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CHAPTER I 

INTRODUCTION 

Promotional strategy plays an important role in the 

competitive business market. Companies and manufactures 

communicate merchandise news and ideas to consumers via 

different types of media. There are many media such as 

newspapers, magazines, radio, and television, used widely 

in promotional activities. Every medium can have a 

different impact on promoting products. The influencing 

factors are media characteristics, product 

characteristics, target market, or the interactions among 

the factors. Therefore, the selection of the most 

effective and suitable media is important. 

In the media selection planning, marketers use 

demographics and psychographics to segment their target 

market. Then media are selected to meet the target market. 

But each medium has its own unique characteristics which 

are used to promote certain products. Also, target groups 

represented by demographics and psychographics are 

definitely different. In general, products based on 

consumer involvement, perceived risk, and expected effort 

are classified into four classes: convenience, preference, 

shopping, and specialty goods (Bucklin, 1962; Holbrook & 

Howard, 1977; Enis & Roering, 1980; Murphy & Enis, 1986). 

In low-involvement purchase or product, the situations. 



including brand loyalty, advertising, consumer's mood, and 

in-store environment, have a significant influence on 

consumer purchase behavior (Rothschild & Gaidis, 1981; 

Mattson & Dubinsky, 1987; Hoyer & Cobb-Walgren, 1988). 

Many studies argue the validity of demographics and 

psychographics being used in selecting target markets. For 

example, Wheatley, Chiu, and Stevens (1980) strongly 

suggest that target markets may be identified in a 

practical way by means of readily available demographic 

information. But a study by Cannon and Merz (1980) finds 

the use of psychographics as a substitute for demographics 

to be more efficient in selecting target markets. However, 

some studies find that media are unrelated to demographic 

and psychographic characteristics. For example, Becker and 

Connor (1981) indicate that magazine usage is unrelated to 

gender, but is positively related to education and age. 

Newspaper usage is relative to income, education, marital 

status, and gender (Becker & Connor, 1981). 

Several studies discuss the relationships between 

product characteristics and media characteristics. 

Pironti, Vitriol and Thurm (1981) indicate that consumers 

have high levels of interest in purchasing seeds, plants, 

gift merchandise and books by direct mail. Newspapers can 

be an effective selling medium for frequently purchased 

goods (Sissors & Surmanek, 1982). 



Purpose of the Study 

The purpose of this study was to investigate the 

relationships between product characteristics and media 

used since media promote products, and to examine the 

effect of consumers' demographics and psychographics on 

types of media used by consumers. Marketers can utilize 

these data to choose the suitable media to promote 

products in their target markets. 

Research Questions 

A literature review indicates the selection of media 

is based on the characteristics of media, and the 

demographics and psychographics of the target market, 

ignoring the importance of product. Some questions needing 

discussion are as follows: 

(1) Is there a difference among psychographics 

(psychographic factors extracted by factor 

analysis) in the media usage? 

(2) Is there a difference among demographics 

(marital status, age, education, ethnic group, 

political party, political outlook, occupation, 

social class, and income) in the media usage? 

(3) Is there a difference between the class of product 

(convenience, preference, shopping, and specialty 

goods) and the type of media (newspapers. 



magazines, television, radio, and direct mail) 

used by consumers? 

Scope and Limitation 

The scope of this study was limited to five 

residential sections of Lubbock, Texas. The five 

residential sections were randomly selected from 27 

residential sections of the existing land use map of the 

city of Lubbock. 

Definitions of Terms 

The following terms are defined in relation to their 

use in the study: 

Effort. The amount of money, time, and energy the 

buyer is willing to expend to acquire a given product 

(Murphy & Enis, 1986) . 

Involvement. The level of perceived personal 

importance or interest evoked by a stimulus within a 

specific situation (Antil, 1984; Engel, Warshaw, & 

Kinnear, 1987). 

Convenience goods. Goods that the consumer usually 

purchases frequently, immediately and with a minimum of 

effort, risk, and involvement in comparing and buying 

(Enis & Roering, 1980; Murphy & Enis, 1986; Kotler, 1988) 

Examples are fresh produce, grocery staples and umbrellas 



Preference goods. Goods that require the consumer to 

depend on a preferable priority in his or her mind to 

purchase certain products with slightly higher effort, 

risk, and involvement than convenience goods (Bucklin, 

1963; Enis & Roering, 1980; Murphy & Enis, 1986). Examples 

are soft drinks, toothpaste and detergent. 

Shopping goods. Goods that the consumer prefers to 

spend a significant amount of time and money searching for 

and evaluating (Enis & Roering, 1980; Murphy & Enis, 

1986). Examples are automobiles and clothing. 

Specialty goods. Goods with unique characteristics or 

brand identification that the consumer prefers to spend 

worthy of shopping effort to purchase (Enis & Roering, 

1980; Murphy & Enis, 1986). Examples are expensive sports 

cars, paintings by well-known artists and men's suits. 

Television. Daily television channels (Engel, Warshaw, 

& Kinnear, 1987) . 

Newspapers. Daily local newspapers (Sissors & 

Surmanek, 1982). 

Radio. Daily broadcast channels that the consumer can 

receive (Sissors & Surmanek, 1982; Engel, Warshaw, & 

Kinnear, 1987). 

Magazines. All published magazines, including special 

interest magazines (Sissors & Surmanek, 1982; Engel, 

Warshaw, & Kinnear, 1987). 



Direct mail. Any advertising sent by mail, including 

personal letters, booklets, brochures, catalogs, and mail 

cards (Stanley, 1982). 

Demographics. The segmenting factors used to describe 

the consumer's state of being, such as age, sex, income, 

education, and marital status (Engel, Warshaw, & Kinnear, 

1987). The others are social class, ethnic group, 

political party, and political outlook (Mitchell, 1983). 

Psychographics. The segmenting factors defined by the 

entire constellation of a person's attitude, interests, 

beliefs, opinions, hopes, fears, prejudices, needs, 

desires and aspirations that, taken together, govern how 

one behaves (Mitchell, 1983). 



CHAPTER II 

REVIEW OF RELATED LITERATURE 

The literature is related to the relationships between 

product classes and media used by consumers and the 

influence of demographics and psychographics on consumer's 

media selection. It represents the areas of buyer's 

perception of product class, consumer decision-making 

process, demographics and psychographics, and advertising 

media. 

Buyer's Perception of Product Class 

Product is perceived by the buyer to be a combination 

of physical products, services, and ideas (Kotler. 1988) 

that is expected to provide satisfaction of needs (Enis & 

Roering, 1980; Bloch & Richins, 1983; Murphy & Enis, 1986; 

Kotler, 1988). The consumer assesses satisfaction in terms 

of benefits expected minus costs incurred. These costs 

should be conceptualized on two independent dimensions: 

effort and risk (Murphy & Enis, 1986; Enis & Roering, 

1980). Helton's definitions (1985) of convenience, 

shopping, and specialty goods showed that a consumer's 

buying behavior would be determined not only by the 

strength of his or her desire to secure some goods but by 

his or her perception of the cost of shopping to obtain 
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it. In other words, the consumer continues to shop for all 

goods so long as he feels that the additional satisfaction 

from further comparisons are at least equal to the 

costmaking the additional effort (Bloch & Richins, 1983). 

Effort is the amount of money, time, and energy the buyer 

is willing to expend to acquire a given product (Murphy & 

Enis, 1986). Risk is the buyer's subjective assessment of 

the consequences of making a purchasing mistake (Murphy & 

Enis, 1986; Assael, 1987), including financial, 

psychological, physical, functional, and social (Murphy & 

Enis, 1986). 

Involvement is another issue which influences consumer 

purchasing behavior. Involvement is the level of perceived 

personal importance or interest evoked by a stimulus (or 

stimuli) within a specific situation (Antil, 1984; Engel, 

Warshaw, & Kinnear, 1987). The stimuli include the 

characteristics of products and situations. Consumer's 

involvement is a function of the interaction among these 

stimuli (Antil, 1984; Zaichkowsky, 1986). For example, 

when a consumer is actively searching for information to 

make a planned purchase of a new television set, his or 

her involvement with television brands is likely to be 

much higher than it will be six months after purchase. The 

differences in individual values, perceptions, interests 

and behaviors toward the product are not similar across 

individuals (Lastovicka, 1978). These individual 



differences attributed to the characteristics of product 

create the different level of product involvement (Antil, 

1984; Zaichkowsky, 1986). For the consumer, individual 

personality, stage in purchase cycle, previous experience, 

and financial situation also influence the level of 

product involvement (Antil, 1984). 

Zaichkowsky (1986) indicated high-involvement 

consumers would be more interested in acquiring 

information about the product than low-involvement 

consumers. High-involvement consumers' beliefs about 

product attributes are strongly held and low-involvement 

individuals do not hold strong beliefs about product 

attributes. People highly involved in a product class have 

a most preferred brand in the product class (Zaichkowsky, 

1986). Since high involvement implies perceiving greater 

differences about product attributes, then the consumer 

should have a greater preference based on that product 

differentiation (Zaichkowsky, 1986). In addition to 

product involvement, a person can be involved with 

advertisement, or with purchase decision (Wright, 1973; 

Clarke & Belk, 1978). Wright (1973) indicated that 

involvement with advertisements leads one to give more 

counterarguements to the advertisement, that is 

disagreements with advertising message claims. The greater 

the extent of counterarguementation, the less the 

probability of change in beliefs, attitudes, and behavior 
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(Engel, Warshaw, & Kinnear, 1987). Clarke and Belk (1978) 

indicated that involvement with purchasing decision leads 

one to search for more information and spend more time 

searching for the right selection. Consumers are more 

likely to be involved in a product decision when the 

product: (1) is important to the consumer because of its 

functional significance or because of its symbolic 

significances; (2) entails significant risks; (3) has 

emotional appeal; and (4) is identified with the norms of 

a group (Assael, 1987). 

The American Marketing Association (1948) defined the 

product class based on the different level of effort which 

the buyer is willing to undertake. The definitions were 

reported as follows: Convenience goods are those consumer 

goods which the consumer usually purchases frequently, 

immediately, and with a minimum of effort; shopping goods 

are those consumer goods which the consumer in the process 

of selection and purchase characteristically compares on 

such bases as suitability, quality, price, and style; and 

specialty goods are those consumer goods which a 

significant group of buyers is habitually willing to make 

a special purchase effort. 

Effort appears to be minimal for convenience goods, 

moderate for shopping goods, and maximum for specialty 

goods (Kaish, 1967). But Kaish (1967) indicated that 

effort included physical effort and mental effort. There 
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is the special physical effort that purchasers of 

specialty goods are willing to make in going out of their 

way to insist on a particular good, and there is the 

mental effort of pricing, comparing, and distinguishing 

among shopping goods (Kaish, 1967). It is apparent that 

specialty goods need intense physical effort and shopping 

goods need intense mental effort. Therefore, what is the 

distinction between shopping goods and specialty goods? 

Bucklin (1962) indicated that the consumer has a 

preference map in his or her mind, so he must go out of 

his way to buy an item. A preference map implies a 

willingness to purchase any number of known substitutes 

rather than to make the additional effort required to buy 

a particular item (Bucklin, 1963). 

Holbrook and Howard (1977) added preference goods into 

the product classification. Preference goods involve low 

shopping effort but high brand preference, thus implying 

low effort and low perceived risk included in the 

preference good classification. In addition to the concept 

of effort and risk, Murphy and Enis (1986) added the 

concept of high and low involvement to classify products 

into four categories: convenience, preference, shopping, 

and specialty goods. Convenience products are the lowest 

in terms of both effort and risk. That is, the consumer 

will not spend much money or time in purchasing these 

products, nor does he or she perceive significant levels 



12 

of risk in making a selection. They are commonly 

illustrated by commodities, unthought or emergency items, 

and impulse products, including grocery staples, 

umbrellas, newspaper, and soap (Enis & Roering, 1980; 

Murphy & Enis, 1986; Kotler, 1988). These goods are 

perceived by consumers as the lowest involvement product 

class (Murphy & Enis, 1986). Preference products entail 

slightly higher effort and risk, as well as involvement. 

In fact, the distinction between convenience and 

preference product is primarily one of buyer perceived 

risk. The reason that consumers perceive this higher 

level of risk is often through the efforts of the 

marketer, particularly through branding and advertising 

(Murphy & Enis, 1986). The most prominent examples of 

preference products are in the consumer package goods 

industry such as beer, soft drinks, and toothpaste (Murphy 

&. Enis, 1986); the others are detergent, television shows, 

and airline (Enis & Roering, 1980). 

Shopping products are defined as products which buyers 

are willing to spend a significant amount of time and 

money searching for and evaluating. Increased levels of 

risk are also perceived by consumers for these high 

involvement products. Examples of shopping goods are 

automobiles, clothing, apartment, computer, and furniture 

(Murphy & Enis, 1986; Enis & Roering, 1980). Specialty 

goods are defined to be highest on both the risk and 
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effort dimensions. Goods with unique characteristics or 

brand identification are worthy of significant shopping 

effort. The major distinction between shopping and 

specialty products is on the basis of effort, not risk. 

This means that consumers will no longer shop for 

alternatives but accept only one brand. Examples of 

specialty goods include vintage imported wines, expensive 

sports cars, surgery, church, and paintings by well-known 

artists (Murphy & Enis, 1986; Enis & Roering, 1980). 

A buyer views a given product as a bundle of 

satisfactions to be obtained in return for certain price 

considerations classified as effort and risk. Thus, for 

convenience products, the buyer perceives the product as 

being worth low effort only and is subject to only low 

risk, so his or her behavior evolves into largely habit or 

impulse. For preference products, the buyer perceives low 

effort but medium risk, so the behavior becomes routine or 

straight rebuy with brand loyalty for consumer products. 

Shopping products are perceived to be worthy of moderate 

to high levels of effort and risk. The resulting behavior 

is limited problem solving or low-involvement problem 

solving for consumers (Enis & Roering, 1980; Murphy & 

Enis, 1986). Specialty products are high in both effort 

and risk, so the behavior is extensive problem solving or 

high-involvement problem solving (Enis &. Roering, 1980; 

Murphy & Enis, 1986). 
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Summary 

Products are classified by the level of involvement, 

risk, and effort into convenience, preference, 

shopping,and specialty goods. Effort is the amount of 

money, time, and energy the buyer is willing to expend to 

acquire a given product. Risk is the buyer's subjective 

assessment of the consequences of making a purchasing 

mistake. Involvement is the level of perceived personal 

importance or interest evoked by products within a 

specific situation. The differences in individual values, 

perceptions, interests and behaviors toward products 

create the different level of product involvement. 

Involvement with purchase decision leads consumers to 

search for more information and spend more time searching 

for the right selection. Convenience goods are products 

that consumers purchase frequently, and immediately with a 

minimum of effort, risk, and involvement in comparing and 

buying. Preference products entail slightly higher effort, 

risk, and involvement. Shopping products are defined as 

products which buyers are willing to spend a significant 

amount of time and money searching for and evaluating. 

Increased levels of risk are perceived by consumers for 

high involvement products. Specialty goods are defined as 

products with unique characteristics or brand 
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identification are worthy of significant effort, risk, and 

involvement. 

Consumer Decision-making Process 

Consumer purchase behaviors are influenced by the 

consumer involvement (Bloch & Richins, 1983; Antil, 1984; 

Lastovicka, 1978; Murphy & Enis, 1986), and the influence 

of situations (Assael, 1987; Hoyer & Cobb-Walgren, 1988; 

Mattson & Dubinsky, 1987). Rothschild and Gaidis (1981) 

indicated that as consumer involvement increases, the 

problem-solving process becomes more complex. In low-

involvement purchase or product, the situation has a 

significant influence on purchase behavior (Rothschild & 

Gaidis, 1981; Mattson & Dubinsky, 1987; Hoyer & Cobb-

Walgren, 1988). The situations can be divided into three 

types: the consumption situation, the purchase situation, 

and the communication situation (Assael, 1987). The 

consumption situation is the anticipated usage situation 

for the brand which is relevant to the product category. 

The purchase situations include the in-store environment, 

consumer's mood state such as happiness, or sadness, and 

product usage. The communication situations are the 

variables affecting the probability of exposure, 

attention, comprehension, and retention of the 

advertisement. Assael (1987) also indicated the greater 
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the degree of brand loyalty, the less important are 

situational influences. The higher the level of product 

involvement, the less likely it is that situational 

factors will determine behaviors; and when a product has 

multiple uses, situational factors will be less important 

in determining brand choice (Assael, 1987). Integrating 

the factors influencing consumer purchase behaviors, these 

behaviors could be viewed from three perspectives: 

decision making, experiential, and behavioral influence 

(Mowen, 1988). 

From the decision-making perspective, purchasing is 

viewed as a problem-solving activity in which consumers 

move through a series of stages in order to solve a 

problem. The stages include problem recognition, 

information search, alternative evaluation, choice, and 

postpurchase evaluation (Mowen, 1988; Engel, Warshaw, & 

Kinnear, 1987; Stanley, 1982). 

Problem recognition is defined as the perception of a 

difference between the desired situation and the actual 

situation of a product sufficient to arouse and activate 

the decision process (Stanley, 1982; Engel, Warshaw, & 

Kinnear, 1987). This awareness may come about because of 

inadequate or reduced supplies, changing needs, changes in 

money available, seller activities, or other things both 

internal and external to the individual (Stanley, 1982). 
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Information search begins with an internal search 

where the consumer reviews his or her own stores of 

information and experience in an effort to secure relevant 

information (Stanley, 1982; Engel, Warshaw, & Kinnear, 

1987). If sufficient information is located here, the 

search process is likely to settle for routinized behavior 

(Stanley, 1982; Engel, Warshaw, & Kinnear, 1987) or for 

limited problem solving (Engel, Warshaw, & Kinnear, 1987). 

However, if internal search fails to provide enough of the 

right kind of information, external search begins 

(Stanley, 1982; Engel, Warshaw, & Kinnear, 1987). External 

search involves securing information from such sources as 

friends, salespeople, advertisements, and magazine 

articles (Stanley, 1982). Internal search often proves to 

be inadequate, especially when: (1) there has been 

relatively little previous experience with this kind of 

problem, (2) there is low satisfaction with previous 

choices, (3) there has been a lengthy period of time 

between purchase, (4) the mix of alternatives has changed, 

and (5) the consumer has low confidence in his or her 

ability to make the right choice in a given situation 

(Engel, Warshaw, & Kinnear, 1987). 

Alternative evaluation begins the evaluation of 

product attributes and benefits that the consumer expects. 

Then the consumer weighs product attributes and benefits 

of various suppliers and develops an attitude toward the 
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act of purchase. Following, consumers form an intention to 

purchase the best one of the alternatives (Engel, Warshaw, 

& Kinnear, 1987). Alternative evaluation is influenced by 

social influences and conformity pressures, and 

psychographic characteristics of consumers (Engel, 

Warshaw, & Kinnear, 1987; Stanley, 1982). The importance 

of product also influences the evaluation time and effort 

(Stanley, 1982). 

Choice is defined as the process in which consumer 

chooses the alternative perceived to best meet her or his 

wants and satisfy the expectations of others in his or her 

social groups (Stanley, 1982). Usually, this act will be 

consistent with purchase intentions, but unanticipated 

circumstances such as in-store promotion and salesperson 

involvement could lead to contrary behavior (Engel, 

Warshaw, & Kinnear, 1987). 

The final stage is postpurchase evaluation. Here, 

consumers evaluate the purchase decision to determine 

whether or not the product meets expectations. If he or 

she concludes that the best action was taken, the response 

is satisfaction. If there is dissatisfaction, additional 

information is sometimes sought to prove that the choice 

is correct. If it appears that the product or service is 

defective, the consumer may seek a refund or an adjustment 

(Engel, Warshaw, & Kinnear, 1987). 
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The experiential perspectives focus on feelings and 

emotions of consumers, such as playful leisure activities 

and actions taken for emotional reasons (Mowen, 1988). A 

variety of purchase phenomena are categorized within the 

experiential perspective, including reactance, impulse 

buying, and variety seeking behavior. Reactance is a 

motivational state that occurs when consumers perceive 

their behavioral freedom to be threatened (Mowen, 1988). 

An impulse purchase is a buying action undertaken without 

a problem previously having been consciously recognized or 

a purchase intention formed prior to entering the store 

(Rook, 1987; Mowen, 1988). Variety-seeking is a logical 

expression of consume boredom, when there is a tendency of 

consumers to spontaneously buy a new brand of a product 

even though they continue to express satisfaction with the 

previously purchased brand (Assael, 1987; Mowen, 1988). 

The behavioral influence perspective emphasizes the 

direct influence of environmental forces without 

individual internal processes such as needs, motives, 

attitudes and information processing (Mowen, 1988). Such 

environmental stimuli include various situational factors, 

the effects of social and group norms, the contingencies 

of the environment, and operant conditioning (Mowen, 

1988). According to Nord and Peter (1980), the behavioral 

influence perspective includes four types of behavior. 

They are respondent (classical) conditioning, operant 
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(instrumental) conditioning, vicarious learning and 

ecological design. Respondents are a class of behaviors 

which are under the control of stimuli which precede them. 

Generally, these behaviors are assumed to be governed by 

the autonomic nervous system and, therefore, are not 

susceptible to conscious control by the individual (Nord & 

Peter, 1980). 

In general, respondent conditioning can be defined as 

a process through which a previously neutral stimulus, by 

being paired with an unconditioned stimulus, comes to 

elicit a response very similar to the response originally 

elicited by the unconditioned stimulus (Nord & Peter, 

1980). Human behaviors including reflexes, glandular 

responses, and emotional responses can be modified through 

the process of respondent conditioning (Miller, 1969; Nord 

& Peter, 1980). For example, when a new product for which 

people have neutral feelings is repeatedly advertised 

during exciting sports events, it is possible for the 

product to eventually generate excitement on its own 

solely through the repeated pairing with the exciting 

events. The generated excitements or feelings trigger 

consumers to closely relate to the product or purchase the 

product (Nord & Peter, 1980). So, respondent conditioning 

processes have been used frequently to explain the effects 

of advertising (Mowen, 1988). 
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In any given situation, at any given time, there is a 

certain probability that an individual will emit a 

particular behavior (Nord & Peter, 1980). If all of the 

possible behaviors are arranged in descending order of 

probability of occurrence, the result is a response 

hierarchy. Operant conditioning has occurred when the 

probability that an individual will emit one or more 

behaviors is altered by changing the events or 

consequences which follow the particular behavior (Nord & 

Peter, 1980). Operant conditioning deals with behaviors 

which are usually assumed to be under the conscious 

control of the individual (Nord & Peter, 1980). Operant 

conditioning principles are useful for predicting how 

consumers will react to the various reinforcers in the 

environment, such as sales promotions (Nord & Peter, 1980; 

Mowen, 1988). 

Vicarious learning refers to a process which attempts 

to change behavior by having an individual observe the 

actions of others and the consequences of those behaviors, 

such as the effects of social and group norms (Nord & 

Peter, 1980). Ecological design refers to the deliberate 

design of environments to modify human behavior, including 

store layout, purchase location, and in-store mobility 

(Nord & Peter, 1980). In a behavioral sense, deliberate 

designs of environment are all ways to increase the 

probability that the individual will make certain response 
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which increases the likelihood that purchase or some other 

desired response will follow (Nord & Peter, 1980). Direct 

mail is also a means of placing stimuli in the potential 

consumer's environment to increase the likelihood that the 

individual will at least be aware of the particular 

product (Nord & Peter, 1980). 

Following the concepts of these three perspectives, 

Mowen (1988) presented four basic hierarchies of consumer 

behavior. In the decision making perspective two 

hierarchies are posed to exist. One is the standard high 

involvement hierarchy of beliefs/affect/behavior. The 

second is the low involvement hierarchy of 

beliefs/behavior/affect (Assael, 1987; Mowen, 1988). The 

experiential hierarchy begins with strong feelings of 

affect leading to behavior; belief formation then follows 

the behavior in a self-justification manner. The 

behavioral influence hierarchy begins with behavior being 

elicited by the environment, the behavior is then followed 

by belief formation and affect (Mowen, 1988). 

Summary 

Consumer purchase behaviors are influenced by consumer 

involvement and influences of situations. The higher the 

degree of involvement, the less important are situational 

influences. Three perspectives of consumer purchase 

behaviors appeared are decision making, experiential, and 
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behavioral influence. The decision-making perspective 

holds that buying behavior results from consumers' 

engaging in a problem-solving task. The experiential 

perspective argues that in certain instances consumers 

make purchases in order to create feelings, experiences, 

and emotions rather than to solve problems. The behavioral 

influence approach proposes that in other instances 

consumers act in response to environmental pressures. Two 

or more of the perspectives may occur simultaneously. 

Finally, based on the concepts of these three perspectives 

and involvement, four response hierarchies of consumer 

purchase behavior are presented. 

Demographics and Psychographics 

Demographics and psychographics are frequently used to 

represent target markets, then media are selected to reach 

the specific demographic and psychographics groups (Assael 

& Cannon, 1979; Hornik, 1980; Wheatley, Chiu, & Stevens, 

1980; Cannon & Merz, 1980; Mitchell, 1983). Demographics 

are used to describe the consumer's state of being, such 

as age, gender, stage in the family life cycle, and income 

(Engel, Warshaw, & Kinnear, 1987). The others such as 

ethnic group, political party, political outlook, and 

social class are included by Mitchell (1983). For example, 

younger persons are more likely to think of themselves as 
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liberals but are less likely to care about politics 

(McCleneghan, 1980). 

Wheatley, Chiu, and Stevens (1980) strongly suggested 

that target markets may be identified in a practical way 

by means of readily available demographic information. But 

Assael and Cannon (1979) indicated that the use of 

demographics reduce the efficiency of media selection 

compared to a direct matching (Assael & Cannon, 1979). 

Cannon and Merz (1980) studied if using psychographics as 

a substitute for demographics could be more efficient in 

the indirect matching process or not. The result appeared 

that psychographics are not any better than demographics 

as target market surrogates. Furthermore, this study 

indicated that there is a considerable variance in the 

efficiency of psychographic indirect matching (Cannon & 

Merz, 1980). 

But developing target audience needs to go deeper and 

accommodate a variety of lifestyles (Radolf, 1984). 

Psychographics are lifestyles including a person's 

attitudes, interests, beliefs, opinions, hopes, fears, 

prejudices, needs, desires and aspirations (Mitchell, 

1983). In psychographic segmentation, consumers are 

differentiated on the basis of differences in patterns by 

which people live. Different value groups tend to buy 

different products and services for different reasons 

(Mitchell, 1983). These patterns represent consumer 
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lifestyles (Mitchell, 1983; Engel, Warshaw, & Kinnear, 

1987). The concept of psychographics, or the measurement 

of consumer attitudes and lifestyles, is emerging as the 

new way for developing target audiences for advertising 

messages (Radolf, 1984). Becker and Connor (1981)indicated 

that personal values influence an individual's media 

usage. Boote (1984) also indicated that a psychographics 

construct which has been gaining popularity in marketing 

use is personal values. In addition, Urban (1980) 

indicated that psychographics apparently were more 

important than demographics in predicting heavy magazine 

readership. 

Summary 

Demographics and psychographics are widely used to 

represent target market in marketing and advertising. 

Demographics are used to describe the individual's state 

of being. Psychographics present the individual's 

lifestyles. Demographic information is available, but not 

deep enough to present consumer's media usage and purchase 

behavior. Researchers suggest using psychographics as a 

substitute for demographics. But researchers argue the 

validity of demographics and psychographics being used in 

selecting target markets. 
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Advertising Media 

Medium is a board, general category of carriers such 

as newspapers, television, radio, magazines, or direct 

mail (Sissors & Surmanek, 1982). Media do more than carry 

messages; they also supply a communication setting that 

helps or hinders the effectiveness of the message (Hornik, 

1980). Mass media, such as newspapers, television, radio, 

and magazines are especially well-suited for delivering 

advertisements as well as news, entertainment, and 

educational material to a broad general audience. Mass 

media have the following basic values: (1) they may be 

able to deliver large audiences at relatively low cost, 

(2) they can deliver advertisements to special kinds of 

audiences who are attracted to each medium's editorial or 

programming, and (3) they tend to develop strong loyalties 

among audiences who return to their favorite medium with a 

high degree of regularity (Sissors & Surmanek, 1982). 

Direct mail is another media being used more and more by 

consumers because the increased cost of gasoline has 

reduced the use of cars for shopping. Furthermore, more 

women are working, and a greater variety of products are 

now being offered by mail (Pironti, Vitriol, & Thurm, 

1981). 

Consumers use media for a variety of reason: for 

information, for entertainment, and as an adjunct to 

interpersonal communication (Lynn, 1981). However, the 
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major media differ in their contributions to these needs 

(Lynn, 1981). For example, television is the clear choice 

as the preferred source for information on new products 

(Lynn, 1981). However, newspapers serve as a buying guide 

for readers who are looking for many different kinds of 

convenience products (Sissors & Surmanek, 1982). 

There are many studies identifying the fact that media 

usage is relative to demographic and psychographic 

characteristics of audience (Barry, Gilly, & Doran, 1985: 

Becker & Connor, 1981; Crask & Reynold, 1980; Lynn, 1981; 

Pironti, Vitriol, & Thurm, 1981; Soley & Reid, 1983). Also 

each type of media has its advantages and limitations for 

marketers to use in the media selection (Sissors & 

Surmanek, 1982; Engel, Warshaw, & Kinnear, 1987). 

Newspapers 

They occupy a broad consumer acceptance and use. 

According to the data of Newspaper Advertising Bureau, 

newspapers are read by 65 percent of all U.S. adults, and 

within the top 300 markets newspaper coverage includes 87 

percent of all households. Over one week's time, the daily 

newspaper has a cumulative audience of 90 percent of all 

U.S. adults (Engel, Warshaw, & Kinnear, 1987). Newspapers 

include news, entertainment, information, and category 

values for their readers. A newspaper generally serves as 
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a buying guide for readers who are looking for many 

different kinds of products (Sissors & Surmanek, 1982). 

Lynn (1981) and Radolf (1984) also indicated that for more 

specific advertising information, costs of products and 

where to shop, the newspaper is the overwhelming 

preference. Housewives, for example, often check newspaper 

advertisements immediately before their regular food 

shopping day to find the best grocery bargains (Sissors & 

Surmanek, 1982). For convenience goods, where prices are 

prominently displayed, newspapers can be a very effective 

selling medium (Sissors & Surmanek, 1982). 

The printed page is often believed to offer greater 

prestige and believability (Soley & Reid, 1983; Engel, 

Warshaw, & Kinnear, 1987). The reason is that print 

induces superior retention of complex factual material 

when compared with oral presentation (Engel, Warshaw, & 

Kinnear, 1987). Also print forces the reader to become 

more involved in the subject matter through grouping to 

understand and to evaluate (Engel, Warshaw, & Kinnear, 

1987). McCleneghan (1980) indicated that endorsements by 

newspapers tend to be positively related to how people 

vote in mayoral elections. Luttbeg (1988) supported that 

newspaper endorsements are more important to affect the 

outcome than personal attributes of the candidates. Such 

involvement is less evident when material is presented in 

spoken form (Engel, Warshaw, &. Kinnear, 1987). 
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The short-life characteristic of newspaper influences 

the medium's use, because newspapers usually are not 

retained in the home for extensive periods of time (Engel, 

Warshaw, & Kinnear, 1987). As a result, little opportunity 

exists for repeat exposure to advertisements. This 

disadvantage is shared by all media, however, with the 

exception of magazines (Engel, Warshaw, & Kinnear, 1987). 

Newspapers are also rarely passed along to other audiences 

as magazines are. This means that advertisements in 

yesterday's edition have a limited time value since 

relatively few other people will see the newspapers after 

it is read by family members (Sissors & Surmanek, 1982; 

Engel, Warshaw, &, Kinnear, 1987). 

Becker and Connor (1981) indicated that heavy 

newspaper readers have a value profile similar to that of 

heavy magazine readers. For example, magazine readers tend 

to rank highly those values associated with competence at 

the expense of religious-morality values (Becker & Connor, 

1981). However, newspaper readers also share some 

characteristic values with heavy television viewers, such 

as low wisdom and ambition values. Newspaper usage is also 

relative to income, education, marital status, and gender. 

Becker and Connor (1981) indicated that newspaper usage is 

somewhat greater for females and for those who are older 

and more educated. Lynn (1981) also found that newspaper 
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readers are more likely married, live in town, between 36 

and 60 years old, and have a higher education and better 

income. There is a significant relationship between income 

and readership (Lynn, 1981; Engel, Warshaw & Kinnear, 

1987). 

Magazines 

Magazines are very successful in reaching certain 

kinds of selected audiences. There are an increasing 

number of magazines to meet the interests of special 

groups such as tennis or chess players, cooking 

enthusiasts, or hobby fans (Sissors & Surmanek, 1982; 

Engel, Warshaw, & Kinnear, 1987). These magazines are read 

as much for their advertising as they are for their 

editorial content (Sissors & Surmanek, 1982). In addition, 

magazines have demographic editions such as physicians' 

edition, a college students* edition, or one limited to 

those whose annual income is over $15,000 (Sissors & 

Surmanek, 1982). Demographic flexibility can be geared to 

distinct groups of buyers with special interests, and 

virtually any segment of the market in terms of age, 

income, or other demographic variables can be reached with 

a minimum of waste of circulation (Engel, Warshaw, & 

Kinnear, 1987). Soley and Reid (1983) indicated that the 

middle-income respondents are more satisfied with the 

information value of magazine and television advertising 
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than the low- and high-income respondents. Becker and 

Connor (1981) also indicated that magazine usage is 

unrelated to sex, but is positively related to education 

and age. Psychographic factors are more important 

predictors for women than men and television program 

factors such as television shows, family shows and NBC 

soap operas are more important for men than women in 

magazine usage (Urban, 1980). Magazine readers appear more 

receptive to advertising than do television viewers 

(Engel, Warshaw, & Kinnear, 1987). Consumers are more 

satisfied with the informational value of magazine 

advertising than with television advertising (Soley & 

Reid, 1983). Younger segments of the audience also find 

magazine advertising more believable that what they see on 

television (Engel, Warshaw, & Kinnear, 1987). 

Magazines usually have a long life, at least one week. 

But some last for more than a month and some for years 

(Sissors & Surmanek, 1982). The effect of long life on the 

reach of magazine advertisements will be increased 

(Sissors & Surmanek, 1982; Engel, Warshaw, & Kinnear, 

1987). Magazines usually have pass-along audiences that 

increase the reach that is considered a form of audience 

accumulation, but this reach tends to build slowly because 

readers do not turn to their magazines quickly (Sissors & 

Surmanek, 1982). The size of the pass-along audience 
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varies from magazine to magazine (Sissors & Surmanek, 

1982). 

The disadvantages of magazines as media include: (1) 

readers may not look at the latest issue of a given 

magazine until some time after it has reached their homes 

(Sissors & Surmanek, 1982), (2) magazines have the lower 

level of reach compared to newspaper, television, and 

radio (Engel, Warshaw, & Kinnear, 1987), (3) its 

limitation is on geographic flexibility relative to 

television and radio (Engel, Warshaw, & Kinnear, 1987). 

Television 

Audio-visual demonstrations give television 

advertisements the benefit that comes closest to personal 

selling (Sissors & Surmanek, 1982; Engel, Warshaw, & 

Kinnear, 1987). It is one of the best methods of 

demonstrating the uses or advantages of a given product. 

In addition, color telecasting has the advantages of 

greater emotional impact and presentation of appetite 

appeal (Engel, Warshaw, & Kinnear, 1987). Roper (1975) 

indicated that television news enjoys a 2.5 to 1 advantage 

over newspapers as the most believable news medium, but 

Patterson and McClure (1976) reported that television 

network news lacks substance when it reports on national 

political campaigning. 
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Television has a widespread coverage. It is now in 99 

percent of all U.S. households. During an average day, 92 

percent of these households will be exposed to television 

programming, and in the space of a week, this percentage 

reaches 98 percent (Engel, Warshaw, & Kinnear, 1987). 

Television also can be used to attract both selective and 

mass markets through program selection (Sissors & 

Surmanek, 1982). For example, when professional football 

games are being broadcast, the audience is almost all 

male. Children's programming on Saturday mornings, or 

daytime television tends to reach selected audiences. On 

the other hand, some programming such as movies, comedies, 

or special events will attract audiences consisting of 

many different kinds and ages of people (Sissors & 

Surmanek, 1982). Most television viewers give way to 

inertia and watch commercials rather than exert the effort 

to change the set to other program material (Engel, 

Warshaw, & Kinnear, 1987). Dhalla and Mahatoo (1976) found 

that consumers identified as health enthusiasts enjoy 

television documentaries and avidly read magazines whose 

editorial content was slanted toward family health and 

well-being. On the other hand, consumers identified as 

brand-loyal users watch situation comedies. From this it 

can be inferred that they will be consciously exposed to a 

majority of advertising messages, with the result that at 
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least one hurdle to promotional response is cleared 

(Engel, Warshaw, & Kinnear, 1987). 

Low-involvement learning assigns television 

advertising even more power due to its ability to affect 

cognitive structure (Engel, Warshaw, & Kinnear, 1987). 

Although audio-visual message may have the potential for 

high recall, the nature of television commercial is such 

that either viewers pay attention or they may miss the 

message. Therefore, the commercial's life tend to be 

fleeting (Sissors & Surmanek, 1982; Engel, Warshaw, & 

Kinnear, 1987). Television does not have the catalog 

value; viewers do not search for commercials when they are 

in the market for a product (Sissors & Surmanek, 1982). In 

addition, psychographics of television audiences are more 

old-fashioned, less outgoing and individualistic, more 

service-quality conscious, and less fashion conscious than 

those of radio audiences (Teel, Bearden, & Durand, 1979). 

The demographics of television viewers are not relative to 

gender, but relative to education and age (Becker & 

Connor, 1981). 

Radio 

Radio is able to reach certain kinds of audiences 

well. Through programming specialization, a radio station 

becomes known for its sound, and special kinds of 

audiences, such as men, women, teenagers, farmers, ethnic 
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populations, black, and the elderly (Sissors & Surmanek. 

1982). Radio is a high frequency medium, because the total 

cost is relatively low and there are usually many stations 

with time available to permit building a high frequency 

(Sissors & Surmanek, 1982). Radio may be the last medium 

that households are exposed to before they enter retail 

stores, because radio can deliver the advertising message 

in the air while driving (Sissors & Surmanek, 1982). 

Engel, Warshaw and Kinnear (1987) also indicated that 

radio is the main source of news during the day time and 

the first source of news in the morning. Due to the 

psychological effect, there may be less resistance to 

persuasion over radio because many activities are directed 

by the spoken word (Engel, Warshaw, & Kinnear, 1987). 

Radio permits only audio presentation, which is a 

disadvantage for products requiring demonstration, the 

impact of color, or the other features of visual media. 

Furthermore, the impression made is momentary, and, as 

with television, it is impossible to re-expose the 

prospect except through multiple commercials over a period 

of time (Engel, Warshaw, & Kinnear, 1987). 

Direct Mail 

Direct mail is the third largest medium, ranking 

behind only newspapers and television and grossing over 

$12.6 billion in 1983, this figure included both direct 
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selling and advertising (Engel, Warshaw, & Kinnear, 1987). 

The most widely used forms are personal letters, booklets, 

brochures, catalogs, circulars and fliers, and mail cards. 

Direct mail is the most selective and geographic of 

all media, provided that the names and addresses of a 

target audience are known, and the list is up-to-date and 

complete (Reynolds, Martin, &. Martin, 1987; Sissors & 

Surmanek, 1982). Also consumers tend to keep catalogs for 

a long period of time, if the catalogs have an educational 

value (Sissors & Surmanek, 1982). Direct mail is a high 

cost medium, and accurate and complete mailing lists are 

difficult to maintain and obtain (Sissors & Surmanek, 

1982; Engel, Warshaw, & Kinnear, 1987), thus reducing the 

usage of direct mail. 

In addition, in mail-order purchasing, there is the 

constant disadvantage of the consumer not being able to 

physically examine the product prior to purchase (Pironti, 

Vitriol, & Thurm, 1981). Pironti, Vitriol and Thurm (1981) 

indicated that the most important consumer interest 

factors influencing mail-order consumer behavior are 

"money-back guarantee" and "products were from companies 

consumers could trust." Also considered important factors 

are "better quality," "can not find product elsewhere," 

"products were from well-known companies," and "speedy 

delivery." Pironti, Vitriol and Thurm (1981) indicated 

that consumers have high levels of interest in purchasing 
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seeds, plants, garden supplies, gift merchandise, books, 

magazines and hobbies or crafts by mail. The low level of 

interest is expressed in purchasing luggage, furniture, 

insurance, and silverware by mail (Pironti, Vitriol, & 

Thurm, 1981). Clothing is of more interest to those over 

65 years old, and books and book-club memberships are of 

particular appeal to consumers under 35 years of age 

(Pironti, Vitriol, & Thurm, 1981). 

Summary 

Newspapers, television, radio, magazines, and direct 

mail are widely used in marketing. Consumers use media for 

information, for entertainment, and as an adjunct to 

interpersonal communication. The major media differ in 

their contributions to these needs. Demographic and 

psychographic characteristics of audience are relative to 

the type of media usage when consumers look for certain 

kinds of information and purchase certain classes of 

products. Also, every medium has its advantages and 

limitations to use in consumer's media usage. 



CHAPTER III 

METHOD 

The purpose of this study was to investigate the 

relationships between product classes and media, and to 

examine the influence of demographics and psychographics 

on consumer's media selection. This chapter includes 

discussion on: selection of the sample, instrument, 

procedure, and the analysis of data. 

Selection of Sample 

A sample of 804 participants (ten percent of the 

population) was selected from the population (8040) of 

five residential sections of Lubbock, Texas. The five 

residential sections were draw from 27 residential 

sections of the existing land use map of Lubbock City 

(Lubbock Planning Department, 1986) by using sequence-

numbered cards. Each numbered card represented one 

residential section. From the 27 sequence-numbered cards, 

five cards were randomly selected. Persons residing within 

the boundaries of the five residential sections were 

identified through the 1988 Lubbock City Directory (Polk, 

1988). 

One hundred and fifty-seven participants were selected 

from the first section surrounded by 4th Street, 19th 

Street, Slide Road, and Quaker Avenue. Two hundred and 

38 
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eight participants were selected from the second section 

surrounded by 4th Street, 19th Street, University Avenue 

and Avenue Q. Ninety-eight participants were selected from 

the third section surrounded by Erskine Street, 4th 

Street, Quirt Avenue and Guava Avenue. Two hundred and ten 

participants were selected from the fourth section 

surrounded by 34th Street, 50th Street, Quaker Avenue and 

Indiana Avenue. One hundred and thirty-one participants 

were selected from the fifth section surrounded by Loop 

289, 82nd Street, Slide Road and Quaker Avenue. 

Using systematic sampling, 804 participants were drawn 

from the five residential sections. Systematic sampling is 

a method in which individuals are selected from a list by 

taking every Kth name (Gay, 1987). What K actually equals 

depends on the size of the list and the desired sample 

size (Gay, 1987). Since the desired sample size was ten 

percent of the population, K was equal to ten. 

Instrument 

A questionnaire (Appendix A) was designed to 

investigate consumer demographic and psychographic 

characteristics, and the relationships between media use 

and product classes. The survey was conducted by mail. 

Part A and B of this questionnaire used the Values and 

Lifestyles (VALS) methodology developed at Standford 

Research Institute International (SRI) by Mitchell (1983). 
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The creators of this approach emphasize its combined 

segmentation power based on demographics, lifestyle 

variables, and values (Beatty, Homer & Kahle, 1988). It 

started from the theoretical base of Maslow's (1954) need 

hierarchy and the concept of social character (Riesman, 

Glazer & Denney, 1950). Thirty-three questions included 22 

psychographic statements used in Part A, and 11 

demographic questions used in Part B. 

Part C of the questionnaire listed different 

merchandise names to represent the classes of products: 

convenience goods, preference goods, shopping goods, and 

specialty goods. Examples of each product class and 

sources are listed in Figure 1. Each type of merchandise 

was rated according to the order of media usage when 

consumers purchased the merchandise. The scale ranged from 

(5) most often used to (1) do not use. 

Content validity of the questionnaire was determined 

by two professionals in the area of clothing, textiles and 

merchandising. The experts carefully reviewed the 

questionnaire and made a judgment concerning how well 

items represented the intended content area. A pilot test 

was used to improve the mailing processing. 

Procedure 

One hundred participants were randomly selected from 

the Lubbock City sample for the pilot test, and were 
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mailed questionnaires with cover letters (Appendix B) and 

stamped self-addressed envelopes. The result of the pilot 

test found most of the current residents were not the same 

as those listed in the Lubbock City Directory (Polk, 

1988). Therefore, phone calls were not used in this study 

for persuading residents to return questionnaires. After 

the pilot test, questionnaires with cover letters and 

stamped self-addressed envelopes were mailed to the 804 

participants. After two weeks, reminder cards (Appendix C) 

were mailed to persuade participants to return 

Figure 1 

Examples and Sources of Each Product Class 
Used in Part C of the Questionnaire 

Product Class Examples Sources 

Convenience 
goods 

Preference 
goods 

Shopping 
goods 

Specialty 
goods 

Fresh produce and 
grocery staples 
Umbrellas 

Soft drinks 
Detergent 
Toothpaste 

Automobile 
Clothing 

Expensive sports 
car 
Painting by well-
known artist 
Men's suit 

Enis & Roering (1980) 
Murphy & Enis (1986 ) 
Kotler (1988) 

Enis & Roering (1980) 
Murphy & Enis (1986 ) 

Enis & Roering (1980) 
Murphy & Enis (1986 ) 

Enis & Roering (1980 ) 
Murphy & Enis (1986 ) 
Kotler (1988) 
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questionnaires. After four weeks from the date of the 

first mailing, the data were coded and analyzed. 

Analysis of Data 

Since the VALS weighing system is proprietary, and it 

is difficult to gain access to these weights, factor 

analysis was used in this study to identify the underlying 

factors which may exist. According to Wells and Tigert 

(1971), factor analysis can help condense psychographic 

data by putting related statements together into 

categories. Scores for each factor were computed for each 

subject. These scores were used in the multivariate 

analysis of variance (MANOVA) for analyzing the 

differences in respondent's media usage. 

The multivariate analysis of variance (MANOVA) was 

also used to test the differences of demographics in the 

media usage. Then, the Friedman two-way analysis of 

variance by rank was used to study the differences of 

media selection under four classes of products purchased. 

Independent variables were the types of product 

classes, psychographic factors, and demographic variables. 

Dependent variables were the types of media. 
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Factor Analysis 

Factor analysis is a statistical technique used to 

identify a relatively small number of factors that can be 

used to represent relationships among sets of many 

interrelated variables (Norusis, 1985). Factor analysis 

helps identify these underlying, not directly observable, 

constructs. 

The starting point for conducting a factor analysis is 

the correlation matrix resulting from calculating the 

correlation coefficients between each pair of 

measurements. If the correlations between variables are 

small, it is unlikely that they share common factors 

(Norusis, 1985). Bartlett's test of sphericity and 

Kaiser-Meyer-Olkin measure of sampling adequacy are two 

indicators of the strength of the relationship among 

variables. Bartlett's test of sphericity is used to test 

the hypothesis that the correlation matrix is an identity 

matrix (Norusis, 1985). If the value of the statistic test 

for sphericity is large and the associated significance 

level is small, it appears unlikely that the population 

correlation matrix is an identity. The Kaiser-Meyer-Olkin 

(KMO) measure of sampling adequacy is an index for 

comparing the magnitudes of the observed correlation 

coefficients to the magnitudes of the partial correlation 

coefficients (Norusis, 1985). Small values for the KMO 

measure indicate that a factor analysis of the variables 
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may not be a good idea, since correlations between pairs 

of variables cannot be explained by the other variables. 

Kaiser (1974) characterizes measures in the 0.90's as 

marvelous, in the 0.80's as meritorious, in the 0.70's as 

middling, in the 0.60's as mediocre, in the 0.50's as 

miserable, and below 0.5 as unacceptable. 

The second step on factor analysis is factor 

extraction. The goal of the factor extraction is to 

determine the factors. Principal component analysis was 

used in this study. Principal-component analysis is a 

relatively straightforward method of transforming a given 

set of variables into a new set of composite variables or 

principal components that are orthogonal (uncorrelated) to 

each other (Kim, 1975). The first principal component is 

the combination that accounts for the largest amount of 

variance in the sample. The second principal component 

accounts for the next largest amount of variance and is 

uncorrelated with the first. Successive components explain 

progressively smaller portions of the total sample 

variance, and all are uncorrelated with each other (Kim. 

1975). According to Norusis (1985), only factors that 

account for variances greater than 1 (the eigenvalue is 

greater than 1) were included. Factors with a variance 

less than 1 are no better than a single variable, since 

each variable has a variance of 1 (Norusis, 1985). In 

addition, the factor loading is used in this step. The 
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factor loading expressed how much weight of a variable is 

assigned to each factor (Norusis, 1985). This is a 

numerical quantity ranging from -1.00 to +1.00; and the 

higher the positive loading, the more the particular 

question defines the factor. Negative loading is 

interpreted in the reverse. According to Tabachnick and 

Fidell (1989), only variables with loadings of 0.30 and 

above are interpreted. 

From the factor loadings, it is difficult to 

interpret any of the factors. That is, most factors are 

correlated with many variables (Norusis, 1985). Rotation 

is used to improve the interpretability and scientific 

utility of the solution. The varimax rotation was used in 

this study. The goal of varimax rotation is to simplify 

factors by maximizing the variance of the loadings within 

factors, across variables (Tabachnick & Fidell, 1989). The 

spread in loadings is maximized--loadings that are high 

after extraction become higher and loadings that are low 

become lower. Interpreting a factor is easier because it 

is obvious which variables correlate with it. 

Multivariate Analysis 
of Variance 

Multivariate analysis of variance (MANOVA) is a 

statistical technique for determining whether several 

groups differ on more than one dependent variables (Borg & 
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Gall, 1983). In MANOVA, a new dependent variable that 

maximizes group differences is created from the set of 

dependent variables. The new dependent variable is a 

linear combination of measured dependent variables 

(Tabachnick & Fidell, 1989). 

In more complicated MANOVA, a different linear 

combination of dependents is formed for each main 

effectand interaction. If sex of subject is added to the 

example as a second independent variable, one combination 

of the three dependent variables maximizes the separation 

of the three treatment groups, a second combination 

maximizes separation of women and men, and a third 

combination maximizes separation of the cells of the 

interaction. Further, if the treatment of independent 

variable has more than two levels, the dependent variables 

can be recombined in yet other ways to maximize the 

separation of groups formed by comparisons (Tabachnick & 

Fidell, 1989). 

Friedman Two-way Analysis 
of Variance by Ranks 

According to Siegel (1956), Friedman two-way analysis 

of variance by ranks is useful to test the null hypothesis 

that the k samples have been drawn from the same 

population when the data from k matched samples are in at 

least an ordinal scale. Since the k samples are matched. 
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the number of cases is the same in each of the samples. 

The matching may be achieved by studying the same group of 

subjects under each of k conditions. Or the researcher may 

obtain several sets, each consisting of k matched 

subjects, and then randomly assign one subject in each set 

to the first condition, one subject in each set to the 

second condition, etc. 

For the Friedman test, the data are cast in a two-way 

table having n rows and k columns. The rows represent the 

various subjects or matched sets of subjects, and the 

columns represent the various conditions. If the scores of 

subjects serving under all conditions are under study, 

then each row gives the scores of one subject under the k 

conditions. The data of the test are ranks. The scores in 

each row are ranked separately. Friedman test determines 

whether the rank totals differ significantly (Siegel, 

1956). 



CHAPTER IV 

PROCEDURE AND DATA ANALYSIS 

The data for this study were collected and analyzed to 

investigate the differences of consumers' demographics and 

psychographics in the media usage, and test the 

differences of the classes of products in the consumers' 

media usage. This chapter includes two main parts: 

questionnaire reliability, and analysis of findings. 

Questionnaire Reliability 

VALS is an acronym for Values and Life Styles created 

by Arnold Mitchell of Stanford Research Institute 

International (SRI) (Mitchell, 1983). The typology's 

theoretical roots lie in Maslow's need hierarchy and in 

the concept of social character. In 1980, and 1981, SRI 

International tested the VALS methodology to classify 

respondents. Until now, many studies have apparently 

applied the VALS methodology to investigate consumer 

behaviors (Holman, 1984; Veltri & Schiffman, 1984; 

Winters, 1989; Beatty, Homer & Kahle, 1988). 

Analysis of Findings 

One hundred and sixty-six questionnaires were 

returned. Fourteen of the returned questionnaires were 

48 
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discarded due to being incomplete. One hundred and fifty-

two questionnaires were analyzed using the statistical 

tools: factor analysis, multivariate analysis of variance, 

and Friedman two-way analysis of variance by ranks. The 

research questions of the study were accepted or rejected 

at the 0.05 probability level. 

Research Question 1 

Is there a difference among psychographics 

(lifestyles) in the media usage? 

The psychographic underlying factors were developed by 

subjecting the 22 statements in section A of the 

questionnaire to a factor analysis. The computer program 

used was "Factor Analysis" which is part of the 

Statistical Package for the Social Sciences (Nie, Hull, 

Jenkins, Steinbrenner & Bent, 1975). The program performed 

a principal components solution with an orthogonal varimax 

rotation of the factor matrix. 

Results of Factor Analysis 

The value of the test statistic for sphericity was 

697.13350, significance = 0.00. The hypothesis that the 

population correlation matrix is an identity was rejected. 

The KMO value was 0.64534. Based on the Kaiser's (1974) 

suggestion, values of 0.6 and above were required for 
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meaningful factor analysis. That is, the correlations 

between variables were enough to share common factors. 

The results of factor analysis on the twenty-two 

questions in part A of questionnaire are shown in Table 1. 

The eight factors accounted for 64.0 percent of the total 

variance in the entire set of 22 variables. Although 

additional variance could be accounted for by generating 

more factors, it was felt that these eight factors 

Table 1 

Description of Psychographic Factors 
Derived from Twenty-two Variables in 

Part A of the Questionnaire 

Factor Factor Eigen- Proportion of 
Number Name value Total Variance 

in Percent 

1 Traditional 3.62 16.4 

2 Self-confident 2.27 10.3 

3 Satisfied with Finances 1.76 8.0 

4 Satisfied with Friends 1.67 7.6 

5 Living Optimist 1.30 5.9 

6 Self-conscious 1.24 5.6 

7 Community Minded 1.16 5.3 

8 Homebody 1.06 4.8 

Cumulated Proportion of Total Variance 64.0 
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represented the important independent aspects of the 

information represented in the correlation matrix. Norusis 

(1985) indicated use of only those factors with 

eigenvalues exceeding 1.0 when a correlation matrix is 

factored. Each eigenvalue is equal to the sum of squares 

of the factor loadings for each extracted factor. In 

addition, Tabachnick and Fidell (1989) indicated only 

variables with loadings of .30 and above are interpreted. 

The eight factors are illustrated in Tables 2 through 9. 

Each table includes question number and factor loading. 

Table 2 

Factor 1 Traditional 

Question Factor 
Number Loading 

4 I believe a woman can work outside the -0.50 
home even if she has small children and 
still be a good mother. 

8 A woman's life is fulfilled only if she 0.54 
can provide a happy home for family. 

11 It is wrong for an unmarried man or an 0.65 
unmarried woman to have sexual relations. 

12 Women should take care of running their 0.69 
homes and leave running the country up 
to men. 

14 The purchase and use of marijuana should -0.38 
be legalized. 
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Table 3 

Factor 2 Self-confident 

Question Factor 
Number Loading 

1 I'd say I'm rebelling against the -0.43 
way I was brought up. 

21 About how much confidence would you say 0.69 
you have in the leaders of major 
companies in our country? 

22 About how much confidence would you say 0.80 
you have in the leaders of the military 
in our country? 

Table 4 

Factor 3 Satisfied with Finances 

Question Factor 
Number Loading 

16 During the last three years would you say 0.66 
your financial situation has been getting 
worse, has it stayed the same, or has it 
been getting better? 

17 How satisfied are you with your present 0.76 
financial situation? 
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Table 5 

Factor 4 Satisfied with Friends 

Question Factor 
Number Loading 

20 How much satisfaction do you get from 0.90 
your friends? 

Table 6 

Factor 5 Living Optimist 

Question Factor 
Number Loading 

6 Overall, I'd say I'm very happy. 0.49 

10 I often feel left out of the things -0.50 
going on around me. 

13 It would be best for the future of this 0.49 
country if the United States continues 
to taken an active part in world affairs. 

15 I think we are spending too much money -0.42 
on military armaments. 



Table 7 

Factor 6 Self-conscious 
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Question 
Number 

Factor 
Loading 

3 

18 

In general, it's more important to 0.33 
understand my inner self than to be 
famous, powerful, or wealthy. 

My greatest achievements are ahead of me. 0.73 

How much satisfaction do you get from 0.41 
your job? 

Table 8 

Factor 7 Community Minded 

Question 
Number 

Factor 
Loading 

19 

It's very important to me to feel I am 0.58 
part of a group. 

How much satisfaction do you get from -0.40 
nonwork activities such as hobbies. 
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Table 9 

Factor 8 Homebody 

Question Factor 
Number Loading 

I would rather spend a quiet evening at 0.36 
home than go out to a party. 

Air pollution is a major worldwide -0.43 
danger. 

The process of naming a factor is rather subjective. 

Basically, the researcher puts a label on the results that 

best identifies the factor which seems to underlie the 

various questions with high loadings on that particular 

factor. 

From Table 2, question number 8, and 12 in factor 1 

with higher loadings emphasize that a woman's main job is 

to take care of the home and children. Question 4 has a 

negative loading, indicating that working women are not 

good mothers if they have small children at home. Question 

11 indicates that it is wrong for an unmarried man or an 

unmarried woman to have sexual relations. Question 14 

indicates that the purchase and use of marijuana should 

not be legalized. The underlying concept is traditional. 

Therefore, factor 1 was named "Traditional." 

The same reasoning has been used to label each of the 

factors. Factor 2 has been labeled "Self-confident," 
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factor 3 "Satisfied with Finances," factor 4 "Satisfied 

with Friends," factor 5 "Living Optimist," factor 6 "Self-

conscious," factor 7 "Community Minded," factor 8 

"Homebody." 

These eight psychographic factors were used to 

investigate the differences in media usage. To facilitate 

this procedure, factor scores were estimated by regression 

technique for each respondent on each of the eight 

factors. The factor scores were calculated from the 

factor-score coefficient matrix to represent the values of 

the factors for each respondent. Because of the coding of 

the original questions from 1 - disagree strongly, to 6 -

agree strongly, a respondent's score for each factor could 

range from a +6.00 to -6.00 because of the negative factor 

loadings. In this study, the range of the score was found 

from -2.00 to +2.00 for each factor. 

Result of the Multivariate 
Analysis of Variance 

The multivariate analysis of variance was used to 

investigate the differences of the psychographic factors 

and demographic variables in the media usage. The types of 

media of newspapers, magazines, radio, television, and 

direct mail were investigated in this study. 



Table 10 

Multivariate Test of Significance of 
Media Usage Referring to 
Psychographic Factors 

57 

Factor 

1 

2 

3 

4 

5 

6 

7 

8 

Value 

0.16 

0.11 

0.17 

0.21 

0.19 

0.26 

0.16 

0.18 

Approx. 
F 

1.03 

0.70 

1.06 

1.34 

1.23 

1.66 

1.02 

1.18 

Hypoth. 
DF 

20.00 

20.00 

20.00 

20.00 

20.00 

20.00 

20.00 

20.00 

Error 
DF 

510.00 

510.00 

510.00 

510.00 

510.00 

510.00 

510.00 

510.00 

Sig. of 
F 

0.423 

0.828 

0.392 

0.149 

0.227 

0.035* 

0.430 

0.267 

** Values were derived from Hotelling's statistic. 

* Significance at 0.05 probability level. 

The significance of media usage referring to the 

psychographic factors is shown in Table 10. The 

significance level was 0.05, therefore, there is a 

difference in the usage of the media type referring to the 

psychographic factor 6 "Self-conscious." The statistically 

significant differences indicate that an individual's 
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Table 11 

Means of Use Value for Each Medium: 
Levels of Self-conscious Factor 

Media 

Newspaper 

Magazine 

Radio 

Television 

Direct Mail 

Below 
-1.49 

3.42 

2.19 

1.18 

2.90 

1.80 

Levels 

-1.5 -
-0.49 

2.75 

1.74 

1.39 

2.12 

1.52 

of Factor 

-0.5 -
0.49 

2.88 

2.18 

1.59 

2.31 

1.82 

Score 

0.5 
1.49 

2.97 

2.54 

1.68 

2.72 

2.10 

Higher 
than 1.5 

4.22 

3.44 

2.89 

4.11 

1.00 

usage of the media types is affected by their 

psychographic factor 6 "Self-conscious." The other 

psychographic factors are "Traditional," "Self-confident," 

"Satisfied with Finances," "Satisfied with Friends," 

"Living Optimist," "Community Minded," and "Homebody." 

They are not related to the media usage in this study. 

The differences in the use values of media under Self-

conscious are shown in Table 11. Low Self-conscious 

respondents with factor scores lower than -0.49 tend to 

use newspapers more than magazines, radio, television, and 

direct mail when purchasing products. Radio is not widely 
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used by low Self-conscious respondents. Middle Self-

conscious with factor scores from -0.5 to 1.49 also use 

newspapers more than the other types of media: magazines, 

radio, television, and direct mail. High Self-

consciousrespondents with factor scores higher than 1.49 

are more willing to use newspapers and television when 

purchasing products. Direct mail is not used by high Self-

conscious respondents. 

From Tables 12 to 19, the results show the types of 

media that are affected by certain psychographic factors. 

The usage of television is affected by the psychographic 

factor 3 "Satisfied with Finances" as shown in Table 14. 

According to Table 20, high Satisfied with Finances 

respondents are more willing to use the medium of 

television than middle and low Satisfied with Finances 

respondents do when purchasing products. Middle and low 

Satisfied with Finances respondents almost have the same 

use value in the usage of television. In addition, the 

usage of magazine is affected by the psychographic factor 

6 "Self-conscious" as shown in Table 17. According to 

Table 11, High Self-conscious respondents tend to use 

magazines more than do middle and low Self-conscious 

respondents. Low Self-conscious respondents seldom tend to 

use magazines when purchasing products. 
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Table 12 

The Main Effect of Psychographic Factor 1 
on Types of Media 

Variable 

Newspaper 

Magazine 

Radio 

Television 

Hypoth. 
SS 

8.06 

8.10 

1.80 

6.48 

Direct Mail 1.80 

Error 
SS 

127.30 

115.89 

63.96 

143.84 

99.07 

Hypoth. 
MS 

2.01 

2.02 

0.45 

1.62 

0.45 

Error 
MS 

0.96 

0.87 

0.48 

1.08 

0.74 

F 

2.10 

2.32 

0.93 

1.50 

0.60 

Sig 

0 

0 

0 

0. 

0. 

. of 
F 

.084 

060 

446 

206 

662 

* Significance at 0.05 probability level. 

Table 13 

The Main Effect of Psychographic Factor 2 
on Types of Media 

Hypoth. Error Hypoth. Error Sig. of 
Variable SS SS MS MS F F 

Newspaper 2.36 132.99 0.59 1.00 0.59 0.670 

Magazine 1.93 122.06 0.48 0.92 0.52 0.718 

Radio 0.76 64.99 0.19 0.49 0.39 0.815 

Television 4.52 145.80 1.13 1.10 1.03 0.394 

Direct Mail 2.50 98.37 0.62 0.74 0.84 0.500 

* Significance at 0.05 probability level. 
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Table 14 

The Main Effect of Psychographic Factor 3 
on Types of Media 

Variable 
Hypoth. Error 

SS SS 
Hypoth. Error 
MS MS 

Sig. of 
F 

Newspaper 5.18 130.17 1.30 0.98 1.32 0.264 

Magazine 6.00 117.98 1.50 0.89 1.69 0.156 

Radio 2.38 63.37 0.60 0.48 1.25 0.292 

Television 10.72 139.59 2.68 1.05 2.55 0.042* 

Direct Mail 4.05 96.80 1.02 0.72 1.40 0.239 

* Significance at 0.05 probability level. 

Table 15 

The Main Effect of Psychographic Factor 4 
on Types of Media 

Hypoth. Error Hypoth. Error 
Variable SS SS MS 

Newspaper 1.75 

Magazine 6.98 

Radio 2.45 

Television 1.69 

Direct Mail 5.96 

133.60 

117.00 

63.30 

148.62 

0.44 

1.75 

0.61 

0.42 

94.490 1.49 

Error 
MS 

1.00 

0.88 

0.48 

1.12 

0.71 

F 

0.44 

1.98 

1.29 

0.39 

2.09 

Sig. of 
F 

0.782 

0.101 

0.277 

0.824 

0.086 

* Significance at 0.05 probability level. 
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Table 16 

The Main Effect of Psychographic Factor 5 
on Types of Media 

Variable 
Hypoth. Error Hypoth. Error Sig. of 

SS SS MS MS F F 

Newspaper 

Magazine 

Radio 

Television 

Direct Mail 

3.25 

4.58 

0.71 

4.21 

2.84 

132.11 

119.40 

65.04 

146.11 

98.03 

0.81 

1.15 

0.18 

1.05 

0.71 

0.99 

0.90 

0.49 

1.10 

0.74 

0.82 

1.28 

0.36 

0.96 

0.96 

0.516 

0.282 

0.835 

0.433 

0.430 

* Significance at 0.05 probability level 

Table 17 

The Main Effect of Psychographic Factor 6 
on Types of Media 

Hypoth. Error Hypoth. Error 
Variable SS SS MS MS 

Newspaper 4.62 

Magazine 

Radio 

11.51 

4.37 

Television 9.49 

Direct Mail 5.89 

130.74 

112.48 

61.38 

140.83 

94.98 

1.15 

2.88 

1.09 

2.37 

1.47 

0.98 

0.85 

0.46 

1.06 

0.71 

1.17 

3.40 

2.37 

2.24 

Sig. of 
F 

0.325 

0.011* 

0.056 

0.068 

2.06 0.089 

* Significance at 0.05 probability level. 
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Table 18 

The Main Effect of Psychographic Factor 7 
on Types of Media 

Variable 
Hypoth. Error Hypoth. Error 

SS SS MS MS 

Newspaper 2.41 132.95 0.60 

Magazine 4.88 119.10 1.22 

Radio 3.40 62.36 0.85 

Television 7.44 142.87 1.86 

Direct Mail 3.99 96.87 1.00 

1.00 

0.90 

0.47 

1.07 

0.73 

0.60 

1.36 

1.81 

1.73 

1.37 

Sig. of 
F 

0.662 

0.250 

0.130 

0.146 

0.248 

* Significance at 0.05 probability level. 

Table 19 

The Main Effect of Psychographic Factor 8 
on Types of Media 

Hypoth. Error Hypoth. Error 
Variable SS SS MS MS 

Sig. of 
F 

Newspaper 5.82 

Magazine 1.12 

Radio 1.71 

Television 4.67 

129.54 1.45 

122.87 

64.04 

145.64 

Direct Mail 0.37 100.50 

0.28 

0.43 

1.17 

0.09 

0.97 

0.92 

0.48 

1.10 

0.76 

1.49 

0.30 

0.89 

1.07 

0.12 

0.208 

0.876 

0.471 

0.375 

0.975 

* Significance at 0.05 probability level. 
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Table 20 

Means of Use Value for Each Medium: 
Levels of Satisfied with Finances Factor 

Levels of Factor Score 

Media 

Newspaper 

Magazine 

Radio 

Television 

Direct Mail 

Below 
-1.49 

3.40 

2.43 

1.53 

2.41 

2.24 

-1.5 -
-0.49 

3.15 

2.48 

1.77 

2.82 

1.85 

-0.5 -
0.49 

2.80 

2.07 

1.54 

2.25 

1.89 

0.5 
1.49 

2.79 

2.09 

1.44 

2.21 

1.68 

Higher 
than 1.5 

3.20 

3.05 

1.45 

3.30 

2.75 

Research Question 2 

Is there a difference among demographics (marital 

status, age, education, ethnic group, political party, 

political outlook, occupation, social class, and 

income) in the media usage? 

The differences of demographic variables in the media 

usage analyzed by the multivariate analysis of variance 

are shown in Table 21. F values of political party and 

income were not significant at 0.05 probability level. The 

finding indicates that the usage of newspapers, magazines, 

radio, television and direct mail is not affected by 
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Table 21 

Multivariate Test of Significance in 
Media Usage Referring to 
Demographic Variables 

Variable 
* * 

Value 
Approx 

F 
Hypoth. 
DF 

Error 
DF 

Sig. of 

Marital 
Status 

Age 

0.31 

0.52 

Education 0.30 

Ethnic 
Group 0.22 

Political 
Party 0.09 

Political 
Outlook 0.16 

Occupation 0.71 

Social 
Class 

Income 

0.15 

0.41 

2.09 

2.29 

1.58 

2.00 

1.15 

2.10 

1.49 

2.06 

0.87 

20.00 

30.00 

25.00 

15.00 

10.00 

10.00 

60.00 

10.00 

55.00 

534.00 

657.00 

662.00 

404.00 

270.00 

270.00 

627.00 

270.00 

587.00 

0.004* 

0.000* 

0.036* 

0.014* 

0.326 

0.025* 

0.012* 

0.028* 

0.735 

** Values were derived from Hotelling's statistic. 

* Significance at 0.05 probability level, 

political party and income. Marital status, age, 

education, ethnic group, political outlook, occupation and 

social class were significant. They are relative to the 

media usage. 

- ^ i * » : 
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Marital Status 

The results shown in Table 22 indicate the differences 

in the types of magazines, radio, and direct mail 

referring to marital status. According to the means of 

respondents' use values for each medium under five kinds 

of marital status shown in Table 23, single respondents 

use magazines more than radio and direct mail when 

purchasing products. Single respondents use magazines, 

radio, and direct mail more than married, widowed, 

divorced, and living-together respondents. Living-together 

respondents use direct mail, magazines and radio less than 

single, divorced, widowed, and married respondents. 

Married respondents tend to use magazines more than radio 

and direct mail. Divorced respondents are more willing to 

use magazines than radio and direct mail. 

Age 

Newspapers and direct mail were not significant at 

0.05 probability level as shown in Table 24, therefore, 

the usage of newspapers and direct mail are not affected 

by age. Magazines, radio, and television were significant 

at 0.05 probability level, that is, there are differences 

in the usage of magazines, radio, and television as 

influenced by age. The relation between age and media 

usage is shown in Table 25. Younger respondents are 
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The Main Effect of Marital Status 
on Types of Media 
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Hypoth. Error Hypoth. Error 
Variable SS SS MS MS 

Sig. of 
F 

Newspaper 2.20 239.56 0.55 1.00 0.55 0.701 

Magazine 8.65 117.86 2.16 0.85 2.55 0.042* 

Radio 5.06 63.07 1.27 0.45 2.79 0.029* 

Television 6.91 150.02 1.73 1.08 1.60 0.177 

Direct Mail 12.15 93.67 3.04 0.67 4.51 0.002* 

* Significance at 0.05 probability level. 

Table 23 

Means of Use Value for Each Medium 
Marital Status 

Living-
Media Married Widowed Divorced together Single 

Newspaper 

Magazine 

Radio 

Television 

Direct mail 

3.02 

2.14 

1.46 

2.34 

1.66 

3.15 

1.76 

1.43 

2.24 

1.92 

2.93 

2.30 

1.78 

2.76 

1.85 

2.30 

1.30 

1.10 

1.70 

1.65 

2.82 

2.59 

1.87 

2.78 

2.37 

a 

Â.'-' 
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Table 24 

The Main Effect of Age on 
Types of Media 

Hypoth. Error Hypoth. Error 
Variable SS ss MS MS 

Newspaper 0.73 

Magazine 25.38 

Radio 8.27 

Television 23.96 

Direct Mail 7.46 

141.03 

101.13 

59.86 

132.97 

98.36 

0.12 

4.23 

1.38 

3.99 

1.24 

1.03 

0.74 

0.44 

0.97 

0.72 

* Significant at 0.05 probability level. 

0.12 

5. 73 

3.15 

4.12 

1.73 

Table 25 

Means of Use Value for Each Medium: 
Age Range 

Sig. of 
F 

0.994 

0.000* 

0.006* 

0.001* 

0.118 

Media 
Below 
24 

25-
29 

30-
34 

35-
44 

45 
54 

55- Higher 
64 than 65 

Newspaper 3.00 3.09 

Magazine 

Radio 

3.00 2.86 

2.05 1.74 

Television 3.40 2.83 

2.85 

2.47 

1.83 

2.65 

2.95 

2.06 

1.38 

2.13 

2.93 2.93 

1.96 

1.47 

2.18 

1.85 

1.35 

2.27 

Direct mail 2.25 2.17 1.87 1.80 1.80 1.38 

3.05 

1.80 

1 .38 

2.22 

1.79 



69 

willing to use magazines, radio, and television when 

purchasing products. The older the respondents, the less 

magazines were used. Respondents whose age was below 24 

most often used television as a medium when purchasing 

products; respondents whose age was higher than 35 did not 

use radio as much when purchasing products. 

Education 

Newspapers, radio and direct mail were not significant 

at 0.05 probability level; while magazines and television 

were significant as shown in Table 26. That is, only the 

usage of magazines and television was affected by the 

level of education. Education levels investigated in this 

study were grades 1-8, grades 9-12, technical school, 1-3 

years college, college graduate, and graduate school. The 

results shown in Table 27 indicate respondents whose 

educational level was grades 9-12 used magazines more than 

respondents with other educational levels. Respondents 

whose educational level was grades 1-8 did not use 

magazines widely. Respondents whose educational level was 

grades 9-12 were more willing to use television than 

magazines as a medium when purchasing products; however, 

respondents whose educational level was graduate school 

used television less than other respondents. 
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Table 26 

The Main Effect of Education 
on Types of Media 

Hypoth. Error Hypoth. Error Sig. of 
Variable SS SS MS MS F F 

Newspaper 9.23 132.53 1.85 0.96 1.92 0.095 

Magazine 10.26 116.25 2.05 0.84 2.44 0.038* 

Radio 2.23 65.89 0.45 0.48 0.93 0.461 

Television 18.69 138.24 3.74 1.00 3.73 0.003* 

Direct Mail 2.22 103.59 0.44 0.75 0.59 0.706 

* Significance at 0.05 probability level. 

Table 27 

Means of Use Value for Each Medium 
Levels of Education 

Grades Grades Technical 1-3 yrs College Graduate 
Media 1-8 9-12 School College Graduate School 

Newspaper 2.20 3.23 

Magazine 1.30 2.73 

Radio 1.30 1.85 

Television 2.80 3.23 

Direct mail 2.60 1.95 

3 . 4 8 

2 . 2 5 

1 . 5 1 

2 . 3 8 

1 .90 

2 . 8 9 

2 . 0 6 

1 . 5 6 

2 . 4 7 

1 . 9 0 

2 . 9 8 

2 . 3 5 

1 . 4 8 

2 . 2 8 

1 .66 

2 . 6 2 

1 . 9 3 

1 . 4 9 

2 . 0 3 

1 . 8 8 

•HeMMHKKawi 
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Ethnic Group 

The results in Table 28 show that newspapers, 

magazines, radio, and television were not significant with 

regard to the different ethnic groups; only direct mail 

was significant at 0.05 probability level. That is, the 

usage of direct mail was affected by the types of ethnic 

groups. The results shown in Table 29 indicate that 

Caucasian respondents used direct mail less than Black and 

Hispanic respondents when purchasing products. 

Table 28 

The Main Effect of Ethnic Group 
on Types of Media 

Hypoth. Error Hypoth. Error Sig. of 
Variable SS SS MS MS F F 

Newspaper 4.22 137.54 1.41 

Magazine 2.83 123.67 0.94 

Radio 1.14 66.99 0.38 

Television 4.15 152.78 1.38 

Direct Mail 12.05 93.76 4.02 

0 . 9 8 

0 . 8 8 

0 . 4 8 

1 . 0 9 

0 . 6 7 

1 . 4 3 

1 . 0 7 

0 . 7 9 

1 . 2 7 

6 . 0 0 

0 . 2 3 7 

0 . 3 6 4 

0 . 5 0 1 

0 . 2 8 8 

0 . 0 0 1 * 

* Significance at 0.05 probability level. 
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Table 29 

Means of Use Value for Each Medium 
Ethnic Groups 

Media 

Newspaper 

Magazine 

Radio 

Television 

Direct mail 

Caucasian 
or White 

2.97 

2.17 

1.54 

2.38 

1.74 

Black 

3.42 

2.73 

1.54 

2.98 

2.12 

Hispanic or 
Spanish origin 

2.99 

2.40 

1.63 

2.77 

2.79 

other 

2.43 

2.28 

1.93 

2.74 

2.75 

Political Party 

Media usage was not affected by the political party as 

shown in Table 21. In detailed analysis it was revealed 

that usage of television was affected by the purported 

political affiliation as indicated in Table 30. 

Republicans were more willing to use television than 

Democrats and Independent respondents as shown in Table 

31. No significance was revealed in the usage of 

newspapers, magazines, radio, and direct mail. 
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Table 30 

The Main Effect of Political Party 
on Types of Media 

Variable 

Newspaper 

Magazine 

Radio 

Television 

Direct Mai 

Hypoth. 
SS 

1.41 

2.02 

2.22 

8.05 

1 0.15 

Error 
SS 

139.47 

121.96 

61.31 

146.76 

105.67 

Hypoth. 
MS 

0.71 

1.01 

1.11 

4.03 

0.07 

Error 
MS 

1.00 

0.87 

0.44 

1.05 

0.75 

F 

0.71 

1.16 

2.53 

3.84 

0.10 

Sig. of 
F 

0.494 

0.317 

0.083 

0.024* 

0.908 

* Significance at 0.05 probability level. 

Table 31 

Means of Use Value for Each Medium 
Political Party 

Media 

Newspaper 

Magazine 

Radio 

Television 

Direct mail 

Republican 

3.06 

2.30 

1.63 

2.68 

1.85 

Democrat 

2.82 

2.00 

1.33 

2.09 

1.86 

Independent 

2.91 

2.21 

1.63 

2.36 

1.89 
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Political Outlook 

As shown in Table 32, political outlook was not 

significantly related to magazine, radio, television and 

direct mail usage at 0.05 probability level. Newspaper 

usewas significantly related to Political Outlook. Table 

33 indicates that conservative and middle of the road 

Political Outlook respondents had used newspaper similarly 

when purchasing products. Liberal Political Outlook 

respondents use television as a medium less than 

conservative and middle of the road Political Outlook 

respondents when purchasing products. 

Table 32 

The Main Effect of Political Outlook 
on Types of Media 

Hypoth. Error Hypoth. Error Sig. of 
Variable SS SS MS MS F F 

Newspaper 9.75 131.13 4.87 0.94 5.20 0.007* 

Magazine 4.24 119.75 2.12 0.86 2.48 0.088 

Radio 1.26 62.27 0.63 0.44 1.42 0.246 

Television 6.36 148.45 3.18 1.06 3.00 0.053 

Direct Mail 0.30 105.51 0.15 0.75 0.20 0.817 

* Significance at 0.05 probability level. 
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Table 33 

Means of Use Value for Each Medium 
Political Outlook 

Media Conservative Middle of the Road Liberal 

Newspaper 

Magazine 

Radio 

Television 

Direct mail 

3.05 

2.07 

1.51 

2.43 

1.88 

3.06 2.47 

2.41 2.04 

1.65 1.36 

2.60 1.91 

1.86 1.73 

Occupation 

The use of radio was significant at 0.05 probability 

level with reference to occupation (See Table 34). 

Occupation did not influence the use of newspapers, 

magazines, television and direct mail significantly. The 

kinds of occupation investigated in this study were 

professional, manager, sales worker, clerical worker, 

crafts worker, machine operator, laborer, farmer, service 

worker, government or military worker, retiree, housewife, 

and student. Government and military workers had the 

highest use values for radio as a medium when purchasing 

products as shown in Table 35. Professionals, managers, 

retirees, crafts workers and housewives use radio less 

than respondents in other kinds of occupation. Machine 
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Table 34 

The Main Effect of Occupation 
on Types of Media 

Hypoth. Error Hypoth. Error Sig. of 
Variable SS SS MS MS F F 

Newspaper 8.45 133.31 0.70 1.02 0.69 0.757 

Magazine 9.29 117.22 0.77 0.89 0.87 0.584 

Radio 13.97 54.16 1.16 0.41 2.82 0.002* 

Television 17.05 139.88 1.42 1.07 1.33 0.209 

Direct Mail 13.43 92.39 1.12 0.71 1.59 0.103 

* Significance at 0.05 probability level. 

operators, farmers, and students indicated similar use 

values in radio usage. 

Social Level 

Magazines and direct mail were significant at 0.05 

probability level according to social level as shown in 

Table 36. The various social levels did not impact the use 

of newspapers, radio, and television. Lower level 

respondents tended to use magazines more than direct mail 

(See Table 37). Lower level respondents were more willing 

to use magazines and direct mail than middle and upper 

level respondents. Middle level respondents also tended to 
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Table 36 

The Main Effect of Social Levels 
on Types of Media 

Hypoth. Error Hypoth. Error 
Variable SS SS MS MS 

Newspaper 4.44 137.32 2.22 

Magazine 7.70 117.32 3.85 

Radio 0.46 67.35 0.23 

Television 5.12 149.70 2.56 

Direct Mail 7.17 97.92 3.58 

0.98 

0.84 

0.48 

1.07 

0.70 

* Significance at 0.05 probability level. 

2.26 

4.60 

0.47 

2.39 

5.12 

Table 37 

Means of Use Value for Each Medium 
Social Levels 

Sig. of 
F 

0.108 

0.012* 

0.623 

0.095 

0.007* 

Media Lower Middle Upper 

Newspaper 

Magazine 

Radio 

Television 

Direct mail 

3.44 

2.85 

1.73 

2.85 

2.54 

2.95 

2.20 

1.56 

2.47 

1.77 

2.61 

1.76 

1.48 

1.95 

1.99 



79 

use magazines more than direct mail when purchasing 

products. 

Income 

Table 38 indicates that newspapers, magazines, radio, 

television, and direct mail were not significant at 0.05 

probability level with reference to income. 

Table 38 

The Main Effect of Income 
on Types of Media 

Hypoth. Error Hypoth. Error Sig. of 
Variable SS SS MS MS F F 

Newspaper 10.08 126.47 0.92 1.03 0.89 0.551 

Magazine 4.99 114.52 0.45 0.93 0.49 0.908 

Radio 4.12 61.48 0.37 0.50 0.75 0.689 

Television 10.01 137.11 0.91 1.11 0.82 0.624 

Direct Mail 9.14 91.45 0.83 0.74 1.12 0.354 

* Significance at 0.05 probability level. 

Research Question 3 

Is there a difference between the class of product 

(convenience, preference, shopping, and specialty 

goods) and the type of media (newspapers, magazines 
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television, radio, and direct mail) used by consumers? 

The Friedman two-way analysis of variance by ranks was 

used to study the differences of media usage under four 

classes of products purchased. The examples of each 

product class were listed in Part C of the questionnaire 

(See Appendix A) to evaluate the usage of the media under 

four classes of products. Scores in Table 39 were listed 

by averaging the scores of examples of each product class. 

The data of the Friedman test were ranked, the scores 

in each row being ranked separately. That is, with k 

conditions being studied, the ranks in any row range from 

1 to k (Siegel, 1956). The lowest score in each row was 

given a rank of 1, the next lowest score in each row was 

given the rank of 2, etc. The ranks from 1 to 4 in each 

row are listed in Table 40. 

The value of the Friedman test was 10.92. The 

probability associated with values as large as the 

observed value, 10.92, when the degree of freedom was 3 

was better than 0.05. Therefore, Research Question 3, 

differences in the usage of media under four classes of 

products was accepted. That is, the individual's usage of 

newspapers, magazines, radio, television, and direct mail 

was affected by the classes of products. 

Table 39 reveals that newspapers, radio, and direct 

mail are most widely used when respondents purchase 

shopping goods. Magazines tended to be seldom used when 
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Table 39 

Use Scores of Five Media Types Under 
Four Product Classes 

Convenience Preference Shopping Specialty 
Variables Goods Goods Goods Goods 

Newspaper 3.03 

Magazine 1.74 

Radio 1.53 

Television 2.18 

Direct Mail 1.77 

3 . 1 9 

2 . 1 4 

1 . 6 2 

2 . 8 2 

1 . 9 1 

3 . 4 0 

2 . 5 6 

1 . 6 8 

2 . 6 8 

2 . 0 0 

2 . 4 0 

2 . 4 7 

1 . 5 1 

2 . 1 1 

1 .64 

Table 40 

Use Ranks of Five Media Types Under 
Four Product Classes 

Convenience Preference Shopping Specialty 
Variables Goods Goods Goods Goods 

Newspaper 

Magazine 

Radio 

Television 

Direct Mail 

2 

1 

2 

2 

3 

2 

3 

4 

3 

4 

4 

4 

3 

4 

1 

3 

1 

1 

1 
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respondents purchase convenience goods. Television tended 

to be used more than newspapers, magazines, radio, and 

direct mail when respondents purchase preference goods. 

Magazines were more widely used when respondents purchase 

specialty and shopping products. 

Summary 

One hundred and fifty-two questionnaires were analyzed 

by factor analysis, multivariate analysis of variance, and 

Friedman two-way analysis of variance by ranks. Eight 

psychographic factors extracted by factor analysis were 

Traditional, Self-confident, Satisfied with Finances, 

Satisfied with Friends, Living Optimist, Self-conscious, 

Community Minded, and Homebody. Self-conscious was the 

only factor to affect the consumers* usage of newspapers, 

television, radio, magazines, and direct mail. In 

addition, the usage of television was affected by 

Satisfied with Finances factor. The demographic variables 

of marital status, age, education, ethnic group, political 

outlook, occupation, and social level influenced the usage 

of newspapers, magazines, radio, television, and direct 

mail. The usage of television was affected by one's 

political afiliation. Income did not influence media 

usage. The findings indicated that the individual's usage 

of the newspapers, television, radio, magazines, and 
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direct mail was affected by the classes of products: 

convenience, preference, shopping, and specialty goods. 

SHMHMHB^B^Bia^^H 



CHAPTER V 

SUMMARY, CONCLUSIONS, AND 

RECOMMENDATIONS 

This chapter includes a summary of the study, major 

findings, and conclusions. In addition, recommendations 

for future research are made. 

Summary of the Study 

The purpose of this study was to investigate the 

differences in the types of media used for four product 

classes, and to examine the effect of respondents' 

demographics and psychographics on the types of media. 

Eight hundred and four respondents were randomly selected 

from the population (8040) of five residential sections of 

Lubbock, Texas by using systematic sampling. The VALS 

methodology was used to collect respondent's psychographic 

and demographic data. Different merchandise names 

representing the classes of product were listed in the 

questionnaire. The respondents were asked to rate each 

type of merchandise according to the order of media usage 

when they purchased the merchandise. 

One hundred and fifty-two questionnaires were analyzed 

by a variety of statistical methods. Twenty-two 

psychographic statements were grouped into psychographic 

84 
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factors. Multivariate analysis of variance was used to 

test for differences of demographics and psychographics in 

the usage of newspapers, television, radio, magazines, and 

direct mail. Friedman two-way analysis of variance by 

ranks was used to study the differences of media selection 

under convenience, preference, shopping, and specialty 

goods purchased. Differences were considered statistically 

significant at the 0.05 level. 

Findings and Conclusions 

Based on the analysis of the data, the findings and 

conclusions that are related to the research questions are 

as follows: 

1. Eight psychographic factors extracted by factor 

analysis were Traditional, Self-confident, Satisfied with 

Finances, Satisfied with Friends, Living Optimist, Self-

conscious, Community Minded, and Homebody. 

2. Self-conscious affected the consumer's usage of 

newspapers, television, radio, magazines, and direct mail. 

The medium of newspaper was mostly used by every level of 

Self-conscious respondents. High Self-conscious 

respondents tended to use magazines and seldom used direct 

mail. 

3. Satisfied with Finances affected consumer's 

television usage. High level of Satisfied with Finances 

respondents were more willing to use the medium of 
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television than middle and low level respondents when 

purchasing products. 

4. Traditional, Self-confident, Satisfied with 

Friends, Living Optimist, Community Minded, and Homebody 

were not relative to consumer's media usage. 

5. The usage of newspapers was relative to Political 

Outlook. McCleneghan (1980) indicated that endorsement by 

newspapers tended to be positively related to how people 

vote in mayoral elections. Luttbeg (1988) also indicated 

that newspaper endorsement were more important to affect 

the outcome than personal attributes of the candidates. 

These indicate the newspaper believability and influences 

to readers. The findings revealed that every type of 

Political Outlook respondents had the highest use value in 

newspaper than the other medium when purchasing products. 

But, conservative and middle of the road respondents had a 

little higher newspaper use than liberal respondents. 

6. The usage of newspapers was not relative to marital 

status, age, education, ethnic group, political party, 

occupation, income, and social level. Becker and Connor 

(1981) indicated that newspaper usage was greater for 

females who are older and more educated. Lynn (1981) also 

found that newspaper readers were more likely to be 

married, between 30 and 60 years old, and had a higher 

educational level and better income. Engel, Warshaw and 

Kinnear (1987) found there was a significant relationship 
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between income and readership. These previous studies that 

have indicated that newspaper usage was relative to 

income, education, age and marital status are contrasted 

by the findings of this study. 

7. The usage of magazines was relative to marital 

status, age, education, and social level; and the usage of 

television was relative to age, education-, and political 

party. The findings by Soley and Reid (1983) that the 

usage of magazines and television were relative to income 

were not supported by the results of this study. This 

study supports the findings of Becker and Connor (1981) 

that the usage of magazines and television was positively 

related to education and age. Pierce (1977) reported that 

Republicans and conservatives were substantially more 

critical of the power of television newscasters than 

Democrats and liberals. This study supports the finding 

that Republicans are more willing to use television than 

Democrats and Independents. 

8. According to Sissors and Surmanek (1982), radio is 

able to reach certain kinds of audiences well through 

programming specialization where a radio station becomes 

known for its sound, and special kinds of audiences, such 

as men, women, teenagers, farmers, ethnic populations, and 

the elderly. This indicates radio usage is affected by 

gender, age, occupation, and ethnic group. The findings of 
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this study revealed that radio usage was relative to 

marital status, age, and occupation; and not relative to 

education, political party, political outlook, ethnic 

group, social level, and income. 

9. The usage of direct mail was relative to marital 

status, ethnic group, and social class; and not related to 

age, education, political party, political outlook, 

occupation, and income. The finding by Pironti, Vitriol 

and Thurm (1981) that the usage of direct mail was 

relative to age was not supported by the results of this 

study. Other demographic variables were not revealed in 

previous studies. Therefore, this finding can not be 

compared with others. 

10. Newspapers were widely used in purchasing 

shopping, preference and convenience goods, and seldom 

used in purchasing specialty goods. According to Sissors 

and Surmanek (1982), newspapers generally serve as a 

buying guide for readers who are looking for many 

different kinds of products. Lynn (1981) and Radolf (1984) 

also indicated that for more specific advertising 

information, costs of products and where to shop, the 

newspaper is the overwhelming preference. 

11. Radio and direct mail were used when purchasing 

shopping goods more than convenience, preference, and 

specialty goods. According to Pironti, Vitriol and Thurm 
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(1981), purchasing clothing by mail is of more interest to 

those over 65 years old. 

12. Magazines tended to be widely used when purchasing 

specialty goods and seldom used in purchasing convenience 

goods. From the concepts of shopping and specialty goods, 

the major distinction is on the basis of effort, not risk. 

Consumers no longer shop for alternatives but accept only 

one brand (Murphy & Enis, 1986; Enis & Roering, 1980). 

Magazines were widely used in purchasing specialty goods, 

since magazines are very successful in targeting groups of 

buyers with special interests. In addition, the 

disadvantages of the low level of reach and the late 

information presented by magazines make them a seldom used 

medium in purchasing convenience goods (Engel, Warshaw, & 

Kinnear, 1987) . 

13. Television tended to be used more than 

newspapers, magazines, radio, and direct mail when 

purchasing preference goods. Lynn (1981) indicated that 

television is the clear choice as the preferred source for 

information on new products. In addition, preference goods 

are low-involvement products. In low-involvement products, 

the exposure, attention, comprehension, and retention of 

the advertisement have a significant influence on purchase 

behavior (Assael, 1987). Color telecasting has the 

advantages of greater emotional impact and presentation of 
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appetite appeal for low-involvement products(Engel, 

Warshaw, & Kinnear, 1987). 

Recommendations 

Based on the findings, recommendations for further 

research include: 

1. Based on the findings, psychographic 

characteristics were not more efficient than demographic 

characteristics to segment target markets, since most of 

the psychographic factors were not relative to the 

individual's media selection. The findings of the study 

suggest that the effect of the psychographic 

characteristics on media selection has to be re-evaluated 

by using the other psychographic instruments. 

2. The findings of newspaper usage in this study was 

not supported by previous studies. Further study is 

necessary to test the influence of region on newspaper 

usage, since consumers in different geographical regions 

will use the newspaper medium differently. 

3. Demographics and psychographics were significantly 

relative to media usage. Further study is suggested to 

test the influence of the combinations of psychographics 

and demographics on the individuals' media usage. 

4. This study indicated that the difference in media 

usage related to certain demographic variables. Further 
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study is suggested to investigate the interactions of 

demographics on media usage. 

5. This study indicated that newspapers were widely 

used in purchasing convenience, preference, and shopping 

goods. Further study is suggested to test why consumers 

use newspaper as a medium to purchase convenience, 

preference, and shopping goods. The different reasons for 

purchasing convenience, preference, or shopping goods via 

newspaper need additional investigation. 

I^B 
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Dear Lubbock Resident: 

A. The folloving is a series of questions relating to your lifestyles and the usage of 
media. Please mark the answer to each question clearly with an (X) in the 
appropriate space at the right hand side of the page. Be certain that only one answer 
per question is checked and that all questions are answered. 

1. Following is a series of statements. Please indicate how much you agree or disagree 
with each one by checking the box which comes closest to how you feel. 

DISAGREE DISAGREE DISAGREE AGREE AGREE AGREE 
STRONGLY MOSTLY SOMEWHAT SOMEWHAT MOSTLY STRONGiy 

(Please Check one box (1) (2) (3) (4) (5) (o) 
for each item) 

I'd say I'm rebelling against _ 
the way I was brought up, n D D D 2 L-

In general, it's more important 
to understand my inner self 
than to be famous, powerful, or 
wealthy. D D D D D " 

My greatest achievements are ^ _ _ 
ahead of me G n G n _ -

I believe a woman can work 
outside the home even if she 
has small children and still 
be a good mother. 

It's very important to me to 
feel I am part of a group. 

Overall. I'd say Tin very 
happy. 

D 

D 

n 

D 

D 

D 

D 

n 

D 

D D G 

D G Z 

G G G 

I would rather spend a quiet 
evening at home than go out 
to a party. G G G 

A woman's life is fulfilled only 
if she can provide a happy home 
for her family. G G G G 

Air pollution is a major worldwide 
danger. G G G G 

I often feel left out of things 
going on around me G G • 



1 0 0 
DISAGREE DISAGREE DISAGREE AGREE AGREE AGREE 
STRONGLY MOSTLY SOMEWHAT SOMEWHAT MOSTLY STRONGLY 

(Please check one box (1) (2) (3) (4) (5) (o) 
for each item) 

It is wrong for an unmarried 
man or an unmarried woman _ 
to have sexual relations G G G G G --

Women should take care of 
running their homes and 
leave running the country 
up to men G G G G G G 

It would be best for the future 
of this country if the United 
States continues to taken an _ 
active part in world affairs G G G G G u 

The purchase and use of 
marijuana should be legalized G G G G 

I think we are spending too 
much money on military r̂  m n n 
armaments G G G G G Q 

2 During the last three years would you say your financial situation has been getting 
• worse has it stayed the same, or has it been getting better? (Please check one box) 

Gl. Getting worse 
G2. About the same 
G3. Getting better 

3. How satisfied are you with your present financial situation? (Please check one box) 
Gl. Very dissatisfied 
02. Mostly dissatisfied 
03. Mostly satisfied 
04. Very satisfied 

4 How much satisfaction do you get from each of the following in your life? 
(Please check one box for each item) ^^^ ^^ SATISFACTION 

NOT A GREAT AN EXTREME DOESN T 
Miir̂  n̂MR DEAL ^MQUI APPLY TO ME 
(1) (2) (3) (4) ^̂ ^ 

a. Your job (whether you work. _ p, G O 
keep house, or go to school) 0 G u ^ 

b. Nonwork activities such as _ p, n G 
hobbies D G U 

c. Your friends 0 0 ° ° 
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5. About how much confidence would you say you have in the following groups in our 

country? (Please check one box for each group) 

LEVEL OF SATISFACTION 

NO A SMALL A FAIR .A GRE.̂ T 
CONFIDENCE AMOUNT SOME AMOUNT DEAL 

( 1 ) ( 2 ) ( 3 ) ( 4 ) ( 5 ) 
a. Leaders of major companies D G G G 

b.Leadersof the military G G G 

B. The following background information questions are included only to help 
us interpret your responses on the other questions. Your responses here 
and throughout the questionnaire will be held strictly confidential. 

1. What IS your marital status? (Please check one box) 
Gl Married G5 Single 
G2. Widowed 
G3. Divorced or separated 
G4. Living together 

2. What IS your current age? (Please check one box) 
Gl lS-24 G5 45-54 
G2. 25-29 G6.55-64 
G3 30-34 07, 65 and over 
G4. 35-44 

3. What is the highest level of formal education you have completed? (Please check one 
box) 
GOl. Grades 1-S 
O02.Grade9-12 
O03 Technical school 
a04 1 - 3 years college 
G05- College graduate 
O06. Graduate school 

4. What ethnic group do you consider yourself to be a member of' (Please check one 
box) 

Gl. Caucasian or white 
G2. Black 
03 Hispanic or Spanish origin 
04. Other (Please specify); -̂  

5. Generally speaking, do you usually think of yourself as a Republican, a 
Democrat, or an independent? (Please check one box) 
01. Republican (Please answer question 6a) 
02. Democrat (Please answer question 6a) 
03. Independent (Please answer question 6b) 
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6a. If you are a Republican or Democrat, would you call yourself a strong or 

not very strong Republican or Democrat? (Please check one box) 
01. Strong Republican 
02. Not very strong Republican 
03. Not very strong Democrat 
04 Strong Democrat 

6b If you are independent, do you think of yourself as closer to the 
Republican or Democratic party? (Please check one box) 
01 Closer to the Republican party 
02. Not close to either party 
03 Closer to the Democratic party 

7 In terms of your political outlook, do you usually think of yourself as: 
(Please check one box) 
01 Conservative 
02. Middle of the road 
03 Liberal 

8 What was your major activity during the last week? (Please check one box) 
001. Working full time (30 hours or more) 
002. Working part time (less than 30 hours) (If working part time, please skip to 

question 9) 
003 Have a job but not at work due to illness, 

vacation, strike, etc. 
004 Looking for work, unemployed, laid off 
005. Attending school 
006. Retired (If retired, please skip to question 10) 
007. Keeping house 
008. Other (Please specify): 

9 Which one of the following categories best describes your occupation? 
(Please check one category) 
001. Professional or technical (e.g., accountant, artist, computer specialist, 

dentist, engineer, lawyer, librarian, nurse, physician, scientise, 
teacher, technician, writer, etc.) 

002. Manager or administrator (except on a farm) 

003 Sales worker (eg., insurance salesman, realtor, salesclerk, stockbroker, etc.) 

004 Clerical worker (e.g., bank teller, bookkeeper, cashier, office clerk, 
postman, secretary, teacher's aide, telephone operator, etc.) 

005. Crafts worker (e.g., baker, carpenter, electrician, foreman, jeweler, 
mechanic, painter, plumber, tailor, etc.) 

006. Machine operator (e.g., bus driver, conductor, factory worker, truck 
driver, operator of other kinds of machines) 

D07, Laborer (except on a farm ) (e.g.. carpenter's helper, fishman, 
garbage collector, stock handler, teamster, warehouseman, etc ) 

O08. Farmer or farm manager 

B B I 



103 

O09 Farm foreman or farm laborer 

OlO. Service worker (except in a private household) (e.g.. barber 
bartender, cook, dental assistant, dishwasher, firefighter, janitor, 
nursing aide, police officer, usher, waiter, etc ) 

Oil . Private household worker 

012. Government or military worker 

013 Other (please specify your job title and describe briefly what you 
do): , 

10. If you were asked to use one of the following terms to describe your 
social class, which would you choose? (Please check one box) 

01. Lower class 
02. Middle class 
03 Upper class 

11, What is your total household income in 1988 from all sources before 
taxes? (Please include here all income received by anyone in your 
household.) (Please check one box) 
OOl, Less than $5,ooo G07. $25,000 to $29,999 
G02. $ 5,000 to $ 7,499 G08. $30,000 to $39,999 
003. $ 7.500 to $ 9,999 G09. $40,000 to $49,999 
004. $10,000 to $14,999 OlO. $50,000 to $74,999 
O05 $15>000 to $19,999 Oil. $75,000 to $99,999 
G06. $20,000 to $24,999 012. $100,000 and over 

C. These questions are essential to investigate the usage of media when purchasing 
certain products. Please circle the use value of each media in each presented product 
line. For example: 

Product: washing machine 
not used ^^ most often used 

newspapers 1 2 3 \^ 
Magazines 1 2 3 r 6 
Radio 1 ^2) X 4 5 TV 1 T ( 3 ) 4 5 

Direct Mail {T) 2 3 4 5 

The use value for newspapers is 4 when purchasing washing machine. 

Product: Fresh produce and grocery staples no 
newspapers 
Magazines 
Radio 
TV 
Direct Mail 

used most often used 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 
2 3 4 5 



Product: Toothpaste 
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newspapers 
Magazines 
Radio 
TV 
Direct Mail 

not used 

Product: Clothing 

newspapers 
Magazines 
Radio 
TV 
Direct Mail 

not used 

Product: Automobile 

newspapers 
Magazines 
Radio 
TV 
Direct Mail 

not usee 

Product: Umbrella 

newspapers 
Magazines 
Radio 
TV 
Direct Mail 

not used 

2 
2 
2 
7 

2 

2 
2 
2 
2 
2 

2 
2 
2 
2 
2 

2 
2 
2 
2 
2 

3 
3 
3 
3 
3 

3 
3 
3 
3 
3 

^ 

3 
3 
3 
3 

3 
3 
3 
3 
3 

Product: Painting bv well-known artist 

newspapers 
Magazines 
Radio 
TV 
Direct Mail 

not used 
1 
1 
1 
1 
1 

Product: Soft drinks 

newspapers 
Magazines 
Radio 
TV 
Direct Mail 

not used 
1 
1 
1 
1 
1 

2 
2 
2 
2 
2 

2 
2 
2 
0 
<• 

2 

3 
3 
3 
3 
3 

3 
1 

3 
3 

4 
4 
4 
4 
4 

4 
4 
4 
4 
4 

4 
4 
4 
4 
4 

4 
4 
4 
4 
4 

most often used 
5 
5 
5 
5 
5 

most often used 
5 
5 
5 
5 
5 

most often used 
5 
5 
5 
5 
5 

most often used 
5 
5 
5 
5 
5 

most often used 
5 
5 
5 
5 
5 

most often used 
5 
5 
5 
5 
5 

• •H 
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Product: Exoensive snorts car 

newspapers 
Magazines 
Radio 
TV 
Direct Mail 

not used 
1 
1 
1 
1 
1 

Product: Detergent 

newspapers 
Magazines 
Radio 
TV 
Direct Mail 

Product: MfilLi 

newspapers 
Magazines 
Radio 
TV 
Direct Mail 

not used 
1 
1 
1 
1 
1 

suit 
not used 

1 
1 
1 
1 
1 

Please return by 

2 
2 
2 
2 
2 

2 
2 
2 
2 
2 

I 
2 
2 
2 
2 
2 

3 
3 
3 
3 
3 

3 
3 
3 
3 
3 

3 
3 
3 
3 
3 

. . in 

4 
4 
4 
4 
4 

4 
4 
4 
4 
4 

4 
4 
4 
4 
4 

most often used 
5 
5 
5 
5 
5 

most often used 
5 
5 
5 
5 
5 

most often used 
5 
5 
5 
5 
5 

the enclosed sel 
envelope. Thank you for your time. 
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Date : 
Dear Lubbock Resident: 

I am a graduate student in the College of Home Economics 
at Texas Tech University. Enclosed please find a simple 
and short questionnaire. The questionnaire survey is for 
my Master's thesis. 

The purpose of this study is to test what type of media 
leads you to buy, and the influence of lifestyles on the 
media usage of media. These data will be provided to 
advertisers as a reference on advertising merchandise. 

The questionnaire will take ten to fifteen minutes of your 
time. You need only to place an (X) in the appropriate 
space which best describes your answer to each question. 
Please complete and return it before April, 10. 1990 in 
the enclosed envelope. Your completion of the 
questionnaire is very important to this research study. 

Thanks very much. 

Dann Chang 
Graduate Student 
Texas Tech University 
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Date 

Dear Lubbock Resident: 

I have not received a completed questionnaire from you and 
am eagerly awaiting its return. Please take some time from 
your already busy schedule to help me out. I do believe 
the study of media usage across product classes to be an 
valuable consumer survey. If you have already responded, 
please disregard this reminder and thank you for your 
cooperation. 

Best regards, 

Dann Chang 
Graduate Student 
Texas Tech University 

..Jil ^ -Tr^iTirn«.l' _̂  .. .. ... I "l l"ii«l'l'llTTfAJLl ll'flll 
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In presenting this thesis In partial fulfillment of the 

requirements for a master's degree at Texas Tech University, I agree 

that the Library and my major dopnrtmcnt shall make it freely avail

able for research purposes. Permission to copy this thesis for 

scholarly purposes iriay be granted by the Director of the Library or 

my major professor. It is understood that any copying or publication 

of this thesis for financial gain shall not be allowed without my 

further written permission and that any user may be liable for copy

right infringement. 
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