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Communicators and communication researchers have traditlonally

con51dered the communlcatlon Process a one-way street--with the com-
municator doing the influenciry and the audience being influenced or
Recent research, however, shows that consumers are not

—

A\\\\\fa551ve redipients of information thrust upon them by a varlety of.

persuaded.
sources. Consumers often take a good deal of 1n1tlat1ve in the com-

municétion.process and_actlvely seek information, even determining the
extent to which they will be influenced by various types of information

/ ) - / ' .
-from-different.sources (Bauer, 1963; Cox, 1963; Newman and chkeman,

1972) . o A . _
" When are consumers likely to take the fnitiative in the communlﬂ
-e--,“cﬂ_,,_‘}

cation process? wﬁatidetermlnes,qgnsumer preferences for klnds and .

- - ""\4-.-.

e SR
sources of information? The ‘findings presented.in thiS’paper»heIp

» answer such questlons for cosmetlcs buyers. The results add to the

llmited amount, of 11terature on the’ 1nformat10n-seek1ng mdBel (Cox, ;
- . -

1963) and shed light on certaln hypotneses about dlfferential prefer-- =

+

ences for amounts, klnds, and sources-of information. -
In the context of communication effects, the fir;dings are of added
.ot - . * {J

interest because they provide some evidence as to the validity of

* -éxisting models of communication process. For example, they suggest
.. : g

when communication may operate in a stimulus-response fashion and when
through mediating processes (Klapper, 1960; Krugman, 1965).

o L3
k]

. Backgroun&

Bauer (1964, 1967) observed tﬁet-most-cdnsbmer }esearch is based,

ugon two types of human behavior models: (1) the "rational" model used

by people such as economists, which assumes thdt the consumer's goal in

+




in a buying situation. R

the buying situation is to maximize his utility by carefully caléu- —
& -
lating alternatiyes according to his tastes-and their re1ative prices,_
e -

_and (2) the "nonrational“ or social influence model used by behaVioral

sCicntists ‘which assumes that man's wants and behaVior are geared to

emulating others and conforming to generallygaceepted norms.
Based upon the¢ assumption that consumer behavior is goal oriented,

communication has been viewed as a commodity consumed by buyers in their

process of identifying and satisfying their buying goals (Bauer, 1963"

Cox‘ 1963). Thus, what is Viewed | by _the advertiser as ¥ “persua/;on" may:

T

\
- be Viewed by the consumer as a dec1sion to use certain informafion that

~

will heip‘her make a better decision.
This study follows Bauer s and . Cox s reasoning, it assumes that

the buyer's communicatidn behayior is a direct outgrowth of her goals

in the‘buying situation. The conception’of "buying gealsh which is

o

used in this study is similar to that of Bauer (1964, 1967):. in the

* buying situaticn some people are more concerned with evaluating product .

. features and some more with pleasing others by emulating people or

groups in their environment. Although it is acknowledyed that consumers -

may respond passively to communication at times, the main'interest of‘

this ctudy is in the behavior which is motivated by, and differentially

dependent upon, the consumer's "rational" and "soc1a1" goal orientations

Prev1ous research suggests that a ratiq_gifgpal orientation is

present in thp buying situation when the consumer evaluates and buys
products on the basis of their relative price, and when she is con-
cerned about the realization of ,the product's functional benefits and

possible undesirable consequences (Cox, 1967b; Bauer, 1967). These
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two orientations (economic and performance) are operationally defined

:“_ . in this study in terms of two variables, price consciousness and per-
Yol
" fbrmance~perce1ved risk respectlvely

A soclal -goal or1entat10n, on the other hand, is assumed to be

o
Lt

-~ present when the buyer behaves according to a.social influence model,

-

that is, when she desires to conform to the perceived expectations -of
- S ey -
— R i ? - . - -
others-and when shé depends upon others for adviceé and guidance (Cox,

]
- L .
. g - ~

1967a). These Social infiuence processes are opergtionally defined

T;;'—“—L““"—”' respectively 1n‘terms ofnormatlveand 1nformat10nal social 1nf1uence

e

a

in decision makfng (Deutsch and- Gerard 1955) T
In the present research our interest in on certaln cr1ter10n

varlables. amount of 1nfbrmatlon used preferences ‘for kinds of infor-

-

" L . mation, preferences for seufEe;‘of 1nformat10n, and opinion leadership.
We expect our criterion variables to relate to the four varlables that
. define the buyer's goals or degree-of invqlvement‘ln the purchaslng

L, ”decision (Robertson, 1973; Chaffee and McLeod, 1973).

Hypotheses : _ S

‘Hr

. Results of previous studies show that information seeking is a

L. - .. function of the buyer's perception of tlie importance of price in deci-

w

C o sion méning (Newmsn and Lgckeman, }9?21. Those who are price conscious
N © may also use tpe.media to find out?about Bargainsfand"may evaluate
products on the basis of their objective attributes, especsally price
. (Nells‘and Tigert; 1971). . : B .;-: | . e

Research by Cox (1967b) suggests that when buyers perceive .per-

formance risk'in the purchase decision they have the need fdr informa-

tion on prodv" performance from personal (formal and 1nformal) sources

of communlcatlon, and they are léast likely to ""trust' sources of

-
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e e w_gnfnxmatlon that_have lou_cnnfldence Value such as the mass‘media The

process of risk “eductlon often ‘involves 1nformat10n seeking on the

part of the buyer, who mey develop some etpertlse as a result of this

T activity and be sought by others for 1nformat10n abéut products (Cox,
~ 1967b). h A

-

Normative social influence in thebuying situation suggests the

——presence of social risk and, therefore, the buyer's need for "social
information mainly from informal personal sources (Cox, 1967a; 1967b) .
. Those who desire to conform to the perceive& expectations of others may

also pay attention to thé media to form impressions of what kinds of

pe0p1e-buy certaih products or brEhds and develop aéSociations of

produzts or brands with varlous life styles (Ogllvy, 1963) They nay

a150‘use thls 1nformat10n to manlpulate the 1mpre551ons others have of
them (Nard and Glbson, 1969)

Finally, 1nformat10na1 social influence in the buylng dec151on is.

a basic assumption of the 1nformat;on-seeklng model, which emphasizes

E3 Fovo - . . . A
the complementary use of formal and informal channels in the communi-

o™

cation process The model seems to apply not only to the "audlence"

'but also to "oplnlon leaders" (Reynolds and Darden, 1971)
. Th: above research suggested the following hypotheses:u.

" R HI: Price consciousness correlates positively with
. " (a) information seeking, (b) preference for objec~
tive information, and (c¢) mass media credibility.

H,: Derformance risk correlates positively with

(a) 1nformation seeking, (b) preference for objec-

tive. information, (c) informal source cred1b111ty,

(d) formal personal source credibility, (e) opinion
leadership, and it correlates negatlvely"wlth

(f) meJss media credlbllﬂgy
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S Hg: Normative social influence correlates positively
v : with (a) information seeking, (b) preference for
social information, (c¢) informal source credibility,
2 (d) mass media credibility, (e) use of specialized
media, and - (f) oplnlon leadershlp

H :..Informatzonal social 1u£1uence correlates posi- .
tively with (a) information seeking, .(b) prefer-
~nées for social information, (¢) informal source

‘ cred1b111ty, (d) formal personal source credibility,
- . e " (¢) mass media credibility, and (f) oplnlon 1eader~
- : ship. .

Methods °

Data for this study were collected via ﬁuestionucires distributed

to female users of cosmetlcs 1n Madlson, W1scons1n, durlng the month of

W

4

November 1974. Parking lanés and stalls in the c1ty s three maln shop-

- - ping centers were selected at random as locations to approach prospec-

[ R TR ‘. . . . "x’. ’ ’ ) . :‘_ :

SR tive sampling subjects. Random selection of patrons of selected stores
o ‘in the downtown area was also”ﬁtilized as a sampling brocedure. Duripg

various days of the week and during business hours, questionnaires were

+ issued to 408 women who stated that they were using cosmetics and agreed

to cooperate. A respondent was included in the final sample if she

4 : - ) ' . . Loe
B

.1ndic§ted that she had been using at least three of the following five
products* perfume, face makeup base, hand cream or lotlon, and at

a8 ’ least one eye makeup .product. These five products were selected on the
e T %
. basis of prev1ou§ research (Wells, 1967), pretests, and 1nterv1ews with
oy . \ w—

S - szespeople. The 206 respo ents in the final sample were actually

using, on the average, 4 these five products.

-\
Varlables in this research cons1sted of -scales formed by sum.ing

several 1tems. _The procedure for developlng the scalés was to factor- . R
> / ' _
analyze 1tems relevant to the areas of prlorl interest where appropri- P

- -

. ate. Items which failed to load s1gu1f1cant1y (.aﬂ or greatsr) on the

y 0
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, hypothesized factor were discarded and remajning items were summed to

" form the scale. Appendix A shows the variables used in this research,

;
’ ]

4 ’ . L, I -
7 along with; their operational definition and measurement.

_ . Active ‘or Passive Audience?
L . - . — A
of prrmary concern in th1s research was the extent to which the |
‘ audlence*&akes the 1n1t1at1ve in’ the communication process, or, to put

it somewhat differently, whether and under what ‘conditions the information-.

seeking model descrioes how communication works. |
- ‘_‘u  \The pos1t1ve re1atlonsh1ps between:Eeasures of buying goals and \

| 1nformataon seek1ng shown in Table 1 suggest that the buyer's des1re

to seek 1nformataon prior to purchase depends_upon (1y the extent to
which she is concerned about the rea11zat1on of the product s functional
benefits and undeslrable consequences; (2) when she desires to conform ‘
‘to the percerved expectations of others, and (3) when she depends upon - oy
others for advice and gurdance (hypotheses 2a, 4a) 0vera11, the .

o

data sbow that the more 1nvolved a consumer is in her purchase- d801510n .

- ® 4

, the more likely she is to seek information. Thus, the 1nformat10n-—*e /

seeking model may describe the communication process to the .extent to

g \ .
' which a consumption situation is important to the audience.
- ” ‘ Hierarchical Response?
ﬁyl o The 1nformatlon -seeking model further posrts a h1eranch1ca1

response pattern_hnown to 'most marketers. The consumer'rs[assumed to -

b

pass through a cognitive level, an effective level, and an action level

— on her way to purchasing a product. She, needs information about the

5

[
2

- availability or awareness of a product, reasons 0 become interested
-, " P . ‘ ) )
o . in it, dnd information which will help her evgluate the profuct in terms

- -




The positive relativnships between measures of consumer-buying

goals and evaluative information show that the buyer's need for

’ . - T P T

cvaTuative information is a function of the extent to which she has |

specific goals 1n the buying situatlon [Table 1), "Objective" infor-

) .___matlon is preferred to the extent to which buyer* ‘have rational goals

. in the buying situation [hypctheses }b and 2b), and "socia}" fnformaf;’

tion when Ehe hasaéocial'buying goals (hypotheses 3b and 4h). -

signifdoant relationship between the consumer's concern about the per-
S ‘ formance of new cosmetic products and-socfal fnfornation further sug-

L ‘gests that buyers may: attempt to_reduce performanoe risk by observing

. :-- f' the behavior of certain reference groups. | : _- o

= S co These flndlngs suggest that the extent t?/;hlch consumers evaluate

o - - i products prior to pprchaae and therefore, qove through the affectlve

hstage'in a hierarchical fa _1on may depend ﬁpon the amount at stake or -

) [
e degree of ego-lnvolvement in the buylng declslon. In the absende of

. . buylng goals, the hrerar hy may cbllapse, and awareness gnd trial may

be the onlf-necessary stagea preceding adoption.(repeat purchase),

‘Source Preference . _ T : }

Lnothcr concern of thls study was to determlne to what extent -

;\_ . ',buylng goals affectoprefeéences for sources of 1nformat1on. The results o

i*“_ '5'-1n Table 1 shcw that 1nforma1 channels are preferred only to the extent

. __Jito which the buyer depends upon others for advice and guldance in
dBCISIOH maklng [hypothesls 4c). Those who. rely on informal channels are

:;;i ‘ _ ‘also 11kely to rely on the medla (hypothesis 40) This latter finding

. is in line with Cox's {1963) contention about the complementary role of

e -+ formal and informal channels in the comsunication process. : v

’ -
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Print.a4vertisgments are-also- likely to be "trusfed"-by those

consumers whose .goals in the buying situation are influenced by group
- . ’ o b
norms (hypothesis 3d). This finding, along with the significant rela-

tionship found between ugse of specialized media ({ashion magazines)

' - . . . - . o -
and nomative social goals. (hypothesis 3e), further suggests that con-

. i

_sulmers who desire to conform to the perceived expectations of others

may rely on the media for' information.concerning the Various life

~styles portrayed througﬁ.the use -of specific products or brands. Thus,
N = v - T . ] .

the media may be suecessful in manipulating consumers}'percqptions and

desires for:products bnly to the extent to which consumers are copéerned

A i . |
with group|norms. b

Finally, consumers with economic grals prefer print advertisements

(hypothesi Ic}, .while buyers.who perceive performance risk are likely
- - . h T . .‘
to view sdlespeople as important information sources (hypothesis 2d).

The latter finding is consistent with results of previous research by

v

Cox” (1967b)." ‘

" -

Opinion Leaderglié*'p B .

- Cosmeticg-oﬁghion 1eadefship“correTEEEa:EE?Bhgly with ‘normative
social goals (Lypothesis 3f). This finding tends to support theqéonﬁ
tention Fhat opinion\laader§ are ﬁéually suﬁernarmafivé group members
((Kiapper, 1960, -p. 460). ZOpinion leaders in cosmetics are also sus- ”
ceptible to infbrmational'social‘influenée (hypoéhesis 4f), a.finding.

which is in line with _previous research results on fashion opinion \

leadership (Reynolds and Darden, 1971). ,

- | .
P f

A

[ - L]
Voo . . !
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Discussion

.

//// The results of-thls study suggest some 1nterest1ng implications .

e for marketlng strategy and communzcatlon research. Flrst, when the

buylng sltuaflon is 1mportant to her, the consumer‘may take the

1n1t1at1ve to seek 1nformat1on and evaluate altcrnatlves prior to

purchase. Under such conditions, the information-seeking model could’
: |

_best describe the communication process.

Eor_unimportant decisions, on the other hand, the consumer may be

passive in the communication process. However, it would be inaccurate

'to beligve in a two-step flow of communication in the -absence of buylng
he idea that people are constantly talking about consgmptlon
matters S& visually checking the consumption patterns of their friends

goals.

ove”state the reality (Robertson, 1953) For unimportant consumpt ion

- \ -

matters, llal followrng awareness (as a result of exposure) may we}l

. \

_ be the slm;&est way t0 test the'product rather than 1abor1ng over
1nformat1Ln seek1ng and evaluatlon Thus, in the absence of buyﬁ&?
goals or ego involvement with the onsumptlon dituation, communlcatlon

may work in a \tlmulus-response fashion; exposure may well be the key

variable to_proﬁrct adoption (Krujman, 1965) {
- These. two models of commun1c1tlon process appear to be in 11ne with

the "tradltlonaI" and "low commltment" views of communlcatlon effects
(Robertson, 1973)

The approprlat ness of either model depends on the level
nf product commitment. For high commitment products, the
traditional modél-with it's underlying assumptions of an
active audience r1t1ca11y evaluatlng messages and counter-

_ messages and pro eeding to.purchase in a hierarchical

., response pattérn \is quite reasonable. For low commltment

* products, 'the appropriate view is that of a fairly passive .
consumer who ‘does jnot seek nor cr1t1ca11y evaluate most




S o !
The two models suggest different. advertising strategies. MeSsages_

»

about products for which consumers are likely to hgve buying goals o 4: .

o m—— e ge -

(e g., cars and furniture) and therefore, to, seek information and
N !

| ' evaluate a1ternatives, shou#d prov1de the consumer with evaluative

information that would satisfy her 1nformation needs. Fbr 1nsignif1-

E ) 7 cant consumption matters for which consumers are not likely to seek and

I . evaluate 1nforma¢kon (e. g., candy. bars and paper«towels), messages that

Ta

ol contain humor, curi\sity, novelty, and the like may be successful in - ' ,f
.'h\ t gettlng the consumer s attention-and interest her in trying the -adver- ' ,{
. .o } g < : .;- A .. '

A\ tised jproduct. . - : ~ L

-

\
»

',

The author advocates}the usefulness of buying*goa¥ variables in
future research, sxnce/buying goais are related to preferences for ' 'Lfr_.

different ampunts, xinds, and sources of information. Such research

Fl -

.t

“could suggest to advertisers whether information is relevant to

aesirable market segments,‘what kind of informafion is most relevant

%;l . to them, and what cHannels should be used to male the informatign
:k- ~ availabie to.the consumer. This approach to studying, communication l
. , para11e1s a point made*over a,decade ago by Wilbur Schrumm:- "It is
; o :frequently more rewarding.to 1earn\hou people use comnunication than
1;1“ : .. to search for‘waﬁs that co\‘unication"’useé' people.': T,
. " . "\- .
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Relationships Between Measures of Con:umer-Buying Goals and Selected Communica.ion Variables

.

* .

" Communication Variables
P ™ i
. N 1
Information Seeking !
Evaluativg Information.
ObJectlve
b. Social

Source Cred1b111tyl

. a,

a. Informal Sources

b. Formal Sources
--salespenple’

SREEEY advertisements
E)Secia‘iized Media

bpinion L33aSFship-. . _

/ T

:P )
p.< .05
cp < .10

--friends and neighbors

--television advertisements
_.-=magazine and newspaper

= O
=
"

Table 1

Rational Goals,

*. Economic Performance
L€ 338 (B)
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_Eibected relationship

1

Opposite relatipnship
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Not predicted significant relationship

, . N
Social Goals \i
Normative Informationa
. _ \
.38% . (E) o202 (B)
010 -.06 . . i
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w 00& -005 (0)
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S . . LIST OF MAIN VARIABLES_ USED IN THE PRESENT STUDY
. ’ K‘ , I
. YARTABLE OPERATIONAL DEFINITICN - MEASURE \
—_— . .
Rational Goals: 1 N - - 0 )
i ’ : - S-point agree-disagree scales, Items suc L
. Econom.c/ .Prico consclousnéss "l:° "1 find nmyself chackin? the pricos of
‘even small cosmotic items." L .
" iv - %2 ‘ . egrae- o Items such
- i S.point egree-disagree scales. ;
b perfon?am ~ e Parcowe_d porfornance risk isl:,o "When 1 consider buying new cosmetic

-

" Social Goals!
8, Norpative -

No;éat ive s33cial in’quence"’

b. Informational Tnformatioral-social inﬂ_uonce"’

Expressed necd to find ont about
six Specific kinds of information
prior to purchasing a new brand Ef
exsh of the 5 selccied products,

Information Sesking:

Evaluative Infoﬁ'ation:s .
a,“Objective Yotivation to. seek information
- “ . ob physical attributes of new
" brands, -

o
M

Motivation to find dut about life
styles 2 sociated with the use of
nsy braris. -

/ S-point ngre",o»di‘skgreo scales, Ttems such

S-pc‘si-lit index repns:n?ﬁféfithe nunber of X’J“\

. the 5 selected products for which the

products I often worry about haow they are

-

going to work for me." . }

as: "1 am often concerned with the kinds
-of impressions friends may form of mo because
of the*osaetics I use.” .-

S-point agree-di.sagree scales, Items such
”1:’0 *1 often decide to buy those products
that I see my friends using.” :
’30-point dindex: ' summary of total amount of
- information respondent requested on all five
cosmetic products. . .

¢

S.point index repr}se_ntins the number of .
thl;oselected 5 products for which the buyer
Would. 1ike to know about "Msin differences
between. brands.”

buyer would 1ike %o know sbeut the "kinés
of péople who buy certain brands.” -

© v Source Credibility:

s, Informal Sourcas
==personal-

u EN

b. Formal Sources
-=personal

~gpass mediz

Spaci;lizod Media:

e

Of)inion Leadership:

1 ; : 3 '
Four items similar to thoss used by Wells and Tigert (1971), -

Z'No items measuring
(Cunningham, 1967).

4 - Cetes
Definition is similar to Clarke's (1971}.
New brand decisions were used because consumers have various

stored in their memory about existing familisr brands;
for something they do not already know.  a0d th

ided by ERIC.

the uni:argainty and danger compdncnts of perceived risk /

- N ‘3 . - I -
Four items based upen Beutsch and Gorard's (1955) definition.

,sFor meaning of "evaluative™
d.f Mobjouctiver and "social™
. N

MC ‘Ilj’ iténs =im;

ilar to thuse used by Reymolds and Dai‘de_ul (1971}, 1 8

. about the 5 selected -products.

b

- 1

. Perceived importance of friends S-point index representing the number of
and neighbors as a source of products for which the buyer relies on

‘ information ablut the S selected friends and neighbors for -information. -
products. - - N .

et )

.\AI

Perceived ‘mportance of sales.

S-point index :épréﬁizting the nuxber of
people as a source of information

products for which the respondent relies
on salespeople [for information.

S-point index Tepresenting the number of

. products for which the respondeqt relies
on televisionfand magezine or newspaper
ads for information. _

Perceived impovtance of tclevision .
and print ads as sources of infor-
wation gbout the 5 selected
products,

Open-ended résponse: Mumber of fashion
- magazine¥. refd "moSt regulirly.'”

L]
Seif-reported names of fashion
rigazines read.

"S.point agrpe-disagree scales. Items such
ast v sometimes infivence what cosmetics ™
wy friends ‘buy.” .

Salt‘:‘-rsport-ed influence on Other56

!

/

. !
For external vatidity see Clarke (1973).

anounts of information
ey-are likely to iook.

- ) b '
information, .s0¢ Cox (1963, pp. 62.63). Tho & ;
int'oru_mtion are adopted from®Ward and Gibson (:ggsfiom




