage since the con-
sumer is aware of the product which he is not in the Howard
and Sheth extensive problem solving stage.

In this stage, all of the hypothesized variables may
come into play as the consumer attempts to choose among
makes with which he is unfamiliar. For example, this could
be a minor switch from one make of sedan to another, or the
awitch could be a major switch as from a sedan to a sports
car or to a foreign make of automobile. In theory, when an
unfavorable post-decision takes place, the consumer will
select a different make of automobile from the one he pres-
ently owns.,

To summarize, there are five levels of hypothesized
behavior. The first level occurs when the consumer has
formed a favorable post-decision evaluation toward both the
dealer and the make of automobile and remains brand loyal
and dealer loyal. The second level of behavior curs when
the consumer remains brand loyal, but shops betw:en dealers
for price or other factors. The third level of behavior
occurs when the consumer considers other makes of automobiles,
but remains brand loyal. The consumer is in the fourth level
of behavior when he considers other makes of automobiles,

brings immediate family members into the decision making,
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and consults advertisements of automobiles. The consumer is
at the final level when he has formed an unfavorable post-
Jjecision evaluation of his automobile and has definitely
decided not to purchase the same make of automobile again.
If the consumer considers all of the alternatives available
to him, he has a great many decisions to make. To help the
reader visualize the hypothesized automobile buyer behavior
variables and to depict to an extent the probable relation-
ships among these hypothesized variables, see Figure 5 on

the following page.
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CHAPTER IV

SURVEY RESULTS

Introduction

In the previous chapter hypothesized variables of
automobile buying behavior were developed on the basis of
many different research findings, some related and some un-
related to one another. In addition, most of these findings
dealt with only one variable and did not attempt to evaluate
the importance of the variable in relation to the other vari-
ables of buying behavior. As does Mittlestaet, this writer
has some real doubts about the validity of any model, be it
a model of general buyer behavior 6r a model for one gpecific
product (automobiles) constructed on the basis of such re-
search findings.1

In attempting to validate the present hypothesized
variables, the writer found himself facing some very diffi-
cult problems. First, does one select one or a very few
customers, study and observe their behavior and hope that
thege consumers represent all other cousumers, Certainly,

these would be possible in a nearly homogeneous society

lRobert A. Mittlestaet, "Criteria for a Theory of Con-
sumer Behavior," Consumer Behavior: Contemporary Research
in Action, €ds. Holloway, Mittelstaet. and Venkatesan (Boston:

Foughton Mifflin Companyy 1971), pp. t-13.

57
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where all individuals behave in a like manner. However, the
consumers in the United States are too heterogeneous in na-
ture to make this feasible for the study of thé variables of
buyer behavior. About all ome could say for variables in-
vestigated on this basis is that the model represents the
behavior of that individual or group of individuals. The
second option is to draw a sample large enough to be repre-
sentative of some heterogeneous population and try to con-
struct norms of buyer behavior while realizing that, like
the "normal man," the "average consumer" probably does not
exist,

A second problem is observation of behavior. Pre-
sumably green bean stocks growing in two different types of
soil do hot alter their behavior patterns as a result of be-
ing measured and observed. The same cannot be :said about

2 if a person knows he is be-

human beings. As Sherif notes,
ing observed, he is likely to act in a manner that he feels
will please the observer. In addition, if one chooses to be
representative of some population, observation of behavior
becomes all but impossible unless one has a very large staff
constantly on call. In the present investigation, it would

have been impcssible, in the opinion of this writer, to ob-

gserve constantly the actions of 184 different individuals.

ZMuzafer Sherif and Carolyn Sherif, Reference Groups
(New York: Harver and Row, Publishers, 1964), pp. 35-41.
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A third problem is that many of the variables in all
of the buyer behavioral modeéls are simply not observable.
These variables are the consumer's thoughts and are not ob-
servable until the consumer takes some action concerning his
thoughts. Moreover, the consumer may never take action on
gsome of his thought processes, and the only way to obtain
some information is to ask the respondent to answer questions.
There are three basic types of questions that can be asked
of a respondent:3 (1) questions that respondents can answer
and will answer, (2) questions that respondents can but won't
angwer, and (3) questioms that respondents can't answer.

The researcher's probes into consumer behavior by gquestion-
ing are limited to the first type of question.

As was mentioned previously, the attempted validation
of the hypothesized variables was done by questioning 184
respondents. Thus, the results of the survey are dependent
upon the respondent's recall of the situation and his feel-
ing at the time. In addition, the reactions of the consumer's
reference and primary groups are reported as the consumer

perceived their reactions.

Survey Results and the Variables

The results of the survey supported some, but not all

of the assumptions of the new automobile buyer behavioral

3Harper W. Boyd, Jr. and Ralph Westfall, Marketin
Research, 3rd ed. (Homewood, I11.: Richard D. Irwinm, I§$2),

Pp. 131-36.



variables and the resulting hypotheses. For example,
although the writer believed that the husband of the family
unit, where applicable, would be the dominant factor in the
decision to purchase a new car,4 he hypothesized that the
decision to purchase a new car would be more complex and
would be subject to more personal and impersonal influence
than the findings of the study will support. For the mos
part, the brand loyal buyer appears to fit into what Loward
calls the Automoatic Response Behavior phase, where the con-
sumer has a great deal of experience with the product and

> or in what Howard and Sheth have la-

hag ceased to learnm,
beled the Routinized Response Behavior phase, where the con-
sumer is well acquainted with the product class and has a
preferred brand within that product class, but changing mar-
ket conditions may cause the consumer to learn about a chang-
ing factor each time he makes a purchase.6
In other cases, the brand loyal consumer appeared to

be in Howard's ILimited Problem Solving phase, Where some

45ee Elizabeth H. Wolgast, "Do Husbands or Wifes Make
the Purchase Decisions," Journal of Marketing (October 1958),
pp. 151-58; and Harry Sharp and Paul Mott, "Consumer Decisions
in the Metropolitan Family," Journal of Marketing (October

1956), pp. 149-56.

5John A. Howard, Marketing Management: Analysis and
Planning, rev. ed. (Homewood, 1ll.: Hichard D. irwin, 1963),
PP 37-69-

6John A. Howard and Jagdish N. Sheth, The Theory of
Buyer Behavior (New York: John Wiley & Sons, Inc., Ié%gs,
Pp. 47.
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amount of thinking takes place and there is some search for
the clarification of alternatives.7 This Limited Problem
Solving phase occurred largely when the consumer was remain-
ing brand loyal, but was switching models within the same
brand of automobile. The brand loyal consumer may not fit
into the Howard and Sheth Limited Problem Solving phase since
this would require the introduction of a new model8 within
the same brand of automobile, which usually does not occur
every model year.

As might be expected, the brand switching buyer
exhibited a more complex buying behavior pattern but failed
to be influenced by all of the variables hypothesized in
this writer's automobile buyer behavior variables. The
brand switching buyer was gemerally found to be in what
Howard calls Extensive Problem Solving phase and in some
cages the Limited Problem Solving phase of behavior.

Whether the automobile consumers were in the Extensive
Problem Solving Phase or in the Limited Problem Solving
Phase, the decision to purchase a new car and the type of
car to purchase remained largely & family decision. The
only appreciable amount of personal influence, outside the
personal influence of the immediate family, came from the

new car salesman who appeared to be acting in the role of an

Tyonn A. Howard, op. Cit., pp. T7-86.
8

John A. Howard and Jagdish N. Sheth, op. e¢it., pp.
238-30.
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expert.

The following analysis will examine the variables of
the hypothesized automobile buyer behavior in light of the
findings of the survey taken to validate the model. The two
basic types of overt behavior under examination are brand
loyal behavior and brand switching behavior. For ease of
analysis, the respondents in the survey have been divided
into brand loyal owners (purchase of the same manufacturer's
make of car again) and brand swltchmg owners (purchase of a
different manufacturer's make of automoblle)

The survey gathered a quantity of dat_a in terms of
the buyer's behavior and cpinions prior to the purchase of

the new car, at the time of the purchase of the new car, and

since the purchase of the new car, a3 the respondent recalled

this behavior or opinions at the time of the interview. So

that the reader may better analyze the findings in terms of
the variables of hypothesized new car buyer behavior, each
of the major endogenous variables will be examined as to the

effect of the exogenous variables on that endogenous variable.

Pogt-Decision Evaluation

When the consumer has owmed a car prior to the pur-
chase of his present car, his post-decision evaluation of -
his previously owned eutomebile may be one of the import-
ant considerations as to whether to remain brand loyal.

Among the hypothesized variables, post-decision evaluation
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wag aifected by a number of exogemous variables. Two of
these variables are (1) the servide the car has received uas
perceived by the consumer and (2) the guality of the dealer-
skip service as perceived by the consumer. In the survey,
the service the car has regquired was measured by the car's
mechanical reliability as perceived by the owner. There is
strong evidence that good mechanical reliability on the part
of the car ané& good service on part of the dealer, as per-
ceived by the owner, leadsto favorable post-decision evalu-
ations on the part of the owner; however, there is almost
certain evidence that poor mechanical reliability on the
part of the car and poor service on the part of the dealer-
ship may lead to an unfavorable post-decision evaluation con-
cerning the presently owned automobile. All of the respond-
ents in the survey who said that they would definitely not
purchase the same car again gave poor dealership gervice as
the reagon, with 19% of those giving poor dealership gervice
with the factor of poor mechanical reliability on the part
of the car.

The service the car has required as measured by its
mechanical reliability in the eyes of its owner and the
quality of dealership service Were combined to show their
effect on the formation of an unfavorable post-decision
evaluation because the respondents in the survey combined
the two variables. However, it may be useful to look at

each of these variables separately and examine each of them
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in more detail,

liechanical Reliability of the Automobile

The effect of unfavorable mechanical reliability on
the pért of the car as perceived by the consumer has already
been demonstrated. However, most of the consumers in the
survey (82%) rated the mechanicel reliability of their auto-
mobiles as good or excellent. A glance at Table 1 reveals
that brand loyal owners are significantly more likely to rate
the mechanical reliability as being good or excellent. Thus,
it would appear that the car's mechanical reliability as per-
ceived by the owner is an important variable in at least
partially determining the owner's post-decision evaluation.
In other words, people who have owned the same brand of car
previously are more likely to rate the mechanical reliability
of their present car as good or excellent and are more likely
to intend to purchase the same make of automobile again as
this was evidenced when they were asked if they intended to
purchase the same car again. Significantly more brand loyal
owners (64.10 %) said they intended to purchase the same man-
ufacturer's make of automobile again, while only 35.10 % of
the brand switching owners said that they intended to pur- .. __ .
chase the game manufacturer's make of automobile again ( z =

6.35 > 2.57).9 Thus, it would appear that, for the most

9Since the population parameters are not known, the
test of differences is techniecally & critical ratio "t" test;
Bowever, the critical ratio "z" will be used to designate the
use of the area under the normal curve.
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part, brand loyal owners have decided on the make of auto-
mobile they like, while the brand swiiching owners gtill

seem to be searching.

TABLE 1
Mechanical Reliability of New Car

ag Perceived by the Consumer

Mechanical Percent of Brand Percent of Brand Signifiiance

Rating Loyal Owners Switching Ovmers Test
Excellent 69072 30028 8095 > 2-57
Good 59.59 40.48 2.52 > 1,96

Source: Survey of Oklahoma City New Car Buyers

As an additional test of association between giving
the present car an good or excellent rating in terms of the
car's mechanical reliability and being a brand loyal owner,

the Spearman Rho Rank Correlation test was utilized. The

Spearman Rho Rank Correlation test was used because the gques-

tion of mechanical reliability of the consumer's automobile
provided results that were highly skewed and did not fit a

normal distribution.ll This procedure was used to test the

1oThe use of 2.57 standard errors indicates a test at
the .01 level of gignificance, while 1.96 standard errors
indicates a test at the .05 level of significance.

llRobert D. Mason, Statistical Techniques in Business
and Economics (Homewecod, IIL.: Hichard D. lrwin, lnc., 1970)

pp. 305-00.

9
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association between a high rating on mechanical reliability
and brand loyal behavior on the part of the consumer. The
rank correlation coefficient between brand loyal behavior
and a high rating on mechanical reliability was found to be
.89, which is significant beyond the .01l level (z = 8.73>
2.57). Thus, by all the statistical tests utilized, the
mechanical reliability of the consumer's car appears to be

an important variable in determining post-decision evaluation
and in determining the consumer's brand switching or brand

loyal behavior.

Dealership Service

The second variable concerning itself with the physi-
cal operation of the car was the quality of the dealership
service as perceived by the consumer. Again there is a
significant difference between the way that the brand loyal
soncumers and the brand switching consumers perceived the
quality Qf the dealership service. Significantly, more brand
loyal owners thought that they were getting good service (z =
6.91) 2.57), while conversely significantly more brand
switching owners thought that they were receiving either poor
or vad service from the dealership (z = 2.37> 1.96).

is was true with the car's perceived mechanical re-
liability, the perceived quality of the dealership service
was a skewed digtribution, and again the Spearman Rho Corre-
lation test was used to test for association between the per-
ceived quality of dealership service and brand loyalty. The

rank correlation between brand loyalty and the perceived
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quality of dealership service was .936, which is significant
beyond the .01 level (z = 11.89272.57). Thus, like the per-
ceived mechanical reliability of the car, the perceived
quality of dealership service appears to be important in
forming the consumer's post-decision evaluation of his auto-
mobile, at least as far as either brand loyal or brand

switching behavior is involved.

Group Influences

The measurement of the personal influence on the con-~
sumer's decision regarding which car to buy is much more
difficult to measure. This influence may come in the form
of advice and conversation, or it may be more subtle and
consist of the members of the reference group having some
attributes, real or imagined, which the individual perceives
he will obtain if he purchases a like car. This would pre-
sumably explain the formation of car clubs like the "Corvette
¢lub." PFinally, this influence may be in the form of simply
not disapproving of the purchase, thereby leading the con-
sumer to assume the individual's or group's acceptance of the

car nurchase.

In the present investigation, the manner in which
personal influence from groups is measured is in terms of
whether the consumer perceived that the groups in guestion
thought that the consumer had made a good decision in the

purcnase of his car. The results of the survey questions
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concerning the consumer's perceptions of what a particular
group thought about the purchase of his car were somewhat
disappointing. This was the fact that there were no sig-
nificant differences in the groups except for the two polar
positions of immediate family members living with the con-
sumer and casual friends who by definition the consumer saw
on the average of less than once every two weeks., Between
tnese two groups, significantly more customers felt that
their immediate family members disapproved of their purchase
of the car than was true of the consumer's casual friends.
This was probably true because the consumer is usually in
daily contact with the members of his immediate family, and
thus may be more perceptive to their true feelings. The
difference was significant beyond the .01 level (z = 4.73 >
2.57) .

The lack of significant differences between the con-
sumer's perception of how the other groups felt about the
purchase of the consumer's car may be due to the principle
of congruity. The principle of congruity was first intro-

duced by Osgood and Tannenbaum in 1955,12

and is a special
case of balance theory. Specifically, the principle of con-
gruity is a special case of balance theory and deals with

the problem of direction of attitude change. Osgood and

120. E. Osgood and P. H. Tannenbaum, "The Principles
of Congruity in the Prediction of Attitude Change," Psycho-
logical Review, Vol. 62 (1955), 42-55.
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"annenbaun believe that judgement frames of reference tend
toward maximum simplicity; and since all-or-nothing judge-
ments are gimpler than refined judgements, valuations tend
toward extremes. Leon Festinger popularized the theory for
marketers in his study of digsonant automobile purchasers.13
Festinger believes that individuals try to establish consist-
ency or congruity among his attitudes, opinions, and values.
Translated into psychological terms, these opinions, atti-
tudes, and values become knowledge, opinions, and beliefs

and are called cognitions., Dissonance is the result of in-
consistency among the individual's cognitions. Thus, in
order to reduce dissonance, the consumer's perception of how
a certain group feels about thé purchase of his automobile
may be a distortion of how the group actually feels. If this
is the present case, then the consumer may be better able to
distort the attitudes of his casual friends, whom he sees
only occasionally, than the attitudes of his immediate fam-
ily, with whom he is probably in daily contact. In additionm,
although the study deals only with buyers of foreign cars,
there is gome evidence to suggest that the consumer is
selective in terms of those to waom he shows the car.14 In

tauis case, the consumer would presumably seek out only those

13Leon Festinger, A Theory of Cognitive Dissonance
(Stanford, Calif.: Stanford University Press, 1950).

14John R. Stuteville, "The Buyer as a Salesman,"
Journal of Marketing, Vol. 32 (July 1968), pp. 14-18,
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individuals from whom he expects to receive favorable evalu-
ations concerning his new car. Of course, such selectivity
may not be possible with immediate family members or close
friends.

By examining Table 2, the reader is able to see a
slight inverse relationship between the closeness of the
relationship of the consumer to the group and the consumer's
perceiving that the particular group thought he had made a
wige decision in the purchase of his ¢ar. The closer the
relationship to the consumer, the lower the number of con-
suners who felt the members of that grbup felt that they
(the consumers) had made a wise decision.

Inplied, although not hypothesized explicitly in the
buyer behavior model, are the group influences that may come
into play in the process of making thedecision to purchase a
new car and the make of new car to purchase. Of the con-
sumers surveyed, 63.95 percent said that they had talked
about the purchase of their new cars with either family or
friends, or both, prior to the purchase of their new cars.
As might be expected, the consumer who was exhibiting brand
loyal behavior and who was presumably farther along the
learning curve and had a product preference, was less likely
to discuss the purchase of the new car with family or friends
than was the brand switching buyer (z = 9.27>2.57).

Less than half of the consumers (27.72 %) who said

they had talked the purchase over with family or friends
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TABLE 2
Consumer's Perceptions of Group Members

Feelings Concerning Purchage Car

Percentage of Consumers
Feeling that Group Mem-

bers Thought that the Group
Consumer had Made a Wige
Decision
76.09 Immediate Farily Members (llVlng

with the consumer)

81.52 Other Family Members (not living
with the consumer)

83.15 Friends (people seen at least
twice per week)

85.87 Co-workers (people seen at least
twice per week)

96.96 Casual Friends (people seen less
than twice per week

Source: Survey of Oklahoma City New Car Buyers

reported that they were influenced by these groups. In fact,
none of the consumers who said they were influenced by other
people said that they were influenced by friends. All of
the reported influence came from members of the consumer's
immediate family. This may be gomewhat implied in Table 2,
where consumers perceived greater acceptance by friends of
the ourchase than they did from immediate family members.

If the consumer approached an immediate family member for

advice and then failed to follow his advice, he perhaps felt
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tnat the ipmediate family member thought he had made a pad
decision. On the other hand, if a friend was not approached,
and if the friend later offered no comment on the purchasc,
the consumer might perceive the absence of a comment as
signifying approval of the consumer's decision to purchase
that particular make of car. There was no significant dif-
ference between brand loyai buyers and brand switching buy-
ers as being influenced by members of the immediate family.
In addition, none of the consumers could recall an instance
when they sought assistance from a family member and did not

receive the assistance they desired.

Financial Status and Expectations

The consumer's current financial position and his
expectations concerning his fubure financial position were
two additional variables that were thought to affect the con-
sumer's post-decision evaluation. As the reader can see from
Exhibit 1 from the market research department of Ford Motor
Company, consumers buy cars for several reasons. If the
previously owned car had been both expensive to purchase and
to maintain relative to the consumer's financial position,
it was thought that the consumer would probably form an un-
favorable post-decision evaluation. If this were true, and
if the consumer purchased the car for financial consider-
ations, one might expect to see more brand switching behavior

among low income groups. However, the results of the survey
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=XHIBIT ONE

NEW CAR BUYING MOTIVATIONS
BY MARKET SEGMENT

PERCENT OF 19?0 NEW CAR BUYERS INDICATNG THESE

ECONOWY 600D

OF OPERATION  VALUE |
AND FOR EXTERIOR  RIDING
MANTENMCE  MONEY  DURABLITY APPEARANCE COMFORT
MARKET SEGMENTS |
INPORTS 48% 48% 30% 10% %
COMPACT 42 47 14 20 - 5
SMALL SPECIALTY 12 24 0 56 3
INTERMEDIATE 12 30 18 4| 13
STANDARD 1S 36 25 24 22
MEDIUM 6 29 28 24 39
PERSONAL LUXURY 2 } 6 49 38
LUXURY 3 4 25 23 4"
AERAGE NEW CAR BUYER  20% 34% 22% 26% 19%

Source: Supplied to the author by the Karketing Research
Department of Ford Motor Company while the author

was participating in Ford Motor Company's "Project
Pinto"® .
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did not support this assumption, and brand loyal owners and
brand switching owners were found to be distributed equally
among people of all income levels. No gignificant differ-
ences were found between brand loyal buyers and brand switch-
ing buyers at different income levels.

In terms of the income expectations of the new car
buyers, there were no differences between brand loyal buyers
and brand switching buyers in income expectations for those
consumers who expected no income increase, or income in-
creages up to 30 percent of their present income. However,
those consumers whc expected large income increases over the
next five years (46 up to 60 percent more) were all under 25
years old and were all brand switching buyers. While not
many consumers expected large income increases, 4.89 percent
of the consumers expected income increases of 40 to 49 per-
cent more; and 4.35 percent expected income increases of 50
to 59 percent more. Ir both cases, there was a significant
difference from zero at the .05 level of significance (z =

2.05>1.96; z = 2.17> 1.96).

Economic Outlook

Financial expectations in the model were hypothesized
to affect the consumer's income expectations. To get some
reasure of the economic outlook as the consumer perceived it,
and to verify the previously stated income expectations, the

consumers were asked to think back to the time when they
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purchased their automobiles and try to recall their expec-
tations with respect to five factors: business conditions,
household prices, income after taxes, the previous purchase
of a good costing $200 or more during the last two months,
and the planned purchase of a good costing 3200 or more in
the next two months. There may be, of course, several in-
herent weaknesses in these types of questions. PFirst is the
assumption that the respondents in this survey considered
the five factors when they were considering the purchase of
their automobile. Second, the respondents may not be able
to accurately recall their expectations of these five factors
at the time they purchased their automobi.res. However, the
respondents appeared to have little difficulty in answering
these questions. Whether the answers reflect their feelings
concerning these factors at the time of car purchase is an-
other matter.

The reasoning for the questions was that consumers
when planning the purchase of a durable good such as an auto-
mobile would make the decision not only on the basis of their
present income, but on the basis of the economic outlook and
their own future expectations in terms of real disposable
income. The reason for this concern on the part of the con-
sumer about future disposable income is that most consumers
finance the purchase of their automobile through a bank or
loan company. Thus, the consumer continues paying for the

automobile not only at the time that he takes possession of
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the car, but for a period of two to five years, depending
upon the length of time for which the car is financed. The
results of the questions presented in Table 3 are an ad-
ditional indication of how the consumer thinks he felt at
the time that the automobile was purchased.

As cante seen from Table 3, mogst of the new car buyers
thought that business conditions would improve or remain the
same at the time they purchased their automobiles. The tests
ior differences in the population parameters revealed that
significantly more brand loyal buyers thought that business
conditions would remain the same (z = 3.89) 2.57), while sig-
nificantly more brand switching buyers thought that business
conditions would improve (z = 6.89>2.57). A4s was the case
with the previous question qoncerning income, significantly
more brand switching buyers thought that their income after
taxes would increase (z = 8.02)2.57). Although an inference,
these findings suggest that brand switching consumers may be
more optimistic concerning future earnings than are brand
loyal consumers. This supposed optimism about future income
nay be a factor in their brand switching bebavior. No other
significant differences were found between brand loyal and
brand switching owners in response to this question.

To gee if the consumers now perceived conditions as
being different from their expectations when they purchasged
their automobiles, the same set of questions was asked con-

cerning the conditions after they purchased their cars. The
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TABLE 3

Consumer Expectations at the
Time of Purchase of New Car

Factor Sample Population
Expectaticn Percent Estimate %

BUSINESS CONDITIONS WILL:

DeCline vececsveccsncesss 04.89 ...eeeee. OL.77 to 08.01
Remain the same scevesees 98.69 teveeee.. 51.58 to 65.80
ImProve secesseccsscsesse 36041 soivesee. 29.45 to 43.37

BOUSEHOLD PRICES WILL:

DeCline secesssasessnsees 00,00 ......... 00,00

Remain the same eeeveeses 40,76 ..iveeees 33.67 to 47.85
TNCrEASE eoevescossosocse 59024 weveveess 55.12 o 66.33
INCOME AFTER TAXES WILL:

DECline coeseececscccsosse 0815 seveeeees 04.21 to 12.09

Remain the SAME eeosecees 9870 eeeeseese 51.59 to 65.80
InCreaSB R R N 33015 X R 26035 to 39.35

$200 GOOD PURCHASES DURING
LaST TWO MONTHS:

YeS P A A Y Y E N R R W 32061 seeos0coe 25.83 t°39.39
NO cevescescecocnsensonsas 67039 6esececee 60.61 tO 74.17

PLAN PURCHASE OF §200 GOOD:
Yes XX EEEERNN RN N NN 23091 e0sevvesvoe 17.76 to 30.06
NO N EEEEEE RN NN NI R IR ] 76.09 s 00000 69.94 to 82.24

Source: Survey of Oklahoma City New Car Buyers
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regsults are given in Table 4.

By comparing the two tabi2s, we find that the only
significant differences occur in the &reas of household
prices and income after taxes. Significantly more consumers
expected household prices to remain the same at the time that
they purchased their cars, while these same consumers felt
that household prices had risen since the purchase of their
new car. In the case of income after taxes, significantly
more consumers thought that their income would decline after
taxes when they purchased their car than those who said their
income after taxes had declined since the purchase of their

automobile.

The psychological Variables

The last of the exogenous variables thought to affect
the post-decision evaluation of the congumer was the person-
ality make-up of that consumer. To determine if brand loyal
buyers could be differentiated from brand switching buyers
by personality or psychologicai variables the Edwards Per-
sonality Preference Schedule was administered to each of the
respondents. The Edwards Personality test was chosen because
it had been used previously to test personality traits of
automobile buyers,15 its relative ease in administration and

its standardization.

lsFranklin B. Bvans, "Correlates of Automobile Shop-
ping Behavior," Journal of Marketing,XXVI (October 1962), pp.

14-11.
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TABLE 4
Consumer Perceptions of Conditiong

After Purchase of New Car

Condition Sample Population
Perception Percent Estimate %

BUSINESS CONDITIONS HAVE:
Declines eseeceeesssecssse 09.78 .......05.51 to 14.05

Remained the Same .s.oeee 51e63 ..o.. 48.96 to 63.30
Improved 200000 Q8sOROORSS 38059 oo 000 31055 to 45.63

HOUSEHOLD PRICES HAVE:
Declmed S0 0000000000000 00.00 L Y Oo.oo

Remained the Same ....... 23.91 ..... 17.76 to 30.06
Increased seccesevessecsse 76009 s000s 69.94 to 82.20

INCOME AFTER TAXES HAS:
Declined ....ecccceecceeee 17.93 ..... 12.38 to 23.48

Remained the Same .eceeee 54.35 .eee. 47.16 to 61.45
Increased 9295 0 6050005000090 00 27.72 L BN 2 N 21.25 to 34.19
AFTER CAR PUACHASE $200
GOOD PURCHASED:
Yes ee DO OORIRSEOECSRSIOOEOOIOOEOEDOEO 45065 eeo v e 38-46 tO 52.84
NO 0000000000 00000000000 54035 cee 0o 47-16 tO 61.54

Source: Survey of Oklahoma City New Car Buyers
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The personality test purported to measure the follow-

ing personality needs:

1.

2.

g.

10.

On

Achievement: The need to do one's best, to ac-
complish something of great significance.

Deference: The need to find out what others think,
To accept the leadership of others.

Exhibition: The need to say witty and clever
things, to talk about personal achievements.

Autonomy: The need to be able to come and go as
one desires, to say what one thinks about things.

Affiliation: The need to be loyal to friends, to
make ag many friends as possible.

Intraception: The need to analyze one's feelings
and motives, to analyze the behavior of others.

Dominance: The need to be a leader in the groups
to which one belongs, to tell others how to do
their jobs.

Abasements The need to feel guilty when cne does
something wrong, to feel inferior to others in
most respects.

Change: The need to do new and different things,
0 participate in new fads and fashions.

Aggression:s The need to attack contrary points of
View, to get revenge for insults.

the basis of the studies presented in chapter three,

it was hypothesized that significant differences would be

found between brand loyal buyers and brand switching buyers

in certain personality traits. The personality traits in

which the

brand loyal buyers and the brand switching buyers

were thought to differ were Aggression, Change, and perhaps

Deference.

However, the results were very disappointing in

that no significant differences could be found between brand
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loyal buyers and brand switching buyers at either the .01
level or the .05 level in any of the ten variables that the

test measured.
Although the results were disappointing, the lack of

significant differences in personality traits was not too

16

surprising. Evans™ in his study failed to find any signifi-

cant differences between Ford and Chevorlet owners. As

Brody and Cunningham point out

Many people ir marketing have theorized
that personality should be related to the con-
sumer-decision process. Thus consumers with
various personality profiles would be more or
less likely to be brand loyal, purchase spec-
ific styles or colors, prefer certain brand
or stores, or exhibit other persistent be-
havior patterns. However, attempts to docu-
ment these relationships have not been notably
successful and there is & growing feeling that
the study of personality is likely to provide
little insight beyondIShat provided by stand-
ard demographic data.

There were some differences at lower levels of sig-
nificance but the design of the study was not to draw infer-
ences concerning the population parameters when differences
between the sample variables of that magnitude could occur

purely by chance five or more times out of a hundred. This

is not to say that there are no differences in the personality

167pi4.

17Robert P. Brady and Scott M. Cunningham, "Person-
ality Variables and the Consumer Decision Process," Research
in Consumer Behavior, ed., Kollat, Blackwell and Engel (New
York: Holt, Rinebart and Wington, Inc., 1970), p. 156.
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traits between brand loyal and brand switching buyers, but
merely that the instrument chosen to measure these differ-
ences was not capable of measuring these differences with a
level of sophistication that would lead to significant dif-
ferences at the .05 or .01 level of statistical significance.
Nevertheless, for the purposes of this study, it must be

gaid that no significant differences exist in the personality
traits between brand loyal buyers and brand switching buyers

as measured by the Edwards Test.

The Decigion

The preceding exogenous variables affected only the
consumer's post-decision evaluation. The exogenous variables
presented in the following section were hypothesized to af-
fect both the consumer's post-decision evaluation, which in
turn affects the consumer's decision, and the decision pro-
cess itself. There are a great many results to be presented
in this section. For ease of presentation, the exogenous
variables and their effect on tﬁe endogenous variable of de-
cigion will at first be examined separately, and then

collectively.

Communications with the New Car Salesman

One of the exogenous variables that was thought to
affect both the consumer's decision and his poat decision
evaluation was the communications that the consumer had with

the new car salesman before and after the purchase of the
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car. In dealing with the consumer's decision to buy a new
car, there are actually three decisions for the consumer to
make, The consumer must decide when to buy thke car, where
to buy the car, and the make and model of automobile to pur-
chase. In some cases the three decisions could be separated
by the respondent, and in some cases the decisions occurred
simultaneously and cannot be separated.

In the survey, 32.06 percent of the consumers said
that having a friend at the dealership was an important or
a very important reason to purchase a new car without ref-
erence to make or model. Among ““ase consumers who said a
Iriend at the dealership was -: inportant or a very important
factor in their decision "~ buy & new car, there were sig-
nificantly more brand loyal owners than brand switching
owners (z = 6,93%2.57). This finding suggests that brand
loyal dealers often return to the same "friend" at the
dealership to purchase their cars.

When asked if having a friend at the dealership was
an important or very important reason in the purchase of the
particular make and model of their automobile, 25.54 percent
of the customers said that a friend at the dealership wes
important or very important. Again, significantly more brand
loyal owners thought that having a friend at the dealership
was important or very important (g = 2.704)>1.96). Thus,
the dealership, as indicated by earlier evidence, again ap-

pears important in brand loyal behavior.
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In the survey, 36.41 percent of the consumers said
they felt that salesman helped them in their decision to pur-
chase a new car, and an additional 09.04 percent of the con-
sumers said that the new car salesman bad probably helped
them in their decision as to which new car to purchase.
Significantly more brand switching owners said that the new
car salesman helped them in their decision more than did the
brand loyal owners (z = 4.30>2.57). Thus, it appears that
the new car salesman does exert influences over the consumer
decision procegs. The results of the survey suggest that for
brand loyal owners the new cer salesman's influence works
mainly through the mechanism of post-decision evaluation and
then to the decision process; while in the case of the brand
switching buyer, the influence of the salesman appears to
affect the decision process directly, or at least more di-

rectly than in the case of the brand loyal buyer.

¥ass Communications

Another variable that was hypothesized to affect both
the consumer's post decision evaluation and his actual de-
cision to purchase his new car was mass communications, both
in the form of advertising and non—advertising. As one
measure of the effectiveness of advertising, the new car
buyers were asked to fill in the blanks on several automobile
slogans using unaided recall. As can be seen from Table 5

there appears to be little relationship between identifying
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TABLE 5
Consumer's Unaided Recall of

Various Brands of Automobile Slogans

Automobile Percent Owning Percent Recall
Type of Car of Car Slogan
Chevrolet 26.10 72.83
Plymouth 4.90 36.41
Cadillac 3.80 3.26
Ford 21.74 5.44
Dodge 2.17 85.71
Mercury 1.63 0.54
MG 1.09 1.09
Lincoln 2.17 9.24
Jaguar 0.54 8.69

Source: Survey of Oklahoma City New Car Buyers

the car slogan and ownership of the automobile. The co-
efficient of correlation between being able to complete the
car slogan using unaided recall and ownership of the car was
.37 (r = .37). This gives a coefficient of determination of
.137, which means that roughly 14 percent of the association
between a consumer being able to identify a car slogan and
owning that brand of car can be explained by being able to

identify the automobile slogan.

In order to determine what other effects advertising
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might have on the potential new car consumer, the respond-
ents were asked if they recalled using a dealer's newspaper
advertisement as a specific information source. Only 13.58
percent of the respondents in the survey could recall using
a dealer's advertigement as an information source. Among
consumers who did use a dealer's newspaper advertisement as
an information source, there was no significant difference
in the number of brand switching and brand loyal cwners.,

The advertigsing of the automobile manufacturers
apparently has less effect than that of the local automobile
dealers. Only 4.73 percent of the respondents said that they
vigited a dealer's showroom because of a manufacturer's ad-
vertisement., As was the case with the dealer's advertise-
ment, there was no significant difference in the number of
brand switching owners and the number of brand loyal owners
who said they had visited a dealer's showroom because of a
manufacturer's advertisement.

The majority of the respondents, 63.57 percent, said
they thought that advertising was equally as believable as
other advertising for expensive goods. Significantly more
brand loyal buyers thought that automobile advertising was
either more believable (z = 5.45>2.57), or as equally be-
lieveable as, other advertising for expensive goods (z =
5.58>2.57)., Thus, while most of the consumers considered
advertising to be as believable as other types of advertis-

ing, the brand loyal buyers tended to give automobile
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advertising a higher rating. The gample percents and esti-

mations of the population parameters are given in Table 6.

TABLE 6

Believability of Automobile Advertising
Versus Other Advertising for Expensive
Goods as Perceived by the Consumer

Rating Sample Population
Percent Estimate ¢

More Believable eesecesccsess 08.69 .... 04.62 to 13.31
Somewhat More Believable .... 17.93 .... 12.39 to 23.47
Equally Believabié sececsesss 63.57 oeee 56,71 to 70.53
Somewhat Less Believable .... 02.72 .... 00.39 to 05.05
Much Less Believable eseeeses 07.07 .... 03.33 to 10.81

Source: Survey of Oklahoma City New Car Buyers

Advertising for new cars was also compared with other
advertising for expensive goods in terms of the information
value contained in the advertising. Again the majority of
the respondents in the survey, 58.69 percent, thought that
automobile advertising was equally as informative as other
types of advertising. Significantly more brand switching
buyers thought automobile advertising was more informative
(z = 3.19>2.57). Thus, while significantly more brand loyal
owners said that they thought that advertising for auto-

mobiles was more believable than advertising for other
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expensive goods, significantly more brand switching owners
thought that automobile advertising was more informative
than other types of advertising. This might suggest that
brand gwitching consumers use advertising as an information
gource with reference to automobiles.

In addition to advertising, the consumers' use of
other forms of mass communications was investigated. Appar-
ently new car buyers rely more on advertisements for infor-
mation than was originally hypothesized in building the
model. Only 4.89 percent of the respondents reported read-

ing such automotive magazines as Car and Driver or Road and

Track. A few more respondents, 14.37 percent, said that
they read more general magazines that dealt with automotive

reports such as Consumer Reports or Changing Times. Although

14.37 percent of the consumers said that they read such gen-
eral nature nagazines, only 3.8 percent of the consumers said
that they used these magazines as information sources when
they purchased their new car. Although significantly more
brand loyal owners said that they read these general nature
nagazines (z = 3.12>2.57), no significant difference could
be found between the numbers of brand loyal owners and the
numbers of brand switching owners who said that they used
these magazines as information sources when purchasing their
car.

In the survey, consumers were given several reasons

for purchasing a new car and asked to rate the importance of
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each reason in their decisién to purchase a new car on a
five-point scale. Automobile advertising was rated as un-
important or not very important by 79.36 percent of the re-
spondents in the survey, and none of the respondents gave
advertising as being very important in the purchase of their
new car. Advertising was given a rating of important by
14.67 percent of the consumers interviewed; and among these
consumers, there were significantly more brand loyal owners
than brand switching owners (z = 2.14>1.96). The remaining
5.98 percent of the respondents in the survey rated advertis-

ing as being somewhat important.

Alternatives Available

An additional variablé 1n the hypothesized model of
new car buying behavior is the range of alternatives avail-
able to the consumer in terms of priee and styling. In order
to determine the effect of these alternatives on the con-
gumer's decision to purchase a new car and the model of car
to purchase, these alternatives were given as reasons %o pur-
chase a new car along with several other probable reasons
for the purchase of a new car. The consumers Were asked to
rate the importance of each reasoﬁ on a five-point scale with
respect to their decision to purchase a new car and their
decision to purchase the brand of automobile they purchased.

The price offered by the dealer was given as a very

important reason by 40.76 percent of the consumers. Among
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these consumers who said price was very important in their
decigion to purchase a new car, there were significantly
more brand loyal ccnsumers than brand switching consumers

(z = 6.13>2.57). An additional 23.37 percent of the con-
sumers said price was important in their decision to pur-
chase a new car, while 21.74 percent of the consumers said
that price was somewhat important in their decision to pur-
chase a new car. Only 14.33 percent of the consumers said
price was unimportant or not very important in their decision
to purchase a new car.

With reference to the particular model and make of
automobile that they purchased, 36.96 percent of the con-
sumers said that an attractive price offered by the dealer-
ship was a very important reason in their decision to pur-
chase that particular brand of car. Again, there were sig-
nificantly more brand loyal consumers in this group than
brand switching consumers (z = 5.66>2.57). An additional
30.98 percent of the consumers said that price was an import-
ant reéson in the purchase of their car. As was true for
the other two groups, there were again significantly more
brand loyal owners in this group (z = 3.97>2.57). The
apparent importance of the price to the brand loyal owner
fits in nicely with the fact that significantly more brand
loyal buyers visited more than one dealer's showroom prior
to the purchase of their automobile (z = 3.36>2.57).
Apparently, brand loyal buyers tend to decide on the make
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and model of car they want to purchase and then shop dealers
to obtain the best price.

The price offered by the dealership was rated as
gsomewhat impdrtant by 16.75 percent of the respondents, and
there was no significant difference between the numbers of
brand switching consumers and brand loyal consumers among
these respondents. The rest of the consumers (83.25%) said
price was unimportant in their decision to buy their make
and model of automobile. As could be expected from the pre-
vious findings, there were significantly more brand switch-
ing buyers than brand loyal buyers in this group.

Another variable is the appearance of the automobile.
The majority of new car buyers, 77.17 percent, said that they
thought that the appearance of the new cars was an important
or very important reason in their decision to buy a new car.
There were significantly more brand loyal owners than brand
switching owners that said that the appearance of the new
dars was an important or very important factor in their de-
cision to buy a new car (z = 6.49>2.57). Of the buyers who
thought appearance was important or very important, 27.17
said appearance was very important, while the remamining per-
cent said that appearance was important. There wWas no sig-
nificant difference between the number of brand loyal buyers
and the number of brand switching buyers who thought that
appearance was important (z = 1,67<<1.96). Of the remaining

consumers, 13.58 percent thought that appearance was somewhat
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important; 4.35 percent thought that appearance was not very
important; and 4.51 percent of the consumers gaid that the
appearance of the new cars was unimportant in their decision
tc purchase a new automobile.

Thirty-six percent of the consumers in the survey said
that the styling of the model of automobile they purchased
was a very important factor in their selection of that make
and model. There were significantly more brand loyal owners
that held this opinion concerning styling than brand switch-
ing owners (z = 2.59>1.,96). Slightly less than half of the
respondents, 40.76 percent, said that styling was an import-
ant reason in the selection of their automobile; but there
wag no significant difference in the number of brand loyal
owners and the number of brand switching owners that felt
that styling was an important reason in the selection of
their particular automobile.

Thus, the factors of the car's price and styling are
perceived by the new car consumer as being very important or
important in their decision to purchase a new car and in the
decigion as to what new car they should purchase., Approxi-
mately 64 percent of the consumers said that price was an
important or a very important factor in their decision to
buy a new car; and about 68 percent of the consumers said
price was a very important or important factor in the de-
cision as to the car to buy. The styling or appearance of

the new cars was either very important or important to about
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77 percent of the consumers in their decision to buy a new
car, and approximately 77 percent of the consumers said that
styling was either a very important or important factor in
their decision as to which car to buy. Therefore, price and
styling become the most important variables as percieved by

the consumer thus far.

Additional Variables

In addition to the variables hypothesized in new car
buying behavior, it was thought that there might be other
variagles or reasons as to why people decide to purchase a
new car and why they choose the make and model that they buy.
For the most part, the variables already included in the
model were the variables most mentioned by the respondents
in this study.

One of the variables that appeared to be important in
the decision to purchase a new car, and one which was not in-
cluded directly in the original model, was the fact that the
consumer's previous car needed costly repairs, or at least
the consumer perceived that his 0ld car needed costly repairs.
0f the respondents surveyed, 33.15 percent said that costly
repairs were a very important factor in their decision to
purchase a new car. An additional 26.63 percent said that
repairs were an important factor in their decision to buy a
new car. Thus, while repairs on the traded-in car are in-

directly included in the mechanical reliability of the old
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car and the quality of the dealership service, the fact that
almost 60 percent of the respondents said that this was an
important or very important reason indicates that this vari-
able should be included as a separate variable in the new
car buyer behavior model.

Another variable that wds not included in the original
variables was the consumer's need for a second car. About
one fourth, 27.17 percent, of the respondents in the survey
said this need for a second car was either an important or
very important factor in their decision to purchase a new
car. This factor should be included in the revised model,
especially since it is highly significant in terms of the
number of brand loyal owners giving this as a reason compared
to the brand switching owners (z = 13.13>2.57).

The periodic purchase of an automobile at intervals
of one, two, three, or four years or longer is apparently
not an important variable in the consumer's decision to pur-
chase a new car. Only 8.79 percent of the consumers said
this was a very important reason in their decision to pur-
chese a new car, while 77.71 percent of the customers said
that the periodic purchase of an automobile was either un-
important or not very important in their desision to purchase
a new car.

Another variable that was not directly considered
except in the psychological variables was the need for change

for change's sake. Although no significant difference could
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be found between brand loyal buyers and brand switching
buyers in the level of their need for change, 35.94 percent
of the respondents said that being tired of their old car
was a very important reason in their decision to purchase a
new car. Among this group, there were significantly more
brand switching buyers than brand loyal buyers. The differ-
ence is significant beyond the .0001 level which means a
difference this large could occur by chance less than once
in ten thousand times (z = 10.,02>2.57).

In terms of why consumers purchased the particular
make and model they did purchase, several variables were
introduced that were indirectly included, but hot explicitly
listed. One of these variables was the consumer's past ex-
perience with the dealership. This variable is included in
parts of iwo other variables listed in the model: the qual-
ity of dealership service the consumer has received on his
automobile and the consumer's communications with the new
car salesman. The consumer's previous experience with the
dealership was perceived as being very important by 28.26
percent of the respondents. Within this group there was a
gsignificantly greater number of brand loyal buyers (z = 2.94
>2,57). An additional 13.04 percent of the respondents said
that previpus experience with the déalership was important,'
and these respondents were all. brand loyal owners. These
findings compare favorably with the earlier findings on the

consumer's ratings of the quality of the dealership service
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that they were receiving. _

Another variable that corresponds closely with a
variable included in the model is the consumer's experience
with his previous car and the listed model variable of mech-
anical relaibility of the automobile. Almost half, 45.65
percent, of the respondents said that previcus experience
with the same make of automobils was a very important factor
in the selection of their present particular make of auto~
mobile. As could be expedted, there were significantly more
brand loyal owners than brand switching owners giving pre-~
vious experience with the same make of automobile as a very
important reason (z = 5.42>2.57). This finding corresponds
closely with the previous findings concerning the mechanical
reliability of the present car, the car owned previously,
and the intention to purchase the same make of automobile.
In all cases, .there were significantly more brand loyal
owners who had owned the same brand of car previously, who
rated the mechanical reliability of their present car as ex-

cellent, and who planned to purchase the same brand of auto-

mobile again.

Computer Model

In order to get some indication &s to the importance
of the reasons for the purchase of a new car and the reasons
for the purchase of a.particular make of car and the result-
ing brand loyal or brand switching behavior, the I.B.M.
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Scientific Subroutine Package (1130-CM-02X) was utilized.
The specific subroutine used was SRANK which measures the
correlation between two variables by means of the Spearman
rank correlation coefficient, given two vectors of n obser-
vations for the varisbles. This subroutine was used because
of the non-normal distribution of the rankings. To perform

the analysis, the 184 respondents were divided into 22 -

18 19

classes on the bagsis of per capita family income. Evans

had noted that shoppers had lower incomes than did the non-
shoppers; however, the present investigation failed to pro-
duce any significant differences in income between brand
loyal buyers and non-brand loyal buyers. To determine if
family per capita income could act as a better predictor of
brand loyal behavior in the purchase of an automobile and the
reasons that people give for their decision to purchase a
car and also a particular brand of car, the respondents were
iivided into 22 classes based upon family per capita income.
The results of the first computer model are summarized
in Table 7. Previously quoted findings showed that signifi-
cantly more brand loyal owners in their decision to buy a
car gave a higher rating to attractive price offered by the
dealer. As can be seen from Table 7 there is a high degree

of association between the attractive price offered by the

18)ivided by increments of $500.00 of family per
capita income.

19 ranklin B. Evans, Op. Cit.
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TABLE 7

Summary of Computer kodel One. Correlation Between
Brand Loyalty and Reason for Car Purchase

Correlation Measure of Different

Variable  Variable oo criciems Significance From Zero

Y X-1 .9215 10.187 Yes
Y X-2 .9396 11.898 Yes
Y X-3 .9684 17.365 Yes
Y X-4 .89192 10.043 Yes
Y X-5 .9913 33.764 Yes
Y X-6 .9576 14.874 Yes
Y X-7 .9429 12.661 Yes
Where:
Y = Brand Loyalty by per capita.income
X-1 = Attractive Price Offered by Dealer

X~2 = Costly Repairs Needed on 01ld Car

X-3 Needed a Second Car

X4

Appearance of New Car Models

X-5 = Buy a New Car Ever 30 Often

X-6 = Friend at the Dealership

X-7 = Tired of 0ld Car

The hypothesis to be tested is that the correlation

coefficient is not significantly different from zero
at the .01 level. If the computed t is greater than
2.845, the hypothesis is rejected.
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dealer and the brand loyal buyer with a relatively high
family per capita income in his decision to purchase a new
car,

Significantly more brand loyal owners than brand
switching buyers gave as a reason costly repairs needed on
their o0ld car a higher rating in their decision to purchase
3 new car. The finding suggests that the more affluent
brand loyal owners make their decision to purchase a new car
when they perceive that costly repairs will be needed on
their present car, while the less affluent simply have their
0ld cars repaired. It should be remembered that approxi-
mately 60 percent of the respondents said that costly re-
pairs needed on their old car was a very important or import-
ant reason in their decision to purchase a new car,

Within the income divisions already explained, there
was a high degree of relationship between the brand loyal
buyer and the need for a second car receiving a high rating
in his decision to purchase a new car. However, it should
be remembered that only 27.17 percent of the respondents said
that the need for a second car was a very important or im-
vortant reason for the purchase of the new car.

Given the family per capita income classifications,
the appearance of the new car models received the lowest
correlation between brand loyalty and the importance of this

reagon in the consumer's decision to purchase a new car.
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Analysis of the rankings gives the reason for the relatively
low correlation coefficient. While significantly more brand
loyal owners listed this as a very important reason; only
27.17 percent of the respondents said that the appearance of
the new car models was a very impertant reason. Fifty per-
cent of the respondents said that the appearance of the new
car models was an important reason in their decision to buy
a new car, but in this voting there was no significant dif-
ference between the number of brand loyal owners and brand
switching owners.

The reason for buying a car so often had a correlation
coefficient of .9913 between brand loyalty and the decision
not to buy & new car. In other words, buying a new car
every so often is not important in the brand loyal buyers
decision to purchase & new car. Indeed, buying a new car
ever so often does not appear to be a very valid reason for
the decision to buy a new car since 77.71 percent of the re-
spondents said this reason was either not very important or
unimportant in their decision to purchase a new car.

Brand loyal behavior and having a friend at the
dealership had a correlation coefficient of .9577 within the
income classes as a reason to purchase a new car. This cor-
responds with the finding that significantly more brand loyal
buyers rated having a friend at the dealership as being
either important or very important.

The last ligted reason in the consumer's decision to
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purchase a new car was that of being tired of his old car,
This had a correlation coefficient of .943 between brand
gwitching behavior and the decision to purchase a new car
for consumers with higher family per capita income. This
corresponds to the finding that significantly more brand
switching owners ranked this reason as being either import-
ant or very important in their decision to purchase a new

car,

The Second Computer Model

As was done with the first computer model, the find-
ings of the second computer model are summarized in Table 8.
The second computer model deals with the reasons that people
buy the particular make of automobile that they do buy. Some
of the reasons used in the second computer model are the same
as those uged in the first computer model, while others dif-
fer from those used in the first model.

As was true with the first computer model, the distri-
bution in the second model was also non-normal, and the same
I.B.N. sub-routine was used. As was done in the first com-
puter model, the 184 respondents were divided into 22 classes
to perform the analysis.

The first reason for buying the particular brand of
automobile purchased was the owners' previous exper;’.ence with
that brand of automobile. As might have been expected, the

correlation coefficient between brand loyal behavior and
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TABLE 8

Summary of Computer Model Two.
Correlation Between Brand Loyalty
and Reagon for Particular Car Purchased

ariable Variable Goriglation  Messuoof - Different

Y X-1 +9232 10.743 Yes

Y X-2 .8704 7.907 Yes

Y X-3 -.9684 17.359 Yes

Y X-4 .9198 10.485 Yes

Y X-5 .9588 15.090 Yes

Y X-6 .9845 25.312 Yes

Y X-1 +9560 15.566 Yes
Where:

Y = Brand Loyalty by Per Capita Income

X-1 = Previous Experience with Same Brand of Automobile

X-2 = Styling of Automobile

X-3 = Brand Recommended by Others.

X-4 = Attractive Price Offered by Dealer
X-5 = Friend at Desaler

X-6 = Advertising

X-T7 = Previous Experience with the Dealer

The hypothesis to be tested is that the correlation co-
efficient is not significantly different from zero at
the .01 level. If the computed % is greater than 2.845,

the hypothegsis is rejected.



103

previous experience with the same brand of automobile was
.9232. Thisg finding validates the previous finding that
significantly more brand loyal owners ranked thiz reason as
being very important.

The coefficient of correlation for styling and brand
loyalty was found to be somewhat lower than with previous
experience with the same car. This somewhat lower coeffi-
cient corresponds to the finding that significantly more
brand loyal owners ranked styling as being very important in
their decigion to buy their particular make of automobile,
but no significant difference could be found in the numbers
of brand loyal owners and brand switching owners giving
styling a ranking of importance. ‘

The Spearman correlation coefficient between a high
ranking on having the brand recommended to the consumer by
others and brand switching behavior was found to be .9684.
Thus, there is an association between brand switching be-
havior and seeking the advice of others in the purchasge of
zn automobile. However, it should be pointed out that only
8.59 percent of the respondents ranked the reason recommended
by others as being very important, while about 70 percent of
the respondents ranked this reason as unimportant or not very
important.

The rank correlation coefficient between brand loyalty
within income classes and the reason of an attractive price

ofiered by the dealer was .,9198. This coefficient agrees
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with the finding that significantly more brand loyal owners
ranked the attractive price by the dealer as being very im-
portant or important. On the other hand, significantly more
brand switching bﬁyers ranked the price by the dealership as
being unimportant. Approximately 37 percent of the respond-
ents in the survey ranked the price offered by the dealership
as being very important.

Having a friend at the dealership and exhibiting brand
loyal behavior on the part of the consumer had a rank corre-
lation of .9588. This corresponds with the finding that
significantly more brand loyal consumers ranked having a&
friend at the dealership as being either very important or
important. The friend at the dealership tended to be more
important to those brand loyal consumers who had relatively
high family per capita income than those with lower family
per capita incomes.

Advertising wag ranked as unimportant or not very
important by almost 80 percent of therespondents as a reason
for the purchase of their particular brand of automobile,
and none of the respondents gave advertising as a very im-
portant reason for the purchase of their car. However among
the respondents that ranked advertising as an important or
somewhat important reason, there was a high rank correlation
coefficient between brand loyalty and ranking advertising as
important or somewhat important. This corresponds with the

sct that significantly more brand loyal owners gave
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advertising an important ranking (z = 2.14>1.96).

The last variable or reagson that the respondents were
agked to rank was that of previous experience with the
dealership. As might be expected, there was a high corre-
lation between brand loyalty and previous experience with
the dealership. A little over 28 percent of the respondents
ranked previous experience with the dealership as being very
important in the purchase of their automobile. Among these
respondents, there were significantly more brand loyal owners
than brand switching owners. All of the respondents that
ranked experience as being important in the purchase of their
particular car were brand loyal owners. In addition, all of
these respondents said that they did not trade in a car when
purchasing their present new car. In other words, these were

families acquiring a second or third car.

Sumnary
By combining the number of respondents who either list
a reason as very important or important, it may be possible
to determine the relative importance of the reasons people
prerceive they purchase the make of automobile they buy. If
tnis combining is done, then the respondents report perceiv-
ing that their car's styling and price are the two most im-
portant reasons for buying their car. No significant differ-

ence was found between the number of brand loyal buyers and

brand switching buyers believing styling was the most
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important reason for the purchase of their car.

Price, the next most important reported reason, had
more brand loyal buyers than brand switching buyers listing
price as the second most important reason.

The third most important reason, as perceived and re-
ported by the respondents, was previous experience with the
same make of car. As has been previously reported, there
were gignificantly more brand loyal respondents giving pre-
vious experience as the important reason for the purchase of
their car.

By combining the reasons of "recommended to me by
others" and a "friend at the dealership," it may be possible
to get some idea of the role of personal influence in the
purchase of the consumer's car. When this combining is done,
personal influence becomes the fourth most important reason
for the purchase of the consumer's specific car. The find-
ings concerning possible personal influence are mixed. DMore
brand switching owners said that "recommended to me by
others" was the reason. On the other hand, there were more
brand loyal owners reporting that "having a friend at the
dealership" ‘was more important. However, it does appear that
pergonal influence does enter into the decision to purchase
a new car for some people and is an important variable that
should be included in a hypothesized model of new car buyer

behavior.
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The least important reason for the purchase of their
car, as perceived and reported by the respondents, was ad-
vertiging. Thus, among the variables of styling, priée,
personal influence ("recommended to me by others" plus "a
friend at the dealership"), and advertising, advertising was
perceived as being the least important. This does not mean
that advertising is not important since the respondents did
report it as important, but few of the respondents gave it a
high ranking. &lso it is possible that advertising affecis

the respondents to a greater degree than they perceive.




CHAPTER V

CONCLUSIONS

Introduction

In this chapter the hypotheses presented in Chapter
One will be evaluated on the basis of the findings presented
in Chapter Four. For the reader's clarification, the major
hypotheses and subhypotheses will be restated, and then each
will be examined in the light of the findings of this in-
vestigation. After the hypotheses have been examined, a
diagram of the hypothesized variables of automobile buyer
behavior and the probable interaction among these variables
will be constructed based upon the findings of this investi-
gation of Oklahoma City New Car Buyers in 1968 and the other

findings presented in this dissertation.

The Hypotheses

The major hypotheses upon which the study was guided

are
l. that influentials or opinion leaders and the

people they influence are similar in that they
belong to the same social and working groups,

have the same friends, and know one another's
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2.

4.

6.
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fanilies;t

that influentials are relatively more interested
in automobiles than are the people they influence;
that while influentials distribute information
and influence, they themselves receive most of
their information through personal channels;

that interpersonal communications as perceived by
the respondent are a more powerful agent than are
magss communications in influencing a consumer's
decision to purchase a new car without regard to
make or model;

that interpersonal communications will be reported
as a more important part in consumer decision
meking where brand switching behavior as compared
to brand loyal behavior is exhibited;

that a consumer's post-decision evaluation is the
most important variable among the listed variables
in his decision to purchase or not to purchase the
same make of car again;2
that consumers who form favorable post-decision

evaluationg toward their present automobiles are

lInfluentials are defined as people who affect other
people's attitudes about previously owned, presently owned,
or future automobiles.

2

For the purposes of this study, post-decision evalu-

ation was defined as the consumer's overall attitude toward
nis present and past automobiles.
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more likely to exhibit brand loyalty behavior;
and

that consumers who form unfavoravle post-decision
evaluations toward their previous automobiles are

more likely to exhibit brand switching behavior.

These eight hypotheses comprise the najor hypotheses

upon which this study was built. Because post-decision

evaluation was thought to be the most important variable in

the consumer's decision as to whether or not to remain brand

loyal, several subhypotheses were developed to explain the

consuaer's favorable or unfavorable post-decision evaluation.

These subhypotheses are

1.

2.

3.

that post-decision evaluation tends to become
unfavorable as the frequency of automobile repair
rises;

that a consumer with a highly aggressive person-
ality trait will exhibit less tolerance toward
automobile repairs and will therefore report be-
coning easily dissatisfied with his automobile as
the frequency of automobile repairs rise;3
that a consumer with a high personality need for
change is more likely to report an unfavorable

post-decision evaluation;4

3Personality traits as measured by the Edwards Per-
sonality Profile.

41bid.
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4, that when primary or reference group members own
gimilar makes of automobiles and have favorable
vost-decision evaluations toward their automobiles,
the consumer is less likely to report an unfavor-
able evaluation toward his automobile;

5. that 2 consumer is more likely to report an un-
favorable post-decision evaluation if in his

opinion the quality of the dealership is poor.5

Evaluation of Hypotheses

The eight major hypotheses and five subhypotheses will
now be evaluated in light of the findings of this investiga-
tion, with the major hypotheses being examined first,

The first major hypothesis was

—-that influentials or opinion leaders and
the people they influence are similar in
that they belong to the same social and
working groups, have the same friends,
and know one another's families.

In the inveetigation, all of the consumers who re-
ported that they had received help from personal sources,
other than from the new car salesman, said that they had
talked with either family members or close friends. Over
half of all respondents, 63.59 percent, recalled having dis-

cussed the purchase of the new car with family or friends;

but only 27.72 percent said that the friends or family

sIn contrast to the dealer's reputation for service
or information available from the dealer's service records.
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members with whom they had  talked actually helped them in
their decision to purchase & particular brand of new car.
The survey also revealed that brand switching owners were
far more likely to seek the help of family or friends. The
difference between brand loyal owners and brand switching
buyers seeking help from family and friends was found to be
significant beyond the .01 level (z = 9.27>2,57). Finally,
of those consumers who said that they had received help in
their decision to purchase a new car from family or friends,
all said that they had talked only with immediate family
membersg; and these same respondents recalled that they had
received help from the individual from whom they had sought
help.

The problem here may be of trying to distinguish the
actual amount of personal influence from the amount of per-
sonal influence perceived ammd ¥eported-dy-the respondents.
In the survey, approximately 64% of the respondents said that
they had talked with family or friends concerning the pur-
chase of a new car, but only about 28% perceived that they
had been influenced by these conversations. In addition,
all of the perceived influence was reported as coming from
menbers of the buyers immediate family. In the light of the
Katz and Laganfeld findings in their book, Personal Influ-

enc:e,6 it seems unlikely that not any of the respondents were

6Da.niel Katz and Paul F. Lazarfeld, Personal Influence
(Glenco, I1l.: The Free Press, 1950).
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influenced by the comments of the friemds with whom they
talked concerning the purchase of their cars. It does
appear likely that they may not have perceived that they
were being influenced by their friends.

The findings do strongly suggest that most of the
majority of personal influence in the purchase of a new car
comes from the members of the buyer's immediate family.

This would appear logical since it may be the members of the
immediate family who are most likely to be affected in terms
of possible use by the purchase of the car. The findings
also suggest that this seeking out for help is much more
likely to take place when the consumer is exhibiting brand
switching behavior., This finding would tend to agree with
some of the general models of buyer behavior examined in
Chapter Three.

However, the first hypothesis in its present form
should probably be rejected since it implies that personal
influence is always present in the decision to purchase an
sutomobile, and that personal influence is equally likely to
come from family, friends, or co-workers. The survey results
reveal that about 36% of the respondents said they talked to
no one concerning the purchase of the car. This still does
not necessarily rule out personal influence if that influence
is coming from an individual.or group that is acting in the
role of a reference individual or reference group, and if

the buyer does not know the individual on a personal basis
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or is not a member of the group. In this case, the buyer
may be trying to emulate the mores of that individual or
sroup by the purchase of the car. If this is the reason,
the respondent may be reluctant to report the reason if he
nimgelf is aware of it. Unfortunately, this type of in-
fluence is difficult to ascertain in questionnaires. The
tirst major hypothesis could be rewritten to state that when
perscnal influence is present, the influentials and the
people they influence are similar and are likely to belong
to the same imuediate family group as the consumer.

The gecond major hypothesis was

--that the influentials are relatively
more interested in automobiles than are
the people that they influence.

In the reinterviews with the people whom the con-
sumers designated as influentials, the influentials reported
no more sources 6f information than did the consumer who made
the purchase of the automobile. While the influentials said
they recognized that they had helped in the selection of the
rake and model of car purchased, they did not report perceiv-
ing themselves as being an expert in the field of automobiles,
nor did a significant number of these influentials read such

ragazines as Motor Trend or Car and Driver. Thus, the

hypothesis that influentials are more interested in auto-
mobiles than are the people they influence would appear to
be rejected since no measureable proof.of this increased

interest was found.
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The third major hypothesis was
--that while influentials distribute
information and influence, they them-
gelves receive most of their informa-
tion through personal channels.

This hypothesis would appear to be valid, since a
significant number of these designated influentials sszid
that they did not read automotive magazines, nor did the
designated influentials say that they made any special
effort to view the new cars as the model year changed., When
the designated influentiajp -ware asked how they obtained
their information or formed their opinions concerning the
purchased car, most of them said it had come from conversa-
tions with other family members, from viewing the car, and
from conversations with the new car salesman. Thus, the new
car salesman again enters the variables as an "expert.”

The fourth major hypothesis was

-<that ‘imerpersonal communications as
perceived by the respondent are a more
powerful agent than are mass communi-
cations in influencing a consumer's
decision to purchase a new car without
regard to make or model.

This hypothesis appeared to be validated by the in-
vestigation, especially if the influence of the new car
salesman is included in the investigation. The differences
on the five-point rating scales are so great that interper-
gsonal influence from: either the new car salesman or from

family members or friends exerts much more influence on con-

sumers than do mass communications when making their decision
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to purchase a new car. Approximately 43 percent of the
consumers perceived and reported some form of personal in-
fluence as being either very important or important in the
decision to purchase their automobiles, while only about 16
percent of the respondents felt that some form of mass com-
munications was either very important or important in their
decision to purchase a new car.

The fifth major hypothesis of this investigation was

--that interpersonal communications will
be reported as a more important part in
consumer decision making where brand
switching behavior as compared to brand
loyal behavior is exhkbited.

The findings concerning this hypothesis break down
somewhat. Significantly more brand switching owners than
brand loyal owners said‘that they had been helped in their
decision process by the new car salesman (z = 4.32> 2,57).
In addition, significantly more brand switching owners than
brand loyal owners said that they had discussed the purchase
of their new car with family members or friends prior to the
purchase of the new car (z = 9.266> 2.57). The breakdown
comes in the influence of the family members in the purchase
of the new car. No significant differences could be found
between the number of brand switching owners and the number
of brand loyal owners who said that family members influenced
them in the purchase of their car at the .05 level of sig-

nificance (z = 1.65<1,96). Thus, while the results reveal

that the new car salesman plays a more important part in the
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decision-making process of the brand switching buyer, and
while the brand switching buyer ig more likely to discuss
purchase plans with friends or family, these results do not
support the assumption that the brand switching owner is more
or less subject to personal influence from the communications
than the brand loyal owner, except when the brand switching
owner has had communications with the new car salesman.
The gixth major hypothesis was
--that a consumer's post decision evalu-
ation is the most important variable
anong the listed variables in hig de-
cision to purchase or not to purchase
the same make of automobile again.
The results of the study supported this hypothesis.
Almost half of the new car buyers, 45.65 percent, said that
their previous experience with the same make and model of
automobile was a very important factor in their selection of
their new car. Among this group, there were significantly
more brand loyal owners saying that previous experience with
the same make and model of automobile was a very important
factor in their selection of their new car (z = 5.42>2.75).
An additional 17.93 percent of the respondents said that
their previous experience with the same make and model of
autouobile was an important factor in their decigion to pur-
chage their car. Again there were significantly more brand
loyal owners than brand switching owners in this group (z =
3.64>2.75).
The seventh and eighth major hypotheses follow from
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the sixth major hypothesis. The seventh major hypothesis
was
--that consumers who form favorable
post-decision evaluations toward
present automobiles are more likely
to exhibit brand loyalty behavior.

This hypothesis was supported by the findings of the
sixth hypothesis and by the fact that of the consumers who
said they would not purchase the same car again, all reported
poor gervice from the dealer as being the reason, while 19%
of this group also reported poor mechanical reliability of
their automobile. Thus, the perceived mechanical reliability
of the car and the perceived level of dealership service
appear to be important variables in the determination of
post-decision evaluation and in consumer brand loyalty.

The acceptance of the seventh major hypothesis leads
to the acceptance of the eighth major hypothesis, which was

--that consumers who form unfavorable
post-decision evaluations toward their
previous automobiles are more likely to
exhibit brand switching behavior.

The eight major hypotheses and their acceptance or

rejection are summarized and presented in Table 9.

The Subhypotheses

The subhypotheses were formulated to explain the con-
sumer's favorable or unfavorable post-decision evaluation
toward hig automobile.

The first subhypothesis was
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TABLE 9
Eight Major Hypotheses Summarized

Hypothesis

Accept/Rejsct

1.

2.

3

4.

De

6.

Te

That influentials or opinion leaders
and the people they influence are
similar in that they belong to the
same social and working groups, have
the same friends, and know cne
another's families,

That influentials are relatively more
interested in automobiles than are the
pecple they influence.

That while influentials distribute
information and influence, they them-
selves receive most of their information
through personal channels.

That interpersonal communications as
perceived by the respondent are a more
powerful agent than are mass communica-
tions in influencing a consumer's de-
cision to purchase a new car without
regard to make or model.

That interpersonal communications will
be reported & more important part in
consumer decision making where brand
gwitching behavior as compared to brand
loyal behavior is exhibited.

That a consumer's post decision evalua-
tion among the listed variables is the

most important variable in his decision
to purchase or not to purchase the same
make of car again.

That consumers who form favorable post-

decision evaluations toward their present

automobile are more likely to exhibit
brand loyal behavior.

That consumers who form unfavorable
post-decision evaluations toward their
previous automobiles are more likely to
exhibit brand switching behavior.

Reject

Reject

Accept

Accept

Reject

Accept

Accept

Accept

Source:

Survey of Oklahoma City New Car Buyers
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--that post-decisionrevaluation tends to
tecome unfavorable as the frequency of
automobile repair rises.

This subhypothesis would appear to be true. 3Signifi-
cantly more brand loyal owners rated the mechanical relia-
bility of their cars as excellent or good (ratings 1 and 2
on a 5-point scale). The difference between both brand loyal
buyers' and brand switching buyers' rating the mechanical
reliability of their cars as good or excellent was signifi~
cant beyong the .0l level (z = 8.88>2.75).

Thus, it would appear that consumers who form uniavor-
able post-decision evaluation, do so partially because of a
high perceived level of automobile repakrs. Thut is, if a
consumer has a high perceived level of repairs on his new
car, he may decline to purchase that make of automobile
again.

The second subinypothesis was

--that a consumer with a highly aggressive
personality trait will exhibit less tol-
erance toward automobile repairs and will
therefore report becoming more casily dis-
gatisfied with his automobile as the fre-
quency of automobile repairs rise.

This hypothesis had to do with the psychological
traits of the respondents as measured by the Edwards Person-
ality Profile. Since no significant differences could be
found between brand loyal consumers and brand switching con-

sumers in the psychological variables measured by the Edwards

Personality Profile, this hypothesis remains neither proved
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nor disproved by the results of this gtudy.

The third subhypothesis also had to do with the psy-
chological make-up of the consumer and remains neither proved
nor disproved.

The third subhypothesis-was

--that & consumer with a high personality
need for change is more likely to report
an unfavorable post-decision evaluation.

The fourth subhypothesis was

--that when primary or reference group
members own similar makes of automobiles
and have favorable post-decision evalu-
ations toward their automobiles, the con-
sumer is less likely to report an unfavor-
able evaluation toward his automobile.

This hypothesis is proved to the extent that in two-
car families, both cars were likely to be of the same make,

The fifth and final subhypothesis was

--that a consumer is more likely to re-
port an unfavorable post-decision evalu-
ation if in his opinion the quality of
the dealership service is poor.

This hypothesis appeared readily proved. In the sur-
vey, all of the consumers who said that they would not buy
the same car again gave poor dealership service as the reason.

The five subhypotheses and their acceptance or re-

jection are summarized and presented in Table 10,

The New Variables of Automobile Buyer Behavior

The new variables of automobile buyer behavior are

based upon the findings of this investigation. They include
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TABLE 10

Pive Subhypotheses Summariged

Subhypotheses

Accept/Reject

1.

2.

3.

4.

That post-decision evaluation tends
to become unravorable as the frequency
of automobile repair rises.

That a consumer with a highly aggres-
sive personality trait will exhibit

less tolerance toward automobile re-
pairs, and therefore will report becom~
ing more easily dissatisfied with his
automobile as the frequency of automobile

repairs rise.

That a consumer with a high personality
need for change is more likely to report
unfavorable post-decision evaluations.

That when primary or reference group mem-
bers own similar makes of automobiles and
have favorable post-decigsion evaluations
toward their automobiles, the consumer is
less likely to report an unfavorable
evaluation toward his automobile.

That consumers are more likely to report
unfavorable post-decision evaluations if
in his opinion the quality of the dealer-
ship service is poor.

Accept

Neither

Reither

Partially
Accept

Accept

Source:

Survey of Oklahoma City New Car Buyers
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some of the original variables while excluding other original
variazbles, and adding variables. The deleted variables will

be discussed first, and then the additional variables will

be reviewed.

The Deleted Variables

The first variable that can probably be deleted is
financial status in terms of aggregate family income as a
variable to aid in predicting brand loyal or brand switching
behavior. Brand loyal and brand switching btuyers were found
at all levels of income, and Bo significant differences be-
tween the number of brand loyal buyers and the number of
brand switching buyers at any income level could be found.

It is true that not many low income new car buyers were
found, and the curve representing new car buyers approximated
that of a normal curve with most of the new car buyers being
in the $5,000 to $11,000 range with a slight skew toward the
upper incomes. Financial status,in terms of aggregate family
income, will be replaced with family per capita income, which
gives a better measure of discretionary income.

Another variable that might be safely eliminated in
trying to predict brand loyal or brand swiiching consumer
behavior is social clasgss as measured by income and occupation.
There were no significant differences in the numbers of brand

switching buyers and brand loyal buyers in the various social

groups.,
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Reference groups on the basis of the respondents'
reports should be changed to include only members of the
consumer's immediate family since no evidence was found that
consumers were influenced by any other people, except for the
new car salesman. On the basis of the respondents' reports
the variables of primary groups and the new car salesman
appear adequate to explain the flow of interpersonal in-
fluence among the ligted variables of automobile buyer

behavior.

The Additional Variables

The first additional variable to add to the variables
of new car buyer behavior is the costly repairs needed on
the previous car. In the investigation, 33.15 percent said
costly repairs were a very important reason, while an ade -
ditional 26.63 percent said that this factor was an important
reagon. Thus, almost 60 percent of the respondents gave
costly repairs needed on the previous car as an important or
very important reason for their decision to buy their new
cars. This variable is implicit in the consumer's experience
with the dealership but appears to be important enough to be
explicitly stated.

The second additional variable to be added to the
variables is the consumer's need for a second car. More than
one fourth of the respondents, 27.17 percent, said that the

need for a second car was either an important or a very
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importent reason for the purchase of their car. This vari-
able is highly significant when one compares the number of

brand loyal buyers to the number of brand switching buyers

giving this variable as a reason. Significantly more brand
loyal buyers said that this variable was the reason for the
purchase of their car (z = 13.13> 2.75).

Although the mechanical reliability of the automobile
is implicit in the variable of the service which the previous
car has required, this variable is so important in determin-
ing brand switching or brand loyal behavior that it should
also be explicitly included in the new variables of new car
buyer behavior. Almost half, 45.65 percent, of the respond-
ents gaid their experiences with their previous cars in terms
of its mechanical reliability was a very important factor in
the selection of their new cars. As might be expected, there
were gignificantly more brand loyal than brand switching
owners in this group (z = 5.42>2.57).

Another variable that probably should be explicitly
stated in the new variable is the consumer's overall past
experience with the dealership. This variable was listed as
being very important by 28.26 percent of the consumers, while
an additional 13.04 percent of the consumers thought this was
an important factor in their decision to purchase their pres-
ent cars. Among the group that thought that their past ex-
periences with the dealership was very important, there were

significantly more brand loyal than brand switching owners
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(z = 2.94>2.57T).

The New Variables of Automobile Consumption

The rest of the variables remain the same except for
the manner in which the variables affect one another. The
consumer's primary group now affects not ornly his post-
decision evaluation, but also his decision process as he
actively considers the purchase of the new automobile.

Although personality traits did not prove useful in
predicting brand loyal or brand switching behavior at the
required lavsl of significance, they are included among the
variasbles. The consumer's personality traits are thought to
affect both the consumer's post-decision evaluation of his
previously owned au@omobile and his decision processes in
the gelection ¢f & new car. The consumer's personality
traits are included in the iariablc largely on the basis of
the fact that 36 percent of the consumer's reported being
tired of their old cars as & very important reason for the
purchase of a new car. Among this group, thee were signifi-
cantly more brand switching owners. This finding suggests
that brand switchi-3 consumers may have a higher need for
change than brand loyal consumeis.

The reviset hypothesized variables of new car buyer
behavior are presented in Pigure 1. This writer does not
claim that these variables &:2 ail of the variables of new

car buyer behavior, or eve: that these listed variables are
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the most important variables in new car buying behavior, but
rather that the listed variables are some of the variables
of new car buying behavior. In the case of the stage in the
consumer's life style, thid variable was included in the
finished variable. This was done because in the survey,
although not explicitly evaluated, consumers who were near
retirement had a tendency to expect income decreases. In
addition, the maturing of the consumer's son or daughter may
give rise to the need for a second car.

The findings do suggest, in the writer's opinion, the
fallacy of attempting to determine the variablies of new car
buyer behavior and their relative importance on the basis of
sometimes unrelated research findings. When readhing the
findings concerning only one variable of consumer buying be-
havior, the reader may overevaluate the importance of that
variable as did this reader in evaluating the role of per-
gonal influence in consumer buying behavior in general and
a3 related to new car buying behavior. The writer hypothe-
sized that the personal influence coming from the consumer's
family and friends would be of much more importance than tne
results of the survey could support, given the limitations °
of measurement inherent in the survey. In addition to over-
estimating the amount of influence coming from the consumer's
family and friends, this writer greatly underestimated the

amount of personal influence the new car salesman apparently

has on some new car buyers.
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Finally, the difficulty this writer had in attempting
to validate the proposed variables, while realizing the limi-
tatione in the instruments of measure, makes him doubt the
validity of some of the proposed models of general consumer
buying behavior. This is especially true of those models
constructed on the basis of many research findings from many
different researchers; and containing proposed variables,
some of which may present difficult problems in terms of

attempting to measure their validity and importance.
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( All infromation given will be kept strictly confidential and in no manner
be associated with your name).

QOur records indicate that you have purchased a new car within the last year.
Please indicate the make and model of the car that you purchased. For example,
Make Chevrolet, Model Impala

Make Model

How many cars are now owned by your household

Excluding the most recently purchased car, please fill in the below blanks

for each car presently owned by your household.
) Year Purchased
Make Model ' Purchased New Used

Did the household sell or trade a car to obtain the new car?

Yes No

If the answer to the above question is "Yes", please fill in the below inform-

ation concerning the car or cars traded.
Year
Make Model Purchased New Used
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Has the mechancial reliability of the new car been:
Excellent Good Average

Fair Poor

What type of service have you received from the dealer on the new car:
Excellent Good Average

Fair Poor
On the basis of your experience with the new car, would you purchase
another car of the same make and mode! in the future?
Yes Probably Undecided
Don't Believe so No

Please explain why

Thinking about the purchase of your new car, please number the below alter-
natives in order of the first, second, and third action that you recall taking.
Looking at new car advertisenments in magazines or TV

Looking at dealer's advertisements in newspapers

Visiting dealer's showrooms

Other ( Please Indicate)

How long before you purchased your new car did you start looking at car

advertisements in magazines, with the idea of selecting a new car
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How long before you purchased your new car did you start looking at dealer's

advertisements in the newspapers with the idea of selecting a new car?

How long before you purchased your new car did you actually visit a dealer's

showroom, with the idea of selecting & new car

While at the dealer's showroom, did you talk with a new car salesman?

Yes | No

Including the dealer you bought your car from, how many different dealers

did you visit?

Including the dealer you bought your car from, how many dealers having the

same make of car that you purchased, did you visit

How many times did you visit the dealer you bought your new car from prior

to the actual purchase?

Did you talk with the same salesman each time?

Yes No
If the answer to the previous question is "No", how many different salesmen
did you talk to?

Number of salesmen

What was the main difference between the first salesman and

the salesman who sold your car to you ?




139

Do you feel that the new car salesman from whom you purchased your car
aided you in your decision to buy that make of car?
Yes Probably Uncertain

Doubtful No

Please explain why or how

Did you seriously.consider purchasing any make and models of cars other
than the make and model you actually purchased?

Yes | No

If the answer to the previous question is "Yes", what makes and models did

you consider buying ?
Number of
Make Model Dealers Visited

Did you talk with family members or friends concerning the purchase of your
new car before buying it?

Yes No
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If the answer to the previous question is “Yes", please indicate the friends
or family members you talked to, and their relationship to you ( friend, wife,

son, father-in-law, etc.)

Person Relétionship

Do you feel that any of the family members you talked with assisted you
in your decision as to the make and model of car to purchase?

Yes Probably Uncertain

Doubtful No
Do you feel that any of the friends you talked with assisted you in your
decision as to the make and model of car to purchase?

Yes Probably Uncertain

Doubtful No

If the answer to the previous question is “Yes" or “Probably", would you
please indicate the person who helped you, and the type of assistance that

was given. (Go to the next page)
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Person Type of Aésistance

If a person did assist you, or probably did asgist you, in the purchase of
you car, would you pleacse indicate the person with the letter "Y" for "yes ,
they did help”, and the letter "P" for "probably did help", and the average
number of times per week that vou saw them prior to the time you bought the
car.

Person Number of times seen
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If you did not receive assistance in making your decision from a person you
expected to assist you, please name that person or persons,

Persons

Without referring to any material, can you fill in the blanks to the following
advertising slogans ?

See the USA in your

is out to win you over this year,

, the standard of the world.

Look to for the new.

Join the rebellion.

, the man's car

, safety fast.

, America's most distinguished motor car.

. @ peculiar breed of cat.
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When you were considering the purchase of your car, how many times
do you recall using a dealer's newspaper advertisement as a specific
information source?

Number of times

How many times do you recall visiting a dealer because of a non-dealer,
but general advertisement of a manufacturer's make of automobile ?

Number of times

In general, would you say that automobile advertising, such as is seen
on television and in magazines, in comparison with advertising for other
expensive goods is:

More Believable___ Somewhat more Believable

Equally Believable_ Somewhat less Believable

Much lesé Believable

In general, would you say that automobile advertising, such as is seen
on televisior and in magazines, in comparasion with advertising for other
expensive goods is:

More Informative ' Somewhat more informative

Equally Informative______ Somewhat less informative_

Much less Informative

Do you read any automotive journals such as Motor Trend, Road and Track,

or Car and Driver ?

Yes No

Do you read other magazines that deal with automobile reports such as

Consumer Reports or Changing Times?

Yes No
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Did you use any of the above types of magazines as information sources:

Yes No

Which type

Below are some reasons that people buy new cars without reference to

any particular make or model. Would you please check the importance

of each reason for you at the time you were looking for a new car.

A. Attractive price offered by the dealer
Very Important_____ Important ____ Somewhat Important_____
Not very Important___ Unimportant______

B. Costly repairs needed on old car.
Very Important_____ Important ____ Somewhat Important_____
Not very Important______ Unimportant_____

C. Needed a second car
Very Important_____ Important_____ Somewhat Important_____
Not very Important____ Unimportant____

D. Liked the appearance of the new cars.
Very Important_____ Important ___ Somewhat Important______
Not very Important_____ Unimportant_____

E. Buy a new car every so often--this was the year.
Very Important______ Important______ Somewhat Im.portant___
Not very Important____ Unimportant______

F. Friend at the dealership
Very Important____ Important ____ Somewhat Important_____

Not very Important Unimportant
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G. Tired of my old car
Very Important Important Somewhat Important
Not very Important Unimportant

H. Other(please indicate)

Very Important Important - Somewhat Important
Not very Important Unimportant

1. Other (please indicate)

Very Important____ Important_____ Somewhat Important______
Not very Important____ Unimportant______
Please indicate the importance of the following reasons for buying the
particular make of car which you bought.
A. Previous experience with the same make of car,
Very Important_____ Important _____ Somewhat Important
Not very Important____~ Unimportant_____
B. Liked the styling.
Very Important____~ Important_____ Somewhat Important___
Not very Important_____~ Unimportant____
C. Recommended to me by others.
Very Important___ Important_____ Somewhat Important
Not very Important_____ Unimportant____ '
D. Attractive price offered by the dealer.
Very Important___ Important- ___ Somewhat Important

Not very Important Unimportant
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E. Friend at the dealership
Very Important_____ Important____  Somewhat Important_
‘Not Very Important_____~ Unimportant_____

F. Advertising
Very Important ___ Important______ Somewhat Important______
Not very Important_____~ Unimportant_____

G. Previous experience with the dealership
Very Important_____ Important ___ Somewhat Important_____
Not very Important____ Unimportant_____

H. Other(please indicate)

Very Important Important Somewhat Important
Not very Important Unimportant

I. Other(please indicate)

Very Important_____ Important_____  Somewhat Important
Not very Important____ Unimportant_____
Please indicate whether you believe the following groups think you made
a wise or unwise decision in the purchase of your new car.

Group Decision
Wise Unwise

Immediate family members
(people who live with you)

Other family members
(people not living with you)

Close friends (people who you
see at least twice a week)

Close co-workers (People who
you see at least twice a week)
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Wise Unwise

Cther friends(people who you
see less than twice a week)

Other individuals or groups
not yet mentioned. Please
indicate.

TO ANSWER THE NEXT FIVE QUESTIONS, PLEASE TRY TO THINK BACK TO
THE TIME YOU PURCHASED YOUR NEW CAR, AND RECALL WHAT YOU THEN
BELIEVED TO BE THE SITUATION.
At the time you purchased your car, did you expect business conditions
to:

Decline____ Remainthe Same_____ Improve__
At the time that you purchased your car, did you expect household prices
to:

Decline_ __ Remain the Same_____ Increase_____

At the time that you purchased your car, aid you expect your income after
taxes to:

Decline___ Remainthe Same____ = Increase____
At the time you purchased your car, had you in the previous two months
purchased any good costing $200.00 or more?

Yes No

At the time vou purchased your car, did you plan to buy any good costing
$200.00 or more in the next two months?

Yes No
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Since you purchase you new car, have business conditions, in your opinion:
Declined___ Remained the Same___ __ Improved

Since you purchased your new car, have household prices, in your opinion:
Declined_____ Remained the Same_____~ Increased__

Since you purchased your new car, has your income after taxes:
Declined_____ Remained the Same______ Increased___

Since you purchased your car, have you purchased any good costing $200.00

or more ?

Yes No

e ——

At the present time, do you expect business conditions to:
Decline____  Remainthe Same___ _  Improve__

At the present time, do you expect household prices to:
Decline____  RemaintheSame___ _  Increase_____

At the present time, do you expect your income after taxes to:
Decline____ RemaintheSame_____ Increase___

At the present time, do you plan to purchase any good costing $200.00

or in the next twomonths?

Yes No

As compared with your present income, do you expect your income in the
next five years to be: .
Oto9% mere_____ 10tol9%more 20 to 29%.more___
30to39% more____ 40to 49% more____ 50 to S9% more_____
60 to 69% more____ 70to 79% more_____ 80 to 89% more_____
90 to 99% more_____ 100 to 148% inore__

Or, I expect my income to decline by %
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What is your marital status?
Married____ Single_;_
Divorced Widowed____
What is your sex?
Male____ " Female_____
What is your age?
I5tol9___~ 35to39____ SStod9___
20to 24_____ .40 to44 = 60to64__
25t029__ 45to49____ 65to69___
0to34__  50to54_____ 70andover_____
Please indicate if you are the head of the household. If you are not the
head of the household, please indicate your relationship to the head of
the household:
Head of the Household_____ Wife

Son Daughter

Cther (please indicate)

How many childern live in the household?

Number of childern

Age of Childern

What is the occupation of the head of the household ?

Occupation
Job Title

How many years of school has the head of the house hold completed?

Number of vears of school completed
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Please indicate the total annual family income.

Under $3,000.00_____ $3,000to $4,999_____ $5,000 to $6,999___
$7,000 to $8,999_____ $9,000 to $10,999____ $11,000 to $12,999
$13,000 to $14,999___ $15,000 and over______

What do you believe your income will be five years in the future?

Income in five years per year
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Computation of Sample Size

The sample size for the study was computed by first taking
an initial survey of the Oklahoma County registration books.
This initial survey revealed that 86.10 percent of the registered
owners owned cars manufactured by the big three automobiie man-
ufacturers in the United States. This statistic was used to
compute the sample size for the study. The desires precision
for the sample was a confidence interval of plus or minus five
percent with a confidence coefficient of .95,

Thuss |

1.96 8p = .05
Gp = .02551

To calculate the sample size

6b - \/.86;0: .1390

.
. ,02551 ';197

,000651 ~1197

n

L. 11197
,000651

123,87 or 184

n
As was explained in the section oi methodology, 184 car
buyers of 1968 model cars were selected from the 29 volumes
of the Oklahoma County Registration records. The license
tags are ordered by the letter prefix (XA virough XZ and YA

through YZ) and by number. The procedure of drawing the
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respondents was accomplished by sampling without replacement

over an eight-month period to attempt to avoid temporal tias.
There are twenty-one license tag agencies listed in the yecllow
napcs. Each tag agency is assigned a series of tag numbers;

for example XJ and XO. Thus, the license tag number a respondent
receives is a function of time and where the license tag is pur-
chased, The 1968 car buyer would then apparently appear in the
29 volumes on a randem basis.,

Representativeness of the Sample

Since the population parameters of the 1968 new car buyers
wvere apparently not available, the present study was tested
against two other samples. The first was the Continuing Audit
of Oklzhoma City conducted by the Business Research Center of
{klahona City University for the Oklahoma Publishing Company.

To sec if the Continuing Audit was representative of Oklahoma
ity residents a statistic from.the Continuing Audit was tested
against a known population parameter from the 1970 Census data
concerning Oklahoma City. The Census data recorded that 13.69
nercent of Oklahoma City's population were negroes, while the
Audit gave the percentage as 13 percent for the same year. Tests
of Hypothesis were used to test for a significant difference.

The test was as follows:

/ 313 - .1369 ,0069 |
\/ ,00728 /00728 = ,9478 1.9
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Thus there is no significant difference between the Audit an:
rta 1270 Census,
A

Gn is used as the best estimate of &M and is cal-

culated as follows:

s .- _\/.13;<.87_
67 —\/ - : 7135
- /-ﬁ%—— =1£000053 = .00728

Afrer ascertaining that no significant differcnce oxisted

heteeen the Consumer Audit and the 1970 Census information, the
@moen income statistic found in the present study was compared
with rho mean income statistic of the new car buyers in the

1962 Continuing Audit. The test hypsthesis was as follows:

y x1 - x2 _ 8,301,317 - 7,593.34 =
‘= — = 676,12
Sx1 - x2

707.83  _
L1 - 1.05<1, 96

where:

31 - %2 \/<nl> (nz>
\/Gﬂ 9111 7&2
2135

53,9972 + 671. 952
\/29156.676 + 451156,803
VESE3.479 = 674,116 or (74,12

L}
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The other sample that the present study was tested against
was taken in 1964 of 1963 car buyers. In order to make the
test of hypothesis, it seemed advisable to first adjust the
mean income statistic in the 1964 study to reflect the prowth
in the wage rates. The United States Bureau of Labor Statistics
wape index showed a 1€ percent increase between 1964 and 1962,

Thus, adjusting the 1964 mean income statistic:

1964 sample income mean - 8058.00
vare index adjustment 1,16
adjusted income 9,347.28

The computation of the test of hypothesis becomes ¢

Z = ‘.(] - ;(2 - 9.347028 - 81301.17 -
S%1 - %2 - 852.79 -
L1l . 1.3¢1.96

where:

Sx1 - x2

\ a1 )2 , 2\ 2
\ %!-n—l I‘IZ

7500 7500.11 9111.74

Vzo V]B
Vsas.112 4 671,952
V25774051 + 451516803

= V727257,315 = 352.79

Thus, there is no significant difference at the .05 level he-

tween the present study and the other two samples.,
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An Example of a Z Score Test

In order to give the reader an example of calculation of
test of hypothesis, a 2 score test of hypothesis baotwern the
number of brand loyal consumers and brand switching consumers
giving the reason of "price" being very important will be shown.

Since therec were slightly more brand loyal owners than
brand switching owners (94 to 90), fhe distributions must [irst

be normalized or converted into percents.

n

trand loyal owners giving price as an
important reason 51

Erand switching owners giving price as
an important reason 16

Normalizing the distributions:

% [51 = 5425 o0 [T6 = .1778
The formula to test for a significant difference is:
Z = B _E
P X g J~;"‘D X 9
o Som
rharaf . ¢
ieresores .5425 - ,1778
z - [5425 X 4575 + 1778 x .8222 =
9% 50
03647 = ¢3647 = 5066 > 2.57

V.004152 0644



