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Abstract
Ihe purpose of this research was to investigate the nature of
consumer decision making. It considered the purchase of a video

Cassette recorder and investigated whether the assumptions of a
model  based on satisficing behaviour could be  justified.
It considered the nature of search behaviour and evaluation
during the decision process and the factors which might influence

it.

The research therefore studied the stages of the decision process
from the nature of Problem  Recogunition  and Problem
Classification, including the development of evoked sets during
the decision process, the preference for and use of different

information sources, the nature of search behaviour, the

importance of choice criteria and the decision rules used while

employing these choice criteria.

This was 1nvestigated using three seperate buft linked research
approaches. A sample of the population in the West of Scotland
was analysed to investigate differences between video owners and
non video owners, while qualitative interviews were conducted to
study the decision process itself. Conjoint Analysis was used to

consider the relative importance of choice criteria.

The study confirmed the sequential nature of the decision process
and found a phased sequence of choice and search. Despite the

nature of the good (expensive and innovative) the decision was

L= F
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geanerally considered of a low involvement nature. While the
predictions of low 1involvement learning that a satisficing
decision would be taken were found to be true our findings
disagreed wirh the accepted theory on the use o0of 1information
sources. It was also considered that it would be wrong to assume
no cognitive processes were taking place 3s wvarious choice

heuristics were found which simplified the decision for the
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CHAPTER ONE

INTRODUCTION

The purpose of a study such as this is manyfold. A major aim 1is
that it will contribute to the growing field of knowledge about
how consumers make the decisions which ultimately mean success or
failure for the manufacturer, namely which product to buy from a
competing range. A secondary aim is that the researcher will gain

skills in the process of research which will form the basis for

his future research activities. Finally it is hoped that the

study will stimulate his own, and perhaps others, interest in the

subject and thus encourage further work in the area.

The research developed out of the continuing evolution of
consumer behaviour theory. In the late 1960's academics such as
Howard and Saneth, Nicosia and others had attempted to delve intc
the 'black box' of the consumer and explain the cognitive
processes which lead to action. Pravious research had studied the
inputs to the black box, such as the marketing stimuli, or the

output in the form of variations in choice behaviour, or the

exogenous variables thought to influence the workings o¢f the
black boxe. As the decade progressed research began to change its

direction, particularly under the stimulus of the consumer



behaviour text by Engel, Kollat and Blackwell. This text was the

first major attempt to describe the process of decision wmaking,

and it highlighted the gulf between normative models of how

consumers should behave, and research findings into  how

consumers did behave.

In their attempt to understand this process researchers drew more
and more from the discipline of cognitive psychology and by the
late 1970's a considerable body of literature was developing

which could be classified under the heading of 'Information

Processing Models of Choice'.

The interest of the present author at this time was in the nature

of rationality and its effect upon search behaviour. Of special

interest was the work of Howard, Simon and others who accepted a
modei of bounded rationality, where the individual optimised
under subjective constraints and used simplifying strategies to

reduce cognitive effort.

The purpose of this research was to investigate how well such a
view o0f decision making ficted an actual consumer decision, and
whether the assumptions of a model based on satisficing behaviour

could be justitied.

To complete such a study one had to ensure the consumption

problem was of a type requiring simplifying strategies to be

used, 1.e. a decision requiring Extended or Limited Problem



So0lving. For this reason the consumption problem chosen was the
decision to acquire a video recorder as this product satisfied
the criteria which should ensure the problem was perceived by
consumers as requiring extended or imited problem *solving. 1In
particular it was a product in the early stages of its 1life

cycle, it involved a significant financial commitment and was

technically complex.

It was felt that the study should take a broad view rather than
focus on too small an element of the decision process which could
lead one to lose sight of the total decision, or could result in

the findings being difficult to transfer to wider applications.

It was hoped that the present study wculd be pragmatic rather
than esoteric and an investigation into what consumers dia do to
make the 'best' decision rather than what they 'should' have

done.

Objectives of the study

The objectives of the study were therefore to investigate the
process c¢f decision making during extended or limited problenm
solving; to consider whether the assumptions of satisficing
behaviour were justified, and to investigate the nature of search
hehaviour and evaluation during the decision process and the

£actors which might influence 1it.

The research therefore studied the stages of the decision from



the nature of Problem Recognition and Problem Classification, the
development of evoked sets during the decision process, the
preference and use of different information sources, the nature

of search behaviour, the importance of choice criteria, and the

decision rules used while employing these choice criteria.

A second area of investigation was into the variables which

influence the decision process, and 1n particular search
behaviour. These were studied to see whether owners of video

recorders differed from non owners, and whether amongst the

owners renters differed from purchasers.

Methodology

After considering the various research wmethodolocgies and the

nature of the research problem three separate research approaches

were used to study the area.

The decision process itself was studied using focused interviews

with a quota sample of 50 respondents selected from the Glasgow

arede.

The relative importance of choice criteris was uncovered by the
above approach and also by a second method. As a comparison a
technique known as conjoint analysis, using a computer program

called Monanova, was used with the same 50 respondents as in the

qualitative study.



The differences between video owners and non owners, and renters

and purchasers, on the variables related to the decision process
was investigated by a structured self completion questionnaire.

ﬁ e

This was analysed using the SPSSX package.

Significance of study

while manufacturers often conduct market research studies into
specitic aspects of decision making related to their product this
is seldom placed within a conceptual structure allowing
generalisaticons to be drawn, or allowing the results to be
transrerred to other problems. Academic studies sometimes tend in
the opposite direction and analyse a specific area within a
strict conceptual framework which otffers little of practical
value to the practitioner. It is believed this study has avoided
falling between the two extremes and satisfying neither but

instead has findings which are of interest both to the practising

manager and academic researcher.

Insights have been gained into how consumers reduce, by the use
of simplifying strategies, the cognitive stress and behavioural
effort involved in choosing a shopping good. This information
should be o0of wuse to manufacturers in the planning of their
communication strategies to ensure greater eiffeciency in their

use of resources and greater effectiveness.



It 1is also complementary to previous studies of search behaviour
which in the past have tended to use a more quantitative

approach. In some cases it supports previous research and 11

others it suggests alternative viewpoints.

It also investigates an area which has received little attention

by academic researchers, namely the choice between renting and

buying a major household good.

The approach taken, while wide, has the advantage of studying
various aspects o0of a decision within a common conceptual
overview. Thus search and evaluation are not studied in isolation

but 1in relation to other relevant variables, allowing common

threads to be noted more easily and to gain a deeper

understanding of the complex interactions taking place during

decision making.
Presentation of the study

The study is reported in nine chapters, the structure of which

will now be explained.

Following this introduction Chapter Two reviews the main
approaches to explaining and analysing buyer behaviour over the
last few years. It discusses the nature of rationality and 1its
relationship to the consumer decision process and then moves on

to study the general models of consumer, industrial and tamily

decision makinge.



This provides the background to Chapter Three which examines in
greater depth the concepts and ideas introduced in Chapter Two
and places them within a conceptual structure. In this chapter
the research 1literature relating to the decision process 1is
reviewed and the majority of the research questions are

presented.

Chapter Four is a consideration of the Environmental, Situational
and Individual factors influencing the decision process. The

literature relating to these concepts is reviewed and a number of

hypotheses relating to our study suggested.

Chapter Five restates the research questions and Hypotheses and

discusses the research methodology employed. 1t considers the
various methods used by other researchers in measuring the
concepts of interest, discusses the relevance of quantitative and
qualitative approaches, and gives details of our own approach.
The final section of the chapter is a discussion of conjoint

analysis and its relevance in this instance.

Chapter Six introduces the first set of findings. This chapter
presents the data from the seli completion questionnaire and

investigates the research hypotheses developed in Chapter Four.

Chapter Seven presents the content analysis of the <focused

interviews conducted in the second stage qualitative study and
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relates the findings to the discussion in Chapter Three.

Chapter Eight presents the findings of the conjoint analysis. It
presents the differing wutilities given as output from the
Monanova program and interprets their meaning. It also compares

the differences in utility between different subgroups and draws

conclusions from thise

Chapter Nine restates and summarises the findings of Chapters
Six, Seven and Eight and draws overall conclusions. It ends with

a consideration of the implication of the study for management

and researcherse.



CHAPTER TWO

CONSUMER DECISION MAKING

This chapter will review the main approaches to explaining and
analiysing buyer behaviour in the last few years and provide an
introduction to the next chapter, which deals in more detail with
the elements of the process of decision making. It will firstly
introduce the concept of rationality which wunderlies the
cognitive models of decision making and then move on to consider
the major general models of decision making. These models attempt
to show the interreliationships between the various concepts seen
as important by academics and to provide a framework for further
WOrKe Consumer, industrial and family models will be considered
to show any similarities and differences in approach or concepts
which exist and how the authors treat the search element of the
model. Some of these models include the process of decision
making as an implicit part of their model, others merely use a
'black box' to indicate this process. The next section looks at
process models of decision making, which by their nature tend o
be rather simplistic representations of reality, and shows the

common assumptions being made and the main concepts of

importance.



RATIONALITY AND DECISION MAKING

One of the preoccupations of consumer researchers into decision

making has been with the discusion "What is rationality in

decision waking?", and '"Does rationality apply in consumer

decision making?".

The assumptions of rationality are that people strive to maximise
utility and have perfect knowledge in the search for the optimum
solution. As Simon ( 1956 )points out while people may have the
wish to maximise utility, they wish to do so on a number of
subjective dimensions so that a collection of potential
satisfactory solutions exist. Also, not only do they not have

perfect knowledge, they're not sure what perfect knowledge is.

To be rational, according to Simon, a person needs to be abhle

Cos—

*recognise and grade a product on a number of wutiiity
funccions

*compare and summate these functions

*know about and have utility functions for all possibi=z
alternatives

In practice the effort is too great as the information 1is not
available, or would be too "expensive'" to collect, and even if we

had it cognitive overload would take place. As will be shown

10



later choice tends to be satisficing rather than optimising, and

sequential rather than comparative.

Bounded Rationality

Simon 1introduced the term "bounded rationality" when he was
discussing the boundary between rational and non-rational aspects
of human behaviour. He rather harshly states that bounded

rationality is, ''the behaviour of human beings who satisfice

because they have not the wits to maximise'.

To meet the principle of efficiency, i.e. to be the classical
economic man, amongst several alternatives costing the same the
one selected should be the one which leads to the greatest
satisfaction of objectivese. Similarly, amongst several
alternatives achieving the same goal, the cheapest should be

chosen. But how are the choices to be maximised, what limits a

persons quantity and quality of output?

Simon argues that these 'limits of rationality' are important as
if two people are given the same limits, objectives, and values
and the same knowledge and information then they can only

rationally decide on one course of action.

The researcher must therefore investigate what are the relevant

mental skills or intellectual ability which affect decision
making; can these skills and ability be taught? What is the

influence of values on rationality? Simon Dbelieves values affect

11



the conception of purpose of an individual, i.e. his objectives,
as when loyalty to a subgroup in the organisation or social

referents, or loyalty to a particular company or supplier may

conflict with other objectives.

This research will be looking at the nature of decision making.
In particular it will consider the process of decision making,
the nature of the decision rules used and the role of information
during decision making. We will Dbe suggesting that the
assumptions of rationality and the principle of efficiency has
mislead researchers and that more attention should be placed on
understanding the social and psychological basis of problem

solving.

Rationality requires perfect knowledge vyet Kknowledge 1limits
rationality in many ways. The researcher must investigate what
knowledge exists about the product, what situational knowledge
relevant to this exchange or problem exists, what are the limits
to the knowledge an individual can accumulate and apply, how
rapidly can knowledge be assimilated, what channels of

communication is he attached to, does this system  of

communication vary during the appropiate decision points, what
types of knowledge can, and cannot, be easily transmitted? All
these are important questions researchers have addressed

rthemselves to which will be reviewed later.

12



Rationality rvequires us to view alternatives in a panoramic
Iashion, to consider the whole complex of consequences that would
follow each choice with a set of criteria singling out one

optimum choice from a whole set of alternatives.

Actual behaviour falls short of this 'ideal'. Knowledge of
consequences 1s always fragmentary since these consequences lie
in the future and and can never be predicted with certainty, as
situational conditions can act upon expected consequences. Only
an 1insight into a complex set of relationships and 1laws would
allow a person to predict future happenings and in practice only
a few of all possible alternatives come to mind as, at a given
moment, the mind cannot grasp all the consequences 1in their

entiretv. Instead attention shifts with shifts in preferences.

A point made by Simon which will be explored later, 1is that
anticipation of consequences of a choice has not the same f[orce
on the emotions as the experiencing ¢f them. This is an important
influence 1in risky behaviour. The more vividly the consequences
of 1losing in a 'risky' choice are visualised, through past
experience etc, the less desirable the risk appears. The
probability of loss stays the same but the desire to avoid the
consegquences has been strengthened. Experiential learning (the
gaining of knowledge of attributes ana benefits by actual usage,
rather than reported knowledge ) may therefore play a much more
important role 1in decision making than most models tend to

suggest, and we will be discussing this later in Chapter 3.

13



o be rational therefore a person must have the ability to follow

a course of action, have the correct understanding of the goal of
the action, and be correctly informed about conditions
surrounding his action. Within the boundaries laid down by these
factors his choices are rational-goal orientated. Rationality is
therefore perfectly flexible and adaptable to abilities, goals
and knowledge, and behaviour is determined by the irrational and

non rational elements that bound the area of rationality.

As Simon (page 79) states,

"It 1is impossible for the behaviour of a single
isolated individual ¢to reach any high degree of

rationality. The number of alternatives he must
explore 1is so great, the information he would need
£o evaluate them 1s so wvast that even  an
approximation to objective ratiomality is hard to
conceive. Individual choices take place 1in an
environment of 'givens'-premises that are accepted
by the subject as tne basis for his choice, and
behaviour is adaptive only within the limits set by
these 'givens'.”

The act of making a decision therefore requires that a goal be
identified, that information is acquired about several
alternative ways of achieving the goal, and that a choice is made
between these alternatives, all conducted within the constraints
of 'bounded ratiomality'. Thus while all individuals subjectively
optimise, their final choice may be fundamentally different from

that which shculd follow from 'objective optimising'.

The next section discusses how consumer behaviour theorists have

conceptualised the problem solving process. The usual approach is

14



Lo view it as a three stage process from the cognitive stage of
knocwledge, through the affective or attitudinal stage to the

final conative or action stage. Other models do exist which do

not follow this process and these will be mentioned.

CONSUMER DECISION PROCESSES AS RATIONAL PROBLEM SOLVING

The approach taken here is that consumer behaviour as manifested
in a consumer decision process is an exercise in problem solving

and a problem exists when there is a goal to Dbe attained or
sought and uncertainty as to what is the best solution for the
given or perceived problem. Markin(l974) suggests there must be

some minimal and necessary conditions for a problem to exist.

l. An individual (or group)who has the problem:the decision

maker

2. An outcome that 1is desired by the decision maker.
Without the desire to attain an as—yet-unattained outcome there

can be no problem.

3. At least two unequally eificient courses of action which
have some real chances of yielding the desired objective.

4. A state of doubt in the decision maker as to which choice
is '"pest". There must be some uncertainty on the part of the
decision maker as to which choice is or will be "best”.

5. An environment or context of the problem. The environment
consists of all factors which can affect the outcome and which

are not under the decision makers control.

15



Markin believes that from the problem context arises the
necessity for problem solving which is concerned with the

designing, evaluating and choosing of alternative courses of

action or behaviour. RS

The problem solving approach stresses the view that the consumer
moves through a series of sequential and reiterative stages or
procedures 1in reaching or not reaching a consumption decision.
This decision process normally is seen as consisting of five
major activities or stages including (1) Problem Recognition (2)
Search activity (3) Information Evaluation (4) Choice Decision
and (5) Post Purchase evaluation. The extent of effort devoted to
each of these stages will vary by individual depending upon the
way the problem is perceived, the effects of the problem
situation and personal variables such as ego involvement etc.

These will be discussed in the next chapter.

This sequence of stages is normally recognised as consisting of

three psychological states, cognitive, affective and conative or

The cognitive stage refers to a knowledge and awareness dimension
of behaviour. It implies behaviour is a function of knowledge
values, 1ideas and images and to facilitate behaviour marketers
must provide information and knowledge that triggers and

facilitates these cognitionse.

16



The affective stage relates to attitudinal states of the

individual. Consumers must be taught to like or prefer one brand
over another and thus consumer behaviour is a learning curve

built upon the previous cognitions.

The conative stage relates to a striving state, or motivational
state of the individual and stresses the tendency of individuals

to treat objects (or goods or services) as positive or negative

goals. Behaviour is thus goal orientated.

This sequence will be discussed further when decision process
models are investigated but its assumptions about goal orientated
information searching and evaluation are fundamental to most

models of consumer behaviour.

Involvement and decision making

At this point it should be noted that this view of consumer
behaviour, deriving from cognitive learning theory, 1is by no
means universally accepted and behaviourism is an alternative
viewpoint 1in explaining and predicting behaviour. An excellent
consideration of the two schools of thought is given by Gordon
Foxall (1983) who argues strongly for a reconsideration of the
prevailing 'cognitive' paradigm and the relevance of behaviourism
to marketinge. As argued earlier in this chapter the cognitive
model stresses the importance of explaining behavioural change by

reference to the prior intrapersonal change, and this is explicit

17



ln the models we are about to review. Foxall argues that the
dominance of this theorectical framework is restrictive and that

behaviourism, which he believes has been misinterpreted and
misrepresented by consumer researchers, offeres an alternative

perspective.

Drawing upon the work of Skinner and the radical behaviourists he
explains how environmental factors affect the rate at which
behavioural responses occur, and the consequences 0f behavicur
come to shape and mantain it (Operant Conditioning).Thus

'benaviour is shaped and maintained by its consequences' (Skinner

1972 pl8 Beyond Freedom and Dignity. London:Cape)

This set of assumptions is explicit in the work of Ehrenberg and
Goodhardt on brand switching and may well be the theore:tical

basis for Low Involvment learning.

One of the first researchers to question the normally accepted
cognitive model with their C-A-C sequence and stimulate the
discussion in this area was Michael Ray of Stanford who 1in a
working paper (1973) noted that the hierarchy of communication
effects concept served as the principal theoretical basis for,
and the major planning and appraisal tool of, the advertising
communications field. He addressed himself tco the central

question: Does awareness lead to comprehension to conviction and

then to purchasing behaviour, as suggested by the usual process

type models?

13



The conclusion of Ray was that there were three kinds of
hierarchy which could operate, depending on the 1level of
involvement of the decision maker. (Figure 2.1) In high
invoivement situations where differences existed between brands,
then the standard learning hierarchy could operate (based on
normal cognitive learning theory) . If few differences egisted
between brands then Dissonance or Attribution theory applied
where action occurs first, then attitude shift, and finally
awareness and comprehension. This is the exact reverse of the

standard learning hierarchy. The Low Involvement hierarchy most

of ten occurs when there are minimal differences between
alternatives or when low involvement makes actual differences

unimportant to the decision maker. The sequence in this case 1is

awareness, minimal comprehension, then purchasing action followed

by attitude or conviction change.

Figure 2.1 Three orders model of information processing
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Tne learning hierarchy sees consumers as active information

seekers and processors with the buyer selectively and in stepwise

form collecting and analysing data to arrive at a choice.

"The low involvement/commitment hierarchy suggests
the buyer may not be particularly committed ¢to

his/her brand selection for many products. When this
1S the case the consumers selective processes are
relatively 1inoperative and advertising is passively
accepted without undue resistance and without
thorough message evaluation.”
Robertson 1976

Thus information seeking is often based on trial of the product

and later evaluation.

Evidence 1s slowly building up that high involvement decision
making may well be the exception rather than the rule and thus
attention has been focused on what tends to lead to high or 1low

involvement.

Sherif and Cantril (1947) suggest that "involvement exists when
any social object is related by the individual to the domain of
the ego". In other words if it is related to the value system on
an important dimension. The degree of involvement depends upon

how related is the object to the value system, how centraliy or

highly ranked is the value, and how many values are engaged.

Commitment 1is also important as "Ego involvement ...is the

arousal...of the individuals committment or stands in the context
of appropiate situations.' (Sherif, Sherif and Nebergall 1965)

Involvement was tested, using the above framework, by Lavtovicka

and Gardner (1979) and they found, using factor analysis that two

20



main dimensions exist;

*Normative importance -how connected or engaged a product class

1s to an individuals values

w -

*Committment to a position ~how pledging or binding is a brand

choice on an individual

Rothschild (1979) suggests involvement can be split into two
minor elements, situation involvement and enduring
involvement.Situation Involvement is a "concern with a specific
situation such as a purchase occasion or an election" while
Enduring Involvement 1is a "level of 1involvement towards the
general class object or issue which an individual brings to a

situation: it reflects his pre~existing cognitive and affective

sets and may also reflect past behaviour"

Thus a consumer may normally buy low priced whisky in a random

manner as he has little interest in the product class (low

enduring invelvement), but on a visitc by his boss or at:Xmas high

situation involvement occurs leading to time being taken over the

choice and an expensive purchase.

Support for the High Involvement /Low Involvement learning models
comes from Krugman (1965) who has shown that the two halves of
the brain operate independantly from each other. He argues that
the left half is used in problem solving, reading, speaking, i.e.

in high involvement situations. The right half is concerned with

the perception of images, and 1is wused in low involvement

situationse.
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He argues that the right brain scans the environment to decide
what the left brain should focus on. In low involvement
situations the perceptual images gained are not translated into
verbalised beliefs or criteria until a behavicural trigger comes
along, we dont 'think' about the symbols (use left brain) until
purchase when all the symbols and images crystallise into words
and thought and restructuring takes place with shifts in salience

etCo

The importance of involvement 1is obvious in that different
communication strategies are obviously needed to cope with the

different situationse.

In low involvement situations 1little information will be sought,
information incidentally received (received when information
acquistion was not the motive of the activity ) will be stored

without evaluation, and trial 1is likely to be the main

information collection stage.

Secondly, whereas in high involvement perception is selective
with information being screened, evaluated, distorted and stored
in cognitive structure, this is not likely tc happen 1in low
involvement. There 1is 1little selectivity as there 1is 1little
inclination to protect low committment beliefs. Exposure itself
might be sufficient to cause behaviour with minimal learning,

such that exposure to mass media content would be persuasive per

SCoe
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Consumption can be seen as a very visible aspect of self image

and therefore subject to personal influence. The role of opinion

leaders and personal influence channels would therefore need to

be considered in a high involvement situation. In low involvement

there 1s no need to seek approval or information when brands are

not perceived to have meaningful distinguishing characteristics.
"given minimal prepurchase information needs for low

committment products, advertising alone can move

the consumer to trial, which may then determine
repeat purchase"

Robertson 1976
This means there will be no two step flow and no cognitive
dissonance, since committment is a necessary condition for

dissonance and there is no need to justify the behaviour.

The communication strategy for a high involvement decision would
therefore be to0o enhance awareness and knowledge through high
information content messages with an emphasis on print media.
Attitude  development 1is most easily effected by a high
credibility information source, especially of a personal nature,
or by personal experience. The low latitude of acceptance of
messages means only messages which “fit~ existing beliefs or the
present position will be readily accepted. Behavioural intention
should be manipulated by adjusting the bundle of product
attributes at the time of purchase by deals or special offers.
The long term behaviour will be effected by reinforcement from
tne product itself, by the use of warranties and aftersales

service. Advertising can be used as a dissonance reducer, to

support the beliefs and decisions as it will have little effect
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earlier due to its low credibility.

In a 1low involvement situation it is more 1likely that a
satisficing d;cision will be taken as all products are seen as
being reasonably similar and thus the first satisfactory product
will be chosen which passes the set criteria. 1t will be

important theretore that your product reaches minimum standards

to ensure its inclusion 1in the evoked set. This will be discussed

further in the next chapter.

The wide latitude of acceptance which exists with low involvement
would 1lead one to expect a larger evoked set then with high
involvment purchases. At the awareness stage the consumer 1is
likely to absorb a few key points rather than being interested in
a broader information campaign. This suggests short messages with
high repetition of the key points to avoid information overload.
Broadcast media are most appropriate as they are a passive
medium requiring little cognitive energy. There will be no
attitude development Lo worry about therefore the campaign should
concentrate on slowly developing a mental set amenable to
behaviour. The wider latitude of acceptance means wider and more
extreme claims will be accepted without evaluation. Price will

often be used as a satisficing criteria as will visual aspects of
the purchase (display and point of sale). Attitude development
after purchase, if at all, means product reinforcement 1is

important and a satisfactory level of benefits needs to be

achieved. The dinitial behaviour is often likely to be a trial
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and prolonged use will be necessary to create a favourable

attitude._

Conclusion

The difficulty for researchers 1is to know which set of
assumptions or theoretical structure ¢to bring ¢to bear in
analysing any particular situation. While the strict model of
rationality has long been rejected by consumer  behaviour
theorists, the quasi rational model of Simon and others is also
now coming under increasing attack and the overly simplistic
'associationist ' models which reject any form of mental activity

are being reconsidered using the low involvement or attribution

framework.

While this alternative paradigm has been shown to have some
validity in certain situations the general thrust of academic

and industry interest is still in the cognitive models which

assume a 'thinking being' is making reasoned choices and this «

will be the approach taken by this study.

The next section reviews the major models which have been

published to explain choice behaviour within this theoretical

frameworke.

We shall first 1look at general consumer models which are
frequently <ited in the literature, then general industrial
models to show the similarity of approach, and finally family

models which take into consideration the decision making unit of

the family members.
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GENERAL MODELS OF BUYER BEHAVIOUR

The marketing literature yields comparatively few comprehensive
models of buyer behaviour but of those most often quoted all have
a decision process as an integral part of them. This section
will 1look first at comprehensive models in the consumer field,
then industrial models and finally models of the family decision

process. While it will not be possible, and is not necessary, to

consider the models in depth <certain commonalities can be

observed which can be seen to build into a reasonably consistent

way of viewing high involvement purchasing.

GENERAL CONSUMER MODELS

Certain models have attracted greater attention than others and
while other attempts at model building have been made other than
those reviewed here we shall focus on the four models which have
gained most attention from other authors, although it 1is not
suggested this necessarily bears any relationship to the worth of
the model. The four models reviewed in this section are

Nicosia's, Howard and Sheth's, Engel, Kollat and Blackwell's, and

a recent model by Bettman.

Nicosia Model

The Nicosia model (1966) was one of the first attempts to produce
a general theory of buyer behaviour. His work cannot be fully

detailed here, but the concepts and flow chart techniques used in
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the exposition of the linkages among the concepts are certainly

part of the stream of thought that underlies the emerging theory

of buyer behaviour and accordingly, a brief description of the

Nicosia model, emphasising the search process, will follow.

Nicosia discovered when examining the early 1literature of

decision  processes, what he believed to be a conceptual

commonality; i.e. the '"funnelling" process. This mechanism
begins with the consumer recognising the existence of a problem.

Such recognition triggers search activities which gradually
narrow the area of possible solutions until a final solution 1is

found. The comprehensive scheme described below is based upon

tnis "funnel” concept.

Nicosia postulates four fields with various subfields through
which the consumer decision process moves. (Figure 2.2) The
process begins 1in Field One with a message from a persuader,
which 1is received and processed by a consumer and in some way
results in an attitude as output. Field Two consists of the

search for, and evaluation of, attitudes to the advertised

brand or products available. The output from Field Two is seen
as motivation to buy and acts as input for Field Three. Field
Three 1is the act of purchase where the intention and wotivation
is translated into actiom. This behaviour acts as an input for
Field Four, consumption of purchase and/or storage.

The output

of TField Four feeds back into Field Cne to become part of the

predispositions of the consumer which will have an effect on any
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succeeding communication.

Field Two is of special interest in that it describes the search

and evaluation steps in the buying process. Two types of search

behaviour - internal and external - are defined with each

type assumed to be related to a different subset of variables.

1) Internal search is said to be a consumer's conscious or
unconscious retrieval of informaction from his psychological field
that applies to the brand, the product or the firms that

manufacture or sell the product. This kind of search behaviour

1s hypothesised to be a function of:-

a) the consumer's value system,

b) the consumer's orientation to other behaviour areas e.g.

religion, politics, culture,

c) the attributes of the message perceived, internalised

and stored,
d) the cognitive structure in which the message has been
stored,

e) the extent to which all of the above have been retained

or forgotten.

(Nicosia pl74)

2) External search is defined as 'overt activities that,

consciously or uncounsciously, purposefully or accidentaliy,

uncover information about the subject's specific problem"

(Nicosia pl75). These overt activities are said to include self
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fieid One: From the Source of a Message to the Consumer's Attitude

Subfield Two

Consumer’s
Attributes

(especially
predispositions)

Subfield One

Attitude

Firm’s
Attributes

!

Search

Field Two: Search for,
and tvaluation of,
Means-End(s) Relation(s)
Evaluation | (Preaction Field)

Experience

Motivation

!

Decision

Field Four:

The Feedback | Consumption

Field Three: The Act
of Purchase

Storage

(action)

Purchasing
Behavior

Figure 2.1: Nicosla's Simplified Model of Consumer Behaviour



SXposure, talking with family, friends and associates, shopping

and talking with sales persons, seeking information about
eXpected income, assets, credit availability and product and

brand attributes.

The complexity, intensity and duration of this type of search is,
according to Nicosia, a function of the consumers:-

a) values and his commitment to them,

b) 1level of aspiration,

c) perception of the cost and benefits of information,

d) psychological involvement with the need for the product,

e) search propensity.

The last factor is further defined by Nicosia as '"a collection of
an individual's psychological traits and processes' (p 174) and
includes the consumer's perception of the problem, modes of
tension reduction (i.e. problem solving), perception and handling

of risk, uncertainty and ambiguity.

The Nicosia model suffers from the same weakness found in earlier

models because the variables and their relationships are

imprecise due to the lack of empirical research about the buying

processe.



Tuck (1976) is highly critical of Nicosia's work and states;

"his attempt was too ambitious and too premature.

He tended to take broad psychological
overgeneralisations as given, so that he could enter
everything into his flow chart. There is little or
no concern with the operationalisation of the
variables listed in the flow chart. There is little
or no specification of the nature of the
relationship between variables. wWhat knowledge we

have suggests that the simplifying assumption of a
linear relationship is a falsification".
It can be said that Nicosia made a brave attempt which stimulated

the academic world by his suggestion of what might happen but

which later research failed to confirm. As Ehrenberg (1968) puts
it in a highly critical review of Nicosia's work '"The book

illustrates the modern model builders syndrome of trying to run

before he can walk'.

Engel, Kollat and Blackwell Model

In the initial Engel, Kollat and Blackwell model (1968) the buyer
is depicted as a ''system'" with a similar funnelling scheme as
proposed by Nicosia. Memory and thinking on the part of the
buyer are contained in a '"'central control unit". Physical and
social inputs enter this ''central control unit”. Past
information and personality characteristics influence values and

attitudes which are in turn inputs into the system.

Later versions of the model moved away from the 'black box ' to
the role of memory and thinking and as a body of literature

developed to explain the nature of information processing so this
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part of the model became more detailed in its exposition.

The decision process has aways been a major part of the Engel,

Kollat and Blackwell approach and indeed they could be said to "

have popularised this theorectical viewpoint. The process
proceeds in stages from problem recognition, - through the search :
for and the evaluation of alternatives, to choice followed by
outcomes oﬁ satisfaction or dissonance. Each of these stages have
outcome branches to allow for looping back, continuing on, or
halting although the later versions of the model are simpler in
their approach. The model, accordingly, 1is said to accomodate

all types of decision making from extended problem solving ¢to

routine problem solving.

One of the major changes in the EKB model 1is the increasing
emphasis on the high /low involvement dichotomy, such that the
4th edition explicitly states it is a high involvement model and
provides a discussion oI low involvement purchasing with its own
truncated wmodel of problem recognition, choice and alternative
evaluation with a slightly modified information  processing
component to exclude 'yielding's. This modified model thus covers
repeat purchase behaviour under conditions of low loyalty whereas

the normal model is meant to include brand loyalty based on high

involvemente.

Engel, Kollat and Blackwell (1968,1973,1978,1982) published their

model 1in the form of a text book on consumer behaviour in 1968

primarily with a pedagogical intent. The authors admitted
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(1978), that the beok merely reflected the overall state of the

avt at that time with no explicit attempt to specify quantifiable
functional relationships as it was not expected that the model
would* be subjected to the same rigorous tests as the Howard and
Sheth model. Tuck's criticism cthat the book 1is superficial,
lacks specifity and cannot be operationalised would therefore be
accepted by the authors. The 1968 model has however undergone
revision 1in various editions which tend to answer some of the
earlier faults. The new model is still meant as a structure for
teaching and learning, rather than a testable model of consumer

problem solving, but as might be expected it has beccme clearer

in 1Cs inter-relationships, sequences and operationail

definitions. (Figure 2.3)

The authors note the new model's similarity with the revised
Howard and Sheth model, as might be expected when the same field

and concepts are covered, but point out that fundamental

differences exist, for example, the inclusion of Fishbein's work
(1975), the exclusion of Confidence as a concept, and the
differing treatment of information processing which they see as

of major importance.

Engel, Kollat and Blackwell explicitly explain that their model
is not "The theorvy of buyer behaviour”, a claim made by Howard
and Sheth in 1969, and state that it would be the height of

absurdity of make such a claim because,
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"Given the present 1level of knowledge of the
subject matter and problems of conceptualisation and

measurement, it 1is unlikeiy that any wmodel will
receive definitive empirical verification'.
Their model has however guided researchers : in the area of
decision processes and they have had a major role in publicising
findings relevant to search behaviour. As one of the major text
books 1in consumer behaviour for 16 years their consideration of

the various stages and variables influencing the process has few

competitorse.

Howard and Sheth's Theory of Search

A detailed analysis of the Howard and Sheth model, in all 1its

various forms, and a discussion of the empirical research on the
model can be found elsewhere (Doran 1977, KXlahr 1974). A
simpliified description of the original model 1is provided in

Figure 2.4 .

The first truely integrative model of buyer behaviour was
proposed by John Howard in 1963 and it was here that he first
introduced the useful distinction adopted by many researchers
between true problem solving behaviour (similar to the rational
economic model discussed earlier), limited problem solving and
automatic response Dbehaviour. At the time there was littie
published research to support his model and the same can be said

of the greatly expanded and revised version published in 1969

with Jagdish Sheth.
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The model has 1inputs from a stimuli display and outputs of
attention, brand comprehension, attitude, intention and purchase.

Between these two elements are a perceptual subsystem and a

learning subsystem.

Ihe perceptual subsystem relates to the function of information

procurement and processing relevant to a purchasing decision.

These are labelled: a) Attention, b) Stimulus Ambiguity, ¢)
Perceptual Bias, d) Overt Search. This perceptual subsystem

receives 1inputs directly from the Stimulus Display.

Howard and Sheth believe that this perceptual subsystem converts
the external event, Stimulus Display, into a "Stimulus—as—Coded"

(p 152) which becomes an input into the learning subsystem and

is converted into an influence on purcnase.

The learning subsystem contains such constructs as motives,
choice criteria, attitudes, brand comprehension and confidence,
which constitute the 'evaluative' aspect of the model, and has a

reedback effect through attitudes and confidence.

The elements of the perceptual subsystem relate to the internal
and external search activities, and will now be discussed 1in
greater detail, whereas the learning subfield relates more to

actual evaluation 2and choice.
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Perceptual subsystem

Ihe perceptual sub system has four major concepts of relevance.

Attention, Overt Search, Stimulus Ambiquity, and Perceptual Bias.
Attention.  Attention refers to the degree of "openness'" of the
buyer's sensory receptors for a particular feature of a specified
stimulus display and is the first method of control used by the
buyer to satisfy his information requirements. If the amount of

control is not adequate in the sense that the buyer is motivated

to look at or be exposed to the stimuli, then Overt Search

follows.

Overt Search. Overt Search refers to the process by which the
buyer selects a particuliar element of his environment in order to
clarify the descriptive and evaluative cognitions related to a
brand or product class, as well as to satisfy motives such as

novelty or to clarify the saliency of given motives.

Stimulus Ambiguity. The ambiguity of the stimulus display is

another influence on the flow of information to the buyer's

mental processes.

Ambiguity of a perceptual or conceptual nature occurs when there
is a lack of clarity of the Stimulus Display in communicating the
descriptive and evaluative aspects of the brand, 1i.e. competing
claims, inconsistent facts, lack of information. This ambiguity

leads to uncertainty and arousal. This arousal initially leads
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LO increased attention. If this is not sufficient, i.e. does not

provide the required information, the buver proceeds to the
activity of changing his Stimulus Display, by exerting active
Overt Search, or 1n psychological terms exhibiting an

'orientating response'. Howard and Sheth believe that Confidence

is the inverse of Ambiguity (p 187).

In discussing this concept Howard and Sheth state that
information 1is sought to satisfy two needs: to solve purchasing
problems and to maintain a satisfactory level of stimulation.
These are called 'specific exploratory behaviour' - to reduce
ambiguity of a perceptual or conceptual nature, and 'diversive
exploratory behaviour' - to maintain a satisfactory level of
stimulation for the buyer. Diversive exploratory behaviour has
nothing to do with obtaining information about a brand in order

to make a choice, and is motivated by factors quite different

from specitic exploratory behaviour.

A third type of exploratory behaviour is defined as 'epistemic'.
In this case buyers search for information that they store for
future rather than immediate use. Opinion leaders and 'other
directed' people are often thought to behave in this manner.
Irrespective of the motivational basis of the buyers arousal, be
it specific, diversive or epistemic, its initial effect is to

increase the buyers attention to existing sources of information.

Perceptual Biase. Perceptual Bias affects the quality or meaning

of the information the buyer receives, and refers to the complex
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process consisting of the perceptual and cognitive devices by
which the buyer qualitatively distorts or selects infermation

that he has already taken into his nervous system.

These constructs are all affected by endogenous variables such as
importance of purchase, time pressure, personality, etc. As with
most of the models environmental and other factors are seen as
variables effecting search and evaluation but initially the

models did not explicitly show their effect.

Since the publication in 1969 of Howard and Sheth's "The theory
of buyer behaviour" the Graduate School of Business of Columbia
University have devoted much time and effort in trying to
operationalise the model, leading to many revisions of the theory
as knowledge progressed (Howard and Ostlund 1973, Farley, Howard
and Ring 1970,1972,1974). Because the model and its supportérs

have claimed so much it has tended to attract much more criticism

than the other models.

The model from its inception, was meant to be tested empirically
as well as being metatheoreticaily sound. Zaltman et.al. (1973)
find it metatheoretically sound, along with Nicosia and Engel,

Kollat and Blackwell's models, but it has been found to be

empirically weak. (Tuck 1976, Hunt and Pappas 1972, Lutz and

Resele 1972, Taylor and Guttman 1974).

dolbrook (cited in Farley, Howard and Ring 1974) states in his
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synthesis of tests of the model that only small parts of the

model have been testad, support for the model has  been
fragmentary at best, no single link receives consistent support
and that none of the studies can claim percentage of variance -

explained of more than 10%.

He notes that relationships are more complicated than initially
stated, there 1is considerable measurement error, distinction
between endogenous and exogenous variables is not sharp,
variables -are difficult to define operationally ({(such as
perceptual bias and stimulus ambiguity); causal relationships are
extremely difficult to prove and the assumptions of 1linearity

between variables is false.

Tuck (1976) questions the basic claim of Howard and Sheth that

they have created a theory and states

"To my mind it suffers from the same defects as the

work of their predecessors: it is, strictly
speaking, prescientific. The theory produced 1s

untestable and non-specific and fails to meet the
criterion of a good science’.

She quotes Ehrenberg {1972) on Howard and Sheth when he states

"Stripped of the mathematics and assumptions it

does not appear that such theories contain any
generalised knowledge of consumer behaviour, or that
the analytical techniques have yet proved themselves

sn routine use'.

He gives them the name of "models without facts".
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Bettman Model

One of the more recent attempts at producing an integrated model
of consumer behaviour was made by Bettman (1979) who took an
information processing perspective considering the type of

information wused by consumers, how the information is evaluated

and how decisions are made.

Figure 2.5 shows the structure of the model which can be broken
down 1into two sub—modules:the basic hierarchy and intermediate
processess. There is not meant to be a 'starting point' as such as

the interaction is such that the process is continuous.

The Dbasic nierarchy consists of five main sections. Motivation

and goal hierarchy, Attention, Information acquisition and

evaluation, Decision process, and Consumption and learning.

The motivational and goal hierarchy serve to control the movement
of an individual from some critical state towards some goal.
Attention can be broken down into voluntary attention which
requires cognitive effort, and involuntary or what we shall later
call incidental attention. The goals being pursued influence
attention and hence information acquisition and evaluation
determines when information is sufficient for decision. Decision
processes are seemn as going on all the time, focusing on the
comparison of alternatives. A variety of choice heuristics are

viewed as peing used for these comparisons. Finally the purchase
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and consumption of the product opens up a new source of

information to the consumer (experiential learning) affecting the

Sstructure of future choices.

Intermediate processes affect and constrain the basic hierarchy

and consist of Perceptual encoding, Processing capacity, Memory

and External search and Scanner and Interrupt mechanisms.

Perceptual encoding is similar to the Howard and Sheth viewpoint
and consists of the interpretation process the individual goes
through after being exposed to a stimulus which islaffected both
by memory and the stimulus itself. Processing capacity limits the
information processing stream and 1is positively related to
motivation and effort. The complexity of a problem may exceed
processing capacity thus leading to the use of simplifving choice
heuristics. In a choice situation information acquisition may
occur through internal search (memory) and external search
(redirecting attention and perceptual encoding). The level of
information search is affected by the costs versus the benefits
of the information, the availability of the information,the
difficulty of the choice task, and time pressure. Adopting ideas
from Simon, which have been mentioned earlier, Bettman postulates
the scanner mechanism monitors the environment for the purpose of
noting conditions that require changes in current actions Or
beliefs. When a scanner threshold 1is reached an 1interrupt

mechanism 1is triggered and new responses are generated. These

mechanisms are postulated as affecting virtually the entire

decision process hierarchy.
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Conclusion to consumer section

The relevance of these general consumer models to marketing

practitioners is doubtful as they tend to prefer models of more

practical value 1in predicting behaviour or as guides Lo

communication strategies. This does not necessarily reduce their

value to academics who may be stimulated by them into testing the

postulated relationships or use the general framework suggested

to guide their own research.

The Nicosia mo@el was meant to be rather more practical in
nature, being computer orientated, but seems to have gained
little attention from practitioners or academics other than to be
mentiocned in text books on consumer behaviour and PhD
submissions. The Howard and Sheth model has been tested by a
number of researchers, often PhD students, at Columbia
University, the home of the two authors. The findings were often
depressing with the relationships unproven and major changes 1in
definitions and operationalisation necessary. Their book however
became almost required reading for researchers in the field and
thus their influence can be seen in the separation of perceptual
and learning subsystems (later often seen as search and
evaluation) and their consideration of exogenous variables. As
such their influence should not be underestimated. Howard's

tripartite split of problem solving into Extensive and Limited
Problem Solving and Routine Response Behaviour has been one of

the most useful contributions, although he had previously

sntroduced the idea (1963) and was to expand it further later
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(1877). The Engel Kollat and Blackwell model has probably had the
greactest effect on researchers although it has seldom been
Lested. It was the first major text book to deal with the
decision process in depth and for many years was unique in this.
It thus was read at an early stage Py many *of the later
researchers and has had obvious effects on their thinking. The
Bettman model was 1included as it is one the the rare recent
models to be quoted in other textbooks but has 1little real
significance other than being a framework for the new information

processing approach to consumer behaviour.
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GENERAL INDUSTRIAL MODELS

Industrial models are generally rather more simplistic than their
consumer counterparts, reflecting often the  managerial
orientation that is taken. They seldom question the rationality
implicit in the decision process and often ignore or
superficially comment on the behavioural aspects of
organisational Dbehaviour. This 1is despite work such as "A
behavioural theory of the firm" by Cyert and March (1963) and a

great deal of work on organisational psychology.

The main models are those of Webster and Wind, Sheth, Baker and
Choffray and Lillien although, as in the consumer section, this
relates to the attention paid to them by other authors who deem

them worthy of mention.

Webster and Wind Model

Wwebster (1965) made one of the first attempts to provide a

framework by offering a simple four stage process model of

industrial buying. Webster admits that the model

" ..is only a start towards ratiomalisation of the

industrial buying process. There is a need for
greater specificity and measurement of variables and

causal relationships'.

These 1ideas were taken further in conjunction with Yoram Wind in

rhe form of a book on (1972) and article (1972b) publicising
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their general model for the study of organisational buying

behaviour. The authors note that the earlier comprehensive

consumer models of Engel, Kollat and Blackwell, Nicosia, and

Howard and Sheth all have some relevance to the understanding of

the buying decision processes followed by individuals within the

context of formal organisations, but that they need to be

T

modiried if they are to be wused as possible models of
organisational buying behaviour. Webster and Wind's model (see
Figure 2.6) sees organisational buying behaviour as a series of
individual decisions carried out by organisational members whose
decisions are influenced by four sets of variables; individual
characteristics of these members, interpersonal relationships
among the members of the buying centre, organisational
characteristics and environmental factors. Each of these four
factors can influence the buying decisions through a set of

variables relating to the buying task and/or a set of wvariables

that are not directly related to the task at hand (1972).

The decision process model is broken into four stages, Problem

Recognition, Assignment of buying authority and responsibility,

Search Process, Choice Process.

while discussing the Search Process, Webster (1965) stat=ss that
the industrial buyer has two tasks which require the collection
and analysis of information. First, the criteria against which
ro evaluate potential vendors must be established, Dbased on a

judgement aS to what is needed and what is available. Second,
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the alternative product offerings must be identified in the

market.

Io acquire this information Webster believes the search process

itself can Dbe broken down into interrelated steps, which are

described below.

Search Process

1) The process starts with an evaluation of goals.

a) 1f the present state of goal attainment is satisfactory

there is no need for searche.

b) If evaluation of the goals suggests the possibility of
raising them, then this makes the existing state unsatisfactory

and search takes place.

2) Search continues, but not until the buyer is certain he has

found tne best alternative as this would require perfect
knowledge. Instead the criteria set are acceptable goal 1levels

for the purchase decision to achieve. During the search the

buyer may find:-
a) One or more of the goals is unattainable.

b) Two or more of the goals are in conflict.

c) The goals have been set too low.

As a result of this new information the buyer will revise the
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goals, thus setting new criteria against which to evaluate the

alternatives.

3) Once the goals have been defined, and preliminary screening

criteria established, the buyer searches for product offerings in

the market. The first step is the identification of information

sources. Webster believes that the procedures followed in this
search of information sources are not well understood, but that
1t is likely that the search process is highly routinised. These
routines, or search rules, involve selective perception and are

likely to change over time due to 'organisational' learning.

Webster believed research was needed into these search rules,
especially such things as the number of alternatives which must
be identified before the search is stopped and the order in which
particular information sources are to be wused. The research
which has followed Webster's model has gone a long way towards
answering these questions and will be dealt with in the next
chapter where hypotheses relating to search rules will be

developed.

Webster and Wind accept that search will be ‘'constrained' or
'simple-minded', to use Cyert and March's terminology, which is
defined as a tendency to search in the neighbourhood of known
alternatives, and if search 1is mnot successful to consider

increasingly radical alternatives and information sources.
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The buyer now chooses amongst the alternatives. The way in which

Ssearcn has been conducted and the specified alternatives which

are identified determine the £inal choice as much as the

The point is made that it is dangerous

t a4 consideration of the

se of the close relationship between the

three stages of goal setting, search and choice.

When discussing the model Hill and Hillier (1977) point out that

the model provides some indication of the difficulties involved

in attempting to portray the complex nature of organisational

buying behaviour. They state that

"It could perhaps be of more operational value 1if
1t provided some indication of the decision process,
the nature of the critical factors influencing each
buying decision, and the way in which individuals
are involved".

Webster and Wind pcint out these and other criticisms when they
state that it suffers all the weaknesses o0f general models
(1972b) in that it cannot be operationalised or quantified. The

purpose of the model was to enable researchers to

"evaluate the relevance of specific variables and
thereby permit greater insight 1into the basic

processes ¢ oo and be wuseful 1in  generating
hypotheses and provide a framework for carerul
interpretaticn of research results'.

The model makes several points worth drawing out:-



1) The influence of the environment on buying decisions, in

particular information of suppliers, goods, business conditions

and cultural norms.

2) The importance of organisational variables, such as

technology, structure and the group nature of decison making.

3) The importance of task and non task variables.

4) The nature of search, being satisficing, simplistic and

incremental following search rules affected by both individual

and group pressures.

5) The close relationship between search, goal setting and

evaluation.

6) Search has two purposes. Firstly to determine criteria

for preliminary screening, secondly to search for product

offerings.

The model thus incorporates many of the points made earlier when
discussing consumer decision makers and recognises that
industrial buyers are simply human beings, with all their
psychological weaknesses, with a turther set of constraints
imposed upon them by the organisational setting and
organisational objectives. As such it shows an awareness of
important concepts related to satisficing behaviour which put it

ahead of many other authors of the time.
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The Sheth Model

Sheth (1973) provides a descriptive model designed to aid

industrial market research by reconciling and integrating
existing knowledge. As with Webster's model it focuses on the
industrial buying process and attempts to sﬁow the wvariables
involved and their interrelationships, following the framework

adopted by Howard and Sheth in their model of buyer behaviour.

The industrial buying process is affected by product specific
factors, company specific factors and factors relating to the
individual. Sheth combines these individual factors 1in the
psychological world of the decision makers. He specifically
recognises the group nature of industrial decision wmaking, and
includes the search process in this psychological world. These
three major inputs decide whether a joint or autonomous decisicn

will be made. If joint, then conflict resolution strategies will

take place. (Figure 2.7)

While Sheth recognises that industrial buying decisions ar not
solely in the hands of purchasing agents he has been criticised
for his choice of individuals in his decision making unit, namely
purchasing, quality control and users. There is also no
justification for his choice of variables which effect the
expectations of these decision makers, while excluding other

perhaps equally important conceptse.

Search 1is seen as part of the psychological world which help
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dbuild up expectations (or criteria) but is separated from the

process of conflict resolution. In reality information is power

and individuals occupying gatekeeper roles will wuse this

information in any evaluation stage.

While Sheth has accepted the general trend of the early seventies
that the group must be studied, that individual variables similar

to consumer models must be included, that power positions and

conflict resolution will effect final choice, his actual

conceptualisation does little to advance the study of

organisationai buying.

Choffray and Lilien Model

Jean—-Marie Choffray and Gary Lilien attempted to build an
operational model of organisational buying which 1isoclated the
major variables affecting organisational decisions and relate

them in an explicit way to controllable marketing variables.

They claim that their model focuses on the links between the
characteristics of an organisations buying centre and the three
major stages of the industrial purchasing process, which they

believe are,;

1) Flimination of alternatives that do not meet

organisational requirements.

2) Formation of decision participants preferences.
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3) Formation of organisational preferences.

The model (Figure 2.8) can be seen to have five stages through

winicn a decision passes, namely; . -

Evoked set of alternatives

Feasible set of alternatives

Formation of individual preferences
Formation of organisational preferences

Organisational choice

This simplistic model 1is effected by organisational and
environmental constraints and individueal preferences. To
operationalise the model four sub—models are created which
closely parallel the above conceptualisaticn. These sub—models -
Awareness, Acceptance, Individual Evaluation and Group Decision -
are linked together by a series of probabilities of response such

that a general expression of the 1likelihood of organisation

choice 1is given.

The approach adopted by Choffray and Lilien is similar to that
used by McGuire (1976 ). In his model the behavioural steps in
being persuaded are given in an information processing approach
ro the communication—persuasion processe. He also 1links the
probabilities of passing through his sub-models 1nto a
probability of payoff behaviour, and focuses on the

methodological considerations in collecting the empirical data to

feed 1into the probability model. Choffray and Lilien do not
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consider the process in such depth as McGuire but conceptually

the approach is very similar. Despite its superficial complexity

Cheffray and Lilien's model is therefore a form of hierarchy of

efiects model, with a sub-model attached to allow for group

decision making.

Search Behaviour 1is not dealt with explicitly in the model
although information inputs are an important part of the sub-
models. Awareness of products and media consumption patterns are
inputs 1into the Awareness sub-model. The Individual Evaluation
sub-model requires an individual to judge the product on a number
of criteria, as does the grcup decision model. This suggests an
implicit incremental decision processe. Firstly, out of all
possible brands an evoked set 1is created. This evoked set 1is
then judged against constraints and requirements to ascertain its
teasibility, using a conjunctive approach, i.e. the product must
fall into the acceptance region along each of its dimensions.
Finally the remaining products are evaluated against a set of

criteria wusing whichever information processing model is felt to

be applicable.

The model can be considered from two viewpoints. Firstly is it
successful in predicting sales in the marketplace, or secondly is
it an adequate representation o:if the organisational buying
DFOCESS The £first question can only be answered by empirical
testing and comparison to other market response models. The

validity of the various sub—models can be tested by analysing the
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contribution they make when added or dropped from the total

model. From this viewpoint Choffray and Lilien's model should be

compared to Fishbein's extended model in the consumer field,

rather than Howard and Sheth's.

From the second viewpoint the model must be analysed teo

investigate whether the model 1is consistent with current

Knowledge. It is from this viewpoint that the model can attract

most criticism, EeFe Environmental constraints and
organisational requirements are taken as fixed variables and
interaction ovetween these and the individual or group evaluation
model are not allowed for. The interactive political processes
highlighted by Pettigrew (1974) and Strauss (1962) are therefore

ignored, as is conflict resolution in the first three models.

Similarly the sequence of the group decision model following the
individual model is suspect, as this suggests that 'individual
participant categories' make a decision which is then fed into

the group model, where some form of conflict resolution takes

place. In practice these t“wo processes will be interactive and

parallel in time.

The model generally suggests a cne way flow, with no allogance
for feedback or sequential introduction of alternatives. It does
not investigate how criteria are set or acceptance levels decided
upon. Similarly no guidance is given as to how some products are
included in the evoked set and others excluded and the important

role of past exXperience is ignored.



The overall criticism is that the model i3 an inadequate

representation of the industrial decision process, and it 1is

questionable whether it is any more than a framework for linking

N Ty

market research data into market strategy considerations, using a

sampling process they call micro—segmentation.

The Baker Model

An alternative to the flow—-chart approach to modelling purchase
behaviour has been proposed by Baker. This model was originally
an attempt to understand the process of industrial innovation and

adoption but has developed over the years into a composite model
of buying behaviour. Baker argues, as does this thesis, that the
attempt to distinguish between individual and organisational
buying behaviour by emphasising the qualitative/subjective nature
of the former and the quantitative/rational nature of the lactter,

is largely spurious.

His model attempts to combine both economic (rational) factors

and Dbehavioural subjective factors in what he sees as a

sequential process. The most recent (Baker 1985) expostion of his

model is given below;

P =f]SP (PC,EC (Ta-Td),(Ea-Ed),BR)]

where,
p = purchase
£f = a function (unspecified) of

P = selective perception
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PC = precipitating circumstances

EC = enabling conditions

Ta = technological advantages

Id = technological disadvantages
Ea = economic advantages

Ed = economic disadvantages

BR = behavioural response

He states that PC is equivalent to awareness, EC to interest,
(Ta~Td) and (Ea—Ed) represent evaluation, and BR dictates the
action taken. This differs from a slightly different earlier
model where EC signifies "a need, awareness of a possible means
of satisfying it and the resources necessary to acquire a supply
(of such means)." PC, 1in the earlier model, represents those
circumstances ‘''which wmove the felt need up one's scale of
needs/preferences to a point where one will actively consider
means of satisfying the need". The evaluation and behavioural
action stages stay the same but a new variable of selective
perception 1is added to the beginning of the model to stress 1its

importance in mediating the other variables.

A critical review of Baker's model is given by Foxall (1980) when
he applies the criteria of descriptiveness, delimitation,
generation and integration to the model. He states that the model
is guilcty of tautology, that Baker proposes summary variables
without a clear idea of what they summarise. Further, that
relationships are untestable, the wmodel does not achieve

integration and makes arbitary assumptions about sequence.
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Foxall concludes the mcdel is '"'pre-scientific and pra-

paradigmatic".

Not surprisingiy\the attack was soon answered (Kennedy 1981) who
contended that the Baker model could meet the four criteria
generally considered relevant in assessing the scientific status
of theorectical models. Sne argues that Foxall has a
misconception of the model and it is unrealistic to strive for
"utopian models". She expands on research which supports the
model and answers some of Foxalls criticisms regarding its lack
of precision 1in defining variables and relationships and
lack of predictive ability. An unrepentant Foxall (1981) replied
and restated and expanded his <c¢riticism regarding lack of

specification of relationships and variables.
Conclusion to industrial section

These models are of a much simpler nature than the previous
consumer models. The Webster and Wind wmodel was really a
framework for their book in the Foundation in Marketing Series
and was a synthesis of established theories of organisational
behaviour. The value of this model is this organisation of what
was known at the time which highlighted where further work needed
ro be done. It thus served a similar function to the EKB model.
The Sheth model is extremely limited <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>