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regard 1o the -puxchase of cosmetics was conducted to de€eramine the =

A s ez L er o

elfects ¢m their behavior of sir individual variables (arbiguity .
..alout cogmetic pxoducts, pricg consciousness, income, amount of momey .
Pent onfomietics, age, dpd education] and six social Wardables . .
pocial atility“of dosmetics, iaterest in interpetrsonal

_ 8loffWBlo it cosmetics, amount of persohal inmteraction endaged .
17, conparative Anterest in cossetics, ‘perception of similarity of .
- pfoduct preferences to. those of ffiends, azd role in transmitting
...information to others).. The subjects were: 206 respond-ents who:

coipletel questionpaires. randonly distributed to wvomen users of -
- cosmetics "in Wad¥son, Wiscomsin. Analysis of the results imdicated o
- that the sttongest predictors of inforaation-seeking behavior anong
 the imddivilual variables were ambiguity about-cosaetic products, age,

¥l eFucation, amd that the strongest predictors among the social‘". -

variables vele perceivéd social utility of cosmetics, interest.in ,
interpersona’l discussion about gosmetics,.and perception of -
siwllarity of product preferences to those of friemds. (Tables of
resmlt s are provided.), (GW) . ST e v

&,
% .

. £

=

[

<

-
) *
f

:;;iiiiﬂtitiitttiﬁitﬂiiifﬁittisiitittﬁitii*t:iti*#tt*iitit}#**tiitiiﬁti*
* Reproduct ioms_supplied by EDRS-are the best that can be made *
* .from the original document. - *
b e L T L T LT icrammr———

! , T~ _

[}

Q




. P Ts
=
*
-
-
0
u =
s
,
A4 i
5
*
]
4 ) Tufa
4 s .
- L
= =
* .

’ inut:mmn POSITION OR POLICY,

L X EiFllTHlﬂTﬁFﬁi L 3
", EDUCATON RWELFARE - -
Hfi“lk INSTITUTEOF -
EOUCATION:

" THS nniunﬂ%' HAS BEEN -,él-m- i

Theary and Hethad'l ogy

DUCED EXACFLY AS RECEIVED FROM |

“THE FPERSON OR ORGAMIIATION ORIGIN-
" ATING IT. POINTS OF VIEW OR OFINIONS
_STATED DD NOT MECESIARILY REPRE: .

SEMT OFFICIAL NATIONAL 1 Nsvufms D!F

€

' CONSUMER INFORMATION USEé-*:NDIVIEﬁAL;

=
L]
L
K
= *
y
! '.~ .

- George P, Moschis -

Assistant Professor
Department of Marketing
‘Georgia State University:

"PERMISSION TO REPRODUCE THIS

MATERIAL HAS BEEMN GRANTED BY

*

Roy L. M@gre

George P. Moschis -

TO THE EDUGATIONAL HESDUHEES
INFORMATION-CENTER (ERIC} AND,

USERS OF THE ERICSYSTEM

‘ Div;sian

-

VS. SOCIAL EREDICTORS '
o EREDICY

oy« B

X

oy

Presented to the Theory and Methad@lcgy Division, ASSDELatan

N

,DD for Education in Journalism Annual Cenventlcn, Seattle,
e ‘._,Hash;ngtan, August 1978. - ,

o




E&rketing sﬁ\ﬂieg h&ve traditignal;ly saught e;planatigns f‘ar ini‘grmap\ B
'tim: seek:ing on the 1evel of. persans-l or rreduct ch&raeteriﬁies such SN |
‘o ._~*' . . as age and Pradu;t/ eampleﬁty (Katﬂna and Mueller, -1,955 LeGIand gﬂd o ‘

Udell, 19514! Newman Eﬂd'Staelin, 1972)7 Impliclt in these studies vﬁre

I

- ' the a.ssumptians that. the ccmsumer‘s cmicatien behaviar cccurs in -
s - :
isalatian from the rest ai‘ his sazial J,ife (cher, 1957, Waclmgn,

1973) ard tbat he uaes infpmat;an to resalve a@me in;tern.&l pxjablem sﬁehij S

-« as reduction of uneertainty or pgst-pm-chase'“ aissananee (Cha.i"fee ané
bhlend, 19'73) Ewevei', reee&t researeh :la ﬂisci;p;ina.z? ares.s suggests

\'_ . that. the persan's 1nfarmatiﬂn—seeking behaviéf is net an isala.ted event

v

ip his lii‘e gnd thaft e;:pianatioﬂs fu:r iﬂfamﬁicn see!;ing can often

SR !
'bg best a.ehieved nn t.he interpersana.l 1ev'el of analysis Jhat ia, on -

the ‘bs.sis of a pez‘son s perceptir.;n @cf his acquaint&nees a:nd how they o |

© view i the abjec:t ai‘ information (C‘hgffee, 1%72 Glarke, 1971., 1973, Cha:f“fee ,’

S and%Lead 1973, Wﬁl"d and Gibson, 19693 BEEE Eﬂd Paisley, 1967) ;/

Th;LE studjr facuses on' the ef‘feets of t‘ne! consuner's interpersanal ‘ /,f‘
- . Or sacial variables.on ‘his infcrmatian—seekiﬂg beha.ﬁor!( It a.;Lsa com-

¥

Fia:es tHe pgwer }féﬂ:iﬁ t}!‘pe af v&riables with camnly uﬁed ‘individual-

~ . 1 1,

.Ehazatteristics .
, ¢ T e V'&.
, *BAGK&ROUTID
- Several models of mt.erpersénal percept:.c;n assume t:h,at thé in-"
%‘ _ d.;vid\;alj behavior is not, s;.mply a fﬁmctla;a cf his own prlvate world;

it is b{ged upon his _;areeptians of the criezltat.iaps held by athers
~ avound him and his orientations to them (Nevcomb, 1953; laing et al.,




o : iﬁe@emm&l or sneial Ieigtians_: L

‘attributes (Jones and Gerard, 1967; Clarke, 1973; Chaffee and MclLeod,

:\r a pefsan 's f@ﬁﬂft‘:&ti@ ‘behav"iﬂr on the level of his

Previﬂus researeh s‘uggegts ths.t an e::planatien fx:r one's ini‘f::m= J

' tis;n—seeking be.havigr may ‘be found on the level of his soclal relation

Fa: e:amplg, ene nay seek informatirm i‘ra@ t.he masse media to fem im—/

pressians r:f the kind of pecplg vho buy eertain' pmducts or brgnds, :

anﬂ he ga;y develap &gs&ei&tlans of sgec;f:.e prcducts with variaus 11fe

styles (Cigilw, L953 W‘arti and W’go;-lm&n 1971) These "51:«:1&1 utll;.ty"

fireaseas fa'r paying attention to the medis. may pravide a means. af eans

fﬂming to ﬂig,perceived expeet&tigns of athers that is gauging what

athers will think if certain ’behaﬁcrs ocour (Warci a.ﬁi Glbsan, 1§69,

Clarke, 1973).

Individua.lg.rﬂay also seek information to provide a !b,asif for later

interpersopel commumnication. Such "camunieatiﬂnsutiliety‘"; motivations

' msar apply to situations where one is iﬂ%eresﬁed in discussing the subject .

natter with friends and perceives great likelihood for future discussion

[

_ . , )
of  the topic due to the frequency of his interaction with others (Chaffee

and McLeod, 1973; Rees and Paisley, 1967).

Some previous research also suggests that individuals may seek 'in-

o

formation for social comparison reasons. Such motivations are supported

. by Festinger's (1954) theory of social comparison and appear to be at

- work when the person perceives himself to be similar to others on given

1973). Social comparison increases the stability of a person's evalua-
: - : -

'tions and offers an occasion -foF expressing affection and other inter-

personal rewards (Clarke, 1971; 1973; Chaffee and Mclead,i?ﬁ)i
( :

: | - | ,, ~ e
: _ ; ’ 4



't:hg gersm‘f'

t.he pawer a;f su::h sgeial t:rpes Qf variables and ca@are them with the o

e eategary t@ invasﬁlgate mginly due tg la,ck of infarmatiansseeking fele

1t ta~athers. Fpr ezgmple, an nginian 1eader mg?vﬂsh tn a‘bt_ain,in% '

W

fmtian ‘a.bgut groducts fr::m C' glmer RgE \ta inﬂuenee pthersa Ey E

shmng cunnoisseurship, snggesting sta.tus or asserting superiarity

(WE&“BQ; 1955, Dichter, 1966) Sueh an antia;patcry r—c:;Le msar cendltian

»infbrmaticn—seeking behavipr (Tipt@n, 1§7@ Atgin 1972).

Dn the ba.siB af the ﬁnﬁngs Qf tbese studies we decided to test v

’ ce@ﬂﬁly B.sgea indi;ridu&l characteristics in predicting two dimenslaﬁs of | .

consumer ihfnmatfﬁnzseeking ‘behaﬁc:r. amunts a_n& types Di‘ infarmstmn
& i = g

ﬁse-i hy ’buzfe:s. af easmétics.r Cﬁssmeties seemgi an attractivg praduct

atrugtures vﬁich are preaent in thé purchgsiﬂg p:'acess af‘ several

types t:f pmdu:ts (Engel et al., 1§73, p, hll), and hecause users of - . N

ES

casmetlcs are likeiy to be eancerned ﬁlth the kinds of prcﬂucts they buy

3 L

md therefnre, are wllllng to seek 1nfgrma.tmn.

(' In the pregent. researt:h our facus was pﬁ Eix 1;1@1V1cius..1 and six

E]

saclal" varla‘bies Qn thé bas:is;afﬂ prevlaus research findings we ! L
RN
expec’tfd the fgliaﬂing indr@‘idual var;a.’biég to c:arrelaté w;th informa- . .
1 { .
‘tion-seeking behavior: . o S \ 7

h « A - <t . : . . E\"K

1. Perceive’d-pr_adm:t_m‘bi;gi;ity !
2. *‘%Ei‘ic{e eansciaus;ness‘,
3. Income . a . , '

P . . .
T 4, Money spent on cosmetics
5: AEE . - . : : ' ol

6. Education R

;;E .

]
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;’ v“ktienpeeeking hehevier (Engel et al. 1973;
:z 7; Newmen ené EEeelin, 1972; Keemdn and Leekemen, 1972) In addition, we
? '; expeeteé them on the basis of the results of studies reviewed earlier,
. . ,inibrmetieﬂ eeekiﬁg veu;ajbegreleted to the following six so ;e; varia-
N bles: - | ‘ | -
. . ; : - 1. Social utility
L;;}ﬁ{l;, ’!;WM 2. Interest in 1nterpereenel discussion
o 3; Pereeeel letereee;ee | o
N, .Cenpa:eei‘nteregt ot
;”;%.' [ T é, Cemperetive-geeéuet preference
’ , 6. Opinion leadership
- The eeeie;,e;;;it, variable was a construct of interpersonsl percep- -
“tions with respect to the socisl relevance of eeseetiee-te the respondent
k(Wefd’ eed iﬂibeen, ,1959;7 Ward and Weefr:man, 1971; Cle}ke: 1973). Interest
in iete”;ereene% discussion and personal in 1ntereet1en were variables de-
s;gned to tap the gereen's eemmunieetieﬂ utillty of lnfermetlen (Cheffee :
-and McLeod, 1973 Rees and Peielegz 1967) .« Cem@eretlve interest, in ’

eeemetiee and eemperetlve—preauet preference wvere eperetienel deflnitiene

\ef the person's social comparison (Clarke) lQTl, 1973; Chaffee and

. MeLeea— 1973). Qpieien leadership might seem an individual verieble,

but when one donsiders epinion leaders '"motivations for infermetlen seek-
ing (Engel et al.; ;973) it is probably more properly classed as an

index of one's social role in transmitting ieigfeetien to others (Atkin,
£ . \:3 N ’ i

1970; Tiptony 1972). | .
: - kS




ETHQDDLQGI
Da.ta for the present. study were ealleetea +ia guestienngires ran-~

{ .
dmly di\stributed to women users of casmetics in Ha.discn, Wisconsin.
L [

(papulatian I’?O 000) , during the mgnth of Nowvember: - 19714 Sampling pro-

cedures inv*alv’jea randonm selection of ia"cimen shoppers in parking lanes

.and st.alla in the city's three main shappmg centers plus patrons of

&

" gentative of the kinds of cosmetic products women most often use,

¥

£

- approached during various days of the week and at- 1

-

le shoppers vere

Belected rstares,ig the downtown shopping area. Fgm

a.nd agked ii‘ the,v' were using EQEI!E‘E;U;E. If the aﬂisifé this questiom

vra.s yes," they were a.sked to ca@letg a shert survey aWhome and return

it prcmptly. in a self-addressed ‘stamped envelage. Questionnaires were

issued to 408 shoppers who agreed to ccaperaﬁei

i L

The questionnaires contained a list of 19 cosmetic products with

a blank for "others"; respondents were asked to check those products that

business hﬂm‘i

they had been buying and using. A respondent was included in the fimal

gample if she indicated that she had bought and used at least three of

the following five c:rsmét:ic preaucts: ‘perfume, face makeup base, hand

cream or 1Qt1cxn, lljpstlck and at least one eye makeup product. The
. o
selectian of these products was made on the basis of the ft:\llaw:.ng

(1) previous fact.af anglyses of cosmetics performed by Wells (1967)
using large national samples (é interviews with salespeaple,

*

a pretegt It was thought that these five products were fa;rly ]

The final sample used in this study consisted of 206 respondents.



‘Eeesuse infamtian seek.ing aeeura at miaus ﬁfnts 1:1 tiﬁ, in=

1 3

IR Ming griﬁr to gaeh purehase, consuners have fariaug amounts ef infbr—

o . mgtinn about available pradugts stored in their memory .at any given paint
in ti.me (Engel,a al., 1966; Gla:tgn et g.l., 1971;) and when they are

i';@ducts thay are likely to look or ask .

a s fbr aamething they do not aireaiy knav (Chaffee and ,McLeod, 197T3; Engel

et al., 1973) This makes the task af'maasuring a person's information-

T  geekine beha.vicrr verj‘r difﬁeult Iﬁemn and Slaelfn, 1972).

In arder to ove this préﬁlem, infarngtian seeking was defined

in this study as ?an'Ei§ressgd need to find 6yt something regardless of

how svailsble that 'something' is" (Clarke, 1971, p. 355), sssuming that
tﬁﬂse'wha bhave the need for informaticn will attend to it when they are

given the opportunity ta do sa.g

‘g £h

The respenﬂent's need to find cutﬁgamething she does not already

know about cosmetics was measured by asking her to select framea list those
‘pieces of information sherﬁaula like to know before buwiﬁglé nev brand
of each of the five selected products (pérfumé, eye mskeup,)face makeup

{ ] " base, hand cream, and lipstick). The list consisted of sigitems vhicb_

were selécte? for the questionnaire from a pretest and was leveloped on

-

the basis af_previaué research findings and interviews with sales

personnel. Appendix A lists the items that vere used to measure in-

formation seeking and corresponding measures used in previous studies. .

- Indexes of the amount of information consumers requested on products

vere constructed by summing responses across the six itemsi3 Indexes

¥

' for each of the six types of information were constructed by summing

N R e




. ' : 4
resfaﬁées across thefive products. A gene::‘al inig:: of igf@fﬁgtign L
| Lf#ééking vas s;sa eaﬁétmétéa *Eyrégg;—.egﬂating speeiﬂcmeafauresf'rhisindeix T
- yrhati a mean value of 9.6, a . standard’ deviation of 5.4 and a range of 0 Fa
-£q 28, values which are very campa.ra’ble to mfématicnaseeking ;cares .
reported by Newnan and s1¥elin (1972). ‘ |
in&i _niem-.; h;;sures; Y ;
| The Price eansclnusness scale consiéteﬁ of faur 1tem.s si.milar to
wmt e ‘_thésg_.uggé:pr Weiis and Tigert (_lQ'Tl)t A typical item of this scale was;

"I find myself checking the prices’ of even small gasmetie items,“ with
tfﬁe respondent expected to state the extent to which she agreed or dis-
agreed on a five-point_Likert type scal All four items loaded sig-

nii‘icantly on one factor and ha.d a split<half relia’bllity‘ cc:effie;ent

of .T5. v o ‘

S

The perceived-pro luct ambigmity scale was sin;ilarly conatructed ’by

sming four items that lcaded sigﬁific&ntly oni the h:@othesind factar.
Two typical items of this gcale were: ""I often find it ‘hard to decide

which cosmetic products ‘hes;}uit me" and "I cannot tell the difference

-

beiween brands of most cosmetic products I buy." This scale had a relia-

* btlity coefficient of .7T6.

1
The social utility scale consisted of four items that loaded heavily

on the hypothesized factor. Two typical items of this scale were: "I
think other vomen.often form nnpre sions of me on the basis of écsmetics

I use,” and "I am often concerned with the kind of impression friends
. - . . ¥

may form of me because of the cosmetics I use,"_witli the respondent ex-

pected to indicate the extent to which she agreed or disagreed on a

/



8

* . .

Ave-point Likert type scale. ‘This scale had & split-half relisbilify

coefficient of Bl

Interest in inter;ersanal'diseussicn about cosmetics wes measured

o ﬁg ggkiﬂg the resgﬂndeat ta indicate on a five-point "strongly agree-

gtrongly éisagree scale whether she "likes to talk abcut cosmetics

" posure to people with

i

’ersﬂﬁal X

Imé respandent'

iﬁ&m she is likely to be discussing cosmetics vas an index of 1nfarmal
personal exposure’ (Reynalds and Dazaen, 1971) the respondent was asked
' {Biiﬂﬁisate the a@praxim&te time {in hours and minutes) she "spends

vﬁith rriends or nglghhcrs (amay from wsrk) on the average day of the

==
L -

veek,"
. ) [ .
Sipce sociel comparison ingolves "comparing oneself to those in-
dividuals with %hcm.he is sim!§§§ on given attributes" (Festinger, 1954;
Jones aﬁé GersidillgéT), an appraximaté méésure of oﬁe'é éscial camgari!
gon is beiieved to bé!ﬁhe exﬁeﬂt to which one perceives himself to be
gimilar with others on sﬁch attributes (Jones and Gerard, 1967; O'Keefe,

_ 19?3)_‘ Two variables were used that havé been suggested by prévi@u§
vriters (Clarke, 19%1, 1973; Chaffee and McLeod, 1973). The first varia-

{ Ple

the person's comparative-product preference, that’is, the extent

le respondent perceives her product preferences to ﬁevsimilar
to those of\her frierds. This variable was measured by aékgng thef
indicate on a’fivé—paint "strongly agree-strongly disagree"
scale whether Mseveral cosmetic items she owned were similar to those

OF her friends." The second measure was the person's comparative interest

' 4n cosmetics. This variable was measured by asking the respondent to

10



.“_gf the criginal scale,

in&icstg!anua.aimilar fiveﬁpcint scale whether she was. mnre interestei

-’%*
iﬁ ea;¥etic; than maat af her frienaa."k Tﬁi; measu:e wvas trangfcrmsa

a=

Aiinta a threeﬁpcint sesle with law values assigned to the extrn.e ‘ends

. = L
Finally the qpinlon leadership variable consisted of four items

simildr to thgse used in previqus studies (King and Summers, 1967, Ragers

sani Cartana, 1952 Reynalds and Darden, ;971) that loaééd sigﬂifleantly
Y - ﬁ

on ‘the hy;athEEized factor. A typical 1tem on this scale was: "My

friends or néighbers often ‘ask my advice abaut ccsmétics Q«Responses vere

'reeeriei an a' five—paint strongly agree-strangly disagree" Likert type

l

seale; . Thig ﬁéale had a splitﬁhalf reliability eaeffieiént Qf .88.
Information was alsé obtained from resﬁ@ﬁ&Eﬁts'aﬂ their age, income, .
education, and thE‘égprcximate amount of money spent on cosmetics in

1974. Transformations were made on tﬁe income scale to account for

. the middle-income consumers' tendency to‘use ﬁcre,infarmatien than cén-

L2
.

~ sumers in other income categories (Engel et al., 1973).

“ ANALYSIS AND RESULTS ,

Table 1 shows correlations of the independent variables with each

of the twelve criteriom measures. Apprcziﬁatehy half of these correlations

are significantly different from zero (P = .05).

0f the 64 significant relationships reported, approximately two-

- !

thirds are correlations between social variables and the eriterion

11 ,‘ :
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e

y uessﬁresi Tﬁe;?atié-éf saciai—taaindiv1iual s;gnificant relailonships

";'iéﬂeven highér (E'taJl) at the .01 level .-;-;'5/5'

To. asaess the relative im@artanee ef the indgpendent varisbles in
sccaunﬁing for 1arisnc§ 1; the criterian measures, stepwise analyses vere ;
run on Each one.of the aependent measuUras, e;tracting anly those varla—;;
bles that earreiated at uhe .10 level of significanee -

- Tébles 2 and 3 ccntain stepwise regressian data for the amﬂunt and

type af infcrmgtlnn scught. Each ‘table shuws variables 1n arder of entry

iﬁf@ s%egwiségfﬁéréssiﬁﬁ‘fﬁr”éach?infﬁ?mﬁfiéﬁﬁseékiﬂg'EEasﬂrE*'ﬂIEﬁlé .

£

E Ehaws predicters af amaunts of infarmatian :eque§ted on each of the

five products as well as the aggregate infcrmatimﬂhsggking*inaex. Tgble

&

3 shows Fredictcrs af tﬁe types Df inf@rmatian desired by respcndents.
The tables also report multiple ecrrelatian caefficients at each step
Df the regression analysis and thé beta ecefiicients indicating the .

relative impartance af each predlctcr in the respective regression.

Tables 2 and 3 abéﬁt here.

. i
*

: o L
In@iyidual ?redictars

The i,d;v;dual predlgtars accaunted for 51gn;f;eant variance in
the smau;t of infarmat;gn consumers reguested on Praducts>an§\the type’
of information desired. The straﬁgest pré&ictar amcﬁg this set of -
variables was perceived-product améiguity;.'It éppearéd in nearly all
equations. Spécifically,ftﬁis variéblé va% a powerful predictor of the

1

consumer's desire to obtain information on face makeup base and the total

12. S
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apount of infoFrmation regﬂested on the five cosmetic products , accownting
_ . :

for over halt ot the variance in eacl case. Perceved—product ambigulity
vas also a fairly good predictor of information requested on éye makeup

and hand crean (Table 2). The data sppemr to te in line with Cox's (1967)

ressoning g\sﬂggesting that those conmsumers who are confronted with ambi—
guity or uncertainty seck additional information in order to understand

the context in which a decision must be made,

Perceived—product amBiguity vas alsoa good predictor of the con-

Ay

sumer's desite for specifde types of information (Table 3). Those

Wwho appeared to be confromted with prodict embiguity tended to request
"brand” -related infomation, perhaps as s mesns of reducing risk

Yexperts” (e.gv

(Bauer, 1960). They are also more likely to twn to
salespeople) . The latter findding appears to be consistent with data
reported by Colemsn and others (1959) and findings of informatiomnal social

influefice reported by Deutsch and Gerard (1955) and Bauer (1960) .
Another individual predictor was age. This varliable was moXe
] ok

poverful in predicting quantity of information desired ‘b:rﬁ copSuners on
product s rather than ary specific type of infomation. The data
suggest that older people are least likely to éegk information on
cosmetice, and they are 115353'5 likely to seek information from frierads .
Similar findings have been reported by Katoma and Mueller (1955) amd Newussd
and Staelin (1972). |

Education was arother varisble that vas negatively relatel 16
information seekirg dn all three equatdions in which it appeared.
Specifically, the data suggest that the more formal educatlon & cosmell -

user has, the less intereated she is in seeking informat o on proaduct

13



. A A o ' 12
attributes, or in examinirig the consunption behavior :;z‘ others. This
findi ng cantféﬂ.iéts Tesults :egaﬁea by Katona and Maelder (2955);
bt 15 Lt partially supmorted by Newmn and Steelin's (1972) findings
on préplll‘chaser informat iom seeking For ney éars and na jor h@ugehaid

- appliances. L

Social Predictors

Among the social variables tested, social util ity was thEStréngesﬁ
! A .
predictor of the respodent's information-seeking behavior; it appeared

in more than half of the equations and. vas a fairly #ood predictor of
both dimensions of the consumer 's communicst iors behavior exanined.
Spééificslly the soci aleutili%y variable Pré dicted very well the anount

of dnformation c_gnsmefg ;Téiﬂ’ﬁ_éd to know about perfime, Euggésting tb§i the
extent to which consumer s consider othexs' perceptioms in & purchase
decision may be ﬂe%iat:e& by the "visbility" of the product in socdal
I‘él;tiél_isa This i;;ﬂuienée Irocess appedars to a:fféc\t t’ﬁ,éir’ :{mfc:rrma;ti@n@
seeking behavior. Similar findings have been reported by Ward and Gibson
(1969). Social =L1tji,ilit§y Wis 2l80 a good predictor of lhe aloull ol
infornation confumers requested on hand tream, SUZfes iy thal auvcia s g
fluence processes mey also Operute in nou- visible conswmptdors s dleatdons

' It also appears that the amount of” ,ifﬂg??’??ﬂﬁé a colsumer atlachics
to the various types of information is n{ls‘;é t o ker perceptivris of

howothers evaluate certain consumptivir beheavi ;‘5 « The social-wEil ity

variable predicted very well the consumer's peed ror Flnding ot poss it ic
life styles assocdated vith certain brands. his finding is &lsv con
sistent wvith similar 1in§§ of reasoning regarding tle Symboll e wearilnsg

N |
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consumers attach to products and brands (Grubb and G;atbvah;, 1967).
What factor(s) notivated the raspondents to £ind outra.b::ut brands car-
ried by specific stores is not very clear. Perhaps, they feel that
/ others Judge them on the basis of th.gi store from which tﬁey buy thedir
cosmeties (Levy, 1966, p. 153); they’ may also be judging brands on the
basis of the tﬁ»;s f store that carries them, as a means of reducing
social risk (Bauer., 1960). o - Y
%

The respondent's interest in intérpérscﬁal discussion was another
strong predictor. Tablg)s, 2 and 3 shows that this variable waj a better
predl cﬁf:ﬁr ;f@li amounts of irl’fcfm.atic:sn requested on some products (perfume,
lipst icls, and face makeup base) and rfc:r certain types of information

} (FOVB), Thus, those consumers who are interested in discussing the
su‘bject vith their ﬁ*ienéé seen to find information mbre useful than
their cowterparts. This finding suggests that information may be
sought to be "shared" with others. The high correlation between this
variatble aﬂd the respondent's need to “rzhe;k" with friends before she
buys new cosmetic iterz{é further suggests that interpersonal camﬁnicas
tion ngy focus & great deal on reinforcing one another's behavior, a
¢
practice that would make for pleasant convérsations (Chaffee and McLeod,
1973; Clerke, ZLSATB), or that she may have ‘L:.hé need to conform to the
percedvesd éxpeciatiaﬁs of others 5* a situation that would also create
further pleasant discussions (Clarke, 1971). ’

Comparative-product preference was also a fairly good predfctor

of informtion seeking; it vas most significant in accounting for variance

15
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Eansumptlan preferences as being similar to those of their leEﬂdS are

more likely to have the need ta compare their evaluations of new CEnsump-

4
»

tiqg situations to the évaluatléns of their friends. Although this
finding ié in,sciara wiEﬁ the saciéL c@mpafisan theory, the data csﬁiﬂ not
provide information about the direction of causality.

: ’ The remaining social variables vere less powerful predictors.

Informal personal exposuré and comparative interest accounted for .very

little variance, Opinion leadership did not enter into any ome of-the
equationg, although it was fairly well aorrelated with several dependent

measures (Table 1). A possible explanation for this might be the high
L : - * :
! intercorrelation of this variable with other equally strong social pre-

dictors such as social utility (r = .38) and lnterest in interpersonal

=

; . discussion (r = .42),

' DISCUSSION

The results of this study suggest that the consume:s's informaticn
1

seeking behavior is not an isolated event in his life. One may seek

information on products not only to resolve internal problems triggered

by individual or product characteristics, Lub also LO use thia infurma
li
tion to fulfill social rieeds Arising during product consumpt ion and
interaction with other members of the society. Thede fiudings als lu
[
line with results of previous S$tudies (Rees and ralsley, 1907; Claike.

1973; Chaffee and Mcleod, 1973).
The relative significance of the swulul and ludlvidual vaesdlabieo

used in accounting for variance in our informatlon-secking weasures w.s

-
about equal, since, in examining the resulls ol all twelve regressl .,

v T | IEE:
ERIC

Aruitoxt provided by Eic:
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it can be seen that of’ those variables that were significant in predicting

various aspects of the respondent's information—seeking behavior about

half were "individual" and half "social." fﬁese‘daté do not suﬁjbrt

findings of Ffeviags studies Gf?ZqurmEtiéﬂ'éééﬁing which favéred social

variables (Rees and Pais}é;' 1967; Chaffee and McLeod, 1973).
Although it would seem fggsaﬂabze to assume that thé relative

importance of social-pver-individual variables in éiplaining one's,

‘information-seeking behavior s a function of produd®\yisibilify or the

kind of information under considerstion (Ward and Gibson, 1969), these

data 46 not adequately support this line of reasoning. For example,

 the social-utility variable was strongly related to the respondent's need

for information on brands of products (face makeup base and hiﬁd cream)
for which brand names are uﬁidentifiablé, and her need to find out
about the store(s) selling various brands. This finding sudgests that
group influence may operate in fonvisible consumption situési@ns because
it is possible that people may develop associations between brands of
nanvisiﬁle'praducts Dfrséérés tha%»carry then and the kinds of people who -
use such products or shop at certain stcfes; and they may gauge what
others will think about them as persons because of their brand preferences,
if they are asked to talk about their consumption habits. Findings oo
information seeking about pop music fepartéd by Clarke (1973) follow this
line of reasoning. I% future research produced similar résﬁlta it would
be useful to develop a typology of products that are susceptible Lo social
influence, using r;;z‘itéfia other than product visibility (Wackman, 1973) .
These findings also sﬁggest that a person may seek information to

use in future interpersonal discussions. However, it is not clear wheltc:

4
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these correlations indicate a "flow" of information, "opinion leader-

ship, ,“rginf&rcem&nt;f or other types of social motivations (Engel

et al., 1973). It could be useful to determine the kinds of informa-
;5 tion a person seeks on ﬁrgaugtﬁ to ”shé;é" with others (Clarke, i973)!
Bgsearchiig this area cau;a'shed additional light into the product

£ \ "
' B

-» diffusion process:

Investigation into fhe reasons consumers seek information from
personel sources and engage in social comparisons would also be useful.
'The findings in this study suggest that social comparison processes nay
- be at‘ﬁagk vhen the indivi&u&l‘ié uncertainaabéut the correctness of
héf judgment and when she has the negd for éxpfegsing perszﬁal affection.
Tglthe 3§tent that the marketer would knéw}thé nature éf social influence

M it
related to his product he could be able to determine the kinds of informa-

tion that are relevant to consumers and*saurze; through which such
information should be made available fa them.
%ure research in this area should investigate aimi;gf aud adal -
ticnal ébcialvvariablés, preferably in ;he laboratory (Tipton, 1970).
Such research could reveal products for which information satisfies uceds
after the purchase,>m@tivatiaﬁs for soclal uses of information, and lhs
kind of information that is diffused in the system. BSuch ialormatlon
could assist marketers in designing éffegtivé communication campalgns
and cauia suggest to them the kinds of information that should be
nade available to various segments of the market at different polnis iu
rtime and perhaps through what channels.
It is also p@ssiblé‘that additional individual predictors céu Iae

[

i used to account for variations in a copsumer's information-seeking

; | { , . \
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w o,

behavior. "But this kind of predictor has been iidely used by market-

ing and ccmmuﬂigatioﬂ/reseafchérs for some years with few impressive

¢ 4

findings in terms of Mvariance accounted-for,"
ding ,

"even when powerful
statistical techniques were applied (Newman and Staelin, 1972).° It
seems reasonable to focus more research attention to social prédictors

where the prospect looks at least as promising.



< b APPENDIX A
/ 1TEMS OF PRODUCT- INFORMATION-SEEKING INDEX
| > # INDE

Previous Corresponding -
_JItem ____Measure o Study

- 1. "Friends' opinions Number of out-bf-store Katona and Mueller (1955),
of various brands" informal personal LeGrand and Udell (196L),
(FOVB) .. t sources contacted Newman and Staelin (1972),

Claxton et al. (197h)

2. "Main differences The extent to which Katona and Mueller (1955),
between brands” consumers sought " Newman and Staelin (l97?),
(MDBB) information on Newman and Leockeman (1972),

product attributes Claxton et al. (1974)

3. "Available brands Number of brands Dommermuth (1965),
on the market" considered Claxt®n et al. (197h4)
(ABOM) : :
/oy, ""Salegperson's The extent to which Katz and Lazarsfeld (1955),
; opinion of wvarious respondents requested Claxton et al. (197L)
brands” (S0VB) information from .
-salespersons
5. "Brands carried by Number of stores Katona and Mueller (1955),
a particular visited : LeGrand and Udell (196k4),
store" (BCPS) T Newman and Staelin (1972),
' Claxton et al. (1974)
6. "What kind of ' The extent to which & Katona and Mueller (1955),
people buy cer- shopper examined the Ward and Gibsen (1969}
tain brands" . consumption behavior
(KPBB) o of other consumers

20



" Table 1
_ _ , .
PRODUCT-MOMENT CORRELATIONS BETWEEN INFORMATION-SEEKING MNFASLRES AND THE TNDEFENOENT VARIABLES

Dependent Measure

fmount of Tnfornation Requested Type of Informition Requested

@« “Frediqgar Per- Eye  Face Hand- Lip- General
¥ - fune Makeup Makeup Cream stick Index
Base FOVB MDBR ABOM SOVE BCPS KPBI

Lo
A5 06 -2 . L0
-]_1 08 frDT %10 EiCﬂ

[ndividual
© Produwet Ambiguity .25 20 .8 16 9 B
4 Price Consclousness 2T L0b 13 <05 -2
~ Tncone ST =00 07 =05 -2 -0
Money spent on

cosmetics

 Age -
Education -,

"
" w -

Lo S eue o
AT, AT e TH

o

O IG Y CJN  VA)Q  JO JO
R e ) N [ A Y
6 -2 17 <0 00 =20 -0f 206 <15 -09 -1 -2

N

Social
TSelal Uility .9 20 2 a3 3 20 0y gy
. Interest in g - :

di scussion BT TR S kT BN P SE [ S B
Personal Bxposwre .09 19 13 .03 -05 .1 08 =00 .06
Comparative

preference 15 039 07 2 o8 Iy (VR TV R TR LI |

. Comperative interest .22 .09 .12 11 .11 .19 15 .00 17 13 A Ll
Opinfon Leadership .30 12 .19 .00 .10 .2 Qg ok 132 .09

ot —
D]
"
a0

Cornelattons of sdout 1b and .16 ave significuntly different fron pero al .05 and | level
respectively.

J
’ lEl?Ji:‘

Aruitoxt provided by Eic:
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STEPWISE PREDICTIONS OF AMOUNT OF INFORMATION

SOUGHT ON SELECTED COSMETIC PRODUCTS

‘ Beta Level of
Product Predictor Variable R Coefficient Significance

Perfume . Social Utility .39 .31 .000
Interest in Interper-

. sonal Discussion i .18 .000
Perceived-Product 7 :

Ambiguity 50 .16 .002

Price Consciousness .52 .12 .03k

Age .53 -.11 .oL7

Comparative Interest .5k .10 .095

& - Eye Makeup Age .30 =-.27 .000

oot Perceived-Product

' Ambiguity .39 .20 .000"
Comparative-Product

b Preference Jh1 1

Education .43 -.1

Face Makeup Perceived-Prgduct
Base Anbiguity .28 .19 .000
o Social Utility .36 L18 .001
o Interest in Inter-

B personal Discussion .40 L1k .013

/s Comparative-Product :
! Preference b2 .16 .0kl
Age Lk .1k .0kLs
Income L5 .11 .096

Hand Cream Social Utility ir io 01k
Perceived-Product

Ambiguity 15 vy

i
It

Lipstick. Interest in Inter-
personal Discussion
Perceived-Product
T Anbiguity

Ju|

e
"
I
iz

i
—

[

e
iC.
T,
—

Geperal Index Perceived-Product
Ambiguityx ' .33 .2k uou
Social Utility ihh .22 .000
Interest in Inter-
personal Discussion  .k49 .20 .000
Age .51 -.15 . 020
Comparative-Product
Preference .52 .11 .089

o 23




. . , TABLE 3 !

STEPWISE PREDICTIONS OF KINDS OF INFORMATION SOUGHT -

Kind of - " Beta Level of
Ipformation Predictor Variable ¢+ R  Coefficient Significance

"Friends' opinions Interest in Inter=
of various Personal Discussion .3k .29 .000
brands" Comparative-Product ' f
Preference b .23 .001
Age ' 3 -1k .029

,"Main differences Education : .15 ~.1b -023
between brands" Price Conscioushess .20 .13 .058

"Avgilable brands Perceived-product
op the market” Ambiguity . .22 .19 .001
Age .30 -.17 .00k
Social Utility .33 .13 .023
Interest in Inter- : ‘
personal discussion .35 .11 - .095

P ——

'"Sglesperson's Perceived-product
opinion of Anbiguity .31 .29 .000
vgrious brands Social Utility .36 .15 .009
Money spent on
cosmetics .37 .12 .088
Comparative-product
preference .39 .12 .05

"Rrands carried Social Utility .21 17 .002
by & particu-~ Interest in Inter-
lar store" . personal Discus- )

- sion .27 .15 .015
Perceived-product
Ambiguity .30 .1k .0ks

"Kinds of people Social Utility .28 .2L .000
vho buy Perceived-product

certain brands". Ambiguity .37 .22 .000

Education b1 -.16 .007

Personal Exposure 43 .1k .035

e e — e
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FOOTNOTES
- leép@ﬁdents in the final éamplagvere actually using on the average
of 4.5 cﬁ t£ese five products. - ‘:é |
| 2Several validity checks performed by Clarke (1973)‘in previous
studies of-information seeking shauzé that s person's need for informa-
tion correlated strongly with his actual information-seeking behavior.

3Similar methods of index c@nstructgan were used in previous studies
of information seeking (Katona and Mueller, 1955, Eabinsan,;l967; Newman
and Staelin, 1972).

hA pretest had shown that those who were "less interested" than

their friends tended to "disagree" with this statement.
: &
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