PERSONALITY AND CONSUMER BEHAVIOR
STATE OF THE ART:

1973

by
SUE ELLEN NEELEY, B.B.A.
A THESIS
IN
BUSINESS ADMINISTRATION
Submitted to the Graduate Faculty
of Texas Tech University in
Partial Fulfillment of
the Requirements for
the Degree of
MASTER OF BUSINESS ADMINISTRATION
Approved

August, 1973

No. I ^1
.Lop. <Q

ACKNOWLEDGMENTS
I wish to acknowledge the helpful and patient
guidance of my committee chairman, Dr. Vincent P. Luchsinger,
during the preparation of this thesis.

I am also indebted

to Dr. L. Louise Luchsinger as a committee member for her
assistance and advice.

However, my gratitude to these two

individuals extends beyond their assistance in preparing
this thesis.

They have been, and are, very dear friends.

11

TABLE OF CONTENTS
ACKNOWLEDGMENTS

ii

LIST OF FIGURES

ix

I.

INTRODUCTION, PURPOSE, AND
METHODOLOGY

II.

1

Introduction

1

Purpose

3

Organization

4

Methodology

5

Definition of Terms

5

PERSONALITY THEORY

10

Background

10

Distinctive Features

10

Common Goal

11

Current Research

12

Measuring Personality:
Methods and Problems
Methods of Measuring
Personality: Marketing
Research Implications
Problems of Measuring
Personality: Marketing
Research Implications

15
16

19

Recent Developments
Value of Personality Variables
in Consumer Behavior Research
Summary

21
...

23
25

111

III.

THEORIES OF PERSONALITY
AND MOTIVATION

26

Psychoanalytic Theory

26

Summary: Ma jor
Characteristics of
Psychoanalytic Theory
Freudian Theory and
Consumer Behavior

29

Freudian Psychoanalytic
Model

29

28

Social-Psychological or
Neo-Freudian Theory

30

Alfred Adler

30

Erich Fromm

31

Karen Horney

32

Harry Stack Sullivan

32

Summary and Comparison
Social-Psychological
Theory and
Consumer Behavior

33

Motivational Theories:
Murray:

Needs

33
. . . .

Personology

34
34

McClelland: The
Achievement Motive . . . . . . .

40

Motivational Theories:
Needs, and Consumer
Behavior

41

Motivational Theories:
Self-Actualization

41

Rogers

41

Goldstein

44
iv

Maslow

46

Modern Concept of Self

48

Self-Theories and
Consumer Behavior
Veblenian SocialPsychological Model

49
49

Trait and Type Theories
The Constitutional Approach

50
...

50

The Genetic Approach

51

Allport's Trait Theory

51

Trait and Type Theories
and Consumer Behavior

53

Factor Theories

54

Eysenck

54

Cattell

55

Limitations of
Factor Analysis

56

Applications of
Factor Analysis

56

Factor Theory and
Consumer Behavior

57

Transactional Analysis

57

Basic Concepts

57

Structure of Personality

58

Typical Current Research
Consumer Profiles:
Psychographic Research
Psychographic Market
Segmentation
v

60
60
62

t^

Self-Concept

63

Life-Style Profile

66

Shopping Motivation

67

Summary
IV.

68

THEORIES OF PERSONALITY
AND LEARNING

70

Stimulus-Response Theory

70

Dollard and Miller

71

Hull's Learning Model

72

Operant Conditioning

73

Operant and
Respondent Behavior

73

Consumer Behavior Implications . . . .

75

Pavlovian Learning Model

76

Howard-Sheth Model of
Buyer Behavior

77

Description of Model

77

Definition of Variables

79

Relationships Among
Variables

80

Contribution

81

Lewin's Field Theory

82

Structure of Personality

82

Life Space

83

Differentiation

84

VI

Dynamics of Personality

84

I vmtmmmtmmmmmmmmmr'

Field Theory and
Consumer Behavior

86

Cognitive Theories

86

George A. Kelly

87

Festinger: Cognitive
Dissonance
Cognitive Theories and

90

Consumer Behavior

92

Transactional Analysis Theory

....

93

Transaction

93

Transactional Analysis

93

Stroke

94

Game

96

Structuring Time

98

Script

100

Rackets and Trading Stamps . . . .

101

The Four Life Positions

102

Transactional Analysis
and Consumer Behavior

105

Marshallian Economic Model
Nicosia Model of Buyer Behavior

. . .

107

Description

109

Contribution

109

Current Research

110

Decision-Making
Cognitive Dissonance
vii

^*«

106

lio
114

Innovation Proneness and
Opinion Leadership

115

Risk Perception

117

Summary
V.

118

SUMMARY
Evaluation of Personality
Theory as a Practical
Indicator of Buyer Behavior

119
....

120

Marketing Implications

120

The Modern Consumer

121

The Consumer of the Future . . . .

122

Conclusions and Recommendations
BIBLIOGRAPHY

...

122
124

Vlll

LIST OF FIGURES
Figure

Page

1.

Parent Adult Child Model

2.

Howard-Sheth Model of
Buyer Behavior

59

78

3.

Types of Transactions

^5

4.

Nicosia Model of Buyer Behavior

IX

108

CHAPTER I
INTRODUCTION, PURPOSE, AND METHODOLOGY
Introduction
The evolution of the study of consumer behavior and
its relationship to consumer personality dates from Sigmund
Freud and the motivation researchers of the post World
War II era (Kassarjian, 1971),

There have been dramatic

changes in the very nature of the consumer market since
World War II.

For several years following the war, the

demand for consumer goods of all types exceeded supply.
The businessman had only to produce goods to satisfy an
eager market with excess purchasing power.

Consumer

behavior was recognized as a powerful force, but the
necessity for appealing to a discriminating consumer was
not present.
With increased productivity and prosperity came
consequences with mixed effects.

The consumer became

more and more discriminating in his purchasing habits.
Many markets for consumer goods became saturated.
Marketers began to realize that they no longer could sell
all they had the ability to produce.
There was little need for understanding the
consumer during the war; with rationing and the
scarcity of consumer goods, manufacturers could
not even supply the existing demand let alone

try to create a larger demand for their products.
This seller's market continued for a few years
after the war while supplies were still relatively
low and consumer spending high. As the seller's
market ended, however, marketers were faced with
the problem of creating demand for their goods.
This involved a change in both thought and
strategy (Markin, 1969, p. 75).
Thus, the emergence of the marketing concept and
consumer orientation was inevitable.

Emphasis on satisfy-

ing consumers requires an understanding of consumers and
their behavior in the market.
With the advent of the marketing concept came
increasing emphasis on the study of consumer behavior.
Today it is recognized as a separate field of study and
research.

"New data, theories, relationships, and models

have been received with such enthusiasm that, in fact, a
new field of scientific inquire has developed" (Kassarjian,
1971/ p. 409). Every person in the world can be considered
a consumer, which should alone be substantial reason for
studying consumer behavior (McNeal, 1969).
The connecting link between personality and consumer behavior has evaded researchers for the past several
decades.

Today, the opinions range on a wide spectrum.

For example:
. . . personality researchers in consumer
behavior too often ignore the many interrelated
influences on the consumer decision process,
ranging from price and packaging to availability,
advertising, group influences, learned responses,
and preferences of family members, in addition to
personality. To expect the influence of personality
variables to account for a large portion of the

variance is most certainly asking too much. What
is amazing is not that there are many studies
that show no correlation between consumer behavior
and personality, but rather that there are any
studies at all with positive results. That
5% or 10% or any portion of the variance can be
accounted for by personality variables measured
on ill-chosen and inadequate instruments is most
remarkable, indeedi (Kassarjian, 1971, p. 416)
Yet in the opinion of another author:
Personality is the key element to understanding consumer bahavior. It directs activity,
interprets the environment, and evaluates results
of efforts (McNeal, 1973, p. 52).
Purpose
The relationship between personality and consumer
behavior has been the focus of numerous researchers in
recent years. The purpose of this study was to review
the contributions to date. Most emphasis was on the
literature for the years 1971 and 197 2, and the first
quarter of 1973. Another study conducted in 1970 and
published in 1971 reviewed the literature up to 1971
(Kassarjian, 1971).

Prior studies and contributions were

viewed as the foundation from which this study was launched.
This study pursued the central purpose of surveying
the evidence relating independent variables of personality
to dependent variables of consumer behavior.

The under-

lying assumption for this objective is the hypothesis that
consumer behavior is a function of personality, ceteribus
paribus.

Additional objectives were to review the role of
motivation and learning theories as they contribute to
the personality variable of consumer behavior; and to
assess the future directions that the relationship between
personality and consumer behavior may take.
Organization
The report consists of five chapters.

The first

chapter is introductory in nature, and contains background material as well as definitions of terms used
throughout the report.
Chapter II discusses distinctive features of
personality theory and reviews current research in the
area.

The methods of measuring personality and problems

related to measurement are analyzed in terms of marketing
research implications.

An evaluation of recent develop-

ments and relevance of personality variables in consumer
behavior research is presented.
In Chapter III, theories of personality and motivation from Freud up to and including Transactional Analysis
are discussed.

The relationships of these theories to the

study of consumer behavior are analyzed.

Recent develop-

ments and research efforts are also presented.
Chapter IV contains theories of personality and
learning, and their effects on buyer behavior.
facts and current contributions are discussed.

Historical

The final chapter summarizes the study, and offers
a glimpse of the consumer of the future.
Methodology
The information in this report has been compiled
entirely from secondary sources. Due to the nature of
the study, other research techniques were not applicable,
and therefore not used.

Literature included sources in

psychology, sociology, economics, marketing and other
business related materials.

Special emphasis was placed

on the new and growing body of literature in consumer
behavior.

Literature findings were collated in categories

of consumer models, personality theory, motivation
research and learning research relevant to consumer
behavior.
Definition of Terms
Since several terms are used throughout the report,
it is necessary to specify their meaning.
Consumer:
final consumers.

The term consumer is used to refer to
This distinction is necessary since

there are also those consumers identified as intermediate
consumers.

They consume items such as typewriters,

machinery, and paper in order to produce and market goods
and services to final consumers (McNeal, 1969).

"Consumers

are people who have the money and the willingness to buy"

(McNeal, 1973, p. 7 ) . Another author states:

"Consumers

are individuals and households buying for personal
use . . . "

(Kotler, 1972, p. 90).

Consumer Behavior:
Consumer behavior is defined as the acts of
individuals directly involved in obtaining and
using economic goods and services, including the
decision processes that precede and determine
these acts. . . . Consumer behavior involves the
study not only of what people consume but where,
how often, and under what conditions goods and
services are consumed (Engel, Kollat, and
Blackwell, 1973, pp. 5-6).
Economic theory provides this definition:
The principle assumption upon which the
theory of consumer behavior and demand is built
is: a consumer attempts to allocate his limited
money income among available goods and services
so as to maximize his satisfaction (Ferguson,
1966, p. 26).
According to Gloch and Nicosia (1964), the study
of consumer behavior always focuses on the decision processes of the individual consumer or consuming unit, such
as the personal family.

It includes all the efforts to

describe and explain acts of choice either at a given
time or over a period of time.

It relates to the con-

sumer's investment of money and personal labor in goods,
services, and leisure pursuits; or his decisions with
respect to saving and assets; or his purchase of ideas.
Product:

The term product as used here includes

both goods and services.

Thus, a product is actually

a collection of satisfactions—a concept with many meanings

beyond its functional purpose (McNeal, 1973).

Another

author defines a product as "a complex stimulus containing
a perceived set of want-satisfying attributes and a
generally distinguishable symbolic character" (Robertson,
1970, p. 2 ) . According to this rationale, a product is
something more than just its physical properties.
The total product is more than just a physical
product with its related functional and aesthetic
features. It includes accessories, installation,
instruction on use, the package, perhaps a
brand name which fulfills some psychological
needs, and the assurance that service facilities
will be available to meet the customer's needs
after the purchase.
The total product may not even include a physical
product at alii (McCarthy, 1971, p. 251)
Personality:

This term defies concise definition.

Since there is no general agreement as to what personality
actually is, several different opinions are given.
The personality is, in effect, a type of filter
for incoming stimuli (McNeal, 1973).

The term personality

is used by psychologists to denote a consistent pattern
of responses to the world that the environment imposes
upon the individual internally and externally (Kassarjian
and Robertson, 1968).

Personality in a sense, represents

the individual's mode or style for coping with his
environment (Robertson, 1970).

"Personality, as employed

here, refers to the collection of attitudes and Icnowledge
that a person possesses, that is, mainly those personal

iiiiiiiiiirr
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items that direct behavior.

In this context, personality

is synonymous with mind" (McNeal, 1973, p. 52).
Other examples of definitions provided by personality psychologists include:
Allport: Personality is the dynamic organization within the individual of those psychophysical
systems that determine his unique adjustments
to his environment.
Sullivan: . . . the relatively enduring
pattern of recurrent interpersonal situations
which characterize a human life.
Cattell: Personality is that which permits
a prediction of what a person will do in a given
situation. . . . Personality is . . . concerned
with all the behavior of the individual, both
overt and under the skin (Liebert and Spiegler,
1970, pp. 3-4).
Hall and Lindzey offer the opinion that:
. . . it is our conviction that no substantive
definition of personality can be applied with
any generality. . . . Thus, we submit that
personality is defined by the particular empirical
concepts which are a part of the theory of
personality employed by the observer (1970, p. 9 ) .
Learning:

Learning is traditionally defined as

a change in behavior.

Engel, Kollat, and Blackwell

define it as "changes in response tendencies due to the
effects of experience" (1973, p. 229).
Psychologists define learning as "any modification
of behavior as a consequence of experience with the
environment, particularly those modifications that are
shaped by contingent consequences of the behavior:
or punishment" (McDavid and Harari, 1968, p. 39).

reward

Webster's definition states that to learn is "to
gain Icnowledge or understanding of or skill in by study,
instruction, or experience" (Webster, 1965, p. 480).
Motivation;

Motivation can be considered an

intervening variable between stimulus and response which
functions as an underlying force governing behavior
(Robertson, 1970).

It is frequently defined as "a

driving force or a 'necessity' to reduce a state of
tension" (Kassarjian and Robertson, 1968, p. 194).
McNeal considers motivation as "a tension state, or a
state of disequilibrium, that will cause some action if
it has significant magnitude" (1973, p. 49).

CHAPTER II
PERSONALITY THEORY
Background
The study of human behavior and personality dates
back to the beginnings of recorded history.

Hall and

Lindzey assert that, "A comprehensive view of the development of personality theory must surely begin with conceptions of man advanced by the great classical scholars
such as Hippocrates, Plato, and Aristotle" (1970, p. 2 ) .
A complete account would also acloiowledge the contributions
of many other thoughtful individuals such as Aquinas,
Bentham, Comte, Hobbes, Locke, and Machiavelli, who
lived in the intervening centuries and whose ideas can
still be found in contemporary thinking.
Distinctive Features
Although personality theory usually is considered
to be a portion of the broad field of psychology, it has
significant characteristics which distinguish it from
and within the study of psychology.

Hall and Lindzey

cite several generalizations regarding personality theory
and theorists:
Personality theory has occupied a dissident
role in the development of psychology. Personality
theorists in their own times have been rebels.
10

11
Personality theories are functional in their
orientation. They are concerned with questions
that make a difference in the adjustment of the
organism. They center about issues of crucial
importance for the survival of the individual.
Personality theorists have customarily
assigned a crucial role to the motivational
process.
Personality theorists believe that an adequate
understanding of human behavior will evolve only
from the study of the whole person.
One of its most distinctive features is its
function as an integrative theory (1970, pp. 4-6).
Common Goal
Theory and research in personality appears to
share the objective of conceptualizing human behavior in
a manner which will enable prediction of those events
which produce change.

"All views of personality must

ultimately make an appeal to what they can do; theories
with no prgamatic 'real-life' value are likely to be
discarded rather than disproven" (Liebert and Spiegler,
1970, p. 35). Referring once again to Hall and Lindzey
" . . . personality theories are attempts to formulate
or represent significant aspects of human behavior and
the fruitfulness of these theories is to be judged
primarily by how effectively they serve as a spur to
research" (1970, p. 27).
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Current Research
Perusal of the literature related to personality
theory and research attests to the significance placed
on these areas today.

Much of the research validates the

conviction of many people that the only conclusion that
can be reached is that there is, as yet, no definite
conclusion.
Alker (1972) advances the claim that personality
variables can explain peoples' behavior even though that
behavior varies from situation to situation.

He argues

that situational specificity of response itself is a
personality variable.

He examines Mischel's (1968, 1969)

claims concerning the situational specificity of personality, and rejects them.

He offers the opinion that the

facts used to support Mischel's argument only support the
claim that the same person or the same kind of person
makes different responses in different situations.

Alker

also proposes a new paradigm for personality research
which incorporates facts of situational specificity into
a more general contrast between purposively organized and
purposively disorganized personalities.
In a reply to Alker's statements, Bem (1972)
asserts that in many instances Alker is in error and has
misunderstood Mischel's arguments and conclusions.

He

further states that Mischel agrees that the attempt to
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predict behavior cross-situationally by inferring underlying personality traits was a plausible thing to try,
but the empirical vindication for the strategy has simply
not been forthcoming.

Bem concludes by noting:

There was nothing silly about the initial assumption of personologists that everything was glued
together until proved otherwise. But since it
has now proved otherwise, it seems only fair to
give a sporting chance to the counter-assumption
that nothing is glued together until proved
otherwise (1972, p. 25).
Another study by Waterbor (1972) reviews three
groups of theories that attempt to answer the question:
which aspects of experience are necessary to an individual's
continuing conviction that he is a persistent entity?
The three theories stress continuities of bodily awareness,
of social life, and of beliefs and attitudes.

The author

suggests that all three theories of self make a contribution although none of them alone explain the sense of
self.

Hence, it may be productive to use all three modes.
Crespi (1971) suggests that attitudes may have

predictive value only in situations which are highly
institutionalized or routinized, and they may have little
predictive value in more loosely structured situations.
Hare (1971) reported results supporting Leary s
theory that in general dominant behavior pulls submissive
behavior; and vice versa, positive pulls positive, and
negative pulls negative. Vernon (1972) reviews the research
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since 1962 on field dependence-independence in adults and
children.
O'Keefe (1971) reported on a study conducted to
determine the effect of anti-smoking commercials on
television on behavior.

He concluded that mass communica-

tions are greatly limited in their ability to affect
behavior, and that many people are able to live with a
greater amount of dissonance than might be generally
suspected.

The great majority of smokers responded that

smoking was hazardous to their health, but few were taking
steps to restore cognitive consistency.
In a study focused on a review of the measurement
of personality variables for use in basic research, Fiske
and Pearson draw the conclusion that the quality of
research on personality measurement is improving.

They

encourage further research efforts by stating:
We seem to be approaching the limits of what
can be achieved by measuring operations derived
from current assumptions and orientations. The
time is ripe for giant steps, for bold reorganizations of our thinking, for creative innovations
in the construing of personality and its
measurement (1970, pp. 75-77).
Pagano (1972) criticizes the methodology used in
personality research, and concludes that personality
theory has undergone little refinement because investigators
are not obliged to confront the implications of disconfirming evidence.

He goes on to say that examples from
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the literature demonstrate that disconfirmation of
statistical hypotheses leads, at best, to a reliance on
the implicit assumptions to rationalize negative data.
Edwards and Abbott reviewed the literature relating
to the measurement of personality traits from 1968 through
1971.

The study was limited to coverage of studies con-

ducted which used scales and inventories to measure
personality traits; projective techniques were not included,
In their opinion:

"We do not measure personality; we

measure traits which, hopefully, provide information
about some of the relevant dimensions of personality"
(1973, p. 241).
Measuring Personality;

Methods and Problems

One of the major obstacles yet to be overcome in
personality research relates to techniques used to accumulate data.

Anastasi says;

"All available types of

personality tests present serious difficulties, both
practical and theoretical.

Each approach has its own

special advantages and disadvantages" (1968, p. 18). The
adaption of personality tests to marketing research further
complicates the task of the researcher.

Typically,

personality tests are designed by psychologists for their
own purposes.

They do not necessarily apply when the

purpose is to measure personality variables in relation
to consumer behavior.
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Methods of Measuring Personality:
Marketing Research Implications
Methods available to the researcher are:

personal

interview, observation, and tests using the projective
technique or the self-report inventory.
The interview technique in market research is
usually associated with motivation research.
used extensively due to numerous limitations.

It is not
It is the

most costly method in terms of both time and funds. The
sample size is necessarily so small that it may not be
indicative of the universe.

In addition, it requires the

skill of trained specialists to conduct interviews and
interpret results.
The observation method does permit the researcher
to obtain facts at a low cost.

However, it is highly

subjective in nature, and does not provide the depth
required for research studies. Observation depends upon
skilled observers and well designed settings.
By far the most widely used method in consumer
research is testing.

Since the objective or questionnaire

method lends itself to quantification and statistical
analysis, it is preferred over the projective test.
Objective tests are commonly called personality
inventories, and are designed to establish a profile of
traits.

Despite the fact that they are subject to

distortion, they do depict the way the person sees himself
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The Minnesota Multiphasic Personality Inventory, or MMPI,
is widely used.

The test consists of 560 statements

relative to a wide variety of functions.

In addition,

there are "catch questions" that detect the subject's
tendency to distortion of his answers (Gilbert, 1970).
The tendency of the subject to give distorted, or socially
desirable answers is referred to as the SD (Social
Desirability) factor.
The Edwards Personal Preference Schedule (EPPS)
is also used in consumer research.

It is designed to

measure motives based on the scheme of needs developed
by Henry Murray.

Since the test is designed to identify

motivational patterns, rather than symptoms of disturbance,
it is more applicable to exploring the psychodynamics of
normal personalities than diagnosing deviant types of
personalities (Gilbert, 1970).
Other widely used self-report or questionnaire
tests, similar to the Edwards Test, designed to elicit
ratings on selected traits include:

the California

Personality Inventory, the Gordon Personality Profile,
the Allport-Vernon-Lindzey Study of Values, and the
Omnibus Personality Inventory.
Factor Analysis Inventories.—The factor analysis
technique is another method of constructing personality
inventories.

A prominent example of the factor-analyzed

inventory is the Guilford-Zimmerman Temperament Survey.
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The GZTS is often regarded as somewhat susceptible to the
SD effect (Gilbert, 1970).

The 16 Personality Factor

(16 P.F.) developed by R. B. Cattell is also representative
of the factor-analysis approach.
Projective Tests.—The chief distinguishing feature
of projective techniques is their assignment of a relatively instructured task that allows a relatively unlimited
variety of possible responses (Anastasi, 1968).

The

theory is that the subject will "project" his own personality through his interpretation of test stimuli.
The Roschach Psychodiagnostic Test is the
"grandfather" of all projective tests, and was introduced
in 1921 by Hermann Rorschach (Gilbert, 1970).

Though

useful, it is difficult to interpret, even by the trained
psychologist.

The Holtzman Inkblot Technique (HIT) was

designed to provide a more standardized technique of
testing and scoring.

It combines many of the advantages

of objective tests with those of projective tests.
One of the most used picture story tests is the
Thematic Apperception Test (TAT).

The subject is given a

set of pictures and told to make up a story about them.
It is thought that he will unknowingly reveal his own
feelings through his interpretation of the situation in
the picture.

In general, research has shown them to be

relatively plausible, but not infallible (Gilbert, 1970).
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Several other varieties of the TAT technique have
been designed to facilitate projection:

for children

(Children's Apperception Test by Bellah and Bellah);
for Negroes (Thompson Modification of the TAT); and for
persons in other social systems.

Other variations

especially useful with children are the "draw a house, a
tree, a person" technique, and the Make-A-Picture-Story
(MAPS) Test by Schneidman.
Projective tests have also been adapted to consumer personality research.

The basic concept is the

same, but the tests are adapted for the particular study
being conducted.

Darden and French (1972) used projective

tests to determine consumer attitudes toward selected
personal services. Marcus (1972), in a study of department
store image, used a picture-type of projective test to
uncover attitudes and feelings of shoppers.
Problems of Measuring Personality:
Marketing Research Implications
A critical weakness in the scientific study of
personality is the relative lack of adequate measurement
operations.

While many tests, instruments, and assessment

devices are available, each has its basic limitations.
"It is often held that the more penetrating techniques
are not objective, while the so-called objective instruments are superficial" (Fiske, 1963, p. 449). "The
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construction and use of personality inventories are beset
with special difficulties over and above the common
problems encountered in all psychological testing"
(Anastasi, 1968, p. 461). For more detailed, in-depth
information on this subject, the reader is referred to the
Journal of Personality Assessment (formerly Journal of
Projective Techniques and Personality Assessment)
published by the Society for Personality Assessment,
Incorporated.
The problems of measurement operations have been
the focus of numerous recent research efforts.

Schwartz

(1972) and O'Dell (1971) provide possible solutions for
detecting random answers on personality cjuestionnaires.
Factor analysis is thought to have the potential
to provide necessary improvement and refinement in measurement procedures.

Its usefulness as a method for suiTimarizing

and synthesizing large arrays of data on personality is
shown by perusal of current research literature.

Critics

of factor analysis caution against the tendency of some
researchers to be enamoured with the technique due to the
scientific aura which surrounds it because of complicated
mathematical computations.

Lykken (197 2) asserts that

factor analysis has not paid off, and is not really useful
for "dimensional discovery."

He says that there is less

to MFA (multiple-factor analysis) than meets the eye.
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Nevertheless, it is used extensively in consumer-oriented
personality research today.
In summary, there are numerous problems inherent
in the measurement of personality.

According to Fiske

these include:
Inadequacy of definitions.
Probabilistic nature of response tendencies.
Specificity of personality measurements.
Distortion resulting from individuality.
Peculiar situation in which personality is measured.
The question of representativeness (1963, pp. 455-70).
Recent Developments
Nichols, Gordon, and Levine (1972) have developed
a new personality test, the Life Style Questionnaire (LSQ).
The subjects were asked for a brief report of past behavior
Forced-choice questionnaires were used, and results were
factor analyzed along with scores on the EPPS and MMPI.
The results were validated with interviews, further
testing, and observations.
Another promising innovation is a model of personality and attitude change developed by McGuire.

He

defines personality as any variable on which people
differ.

In simplest form the model can be explained in

terms of three assumptions;
and situational weighting.

multimediation, compensation,
McGuire's model represents a

potentially powerful tool to help understand the effect
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of individual variables on consumer behavior (Engel,
Kollat, and Blackwell, 1973).
Alpert (1971) conducted a study relating personality
traits and the determinate attributes of automobile choices.
The analysis explained little shared variance between
personality traits and product attributes. A canonical
analysis demonstrated that there is some efficacy to
studying profiles of personality and the relative determinance of product attributes.
Worthington and associates (1971) reported on an
exploratory study using Jackson's Personality Research
Form (PRF).

They suggest that the PRF may overcome the

limitations associated with other instruments developed
for specialized purposes.
In a more recent exploratory study of personality
and product use using Jackson's Personality Research Form
(PRF), Worthington and associates (1973) reported some
support for other studies, and some evidence that the
scales used provided a measure of convergent validity.
The results of the replication were not completely similar
to the first study.

However, they concluded that the

PRF does show potential usefulness for predicting product
usage.

23
Value of Personality Variables in
Consumer Behavior Research
Wiseman (1971) conducted a study of the differences
between consumers who purchase new season automobiles and
those who purchase past season new automobiles during the
new model year transition period.

He used four sets of

variables considered potentially valuable in predicting
buying behavior.

These variables included:

purchase

and usage related; socioeconomic and demographic; attitudes toward styling in automobiles; and personality.
He concluded that personality variables aided in the
explanation process, but their overall contribution was
less than that of other variables.
A canonical analysis of the relationship of
personality traits to product use patterns was performed
by Sparks and Tucker (1971).

They concluded that the

association of identical personality traits (within
different sets of personality traits) with diverse consumer behavior suggests that trait interactions or nonlinear relationships may compose a significant portion of
the personality-behavior relation.

Further, the alternative

of exploring personality in connection with particular
behavior or particular products seems therefore the only
current application to practical marketing problems.
Fry (1971) investigated relationships between
personality dispositions and cigarette brand choice.

The
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study identified relationships of significant magnitude.
He concluded that personality variables as measured by
standard tests appear to have considerable potential for
improving understanding of the psychological basis of
brand choice.
Evidence in support of relationships between
twenty-four personal characteristics such as education,
frequency of visiting a friend, and desired social class
membership, and buying behavior was provided in a study
conducted by Lessig and Tollefson (1971),
Alpert (1972) adopted the view that a product is
a set of utilities and explored the question of a relationship between personality and the relative importance a
buyer places on various product attributes.

He concluded

that personality is a useful construct, particularly
when a product is viewed as a set of characteristics
having different importance to different types of consumers.
Greeno and associates (1973) conducted research
to demonstrate that consumer behavior patterns, based on
self-theoretic concepts, can be associated with personality
variables, based on trait theory.

The results suggest

that both personality and behavior need to be viewed in
a molar sense—a whole personality relates to a set of
behavior patterns or life style.

Both variable sets are

useful for managerial purposes only when viewed in the
socio-economic context of the investigation.
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From a study of magazine readership and personality
variables, King and Summers (1971) found that as a group,
the attitudinal measures used were effective in predicting
magazine readership for five groups of magazines.

Two

personality measures, non-leadership and non-intellectual,
were negatively associated with magazine readership across
magazine groupings.

Also, two attitude and value measures-

negative attitudes toward risk and change, and nonleadership—were negatively associated with magazine
readership.
Summary
It appears that personality variables do in many
instances provide valuable information concerning the
consumer's behavior in the market.

At the least, they

aid in describing a type of consumer behavior, and allow
the construction of a more complete profile of the consumer
as a total entity.
A discussion of specific theories of personality,
their relationships to consumer behavior, and recent
research in the area is found in subsequent chapters.

CHAPTER III
THEORIES OF PERSONALITY AND MOTIVATION
Theories of personality display variation in the
number of motivational concepts they utilize.

In some

cases one or two concepts are considered to be the base
of all behavior; for other theories there is an extremely
large nuniber of hypothesized motives; and for still
others the number becomes theoretically limitless (Hall
and Lindzey, 1970).
Motivational theories are discussed separately
since many aspects of human behavior, particularly behavior
as a consumer, reflect influences which are not due solely
to a learning process. Many purchase decisions are made
entirely on impulse, and for no apparent reason that can
be logically explained.

Motivation theories could quite

possibly provide some explanation for certain types of
purchase behavior.

The personality theories discussed in

this chapter are those which emphasize motivation.
Psychoanalytic Theory
At the beginning of the twentieth century, what
was to become a major contribution to psychological thought
appeared when Sigmund Freud introduced his psychoanalytic
theory of personality.
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Freud was probably the first psychological
theorist to emphasize the developmental aspects
of personality and in particular to stress the
decision role of the early years of infancy and
childhood in laying down the basic character
structure of the person. Indeed, Freud felt
that personality was pretty well formed by the
end of the fifth year, and that subsequent growth
consisted for the most part of elaborating this
basic structure (Hall and Lindzey, 1970, p. 45).
Freud viewed the personality as a system of three
interacting forces:

the id, the ego, and the superego.

The characteristic factor of the id is that it is not
controlled by the laws of reason or logic, and does not
possess values, ethics, or morality.

The id is compul-

sively driven by one basic goal, and that is to satisfy
instinctive needs identified with the pleasure principle.
While the id impulsively follows the pleasure
principle, the ego is driven by the reality principle.
Reality refers to that which is known to exist.

The ego

is basically a result of the individual's interaction
with the environment.
The third aspect of Freud's concept of personality
is the superego.

The superego represents the ideal rather

than the real, and the behavioral goal of the superego is
governed by a quest for perfection rather than for pleasure
or reality.

The superego emerges as the person's moral

code or conscience.

The product of the interaction of

these components is human behavior.

The unique balance

among them accounts for differing personality characteristics
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He also theorized that every person passes through
four developmental stages:
genital.

oral, anal, phallic, and

The predominate personality characteristics of

an individual are the result of his fixation at one of
the stages.
Summary: Major Characteristics
of Psychoanalytic Theory
Psychoanalytic theory is a deterministic point
of view.

Freud held that all behavior is determined by

some force within the individual and therefore all
behavior has meaning.
A second major characteristic of psychoanalytic
theory is a dynamic point of view.

Like many other

personality theorists, Freud thought that it was essential
for a comprehensive understanding of personality to have
a statement of the source of motivation for human behavior,
Freud theorized that this source of motivation was a
unitary energy source found within the individual, and
he labeled this source the libido (psychic energy).
Third, psychoanalytic theory can be conceived of
as a developmental point of view.

Freud's theory is also

developmental in its emphasis on the importance of early
development as a determinate of an individual's adult
personality.
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Finally, psychoanalytic theory is structural in
its viewpoint.

Freud postulated that there are three

basic structures of personality—the id, ego, and superego.
It is the dynamic interaction or conflict among these
diverse structures which determines behavior (Freud, 1949).
Freudian Theory and
Consumer Behavior
The influence and impact of this theory of
personality on consumer behavior research should not be
minimized.

However, its value as a method of predicting

how people will behave in the market place is questionable.
In fact, Markin says that, "In short, it is doubtful that
we can generalize at all about overall consumer behavior
on the basis of the premises and findings of Freudian
analysis and investigation . . . "

(1969, p. 45).

Freudian Psychoanalytic Model
Freudian man behaves as a complex creature with
deeply hidden motivations, many of which he does not
himself recognize.

Consequently, though his overt behavior

can be observed, the motives for his behavior can be
determined only through in-depth probing of his inner
motives.
One of the major ramifications of this model in
a marketing context is the recognition that the consumer
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is influenced by the symbolic aspects of a product.
Dichter says:

" . . . we do not simply buy the utili-

tarian, lumber-and-nails value of a chair, table, or a
bureau; rather, we buy its symbolic meaning" (1964, p. vii)
Although motivation research has come to have a
somewhat negative connotation to many people, the effectiveness of appealing to the consumer's inner feeling is
difficult to deny.

Much of current market research is a

modified form of motivation research.
Social-Psychological or Neo-Freudian Theory
This theory of personality was an outgrowth of
latter nineteenth century trends which recognized man as
a social animal.

Intellectuals of the period were dis-

satisfied with the Freudian theory of man's behavior.
The concepts of the theory are exemplified by the ideas
of four individuals.

Each of these contributions is

presented.
Alfred Adler
Adler's view was that man's behavior is determined
by an innate desire to achieve superiority and to overcome
feelings of inferiority.

Man is, according to Adler,

inherently a social being.

Emphasis upon the social

determinants of behavior is quite possibly Adler's
greatest contribution to psychological theory (Hall and
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Lindzey, 1970).

Another major contribution is the concept

of the creative self.

Adler's self is a highly person-

alized, subjective system which interprets and makes
meaningful the experiences of the organism.

His theory

emphasizes the uniqueness of personality, and minimizes
the influence of sexual instinct.

Man is seen as a

conscious being capable of planning and organizing his
actions with full awareness of their significance for his
own self-fulfillment.

In summary, it can be said that

Adler conceived a humanistic theory of personality
(Adler, 1927).
Erich Fromm
The fundamental theme of Fromm's writings is that
man feels alone and isolated because he has become separated
from nature and from mankind.

He proposes the thesis

that as man has gained more freedom he has also felt more
alone.

Freedom thus becomes a negative condition from

which he attempts to escape.

He classifies human needs as:

relatedness, transcendence, rootedness, identity, and a
frame of reference.

The satisfaction of these needs is

dependent on the individual's social conditions.

His

personality develops in general accordance with the
opportunities that a particular society offers him
(Fromm, 1941).
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Karen Horney
Horney s theory is based on the concept of basic
anxiety, which is defined as " . . . the feeling a child
has of being isolated and helpless in a potentially
hostile world" (Horney, 1945, p. 41). An individual
develops lifelong patterns of behavior as he learns to
cope with his anxieties and reduce them.

Her model

suggests that human behavior results from three interpersonal orientations—compliant, aggressive, and detached.
Compliant people are dependent on other people for love
and affection, and are said to move toward others.
Aggressive people are motivated by the need for power,
and move against others. Detached people are selfsufficient and independent, and tend to move away from
others (Horney, 1945).
Harry Stack Sullivan
Sullivan's views stress interpersonal aspects of
human existence.

Personality is a hypothetical construct

which cannot be isolated from interpersonal situations.
Sullivan conceptualizes personality as a dynamic center
of various processes which occur in a network of interpersonal fields.

The primary processes are: dynamisms,

personifications, and cognitive.

Personality development

is seen as a sequence of interpersonal situations from

33
infancy to adulthood.

Each of the situations affects

the formation of the total personality (Sullivan, 1947).
Summary and Comparison
The four theories presented share the premise
that social variables are of prime influence in the formation of personality.

They differ only in the choice of

the particular social variables recognized as being most
important in personality development.

In general, the

theories developed by Adler, Fromm, Horney, and Sullivan
enhanced and enlarged the scope of Freudian psychology
by recognizing the impact of social determinates on
personality.
Social-Psychological Theory
and Consumer Behavior
The value of this theory of personality as an
indicator of consumer behavior remains to be seen.
research done thus far is by no means conclusive.

The
Cohen

(1972) has developed a research methodology utilizing the
Horney model to explain consumer behavior.

Although

significant differences were found along interpersonal
dimensions, the results were not unequivocal.

More

research is needed to determine the marketing relevance
of this technique (Engel, Kollat, and Blaclcwell, 1973) .
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Motivational Theories;

Needs

The endeavors of two individuals, Henry A. Murray
and David C. McClelland, provide the basic concepts of
the motivational need approaches to the study of
personality.
Murray:

Personology
This theory focuses upon the individual in all

his complexity and is highlighted by the term "personology"
which was introduced by Murray (1938) as a label for his
efforts and those of others who were primarily concerned
with an understanding of the individual case.

The publica-

tion of the results of his research. Explorations in
Personality, contained a major theory of motivation, an
introduction to assessment techniques which were to become
the most widely used in psychology, and several individual
experiments which have become "classics" in personality
research (Liebert and Spiegler, 1970).
Murray emphasizes the interaction of the individual
with his environment.

This interaction is the result of

forces within the individual (needs) and forces from the
environment (press).

A need (n) is a hypothetical con-

struct which is useful to the extent that it helps the
psychologist to deal with facts.

It is "an organic

potentiality or readiness to respond in a certain way
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under given conditions . . . it is a noun which stands
for the fact that a certain trend is apt to recur"
(Murray, 1962, p. 61). Thus, needs are associated with
specific occurrences.

He makes a further distinction

between a need and an actone, which is defined as a
behavioral pattern that may satisfy a need.

"Therefore,

it is not always possible to identify a person's active
needs by observing his behavior" (Liebert and Spiegler,
1970, p. 216).
Murray has cited twenty-three points of evidence
in support of his theory that needs, instead of observable
behavior (actones) should be the focus of personality
study.

His comment summarizes them;

" . . . no therapist,

or, indeed, anyone who has to deal in a practical way
with human beings, can get along without some notion of
motivational force . . . "

(Murray, 1962, p. 66)

Types of Needs.—The process of distinguishing
between the different types of needs becomes somewhat
laborious.

The summary which follows is patterned after

the discussion of Murray's theory by Hall and Lindzey
(1970).
The first distinction is between primary or viscerogenic needs and secondary or psychogenic needs.

The

primary needs are linked to typical organic events and
generally refer to physical satisfactions.

The secondary

needs are derived from primary needs and are not linked
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to any specific organic processes or physical satisfactions
Illustrative of these are the needs for achievement,
recognition, dominance, and autonomy.
Secondly, there is a distinction between manifest
or overt needs and latent or covert needs.

The differen-

tiation is between needs which may be freely expressed
and those which are usually repressed.

Typically, overt

needs are expressed in motor behavior, and covert needs
are expressed in fantasy or dreams.
A third distinction is between focal needs and
diffuse needs.

Some needs are closely linked to specific

classes of environmental objects while others are general,
and can be applicable in any situation.

If the need is

securely attached to an unsuitable object it is called
a fixation.
Fourth, there are proactive and reactive needs.
Proactive needs are caused by something within the person
rather than something in the environment.

Reactive needs

occur in response to an environmental event.

The distinc-

tion is between responses to stimulation and responses
which occur with no stimulation.
The final distinction is between process activity,
modal needs, and effect needs.

Effect needs are those

which lead to some desired state or end result.

Process

activity is the operation of various processes (vision,
hearing, thought) which occurs throughout life.

Modal
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needs involve the activity of doing something with an
increasing degree of efficiency or excellence.
The preceding discussion of types of needs provides
the core of Murray's concept of individual motivation.
This motivation is intertwined with forces operating in
the environment, or press.
Press.—In simplest terms a press is the force of
an environmental object or person which facilitates or
hampers the efforts of the individual to reach a given
goal.

According to Murray, "The press of an object is

what it can do to the subject or for the subject—the
power that it has to affect the well-being of the subject
in one way or another" (1962, p. 121).
Murray identifies two types of press:

alpha press

and beta press. Alpha press represents an objective
description of environmental situations.

Beta press

represents significant environmental influences as perceived by the individual.

Proper balance between alpha

press and beta press is necessary in order for the individual
to function in his environment.
The integration of needs and press rests on two
additional constructs, proceedings and unity-themas.
Proceedings.—The attempt to understand personality
in terms of both the individual and his environment leads
to the conclusion that personality must also be understood
in terms of the past history of the person.

Murray uses
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the term proceedings to designate the division of a person's
past history into discreet units.

Proceedings may be

external, involving a time span during which a person is
engaged in some sort of overt behavior.

They may also be

internal, involving a period of time during which there is
no overt action (Liebert and Spiegler, 1970).
Since proceedings usually occupy short periods
of time, it is desirable to consider a sequence of proceedings.

Thus infancy, childhood, adolescence, and so

on, provide convenient and important methods of segmenting
an individual's history.
Unity-Themas.—Murray has argued that the period
of early childhood may be the most important determinate
of an individual's later reactions to needs and press
(Liebert and Spiegler, 1970).

He found that frequently

a specific pattern of needs and press from childhood
becomes a dominant force in the personality.

This "key

to his unique nature" is termed a unity-thema.

Murray says:

. . . a unity-thema is a compound of
interrelated—collaborating or conflicting—
dominant needs that are linked to press to which
the individual was exposed on one or more
particular occasions, gratifying or traumatic,
in early childhood. . . . whatever its nature
and genesis, it repeats itself in many forms
during later life (1962, pp. 604-5).
Personality Assessment.—Among contemporary
psychologists there is probably no one who has made more
significant contributions to personality assessment than
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Murray.

He has designed several instruments for the

measurement of personality.

One of these, the Thematic

Apperception Test (TAT), has become, along with the
Rorschach Test, the most widely used projective technique
in current use (Hall and Lindzey, 1970).
Major Functions of Personality.—Based on extensive
research, Murray has made several tentative conclusions
regarding personality.

These conclusions were presented

by Murray and Kluckhohn (1953) as six major functions of
personality.

The following is a brief abstract of those

functions.
Reduction of Need Tension:

This is considered

the nearest thing to "an all-embracing principle."

The

logic is that needs lead to tension and that tension,
in turn, leads to tension reduction.
Generation of Tension:

They assert that the

tensionless state is not satisfying, but rather the
process of reducing tension is what creates satisfaction.
Self-Expression;

This involves spontaneous

behavior performed solely for purposes of pleasure.
Scheduling;

This function provides organization

which allows the individual to satisfy as many of the
basic needs as possible.
Adjusting of Aspiration Levels:

Few individuals

are able to completely satisfy all their needs.

This

conflict often results in lowering aspiration levels
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or acceptance of alternative solutions in an effort to
maximize need satisfaction.
Conforming to Social Expectations:

This involves

the adaptation of unique individual personalities to the
conventions of society.
Summary.—Perhaps the most distinctive component
in Murray's personology theory is the explicit and sensitive
treatment of the motivation process.

He has also had

profound influence on the methods of assessing personality
(TAT).
McClelland: The
Achievement Motive
Although Murray and McClelland share a common
bias concerning the nature of human personality, their
basic strategies of attacking similar problems are
different.

McClelland's approach focuses attention on

a single need.
His most recent endeavors have been directed
toward a program to increase achievement motivation using
a course he designed.

The assumption that an individual's

motivational structure can change in adulthood has several
implications for revising traditional theories of
motivation (Liebert and Spiegler, 1970).

He has developed

twelve guides for motivation change based on results of
courses conducted.
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Motivational Theories: Needs,
Consumer Behavior
The impact of Murray's concepts can be observed
throughout market research.

His instrument for measuring

personality, the Thematic Apperception Test, has been
adapted for use in consumer research.

The Edwards Personal

Preference Schedule was designed to measure the psychogenic
needs developed by Murray.

The EPPS has been widely used

in numerous consumer behavior studies.
There appears to be significant potential for
estimating consumer behavior through personal characteristics based on Murray's theory of personality.
Motivational Theories:

Self-Actualization

Personality theories based on a concept of self
are associated with the philosophies of Carl Rogers,
Kurt Goldstein, and Abraham Maslow.

Goldstein's theories,

as well as those of Maslow, have been referred to as
holistic and organismic theories.

However, the fundamental

idealogy is almost identical to self theories.

These

historical foundations are presented along with a concept
of self representative of contemporary theory.
Rogers
Roger's theory of personality represents a
synthesis of phenomenology as presented by Snygg and Combs,
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of holistic and organismic theory as developed by Goldstein,
Maslow, and Angyal, of Sullivan's interpersonal theory,
and of self-theory for which Rogers himself is largely
responsible.

His theory has a phenomenological position

which says that the reality of phenomena is a function of
the way they are seen.

What is real to an individual is

that which is in his internal frame of reference, which
includes everything of which he is aware at a particular
point in time.

This idea implies that a person's behavior

can only be understood from his point of view.

Rogers

also has a holistic view of personality, which means
that behavior is seen in the framework of the entire
person.
Actualizing Tendency.—Rogers postulates that all
behavior is energized and directed by a single motive
which he terms the actualizing tendency.

The actualizing

tendency serves as the chief criterion by which all
experiences are evaluated (Liebert and Spiegler, 1970).
The most significant element of the actualizing tendency
with regard to personality is the tendency toward selfactualization.

Self-actualization involves all movement

of a person toward maintenance or enhancement of the
self, a key concept in Rogers' theory.
Self-Concept.—The self or self-concept (the
terms are used synonymously) refers to "the organized,
consistent conceptual gestalt composed of perceptions
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of the relationships of the "I" or "me" to others and to
various aspects of life, together with the values attached
to these perceptions" (Rogers, 1959, p. 200). This
holistic view of the person as an organized entity suggests
that all elements of the self must be in agreement with

(
(

each other.

A person's self-concept includes not only

his perception of what he is really like but also what
he thinks he ought to be and would like to be.

This

latter aspect of the self, what the individual would
like to be, is called the ideal self.
Positive Regard and Conditions of Worth.—Rogers
postulates that the need for positive regard is a basic
need for acceptance, respect, warmth, and love from people
who are significant in the person's life.

Positive regard

is often received for particular actions, but when it is
given or received regardless of behavior it is termed
unconditional positive regard.
accepted and respected.

The person as a whole is

Positive self-regard is a result

of the positive attitudes shown toward a person by others.
The positive regard for one's experiences arises directly
from the self.

When a person perceives his whole self

as worthy of positive regard, regardless of how he
evaluates specific aspects of his behavior, he is then
experiencing unconditional positive self-regard (Liebert
and Spiegler, 1970).
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Conditions of worth develop "when the positive
regard of a significant other is conditional, when the
individual feels that in some respects he is prized and
in others not" (Rogers, 1959, p. 209). Rogers further
states that "a condition of worth, because it disturbs
the valuing process, prevents the individual from
functioning freely and with maximum effectiveness"
(Rogers, 1959, p. 210).
Threat and Defense Processes.—For Rogers, threat
exists when a person perceives an incongruity between an
experience and his self-concept.

The person experiences

threat as vague uneasiness and tension, which is commonly
called anxiety.

This emotional response is a signal

that the unified self-concept is being threatened by
disorganization.

Defense processes attempt to maintain

the self as it exists at that time by denial or perceptual
distortion.

Rogers views psychological adjustment as

the degree of congruence between the self and experience.
A person who is psychologically well-adjusted is one who
perceives himself and his relation to people and elements
in his environment as they "really" are (Liebert and
Spiegler, 1970).
Goldstein
The primary dynamic concepts presented by Goldstein
are: the equalization process, self-actualization, and
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"coming to term.s" with the environment (Hall and Lindzey,
1970).
Egualization.—Goldstein's premise is that the
organism exists in an average state of tension to which
it will try to return following a stimulus which alters
the tension.
tion process.

Return to the average state is the equalizaThe concept of equalization explains the

consistency, coherence, and orderliness of behavior in
spite of disrupting stimuli.

Through maturation and

experience, the person develops preferred behavior patterns
which keep the interferences and conflicts at a minimum
and maintain the balance of the organism.
Self-Actualization.—This is Goldstein's primary
motive.

He proposes that it is the only motive that the

organism possesses.

Self-actualization is the creative

aspect of human behavior.

It is the process by which the

organism becomes more fully developed and more complete
(Goldstein, 1939).

In general, he stresses conscious

rather than unconscious motivation.
Coming to Terms.—The person must come to terms
with the environment both because it offers the means by
which self-actualization can be achieved and because it
contains hindrances in the form of threats and pressures
which hamper self-realization.

If the discrepancy between

the person's goals and the realities of the environment
becomes too great, the organism either breaks down or
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has to sacrifice some of its aims and try to actualize
itself on a lower level of existence.
Behavioral Structures.—Goldstein identifies three
types of behavior.

These are the performances which are

voluntary, consciously experienced actions; attitudes
which are feelings, moods, and other internal experiences;
and processes which are bodily functions experienced only
indirectly (Goldstein, 1939).

He also distinguishes

between concrete and abstract behavior.

Concrete behavior

is reacting automatically to a stimulus, while abstract
behavior is reacting to a stimulus after giving it some
thought.
Maslow
Maslow has concentrated his research efforts
primarily on making observations rather than formal
experimental techniques.

He has focused on the "normal"

person although his views on personality are similar to
Rogers.
As a result of his studies to determine what
distinguishes the self-actualizing person, he compiled a
set of salient characteristics:
They are oriented toward reality.
They accept themselves, other people, and the
natural world as they are.
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They have a great deal of spontaneity.
They are problem-centered rather than selfcentered.
They have an air of detachment and a need for
privacy.
They are autonomous and independent.
Their appreciation of people and things is fresh
rather than stereotyped.
Most of them have had profound mystical or
spiritual experiences although not necessarily religious
in character.
They identify with mankind.
Their intimate relationships with a few specially
loved people tend to be profound and deeply emotional
rather than superficial.
Their values and attitudes are democratic.
They do not confuse means with ends.
Their sense of humor is philosophical.
They have a great store of creativeness.
They resist conformity to culture.
They transcend the environment rather than simply
coping with it (Maslow, 1970).
Motivation.—Maslow is perhaps most recognized for
his classic listing of five hierarchial categories of
needs.

There are at least five sets of goals, which can

be termed basic needs.

"These are briefly physiological.
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safety, love, esteem, and self-actualization. . . . These
basic goals are related to each other, being arranged in
a hierarchy of prepotency" (1943, p. 394).
Modern Concept of Self
This view of self is the result of a merging of
psychology and sociology into a unified body.

Modern

self theorists emphasize inner aspects of behavior in
relation to the social environment, and are known as
"social interactionists."
One of their mentors, Hewitt, defined the self
in terms of five components;
The first component is an organized set of
motivations. . . . The second . . . is a series
of social roles to which the person is committed,
. . . The Third . . . is a more general set of
commitments to social norms and their underlying
values. . . . The fourth . . . is a set of
cognitive abilities, . . . The fifth . . . is a
set of ideas about one's qualities, capabilities,
commitments, and motives—a self-image—that is
developed by the individual in the course of
his socialization (1970, pp. 32-33).
Basically, these views propose the idea of a
"real" and "ideal" self.

The individual perceives himself

as he actually is, and also as he would like to be.

His

concept of ideal self is based on his own interpretation
of other persons' perceptions of him.
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Self-Theories and
Consumer Behavior
This view of personality has been the center of
a large volume of market research activity.

Its signifi-

cance lies in the proposition that the symbols that people
manage as a function of their self include the goods and
services they use and the way they use them.

The belief-

is that individuals perceive products that they own,
would like to own, or would not like to own in terms of
symbolic meaning to themselves and to others (Kassarjian,
1971).
Veblenian SocialPsychological Model
Veblenian man acts in a manner which is shaped
largely by past and present social groups (Kotler, 1965).
Foundations for this model are found in the socialpsychological theories of personality which explain
behavior in terms of man's self-concept.
Marketing implications of the Veblenian model are

">

C
numerous.

The consumer is influenced by his self-concept.

His purchases may be determined by desires to reflect his
ideal self-image.

He is also influenced by his social

environment, and many purchases will be determined by
his social class.

Other purchase decisions will be

affected by the reference groups with which he identifies.
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Perhaps the most significant influence comes from the
groups with which he has day-to-day personal contact.
These include his family, friends, fellow workers, and
other informal or formal groups.
Trait and Type Theories
The origin of these theories of personality can
be traced to the beginning of recorded history.

The

ancient theories postulated that there were certain categories of types of individuals.

A person's behavior in

a particular situation could be predicted by knowing his
type.

"The ancient Hebrews used this perspective of man

to conduct what may have been the first formal effort at
personality assessment" (Liebert and Spiegler, 1970,
p. 96).
The Constitutional Approach
The underlying concept of the constitutional
approach to personality is that there are differences in
the physical constitution of individuals and that these
differences can cause differences in behavior.

The logic

of this approach was provided by R. J. Williams.

Research

conducted by William H. Sheldon provided support for the
theory.
Sheldon identified three primary components of
body structure;

endomorphy, mesomorphy, and ectomorphy.
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He then derived a list of fifty behavioral traits which
were thought to be the basic components of temperament.
To establish a consistent relationship between physique
and temperament he rated a selection of 200 subjects.
The results of his study were striking.

Each of the three

body types was positively related to one and only one of
the temperamental components and negatively related to
the other components (Sheldon, 1942).
The Genetic Approach
Research conducted in the area of genetic relationships to personality have focused primarily on abnormal
behavior, particularly schizophrenia.

The results of

experiments performed by Kallman and Gottesman imply
some relationships to some aspects of behavior.
Allport's Trait Theory
Allport's theory is often referred to as trait
psychology.

According to this theory, traits occupy

the position of the major motivational force.

His state-

ments regarding the characteristics of traits and his
assumptions about them are:
Traits have more than minimal existence.
Traits are more generalized than habits.
Traits are determinative in behavior.
Traits may be established empirically.
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Traits are only relatively independent of other
traits.
Traits are not synonymous with moral or social
judgements.
Traits may be viewed either in light of the
personality which contains them, or in light of their
distribution in the population.
Acts, and even habits, that are inconsistent with
a trait are not proof of the nonexistence of the trait
(Allport, 1960).
Classification of traits is based on the extent
to which they pervade the personality.

The most pervasive

traits are referred to as cardinal dispositions which
cannot remain hidden and often make the possessor famous.
Central dispositions refer to the relatively small number
of traits which tend to be characteristic of a particular
individual.

Secondary dispositions are those character-

istics of an individual which function only in limited
settings.
Allport also asserts that traits can be used to
compare one person with another.

Trait comparisons

between people involve the assumption of common traits.
Common traits, according to Allport, often possess the
characteristics of a normal distribution.
Somewhat similar to Freud's ego, Allport recognizes the interaction of traits under a unifying force
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he terms proprium.

He identifies seven aspects of self-

hood and states that they are all "states of selfrelevance that we feel . . . "

(Allport, 1960, p. 127).

His views regarding motivation are that it is
contained in the structure of the personality as it exists
in the present.

His formal statement on motivation is

called the principle of functional autonomy.

Two types

of functional autonomy, perseverative and propriate, are
recognized.

Perseverative motives are biological in

nature, and not essential to the basic organization of
the personality.

In contrast to lower-level perseverative

motives, propriate motives refer to acquired interests,
values, and attitudes.

Since these motives are related

to the organization of the personality, they do have
major influence on behavior.
Trait and Type Theories
and Consumer Behavior
With the exception of Allport's Trait Theory,
these theories appear to have had negligible, if any,
effect on the study of consumer behavior.
The best known example of applying the trait-type
measurement of personality is the classic study by Franklin
Evans (1959).

By using a factor-analyzed psychological

test, Evans attempted to show that a useful distinction
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cannot be made between a person who buys a Ford and a
person who buys a Chevrolet.
The quantitative analysis of traits has developed
as a result of computer technology and increasingly
sophisticated statistical techniques.

The implications

of these methods, termed factor theories, regarding consumer research are the next topic of discussion.
Factor Theories
The essential concept of these theories is that
personality is composed of a set of traits or factors,
some general and others specific to a particular situation
or test (Kassarjian, 1971).

Factor analysis is the

statistical technique used in trait research and assessment.
It involves an analysis of all the variables simultaneously
by examination of the array of intercorrelations among the
variables.

Availability of high-speed computers has made

factor analysis a prominent tool in current research.
Two personality theorists, Hans Jergen Eysenck and Raymond
Cattell, are representative of factor analysis methodology.
Eysenck
Eysenck's conviction that most personality theories
are overloaded with complex and undefined variables,
coupled with his use of factor analysis, has resulted
in a personality system that is characterized by a very
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small number of major dimensions which are defined with
great care.

He defines personality as:

. . . the sum-total of the actual or potential
behavior patterns . . . determined by heredity
and environment, it originates and develops
through the fundamental interaction of . . . the
cognitive sector (intelligence), the conative
sector (character), the affective sector
(temperament), and the somatic sector (constitution)
(Eysenck, 1948, p. 25).
His work has typically been focused on a search
for a limited number of personality types, thus he does
not emphasize individual traits.
Cattell
His theory represents the most comprehensive
attempt yet made to bring together and organize the
major findings of sophisticated factor analytic studies
of personality.

Cattell proposes that there should be

three broad sources of data about personality, which
he labels L-data, Q-data, and T-data.

L-data is information

gathered from observation, Q-data is gathered from interviews and questionnaires, and T-data from objective tests.
He uses a multivariate approach to analyze the data.
The trait is by far the most important of Cattell's
concepts.

For him a trait is a mental structure, an

inference that is made from observed behavior to account
for regularity or consistency in this behavior (Cattell,
1950).
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Limitations of Factor Analysis
This methodology has the potential for being one
of the most useful in personality research.

However,

even though the use of computers reduces the element of
human error, there are still subjective decisions that
must be made by the analyst.

Factor theory and analysis

have been severely criticized by traditional theorists.
In fact, many psychologists have felt that factor theories
are not theories at all. Whatever the shortcomings of
factor theories may be, it is apparent that their emphasis
upon explictness and adequate standards of measurement
does represent a healthy influence (Hall and Lindzey,
1970).
Applications of Factor Analysis
The use of factor analysis has added a new dimension to personality research.

Several instruments have

been designed to attempt to discover personality variables.
For one large group of personality instruments the
researcher begins with the intent to measure certain
variables, for example, need for achievement or
aggressiveness.
A second type of personality instrument is created
not with theoretically predetermined variables in mind,
but rather to identify a few items (by factor analysis)
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which account for a significant portion of the variance.
Typical of these instruments are the Gordon Personal
Profile, Edwards Personal Preference Schedule, Thurstone
Temperament Schedule, and California Personal Inventory.
Factor Theory and
Consumer Behavior
The concept of traits, factors, or variables
that can be quantitatively measured has resulted in
virtually hundreds of personality scales and dozens of
studies in consumer behavior (Kassarjian, 1971).

Trait-

factor theory has been used almost exclusively as the
conceptual foundation marketing personality research
(Engel, Kollat, and Blackwell, 1973).

The typical

pattern of results has been that some studies detect a
significant relationship between consumer behavior and
personality, and some do not.
Transactional Analysis
Basic Concepts
The concept of Transactional Analysis (TA) was
formulated by Dr. Eric Berne.

He defined it as:

. . . a theory of personality and social
action, and a clinical method of psychotherapy,
based on the analysis of all possible transactions between two or more people, on the basis
of specifically defined ego states, . . . This
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definition, in effect, purports to set up a
model for all possible forms of human social
behavior (Berne, 1972, p. 20).
Harris identifies the following foundations for
Transactional Analysis;
The brain functions as a high-fidelity tape
recorder.
The feelings which were associated with past
experiences also are recorded and are inextricably
locked to those experiences.
These recorded experiences and feelings
associated with them are available for replay
today in as vivid a form as when they happened '
and provide much of the data which determines
the nature of today's transactions. These
experiences not only can be recalled but also
relived (1969, p. 11).
Structure of Personality
The total personality is made up of three distinct
ego states which are actually states of existence, not
merely roles that the person plays.

Each component has

a unique pattern of behavior and specific characteristics.
A graphic presentation of the ego states is presented in
Figure 1 (Harris, 1969, pp. 19, 25, 29).
It can be seen from the model that the three
components are the Parent, the Adult, and the Child.

The

Parent is characterized by a taught concept of life, and
the Child by a felt concept of life.

The Adult component

operates as a balance between the Parent and the Child.
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Fig. 1.—Parent Adult Child Model

The Parent consists
of the recordings
from birth to age
five. The mother
and father become
integral parts of
the Parent since
the child records
their behavior as
he sees it.

The Adult consists
of the recordings
of data acquired
as the result of
testing the Parent
and Child against
reality and data
gathered by
experimentation.

The Child consists
of the recordings
of internal events
(feelings) from
birth to age five.
These are tapes of
felt responses to
the mother and
father.
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It is this ego state which functions as the informationprocessing and decision-making center for the person.
Ideally, the individual moves from one ego state
to another freely.

Should the Child or Parent interfere

with the Adult state, "contamination" occurs.

A con-

taminated Adult is one that is unable to function with
optimum efficiency.
Transactional Analysis is considered to have some
promise for explaining consumer behavior.
Typical Current Research
Consumer Profiles:
Psychographic Research
Much of the current research focuses on attempts
to define a portrait or profile of the consumer.

This

type of research has been termed psychographic research.
Bedeian (1971) conducted a study on the price-quality
relationship as perceived by the consumer.

His profile

was of the type of consumer that would most likely perceive price as an indicator of quality.

It seems that the

consumer who would most likely be in this category is one
who is trying to achieve status and who could afford to
incur the risk of using price as an indicator of quality.
Cravens and Cotham (1971) studied the characteristics of Interstate highway travelers as they relate
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to preferences and opinions toward fast-food/gasoline
facilities.

The profile provided from the study was not

too definitive.

It appears that the married pleasure

travelers and other people traveling with him are prime
prospects for these facilities.
major reason for stopping.

Food was found to be the

Credit card ownership was

not a crucial factor.
Another example of psychographic research is the
study by Wells and Tigert (1971) of female users of
shortening and eye make-up.
one might expect.

Their portraits were what

The heavy user of eye make-up can be

characterized as a swinger, cosmopolitan, and someone
having contemporary views.

The heavy user of shortening

is a typical homemaker type with more conservative views.
A project by Peters and Ford (197 2) provided a
profile of in-home cosmetic purchasers who buy over half
their cosmetics in the home.

The profile indicated that

this consumer has less access to a car for daytime shopping,
tends to be less educated, is likely to have more children
at home, is more likely to have an annual family income
under $15,000, and the head of the household is most
likely a blue-collar worker.
A psychographic profile of women who shop outside
their hometown was developed by Reynolds and Darden (1972)
in a study of "outshoppers."

They found that the fre-

quent outshopper, as compared to the infrequent outshopper.
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tends to be better educated, has a higher income level,
is very active and urban-oriented, not loyal to any
particular store, and prefers to shop in the evening.
Also, outshopping behavior was found to apply to many
types of merchandise rather than being product specific.
Wise (1972) constructed a profile of consumers
whose patronage of service stations shifts during a
gasoline price-war.

The profile differs from the one which

emerges in nonprice-war situations.

The price-war

purchaser is more likely to be attracted by price or
convenient location rather than services, trading stamps,
or other nonprice appeals.

He is more likely to deviate

from his normal purchase behavior and seek a lower price.
He is also more likely to have a specific reason (price)
for patronizing a particular service station, and less
likely to chose a station at random.
Psychographic Market
Segmentation
A research study conducted by Benton and Bowles,
Incorporated, and reported by Ruth Ziff (1971) relates
to the value of using psychographic variables to identify
market segments.

The project analyzed several product

groups and psychographic classifications of housewives.
The conclusions were encouraging in many respects.
was discovered that a core of attitudes, needs, or

It
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values can be used to provide the basis for a meaningful
segmentation for a number of individual products in a
broad class of products.

This core of attitudes can also

be used to provide segments that are relevant in different
classes of products.

In addition, the greater depth of

information on product-related values provides insight
into marketing approaches for a particular segment.
Self-Concept
Studies relating to the consumer's perception of
his "self" are also quite prevalent.

Ross (1971) con-

ducted a study to test empirically two hypotheses.

The

basic purpose was to test the currently accepted idea
that people purchase products only if they are consistent
with, enhance, or in some other way fit the conception
they have of themselves.

Secondarily, he attempted to

distinguish the role of the two different modes of
self-concept—"actual self-concept," the way a person
actually sees himself, and "ideal self-concept," the way
a person would like to be.

The first hypothesis was

strongly supported by the results.

Subjects preferred

brands of products which were more rather than less
similar to their own self-concept.
was not supported by the data.

The second hypothesis

He states that the data

cannot be interpreted to support the argument that either
product differentiation or market segmentation along

<
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"psychological-symbolic" as opposed to "objectiverational" dimensions should always or ever be the basis
for marketing strategies.

What is suggested is that some

sort of congruity of "matching" mechanism seems to be
operative with respect to self-concept and brand preference
Dolich and Shilling (1971) review an earlier study
done by Mason and Mayer (1970) concerning consumer selfconcept and store image.

The criticism of the study

charges that self-concepts should have been measured
first in terms of status, and that the data strongly
indicated perceived differences in status between stores
although it was implied that there were none.
An empirical study by French and Glashner (1971)
examined the actual-ideal dimensions of self and product
description, and social class and perceived reference
group image of self.

The study emphasized products

rather than brand preference which is in contrast to
previously published research.
Hughes and Guerrero (1971) propose that the

<::^

application of the congruity model to buying behavior
requires identification of the goals of congruity.

The

goals may be social when the product is used publicly.
Further, some buyer behavior may be explained better by
incongruity models, since incongruity may stimulate
innovators.

They suggest that researchers expand
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hypotheses to include models with social congruity, social
incongruity, and self-incongruity.
A study by Grubb and Stern (1971) using automo-

""^

biles as the product category (Volkswagens and Mustangs)
tested the relationship between consumers' self-concepts
and purchase behavior.

In addition, the project tested

the relationship of a third variable, significant others,
to the relationship of self-theory and consuming behavior.
The results provided support for the two general hypotheses.

First, consumers use a brand whose characteristics

they perceive as congruent with their perceptions of themselves.

Second, consumers perceive a competing brand's

characteristics as significantly different from their
perceived self-concepts.

In addition, the definition of

the significant other as one who, through his perceptions
of generalized users, influences the consumer's selfperception during the interaction process was supported.
Ostlund (1972) found that while personal character
variables present no distinctive profile of the early
buyer, the perceptual variables do, in terms of how the
new product is viewed relative to the early buyer's
self-concept and relative to other products.

It is this

collection of perceptions that can direct behavior.
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Life-Style Profile
The technique of life-style research was used by
Plummer (1971) to determine a profile of commercial bank
credit card users.

His findings supported earlier studies

which defined the upper-middle and upper classes as
"achievement oriented."

The profile of bank credit card

users was that of an active, upper socioeconomic, contemporary thinking individual.

The study also indicated

that users of bank charge cards, in contrast to nonusers,
exhibit a rejection of conservative, traditional concepts.
He suggests that traditional concepts of money and conservative thinking may be barriers to bank credit card
usage.
Darden and French (1972) found that housewives
show reluctance to fully accept services as part of a
homemaker's life style.

Their hypothesis that there is

a difference between women with different socioeconomic
characteristics as to their attitudes toward homemakers
who use personal consumer services were not borne out by
the study.

One possible explanation offered is that while

women use household services, it may be that they cannot
totally reconcile that use with cultural values acquired
over time.
Plummer (1971) reported case histories of the
method of combining life style characteristics with

67
demographic profiles to construct a more accurate profile
of heavy users of products.

He concludes by stating that

even though life style is not useful in every situation,
it is research such as life style that helps generate
portraits of real consumers.
Wind (1971) introduced a life style model covering
most of the relevant life style characteristics.

He

contends that the person's life style can be measured and
described either by the products the person consumes or
by the person's activities, interests, and opinions.
A study of the convenience-oriented consumer was
conducted by Anderson (1971).

He mentioned several

significant conclusions which emerged from the research.
First, distinct consumer typologies of convenience food
and goods orientations can be identified.

Second, stage

in the family life cycle is a strong discriminator for
food, and socioeconomic status is a stronger determinate
for goods.
Shopping Motivation
A distinction of three separate activities within
the broad category of consumer behavior is noted by
Tauber (1972).

He suggests that shopping, buying, and

consuming are the components of consumer behavior.

His

exploratory study was related to the activity of shopping.
Two types of motives are hypothesized:

personal and
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social.

Personal motives include role playing, diversion,

self-gratification, learning about new trends, physical
activity, and sensory stimulation.

The social motives

relate to desire for social experiences outside the home,
communication with others having a similar interest, peer
group attraction, status and authority, and the pleasure
of bargaining.
Shopping orientations and patterns of product
usage were explored by Darden and Reynolds (1971).

The

study evolved from previous research in psychographics
which suggests that psychographic scales can measure the
degree to which shoppers possess the characteristics
postulated by Gregory P. Stone, and that the relationships
of shopping personalities to shopping behavior can provide
useful information.

The results suggested that many of

Stone's conclusions about shopping types (the economic
shopper, the personalizing shopper, the apathetic shopper,
and the ethical shopper) may have more validity than is
presently believed.
Summary
Several useful tools appear to be emerging from
current research endeavors.

Profiles of consumer charac-

teristics offer potential techniques for market segmentation on a psychographic basis.

Consumer life-style.
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self-concept, and shopping orientation studies provide
valuable insight into the motivation underlying consumer
behavior.

CHAPTER IV
THEORIES OF PERSONALITY AND LEARNING
A fundamental distinction between theories of
personality relates to the extent to which the learning
process, or the modification of behavior, is a matter
for detailed and explicit attention (Hall and Lindzey,
1970).

The theories presented here are those which place

primary emphasis on learning concepts.
The consumer's buying behavior can be viewed as
a learning process.

His purchase decisions are sometimes

reinforced by his own satisfaction or reward in the form
of ego maintenance.

Other decisions provide negative

reinforcement, and he will avoid making a particular
purchase decision in the future.
Implications for the marketer relate to the possibility of modifying the consumer's behavior in the market
through teaching him buying habits, or brand or product
preference.

Learning can be considered as the process

by which consumer preferences are constantly modified and
updated (Engel, Kollat, and Blackwell, 1973).
Stimulus-Response Theory
The stimulus-response theory of personality places
primary emphasis on the learning process.
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Its premises
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are based on an impressive history of laboratory research
and experimentation.

"Psychologists have devoted more

thought and activity to the construction of learning theory
than to any other contemporary theoretical enterprise"
(Hall and Lindzey, 1970, p. 418). In many ways stimulusresponse theory has come to typify an experimental,
objective approach to human behavior.
Dollard and Miller
This theory views personality as a particular
combination of response habits. A habit is defined as a
link or association between a stimulus (cue) and a response.
The premises of Dollard and Miller are representative of the general theory.

They base their theory on

four basic elements of learning;
and reinforcement.

drive, cue, response,

The central element is drive, which

they define as any strong stimulus which causes action,
is the source of energy or motivation for learning.

They

distinguish between primary drives, which innately
stimulate action, and learned drives, which become motivators as a result of learning in the environment.

Cues

are stimuli which provide information concerning the most
appropriate response.

There are some stimuli that are

both a drive and a cue.

The behavior which a drive impels

and a cue directs is termed a response.

Reinforcement
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is any specified event that strengthens the tendency for
a particular response to be repeated (Liebert and Spiegler,
1970).

They further assume that reinforcement results in

a reduction of the initial drive that led to the response.
The formation of habits is dependent on the
reinforcement of behavioral patterns.

Thus, positive

reinforcement or reward strengthens habits. Conversely,
negative reinforcement or lack of positive reinforcement
weakens or eliminates habits.
Hull's Learning Model
Clark L. Hull, considered the intellectual father
of stimulus-response theory by some authors, developed
the following learning model:
E = D • K • H • V
Here, E represents behavior or "reaction
potential." Behavior is considered to be a
multiplicative function of the drive (D) within
the individual (for example, hunger), the
"incentive potential" (K) of a goal object
(such as a particular food brand), the habit
strength (H), that is, the individual's level of
reinforcement (as for this brand), and the
intensity of the cue (V) (such as brand
advertisement) (Robertson, 1970, p. 28).
One can infer from Hull's model that the greater
the strength of any or all of the components, the stronger
the reaction of the individual.

On the other hand, since

the function is multiplicative, should any of the variables be
zero, the individual's response potential will also be zero.
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Operant Conditioning
Behaviorism, another learning approach to a theory
of personality, is usually associated with the work of
B. F. Skinner.

His research efforts have been directed

toward the complete and detailed description of behavior,
which he has called the functional analysis of behavior.
Operant and Respondent Behavior
Skinner has distinguished between two types of
behavior:

operant and respondent.

Operant behavior is

determined by the consequences which follow its performance.
Respondent behavior is caused by some identifiable stimulus
and thus derives its name from the fact that the person
responds to something (Skinner, 1938).
Changes in behavior are explained by the principle
of reinforcement which states:

"If the occurrence of an

operant is followed by presentation of reinforcing stimulus,
the strength of the operant is increased" (Skinner, 1938,
p. 21). Reinforcers increase the probability that the
behavior will occur again.

Implicit in this reasoning

is the assumption that the behavior must initially occur.
To help circumvent this problem, the experimenter may
shape the desired behavior.

Shaping, which is also called

the method of successive approximation, involves reinforcing progressively closer and closer approximations of

I
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the desired behavior.

Skinner and his associates have

done extensive research with schedules of reinforcement,
which is the concept of varying the time interval
between behavior and reinforcement.

The data consist

of a quarter of a billion responses made during the course
of seventy thousand hours of recording (Leibert and
Spiegler, 1970).
Since most human behavior is desirable only if
it occurs in the proper situation, the principle of reinforcement must operate with efficiency.

Behaviorists

explain this phenomenon with discriminative stimuli.
In other words, for much of human behavior, the behavior
occurs at a high frequency only in the presence of certain
"setting events."
Punishment.—Skinner and many of his followers
have agreed that there is sufficient evidence for indicating that punishment is ineffective in the control of
human behavior.

Since punishment also is often seriously

questioned on ethical grounds, it has been avoided in
most applied studies of operant conditioning.

The only

exception is the situation in which the behavior must
be suppressed to protect the individual from harming
himself or other people.
A Technology of Behavior.—In a recent publication.
Skinner emphasizes his belief that man is the product of

k

I
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his environment.

He contends that "autonomous man" is

the invention of traditional theories to explain phenomena
they are unable to explain any other way.

In his words:

Almost all our problems involve human
behavior, and they cannot be solved by physical
and biological technology alone. What is needed
is a technology of behavior, . . . almost all
of what is called behavioral science continues
to trace behavior to states of mind, feelings,
traits of character, human nature, and so on.
A scientific analysis shifts both the responsibility (for behavior) and the (reward for)
achievement to the environment (Skinner, 1972,
pp. 24-25).
Consumer Behavior Implications
Most consumer behavior is learned behavior; that
is, it is based on previous behavior under similar circumstances.

The consumer's tendency to respond on the

basis of habit helps introduce considerable efficiency
into the purchasing process (Robertson, 1970).
The fact that consumer purchasing decisions are
to a great extent habitual in nature cannot be denied.
However, prediction of consumer behavior still evades
the marketer.

As Markin says:

The importance of the learning process to
consumer behavior is apparent. However, until
such time as the various theories of learning
can converge into one systematic all-inclusive
theory which can be applied in any given learning
situation, the application of these theories to
consumer behavior, and specifically to marketing
problems which involve an estimation of consumer
behavior, will continue to be inconclusive.
Learning itself is an individual process;
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therefore, difficulties are present in any
attempts to apply what is shown from one
individual's behavior to the behavior of a mass
of consumers (1969, p. 138).
He further states:
The behavior
market situation
the results of a
mental situation

of an individual in a dynamic
cannot readily be inferred from
carefully controlled experi(1969, p. 138).

Pavlovian Learning Model
Pavlovian man behaves in a largely habitual rather
than thoughtful manner; certain configurations of cues
will set off the same behavior because of rewarded learning
in the past (Kotler, 1965).

Stimulus-response theories

of personality provide the foundation for this model.
From a marketing viewpoint it is important to build
brand habits with the consumer.

Many of his purchases

are habitual rather than thoughtful in nature.

He must

first be given a stimulus which causes him to purchase
the product.

This may require his learning a totally new

brand habit for a new product, or the removal of a
competitor's brand habit and replacement with a modified
one.

His purchase must be reinforced to insure that he

will repeat his behavior.
Reinforcement can be accomplished in several ways,
one of the most important being the quality of the product.
Advertising can be used to reassure him that his purchase
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decision was a wise one. Repetition in advertising can
be used to remind him of the product and/or brand and to
strengthen his learned response, or brand habit.
Howard-Sheth Model of Buyer Behavior
A more recent contribution toward a model of buyer
behavior is the Howard-Sheth model.
utilization of learning theory.

It is based on the

A simplified diagram of

the model appears in Figure 2 (Howard and Sheth, 1969,
p. 30).
Description of Model
It can be seen that the underlying concept is the
familiar black box used so frequently in behavior analysis.
The inputs, or stimuli, are described as being significative, syiTibolic, or social in nature.

The output is

pictured as a five-phase process which begins with attention.

Completion of the process results in a purchase

activity.

The black box itself is shown to consist of

perceptual and learning constructs.

These variables are

labeled as "hypothetical" since they are not directly
measurable at the present time.

The output variables,

on the other hand, stand as the measurable counterpart
of certain of the hypothetical variables and are designated
with a prime (Engel, Kollat, and Blackwell, 1973).
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Definition of Variables
The output variables are defined as follows:
Attention': A response of the buyer that
indicates the magnitude of his information intake.
Brand Comprehension': A buyer's verbal
statement about his knowledge of brands in a
product class.
Attitude'; A buyer's verbal evaluation of
a brand's potential to satisfy his motives.
Intention': A buyer's verbal expectation
that, given his information about all the aspects
of a buying situation and his predictions about
the future states of the environment, he will
buy the brand he likes most the next time he is
motivated to buy.
Purchase: The overt act of purchasing
(Howard and Sheth, 1969, p. 31).
The learning constructs are defined as:
Motives: Goals of the buyer impinging on a
buying situation.
Brand Comprehension: Knowledge about the
existence and characteristics of those brands
that form the buyer's evoked set of alternatives.
Choice Criteria: The buyer's mental rules
which he utilizes to evaluate brands as goalobjects. They serve the function of permitting
goal-directed behavior.
Attitude; The buyer's relative preferences
of brands in his evoked set based on his evaluative
beliefs about these brands as goal-objects.
Intention: A buyer's forecast as to when,
where, and how he is likely to buy a brand in
view of inhibitory situations such as high price,
lack of availability, time pressure, financial
status, and social influences.
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Confidence; The degree of certainty the
buyer perceives toward a brand.
Satisfaction: The degree of congruence
between the actual consequences from purchase of
a brand and what was expected from it by the
buyer at the time of purchase (Howard and Sheth,
1969, pp. 32-36).
The perceptual constructs are defined as:
Attention: The opening and closing of
sensory receptors that control the intake of
information.
Stimulus Ambiguity: The perceived uncertainty
and lack of meaningfulness of information from
the environment. It affects Attention and Overt
Search constructs.
Perceptual Bias: The buyer not only selectively
attends to information, but actually distorts it
once it enters his mental state.
Overt Search: The buyer actively seeks
information (Howard and Sheth, 1969, pp. 36-37).
Relationships Among Variables
The essence of the model is that a stimulus in
one of the three categories (significative, symbolic, or
social) arouses the five senses.

Stimulus ambiguity

to an extent affects the amount of attention the stimulus
receives.

Ambiguity may also indicate a search for more

information.

Perceptual bias affects the information due

to intervention from attitudes and motives stored in
memory (this is shown by dashed lines indicating a
feedback relation).
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The affect of the input information may be a change
in the buyer's motives, brand comprehension, choice
criteria, purchase intention, and actual purchase.

The

actual purchase is a function of brand comprehension,
attitude, confidence, and intention.

Satisfaction is

strengthened by brand comprehension if the buyer is pleased
with a purchase act.
Contribution
The Howard-Sheth theory has stimulated a vast
amount of research, which is a contribution in itself.
Though there appear to be conceptual and methodological
problems in application of the model, it does represent
a step toward understanding the consumer.

Most scholars

are unanimous in their assertion that the study of consumer
motivation and behavior was advanced by publication of the
Howard-Sheth model (Engel, Kollat, and Blackwell, 1973).
Recent tests of the model have been conducted by
Farley and Ring (1970).

Their publication was followed

by a study conducted by Hunt and Pappas (197 2) in which
they contended that the Farley and Ring study did not
constitute a valid test of the Howard-Sheth model.

In

answer to the criticism, Farley and Ring (1972) state
that their earlier article was "A Test," not "The Test"
of a buyer behavior model.
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Lewin's Field Theory
The principle characteristics of Kurt Lewin's
field theory are;

behavior is a function of the field

that exists at the time the behavior occurs; analysis
begins with the situation as a whole from which are
differentiated the component parts; and, the person in
a concrete situation can be represented mathematically
(Lewin, 1935).

A field is defined as "the totality of

all simultaneously existing facts for the individual, and
they are mutually interdependent" (Lewin, 1951, p. 240).
Behavior is caused by psychological, rather than physical,
aspects of the field.
Structure of Personality
Definition of the person as a structural concept
is to picture him as a separate entity.
plished by drawing an enclosed figure.

This is accomThe boundary of

the figure defines the limits of the entity known as the
person.

Everything lying inside the boundary is P

(the person); everything lying outside the boundary is
non-P (Hall and Lindzey, 1970).

Two properties of the

person are pictured by the figure.

These are;

separation

from the rest of the world by a continuous boundary, and
inclusion in a larger area.

The first characteristic

is that of differentiation, the second of the part-whole
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relationship.

The person is represented as being separated

from while still included within a larger totality (Hall
and Lindzey, 1970).
The next step in picturing the personality is to
draw another enclosed figure which is larger than the person
figure and encloses it.

The result is one enclosed figure

within a larger figure.

It is usually drawn as a circle

within an ellipse.

The area between the two perimeters

is the psychological environment, E. The total area within
the larger figure is the life space, L.

The space outside

the larger figure represents the non-psychological elements
of the universe.
P + E = L.

The same concept can be stated as:

Although this exercise in drawing figures may

appear to be inconsequential, it is necessary for an
understanding and appreciation of Lewin's theory.

"The

circle-in-the-ellipse is not merely an illustration or
teaching device; it is a faithful representation of the
most general structural concepts of Lewin's theory,
namely, the person, the psychological environment, and
the life space" (Hall and Lindzey, 1970, p. 213).
Life Space
The life space contains all possible facts which
have the capacity to determine the person's behavior.
Behavior is a function of the life space.

B = F(L).
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Facts that exist in the region outside and adjacent to
the boundary of the life space, a region Lewin calls
"the foreign hull of the life space," can significantly
affect the psychological environment (Lewin, 1951).
Conversely, facts in the psychological environment can
influence the foreign hull.

Thus, the boundary between

the life space and the foreign hull is permeable.

How-

ever, the person cannot communicate directly with the
outside region, and vice versa.

A fact must exist in the

psychological environment to have an effect.
The boundary between the person and the environment is also permeable.

Therefore, environmental facts

can influence the person, P = F(E), and personal facts
can influence the environment, E = F(P) (Hall and Lindzey,
1970).
Differentiation
Lewin further divides the person and the environment into subsections to depict the person as a heterogeneous system of interdependent and intercommunicating
parts.

The life space pictures a differentiated environ-

ment surrounding a differentiated person.
Dynamics of Personality
Lewin assets that the person is a complex energy
system.

Physical energy is released when the person
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attempts to return to equilibrium after that person has
been thrown into a state of disequilibrium.

Disequilibrium

is produced by an increase in tension in one segment of
the system relative to the rest of the system.
The arousal of a need causes an increase in
tension or the release of energy.
a motivating factor.

Thus a need is considered

Lewin links need with certain pro-

perties of the environment which then determine the type
of behavior that will occur.
A valence is a conceptual aspect of a region of
the psychological environment.
tion of that region for him.

It is the person's evalua-

A region of positive value

is one which has a goal object that will reduce tension
when the person enters the region.

A region of negative

value is one that contains elements which will increase
tension.

A valence is associated with a need, and its

strength depends on the strength of the need; however,
it is not considered a force.
A force is associated with a need, but is not a
tension.

The conceptual characteristics of force are

direction, strength, and point of application.

These

properties are pictured mathematically by a vector.

The

direction in which the vector points represents the
direction of the force; the length represents the strength;
and the place where the tip of the arrow comes into
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contact with the outer boundary of the person represents
the point of application (Hall and Lindzey, 1970).
These dynamical constructs in conjunction with the
structural elements determine the specific locomotions
of the individual and the manner in which he structures
his environment.

Locomotions and restructurings serve

to satisfy needs and thereby reduce tension.
Field Theory and Consumer Behavior
The use of field theory as an indicator of consumer
behavior has not been extensive.

However, one application

of Lewin's vector psychology as a model of consumer
behavior was done by Joseph Clawson (1950).

His inter-

pretation focuses on Lewin's suggestion that changes in
consumer demand are brought about by shifts in vectors.
Cognitive Theories
These concepts of personality emphasize the role
of intellect in personality.

Cognition, or thought

processing, has been defined as "all the processes by
which the sensory input is transformed, reduced, elaborated, stored, recovered and used" (Engel, Kollat, and
Blackwell, 1973, p. 210). The theories to be discussed
are concerned with the relationship of human behavior to
cognition.
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George A. Kelly
Kelly's model of man depicts him as a scientist,
constantly theorizing and testing hypotheses in an effort
to predict and control his environment.

He suggested

that "man looks at his world through transparent patterns
or templets which he creates and then attempts to fit
over the realities of which the world is composed"
(Kelly, 1955, pp. 8-9). He called these templets constructs.

A construct is a representation of events in

the person's environment, a way of looking at something
which is then tested against the reality of the environment.

Every man has his own unique set of personal con-

structs.

The person uses his constructs as a guide to

interact with events in the environment.

If the construct

proves to predict the outcome of interaction correctly,
it is considered useful and is retained.

If the prediction

is incorrect, the construct is revised or discarded.

The

measure by which a construct is assessed is the validity
of its predictive efficiency.
Constructive Alternativism.—Kelly's personality
theory, which he entitled the Psychology of Personal
Constructs, is based on the philosophical position of
constructive alternativism, which Kelly explains this way:
. . . there are always some alternative
constructions available to choose among in dealing
with the world. No one needs to paint himself
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into a corner; no one needs to be completely
hemmed in by circumstances; no one needs to be
the victim of his biography (1955, p. 15).
The implications of this statement are that man has a
free will, and can choose to see the world through his
own set of constructs.
Kelly's view of motivation is somewhat unorthodox
compared to other theories of personality.

His conclusion

is that the concept of motivation is redundant, and that
man is "motivated for no other reason than that he is
alive. . . . Life itself could be defined as a form of
process or movement" (Kelly, 1960, p. 49).
The Fundamental Postulate.—Kelly's theory rests
on the idea that:

"A person's processes are psychogically

channelized by the way in which he anticipates events"
(Kelly, 1955, p. 50). This is his fundamental postulate.
He identifies four corollaries which define the bases of
the individual's construct system.
The Construction Corollary says that a person
anticipates occurrences by construing their replications.
In the Individuality Corollary, which states that persons
differ in their construction of occurrences, Kelly
emphasizes that each person has a set of unique personal
constructs.

The Dichotomy Corollary, which says that a

person's construct system contains a finite number of
dichotomous constructs, he emphasizes the bipolar and
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dichotomous nature of personal constructs.

The Organiza-

tion Corollary states that each person characteristically
evolves, for his own convenience in anticipating events,
a construct system embracing ordinal relationships between
constructs (Kelly, 1955).

He further distinguishes

numerous corollaries dealing with various aspects of
behavior such as change, choice, and interpersonal
relationships.
Traditional Personality Constructs.—Kelly defines
anxiety as "recognition that the events with which one
is confronted lie outside the range of convenience of
one's construct system" (Kelly, 1955, p. 495). When a
person does not have a construct to suit a situation he
is incapable of dealing with it, and feels helpless and
anxious.

Kelly views guilt as the awareness of having

deviated from some important role one plays with respect
to other persons.

He defines aggressive behavior as the

active extension of one's construct system.

Aggressiveness

is not necessarily hostile or antisocial in nature.
Hostility is defined by Kelly as continued attempts to
obtain validational evidence in favor of a type of social
prediction which has already proved itself a failure
(Kelly, 1955).
Summary.—Kelly's views of personality are, to
say the least, atypical of traditional views.

His

definitions of common traits are objective and free of
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value judgement.

This absence of evaluation, in combina-

tion with Kelly's insistence on understanding a person's
behavior by construing his constructs leads to objectivity
in the scientific investigation of human behavior and
tolerance in everyday interpersonal relations.
Festinger:

Cognitive Dissonance

This term was introduced by Leon Festinger in
1957.

His hypotheses are:

The existence of dissonance, being psychologically uncomfortable, will motivate the person
to try to reduce the dissonance and achieve
consonance.
When dissonance is present, in addition to
trying to reduce it, the person will likely
avoid situations and information which would
likely increase the dissonance (Festinger, 1957,
p. 3) .
As is apparent, Festinger's interest has been primarily
related to the manner in which the person resolves discrepancies in constructs and cognitions.
Balance and Dissonance.—Balance exists between
two cognitive elements that are valued in the same direction, either positively or negatively, and are associatively related.

For instance, one way to describe the

relationship between the three cognitions "I have chosen
this one and rejected those," "The one I have chosen is
imperfect," and "Those I have rejected are very desirable,
is to say that the cognitions are in a state of imbalance.
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Such a relationship exemplifies the term cognitive
dissonance defined by Festinger as "nonfitting relations
among cognitions" (1957, p. 13).
Since cognitive dissonance is psychologically
uncomfortable, it serves as a reason to reduce dissonance
and restore consonance.

The strength of this motive is

a direct function of the extent of the dissonance; the
greater the dissonance, the greater the motive to reduce
it.
Decision-Making and Dissonance.—Festinger's
position on the decision-making process and cognitive
dissonance has been experimentally tested both by him and
other researchers.

In general, the results bear out his

argument that cognitive dissonance is not involved in
making a decision.

He states:

The person is in a conflict situation before
making the decision. After having made the
decision he no longer is in conflict; he has
made his choice; he has, so to speak, resolved
the conflict. He is no longer being pushed in
two or more directions simultaneously. He is
now committed to the chosen course of action.
It is only here that dissonance exists, and the
pressure to reduce this dissonance is not pushing
the person in two directions simultaneously
(1957, p. 39).
He does recognize other cognitive processes
involved in decision-making.

It has been shown through

experiments that the anticipation of dissonance is a
factor in the predecision process that makes it necessary
for a person first, before he can decide, to decide to
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decide.

From another study it was concluded that in the

presence of an ideal, defects show up more; and that in
decision making, negative features are more significant
determinates of the alternative chosen than are positive
features (Liebert and Spiegler, 1970).
Technigues of Dissonance Reduction.—There are
several approaches to reducing dissonance.

The person

can enhance the decision he selected and reduce the
attractiveness of the alternatives rejected.

Another

method is cognitive overlap, which leads to the conviction
that the two dissonant elements are actually the same,
lead to the same end, or serve the same purpose.

As a

last resort, selective exposure can be used to reduce
dissonance.

The person can control his exposure to con-

flicting ideas to protect his position.
Cognitive Theories and
Consumer Behavior
Few theories have generated the volume of research
and theorizing that the cognitive views have, particularly
Festinger's position.

The implications in the field of

consumer behavior research are far-reaching.

Among the

underlying needs which may have a substantial effect on
a consumer's acts and decisions is the need for cognitive
consistency.
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The dissonance theory clearly opens up avenues for
understanding why the consumer tends to behave as he does
(Kassarjian and Cohen, 1965).
Transactional Analysis Theory
Transactional Analysis is considered to hold
considerable promise for understanding consumer behavior
and represents the continuing effort to apply behavioral
science findings to behavior in the market place.
Transaction
A transaction is the unit of social intercourse.
It is composed of a single stimulus and a single response.
When two people encounter each other, one of them says
something; this is the transaction stimulus.

The other

person then says something in reply; this is the transaction response.

The term "transaction" is used since

people participate in them with the expectation or intent
of receiving a reward.

The transaction can be a combina-

tion of words, actions, gestures, facial expressions or
other mannerisms.
Transactional Analysis
This activity is concerned with understanding social
exchanges between people, and with determining which ego
states are involved.
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Types of Transactions.—Transactions can be
classified according to the situation in which they occur
and the outcome of the exchange.

Illustrations of the

different types of transactions are on the following
page shown as Figure 3 (Berne, 1964, pp. 30, 31, 34).
Complementary transactions (Figure 3-A) occur
when both parties perform in the expected or appropriate
manner.

As long as the vectors are parellel, the exchange

continues, and communication is the result.

The stimulus

can be from Parent to Child, Adult, or Parent.

As long

as the response is elicited back to the Parent, it will
be a complementary transaction.
Crossed transactions (Figure 3-B) occur when one
of the parties does not behave in the expected manner,
and communication ceases.
Ulterior transactions (Figures 3-C and 3-D) are
those in which motives are disguised.

They involve the

activity of more than two ego states at one time.

Even

though there are actually two levels of communication,
the transactions are complementary.
Stroke
A stroke is any activity which connotes recognition of someone's presence.

It is the basic unit of

social action, and the exchange of strokes between people
makes up the unit of social intercourse, a transaction.
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Fig. 3.—Types of Transactions
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A stroke may be physical contact, such as a mother holding
an infant, or it may be merely a word or a look.
Strokes are not always of a pleasant nature.

A

word of praise is a stroke, but so is a smack in the
mouth.

The important idea is that there are positive and

negative strokes.

The most desirable type of positive

stroke is one that is given free—with no strings attached.
It is given for what a person i^, not for what he does.
As Berne says;

"If you are not stroked, your

spinal cord will shrivel up" (Berne, 1964, p. 14). In
other words, everybody needs strokes, and a negative
stroke beats no stroke at all. Of course, a person
would prefer good ones.

Observation has shown that with-

out stroking a creature will withdraw, become apathetic,
and in extreme cases, will die.
Game
The transactions which make up games are unique
methods of structuring time.

Since they are ulterior

transactions they prevent direct communication.
are sometimes harmless and sometimes deadly.

Games

Berne

considered games of prime importance in human relationships, and defined a game as;
A game is an ongoing series of complementary
ulterior transactions progressing to a welldefined, predictable outcome. Descriptively it
is a recurring set of transactions, often repetitious, superficially plausible, with a concealed
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motivation; or, more colloquially, a series of
moves with a snare, or "gimmick." Games are
clearly differentiated from procedures, rituals,
and pastimes by two chief characterics:
(1) their ulterior quality and (2) the payoff.
Procedures may be successful, rituals effective,
and pastimes profitable, but all of them are by
definition candid; they may involve contest, but
not conflict, and the ending may be sensational,
but it is not dramatic. Every game, on the
other hand, is basically dishonest, and the
outcome has a dramatic, as distinct from merely
exciting, quality (1964, p. 48).
Types of Games.—In his book. Games People Play,
Berne identified thirty-seven different games, and
classified them according to the life situations in which
people use them.

Those that become a pattern over time

are called Life Games.

These include "Alcoholic,"

"Debtor," and "Kick Me."

There are also Marital Games,

"Corner," "Harried," or "Frigid Woman"; Party Games,
"Ain't It Awful," and "Why Don't You - Yes, But"; Sexual
Games, "Uproar," "Perversion," and "Rape"; Consulting
Room Games, "Psychiatry," "Stupid," and "I'm Only Trying
to Help You"; and Underworld Games, "How Do You Get Out
of Here" and "Cops and Robbers."
Functions of Games.—As mentioned earlier, games
are a way of filling time.

Particularly in social situa-

tions they provide an acceptable or workable behavioral
pattern.

Since it is not possible to be completely game-

free, many games assist people in coping with situations.
The alternative to game-playing is a relationship based
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on total understanding and communication.

While such

intimacy is desirable, it does not suit every social
relationship.
The distinguishing characteristic of games is
that the person sets the stage and makes his "moves" with
an ulterior motive.

All "moves," or behavior, are aimed

at a specific goal—the payoff.

The payoff is the emotion

the player receives at the end of the game.

If his game

is "Kick Me," then his payoff is the feeling of being
harmed or wronged.

If his game is "Alcoholic," his payoff

is a feeling of self-deprecation and self-punishment.
The most dangerous element of games is the fact that they
are almost always destructive rather than constructive.
Structuring Time
Procedures.—According to Berne, "A procedure is
a series of simple complementary Adult transactions
directed toward the manipulation of reality" (1964, p. 35),
They reach their optimum level in the form of professional
operations.
dures.

Driving a car and filling teeth are proce-

They are rated according to efficiency, i.e.,

does the person use his recordings of past experiences in
a productive manner.

The effectiveness of the procedure

is rated by results.

Thus, efficiency is an emotional

measure and effectiveness is any objective measure.
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Rituals.—These are standardized simple complementary transactions most frequently used in social situations
The familiar greetings of "Hello" and "How are you?"
are rituals.
Parent.

These patterns of behavior emit from the

The complementary transaction occurs because

both parties have Ritual Programs.

When a person asks

"How are you?" he is not really inquiring about the other
parties' general health.

What he usually expects in

response is a simple "Finel"
The significant aspect of both procedures and
rituals is that they are standard and follow a predetermined course to their conclusion.

The two differ in

their program source—procedures are Adult behavior
patterns, and rituals are Parent programs.
Pastimes.—These are characteristically simple,
complementary, almost ritualistic transactions directed
at taking up a certain amount of time.

The interval of

time is usually started and completed with rituals or
procedures.

They serve useful purposes for getting

acquainted with people and for establishing roles or
positions.
Social Pastimes.—One of the most conducive
situations for the use of pastimes is at a social
gathering, such as a party.

Here people can engage in

such pastimes as "General Motors" (comparing cars);
"Wardrobe" (comparing clothes); "Ever Been" or "Balance
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Sheet" while determining who they would like to know
better or who they will make a point of avoiding.
Script
Berne defined a Script as:
. . . an ongoing program, developed in early
childhood under parental influence which directs
the individual's behavior in the most important
aspects of his life (1972, p. 418).
The individual uses his script to structure extended periods of time.
life's activities.

Sometimes it governs his whole

Since scripts are programmed during

childhood they are rooted in childish ideals which the
individual must learn to reappraise and re-evaluate.
Those who are unable to alter their script and update it
are inhibited in controlling the direction of their lives.
Parental Programming.—Scripts are data transmitted
by the parents and recorded by the child.

They serve as

valuable methods for helping him structure time and for
putting a general perspective on life that he can cling
to.

They are necessary in the sense that people must be

taught skills.

Learning by doing may be the only way of

learning sometimes, but in many cases it simply is not
practical.

Surgeons do not learn by trial and error;

they must be taught by someone who already knows.
Whether the individual gets a "winner script"
or a "loser script" is dependent to a great extent on
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what his parents were like.

If they were bright, pro-

ductive human beings, they will provide him with a winning
program.

The reverse is also unfortunately true; losers

beget losers.
Rackets and Trading Stamps
These are the individual's emotional response to
his game playing.

They constitute his payoff in the

sense that he can use the negative feelings to excuse
actions he knows are wrong.

A person's racket can become

a persistent conditioned reflex.
"Psychological trading stamps are the currency
of transaction 'rackets'" (Berne, 1972, p. 140). They
are a collection of emotional memories that a person can
either save or spend.

They come in two colors—brown

ones for bad feelings; gold ones for good feelings.

The

person who saves his trading stamps until he has a book,
or several books, can then "cash in."

If he has saved

brown stamps, he may use several books to repay someone
he feels has treated him badly for a long time.

He feels

justified since he is paying for his behavior with brown
stamps.

People who save gold stamps "cash in" by rewarding

themselves with something they enjoy or desire whether
it be relaxation or a new dress.
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The Four Life Positions
One aspect of TA terminology remains to be
explored—that of life positions.

It appears that early

in life a child reaches and records specific decisions
about himself and those around him which influence his
behavior for the rest of his life.

TA holds the promise

that once an individual can recognize and understand
what life position he recorded, he can alter the early
decision and chose a new, more favorable concept of himself.
I'm Not OK - You're OK.—This is the typical
position of childhood occurring from the child's appraisal
of his environment.

There is some OK-ness at this point

since he receives strokes from those who take care of him.
No matter how neglectful the mother may be, it is necessary
at times to handle an infant.

Just the act of necessary

handling gives him a stroke and an OK feeling, if only
for a moment.

Nevertheless, the infant is constantly

overwhelmed by his situation.

Just the factor of his

physical size in relation to the people and objects
around him gives him a Not OK or inferior feeling.

He

is tiny, totally helpless, and at the mercy of OK giants.
Script for I'm Not OK - You're OK.—People who
live their entire lives in this position are never able
to overcome feelings of inferiority.

They may cope by

simply withdrawing from the mainstream of life to avoid
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relationships with people who are OK.

Or they may become

abrasive, antagonistic adults who are constantly rejected,
thus confirming "I'm Not OK."
from the Parent that says:

Others may carry the script

"You Can Be OK If."

Tf you

are successful or rich or whatever—you can be OK.

These

people constantly strive to do or be whatever it is that
will make them OK, but until they can change their original
position, the script will always say "No Matter What I
Do, I'm Still Not OK."
I'm Not OK - You're Not OK.—This life position
occurs if the child is completely denied any strokes.
As an infant he decided he was Not OK.

If he was given

only token strokes as an infant, even these may disappear
as he becomes mobile and does not require as much care.
In addition, he may be punished for his explorations,
either by parents or by his own inadept attempts at
walking and climbing.

If his situation continues with no

relief past his second year, he decides nobody is OK.
Script for I'm Not OK - You're Not OK.—In extreme
cases people in this life position withdraw from reality
completely and must be hospitalized.

These people, as

adults, may never be able to accept strokes, since their
script says no one is OK.

Their Adult is not developed

to a point where they can relate on the Adult-Adult level.
The difficulty of reaching these people can be insurmountable since even the doctor is Not OK.
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I'm OK - You're Not OK.—This life position is
reached by the child who is treated brutally during his
very early years, the "battered child."

It is thought

that he reaches a stage of I' m OK while his wounds are
healing.

Alone, with relief from pain as he heals, he

decides I'm OK if you stay away from me.

He also decides

"You're Not OK because you hurt me."
Script for I'm OK - You're Not OK.—People in this
position frequently have a script programmed for murder,
theft, or other criminal acts.

They have had to be

tough to survive, and the toughness is rooted in hatred
born of sheer determination to survive.

They also have

Parent recordings (from their own parent's example) which
condone or even advocate violence and cruelty.
I'm OK - You're OK.—This life position differs
from the other three in several respects.

It is a deci-

sion reached through conscious choice; the other three
positions occur as results of unconscious decisions.
As Dr. Harris says;
The first three positions are based on feelings.
The fourth is based on thought, faith, and the
wager of action. The first three have to do
with why. The fourth has to do with why not.
Out understanding of OK is not bound to our own
personal experiences, because we can transcend
them into an abstraction of ultimate purpose
for all men (1969, p. 50).
Script for I'm OK - You're OK.—Since this position
is reached through thought and rational decision making
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on the individual's part, he also writes his own script
(or as much as is possible relative to Parent and Child
programs).

These people are to an extent autonomous,

and able to direct their own lives.

They may not be able

to erase Not OK recordings from the past, but they can
collect new recordings of OK feelings.
Transactional Analysis and
Consumer Behavior
As a new theory of personality. Transactional
Analysis appears to have potential usefulness as a
predictor of consumer behavior.

If a consumer's Parent,

Adult, and Child can be isolated, the marketer can appeal
to the particular component for which his product is
suited.
A conceivable ideal would be a promotional appeal
designed to stimulate interest and desire in all three
personality constructs.
Many commercial advertisements today seem to be
aiming at the Child.

Television ads for detergents and

soaps are examples of this type of appeal.

Other advertise-

ments appear to be aiming at the Adult or Parent element.
For example, messages emphasizing the importance of
pollution control and prevention of forest fires appeal
to a more mature, more aware audience.
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While no research efforts relating Transactional
Analysis to consumer behavior have been published to
date, there is a good possibility that it will be
forthcoming.
Marshallian Economic Model
Marshallian man is concerned with maximizing his
satisfaction through a systematic process of allocating
his income.

Foundations for economic man are found in

the cognitive, decision-making theories of personality.
The rational individual postulated in economic theory
lists all possible courses of action and their consequences; he then ranks the consequences and chooses the
most desirable (Katona, 1960).
Marketers traditionally have not found the economic
consumer model as useful as other models. Certainly, if
it is applied to a marketing situation in its literal
sense, its usefulness is inconsequential.

However, the

totally "rational," completely informed consumer does
not exist.

The Marshallian consumer will place primary

emphasis on the economic consideration of the price of a
product.

However, his concept of "price" contains two

elements—value and utility.
dollar cost of the product.

Value represents the actual
Utility represents his

evaluation in terms of usefulness or want-satisfying
capabilities of the product.

The two elements of price
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influence his purchase behavior, but unless the product
has utility for him, the value in terms of dollars has
no significance to him.
Pricing decisions are among the most critical ones
made in marketing.

The consumer may connote a low price

with low quality.

It is not uncommon for the consumer to

associate a high price with superior quality.

The

Marshallian consumer can be viewed as one who uses a
decision-making process in his buying behavior.

He

weighs all aspects of the product against his own utilityvalue scale before purchasing.

While he may not be

swayed by promotional appeals to his inner motives, he
does want information in the form of facts about the
product.

From this viewpoint, one wonders how marketers

could possibly avoid using the Marshallian consumer model.
Nicosia Model of Buyer Behavior
The Nicosia model is essentially a flow chart of
decision-making sequences. As Nicosia says:

"The extended

view . . . conceptualizes consumer behavior as a decision
process, rather than as the result of a decision process"
(1966, p. 9 ) . A summary flow chart of the Nicosia model
appears in Figure 4 (Nicosia, 1966, p. 156).
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Description
It can be seen that there are four basic fields.
The relationships of these fields are shown as a flow
process.

Field one contains the output from a business

firm as an advertising message to the consumer.

As the

message is received and evaluated, an attitude is formed
which becomes the input to field two.

Field two consists

of the search for and evaluation of the advertised product,
as well as other comparable alternative products.

The

output from this field may or may not be a motivation to
purchase.

If the consumer is motivated to buy, this is

the input to field three, the act of purchasing.

Field

four consists of storage or consumption of the item.
Outputs from field four are the consumer's memory of the
outcome of the purchase act, and feedback to the firm in
the form of sales results.
Contribution
The apparent adaptability of the Nicosia model
to simulation techniques holds promise for further research.
One encounters certain difficulties in the practical
application of this model, however.

It is not clear how

this conceptual approach is applicable to the common kinds
of problems faced daily by a marketing manager.

Furthermore,

those with a focus on more basic research problems are
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confronted with the same difficulties (Engel, Kollat,
and Blackwell, 1973).
Current Research
Deci sion-Making
The consumer as a "rational" decision-maker has
received attention in several studies. Martin (197 2)
found support for the consumerism trend toward providing
the consumer with information.

The study showed that

buyers of fashion want facts about the price first and
about physical properties of clothes second.

The relative

unimportance of factors such as brand names is in contrast
to the emphasis fashion advertising puts on brand names.
He also found that the consumer who moves toward a positive
buying decision apparently needs more information than one
who rejects the item.
Etzel and Donnelly (1972) studied consumer perceptions of three types of retail credit:

bank credit

card, department store credit, and independent retailer
charge accounts.

He found that perceptions of different

credit tools do differ in terms of such basic factors as
cost, convenience, merchant preference, personal service,
and prestige related to use.
In a study by O'Brien (1971), a general approach
for researching the consumer as a complex, but eventually

Ill
understandable, individual was offered.

The study dealt

with the structural categories and procedures of decisionmaking; i.e., an understanding of what goes on behind
purchase decisions.
used as a model.

The hierarchy-of-effects theory was

This theory proposes that cognitive

activity (nonevaluative thinking) causes affective
activity (evaluative mental activity) which causes conative
activity (plans for actions and the actions themselves).
One conclusion of significance was that attitude is
apparently a genuine aspect of thinking, but it is a
product of purchase decision-making and not a determinant
of it.
Aaker and Jones (1971) conducted a formal test of
the linear learning model in the context of store choice
behavior.

They conclude by stating that successful models

of store choice behavior depend on researchers' ability
to obtain appropriate definitions of store choice.

Under

one definition, the linear learning model was found to be
viable in representing store choice behavior.

They also

assessed the utility of the predictive power of such
models for brand and store managers.
The duration of the purchase decision process for
cars and major household appliances was analyzed by Newman
and Staelin (1971) using two multivariate techniques in
combination. The Automatic Interaction Detector (AID)
and Multiple Classification Analysis (MCA).

The use of
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the two techniques together contributed to understanding
the wide differences in purchase decision times. The
study assumed that measured purchase decision time is a
period in which the prospective buyer is likely to be
most interested in and influenced by product information.
O'Brien (1971) examined the hierarchy of effects
description of consumer decision making using cross-lagged
correlations, a technique which establishes causal relations among variables over time.

The results basically

supported the hierarchy predictions within the sequence
of cognitive, affective, and conative psychological states
over time.

Awareness was found causally prior to atti-

tude, intention, and purchase.

Attitude and intention

were each causally prior to purchase.

An indeterminate

relationship was found between attitude and intention
which could have been due to the particular product class
studied (convenience foods).
Consumer choice processes were explored by Bettman
(1971) through comparison of different information processing models of the same consumers' decisions and
utilization of findings from clinical judgment studies.
He concluded that complex decision process models can
often be approximated by simple models. An attempt was
made to develop an overall paradigm outlining a structure
for consumer choice processes.
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Lambert (1972) studied behavioral differences
among consumers who select items priced differently within
the same product category.

He found that generally

persons who chose the high-priced item perceived large
quality variations within the product category, and were
confident of their judgment regarding product quality.
Those who selected the low-priced items perceived little
quality variations, and did not have confidence in their
ability to judge product quality.

The results suggest

that price choices are at least partially related to a
set of behavioral factors which can be identified and
measured.
Results of a study by Newman and Staelin (197 2)
lend support to the hypothesis that purchase and use of
a product result in learning which later influences
buying behavior.

They cite the need for further research

which would measure information seeking and identify
other factors which account for variations in amount.
Also significant is the need to measure what the buyer
knew at the start of a purchase decision process, what
he felt he wanted to know, and whether he obtained the
information before buying.
Barker (197 2) used a lottery technique as a model
in consumer pricing research that could be used by
managers making decisions under conditions of uncertainty.
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The results of the experiment indicated that prospective
buyers behave in a manner consistent with decision theory.
Ross (197 2) found support for the hypothesis that
two personality variables, inner-other directedness and
self-confidence, help explain differences among consumers
regarding the types of factors that affect purchasing
decisions.

Other-directed people are more likely to be

concerned with social considerations than are innerdirected people.

Low self confident consumers are more

likely to consider both social and qualitative aspects
when making a purchase decision than are high self
confident consumers.
Monroe (1973) reviewed the research literature
related to consumers' perceptions of price.

He concluded

that very little is known about how price affects a buyer's
perceptions of alternative purchase offers, and how these
perceptions affect his response.
Cognitive Dissonance
Research conducted by Cooper and Duncan (1971)
supported Festinger and Carlsmith's version of dissonance
arousal with one qualification.

Their results were incon-

sistent with self-esteem analysis.
Oshikawa (1972) discusses some of the methodological problems relating to studies of cognitive dissonance
He contends that researchers may be mistaken in concluding
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that predicted and observed behavior results from the
consumer's attempt to reduce dissonance.
be caused by some other factor.

Behavior may

In addition, it is

possible that some variable other than dissonance, such
as chronic anxiety, is measured.
Hawkins (1972) questions Oshikawa's contention
that direct measures of cognitive dissonance actually
measure chronic anxiety.

He suggests that the tendency

to experience dissonance may be a personality variable
that is one form of chronic anxiety.

The use of the

State-Trait Anxiety Inventory (STAI) which measures
chronic and temporary anxiety separately is recommended
as a potentially useful instrument.
Cognitive dissonance and the majority effect were
used by Weber and Hansen (197 2) in a choice situation
involving a reference group.

The results suggested that

reported preference changes can be induced by using
dissonant information combined with the majority effect.
Innovation Proneness and
Opinion Leadership
Jacoby (1971) conducted a study of the relationship of dogmatism to anxiety, novelty, and creativity.
He concluded that low dogmatic individuals are significantly more likely to be innovators than high dogmatic
individuals.

The suggestion was made that innovators
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are also more likely to prefer objective information
regarding an innovation, so perhaps the marketer seeking
a position for a new product should focus on factual
information rather than on irrelevancies.
Summers (1971) analyzed the relationship between
innovativeness and opinion leadership.

He found no

strong relationship between the two factors for consumer
products.
A moderate relationship between opinion leadership
and innovative behavior was reported by Myers and
Robertson (197 2).

However, a generalized opinion leader

across all areas of major interest to most housewives
did not seem to exist.

They suggest revision of the model

of opinion leadership to include the concept of two-way
influence.

The opinion leader is only relatively more

influential than the average person, and is also a
recipient of influence.
Coney (1972) conducted a replication of Jacoby's
(1971) study.

The results strengthened the predicted

relationship between dogmatism and innovation.

It does

appear that low dogmatic persons are more willing than
high dogmatics to try new products.

The relationship can

be generalized to males as well as females.

However, it

should be remembered that both studies used selective
convenience samples, so inferences about consumers in
general must be made with caution.
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Risk Perception
Roselius (1971) concluded from a study of consumer
perceptions of risk in a purchase decision that people
have preferences for different methods of risk reduction
associated with different types of losses.

He selected

eleven methods of risk relief and cross-classified and
analyzed them across four types of loss which could occur.
Perceived risk and perceived error tolerance were
the focus of attention in a study of elderly consumers'
decision-making processes done by Schiffman (1972).

The

results indicated an inverse relationship between new
product trial and perceived risk.

Further, a new risk-

handling variable, perceived error tolerance, measured
consistent consumer preference for either an inclusion
or exclusion strategy.
Woodside (1972) found that the risky shift
phenomenon may also exist in consumer-related product
decision-making.

However, his study offers limited

inferences about large groups of consumers since it was
conducted using experimental decision-making situations
involving role playing.
A study by Hisrich and associates (1972) suggests
that, for certain kinds of purchases, it is possible to
measure the risk consumers perceive in store selection.
They further postulate that if there is validity to the
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notion that performance or psychosocial risk of a product
is transferable to the retail stores that sell it, then
such transfer would seem most likely for products low in
brand identification.

In this case the store becomes a

product of sorts, and apparently is susceptible to the
same kind of risk-handling analysis typically accorded
only products.
Summary
Knowledge of the consumer's learning processes
as they affect his purchase decisions provides numerous
techniques of value to marketing.

Recent developments

indicate that the consumer's buying behavior patterns
are frequently the result of past learning experiences.

CHAPTER V
SUMMARY
This study has attempted to review relevant
literature on personality and consumer behavior research
compiled since 1970.

Scholarly journals in the fields

of marketing, retailing, psychology, advertising, and
general business have been searched.

Many of the articles

have been cited in the content of the report.

Other

contributions are found in the bibliography.
In addition to a search of scholarly journals,
the study provides a reference to most of the books
published since 1970 in the field of consumer behavior.
Other earlier books are also mentioned since it was felt
that their contribution was noteworthy.
It would be presumptuous to state that all relevant literature has been reviewed.

Nevertheless, a genuine

effort has been made to provide a useful and current
bibliography related to the fields of personality and
consumer behavior.
Inherent in any study are certain uncontrollable
constraints.

Two of these bear mentioning at this point.

Perhaps the most important constraint was limited physical
resources; some publications were not accessible.
time was also a restraining factor.
119

Limited
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Evaluation of Personality Theory as a Practical
Indicator of Buyer Behavior
It appears that conclusive supportive evidence
linking personality to consumer behavior in a causal
relationship is still lacking.

While it cannot be denied

that the consumer's individual make-up affects his consumption activities, the question of how knowledge of
his personality can predict his behavior as a consumer
remains unanswered.
Marketing Implications
The usefulness of standard personality tests in
a marketing situation is questioned by many authors, yet
most research studies conducted use the standard tests.
More promising approaches suggested by Engel,
Kollat, and Blackwell "include the use of tailor-made
personality inventories for market segmentation, market
segmentation through AIO (attitudes, interests, opinions)
inventories, the use of personality as a moderator
variable, and the use of personality as an intervening
variable" (1973, p. 306).
An exploratory study by Whipple and Neidell (1971)
of department store perceptions by black and white
consumers utilized an innovative set of techniques.
Nonmetric multidimensional scaling and cluster analysis
were used, and appear to have significant advantages when
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used in place of or in addition to usual factor analysis
and profile procedures.
The necessity for continued research effort is
apparent.

The acceptance of a consumer-oriented business

philosophy by an increasing number of firms implicitly
requires a body of knowledge about the consumer.
The Modern Consumer
Today's consumer has significant influence on
political, economic, and social institutions.

His power

is the result of increasing levels of income combined
with relatively stable costs of basic necessities.

These

conditions leave him with a surplus which he may use at
his own discretion.

Discretionary expenditures are those

which do not have to be made in order to survive.

In

1970, nearly three-quarters of all American families
reported making discretionary expenditures with a mean
net outlay of more than $1,300 (Mandell, 1972).

It can

be seen, therefore, that consumers' attitudes and perceptions have significant impact on the amount of discretionary income they spend or choose to save.
Katona (1960) has identified three features of
discretionary expenditures.

First, there is no compelling

need to make these expenditures at a given time.
these expenditures are not governed by habit.

Second,

Third,

they are usually made after considerable deliberation
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and discussion among family members, and not on the spur
of the moment.
The Consumer of the Future
Tomorrow's consumer promises to provide an even
greater challenge to those who seek to understand and
predict his behavior.

He will be better educated,

better informed, more discriminating, and quite possibly,
more demanding.
As Lazer and Smallwood point out;
Consumers of the 1970's will be more knowledgeable and cosmopolitan. They will be more
cognizant of national and worldwide trends in
tastes, styles, and products will be more
sophisticated and discerning. . . . They will be
even less fettered by socioeconomic constraints.
. . . Not only will nonconforming behavior be
more widely accepted, but increased prosperity
will result in greater economic security. More
secure people are willing to express individual
differences and life style preferences (1972,
p. 6) .
Ward and associates offer another, somewhat
similar view:
Tomorrow's consumer will be better educated,
more critical, less concerned with status, more
concerned with interpersonal achievement, and
vastly more concerned with the participation of
marketers in the pressing social problems of
our time (1971, p. 371).
Conclusions and Recommendations
While no definite conclusions can be drawn which
link personality and consumer behavior, current research
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results do lend enough support to encourage further
exploration of the relationship.
Recommendations for future research studies include:
refinement of the instruments used in data collection,
design of personality measurement devices tailored to
marketing and consumer behavior research, and a rigorous
comparative study of measurement techniques for marketing.
Tomorrow's consumer promises to offer a challenge
which can be met only with expertise in creative marketing.
Improved research techniques can provide the knowledge
base necessary.

From a valid foundation of knowledge, the

innovative marketer can launch his endeavor to meet the
challenge effectively and with vigor.
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