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CHAPTER I 

THE PROBLEM 

The problem undertaken in this study is the development of a 

theoretical interpretation of consumer behavior using concepts from 

psychology. 

Marketing theory has largely been formulated on the basis of 

concepts and theories that have been borrowed from other disciplines. 

The first purpose of this study is to select a psychological theory 

that will aid in explaining constimer brand-switching behavior. The 

second purpose of this study is to test the applicability of using 

mediational theory of shift paradigms to predict consumer responses. 

Introduction 

A philosophical drift in the attitudes of American business 

managers is supposedly revealed by their adoption of the "Marketing 

Concept." Philip Kotler writes: "The marketing concept is a cus

tomer orientation backed by integrated marketing aimed at generating 

customer satisfaction as the key to satisfying organizational goals." 

The major emphasis of the marketing concept is the constmier. "In its 

fullest sense, the marketing concept is a philosophy of busines which 

•'•Philip Kotler, Marketing Management: Analysis, Planning, 
and Control (2nd ed.; Englewood Cliffs, New Jersey: Prentice-Hall, 
Inc., 1972), p. 17. 



states that the customer's want satisfaction is the economic and social 

justification of a company's existence." 

An understanding of customer behavior will enable a firm to 

achieve a better matching of the company's product offerings to the 

needs of the customer than would no consumer orientation. An optimum 

consumer orientation should aid the firm in achieving a more profit

able sales volume. James Myers and William Reynolds succinctly express 

a major reason for a consumer orientation in business as follows: 

Knowledge of consumer motivations and buying behavior is at 
the heart of the marketing concept. Without adequate quan
titative data and qualitative insights about the market 
targets that a firm now serves or hopes to penetrate in the 
future, it is difficult, if not impossible, to marshal cor
porate resources optimally to achieve planned objectives 
and enhance the profit position of the enterprise. 

This emphasis on understanding the consimier is also reflected 

in the various definitions of marketing. Limited and narrow defini

tions are being replaced with broader and more meaningful descriptions 

about the concerns of marketing. 

The American Marketing Association's definition of marketing 

is: "The performance of business activities that direct the flow of 

3 

goods and services from producers to consumer or user." This some

what restrictive definition is production oriented and primarily 

concerned with distribution. 

•̂ William J. Stanton, Fundamentals of Marketing (3rd ed.; New 
York: McGraw-Hill Book Company, 1971), p. 9. 

2James H. Myers and William H. Reynolds, Consumer Behavior and 
Marketing Management (Boston: Houghton Mifflin Company, 1967), p. v. 

^Marketing Definitions: A Glossary of Marketing Terms, Ralph S 
Alexander, chairman (Chicago: American Marketing Association, 1960), p 
15 

4 Stanton, Fundamentals of Marketing, p. 4. 



Recent definitions of marketing are putting more emphasis on an 

understanding of the consumer and less emphasis on the business activ

ities of firms. Frederick D. Sturdivant and others have given the 

following definition: 

Marketing . . . focuses not only on the resources and capabil
ities of the firm, but also on the changing needs of existing 
and potential customers within a dynamic environment. This 
method of conducting a company's business is based on the 
fundamental notion of the satisfaction of a. buyer's needs.•'• 

A consumer understanding is also implied in William J. Stanton's 

definition: "Marketing is a total system of interacting business activ

ities designed to plan, price, promote, and distribute want-satisfying 

products and services to present and potential customers." Some 

3 
knowledge of consumers is needed by marketing managers so that the 

best match of goods and services to market needs and wants can be 

achieved. 

These consumer oriented definitions of marketing and the empha

sis implied in the marketing concept concerning the consumer causes a 

problem for marketing managers. There is a definite reason for an 

understanding of consumers, but there is a paucity of useful concepts, 

theories, and/or models to aid in decision making with regard to con

sumer behavior. "The critical nature of consumer actions (or inactions) 

•'•Frederick D. Sturdivant, and others. Managerial Analysis in 
Marketing (Glenview, Illinois: Scott, Foresman and Company, 1970), p. 2. 

^Stanton, Fundamentals of Marketing, p. 4. 

-^"Marketing managers" is a term used to designate those individ
uals involved in the managerial process of analysis, planning, implemen
tation, and control of marketing functions. These managers rely on the 
coordination of distribution, promotion, product, and price in order to 
achieve a desired marketing goal. See Kotler, Marketing Management, pp. 
13-14; and E. Jerome McCarthy, Basic Marketing: A Managerial Approach 
(4th ed.; Homewood, Illinois: Richard D. Irwin, Inc., 1971), pp. 33-34. 



in the marketplace leads to attempts to understand and explain such 

behavior, and predict it under given circumstances.' 

Where is the marketing manager to turn if he is to find prac

tical and theoretical insights for an understanding of the consumer? 

Marketing theory is of little help for the practitioner. "Marketing 

has no theory that is defensible on the grounds of its logical con-

sistency, philosophic adequacy, or experimental foundation." Expla

nations and analyses of consumer actions are generally not undertaken 

3 
in marketing. 

Consumer concepts and theories are drawn from behavioral dis

ciplines other than marketing. Important contributions to marketing 

have been taken from the following disciplines: psychology, cultural 

anthropology, economics, and sociology. "Concepts borrowed from other 

areas of thought are facilitating, contributing to the effective 

achievement of marketing as a function of our business system." 

At the present time, marketing managers and marketing scholars 

must undertake interdisciplinary studies if they are to develop an 

understanding of consumer behavior. "Thus, the task facing the mar

keting man is to derive from . . . behavioral concepts various market 

•'•Sturdivant, Managerial Analysis in Marketing, p. 156. 

^Michael H. Halbert, "The Requirements for Theory in Market
ing," in Theory in Marketing, ed. by Reavis Cox, Wroe Alderson, and 
Stanley Shapiro (Homewood, Illinois: Richard D. Irwin, Inc., 1964), 
p. 17. 

•^Sturdivant, Managerial Analysis in Marketing, p. 156. 

^Robert Bartels, The Development of Marketing Thought, 
(Homewood, Illinois: Richard D. Irwin, Inc., 1962), p. 193. 



analyses, plans, and controls which will guide the structuring of the 

firm's resources, policies, and activities around the consumer."•'• 

If marketing is to develop a theory of consumer behavior, an 

interdisciplinary study is indicated. An applied approach to customer 

understanding that is needed by marketing managers may require study

ing the information and data available in the various professional 

journals, texts, and reports in the social sciences. Britt writes: 

For a marketing practitioner or marketing teacher to make use 
of materials from the behavioral sciences requires an over
whelming amount of "digging," reading, and studying. The 
marketing man has to become an interdisciplinarian. That is, 
he must introduce into the discipline known as marketing 
those theoretical considerations, experimental techniques, 
and empirical results from the disciplines of anthropology, 
sociology, and psychology that help to provide increased 
understanding of consumer behavior.^ 

The need to study the literature of disciplines other than mar

keting causes some problems. "Most behavioral scientists have little 

interest in marketing or in business generally. The major professional 

journals in psychology and sociology contain little which can be used 

per se in helping to develop marketing strategies."^ Even with their 

limited applicability, research findings and behavioral conceptualiza

tions from other disciplines have received extensive treatment in 

•'•Gerald Zaltman, "Marketing Inference in the Behavioral 
Sciences," in Fundamentals of Marketing: Additional Dimensions 
Selections from the Literature, ed. by Jack L. Taylor, Jr. and 
James F. Robb (New York: McGraw-Hill Book Company, 1971), p. 141. 

Steuart H. Britt, "What About Consumer Behavior and the 
Behavioral Sciences?" in Consumer Behavior and the Behavioral 
Sciences, ed. by Steuart H. Britt (New York: John Wiley and Sons, 
Inc., 1966), pp. 16-17. 

•^yers, Consumer Behavior and Marketing Management, p. v. 



marketing literature. Michael H. Halbert severely criticizes the 

direct adoption of theories from other disciplines for explaining 

market behavior. Halbert writes: 

This kind of borrowing [from other disciplines] is dangerous 
at best and larceny at worst. It is seldom that even a com
pletely adequate theoretical structure in one area is directly 
applicable to another. Often semantic similarity is mistaken 
for formal appropriateness. Also, many of the areas most 
closely related to marketing, such as the business disciplines 
and the social and behavioral sciences, are lacking in well-
developed, adequate, comprehensive theories and concepts of 
their own.^ 

The indiscriminate borrowing of theories and concepts from other dis

ciplines erroneously leads to an assumption that one area's contribu

tions are directly relatable to other areas of thought. Concepts from 

behavioral fields are used by marketers as tools that are dealt with 

3 
descriptively rather than as generalized ideas. 

Marketing managers are put into the uncomfortable positions of 

having to develop consumer concepts and theories from non-marketing 

areas. "So far, few attempts have been made to develop explicit 

criteria and principles for transferring knowledge from non-marketing 

areas to marketing." The problem is not one of deciding whether to 

use insights from the behavioral areas, but one of determining how to 

extract the relevant information or concepts from non-marketing dis

ciplines. 

See Appendix A of this study for an annotated listing of 
sources. 

2 
Michael H. Halbert, The Meaning and Sources of Marketing 

Theory (New York: McGraw-Hill Book Company, 1965), p. xxvi. 

•^Bartels, Marketing Thought, p. 194. 

Johan Arndt, "Applications of the Behavioral Sciences in Con
sumer Behavior," in Insights into Consumer Behavior, ed. by Johan 
Arndt (Boston: Allyn and Bacon, Inc., 1968), p. 7. 



Textbooks and collections of reading from the behavioral science 

areas generally present general theories and concepts and leave it to 

the reader to make specific applications to marketing. Seldom does the 

literature go beyond broad "implications for marketing."•'• 

Generally, publications dealing with this subject [relationship 
of marketing to the behavioral sciences] have made contribu
tions by demonstrating that the behavioral sciences can be 
applied to marketing, and by outlining some of the behavioral 
areas which have marketing accounts of behavioral science use. 
There has been virtually no discussion of the process of 
scientific inference which enables one to apply theories and 
findings from the behavioral sciences to marketing problems. 
(Italics mine.)"^ 

This study concerns the broad problem of the interdisciplinary 

use of concepts vis-ll-vis an analysis of the relevant literature and 

an experimental verification of a specific marketing problem. 

Specific Problems of the Study 

The Marketing Problem: An Introduction 

Consumer brand-switching is an increasing problem for market

ers. "Brand and store switching are as normal among consumers as 

loyalty."^ Brand-switching has become a favorite topic for writers 

of marketing texts and articles. For the marketing practitioner, 

brand-switching is so frequent that it has become, in the words of 

Ibid., p. 8. 

^Zaltman, "Marketing Inference in the Behavioral Sciences," 
p. J40. 

•̂ C. Glenn Walters and Gordon W. Paul, Consumer Behavior: 
An Integrated Framework (Homewood, Illinois: Richard D. Irwin, 
Inc., 1970), p. 507. 
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Nancy Bier of Printers' Ink, " . . . one of the national advertisers' 

major headaches." 

Marketers' primary concern is not with the infrequent user of 

their firms' products, but with the heavy and, supposedly, the most 

loyal user who switches brands. It is the heavy or regular user of 

products who has had the most invested in him both in time and money. 

The firm may lose its investment if its customers switch to competing 

products. Evidence shows that the heavy user of a product is more 

2 
likely to switch to other brands than are light users. 

Firms offering new products are also concerned with brand-

switching. These firms would like to learn what causes a consumer to 

switch brands. The analysis of brand-switching behavior and brand 

disloyalty should be analyzed in terms of new products, as well as 

older, more established products. 

If it is a genuinely new product, it must establish some 
degree of loyalty among its customers before competitors 
enter the field. Patterns of brand loyalty and switching 
behavior are consequently of intense interest to the firm 
introducing a new product or brand.^ 

Brand-switching is a complex phenomenon. Explanations of 

switching from one brand to another have included: sociological and 

psychological characteristics of the buyer, new product stimulus nov

elty, stochastic processes, and decision theory. Research directed 

at establishing those relevant factors eliciting brand-switching of 

Nancy Bier, "Who Can Control Brand-Switching?" Printers' Ink, 
Vol. 286 (February 7, 1964), p. 24. 

2 
William H. Reynolds, Products and Markets (New York: Appleton-

Century-Crofts, 1969), p. 188. 

^Ibid., p. 185. 
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both heavy and light users of products may provide " . . . a framework 

within which to evaluate the influence of price, advertising, distribu

tion . . . and various types of sales promotion." 

The problem of determining why heavy users of some products are 

more likely than light or moderate users to switch brands is an area of 

marketing where additional data is needed to aid in the understanding 

of consumer behavior. This problem has not been adequately evaluated 

in the marketing literature. No attempts at a conceptual explanation 

or empirical verification have yet been conducted on the phenomenon of 

heavy versus light users of a product and the relevant factors causing 

switching behavior in each of the two groups. 

Psychological Concept: Shift Paradigms 

Psychologists have discovered that in some types of discrimina

tion learning, the more trials that a person has to acquire some level 

of learning, the easier it is for that person to reverse that learning. 

Most theories of learning agree that increased training serves to 

strengthen what is learned; if the reversal of discrimination learning 

involves the extinction of one habit and acquiring another, then the 

conclusion is reached that overtraining should retard reversal learn

ing. The finding that overtraining significantly aids reversal learn

ing poses a problem for most learning theories. " . . . A fundamental 

problem posed by the analysis of discrimination-shift behavior of 

Alfred A. Kuehn, "Consumer Brand Choice as a Learning Process," 
in Perspectives in Consumer Behavior, ed. by Harold H. Kassarjian and 
Thomas S. Robertson (Glenview, Illinois: Scott, Foresman and Company, 
1968), p. 104. 
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humans is to account for the developmental change that takes place in 

the tendency to execute a reversal shift." 

Shift paradigms are concepts that are employed by psychologists 

in explaining a form of discrimination learning. Shift paradigms are 

concerned with the problem of explaining why human subjects sometimes 

are able to reverse previous learning and learn something new (even 

opposite to what was originally learned) more easily than those that 

have not learned the original material. 

A number of two-stage attention theories have been advanced to 

account for shift behavior in discrimination learning. These theories 

have an assumption that there is an acquisition of a mediating response 

that precedes the acquisition of instrumental response tendencies. 

Thus, discrimination learning might be a two-stage process. The first 

stage consists of a mediating process which alters the discriminability 

of cues (causing the cues to appear more distinctive). The second 

stage establishes the association between the stimulus pattern and the 

instrumental response. 

It is emphasized, however, that mediational and nonmediational 
mechanisms may operate jointly in determining shift perform
ances. For example, a mediational strategy and response 
switching may be used simultaneously in executing the rever
sal shift.^ 

It appears, at this cursory level of analysis, that the psy

chologists' study of shift paradigms may be conceptually related to 

•̂ Howard H. Kendler and Tracy S. Kendler, "Reversal-Shift 
Behavior: Some Basic Issues," Psychological Bulletin, Vol. 72 (March, 
1969), pp. 229-232, at p. 229. 

2 
Larry R. Goulet, "Basic Issues in Reversal-Shift Behavior: 

A Reply to Kendler and Kendler," Psychological Bulletin, Vol. 75 
(April, 1971), p. 286-289, at p. 288. 



marketers' problem of consumer brand-switching. One specific question 

that this investigation attempts to answer is: Is it feasible to 

explain why brand-switching occurs in terms of shift paradigms from 

psychological literature? 

The second specific question that is explored is: Why are 

heavy users of products sometimes more likely to switch brands than 

are light users of those products? 

The third question is: What are the factors (product, place, 

promotion, or price) or combination of factors that elicit brand-

switching behavior? 

Statement of the Objectives 

The first objective of this study is the critical review of 

complex (multidimensional) shift paradigm studies. These research 

studies shall be synthesized so that they become pertinent to empir

ical tests in a marketing context. An objective of this dissertation 

is the development of a descriptive explanation of why heavy users of 

products switch brands. 

The second objective is an experiment to discover the factors 

accounting for brand-switching behavior. It is hoped that the evidence 

of the experiment plus the descriptive explanations of behavior will 

compliment each other and will add to the knowledge concerning con

sumer behavior. 

The third objective is the development of a framework on which 

marketers may borrow psychological concepts to explain consumer behav

ior. 



12 

Need for the Study 

A practicing marketing manager is faced with the problem of 

understanding the consumer. Although companies are spending much of 

their resources to influence the consiomer, there is little evidence 

to show if the money is accomplishing what it is supposed to do in 

influencing the consumer. Howard and Sheth write: 

The need for a structure to guide basic research is obvious. 
Probably few fields of human activity have available so many 
facts as do companies on the buying behavior of their cus
tomers. Unfortunately, each of these bits and pieces of 
data stands alone, isolated and of limited usefulness, 
instead of being integrated into a whole, which would endow 
each part with the meaning that emerges from the whole. At 
the same time there are available many tested propositions 
from behavioral science, especially psychology, each of 
which could bring a few of the bits and pieces of data 
together to yield a pattern of meaning.-^ 

Hypotheses 

Two hypotheses were tested in this investigation. One hypoth

esis pertained to the utilization of the concept of shift paradigms in 

explaining brand-switching behavior. This hypothesis pertained to the 

application of psychological shift paradigms to aid marketers in 

explaining and understanding brand-switching behavior. The second 

hypothesis is concerned with the factors eliciting a switch in brands 

for either heavy or light users of products. 

The hypotheses of this study were: 

The first hypothesis (Hĵ ) : it is feasible to utilize selected 

psychological concepts to develop a theory of consumer brand-switching 

^John A. Howard and Jagdish N. Sheth, The Theory of Buyer 
Behavior (New York: John Wiley and Sons, Inc., 1969), p- vii. 
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behavior. This hypothesis will be accepted on an a priori basis if it 

meets the tests of logical consistency, syntactics, semantics, and 

pragmatics. 

The second hypothesis (H2): heavy users of products are more 

likely to brand-switch than are light users of those products. The 

factorial design will be tested with the F̂  test at a .05 level of 

confidence. 

Methodology 

There were two designs for this study. The first design was 

of a descriptive nature. This design consisted of two parts: a) a 

critical review of the literature concerning psychological shift 

paradigms, and b) a literature review of brand-switching of con

sumers. This a priori analysis is developed in Chapter II. The 

development is summarized as follows: 

1. A critical review of the psychological literature known 

as "shift paradigms." This review was to determine what, 

if any, psychological concepts are available to explain 

why heavy users of products are sometimes more likely to 

switch brands than are light users of those products. 

2. A review of marketing literature (brand-switching behav

ior) to discern what, if any, underlying concepts are 

available to explain the brand-switching of heavy and 

light users of products. 

3. An analysis and integration of the findings of (1) and 

(2) above, to develop a logical, conceptual model of 

brand-switching behavior. 
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The second design of this study is an experiment to test the 

paradigm that was developed by the first design. Chapter IV of this 

study presents the design and Chapter V presents the findings of the 

experiment. 

Limitations of the Study 

The study has the following limitations: 

First, the study only considers shift paradigm concepts from 

psychology. A full understanding of consumer behavior must consider 

disciplines other than just psychology. 

Secondly, the experiment suffers from the following: 

1. A limited population of consumers is studied. More data 

from additional groups of consumers is needed in order 

to develop a broader understanding of brand-switching 

behavior. 

2. The experiment deals with only one type of product and 

the findings may not be applicable to other kinds of 

products. Additional experimentation with other types 

of products may be needed. 

3. The experimental study is not dynamic. Consumer behav

ior is manipulated only one time. 

Plan of the Study 

Chapter II of the study contains a review of literature from 

the field of marketing that explains brand-switching behavior. Chap

ter III contains a review of psychology literature pertaining to 

discrimination learning and shift paradigms. In Chapter IV, the 

author presents an experiment that was designed to test mediational 
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effects in a marketing context. The results of the experiment are 

presented in Chapter V. Chapter VI contains a summary, interpreta

tions, and recommendations that are based on the findings of the 

study. 



CHAPTER II 

PSYCHOLOGICAL CONCEPTS APPLIED TO MARKETING: THE 

RELATIONSHIP OF LEARNING THEORY TO BRAND-

SWITCHING BEHAVIOR 

Preview of Chapter II 

Chapter II has the following major divisions: (1) an introduc

tion; (2) a review of the marketing and psychological literature that 

relates learning and discrimination to consumer behavior; (3) a liter

ature review of brand loyalty and brand switching; and (4) conclusions 

from the literature reviews. 

Figure 2-1 is a schematic representation of the relationships 

of certain psychological concepts to their counterparts in marketing. 

Two basic ideas are represented by the schema: (1) a range in con

ceptual perspectives from very broad to specific; and (2) an equiva

lency across conceptual levels. 

A conceptual hierarchy is illustrated in Figure 2-1. Level I— 

Human Behavior and Consumer Behavior—represents the most general and 

broadest coverage of any of the concepts shown. An equivalency among 

concepts is also delineated in Figure 2-1. Each level represents an 

equality in ideas between two disciplines of study. For example. 

Level I presents the view that consumer behavior is comparable con

ceptually with human behavior. 

16 
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The introduction to Chapter II contains a selective review of 

the literature of human behavior as it relates to consumer behavior. 

Next the concept of learning is reviewed and analyzed in terms of the 

literature of both psychology and marketing. The third level of analy

sis is that of discrimination learning as it relates to decision 

processes in consumers' brand choices. 

The second major division of Chapter II is a review of the 

marketing literature concerning brand-switching behavior. Chapter II 

also explores the marketing concepts of brand loyalty and brand usage 

rates for their import on behavior. The final section of Chapter II 

discusses the findings of the literature reviews. 

Introduction 

"Psychology is the science of behavior." Psychologists study 

a difficult subject that has many meanings. "Behavior is a difficult 

subject matter, not because it is inaccessible, but because it is 

extremely complex. Since it is a process, rather than a thing, it 

2 
cannot be held still for observation." Kimble and Garmezy define 

3 
behavior as "any detectable activity of the organism." While a 

majority of the definitions of behavior stress overt and observable 

•̂ Gregory A. Kimble and Norman Garmezy, Principles of General 
Psychology (2nd ed.; New York: The Ronald Press Company, 1963), p. 
30. 

^B. F. Skinner, Science and Human Behavior (New York: The 
Free Press, 1953), p. 15. 

^Kimble and Garmezy, Principles of General Psychology, p. 623. 
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actions, " . . . it is becoming increasingly recognized that the overt 

act is only one point . . . " in a total process. 

"Human behavior refers to the total process whereby the individ

ual interacts with his environment." (Italics in original.) A portion 

of the general concept of human behavior can be classified as consumer 

behavior. Stated in another way, "consumer behavior is a subdivision of 

3 

human behavior." However consumer behavior is classified, the impor

tant factor to consider is how that concept of behavior is to be used 

by marketers. 

For marketing and economics it is consistent to seek a clas
sification of consumer behavior which can be interpreted in 
terms of ends and means. The aim of the marketer is to sell 
products which serve as instrumentalities to promote the ends 
sought by consumers. 

Consumer behavior has been defined as " . . . the acts of indi

viduals directly involved in obtaining and using economic goods and 

services, including the decision processes that precede and determine 

these acts." (Italics in original.) Consumer behavior is that sub

part of human behavior concerned with individual interactions in a 

marketing environment. Wroe Alderson utilizes a concept which he 

James F. Engel, David T. Kollat, and Roger D. Blackwell, Con
sumer Behavior (New York: Holt, Rinehart and Winston, 1968), p. 5. 

2 
C. Glenn Walters and Gordon W. Paul, Consumer Behavior: An 

Integrated Framework (Homewood, Illinois: Richard D. Irwin, Inc., 
1971), p. 6. 

^Ibid. 

"̂ Wroe Alderson, Marketing Behavior and Executive Action (Home-
wood, Illinois: Richard D. Irwin, Inc., 1957), p. 168. 

Engel, Kollat, and Blackwell, Consumer Behavior, p. 5. 
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calls an "organized behavior system" to explain consumer behavior. 

"Organized behavior systems are the entities which operate in the 

marketing environment." Consumer behavior is the process of human 

interactions with marketing organizations. The distinction between 

consumer behavior and human behavior is not well-defined. " . . . 

It is not always possible to separate consumer behavior from human 

behavior, since a part of human behavior concerns consumer activ

ities."^ 

Learning 

"Most American psychologists, especially those of an experi

mental bent, regard learning as the fundamental process in the under-

3 
standing of human behavior." The term "learning" is a hypothetical 

construct that, when expressed in operational terms, treats changes 

in the organism's behavior resulting from exposure to stimuli. 

"Learning is a relatively permanent change in a behavioral tendency 

that occurs as a result of reinforced practice." (Italics in original.) 

•'•Wroe Alderson, Dynamic Marketing Behavior: A Functionalist 
Theory of Marketing (Homewood, Illinois: Richard D. Irwin, Inc., 
1965), p. 26. As a further elaboration on this concept of behavior 
in a marketing environment, Wroe Alderson writes: "A Complete defini
tion of an organized behavior system draws on all the primitive terms-
namely, sets, behavior and expectations. A system is a set of inter
acting elements. A behavior system is a system in which interactions 
take the form of human behavior. In an organized behavior system the 
organizing element is the expectations of the members that they as 
members of the system will achieve a surplus beyond what they could 
attain through individual and independent action." Ibid., p. 25. 

2 
Walters, Consumer Behavior, p. 7. 

o 

Bernard Berelson and Gary A. Steiner, Human Behavior: An 
Inventory of Scientific Findings (New York: Harcourt, Brace and 
World, Inc., 1964), p. 133. 

Kimble and Garmezy, Principles of General Psychology, p. 133 



21 

Learning has been defined as a change in the probability that an orga

nism will make a particular response in a certain situation.^ There 

are several definitions of learning. Learning is a matter of defini

tion and this has lead to the existence of several theories of learn

ing. 

Learning theories make either implicit or explicit assumptions 
about the fundamental nature of the hypothetical learning 
process. . . . The controversies between different theorists 
have resulted in the addition of . . . important experimental 
work to the field.^ 

These differences in the definitions of learning have led to two broad, 

theoretical views toward learning: connectionist theories and cognitive 

theories. 

"Connectionist theorists have stimulated the greatest amount of 

3 
research dealing with learning." These theorists view learning as a 

change in behavior resulting from practice. Learning is explained by 

the association of a stimulus and a response. 

One early school of psychology. Behaviorism, called the asso
ciations between stimuli and responses "S-R bonds" and con
tended that all forms of human behavior, no matter how com
plex, could be reduced ultimately to these elementary 
associations.^ 

Ellen p. Reese, "The Analysis of Human Operant Behavior," in 
Introduction to General Psychology: A Self-Selection Textbook, ed. 
by Jack Vernon (Dubuque, Iowa: William C. Brown Company, 1966), pp. 
3-4. 

2, 'Reed Lawson, Learning and Behavior (New York: The Macmillan 
Company, 1964), pp. 8-9. 

3 
Engel, Kollat, and Blackwell, Consumer Behavior, p. 137. 

James H. Myers and William H. Reynolds, Consumer Behavior 
and Marketing Management (Boston: Houghton Mifflin Company, 1967), 
pp. 40-41. 
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The cognitive theorists view learning as the acquisition of the 

capability to perform. " . . . Through learning the organism acquires 

the capability to perform certain acts, although sometimes this capabil

ity may remain latent and its appearance in behavioral change may not 

be immediate." According to the cognitive view, learning is dependent 

upon man's ability to think and to solve problems. Cognitive theorists 

discount reinforcement and conditioning for learning. 

The marketing manager and scholar may wonder which theoretical 

structure of learning is the correct one to use for marketing problems. 

The cognitive approach offers a more complete explanation of learning 

than does the connectionist theories. A broad and general theory of 

behavior may not work in all types of marketing situations or problems. 

Engel, Kollat, and Blackwell have written: 

While cognitivists . . . may have the most complete theory, 
the simplicity and critical attention to measurement of 
behavior supports the value of connectionist theory in many 
marketing problems as a framework for conducting research. 
Thus, in those situations where the associative pairing of 
stimuli and responses appears to be more critical than 
intervening variables in predicting behavior or conducting 
research, it is appropriate to conduct research with a con
nectionist approach.^ (Italics in original.) 

Thus, with respect to psychological theories for use in market

ing, an eclectic approach seems justifiable. The myriad theoretical 

approaches to learning may all be true to some degree and in some sense, 

Also, marketing problems may involve more than one type of learning. 

"The consumer analyst should pick and choose from the concerns of 

Gregory A. Kimble, Hilgard and Marquis' Conditioning and 
Learning (New York: Appleton-Century-Crofts. Inc., 1961), p. 4. 

^Engel, Kollat, and Blackwell, Consumer Behavior, pp. 137-138. 
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different theories and apply those that are useful in the solution of 

specific problems in consumer motivation and behavior."•'• 

Learning is an important concept in psychological literature. 

Consumer learning is a basic component in explanations of consumer 

behavior. "If learning is one of the fundamental processes of human 

behavior, it is certainly a basic part of consumer behavior in the 

2 
market place." The premise that "all consimier behavior is learned"^ 

is held by several marketing authors. 

Buyers are involved in a learning process as they purchase 

goods or services in the market to satisfy their wants. Products can 

be viewed as being concepts that are composed of cues (stimuli) that 

the consumer uses to learn certain responses. 

For marketers to succeed, consumers must learn favorable 
attitudes and adequate knowledge about marketers' products 
and stores, and additionally, consumers must learn certain 
behavioral patterns that will produce sales for marketers.^ 

p. 38. 

^Ibid. 

2 
•'Myers and Reynolds, Consumer Behavior and Marketing Management, 

3 
-•Walters and Paul, Consumer Behavior, p. 314. 

'̂ The following authors all make explicit reference to the view 
that only learned behavior is important in understanding consumer moti
vations. Engel, Kollat, and Blackwell, Consimier Behavior, pp. 113-116; 
Rom J. Markin, The Psychology of Consumer Behavior (Englewood Cliffs, 
New Jersey: Prentice-Hall, Inc., 1969), p. v; James U. McNeal, An 
Introduction to Consumer Behavior (New York: John Wiley and Sons, 
Inc., 1973), pp. 67-68; Thomas S. Robertson, Consumer Behavior (Glen
view, Illinois: Scott, Foresman and Company, 1970), pp. 25-32; 
Frederick D. Sturdivant and others. Managerial Analysis in Marketing 
(Glenview, Illinois: Scott, Foresman and Company, 1970), p. 179; 
Gerald Zaltman, Marketing: Contributions from the Behavioral Sciences 
(New York: Harcourt, Brace and World, Inc., 1965), pp. 19-23. 

McNeal, Consumer Behavior, p. 67. 
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Discrimination and Brand Choice 

How does the potential purchaser decide which of several brands 

will satisfy his particular wants? A model of consumer behavior that 

will both explain and predict which product will be chosen by the con

sumer, would be of great importance to a marketer. 

The consumer faces many similar brands of products in the mar

ket place. The consumer must make some kind of choice from among the 

various products that are available to him. In any decision situation 

the consumer is faced with two or more behavioral alternatives. In 

consumer theory it is of fundamental importance to explain how choices 

are made among the alternatives. What psychological concept offers 

the best explanation of consumer choice behavior? An understanding 

of the process of choice behavior may be possible through the study 

and incorporation of the concept of discrimination learning. 

Discrimination learning is " . . . the differential response 

of the organism to different stimuli."•'• Discrimination learning can 

be studied from either the stimulus-response or cognitive viewpoints. 

The stimulus-response school places " . . . great emphasis upon the 

gradients of stimulus generalization and upon the gradual accumulation 

of habit strength to the correct stimulus."^ The cognitive approach 

stresses problem solving and experience as important factors in dis-

3 
crimination learning. 

•'•Kimble and Garmezy, Principles of General Psychology, p. 625. 
Sturdivant and others writes: "The product is a complex stimulus . . .," 
in Managerial Analysis in Marketing, p. 157. 

^James Deese, The Psychology of Learning (New York: McGraw-
Hill Book Company, Inc., 1958), p. 82. 

^Ibid. 
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In the market a consumer is exposed to an almost infinite variety 

of stimuli. A customer enters a store and is exposed to various products 

and their associated cues. The consumer is then in the position of hav

ing to choose a product on the basis of stimulus attraction. These 

stimuli may originate from the product, the environment, and/or the 

influences of social interactions. What is empirically known about 

consumers' choice behavior? George Day writes: 

Since we assume that a choice is ultimately made, some kind of 
a decision rule must be used. Even granting that different 
people may use different decision rules when faced with the 
same situation, it is to the discredit of the empirical work 
on brand loyalty that we still know very little about these 
decision rules. About all that can be said is that choice 
is not entirely random.-'• 

Even though there seems to be little evidence to explain con

sumer choice process in the market place, the formation of predictable 

preferences is theoretically supportable. Discrimination is a process 

of learning. " . . . An organism learns to emit a response to a stim-

2 
ulus." Discriminations are formed by reinforcing certain behavior in 

the presence of one set of stimuli and not reinforcing behavior in 

3 
other stimulus situations. When a consumer uses a brand and finds 

it reward his " . . . ability to discriminate between similar cue 

George S. Day, Buyer Attitudes and Brand Choice Behavior 
(New York: The Free Press, 1970), p. 68. 

^Engel, Kollat, and Blackwell, Consumer Behavior, p. 124. 

^Ellen p. Reese, "The Analysis of Human Operant Behavior," 
in Introduction to General Psychology: A Self-Selection Textbook, 
ed. by Jack Vernon (Dubuque, Iowa: William C. Brown Company, 1966), 
p. 10. 
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configurations improves. Discrimination increases the specificity of 

the cue-response connection, . . ."^ 

A product that is distinct (has cues that are perceived by the 

individual as being different) allows an "easier" discrimination. 

"Distinctiveness of alternatives is the psychological 'distance' among 

substitutable alternatives on each relevant dimension of choice: price, 

quality, availability, and service."^ Product differentiation is neces

sary because competitors can take customers away by increasing distinct

iveness of their cues. "Differential advantage is subject to change and 

neutralization by competitors. In dynamic markets differential advan

tage can only be preserved through continuous innovation." Studies 

on discrimination are important in understanding new product adoption. 

Discrimination is basically a response to a particular stimulus 

or set of stimuli that has been learned. There is an extinction of 

similar responses to similar products. If a purchaser derives more 

reinforcement from using Brand A than Brand B, he will be more inclined 

to continue purchasing Brand A. The preceding buyer may be said to 

have learned to discriminate among the brands. Discrimination may 

occur without any previous experience with the brands in question if 

the consumer practices "perceptual discrimination." Perceptual dis

crimination is " . . . the tendency to discriminate among brands by 

Philip Kotler, Marketing Management: Analysis, Planning and 
Control̂  (2nd ed. ; Englewood Cliffs, New Jersey: 1972), p. 105. 

2 
John A. Howard, Marketing Management: Analysis and Planning 

(Rev. ed.; Homewood, Illinois: Richard D. Irwin, Inc., 1963), p. 80. 

3 
Wroe Alderson, "The Analytical Framework for Marketing" in 

%£keting and the Behavioral Sciences, ed. by Perry Bliss (Boston: 
Allyn and Bacon, Inc., 1963), p. 29. 
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looking at them rather than by 'experiencing' them through consumption— 

[and this] is important in purchasing such as in discrimination among 

packages." 

Physical differences among brands are becoming less. Consumers' 

abilities to discern physical differences among brands of products in 

the market place are being hampered by firms producing nearly identical 

products. "The ability to distinguish among the various brands . . . 

may technically exist, but the magnitude {of the difference] is quite 

small and is unlikely to be of great value in the market place."^ As 

the ability to discriminate product differences on physical levels 

becomes diminished, consumers somehow learn to perceive product dif

ferences on a symbolic, imaginary level. "Symbolic product differences 

are especially crucial when technical product differentiation is limited 

or not possible. . . . Symbolic product meaning is of major significance 

in brand choice."^ 

Marketing strategies are developed so that a consumer will per

ceive the company's offerings, not as products, but as brands. Market

ers anticipate that consumers will be able to discriminate among the 

various brands that are available. Marketing abounds with examples of 

consumers learning to prefer one product or store instead of another. 

The literature of discrimination learning may be of help to marketers 

in examining how consumers classify, compare, and utilize various 

•'•Howard, Marketing Management, p. 82. 

2 
Myers and Reynolds, Consumer Behavior and Marketing Manage-

ment, p. 18. 

^Sturdivant, and others. Managerial Analysis in Marketing, 
p. 159. 
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stimuli in making choices. Research that is directed toward finding 

the factors by which consumers discriminate one brand from others 

offers a possibility of providing a framework within which to eval

uate the effects of product innovation, pricing policies, promotional 

efforts, and distribution. 

Brand Switching 

Introduction 

Brand loyalty is part of marketing's vocabulary. Brand loyalty 

has been defined as a sequence of brand choices. Brand loyalty has 

also been expressed as a probability of repeat purchasing over time.-'-

Researchers have found significant consistencies in consumers' pur-

chase behavior regarding various products. "The consumer's tendency 

to develop brand loyalty is an important advantage to the marketer of 

3 
an established brand." 

Although the concept of brand loyalty seems simple, a workable 

definition is lacking. Definitions of brand loyalty are not only elu

sive but also numerous. Brand loyalty has been defined in terms of 

the proportion of purchases of the most popular brand. Sheth defines 

•'•Engel, Kollat, and Blackwell, Consumer Behavior, p. 609-

^George H. Brown, "Brand Loyalty—Fact or Fiction?" Advertising 
Age, Vol. 23 (June 9, 1952), pp. 52-55; and Ross M. Cunningham, "Brand 
Loyalty—What, Where, How Much?" Harvard Business Review, Vol. 34 
(January-February, 1956), pp. 116-128. 

^Sturdivant and others. Managerial Analysis in Marketing, p. 
174. 

Cunningham, "Brand Loyalty," pp. 116-118. 
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brand loyalty as the number of choices in sequence during a certain 

length of time.-'- Guest defines brand loyalty as the consistency of 

brand purchasing over long periods of time (up to a period of twenty 

2 
years). The great majority of definitions of brand loyalty are 

behavioral in that they attempt to show purchasing behavior by con

sumers. 

Cognitive elements of brand loyalty have been offered in some 

recent explanations of consumer choice behavior. Krugman and Hartley 

3 
have developed a cognitive approach to brand loyalty. Tucker presents 

experimental findings on cognitive strength of loyalties. 

While learning theories from psychological literature have been 

used in attempts to explain the phenomenon of brand loyalty, the dichot

omy between connectionist and cognitive theories has not resulted in a 

unified explanation of brand loyalty. Jacoby and Kyner have found 

empirical support for a conceptual definition of brand loyalty. Their 

definition is based on the idea that brand loyalty is a form of repeat 

purchasing. Jacoby and Kyner's conceptual definition includes the 

following conditions: (1) purchasing that is non-random, (2) behavioral 

Jagdish N. Sheth, "How Adults Learn Brand Preference," Journal 
of Advertising Research, Vol. 8 (September, 1968), pp. 25-36. 

^Lester Guest, "Brand Loyalty Revisited: A Twenty-Year Report," 
Journal of Applied Psychology, Vol. 48 (April, 1964), pp. 93-97. 

Herbert E. Krugman and Eugene L. Hartley, "The Learning of 
Tastes," The Public Opinion Quarterly, Vol. 24 (Winter, 1960), pp. 621-
631. 

^William T. Tucker, "The Development of Brand Loyalty," Journal 
£f Marketing Research, Vol. 1 (August, 1964), pp. 32-35. 

^Jacob Jacoby and David B. Kyner, "Brand Loyalty Vs. Repeat Pur
chasing Behavior," Journal of Marketing Research, Vol. 10 (February, 
1973), pp. 1-9. 
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responses, (3) temporal, (4) availability of alternatives, and (5) 

behavior that is a result of a decision-making process. Jacoby and 

Kyner's major contribution is in their development of a logical frame

work that can be used to tie together two views of brand loyalty: 

repeat purchases (behavioral) to underlying processes (cognitive). 

Explanations of Brand Switching 

A number of hypotheses have been advanced to explain why con

sumers change brands. There is usually some empirical evidence for 

any one of these theories. Theories of brand switching can be cate

gorized as behavioral descriptions of internal psychological states 

or expressed in terms of quantitative models. 

Behavioral descriptions of brand switching attempt to analyze 

consumer behavior at a micro-level. Various "internal" factors have 

been conceptualized in order to explain brand switching behavior. 

These descriptions of cognitive processes include: curiosity, 

disappointment, reassurance,^ availability of alternatives, deci

sions, and attitude shifts. 

Because physical differences among products have become less 

pronounced, marketers have advanced theories that brand switching is 

due to chance. "When individuals have difficulty discriminating 

Walters and Paul, Consumer Behavior, p. 508. 

^Ibid. ^Ibid. 

^Francesco M. Nicosia, Consumer Decision Processes: Market-
jjig and Advertising Implications (Englewood Cliffs, New Jersey: 
Prentice-Hall, Inc., 1966). 

^Ibid., p. 19. 

^Day, Buyer Attitudes and Brand Choice Behavior, p. 58. 
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between stimulus situations, behavior becomes random." (Italics mine.) 

Purchases of coffee (a product where brand differentiation is limited) 

are reported to be closely approximated by a random Poisson process. 

In an early experiment involving subjects' abilities to discriminate 

between cigarettes, correct recognition of the unmarked cigarettes was 

3 
no better than could be expected due to chance. 

Partly due to this trend in product similarity, and partly due 

to the quantitative orientation of the researchers, attention has been 

focused on various probabilistic models to explain brand switching. 

These models attempt to represent behavior as a stochastic process. 

The particular stochastic model depends on the assumptions made regard

ing the effects of experience on behavior. Brand switching generally 

is presented stochastically by one of three models: Bernoulli, Markov, 

or linear learning models. 

A Bernoulli model of brand switching behavior assumes that pre

vious purchases have no effect on present purchasing. Each brand 

switching probability remains constant from one purchasing period to 

the next. Massy, Montgomery, and Morrison assume: 

. . . that households reevaluate the worth of the various brands 
at discrete points in time, that the outcomes of the successive 
evaluations (drawn from the distribution of probabilities) are 
independent of one another, and that the purchase probabilities 
do not change (i.e., the process is Bernoulli) between reevalua-
tions. 

^Engel, Kollat, and Blackwell, Consumer Behavior, p. 125. 

Day, Buyer Attitudes and Brand Choice Behavior, p. 68. 

^Richard W. Husband and Jane Godfrey, "An Experimental Study 
of Cigarette Identification," Journal of Applied Psychology, Vol. 18 
(April, 1934), pp. 220-223. 

^William F. Massy, David B. Montgomery, and Donald G. Morrison, 
Itoĉ liastic Models of Buying Behavior (Cambridge, Massachusetts: The 
M.I.T. Press, 1970), p. 18. 



32 

Frank found evidence that probability of buying was constant over a 

period of time for each buyer in his sample. 

Most researchers have presented brand switching in terms of a 

Markov model. Markov models assume that the analysis of present pur

chase behavior depends only on the immediately preceding purchase event 

and any earlier history than that is irrelevant. Ehrenberg explains 

this model as follows: 

Markov brand-switching models aim in general to deal with 
repeat-buying and brand-switching behavior, primarily for 
frequently bought nondurable consumer goods. Consumer 
purchasing of different brands within a single product 
field is usually analyzed for successive equal periods 
of time, e.g., months or quarters.^ 

A third stochastic model that has been used to explain brand 

switching is the linear learning model patterned after the generalized 

form first presented by Bush and Mosteller.^ The assumption in the 

linear learning model is that " . . . the probability that a consumer 

will purchase a particular brand is a function of what she has learned 

from past favorable experiences with that brand." In the linear 

learning model, a consumer's behavior is affected by several previous 

brand choices. " . . . The act of purchasing and using a particular 

•'•Ronald E. Frank, "Brand Choice as a Probability Process," 
Journal of Business, Vol. 35 (January, 1962), pp. 43-56. 

^A. S. C. Ehrenberg, "An Appraisal of Markov Brand-Switching 
Models," Journal of Marketing Research, Vol. 2 (November, 1965), pp. 
347-362, at p. 347. 

•̂ Robert R. Bush and Frederick Mosteller. Stochastic Models for 
Learning (New York: John Wiley and Sons, Inc., 1955). 

^James M. Carman, "Brand Switching and Linear Learning Models," 
Journal of Advertising Research, Vol. 6 (June, 1966), pp. 23-31, at 
p. 23. 
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brand is assumed to affect the probability that this brand will be 

selected the next time the product class is to be purchased." 

A linear learning model that has attracted considerable atten

tion in marketing is the one developed by Alfred A. Kuehn. Kuehn's 

2 
1962 study of brand loyalty attempted to show that consumer's brand 

choice behavior can be represented as a linear stochastic process. 

3 
Kuehn's learning model is patterned after the Bush-Mosteller model. 

Kuehn defined his linear model in terms of the slopes and intercepts 

of two straight lines. The lines are called "purchase operator" and 

"rejection operator." These operators are explained as follows: 

If the brand in question is purchased by the consumer on a 
given occasion, the consumer's probability of again buying 
the same brand the next time that type of product is pur
chased is read from the purchase operator. If the brand 
is rejected by the consumer on a given buying occasion, the 
consumer's probability of buying that brand when he next 
buys that type of product is read from the rejection 
operator.^ 

Empirical support of this linear model came from a study that Kuehn 

conducted from 1950-1952 on data from 600 Chicago families' sequential 

purchases. Brand switching patterns for Snow Crop frozen orange juice 

were analyzed. The conclusions from Kuehn's study have been summarized 

by Thomas S. Robertson as follows: 

Massy, Montgomery, and Morrison, Stochastic Models, p. 141. 

^Alfred A. Kuehn, "Consumer Brand Choice as a Learning Process," 
in Perspectives in Consumer Behavior, ed. by Harold H. Kassarjian and 
Thomas S. Robertson (Glenview, Illinois: Scott, Foresman and Company, 
1968), pp. 104-114. 

3 
Bush and Mosteller, Stochastic Models. 

Kuehn, "Consumer Brand Choice," p. 104. 
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1. Those consumers who buy orange juice most frequently 
exhibit the highest probability of continuing to pur
chase the same brand (brand loyalty). [Brand loyalty 
was exhibited by consumers who bought Snow Crop four 
times in a row preceding the selection under consider
ation, Kuehn predicted a probability of .832 for the 
consumers to buy Snow Crop. If the preceding four 
purchase events did not include any purchases of Snow 
Crop, Kuehn predicted a probability of .048 that Snow 
Crop would be chosen. Actual probabilities of pur
chases of Snow Crop revealed .806 for the former, and 
.048 for the latter set of conditions.] 

2. The probability of the same brand being purchased 
decreases exponentially with an increase in time 
between two purchase events. 

3. The probability of buying a particular brand is depen
dent upon the recency of the last purchase of that 
brand. 

4. Consumers tend not to develop such strong brand loy
alties that either the complete acceptance or rejec
tion of any one brand is assured.-^ 

Even though Kuehn's linear learning model predicts purchase 

behavior quite well from purchase history, there are some serious 

defects in the model. A problem of considerable importance is that 

of estimating the four parameters. "If this [determining the para

meters] could be done £ priori, the model might be of value to 

marketing management for use in forecasting." Massy, Montgomery, 

and Morrison write: " . . . We cannot trust the specific predictions 

he obtains or the implied estimates of parameters." Philip Kotler 

points out two other problems with Kuehn's stochastic learning model: 

•'-Thomas S. Robertson, Consumer Behavior (Glenview, Illinois: 
Scott, Foresman and Company, 1970), p. 31. 

^Kuehn, "Consumer Brand Choice as a Learning Process," p. 105. 

^Massy, Montgomery, and Morrison, Stochastic Models, p. 157. 



35 

The purchase operator is too rigid in implying inevitable 
satisfaction with use. Also, this model, . . . ignores the 
effect on brand choice of variations in the marketing mix. 
It describes the buyer's brand purchase probabilities as 
being modified solely through past brand choices.•'• 

Stochastic models are abstractions of the real world. They may 

be too abstract to present completely the many faceted aspects of brand 

2 
switching. Probably no simple structure can do an adequate job. In 

the typical stochastic model, the inputs are the sequence and frequency 

of brand purchases. Herein lies the stochastic models' major weakness— 

3 
the lack of incorporation of several important marketing variables. 

The influences and relationships of price, promotion, product, and 

distribution are not considered in these probabilistic models. There 

is sufficient justification to believe that stochastic models are not 

able to adequately explain brand switching. Ehrenberg writes: 

So far, it has never been shown that there is either any need 
or any value in going beyond the nonstochastic flow model 
type of interpretation. What is more, there is already ample 
evidence that the probabilistic interpretation would be impos
sible.^ 

It may be that stochastic models may explain nothing about 

brand switching. The value of these probabilistic models may lie in 

the development of experimental work to verify the brand switching 

hypotheses. 

•'•Philip Kotler, Marketing Decision Making: A Model Building 
Approach (New York: Holt, Rinehart, and Winston, 1971), p. 506. 

^Markin, The Psychology of Consumer Behavior, p. 128. 

"̂ Douglas L. MacLachlan, "A Model of Intermediate Market 
Response," Journal of Marketing Research, Vol. 9 (November, 1972), 
pp. 378-384, at p. 378. 

^Ehrenberg, "An Appraisal of Markov Brand-Switching Models," 
p. 361. 
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Brand Switching Experimentation 

As marketers have formulated various hypotheses to explain con

sumers' brand switching behavior, a need for empirical support of their 

theories has been felt. A priori analyses do not fully explain under

lying causes of behavior. Thus, marketers have begun to conduct experi

ments in order to test their various brand switching models. 

In 1959, Edgar Pessemier conducted an experiment that tested 

the effects of price changes on brand switching behavior. At the 

beginning of the experiment, the subjects were asked to indicate the 

brands they usually purchased for their own use. Each subject received 

sufficient money to buy the highest priced item on a simulated shopping 

trip and still receive change. If lower priced brands were chosen, the 

subjects could receive more change. The experiment was designed to 

allow someone at random to actually receive the change and the products. 

The goal that the consumers were striving for was maximization of satis

faction. In the simulated shopping trips, the subjects' preferred 

brands were presented along with other brands in that product category. 

The subjects' preferred brands were incrementally raised in price while 

the other brands stayed at the regular price. "Thus, he [the subject] 

was faced with deciding whether he would continue to purchase his pre-

2 
ferred brands, or whether he would switch to some other brands." 

Pessemier discovered that a three-cent increase in the price of a 

subject's favorite brand elicited a switch in 53 per cent of all 

Edgar A. Pessemier, "A New Way to Determine Buying Decisions," 
in Readings in Market Research, ed. by Keith K. Cox (New York: Mere
dith Publishing Company, 1967), pp. 252-260. 

^Ibid., p. 254. 



37 

buyers; in the case of cigarettes, a five-cent increase was needed to 

get 58 per cent of the buyers to switch from their favorite brands. 

One brand of toothpaste continued to be purchased even when a maximum 

premium of seven cents was reached. (Pessemier reasoned that brand 

loyalty was exhibited for this toothpaste because of this brand's 

strong position in the market.) 

There have been several experiments conducted that have changed 

a product's price and observed the resulting effects on brand loyalties. 

Another of these price changing experiments was done by Chance and 

2 
French who investigated brand switching in simulated shopping trips. 

The 136 subjects were to assume that they were on a normal shopping 

trip that required selecting one of two named brands from each of 

seven product categories. In the first phase of the experiment, the 

subjects had to select a product without knowing its price. The sec

ond phase was conducted in the same manner as was the first but the 

prices were given. "In the third phase, respondents were asked to 

tell how many cents off of the price of the brand not preferred would 

The usual assumption is that loyalty and perceived quality 
are related through price. Also, a loyal user perceives his product 
as being a quality product. The following studies have manipulated 
the price of products in order to observe the effects on brand loy
alties: Andre Gabor and C. W. J. Granger, "Price as an Indicator of 
Quality," Economica, Vol. 33 (February, 1966), pp. 43-70; David 
Gardner, "An Experimental Investigation of the Price/Quality Rela
tionship," Journal of Retailing, Vol. 46 (Fall, 1970), pp. 25-41; 
Harold J. Leavitt, "A Note on Some Experimental Feelings About the 
Meaning of Price," Journal of Business, Vol. 27 (July, 1954), pp. 205-
210; and J. Douglas McConnell, "The Development of Brand Loyalty," 
Journal of Marketing Research, Vol. 5 (February, 1968), pp. 13-19. 

^William A. Chance and Norman D. French, "An Exploratory Inves
tigation of Brand Switching," Journal of Marketing Research, Vol. 9 
(May, 1972), pp. 226-229. 
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be required to induce them to switch brands.' Chance and French dis

covered that housewives were ready to switch brands in some product 

categories but not in others. 

Although price changes do affect some brand loyalties, there 

are instances in which even the maximum inducement in the form of 

premiums did not elicit a brand switch. The reason for the resist

ance to switching is that some products are relatively more or less 

price elastic than are other products. Thus, in the case of Pesse

mier 's study, price changes could not account for a consumer's resist

ance to brand switching. In Pessemier's experimental study, the char

acteristics of the products are factors influencing brand switching. 

The view that brand switching behavior is a function of product types 

is supported by the work done by Chance and French who write: "As 

aggregated according to product type, considerable [significant] vari

ation was evident in the percentage of those who would switch at some 

2 
price." Engel, Kollat, and Blackwell believe that the effects of 

price are a function of other factors than just price. "The greater 

the number of options for satisfaction of need, the less important 

price tends to become."^ Brand switching is not caused by a single 

influence or for just one reason. A variety of forces may be operat

ing at any one time to determine brand switching. 

^Ibid., p. 226. 

^Ibid., p. 227. 

^James F. Engel, David T. Kollat, and Roger D. Blackwell, 
Consumer Behavior (2nd ed.; New York: Holt, Rinehart and Winston, 
Inc., 1973), p. 253. 
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It is generally recognized that brand switching behavior can be 

induced by the introduction of new brands of products. Marketers have 

used the word "adoption" to explain the process by which consumers 

accept new brands and products. Not all new products are able to 

elicit shift behavior. (Philip Kotler writes: " . . . the studies 

concur that a significant and probably substantial percentage of new 

products fail. ) With regard to those products that bring about brand 

switching, the important question to consider is: What is it about a 

new product that may cause a consumer to switch to it? Product experi

mentation is limited. The primary thrust of research in the product 

area has been in test marketing. Explanations of the effects of pro-

ducts on brand switching is available from several good sources. All 

brand switching can not be attributed solely to the product. Engel, 

Kollat, and Blackwell have written: 

A variety of forces are necessary to stimulate adoption. Some 
of these influences are marketer dominated such as advertising, 
sampling, and the sales force. Effective utilization of these 
marketing forces depends upon knowledge of the diffusion char
acteristics of the product category. At the same time, other 
variables influence the adoption process which are beyond the 
control of the marketing strategist. In the latter instance, 
the consumer analyst provides information helpful in adapting 
to consumer realities rather than trying to change them.-̂  

Kotler, Marketing Management, p. 466. 

^For excellent reviews of products' effects on brand switching 
see the following: Everett M. Rogers, Diffusion of Innovations (New 
York: The Free Press of Glencoe, 1962); Elihu Katz, Martin L. Levin, 
and Herbert Hamilton, "Traditions of Research on the Diffusion of 
Innovations," American Sociological Review, Vol. 28 (April, 1963), pp. 
237-252; and Charles W. King, "Adoption and Diffusion Research in Market
ing: An Overview," in Science, Technology, and Marketing, ed. by Raymond 
M. Haas (Chicago: American Marketing Association, 1966) y pp. 665-684. 

^Engel, Kollat, and Blackwell, Consumer Behavior (2nd ed.), p. 
610. 
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Promotional methods are employed to elicit brand switching 

behavior. Experimentation has been done in advertising using frequency 

of exposure as the independent variable. In an experiment by Stewart, 

the independent variable was newspaper advertisements and the dependent 

variable was purchasing.^ Subscribers to a newspaper were put into one 

of four quadrants. Those subjects in one quadrant received no advertise

ments concerning the new product; those in a second quadrant received 

advertisements once a week for four weeks; a third group received eight 

exposures; and, the subjects in the fourth quadrant received twenty 

advertising exposures. In all instances, the advertisements were the 

same. Measurable effects of the advertisements were small; but, there 

was a difference in the effects of advertisements for the two products. 

One of the findings from Stewart's study is that it requires many repe

titions of advertisements for purchasing to result. "Brand awareness 

rose quickly among respondents continually exposed to the newspaper 

advertising."^ 

Cromwell and Kunkel have reported that the amount learned varies 

directly with the frequency of exposure to advertisements.^ Engel, 

Kollat, and Blackwell write: " . . . repetition is a fundamental tenet 

of learning theory. Most authorities agree that repetition of a persua

sive message generally is beneficial." Herbert E. Krugman conducted an 

John B. Stewart, Repetitive Advertising in Newspapers: A Study 
£f_X^o New Products (Boston: Harvard University Press, 1964). 

^Ibid., p. 116. 

•5 

-"Harvey Cromwell and Richard Kunkel, "An Experimental Study of 
the Effect on Attitude of Listeners of Repeating the Same Oral Propa
ganda," Journal of Social Psychology, Vol. 35 (May, 1952), pp. 175-184. 

Engel, Kollat, and Blackwell, Consumer Behavior (2nd ed.), p. 
338. ~ 
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experiment in which he tested the influence of repeated exposures of 

packages on consumer preferences. Krugman's study " . . . demon

strates that repeated exposures to a package can alter the rank order 

2 
of consumer preference, . . . " Repeated exposures did not influence 

preferences in all instances. 

One set of packages . . . showed a significant reversal of 
preferences with repeated exposures when tested in the 
western location but not in the eastern or midwestern loca
tions. The second set of packages . . . showed reversal of 
preferences in both western and midwestern locations but 
not in the eastern location.-' 

Although Krugman offered no explanation of why diffel-ences in reversal 

occurred, it may be hypothesized that the different locations repre

sented heterogeneous market sements having differences in needs and 

perceptions. 

A correlation between awareness and actual buying behavior due 

to repetitions of advertisements (or some other factor) does not neces

sarily exist for all products and in all situations. Increased learning 

does not mean that purchasing will result. Hovland, Janis, and Kelley 

suggest that too many repetitions of a message may actually lead to a 

decrease in an individual's attention to those messages. "The only 

defensible conclusion is that awareness and content retention can be 

Herbert E. Krugman, "The Learning of Consumer Likes, Prefer
ences, and Choices," in Applications of the Sciences in Marketing 
Management, ed. by Frank M. Bass, Charles W. King, and Edgar A. 
Pessemier (New York: John Wiley and Sons, Inc., 1968), pp. 207-225. 

^Ibid., p. 214. ^Ibid., p. 212. 

^Carl Hovland, Irving L. Janis, and Harold H. Kelley, Commu
nication and Persuasion (New Haven, Connecticut: Yale University 
Press, 1953), p. 249. 
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increased through repetition, but that the proper number and timing of 

exposures are unique to each situation."-^ 

"Heavy" vs. "Light" Users 

Marketers have classified consumers into non-users, light users, 

and heavy users of products. Since heavy users account for more sales 

2 

than do the light users, there is a need for analyses of the groups. 

It is argued that heavy and light users constitute distinct market seg

ments, each having discernible characteristics. The purpose of explor

ing heavy market segments and light market segments would be in the 

application of varying marketing strategies to reach particular con

sumer targets. If it could be found that the heavy users of products 

were different from other users, it might be possible to aim promotional 

efforts with the optimum appeals to the heavy users. The possibility 

exists of adapting marketing efforts to reach light users in order to 

convert them to heavy users. One of the assumptions in using the 

•'•Engel, Kollat, and Blackwell, Consumer Behavior (2nd ed.), 
p. 342. 

2 
Several studies have demonstrated that heavy users account for 

the largest volume of sales in comparison with groups classified as 
being light users of products. Dik Warren Twedt reported that 39 per 
cent of heavy cola drinkers accounted for 90 per cent of cola sales in 
a 1962 Chicago Tribune study. Twedt also reported that for lemon-lime 
beverages " . . . one heavy half [user] household is equal in purchase 
volume to nine households in the light half," in Dik W. Twedt, "How 
Important to Marketing Strategy is the 'Heavy User'?" Journal of 
Marketing, Vol. 28 (January, 1964), pp. 71-72. In another study done 
by the Morton Salt Company, it was reported that 42 per cent of Ameri
can salt users accounted for 76 per cent of the sales volume. The 
same study reported that those families classified as light users 
(48 per cent of American salt users) account for only 24 per cent of 
salt sales. "Selling Salt Isn't Simple; Morton Studies Market to 
Fight Dwindling Table Salt Use," Marketing Insights, Vol. 2 (March 
13, 1967), p. 22. (Hereinafter referred to as "Selling Salt Isn't 
Simple.") 
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concept of heavy users " . . . as a special market target is that cus

tomers in this segment have different responses to promotion than do 

customers whose relative consumption is lighter." Twedt considers 

the heavy user a distinct market segment that " . . . buys more, buys 

2 

more often, and buys more different brands." Finally, knowledge con

cerning differences between heavy and light users could be used by the 

marketing theorist to understand consumer purchasing processes better. 

Although it is relatively easy to show a relationship of heavy 

product users to sales volume, it is not as easy to define a heavy 

user operationally. Some individuals buy and consume more of a pro

duct than do other consumers. These individuals that consume more 

are generally, but not always, defined as heavy users. There is a 

problem in locating the heavy (or light) users. " . . . One person 

might be a heavy user of one product, while a person with entirely 

3 
different characteristics may be a heavy user for another product." 

A tautology results from this lack of identification of user charac

teristics; e.g., a heavy product user buys more of that product. In 

•'•Ronald E. Frank, "Market Segmentation: Findings and Implica
tions," in Applications of the Sciences in Marketing Management, ed. 
by Frank M. Bass, Charles W. King, and Edgar A. Pessemier (New York: 
John Wiley and Sons, Inc., 1968), pp. 39-68, at p. 55. (Hereinafter 
referred to as Market Segmentation.") In the same article Frank pre
sents the following as an example of the differences in responses from 
heavy and light users: "The long-run effect of feature advertising is 
greater for light buyers than for heavy buyers, but the opposite is 
true for nonfeature advertising. Possibly a feature-sized ad is 
required to affect the awareness of a substantial proportion of light 
buyers." Quote taken from page 56 of "Market Segmentation." 

^Twedt, "How Important to Marketing Strategy is the 'Heavy 
User'?" p. 71. 

3 
McNeal, Consumer Behavior, p. 136. 
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the Morton salt study, heavy users were defined as those families buying 

five or more standard packages of salt per year; light users bought less 

than five packages per year. Twedt defined heavy users by " . . . cut

ting the households at the median purchase point (so that we have a 

2 
'light using half and a 'heavy using half')." In the study by Frank 

the following criteria were used to define users: 

Light users of the product are defined as those households 
who purchased less than or equal to a certain specified 
annual rate during the period of investigation. Heavy 
buyers are correspondingly those that purchased more than 
the rate specified. The rate is set so that approximately 
one-half the number of ounces purchased in the market dur
ing the 101-week period are purchased by those households 
that are defined as light users. 

Defining types of product users is an arbitrary procedure. Definitions 

vary from researcher to researcher and from product to product. 

In studies of heavy and light product users, no discernible 

patterns of loyalty, personality, or other characteristics have been 

shown. It would appear that a brand-loyal customer could be posi

tively correlated with heavy users of that product. Research has 

failed to show that this is true. Frank writes: " . . . the 'high 

brand-loyal' household apparently has a profile of personality and 

socioeconomic characteristics that is virtually identical to that of 

households exhibiting a lower degree of loyalty." Dik W. Twedt 

•'""Selling Salt Isn't Simple," p. 22. 

^Twedt, "How Important to Marketing Strategy is the 'Heavy 
User'?" p. 71. 

Frank, "Market Segmentation," p. 55. 

^Ibid., p. 61. Frank is stating the conclusion from a study 
dealing with brand loyalties of beer, coffee, and tea. In that study, 
ten per cent of the variation for beer was associated with personality 
and socioeconomic characteristics. For coffee and tea the association 
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believes that a heavy user household is not readily identifiable except 

through analyses of purchase behavior. Only very small differences 

were found in the personality characteristics between heavy and light 

2 

users of a branded medication. 

The conclusions from the preceding discussion are that market

ers have classified product users into light and heavy categories, 

which are basically not distinguishable from one another except by an 

arbitrary classification scheme of the particular researchers. 

Marketers have attempted to find evidence that a positive rela

tionship exists between users (classified either as heavy or light) and 

brand loyalty. If such a relationship could be found, a logical basis 

for segmenting markets would exist. 

Marketing literature abounds with references to contrasts 
involving each of the dimensions [total purchases and brand 
loyalty]. It is often argued that two of the most valuable 
market segments to penetrate are the 'heavy half and those 
households that exhibit a high propensity to be brand-loyal.^ 

Researchers have reported some paradoxical findings from their studies 

of brand loyalty of heavy and light users of products. Marketing 

studies have revealed the following: (1) loyalty is not related to 

was only five per cent. Frank does not believe that the results lead 
to their consideration as bases for market segmentation. The study 
was presented in: William F. Massy, Ronald E. Frank, and Thomas 
Lodahl, Purchasing Behavior and Personal Attributes (Philadelphia: 
University of Pennsylvania Press, 1968). 

•'•Twedt, "How Important to Marketing Strategy is the 'Heavy 
User'?" p. 71. 

^M. J. Gottlieb, "Segmentation by Personality Types," in 
Advancing Marketing Efficiency, ed. by Ljmn H. Stockman (Chicago: 
American Marketing Association, 1958), pp. 148-158. 

^Frank, "Market Segmentation," p. 53. 
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frequency of product purchases; (2) light users have been found to be 

both loyal and more likely to brand switch; and (3) heavy users have 

been found to exhibit the highest loyalty and have a propensity to be 

brand switchers. These paradoxes are presented in the following sec

tions of this study. 

Loyalty Unrelated to Usage Rates 

Various studies have been conducted to ascertain whether or 

not brand loyalty is related to the amount of product consumed. In a 

study of family buying decisions, Coulson concluded that frequency of 

purchase is not related to brand loyalty. In another study, the high

est rank correlation coefficient was only .195 (for canned peas) between 

2 
quantity of product used and brand loyalty. 

Loyalty Positively Related 
to Usage Rates 

In spite of the preceding studies, there is other evidence to 

support the view that heavy users are brand loyal. George S, Day 

3 
describes a true brand loyal buyer as a heavy buyer of the product. 

Massy, Frank, and Lodahl report that the number of purchases in 

sequence is positively correlated with brand loyalty. "Families 

who are highly loyal with respect to brand and store choice for beer 

^John S. Coulson, "Buying Decisions within the Family," in 
On Knowing the Consumer, ed. by Joseph Newman (New York: John Wiley 
and Sons, Inc., 1966), pp. 59-66, at p. 66. 

^Cunningham, "Brand Loyalty—What, Where, How Much," pp. 116-128, 

^Day, Buyer Attitudes and Brand Choice Behavior, p. 153. 

Slassy, Frank, and Lodahl, Purchasing Behavior and Personal 
Attributes, p. 50. 
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also tend to purchase more of the product than do the less loyal coun

terparts." Brand loyalty was higher for heavy purchasers than for 

2 
light users of frozen orange juice. Frank attempts to explain the 

frozen orange juice findings as follows: 

. . . at the time of Kuehn's study, frozen orange juice con
centrate was a relatively young product category. It may be 
that with respect to a new product, so closely tied to health, 
heavy users occur disproportionately in cases where a house
hold feels that it has found a definitely superior brand. 
This effect might tend to disappear as the product becomes 
better established.-^ 

A "deal-prone" consumer can be switched from one brand to 

another by means of coupons, price-off labels, contests, stamps, and 

other types of deals. Webster conducted a study of consumer deal 

proneness. A regression analysis of 45 independent variables revealed 

that: "Deal proneness tends to decrease as the proportion of the most-

frequent ly purchased brand (i.e., 'brand loyalty') increases and as the 

total number of units purchased increases." In other words, incentives 

for brand switching become less important to a heavy user of a product. 

Webster felt that this finding of less deal proneness for heavy users 

^Ibid., p. 46. 

^Alfred A. Kuehn, "Consumer Brand Choice—A Learning Process?" 
in Quantitative Techniques in Marketing Analysis, ed. by R. E. Frank, 
A. A. Kuehn, and W. F. Massy (Homewood, Illinois: Richard D. Irwin, 
Inc., 1962), pp. 390-403. 

3 
Frank, "Market Segmentation," p. 63. 

^John S. Wright, Daniel S. Warner, and Willis L. Winter, Jr., 
Advertising (3rd ed.; New York: McGraw-Hill Book Company, 1971), pp. 
662-676. 

^Frederick E. Webster, Jr., "The Deal-Prone Consumer," Journal 
£1 Marketing Research. Vol. 2 (May, 1965), pp. 186-189, at p. 188. 



48 

was contrary to what might be expected. "It could be argued that the 

heavy user would be more likely to search out deals, since more is 

spent for the product and it is more important in the budget than in 

the low-user case. . . ." 

Loyalty Negatively Related 
to Usage Rates 

There is evidence to show that heavy users of products are more 

likely to be switchers than are light users. A study by Morton Salt 

revealed the following: "Some 42 per cent of U. S. families are clas

sified as heavy users of table salt (they buy five or more standard 

2 
packages per year), and the remaining 48 per cent are light users." 

Heavy and light users were further divided as follows: 

38 per cent of heavy users are loyal; 
62 per cent of heavy users are brand switchers; 
67 per cent of light users are loyal; and, . 

33 per cent of light users are brand switchers. 

The data shows that the largest percentage of brand switchers are found 

within the heavy-user category. For salt at least, it appears that loy

alty is negatively related to usage rates. 

^Ibid.. p. 189. 

^"Selling Salt Isn»t Simple," p. 22. See Footnote 2 on page 42 
of this study for additional comments on this point. 

^Ibid. The data appeared in the article "Selling Salt Isn't 
Simple" as: " . . . the heavy users account for 76 per cent of the 
salt volume annually [the percentages presented in the paper represent 
usage rates for the U.S. families and not volume], and this percentage 
breaks down into 29 per cent which is purchased by loyal users to some 
brand, and 47 per cent which is purchased by those who switch brands. 

The light users of salt account for the remaining 24 per cent of the 
salt volume annually, and this percentage breaks down into 16 per cent, 
which is purchased by families loyal to some brand, and 8 per cent which 
is purchased by non-loyal families." 
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The heavy user market holds promise for development of a market

ing strategy. " . . . For many products, there is a small percent of 

people that use a large percent of a product." The iinplication is that 

a small segment may be the most profitable. There are two problems with 

this approach: (1) classification and (2) indiscriminate switching. 

Defining and classifying heavy and light product users is a problem. 

(See pages 42 through 46 of this study.) " . . . [Heavy users] often 

defy any sensible classification. That is, it is difficult to put them 

in an age or education category, . . ." It has been found that there 

are some individuals who switch brands indiscriminately. These individ-

respond " . . . to every new product, price discount, or promotion cam

paign in their search for something better, more economical, or simply 

3 
'different'." Webster found that there are individuals who switch 

4 
brands almost continuously. 

Do marketers need to understand why heavy users brand switch? 

The heavy user's inclination toward brand switching is of interest to 

firms that are product innovators. If a marketer is to introduce a 

new product successfully, it behooves him to know what would cause 

consumers to switch from established products to his product. Market

ing managers of established products in the market need to understand 

why consumers switch brands in order to neutralize possible causes of 

brand switching behavior. 

"McNeal, Consumer Behavior, p. 135. 

^Ibid. 

^yers and Reynolds, Consumer Behavior and Marketing Manage
ment, p. 140. 

^Webster, "The Deal-Prone Consumer," pp. 186-189. 

TEXAS TECH LIBRAW 
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Summary 

This chapter of the study contains the various viewpoints regard

ing brand loyalty and brand switching. There seems to be sufficient evi

dence to support a theory of brand switching. The fact is, brand 

switching is too common. It occurs across a wide range of products and 

consumer types. Marketers have attempted to study brand switching through 

analyses of heavy and light product users. The outcomes of these studies 

have not been very revealing. "It can be argued fairly convincingly that 

the light user of a product will more likely switch brands than the 

heavy. The converse can also be argued convincingly. It is possible 

that both propositions contain some truth." Farley determined that 

brand switching in product classes is associated with price, importance 

2 
of the product to the consumer, and the distribution structure. Also, 

it is quite possible that any number of concepts may interact to cause 

brand switching behavior. 

The next chapter of this study explores an area of human dis

crimination learning called "Shift Paradigms." These psychological 

theories of shift behavior will be critically analyzed and adapted in 

order to utilize the theoretical structures in an explanation of brand 

switching behavior. The reliability of these psychological theories 

for explaining marketing behavior depends on the validity of the assump

tion that "shifts" are somehow comparable with "switching." 

^William H. Reynolds, Products and Markets (New York: Appleton-
Century-Crof ts, 1969), p. 187. 

^John U. Farley, "Why Does 'Brand Loyalty' Vary Over Products?" 
Journal of Marfoeting Research, Vol. 1 (November, 1964), pp. 9-14. 



CHAPTER III 

PSYCHOLOGICAL CONCEPTS APPLIED TO MARKETING: THE 

RELATIONSHIP OF SHIFT PARADIQIS TO BRAM)-

SWITCHING BEHAVIOR 

Preview of Chapter III 

Chapter III is a selective review of concepts found within the 

psychological literature known as "shift paradigms.' The shift models 

of human discrimination learning will be used in the development of a 

theoretical base for the explanation and prediction of brand-switching 

behavior. (See Figure 2-1 of this study for the conceptual relation

ship of shift paradigms and brand switching.) 

Chapter III has the following major divisions: an introduc

tion; literature reviews of the following areas from psychology: (a) 

reinforcement; (b) stimulus dimensions and cues; (c) shift designs; 

(d) overtraining reversal effect; (e) concept shifts and mediational 

hypotheses; (f) instructions; and a summary and conclusions. 

~7-

^The literature reviews on shift paradigms will be selective 
in that the primary thrust will be on human discrimination learning. 
Also, the major emphasis will be those studies involving multidimen
sional (concepts) manipulations. These tx^ criteria—human studies 
and shifts involving concepts—offer the most direct import for a 
model or theory of consumer brand switching. 

51 
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Introduction 

Shift paradigms are major analytical devices for the study of 

human discrimination learning. The general design of shift paradigms 

is as follows: 

1. subjects learn some discrimination task; 

2. reinforcements are switched from one of the choices 

to another choice; 

3. subjects must learn this new discrimination task. 

"After learning an initial discrimination problem, subjects may encoun

ter 'shifts' in reinforcement contingencies associated x/ith cues of the 

3 
training stimuli, or changes in stimulus cues on subsequent trials." 

A shift is a response made to these changes in reinforcement. The 

basic design of shift paradigms was introduced by Buss in 1953. 

Buss's design has been described as follows: 

^ [subject] must learn to sort a series of cards correctly 
into two categories. As Ŝ  sorts each card, Ê  [experimenter] 
indicates whether the response was right or wrong. The key 

•'•Norman J. Slamecka, "A Methodological Analysis of Shift Para
digms in Human Discrimination Learning," Psychological Bulletin, Vol. 
69 (June, 1968), pp. 423-438. 

^Discrimination learning is " . . . produced by reinforcing 
responses to certain stimuli and extinguishing responses to others." 
The definition is from Gregory A. Kimble and Norman Garmezy, Prin
ciples of General Psychology (2nd ed.; New York: The Ronald Press, 
1963), p. 625. 

^Marilyn D. Hafer, "Effect of Cue Changes in Discrimination 
Learning on Shift Performance of Rats (unpublished Ph.D. disserta
tion, Texas Tech University, 1971), p. 4. 

^Arnold H. Buss, "Rigidity as a Function of Reversal and Non-
Reversal Shifts in the Learning of Successive Discriminations," 
Journal of Experimental Psychology, Vol. 45 (February, 1953), pp. 
75-81. (Hereinafter referred to as "Rigidity as a Function of 
Shifts.") 



53 

to solution lies in certain critical features of the colored 
geometrical figures on the cards. Each card displays one 
value from each of several independent binary dimensions, 
and the deck consists of the exhaustive combinations of 
these values. [Subjects are asked to sort a deck that con
sists of two dimensions: color (red and blue, for example) 
and shape (circle and square).] If the solution calls for 
sorting red on the left and blue on the right, . . . this 
is the preshift problem, with color as the relevant dimen
sion and shape the dimension irrelevant to solution. After 
the first problem has been taken to some critical level of 
correct performance, Ê  changes the required solution with
out informing S^ of the shift.^ 

From this basic design, what are known as "reversal shifts" can be 

studied by reinforcing a new solution of blue to the left and red to 

the right. Also, from the basic design for shift paradigms, "non-

reversal" shifts can be studied by reinforcing those responses for 

the circle to the left and the square to the right. 

Differences in learning in a reversal shift versus learning 

in a non-reversal shift are reviewed in this chapter. The differ

ences have been accounted for by either a hypothesis-sampling model 

or a mediational theory of concept learning. 

The apparent paradox of the "overtraining effect" is presented 

and related to marketing in this chapter. In some experiments, sub

jects overtrained in a discrimination task will reverse their learning 

more easily than subjects that have not been overtrained on that dis

crimination. 

The effects of instructions on shift discriminations are 

explored in this chapter. It is possible to facilitate certain 

discriminations by use of explicit instructions regarding the rele

vant dimensions. 

•'•Slamecka, "A Methodological Analysis of Shift Paradigms in 
Human Discrimination Learning," p. 423. 
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Shift paradigms and brand-switching models are concerned with 

human behavior. Marketers need a model to explain why consumers shift 

their purchases from Brand A to Brand B. Psychologists have formu

lated paradigms to explain behavior changes resulting from experimen

tal changes in reinforcements and stimuli. (These psychological models 

are attempts to explain switching behavior in discrimination learning.) 

With the increasing trend toward nearly identical physical products, 

the task of marketers is one of bringing about perceptual differentia

tion of brands. Whereas, psychologists can directly control both stim

ulus factors and reinforcements, marketers can only indirectly influence 

a consumer's ability to discriminate among products. It is assumed that 

a marketer can achieve a differential advantage through activities that 

cause cognitive perceptual differences, i.e., product discrimination 

occurs more and more on a symbolic level. 

Reinforcement 

An understanding of the important role of reinforcements in the 

analysis of shift paradigms is needed, just as it is needed in discrim

ination studies in general. The purpose of this section is to explore 

"reinforcement" in order to integrate the findings into an explanation 

of brand-switching behavior. 

A psychologist can develop discriminative abilities in experi

mental subjects through the proper application of reinforcements. 

Reinforcements can be anything that will increase an organism's prob

ability of responding. A distinction can be made between a primary 

and a secondary reinforcer. Such things as food, water, or the 

removal of aversive stimuli are termed primary reinforcements. 
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"Secondary rewards (objects or situations that have taken on reward 

properties because they have been conditioned to other rewards) are 

of more relevance to consimier analysts." Almost all of the products 

we market are examples of secondary reinforcers. " . . . The con

sumer can be taught to want a product toward which he has no original 

drive. Man is not born liking dill pickles, martinis, or pecan pie. 

He learns to like them when they become associated with other primary 

2 
or secondary drives." (Italics in original.) 

Shift paradigm studies using human subjects generally make use 

of secondary reinforcers. For example, in reversal studies, the sub

jects are taken to some arbitrary level of performance, at which point 

the experimenter switches the reinforcements associated with a correct 

choice. In the marketing of products and services, it is assumed that 

the consumer receives some form of secondary reinforcement from his 

consumption or use of the items. 

^James F. Engel, David T. Kollat, and Roger D. Blackwell, Con
sumer Behavior (2nd ed.; New York: Holt, Rinehart, and VTinston, 1973), 
p. 238. 

^James F. Engel, David T. Kollat, and Roger D. Blackwell, Con
sumer Behavior (New York: Holt, Rinehart, and Winston, 1968), p. 121. 

^James A. Dinsmoor writes the following concerning reinforcers: 
"When we study the behavior of an animal subject in the laboratory, we 
use what is called a primary reinforcer. . . . But the examples we use 
to illustrate the operation of behavioral principles outside of the 
laboratory usually involve stimuli that do not have the necessary 
physical or chemical properties but which we nevertheless assume to 
be reinforcing. Since the effectiveness of these stimuli is not 
inherent, it must be based in some way on the role they have played 
in the previous history of the individual; in other words, it must be 
based on a process of conditioning. These stimuli are therefore known 
as secondary or conditioned reinforcers." The preceding quote taken̂ ^ 
froinl "Operant Conditioning: An Experimental Analysis of Behavior," 
in Introduction to General Psychology: A Self-Selection Textbook, ed. 
by Jack Vernon (Dubuque, Iowa: William C. Brown Company, 1966), p. 24. 



56 

If brand A yields a high degree of gratification, then at some 
subsequent time, when the same needs arise, the consimier will 
have an increased tendency to select brand A once again. Each 
succeeding time that brand A brings gratification, further 
reinforcement occurs, thus further increasing the likelihood 
that in the future, with the given needs, brand A will be 
selected.^ 

Secondary reinforcements change among the products the consumer 

is exposed to in the market. Changes in the consumers' perceptions of 

the products, new advertisements, and social interactions are some of 

the forces bringing about shifts in perceived secondary reinforcement 

qualities of products. 

Buss reported the following experimental findings: 

(a) compared with no previous training both reversal shift 
and nonreversal shift retarded subsequent learning; 

(b) compared with reversal shift, nonreversal shift retarded 
learning of both subsequent discriminations.^ 

Buss^ accounted for the differences in the performances in terms of par

tial reinforcements.^ 

The slowness of the nonreversal group in shifting was 
attributed to partial reinforcement of the first dis
crimination during the learning of the second discrim
ination. This partial reinforcement served to maintain 
the previously learned discrimination and to retard 
learning of the subsequent discrimination. The 

^James A. Bayton, "Motivation, Cognition, Learning—Basic Fac
tors in Consumer Behavior," Journal of Marketing, Vol. 22 (January, 
1958), pp. 282-289, at p. 288. 

^Buss, "Rigidity as a Function of Shifts," p. 80. For further 
clarification of these findings, see pages 65 through 72 of this study. 

^Ibid., pp. 75-81. 

^"Partial reinforcement refers to any arrangement where the 
subject is rewarded only a fraction of the time for making a certain 
response," by Kimble and Garmezy, Principles of General Psychology, 
p. 152. 
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reversal group did not receive such partial reinforcement 
in the second discrimination, and thetr new learning was 
not retarded.^ 

If a subject in an experiment is only partially reinforced, 

then he is not automatically rewarded for each of his correct choices 

An analagous situation to partial reinforcement exists in product 

usage. Since a marketing manager does not control the environment in 

which his products are used, consumers may receive varying levels of 

satisfaction from products each time they use the items. Groups of 

consumers may not receive the same satisfaction from identical pro

ducts. Brand-switching behavior may be a function of receiving par

tial reinforcements from the products consumed. 

Stimulus Dimensions and Cues 

Stimulus dimensions and cues play an important part in the 

psychological theories of shift behavior. This emphasis on dimen

sions and cues is apparent in the following description of concept 

shifts by Joseph L. Wolff: 

[In simple concept discrimination tasks, a subject] . . . 
is confronted with stimuli varying in several dimensions 
(e.g., color and form), each of these dimensions being 
exemplified in the stimuli by two or more cues (e.g., 
red, blue-color; circle, square-form). In such tasks, Ŝ  
[subject] is typically required to "abstract" or identify 
one of these dimensions (i.e., the relevant one) and to 

Arnold H. Buss, "Reversal and Nonreversal Shifts in Concept 
Formation with Partial Reinforcement Eliminated," Journal of Experi
mental Psychology, Vol. 52 (September, 1956), pp. 162-166, at p. 162, 
(Hereinafter referred to as "Shifts in Concept Formation.") This 
article marked Buss's change from partial reinforcement explanations 
to mediational explanations of shift behavior differences. 
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discriminate among its cues by associating with each an 
appropriate response, usually (but not always) a response 
of approach or avoidance.^ 

It is hypothesized that dimensions may have symbolic connota

tions for human subjects who use them in solving discrimination shift 

problems. Isaacs and Duncan,"^ and Harrow have interpreted their 

experimental findings as support for the theory that attention to 

dimensionality contributes to abilities to discriminate in concept 

shifts. If subjects are required to relate to previously irrelevant 

cues of a dimension, the shift design is called nonreversal. An 

extradimensional shift requires subjects to respond to some new 

dimension. 

Definitions—Dimensions and Cues 

By convention, such things as colors, forms, sizes, positions, 

and numbers have been used as dimensions.^ Dimensions are important 

for a theoretical understanding of shift behavior. Shift experiments 

are designed so that the responses that a subject makes to the cues" 

Joseph L. Wolff, "Concept Shift and Discrimination Learning in 
Humans," Psychological Bulletin, Vol. 68 (December, 1967), pp. 369-408, 
at p. 369. (Hereinafter referred to as "Concept Shift in Humans.") 

^Slamecka, "A Methodological Analysis of Shift Paradigms in 
Human Discrimination Learning," p. 424. 

*̂ I. David Isaacs and Carl P. Duncan, "Reversal and Nonreversal 
Shifts Within and Between Dimensions in Concept Formation," Journal of 
Experimental Psychology, Vol. 64 (December, 1962), pp. 580-585. 

^Martin Harrow, "Stimulus Aspects Responsible for the Rapid 
Acquisition of Reversal Shifts in Concept Formation," Journal of Experi
mental Psychology. Vol. 67 (April, 1964), pp. 330-334. 

%olff, "Concept Shift in Humans," p. 369. 

^A cue represents a dimension; e.g., a dimension such as shape 
may be represented by a cue such as a square. 
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(values) of a dimension can be differentially reinforced. Dimensions 

normally have a clear physical meaning, but the idea of psychological 

dimensions is ambiguous. "Quite obviously, different points on a physi

cal dimension do not automatically generate a common representational 

response." Wolff describes a dimension " . . . as any broad feature 

of the stimulus situation to which an organism is capable of respond-

2 
ing." This very broad definition by Wolff appears to be relevant to 

any number of stimuli associated with a product (both tangible and 

intangible cues). Slamecka classifies dimensions into tvro categories 

3 

according to how they are identified. The first category is called 

the pre-experimental in which the subject relies on past experience to 

enable him to recognize familiar colors, shapes, and sizes. The sec

ond category is the operational identification of a dimension which 

" . . . rests upon a principle of mutually exclusive stimuli. If a 

square and a circle never appear together on the same card, they must 

both be values of the same dimension and can be used as a simple basis 

of classification."^ 

The Product as a Stimulus 

The psychologists' concepts of stimulus dimensions and cues 

have been adopted into marketing literature by many authors: "product 

Howard H. Kendler and Tracy S. Kendler, "Reversal-Shift Behav
ior: Some Basic Issues," Psychological Bulletin, Vol. 72 (March, 1969), 
pp. 229-232, at p. 231. 

^Wolff, "Concept Shift in Humans," p. 369. 

-^Slamecka, "A Methodological Analysis of Shift Paradigms in 
Human Discrimination Learning," pp. 432-433. 

^Ibid., p. 433. 



sign expectancies" by Myers and Reynolds""-; "product images" by Myers 
2 

and Reynolds, and Sturdivant and others^; and "product stimulus" by 

Sturdivant and others,^ and Nicosia.^ 

A product is a stimulus that can act in similar ways to the 

stimulus dimensions and cues of experimental psychologists. "The 

product is a complex stimulus containing a perceived set of want-

satisfying attributes and a generally distinguishable symbolic char

acter." Francesco Nicosia views environmental variables (including 

products) as being stimuli which may trigger a consumer's response.'^ 

"An environmental stimulus may be transformed into an exposure which, 

in turn, may be transformed into an influence."^ 

Symbolic Product Stimuli 

Consumers react not so much to physical product differences, 

but to the symbolic connotations associated with those products. 

60 

James H. Myers and William H. Reynolds, Consumer Behavior and 
Marketing Management (Boston: Houghton Mifflin Company, 1967), p. 46. 

•̂ Ibid., p. 19. 

-'Frederick D. Sturdivant and others. Managerial Analysis in 
Marketing (Glenview, Illinois: Scott, Foresman and Company, 1970), 
pp. 166-167. 

^Ibid., p. 157. 

^Francesco M. Nicosia, Consumer Decision Processes; Marketing 
and Advertising Implications (Englewood Cliffs, New Jersey: Prentice-
Hall, 1966), p. 104. 

Sturdivant and others. Managerial Analysis in Marketing, p. 157 

'Nicosia, Consumer Decision Processes: Marketing and Advertis
ing Implications, p. 104. 

®Ibid., p. 103. 
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Tucker studied brand loyalty development with identical products (and 

where loyalty would not be expected). The establishment of these loy

alties in conditions lacking physical differences would suggest that 

the subjects are differentiating on the basis of images. Products 

have tended to become very similar with other products within their 

generic categories. "The consumer must have something to hang his per

ceptual hat on [if he is to perceive differences where there are none]. 

The 'something else' which serves to distinguish such products is often 

2 
the product image that is created by the manufacturer." Sturdivant and 

others theorize that " . . . consumer behavior represents a decision

making process whereby those products with the most desirable symbolic 

3 

meanings [to the consumer] are chosen." Product choices are made on 

the basis of symbolic expectancies. Consumers abstract some dimension 

of a product and symbolize these relevant cues in terms of their indi

vidual perceptions. Symbolic product cues (as seen by the consumer) 

become the conceptual cues used for making the choice among products. 

Stimulus and Choice 

Experimental psychologists study discriminations that are 

usually limited to very few dimensions (such as two or three) and 

cues, with the subjects making a choice between two or three things. 

In the market, it would appear that consumer decisions are not 

•"•William T. Tucker, "The Development of Brand Loyalty," Journal 
of Marketing Research, Vol. 1 (August, 1964), pp. 32-35. 

Myers and Reynolds, Consumer Behavior and Marketing Management, 
p. 19. 

•^Sturdivant and others. Managerial Analysis in Marketing, p. 158, 
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reducible to such simple levels. The complexity of the market may be 

simplified by studying the decision making process. 

James R. Bettman suggests that consumers perceive products in 

terms of cue patterns " . . . and, if perceptual structure is such that 

many products are characterized by a certain given configuration of 

cues, then a simple conditional model using only a small set of cues 

may be involved a large proportion of the time." (Italics mine.) 

Product choices are done on the basis of a few simple cues. "Choice 

aims at satisfying the greatest number of wants starting with the 

most important and going down the hierarchy. Therefore, choice is 

2 
determined by the least important want that could be reached." The 

process of choosing between different products may be the same no 

3 

matter the complexities of the various products. "Between two com

binations, the choice will be made according to the lowest relevant 

want that can be reflected in any of the two combinations." Con

sumers may tend to perceive complex product stimuli in terms of a 

few, simple mediational concepts such as a single conceptual cue. 

Bettman believes that this simplification process does occur and 

that "the analysis of the consumer models bore out this argument." 

Braley believes that out of a broad range of environmental inputs 

•"•James R. Bettman, "The Structure of Consumer Choice Processes," 
Journal of Marketing Research, Vol. 8 (November, 1971), pp. 465-471, 
at p. 467. 

^Nicolas Georgescu-Roegen, "Choice, Expectations, and Measure-
ability," ̂ [uarter]jr_jrournal^^^ Vol. 68 (November, 1954), 
pp. 503-534, at p. 518. 

^Ibid. ^Ibid. 

^Bettman, "The Structure of Consumer Choice Processes," p. 467. 
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to a consumer, that in most instances " . . . responses are acquired 

to only a portion of these with the others remaining as undifferen

tiated context." 

Psychologists can structure a discrimination shift so that 

their subjects have only to make a choice among two or three alter

natives. In the market place, a consumer has a plethora of products 

from which to choose one to give him satisfaction. Day suggests that 

consumers may discriminate among only a few products out of the many 

that are available. 

In some ways the discussion of choice between equally pre
ferred alternatives is a caricature. In many markets the 
strategies of product differentiation or segmentation have 
been successful, the ability to discriminate among brands 
varies widely among buyers, and the pressure on retail 
space is such that there is often only room for one of a 
pair of close substitutes. 

Novel Stimuli 

Marketing managers are often interested in having their pro

ducts and/or services perceived as being different from the products 

and/or services of their competition. "One strategy for changing 

consumer purchase patterns is the claim of 'new* and 'improved' 

features for a product or service." "A marketing goal is often 

to stimulate consumers to switch to a new brand, to try an improved 

^Loy S. Bralty, "Some Conditioni Influtnclng the Acquisition 
and Utilization of Cuas," Journal of Experiiaentftl Psychology, Vol. 
64 (July, 1962), pp. 62-66, at p. 62. 

^Gsorge S. Day, Buyer Attitudes and Brand Choice Behavior 
(New York: Tha Fraa Press, 1970), p. 68. 

^Mysrs and Rsynoldi, Consumer Sfthavlot tad Marketing Manage
ment, p. 141. 
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product, or to perceive a product to have a new quality. The stimuli 

should be dissimilar to facilitate discrimination." 

Psychologists studying shift behavior are also interested in 

new and different stimuli. Psychologists have reported experimental 

evidence in which novel or varied stimuli possess positively attracting 

2 
properties. Braley and Johnson have reported experimental evidence 

3 
that new or changed cues are able to facilitate shifts. Braley and 

Johnson reported that prior exposures to cues had no effect on the 

shifts but that the differences in performance for the groups was 

" . . . due solely to the facilitation of performance for the NCE [no 

cue exposure] groups as a consequence of stimulus novelty increasing 

4 
the saliency of the relevant cues." The introduction of a novel 

stimulus or cue can hinder previous discrimination learning. Also, 

new cues that are not needed or used at the time of their introduc

tion may inhibit their usage at some future time. 

The introduction of additional (but irrelevant) cues, after 
an initial discrimination has been learned, function so as 
to inhibit rather than facilitate the utilization of these 
cues when they later become the basis for correct discrim
ination. 

Engel, Kollat, and Blackwell, Consumer Behavior (2nd ed.), 
p. 235. 

-^Slamecka, "A Methodological Analysis of Shift Paradigms in 
Human Discrimination Learning," p. 432. 

^Loy S. Braley and Donald M. Johnson, "Novelty Effects in Cue 
Acquisition and Utilization," Journal of Experimental Psychology, 
Vol. 66 (October, 1963), pp. 421-422. 

^Ibid., p. 422. 

^Braley, "Some Conditions Influencing the Acquisition and Uti
lization of Cues," pp. 65-66. 
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Psychological evidence showing that novel stimuli may possess 

positive powers to attract a subject's attention could work for the 

benefit of the marketing manager who is attempting to introduce a new 

product or initiating a new advertising campaign. The cues associated 

with a new product may, according to shift theories, facilitate brand 

switching by increasing the conspicuousness of relevant cues. 

Shift Designs 

There are two basic types of shift designs for the study of 

discrimination shift behavior. The two types were originally presented 

in Arnold H. Buss's article in 1953. Buss named these designs as 

"reversal shift" and "nonreversal shift." This section will explore 

the two basic designs and the findings that differences exist in per

formances of subjects in the different designs. Discrimination shift 

designs will be reviewed in order to develop an explanation of brand-

switching behavior of consumers. 

The basic design for the study of shift behavior begins as fol

lows: A subject learns a discrimination by choosing between two cate

gories of things. An experimenter indicates the correctness of a sub

ject's choice by some reinforcement. (Buss used cards containing 

binary dimensions.) Given any two dimensions such as color and form, 

the experimenter arbitrarily decides to have the subject sort the 

cards so that red colors are on the left and blues are on the right. 

In this example, color is a relevant dimension, and form is the 

irrelevant dimension for the solution of this particular discrimina

tion problem. After Buss took his subjects to some level of 

Buss, "Rigidity as a Function of Shifts." 
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performance, he attempted to shift the discriminations by using either 

reversal or nonreversal shifts. Tendencies to resist shifting was 

presented in terms of "rigidity." 

Reversal Shifts 

The first type of discrimination shift was termed "reversal 

shift" by Buss. A reversal shift involves reversing positive and 

negative cues. 

For example, a discrimination is learned with black as the 
positive stimulus and white as the negative stimulus; then 
the opposite discrimination is learned, i.e., with white 
as the positive stimulus and black as the negative stim
ulus.^ 

A reversal shift requires a subject to reverse his responses from one 

choice (previously the correct one) to another. The relevant dimension 

remains constant. Wolff defines a reversal task as an " . . . elemen

tary form of CST [concept shift task] in which (a) the stimuli contain, 

at most, one irrelevant varying dimension, (b) this dimension remains 

irrelevant throughout the task, and (c) no new cues are introduced 

3 
during the shift." The distinguishing characteristic of reversal 

shifts is that no new dimensions are introduced for the subjects to 

learn. It is the correctness of the choice of a dimension that 

changes. A reversal shift is " . . . a type of intradimensional 

shift, since the relevant dimension . . . remains constant." For 

•"""Rigidity is defined in terms of failure to shift," in Ibid. , 
p. 75. 

^Ibid. 

^Wolff, "Concept Shift in Humans," p. 369. 

^Slamecka, "A Methodological Analysis of Shift Paradigms in 
Human Discrimination Learning," pp. 423-424. 
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the purposes of this study, reversal shifts and intradimensional (abbre

viated as ID) shifts will be used interchangeably. 

In the marketing environment, with its multi-faceted and con

stantly changing elements, an analogous intradimensional type of brand 

switching would be rare. Intradimensional shifts in market behavior 

would occur if consumers perceived changes in the satisfactions from 

products without a corresponding change in associated product dimen

sions. For example, suppose that a consumer has available to him two 

products that would satisfy his wants. The two products would tend to 

be physically similar to each other. The basis of a consumer's choice 

between product A and product B is the Imagined difference that the 

individual has of the products. Since the consumer is in effect bring

ing out differences in product reinforcements, it is possible for that 

person to subjectively shift his perceived satisfactions from product 

to product without the products' dimensions changing. The consumer 

can effectively change his mental satisfactions just as an experimen

ter can change a subject's reinforcements. To use the concept of 

intradimensional shift, one must assume the following: 

(a) the relevant (the one used by the consumer to base his 

discrimination shifts) dimensions remain constant; and 

(b) the perceived correctness of a choice changes. 

Extradimensional Shift (ED) 

A second form of discrimination shift originally studied by 

Buss is called a "nonreversal shift." Slamecka contends that the 

^Buss, "Rigidity as a Function of Shifts," p- 75. 
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term "extradimensional shift" is a more precise description of Buss's 

nonreversal shift. For purposes of this study, nonreversal and extra

dimensional will be used interchangeably. 

The distinguishing characteristic of a nonreversal shift is 

that a subject is required to respond to a cue on a previously irrele

vant dimension, or to a cue on a newly introduced dimension (novel 

stimuli). "Nonreversal shift involves a change in the dimension being 

discriminated, e.g., in Discrimination 1 the dimension is achromatic 

color (black vs. white) and in Discrimination 2 the dimension is shape 

2 
(circle vs. square)." In extradimensional shifts, one dimension is 

relevant for the learning of the first discrimination, and in a second 

discrimination task the subject must attend to another dimension. 

An extradimensional shift closely parallels the marketing 

environment in several ways. The dimensions that are relevant to 

product choice are constantly changing, either physically or subjec

tively. Advertising campaigns are in a constant state of flux. New 

products are introduced into the market and old ones are abandoned. 

A consumer's product environment is always changing. (Some consumers 

may not be aware of these changes in their decisions about products.) 

The consumer in the market place is like a subject in an extradimen

sional shift paradigm. An extradimensional type shift, in terms of 

consumer behavior, occurs when a set of product dimensions change and 

the consumer must learn to discriminate among products having different 

•""Slamecka, "A Methodological Analysis of Shift Paradigms in 
Human Discrimination Learning," pp. 423-424. 

Buss, "Shifts in Concept Formation," p. 162. 
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cue associations. The extradimensional shift paradigm fits the follow

ing situations: 

(a) a consumer subjectively switches his dimensional pref

erences; and/or 

(b) some physical aspects of the product dimensions are 

changed that require discrimination with new cues. 

In summary, an extradimensional shift in a consumer behavior context 

would be those instances in which product dimensions and cues are 

perceived to be different by the consumer. 

Differences in the Learning of Shifts 

Arnold H. Buss found that college students had more difficulty 

in learning a nonreversal (ED) type shift than reversal shifts (ID). 

This finding by Buss appears to be one of the most consistent findings 

in the shift literature. "All of the studies using human adults as _Ss 

. . . consistently found that nonreversal shift to a different dimen

sion provided a more difficult transfer task, in terms of trials to 

2 
learn, than reversal shift." 

Several laboratory studies, bearing to some extent on theoret

ical explanations of shift learning, have been inspired by Buss's 

original study. Why is an extradimensional shift more difficult 

•"•Buss, "Rigidity as a Function of Shifts." 

^Isaacs and Duncan, "Reversal and Nonreversal Shifts Within 
and Between Dimensions in Concept Formation," p. 580. 

\he following researchers have found evidence to support 
Arnold Buss's original findings: Howard H. Kendler and May F. D'Amato, 
"A Comparison of Reversal and Nonreversal Shifts in Human Concept For-
Formation Behavior," Journal of Experimental Psychology, Vol. 49 
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than a reversal shift? The initial explanation for the differences in 

performances " . . . was that the ED [extradimensional] group experi

enced fortuitous intermittent reinforcement of preshift sorting habits 

during the postshift problem, and this retarded the acquisition of the 

new solution." This statement represents Buss's original (1953) view 

concerning a reason for the shift differences. Partial reinforcement 

explanations did not account for the differences in all cases. The 

Kendlers offered a mediational mechanism to account for the differ-

2 
ences in performance for reversal and extradimensional groups. 

Kendler and D'Amato evaluated human concept formation by 

3 
comparing reversal shifts with nonreversal shifts. Kendler and 

D'Amato's article described the findings of three experiments with 

undergraduate students. Their assumption was that concept formation 

(March, 1955), pp. 165-174; and Howard H. Kendler and Mark Mayzner, 
"Reversal and Nonreversal Shifts in Card Sorting Tests with Two or 
Four Sorting Categories," Journal of Experimental Psychology, Vol. 
51 (April, 1956), pp. 244-248. 

•"•Slamecka, "A Methodological Analysis of Shift Paradigms in 
Human Discrimination Learning," p. 424. 

^Howard H. Kendler and Tracy S. Kendler, "Vertical and Hori
zontal Processes in Problem Solving," Psychological Review, Vol. 69 
(January, 1962), pp. 1-16. 

Kendler and D'Amato, "A Comparison of Reversal Shifts and 
Nonreversal Shifts in Human Concept Formation Behavior," pp. 165-174. 
In their study, Kendler and D'Amato used cards varying in form, color, 
and sizes. The relevant concepts that the subjects were to learn were: 
(a) to sort rectilinear and curvilinear shapes below a diamond and an 
ellipse; and (b) the reversal procedure where the subject had to learn 
a reverse shape and reverse color. "These reverse concepts required 
Is to sort the cards in a manner opposite to that required to learn 
the 'direct' concept, . . ." Quote from Ibid., p. 166. Reinforce
ments were in the form of a verbal "Right" if the subject was correct 
in his responding, and a verbal "Wrong" if the response was incorrect. 
Similar methods to the above were applied to each of the three experi
ments. 



71 

behavior consists of two successive S-R (stimulus-response) connections. 

The first association's response referred to the implicit verbal or 

symbolic responses made by the subject to the test cards. The second 

association's stimulus was the stimulus of the cue from the previous 

implicit response. These assumptions led Kendler and D'Amato to: 

. . . predict that the presence of "appropriate" implicit 
stimuli would facilitate the learning of a concept which 
required merely the change from one to another of two pos
sible sorting responses. This prediction was borne out by 
the results of all three experiments which showed a rever
sal shift was accomplished more rapidly than a nonreversal 
shift.^ 

The specific hypothesis for their study was that appropriate 

symbolic cues would facilitate concept formation. Thus, a reversal 

shift should be more rapid than nonreversal shifts " . . . because at 

the completion of the learning of the first concept, the symbolic 

cues appropriate to the second concept would be present for the ^ 

in the reversal group; they would merely be connected to the 'wrong' 

sorting response." The results of Kendler and D'Amato's study indi

cates that reversal shifts produced positive effects in the transfers. 

Harrow and Buchwald's data on reversal and nonreversal shifts in con

cept formation support the findings of Kendler and D'Amato,^ Buss, 

•"•Ibid., p. 173. ^Ibid. , p. 174. 

%artin Harrow and Alexander M. Buchwald, "Reversal and Non-
reversal Shifts in Concept Formation Using Consistent and Incon
sistent Responses," Journal of Experimental Psychology, Vol. 64 
(November, 1962), pp. 476-481. 

^Kendler and D'Amato, "A Comparison of Reversal Shifts and 
Nonreversal Shifts in Human Concept Formation Behavior." 

^Buss, "Rigidity as a Function of Shifts." 
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and Harrow and Freidman, " . . . who hypothesized that a reversal shift 

is learned quickly because it has the advantage of using a dimension of 

the stimuli which was previously relevant."^ According to Harrow and 

Buchwald, the studies showing a reversal shift to be easier than an 

extradimensional shift are consistent with a mediational theory of 

3 
concept learning. 

From the standpoint of a marketing manager, it is important to 

know how efficiently a consumer will switch from one dimension to 

another in the marketplace. What differences in consumer learning 

are there in discriminations involving already established products 

versus discriminations involving a new product (or the introduction 

of an advertising campaign)? Equally important for the marketer to 

know is how to hinder or to facilitate switching behavior through the 

proper applications of those relevant theories from psychological 

shift paradigms. 

Overtraining Reversal Effect 

Does overlearning some response to a discrimination have an 

effect on subsequent learning of shifts? Common sense would lead 

one to expect that the more times a task is rehearsed or repeated, 

the harder it should be for that subject to reverse his learning 

of one response and to switch to the learning of the opposite 

•"•Martin Harrow and Gilbert B. Freidman, "Comparing Reversal 
and Nonreversal Shifts in Concept Formation With Partial Reinforce
ment Controlled," Journal of Experimental Psychology, Vol. 55 (June, 
1958), pp. 592-598. 

^Harrow and Buchwald, "Reversal and Nonreversal Shifts in Con
cept Formation Using Consistent and Inconsistent Responses," p. 480. 

^Ibid. 
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response. Some experimenters have reported instances in which the more 

training a subject has, the easier it is for that subject to reverse 

his learning. 

Introduction 

Wolff suggests that overtraining is easily the most investi

gated variable of shift behavior paradigms. Reid uncovered the over-

2 
training paradox in an experiment reported in 1953. The paradoxical 

phenomena discovered was that additional learning seemed to make it 

easier for subjects to reverse their learning and acquire new responses. 

Reid trained three groups of rats to make a simple black—white discrim

ination in a maze. One group was trained until it reached nine out of 

ten consecutive correct responses. A second experimental group was 

trained until the group reached fifty trials more than the first group. 

A third group received 150 trials beyond what the first group received. 

Each group then learned the reversal of the original learning. Reid 

reported the following from the results of his experiments: (a) the 

group receiving no overtraining took 138 trials in which to reach 

criterion for correct responses in the reversal situation; (b) the 

group receiving fifty overtraining trials accomplished the reversal 

in 129 trials; and (c) the group that received 150 overtraining trials 

reversed their learning in only seventy trials.^ "Even though the 

•"•Wolff, "Concept Shift in Humans," p. 384. 

Lynn S. Reid, "The Development of Noncontinuity Behavior 
Through Continuity Learning," Journal of Experimental Psychology, 
Vol. AA /'Aiioiiot- Q̂cl'̂ ^ «« in7_iio Vol. 46 (August, 1953), pp. 107-112 

^Ibid. 
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group that was taken 150 trials past the criterion in original learning 

continued to run longer to the black stimulus card upon reversal, they 

also learned the reversal to white at a far more rapid rate than did 

either of the other groups."•'• 

Reversal and Nonreversal Shifts 

Reid's findings have caused a problem for orthodox learning 

theories. What is the explanation for the various reports showing that 

overtraining aids reversal learning? Wolff suggests that as a subject 

receives additional training, the probability increases that the sub-

ject will be able to discriminate among the changes in the shift. 

Overtraining may afford the subjects additional opportunities in which 

3 
to develop mediating responses. The overtraining reversal effect may 

be due in part to the strengthening of the subjects' attentions to the 

relevant cues in the discrimination shifts. These various opinions 

do not rule out the possibility that there could be other contributing 

factors. " . . . To demonstrate that an effect can occur without a 

given factor having contributed to it, is not to prove that the factor 

is always unimportant.^ 

•"•Ibid., p. 110. 

^Wolff, "Concept Shift in Humans," p. 392. 

"̂ Louise S. Tighe and Thomas J. Tighe, "Overtraining and Dis
crimination Shift Behavior in Children," Psychonomic Science, Vol. 2 
(June 15, 1965), pp. 365-366. 

^Norman S. Sutherland and N. J. Mackintosh, Mechanisms of 
Animal Discrimination Learning (New York: Academic Press, 1971), p. 304, 

^Ibid. 
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In a critical review of the concept shift literature, Wolff 

found that in all the studies with normal adults overtaining facil

itated intradimensional (reversal) shifts. This facilitation of 

reversal shifts was observed to occur under a variety of test sit

uations. Subjects required to sort cards forty successive times 

according to one method, were able to switch to another method more 

2 
quickly than those subjects who sorted the cards fewer times. The 

results of Stevenson and Moushegian's study provide additional evi

dence that, for discriminations involving the same dimensions: 

" . . . small amounts of training may result in greater difficulty 

3 
in solving problems than larger amounts of training." Norman Uhl 

investigated the effects of training and shift stimuli on reversal 

and extradimensional shifts. Norman Uhl found that with overtrain

ing, reversal shifts were learned faster than extradimensional shifts. 

Not all of the experiments in psychology have obtained a 

superiority of reversal shifts with overlearning. D'Amato and Jagoda 

analyzed the effect of overlearning on reversal shifts and they 

%olff, "Concept Shift in Humans," pp. 392-394. 

^David A. Grant and E. A. Berg, "A Behavioral Analysis of 
Degree of Reinforcement and Ease of Shifting to New Responses in a 
Weigl-type Card Sorting Problem," Journal of Experimental Psychology, 
Vol. 38 (August, 1948), pp. 404-411. 

%arold W. Stevenson and George Moushegian, "The Effect of 
Instruction and Degree of Training on Shifts of Discriminative 
Responses," The American Journal of Psychology, Vol. 69 (June, 1956), 
pp. 281-284, at p. 281. (Hereinafter referred to as "The Effect of 
Instructions and Training on Shifts.") 

Norman Uhl, "Intradimensional and Extradimensional Shifts as 
a Function of Training and Similarity Between Training and Shift 
Stimuli," Journal of Experimental Psychology, Vol. 72 (September, 
1966), pp. 429-433. 
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concluded that overtraining does not facilitate reversals. Overtrain

ing has been found to retard the speed in which reversal shifts are 

2 
accomplished. Another experiment revealed that reversal shifts were 

3 

more difficult than extradimensional shifts. In each of these studies 

which do not show reversal facilitation, rats were used as subjects. 

The differences in subjects cause an important difference in the abil

ity of the organisms to mediate their responses. All human studies 

found that overtraining facilitated reversal learning. Eimas commented 

on the use of human and lower animals as subjects in reversal and extra-

dimensional shifts. Eimas suggests that analyses of overtraining data 

supports " . . . a mediational theory of discriminative learning, in 

which the mediational process is more readily available to organisms 

of higher phylogenetic position." Although animal studies are of 

limited importance for explaining consumer behavior, a review of animal 

studies involving overtraining reveals an important finding. "While 

animals never learn reversals more rapidly than nonreversals, and 

•"•Michael R. D'Amato and Harry Jagoda, "Analysis of the Role of 
Overlearning in Discrimination Reversal," Journal of Experimental 
Psychology, Vol. 61 (January, 1961), pp. 45-50. 

%infred F. Hill and Norman E. Spear, "Supplementary Reports: 
A Replication of Overlearning and Reversal in a T Maze," Journal of 
Experimental Psychology, Vol. 65 (March, 1963), p. 317. 

"̂ Thomas J. Tighe, Paul L. Brown, and Edward A. Youngs, "The 
Effect of Overtraining on the Shift Behavior of Albino Rats," Psycho
nomic Science» Vol. 2 (February 15, 1965), pp. 141-142. 

^Peter D. Eimas, "Comment: Comparisons of Reversals and Non-
reversal Shifts," Psychonomic Science, Vol. 3 (November 15, 1965), 
pp. 445-446. 

^Ibid., p. 445. 
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usually find nonreversals significantly easier, human subjects, 

usually find reversals at least as easy as nonreversals." 

The finding that overtraining (or overlearning) facilitates 

reversal shifts has important consequences for the marketing manager 

and the marketing theorist. Heavy users of products have overlearned 

responses to products. A heavy user is a consumer who has experienced 

more learning trials with products than have light users. Marketing 

managers are especially interested in the profitable, heavy-user mar

ket. A heavy user of a product would be less likely to switch products 

due to the introduction of a competing product. A switch to a new pro

duct involves an extradimensional shift, which is more difficult for 

humans to accomplish than shifts involving the introduction of a new 

dimension (intradimensional shifts). 

Consumers who use brands extensively should be more satisfied 

with those products than would be light users. A heavy-user segment 

would be less likely to be interested in using a new brand than would 

be the light-user segment. It can be assumed that if consumers are 

dissatisfied with products, they will consume fewer of the products. 

Utilizing the findings of overtraining shift studies, it appears that 

a marketing manager should not emphasize "nexmess" when attempting to 

appeal to a heavy-user segment. The heavy users of a brand are being 

satisfied with their present brands, and claims regarding new and 

improved brand qualities are likely to be ignored or disbelieved. 

Heavy users (overtrained as compared to the light users of a product) 

are theoretically less likely to switch brands on the basis of a 

Sutherland and Mackintosh, Mechanisms of Animal Discrimina-
tiojl Learning, p. 308. 
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dimension new to those consumers. A new product manager should de-

emphasize the concept of newness. New dimensions should not be empha

sized in those promotional efforts that are designed to reach the 

heavy-user segments of the product market. The marketing manager 

should appeal to those already established and relevant symbolic cues 

in order to reach the heavy-user market segments. 

A firm introducing a new beverage to the heavy users of soft 

drinks should not emphasize a dimension new to this market. If taste 

is found to be the relevant dimension for the consumers of soft drinks, 

then it would not be a good strategy to emphasize a new dimension, such 

as "good-for-your-health," to heavy consumers of soft drinks. 

Concept Shifts and Mediational Hypotheses 

Reversal and nonreversal shifts with human subjects are commonly 

referred to as "concept shifts." Webster's definition of concept is: 

"a general or abstract idea . . . a generic mental image abstracted from 

percepts." Operational definitions of concepts are the results of 

observations of behavior. Concepts have been defined in terms of con

cept formation or concept learning. "Concept formation is taken to 

imply the acquisition or utilization, or both, of a common response to 

dissimilar stimuli." Human behavior that is governed by concepts 

should require the same response to members of a set of similar, but 

not identical, stimuli. "Experiments on concept formation have 

^Webster's Third New International Dictionary, unabridged 
edition, 1966. 

^Tracy S. Kendler, "Concept Formation," in Annual Review of 
Psychology, ed. by Paul R. Farnsworth, Olga McNemar, and Quinn 
McNemar, Vol. 12 (Palo Alto, California: Annual Reviews, Inc., 
1961), pp. 447-472, at p. 447. 
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folic id the general pattern of the discrimination-learning experi

ments." Stimulus coding must be dealt with in some manner in a 

theory of discrimination learning. The learning of a response " . . . 

involves both the capacity to distinguish situations in which the 

2 

response is appropriate and the capacity to make the response." Con

cept learning implies both an ability to distinguish and an ability to 

respond to changes in reinforcements. A concept-shift task is a con

cept learning task in which " . . . the cue-response associations being 
3 

reinforced are changed or 'shifted.'" 

It is assumed that binary dimensions, such as all squares belong 

in class A, are the simplest form of concept. In a discrimination 

study, the relevant dimension would be that concept choice which an 

experimenter chooses to reinforce. "Once such a concept has been 

learned, as evidenced by a large number of correct classifications, 

the experimenter may change the basis of classification and begin 

5 

reinforcing the subject to a new scheme." If the experimenter switches 

the responses, but the same concept remains as the relevant dimension, 

the shift is termed a reversal shift; an extradimensional shift involves 

the subject's responding to a new relevant concept. 

•"•Robert S. Woodworth and Harold Schlosberg, Experimental Psy
chology (revised ed.; Holt, Rinehart, and Winston, 1954), p. 609. 

^Earl B. Hunt, Concept Learning: An Information Processing 
Problem (New York: John Wiley and Sons, Inc., 1962), p. 2. 

\olff, "Concept Shifts in Humans," p. 369. 

^Walter Kintsch, Learning, Memory, and Conceptual Processes 
(New York: John Wiley and Sons, Inc., 1970), p. 316. 

^Ibid. 
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Mediational Hypotheses 

There are two basic approaches to theorizing about the under

lying processes in human discrimination learning. The first of these 

explanations is termed a single-stage stimulus-response model in which 

a stimulus directly elicits a response from a subject. 

A behaviorist explanation of complex mental processes which 
admits only S-R [stimulus-response] bonds between physically 
present stimuli (as represented in the subject's sensory 
receptors) and overt response is doomed to failure.2 

This is true because concepts are denoted by symbols rather than by 

3 
physical objects. 

The second explanation of discrimination learning focuses upon 

internal processes that mediate between a stimulus and a response. 

This approach to explaining discrimination learning assumes that the 

subject develops mediating (implicit) responses between a cue and a 

final response. This discrimination model is known as a two-stage 

mediational theory. In a two-stage model, the connection of a stim

ulus to a response is thought to be mediated by certain implicit 

responses. Kendler and D'Amato concluded that two-stage mediational 

hypothesis of discrimination learning fits the behavior of college 

4 
students. 

Roger T. Kelleher, "Discrimination Learning as a Function of 
Reversal and Nonreversal Shifts," Journal of Experimental Psychology, 
Vol. 51 (June, 1956), pp. 379-384, at p. 379. 

^Hunt, Concept Learning: An Information Processing Model, p. 71, 

^Ibid. 

^Kendler and D'Amato, "A Comparison of Reversal Shifts and Non-
reversal Shifts in Human Concept Formation Behavior." 
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Two-stage mediational models have been proposed to account for 

shift behavior. These models assume that a mediating response precedes 

the learning of the instrumental responses. Hunt describes this 

process as follows: 

The mediating response explanation begins with the assumption 
that responses produce stimuli, which may serve as cues for 
further responses. When a stimulus is presented, its image 
in the organism is presumed to evoke certain previously 
learned responses. These provide stimuli which evoke another 
response, and so on. The chain of stimuli and responses, or 
some part of the chain, may consist of overt and covert 
responses. In concept learning the chain is ended with the 
occurrence of an overt naming response.•'• 

Kendler and Kendler developed a mediational hypothesis that does not 

involve "naming," but the mediating response orients the subjects 

2 
toward a particular dimension. Goss attempted to reconcile the two 

3 
approaches by the introduction of a response of "naming" a dimension. 

The value of a mediational hypothesis is in its ability to 

account for the tendency of human subjects to execute a reversal 

4 

shift. Kendler and D'Amato's mediational theory of concept forma

tion is an explanation for the slow shifting behavior of nonreversal 

groups involved in discrimination learning. " . . . The presence 

Hunt, Concept Learning: An Information Processing Model, p. 72 

^Kendler and Kendler, "Vertical and Horizontal Processes in 
Problem Solving." 

"̂ Albert E. Goss, "Verbal Mediating Responses and Concept For
mation," Ps2cho]x)£l£al_R^vi^ Vol. 68 (July, 1961), pp. 248-274. 

^Kendler and Kendler, "Reversal-Shift Behavior: Some Basic 
Issues," p. 229. 

\endler and D'Amato, "A Comparison of Reversal Shifts and 
Nonreversal Shifts in Human Concept Formation Behavior." 

file:///endler
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of 'appropriate' implicit stimuli would facilitate the learning of a 

concept which required merely the change from one to another of two 

possible sorting responses." Kendler and D'Amato's "appropriate" 

symbolic cues were used to explain the reasons for reversal shifts 

being accomplished more rapidly than a nonreversal shift. "Kendler 

and D'Amato concluded that the subject was learning two responses: 

a mediating (orienting) response to attend to a particular dimension, 

and an overt response to identify an instance as positive when a par-

ticular value appeared in the dimension." Reversal superiority in 

himian subjects is accounted for by a two-stage mediational theory. 

A representative mediational theory is found in the Kendlers' 

3 

article published in 1962. According to mediational theory, adult 

subjects acquire an intermediate process during training which is an 

abstraction of the cues belonging to the relevant dimension. A rever

sal shift requires the subject to respond to the same dimensions pre

sent during training, but the subject must learn to switch his 

responses. A mediational mechanism allows the subject to use a 

mediated response during a reversal shift. A reversal shift is made 

easier with stronger mediational responses. An extradimensional 

shift causes the subject to acquire a new mediated response to a new 

dimension. Kendler and Kendler write: 

^Ibid., p. 173. 

^Hunt, Concept Learning: An Information Processing Model, 
p. 74. 

^Kendler and Kendler, "Vertical and Horizontal Processes in 
Problem Solving." 
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A nonreversal shift . . . required the acquisition of a new 
mediated response, the cues of which have to be attached to 
a new overt response. Because the old mediational sequence 
has to be discarded and a new one formed, the nonreversal 
shift should be executed more slowly than a reversal shift. 

Uhl believes that predicting the ease of solving reversal and nonrever

sal shifts can be accomplished through an analysis of the strength of 

2 
the mediational mechanism. 

Verbal Labels 

"The term 'mediating response' is used with explicit reference 

3 

to a verbal response in studies of verbal concept learning." Behav

ioral psychologists tend to view mediating responses as being primarily 

verbal. In verbal concept-learning, the mediational mechanism comes 

between the stimuli " . . . produced by a (previously learned) mediat-

ing response and the overt response." There are theoretical differ

ences regarding the influence of verbal mediators on discrimination 

learning; but, most of the research in this area has been oriented 

toward "verbal labels." "The specific mechanism postulated was that 

Ibid., p. 5. 

^Uhl, "Intradimensional and Extradimensional Shifts as a 
Function of Training and Similarity Between Training and Shift 
Stimuli," p. 429. 

%unt. Concept Learning: An Information Processing Model, 
p. 78. 

Kendler, "Concept Formation," p. 451. 

Hunt, Concept Learning: An Information Processing Model, 
p. 78. 

Howard H. Kendler and Tracy S. Kendler, "Developmental 
Processes in Discrimination Learning," Human Development, Vol. 13 
(No. 2, 1970), pp. 65-89, at p. 81. 
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the cues from the verbal labels along with the discriminative stimuli 

form a compound to which the subject responds." It is easier to learn 

two separate labels for two different concepts than it is to learn one 

label for each of the concepts. 

Verbal mediators should facilitate reversal learning. " . . . 

The speed with which a reversal shift is executed depends on the acces-

sibility of appropriate mediating representational responses." Gillman 

compared nonreversal and reversal shifts with college students as sub-

3 
jects. Gillman suggested that verbal mediation theory could predict 

behavior " . . . where changes are introduced in the stimulus condi

tions that do not alter the nature of the verbal label that is relevant 

during the shift, . . . " Gillman interpreted his results as being con

sistent with verbal theories of concept shift behavior. The primary 

question asked in verbal mediational studies has been " . . . whether 

the accessibility of verbal representational responses (e.g., conceptual 

terms such as vegetable, clothing, etc.) will determine the ease with 

which reversal shifts are executed." There is some evidence to support 

the view that verbal responses aid reversal shifts. 

Ibid. 

^Howard H. Kendler, Tracy S. Kendler, and Joyce Sanders, "Rever
sal and Partial Reversal Shifts with Verbal Material," Journal of Verbal 
Learning and Verbal Behavior, Vol. 6 (February, 1967), pp. 117-127, at 
p. 117. 

^Stephen I. Gillman, "The Influence of Stimulus Alteration upon 
Concept Shifts," The Journal of Psychology, Vol. 65 (January, 1967), pp. 
23-32. 

Ibid., p. 30. 

\endler, Kendler, and Sanders, "Reversal and Partial Reversal 

Shifts with Verbal Material," p. 118. 
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Instructions 

There is evidence that reversal—nonreversal differences are 

eliminated by explicit instructions concerning the dimensions relevant 

to the discrimination problem. Experiments with college students 

find a reversal shift easier to learn than an extradimensional shift. 

When subjects receive instructions about the discrimination problem, 

there is no difference found between extradimensional and reversal 

shifts. "In simple concept learning tasks, it has been demonstrated 

that instructing children to verbalize the cues in a discrimination 

problem increases the probability of executing an optional reversal 

2 
shift." Reversal shifts were facilitated by the instructions to 

make the appropriate observations. 

The process of solving concept-discrimination problems may be a 

function of instructions. Erickson has studied the effect of instruc-

3 
tions on concept identification. Erickson gave subjects instructions 

concerning the solution to the discrimination problems. The instruc

tions stressed that each stimulus would be classified according to the 

value of one or the other of the dimensions. Erickson explained to 

the subjects the dimensions along which the cues would be varied. 

Jolin A. McNulty, "The Effects of 'Instructions to Mediate' 
upon Paired-Associate Learning," Psychonomic Science, Vol. 4 (January 
10, 1966), pp. 61-62; Peder J. Johnson, Anne Fishkin, and Lyle E. 
Bourne, Jr., "Effects of Procedural Variables upon Reversal and 
Interdimensional Shift Performance: II," Psychonomic Science, Vol. 
4 (January 10, 1966), pp. 69-70. 

^Kendler, Kendler, and Sanders, "Reversal and Partial Rever
sal Shifts with Verbal Material," p. 118. 

•̂ James R. Erickson, "Problem Shifts and Hypothesis Behavior 
in Concept Identification," The American Journal of Psychology, Vol. 
84 (March, 1971), pp. 100-111. 
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The studies that found a reversal shift to be relatively 
easy have for the most part, used rather sketchy instruc
tions, telling the subject only that the experimenter 
would label the stimuli A or B . . . and that it was the 
subject's task to determine how the stimuli were labeled.-̂  

Subjects may solve their discrimination problem under brief instructions 

2 
by merely learning the relevant dimension. Erickson found that with 

thorough instructions subjects learned an extradimensional shift easier 

than a reversal shift. Erickson has written the following as an expla

nation for the extradimensional facilitation: 

For thoroughly instructed subjects, the process seems very 
much like that inferred from studies of hypothesis sampling. 
Those models assume that the subject solves concept-
identification problems by sampling hypotheses from a pool 
of possible solutions to the problem, using whatever prior 
information he can remember when choosing new hypotheses— 
using a combination of prior hypotheses . . . and prior 
stimulus information, especially from the immediately 
preceding feedback trial.^ 

The preceding explanation would predict that a reversal shift should be 

4 
more difficult than an extradimensional shift. 

Stevenson and Moushegian trained subjects to make a size dis

crimination. The problem was changed to a position-discrimination. 

Three groups were not told that the problem would change. The fourth 

group was given instructions that the problem would change. There was 

a significant facilitating effect of the instructions upon an extra

dimensional shift. The groups not receiving instructions needed twice 

^Ibid., p. 107. ^Ibid. 

^Ibid., pp. 108-109. ^Ibid., p. 109. 

^Stevenson and Moushegian, "The Effect of In s t ruc t i on and 
Training on S h i f t s . " 

^ I b i d . , p . 284. 
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as many trials to solve the discrimination problem as did the group 

receiving instructions. 

Marketing Implications 

A new-product manager might be able to improve the adoption of 

his product by providing reliable information and detailed instructions 

on product use to potential consumers. Since extradimensional shifts 

can be aided by giving the subjects information about the new relevant 

dimension, it may also be possible to switch a consumer's choice to a 

new product by pointing out exactly what the new cues will do for the 

consumer. Advertisers could use this information by telling the con

sumer the benefits that could be expected from using the product. 

" . . . To show how not to use a product and also how to use a product 

may be very useful." There are two approaches to the supplying of 

product information: (1) "the advertiser can tell the person to buy 

the product because it will do this or that for him; . . . or [(2)] 

the advertiser can create a friendly, sincere, and understanding 

atmosphere which shows the benefits of the product. . . . 

Instructions may reduce consumer dissonance. "Individuals to 

whom additional positive information is provided during the process of 

Steuart H. Britt, "How Advertising Can Use Psychology's Rules 
of Learning," in Consumer Behavior and the Behavioral Sciences, ed. by 
Steuart H. Britt (New York: John Wiley and Sons, Inc., 1966), pp. 130-
132, at p. 131. 

^Ibid. 

•̂ Howard D. Hadley, "Nondirective Approach in Advertising 
Appeals," in Consumer Behavior and the Behavioral Sciences, ed. by 
Steuart H. Britt (New York: John Wiley and Sons, Inc., 1966), pp. 
467-468, at p. 467. 
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decision-making will experience less dissonance than others.' Instruc

tions and product information tend to make a buyer more confident in his 

decision making. Holloway conducted an experiment in which he gave half 

of the subjects no information and the other half received product 

information that was relevant to the decision that they were asked to 

make. The effects of high inducement interacted xd.th information to 

produce significant differences between the groups receiving informa

tion and those not receiving information. "When there was low induee-

3 
ment, the information effect was not apparent." It can not be said 

with finality that all new products should be introduced to the market 

with a message pointing out all the benefits to the potential users. 

Since many products are consumed for their imagined qualities for 

satisfying wants, it might be impossible to develop a complete product 

description favorable to every consumer's psyche. Dirksen and Kroeger 

summarize this view in the following: 

. . . advertisements are still one of the best sources of 
product information. . . . Whether or not more of the 
advertisements should emphasize product qualities in their 
appeals is a question which cannot be resolved on an over
all basis, because there are too many ramifications 
involved in deciding on the appeal which each seller 
should use.^ 

Engel, Kollat, and Blackwell, Consumer Behavior, p. 515. 

^Robert J. Holloway, "An Experiment on Consumer Dissonance," 
Journal of Marketing, Vol. 31 (January, 1967), pp. 39-43. 

^Ibid., p. 42. 

^Charles J. Dirksen and Arthur Kroeger, Advertising; Prin
ciples and Problems (third ed.; Homewood, Illinois: Richard D. 
Irwin, Inc., 1968), p. 35. 
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Summary and Conclusions 

The preceding literature review of psychological shift para

digms can be incorporated into marketing thought at two levels: (1) 

theoretical, and (2) empirical. At a theoretical level, marketers can 

(by making certain assumptions) explain brand-switching behavior in 

terms such as mediational hypotheses, reversal and extradimensional 

shifts, relevant dimensions, and other constructs as reviewed in this 

chapter. At the empirical level, there are certain findings that seem 

to have direct import for explaining brand switching. Some discrimina

tion shift findings are consistent across a wide range of experimental 

conditions; e.g., humans find reversal shifts easier to learn than 

extradimensional shifts. Even this finding is subject to qualifica

tions. Instructions on the nature of the shift has allowed extra

dimensional shifts to be learned faster than reversal. It is impossible 

to show unequivocally that discrimination shifts are controlled by any 

particular group of factors to the exclusion of others. It is hazard

ous to borrow psychological concepts and use them to explain behavior 

that occurs without the controls present in an experiment. Consumers 

operate in an environment in which any number of factors are present 

that can influence behavior. Empirical testing of the borrowed concepts 

in a marketing oriented situation will aid in the development of con

sumer theory using psychological concepts. Chapter IV describes an 

experiment in which discrimination shift findings and theoretical con

cepts are tested in terms of a new product. 

•"•Appendix B presents the similarities and differences bctw.3en 
psychological shift paradigms and brand switching behavior. These 
facfors are the assumptions that must be made in order to utilize 
shift paradigms in developing a consumer behavior theory. 



CHAPTER IV 

METHODOLOGY 

The central problem of this study was a determination of the 

appropriateness of using psychological concepts to explain consumer 

behavior. In order to delimit this broad area of inquiry, a study of 

shift paradigms in relation to brand-switching behavior was undertaken, 

The hypothesized relationship between marketing and psychology was 

examined in a logical manner in Chapters II and III of this study. 

Chapter IV contains a description of an experiment in which 

the concepts from selected psychological literature were tested in a 

marketing context. This chapter contains the following major divi

sions: an introduction; the null hypotheses; the method of selecting 

the subjects; research methods; the procedure; and the experimental 

design and statistical analyses. 

Introduction 

This study tested consumer attitudes toward a relatively new 

product. The product was a tea beverage in a can. This beverage 

Morris B. Jacobs defines beverages as follows: "Carbonated 
nonalcoholic beverages may be defined as beverages that are generally 
sweetened and flavored, that sometimes are acidified and sometimes 
have salts or minerals added, that are artificially charged with car
bon dioxide, and that contain no alcohol. The name adopted for such 
beverages by custom, in the United States, is soda. . . . Other terms 
generally applied to such beverages are soda pop, soda water, or more 
simply, £0£." In Manufacture and Analysis of Carbonated Beverages 
(New York: Chemical Publishing Company, Inc., 1959), pp. 13-14. 

90 
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was designed by the manufacturers to appear as a member of the general 

group of beverages knovm as "soft drinks." " . . . , The franchise 

companies are trying to get their product [canned tea] produced, dis-

2 
tributed and marketed just like a soft drink." Tea beverages are not 

new products, but the way in which the product images were formed was 

3 
new. 

Null Hypotheses 

The following null hypotheses were tested: 

1. There is no difference in brand switching between heavy 

and light users of soft drinks. 

2. There is no difference in brand switching among groups 

of subjects receiving (a) product instructions explic

itly detailing the relevant mediating concepts, (b) 

numerous product facts, or (c) no reference to mediat

ing concepts or product facts. 

3. There is no significant interaction between soft drink 

usage and the type of information given. 

•"•"The term soft drink, . . . , has a broader connotation than 
merely carbonated nonalcoholic beverage, for the fruit drinks and 
fruit juices are also included, . . . , in the term 'soft drink' when 
they do not contain alcohol," Ibid., p. 14. 

"Ready-to-Drink Tea Seeks Sales as a Soft Drink," Soft-
drinks, Vol. 92 (October, 1972), pp. 29-33, at p. 29. 

^It might be argued that the manufacturers have chosen the 
wrong market in which to introduce a tea-like soft drink. Market 
segments such as tea, coffee, campers, or others may have been more 
profitable choices. The appropriateness of the decision to enter the 
soft drink market will not be considered in this study. The primary 
concern will be: Given that it has been decided to enter a partic
ular market, how should the company proceed in its attempt to cause 
consumers in that market to shift to the new product. 
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Sample Selection 

A questionnaire was developed and administered to 272 individ

uals. The questionnaire is shown in Appendix C. The purpose of the 

questionnaire was to ascertain the amount of soft drink consumption. 

Table 4-1 contains the percentages of soft drink consumption. 

The purpose of the questionnaire was to determine a criterion for 

selecting heavy and light soft drink users. Approximately fifty per 

cent (48.5 per cent) of the respondents indicated that they consumed 

eighteen or less soft drinks per month. On the other hand, 51.5 per 

cent of those answering the questionnaire consumed nineteen or more 

TABLE 4-1 

SOFT DRINK CONSUMPTION 

Soft drinks consumed 
per month 

Percentage of 
respondents 

1.1 

12.5 

20.6 

14.3 

17.3 

12.9 

21.3 

Cumulative 
percentages 

1.1 

13.6 

34.2 

48.5 

65.8 

78.7 

100.0 

0 

1-6 

7-12 

13-18 

19-24 

25-30 

31 or more 

soft drinks per month. It was decided that a convenient definition of 

heavy and light users could be based upon an arbitrary criterion of a 

certain percentage of respondents. The point at which one-half of 
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respondents are included on either side is between eighteen and nine

teen soft drinks per month. For purpose of this study, a heavy soft 

drink user was defined as one drinking nineteen or more soft drinks 

per month. A light user is an individual consuming eighteen or less 

soft drinks in a month. 

Once the criterion was established for heavy and light user 

groups, a random sample of thirty subjects was drawn from the list of 

available subjects designated as being heavy users, and a random sam

ple of thirty subjects was drawn from the light users. These sixty 

individuals constituted the subject groups for the experiment. 

Research Methods 

A need to know the mediating concepts directed the research 

toward discovering the relevant ideas associated with soft drinks. 

A need to measure attitudes toward soft drinks lead to the develop

ment of a semantic differential for soft drinks. There are two basic 

research approaches developed in this study: (1) mediating concepts; 

and (2) the semantic differential. Each of these research orienta

tions will be discussed separately. 

Mediating Concepts 

There is evidence to suggest that consumers are not able to 

2 
sense physical differences between soft drinks. Thumin reports that 

•"•Although 272 individuals responded to the questionnaire, 82 
of the individuals were not included in the stratified sampling because 
they indicated that they did not wish to participate in the experiment. 

^N. H. Pronko and J. W. Bowles, Jr., "Identification of Cola 
Beverages. I. First Study," Journal of Applied Psychology, Vol. 32 
(June, 1948), pp. 304-312; J. W. Bowles, Jr. and N. H. Pronko, "Iden
tification of Cola Beverages. II. A Further Study," Journal of 
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"no significant relationship was found between ability to identify cola 

beverages and degree of cola consumption; nor were Ss [subjects] any 

better at identifying their 'regular' brand than they were other 

brands." Since consumers do, in fact, favor one brand over others, 

it may be assumed that consumers use some factor on which they make 

their choice regarding soft drinks. Research was undertaken to dis

cover the relevant factors on which consumers base their soft drink 

choices. 

The search for the relevant choice criteria necessitated an 

inquiry into the nature of mediating concepts associated with soft 

drink selection. 

Although the nature of the mediating response was not clear 
(it could be either a physical orientation toward a stimulus 
dimension or a subvocalized designation of a particular 
dimension as important), the utility of a mediating response 
as an explanation seemed quite attractive.^ 

Consumers use price in their evaluations of products. 

Subjects used price as an indicator of product quality. 
With a physically homogenous product and unknovm brand 
names . . . , subjects perceived the highest priced 
grand to have better quality than the other two brands. 

Applied Psychology, Vol. 32 (October, 1948), pp. 559-564. N. H. Pronko 
and J. W. Bowles, Jr. report that: "The most conspicuous findings to 
be observed here [in this experiment] is the total absence of correct 
identifications.' Not on a single occasion were any of these [cola] 
beverages correctly named." Quote from: "Identification of Cola 
Beverages. III. A Final Study," Journal of Applied Psychology, Vol. 
33 (December, 1949), pp. 605-608, at p. 606. 

•"•Frederick J. Thumin, "Identification of Cola Beverages," 
Journal of Applied Psychology, Vol. 46 (October, 1962), pp. 358-360, 
at p. 358. 

^Earl B. Hunt, Concept Learning; An Information Processing 
Problem (New York: John Wiley and Sons, Inc., 1962), pp. 74-75. 
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The medium-priced brand was perceived to be marginally 
better than the lowest priced brand.•'• 

Price is a concept that is used by the consumers to indicate product 

differences. Other concepts may act as mediating concepts in product 

evaluations. Stafford and Enis showed that product choice are affected 

by an interaction of price with product image.^ " . . . Consumers do 

not always use physical or objective criteria [such as price] to eval-

3 
uate alternatives. Subjective factors can become dominant. . . . " 

Engel, Kollat, and Blackwell call these criteria for product evaluation 

"evaluative criteria."^ "Evaluative criteria specify those dimensions 

which the consumer deems to be important in his choice of alternatives." 

Usually only one or two criteria are used by the consumer to evaluate 

alternatives. "Frequently one or two criteria stand above others as 

being critical in that they must be satisfied before a purchase will 

be made, even though all other criteria are satisfied." 

The relevant dimensions (mediating concepts) that are asso

ciated with soft drinks were derived from two sources. The first 

source was individual consumers. Consumers were polled to learn of 

their reasons for consumption or non-consumption of soft drink 

•'•James H. Myers and William H. Reynolds, Consumer Behavior 
and Marketing Management (Boston: Houghton Mifflin Company, 1967), 
pp. 309-310. 

^James E. Stafford and Ben M. Enis, "The Price-Quality Rela
tionship: An Extension," Journal of Marketing Research, Vol. 6 
(November, 1969), pp. 456-458. 

•̂ James F. Engel, DAvid T. Kollat, and Roger D. Blackwell, Con
sumer Behavior (2nd ed.; New York: Holt, Rinehart and Winston, Inc., 
I^TJ), pp. 253-254. 

Ibid., pp. 247 '̂''̂  

'ibid., p. 250. 

Ibid., pp. 247-265. Ibid., p. 248. 

6. 
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beverages. In non-structured interviews, individuals were asked to 

respond to the following questions: 

(a) What do you think about soft drinks? 

(b) Why do you drink (or do not drink) soft drinks? 

(c) With what do you associate soft drinks? 

McNulty has suggested " . . . that only words should be considered as 

appropriate vehicles for mediation, . . . " It was assumed that the 

frequency of words used by the respondents would indicate the best 

mediating concepts for soft drinks. A word tally xms conducted on 

the responses from the interviews. The word used by the respondents 

more times than any other word was "taste." Seventy-five per cent of 

those interviewed used the word taste. The second most used word was 

found to be "convenience." Eighty-two per cent of the respondents 

made some reference to convenience and/or taste. These two words are 

assumed to be the most important dimensions which are used to evaluate 

soft drinks. 

The second source for the mediating concepts associated with 

soft drinks was advertisers and marketing managers that were involved 

2 
with the introduction of tea in cans. "In an effort to persuade 

people to consume their products, manufacturers of nonalcoholic 
3 

drinks attempt to project specific product images." The images 

John A. McNulty, "The Effects of 'Instructions to Mediate' 
upon Paired-Associate Learning," Psychonomic Science, Vol. 4 (January 
10, 1966), pp. 61-62, at p. 62. 

Softdrinks, a magazine of the soft drink industry, did a sur
vey of the advertisers and marketers involved in the new tea product 
(canned). This was contained in the article "Ready-to-Drink Tea Seeks 
Sales as a Soft Drink," pp. 29-33. 

^ r t i n Reck, "Sex and Age Differences in Preference for Non
alcoholic Drinks," Psychological Reports, Vol. 24 (June, 1969), p. 746 
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projected by the soft drink industry are taste and convenience. The 

manufacturers of canned tea products attempted an advertising campaign 

that emphasized the convenience and the taste of the new tea product. 

The franchise companies have formulated their tea product specifically 

for the taste preferences of consumers of soft drinks. "The franchise 

companies are selling a concentrate which is mixed with sugar and water 

to make a syrup in the same way as a traditional soft drink." Soft-

drinks reports that the tea companies have marketed a lemon and sugar 

flavored product to appeal to the taste preferences of soft drink con-

sumers. One of the tea company spokesmen was quoted in Softdrinks as 

saying: "'When a housewife is looking at soft drinks [in a supermar

ket], why shouldn't she consider another soft drink flavor at the same 

price?'"^ The firms that marketed canned tea also emphasized the con

venience of their product. The industry noted that consumers might be 

hesitant in paying more for canned tea than they would for the dry 

mixes of tea. 

The handicap [of higher prices for canned tea] is likely 
to diminish as consumers become accustomed to buying 
prepared, packaged iced tea in cans. . . . It is an 
opportunity for the consumer to buy tea in the most 
convenient form possible. 

Neither taste nor convenience were defined for the subjects in the 

experiment. The subjects were allowed to conceptualize the words 

in any manner they thought relevant. 

•"""Ready-to-Drink Tea Seeks Sales as a Soft Drink," p. 29. 

Ibid., p. 33. 

-̂ Ibid., p. 32. 

^Ibid., p. 32. 
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Taste and behavior—" . . . The senses Jincluding taste] are 

held to be the sole mediators of transactions between the organism 

and its environment." As a discriminative stimuli, taste can direct 

and reinforce behavior. "One intriguing aspect of . . . [taste is 

2 
its] potent control of behavior. . . . " Taste is a physiological 

concept. "Tasting occurs in the mouth, chiefly on the tongue through 

the taste buds. There appears to be only four basic receptor types 

3 
responsible for the tastes—sweet, salty, sour and bitter." The 

taste " . . . of a carbonated beverage is the sum of the flavoring 

action of the various components of the soft drink, namely, the sugar, 

the carbon dioxide, and the flavoring materials themselves." The 

sense of taste possesses demonstrable discriminative and reinforcing 

functions. Taste exerts its influence on behavior through a hedonic 

process. " . . . There is a frequent correlation between pleasantness 

[of a taste sensation] and approach, and unpleasantness and avoidance; 

..." Taste has a physiological effect on behavior. 

•"•Carl Pfaffmann, "The Pleasures of Sensation," Psychological 
Review, Vol. 67 (July, 1960), pp. 253-268, at p. 253. 

'̂ Carl Pfaffmann, "Taste Stimulation and Preference Behavior," 
^^ Q.lfaction and Taste, ed. by Y. Zotterman (New York: Pergamon 
Press, 1963), pp. 257-273, at p. 257. 

\oren B. Sjostrom, "Flavour," Encyclopaedia Britannica, Vol. 
9 (Chicago: William Benton, Publisher, 1969), pp. 428-430, at p. 428. 

Jacobs, Manufacture and Analysis of Carbonated Beverages, p. 
110. Taste and flavour are sometimes used interchangeably. Taste is 
a physiological function of the taste buds. Flavour involves olfac
tion, gustation, and tactual sensations. 

Pfaffmann, "The Pleasures of Sensation," pp. 253-254. 

^Ibid., p. 263. 

file:///oren
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Taste and attitude—" . . . the problem of relating physiology 

to psychology, . . . may be found in the question of the basic qual-

ities of taste. There is a paucity of experiments having to do with 

the effects of mediational concepts (e.g., taste and convenience) upon 

attitudes. The relationship between the physiology of taste and its 

subsequent effect upon attitude formation has been explained through 

a mediating response mechanism. Osgood used the idea of mediational 

2 
responses to explain the formation of concepts. 

It would seem that the only essential condition for con
cept formation is the learning of a common mediating 
response (which is the meaning of the concept) for a 
group of objects or situations. Identical elements and 
common perceptual relations merely facilitating the 
establishment of such mediators. 

Mediational responses have been used to explain attitude development. 

"'An attitude is an implicit response which is . . . mediating in 

5 
reference to patterns of overt responses.'" (Italics in original.) 

Rhine and Silum viewed attitudes " . . . in concept-formation terms, 

and an empirically derived evaluative dimension was used to study 

4 

Morley R. Kare and Bruce P. Halpern, eds.. Physiological and 
Behavioral Aspects of Taste (Chicago: The University of Chicago 
Press, 1961), p. viii. 

Charles E. Osgood, Method and Theory in Experimental Psy
chology (New York: Oxford University Press, 1953), pp. 669-672. 

^Ibid., p. 669. 

^Howard H. Kendler and Alan D. Darasik, "Concept-formation as 
a Function of Completion between Response Produced Cues," Journal of 
Experimental Psychology, Vol. 55 (March, 1958), pp. 278-283. 

^Leonard W. Doob, "The Behavior of A t t i t u d e s , " Psychological 
Review, Vol. 54 (May, 1947), pp. 135-156, a t p . 137. 
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concep t - a t t i t ude development, s t r e n g t h , and r e s i s t a n c e to change."""" 

At t i tude means a d i s p o s i t i o n to eva lua te ob jec ts (such as soft dr inks) 

and t h e i r a s s o c i a t i v e c h a r a c t e r i s t i c s (such as t a s t e and convenience) 

2 

in certain ways. There is a theoretical link between concepts, behav

ior, and attitudes through the mechanism of the mediating response. 

It has been hypothesized that attitudes are formed through concept 

formation. The concepts were formed through implicit or mediating 

responses. "A concept-formation approach to attitude learning also 

enables any systematic viewpoint which can account for concept forma-
3 

tion to account at the same time for attitude formation.' 

It has been hypothesized that the physiological aspects of taste 

are mediating concepts in soft drink consumption. The mediating concept 

of taste affects the formation of attitudes regarding soft drinks. Overt 

behavior, such as the buying and consuming of a particular beverage, may 

be mediated by the attitudes regarding the beverage. Since mediating 

concepts may have an effect upon attitudes, these implicit responses are 

measurable indirectly through their influence on attitudes. Therefore, 

by utilizing the semantic differential to measure attitudes, it may be 

possible to measure the influences of the mediational concepts. 

Ramon J. Rhine and Betsy A. Silum, "Acquisition and Change of 
a Concept Attitude as a Function of Consistency of Reinforcement," 
Journal of Experimental Psychology, Vol. 55 (May, 1958), pp. 524-529, 
at p. 528. 

^Isidor Chein, "Behavior Theory and the Behavior or Attitudes: 
Some Critical Comments," Psychological Review, Vol. 55 (May, 1948), 
pp. 175-188, at p. 177. 

•̂ Ramon J. Rhine, "A Concept-Formation Approach to Attitude 
Acquisition," Psychological Review, Vol. 65 (November, 1958), pp. 
362-370, at p. 362. 
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Semantic Differential 

Most people consider the terms "salty," "bitter," "sour," and 

"sweet" as labels for perceived taste dimensions. Pfaffmann examined 

how various " . . . physiological mechanisms control the various behav-

iors included under the general rubric of taste preference." Concept 

formation has been explained in terms of mediating responses. It has 

been theorized that mediating concepts facilitate attitude development. 

" . . . The meaning of a concept is its location in a space defined by 

some number of factors or dimensions, and attitude toward a concept is 

3 
its projection onto one of these dimensions defined as 'evaluative.'" 

Thus, it may be possible to measure the concepts of taste and conve

nience indirectly through their influence upon attitudes. 

Arthur Staats and Carolyn Staats conditioned the attitudes of 

subjects to significant verbal stimuli which they then tested using 

the semantic differential. They concluded that an implicit response 

mediated the subjects' behavior, and that this mediational concept 

(response) was measurable using the semantic differential. Jenkins, 

Russell, and Suci contend that the object of the semantic differential 

Kare and Halpern, Physiological and Behavioral Aspects of 
Taste, p. viii. 

^Pfaffmann, "Taste Stimulation and Preference Behavior," p. 272. 

^Charles E. Osgood and Percy H. Tannebaum, "The Principle of 
Congruity in the Prediction of Attitude Change," Psychological Review, 
Vol. 62 (January, 1962), pp. 42-55, at p. 42. 

Arthur W. Staats and Carolyn K. Staats, "Attitudes Established 
by Classical Conditioning," The Journal of Abnormal and Social Psy-
£!lPi£SZ, Vol. 57 (May, 1958), pp. 37-40. 

^Ibid., p. 39. 
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is to reicite the phenomena of mediation to attitudes. " . . . Most 

verbal, mediational effects will be predictable from a knowledge of 

the semantic differential profiles of the verbal elements involved." 

Product Images 

"Communication of the product stimulus, . . . results in a 

meaning or cognition to the individual consumer, or what has been 

3 
termed a brand image." Advertising and marketing men need to measure 

reactions of people to a product's "image." This image is some label 

that individuals subjectively place on objects. "Stereotypes are ver

bal labels. . . . When stereotypes refer to commercial products they 

are more often called 'images' . . . or 'brand images.' . . . Stereo-

4 
types often reflect an attitude, either favorable or unfavorable." 

Consumers' attitudes toward canned tea can be measured by several 

techniques. Consistent with the view toward measuring "images" is 

Osgood's technique called the semantic differential. 

William Mindak gives the following reasons for using the 

semantic differential to measure product images: 

•"•James J. Jenkins, Wallace A. Russell, and George J. Suci, "An 
Atlas of Semantic Profiles for 360 Words," The American Journal of 
Psychology, Vol. 71 (December, 1958), pp. 688-699. 

^Ibid., p. 688. 

^Frederick D. Sturdivant and others. Managerial Analysis in 
Marketing (Glenview, Illinois: Scott, Foresman and Company, 1970), 
p. 166. 

^A. N. Oppenheim, Questionnaire Design and Attitude Measure

ment (New York: Basic Books, Inc., 1966), p. 211. 

^Charles E. Osgood, George J. Suci, and Percy H. Tannenbaum, 
Ihe Measurement of Meaning (Urbana, Illinois: University of Illinois 
Free Press, 1957). 
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1. It is a quick, efficient means of getting in readily quan
tifiable form and for large samples not only the direction 
but intensity of opinions and attitudes toward a concept 
. . . be it brand, product, or company. . . . 

2. It provides a comprehensive picture of the "image" or 
meaning of a product or personality. . . . 

3. It represents a standardized technique for getting at the 
multitude of factors which go to make up a brand or pro
duct "image." . . . 

4. It is easily repeatable and quite reliable. . . . 
5. It . . . allows for individual frames of reference. ...-'• 

Continuum of Feeling 

The semantic differential involves having individuals make 

repeated judgments of concepts on an equal-interval scale. Osgood 

developed his original scales from fifty pairs of polar adjectives. 

The scale is called "bipolar" because the words at each end of a 

scale are usually opposite in meaning. The major function of a 

semantic differential " . . . is to divide people roughly into a 

number of broad groups, with regard to a particular attitude. . . . 

A seven-point scale was used in this study to obtain the sub

jects' response. "Over a large number of different subjects in many 

different experiments it has been found that with seven alternatives 

all of them tend to be used and with roughly, if not exactly, equal 

frequencies."^ The alternatives ranged from "extremely" positive 

responses in one direction, to a neutral position to "extremely" 

M2 

•̂ William A. Mindak, "Fitting the Semantic Differential to the 
Marketing Problem," Journal of Marketing, Vol. 25 (April, 1961), pp. 
28-33, at pp. 28-29. 

^Oppenheim, Questionnaire Design and Attitude Measurement, 
p. 121. 

Osgood, Suci, and Tannenbaum, The Measurement of Meaning, 
p. 85. 



104 

negative alternatives. The alternatives were weighted, but the sub

jects did not know of the weights. The positions were given weights 

ranging from seven to one. The most favorable response was given 

seven points, neutral was given four points, and the most unfavorable 

response position was given the value of one point. The total score 

on an individual's semantic differentit.1 resulted from th^ summation 

of the values of each of the scored responses. A favorable attitude 

is indicated by a higher value on the total score in comparison to a 

lower total for a more unfavorable attitude. 

Analysis of Meaning 

Osgood originally developed a list of fifty bipolar words he 

felt could define the meaning of a concept. It was felt that for 

purposes of this study, Osgood's word pairs lacked sufficient appro

priateness to measure soft drink images. It became necessary to 

develop a semantic differential specifically suited for the measure

ment of attitudes associated with soft drinks. The technique for 

development of a particular semantic differential " . . . really 

boils down to a selection of rating scales made up for the partic-

2 

ular purpose at hand, on the basis of pilot interviews." The rat

ing scales in this study were developed from the following sources: 
3 

previously mentioned non-s t ruc tu red in terviews ; the word a t l a s 

•"•Ibid., p . 37. 

^Oppenheim, Questionnaire Design and Attitude Measurement, 
p. 206. 

^See pages 95 to 96 of this study. 
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developed by Jenkins, Russell, and Suci ; and marketing literature.^ 

These sources produced the words shown in the semantic differential 

on pages 108 and 109 of this study. 

Coefficient Alpha 

Coefficient alpha is a test of internal reliability based upon 

internal consistency and the number of items constituting a measure

ment test. Cronbach wrote the following concerning the internal con

sistency of tests: 

Any research based on measurement must be concerned with the 
accuracy or dependability or, as we usually call it, reliabil
ity of measurement. A reliability coefficient demonstrates 
whether the test designer was correct in expecting a certain 
collection of items to yield Interpretable statements about 
individual differences.^ 

Coefficient alpha should be applied to all new measurement methods. 

Cronbach developed the general formula for estimating the Internal 

consistency of a test. The general formula for determining coef

ficient alpha is: 

•"•Jenkins, Russell, and Suci, "An Atlas of Semantic Profiles 
for 360 Words," pp. 688-699. 

^Robert F. Kelly and Ronald Stephenson, "The Semantic Dif
ferential: An Information Source for Designing Retail Patronage 
Appeals," Journal of Marketing, Vol. 31 (October, 1967), pp. 43-47; 
William A. Mindak, "A New Technique for Measuring Advertising Effec
tiveness," Jourruy^_ofJlarketj^ Vol. 20 (April, 1956), pp. 367-378; 
Mindak, "Fitting the Semantic Differential to the Marketing Problem," 
pp. 28-33. 

"̂ Lee J. Cronbach, "Coefficient Alpha and the Internal Struc
ture of Tests," Psychometrlka, Vol. 16 (September, 1951), pp. 297-
334, at p. 297. 

^Jum C. Nunnally, Psychometric Theory (New York: McGraw-
Hill Book Company, 1967), p. 210. 

^Cronbach, "Coefficient Alpha and the Internal Structure of 
Teats," pp. 297-334. 
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n-1 
1 - 1, 

y 

Where: 

a = coefficient alpha 

n = the number of items 

i = represents an item 

c. - the variance of item scores after weighting 

2 
cr = the variance of test scores 

If coefficient alpha is too low (less than .30), the test is 

either too short or the items have little in common. A coefficient 

alpha of .80 and above is considered good. The semantic differential 

of this study had the following coefficients: (a) the product—.858; 

the advertisement—.894; and the company—.650. The entire semantic 

differential had a coefficient alpha of .877. From these findings, 

it was decided that the instrument had sufficient internal consistency 

to fit the requirements of this study. 

Semantic Space 

Osgood and others define the meaning of concepts " . . . _as 

the set of factor scores in the column [of the matrix developed from 

the summation of semantic differential scores] representing that con-

3 
cept."-* "Semantic space" is the distance between two or more concepts. 

Nunnally, Psychometric Theory, p. 210. 

^The coefficient alpha of .650 for "the company" is due to the 
relatively few items in this part of the semantic differential. Thi.̂  
portion of the test had four items. 

^Osgood, Suci, and Tannenbaum, The Measurement of Meaning, 
p. 87. 
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" . . . Meiiational effects will be proportional to the distance between 

two concepts in the 'space.'" Semantic space represents an attempt to 

quantify the relationship of concepts in terms of similarities or dif

ferences. 

Procedure 

The procedures were administered to the subjects in groups. 

Ten randomly assigned subjects were in each of six experimental groups. 

Heavy and light user segments were presented with one of three possible 

messages that contained varying amounts of mediational concepts. A 

group of heavy users and a group of light users listened to an adver

tisement containing no explicit reference to mediational concepts of 

soft drinks. The two groups of subjects receiving no mediators were 

the control groups in this study. Figure 4-2 illustrates the groups 

used in this study. 

The subjects were told at the start of the experiment that 

they were to listen to an advertisement for a new product. After 

listening to the recorded messages, they were asked to fill out the 

3 
semantic differential form. 

Every group listened to the same recorded commercial message. 

Each group heard this commercial twice during the course of the experi

ment. The message was one supplied by the advertising agency that was 

•"•Jenkins, Russell, and Suci, "An Atlas of Semantic Profiles 

for 360 Words," p. 689. 

^Osgood, Suci, and Tannenbaum, The Measurement of Meaning, 
p. 92. 

•̂ See Appendix D of this study for the instructions that were 

given to the subjects. 
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respousible for the promotion of a company's tea-in-a-can."^ Between 

the first and the second playing of the commercial, varying degrees 

or amounts of mediational messages were interjected. 

Heavy Users Light Users 

Irrelevant Mediational 
Concepts 

"Taste" and "Convenience" 

No Conceptual Mediators 

GROUP 
Al 

GROUP 
Bl 

GROUP 
CI 

GROUP 
A2 

GROUP 
B2 

GROUP 
C2 

Fig. A-2. Subject Groups of the Study. 

Presentation A 

Group Al and Group A2 heard the following recorded message in 

addition to the commercially prepared message: 

What you have just heard is an advertisement for a 
product—a new ready-to-drink tea beverage. 

This drink was introduced to compete directly with 
soft drinks. The Beverage Tea Company is trying to 
get its product produced, distributed, and marketed 
just like a soft drink. 

Beverage Tea Company is selling a concentrate which 
is mixed in the same way as a traditional soft drink. 
The main difference in the production is that nitrogen 
is used instead of "C-O-Two." 

The fictitious name "Beverage Tea Company" has been used in 
this study to represent a real company that introduced the tea-in-a-
can. The subjects in the experiment heard the name of the actual 
company. 
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Beverage Tea Company is producing a lemon-sugar-
flavored product. Most tea is consumed in that form. 
Beverage's iced tea is sold in supermarkets, vending 
machines, and several other places. 

Beverage's canned tea is the first new kind of soft 
drink to come along in a long time. Also, for on-
premise consumption, iced tea is often the only cold 
non-carbonated drink available. 

Because of industry formulations. Beverage's iced-
tea in a can does not compare in taste to regular tea. 
Consumers have a different frame of reference for 
canned iced tea. 

Iced tea in a can combines the best aspects of tea and 
canned soft drinks. Add to that the Beverage name, and 
this new brand is an ideal drink for the soft drink 
market. 

You owe it to yourself to try at least one can of 
Beverage's iced tea. 

Now listen to the advertisement one more time to see 
if there might be anything that you missed from the 
first time. 

Presentation B 

Group Bl and Group B2 heard the following recorded message in 

addition to the advertisement: 

What you have just heard is an advertisement for a 
convenient new product—a ready-to-drink tea beverage. 

Beverage's iced tea will be convenient to purchase. 
It will be sold in all the places that soft drinks 
are now being marketed. Beverage's iced tea will be 
convenient to use. There is no mixing of any ingre
dients—just open the can and drink. 

Beverage's emphasis is on taste. Just the right 
amounts of lemon and tea are mixed with a little 
sugar to produce a great tea taste. 

You owe it to yourself to try at least one can of 
Beverage's iced tea. 

Now listen to the advertisement one more time to 
see if there might be anything that you missed from 
the first time. 
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Presentation C 

A heavy user group and a light user group (Groups CI and C2) 

listened to the two playings of the commercial message. There was a 

period of silence, instead of a mediational message, between the first 

and second playings. 

Experimental Design and Statistical Analyses 

After the semantic differentials were administered and com

pleted, the data were subjected to the following treatments. Analyses 

of variance were computed for the experimental groups. A randomized 

factorial design ( 2 X 3 , n = 10) was employed. The .10 level was 

demanded for significance in the statistical analyses. Differences 

between group mean values were tested using a T̂  test. 

Summary 

Chapter IV contained the experiment that was conducted to 

determine the effects of mediational concepts on behavior. Subjects 

were selected from those responding to a questionnaire. The groups 

of subjects were presented with varying amounts of mediational con

cepts. The effects of the mediational concepts were tested using a 

semantic differential. Chapter V contains the findings of the 

experiment. 



CHAPTER V 

FINDINGS OF THE STUDY 

The main purpose for this study was to determine the usefulness 

of psychological theory in explaining and predicting the behavior of 

consumers in the market. An experiment was conducted that utilized a 

theory of shift behavior to explain consumers' attitude differences 

regarding a product. Mediating concepts were presented to subjects who 

had been classified as being either heavy or light users of soft drink 

beverages. This chapter reports the findings of the experiment 

described in Chapter IV. 

Because of the nature and purpose of this study, the analysis 

of the experimental findings will focus primarily on methodological 

and epistemological considerations. Specific information is available 

from the data, but the uniqueness of the experimental situation (espe

cially the product) limits the use of the findings. 

This chapter has been divided into the following parts; an 

introduction; findings of the semantic differential; market segmenta

tion; intentions to purchase the product; conclusions; and recommendct-

tions. 

Introduction 

A semantic differential was developed and given to several 

groups of subjects in order to determine their attitudes toward a 

new canned-tea beverage. It was assumed that a higher score on the 

113 
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semantic differential indicates a more favorable attitude toward the 

product. To measure the significance of the differences among the 

experimental groups, an analysis of variance was to be conducted on 

the group means. Before this analysis could be done on the data, a 

potential problem concerning the data had to be resolved. The indi

vidual responses on the semantic differential were skewed. The prob

lem was how to handle the skewed distributions so that an analysis of 

variance could be performed on the data. 

It could have been possible that median measures would have 

been more sensitive and representative than measures of means since 

the values on the semantic differentials were skewed. A statistical 

technique was needed in order to detect the interactions which accom

pany strategic market decisions, especially those involving the ele

ments of the marketing mix. Median tests, which are designed to test 

differences among skewed distributions, do not permit detection of 

interaction among the factors involved in this study. To determine 

the degree of discrepancy that was introduced by using an analysis of 

variance with means instead of a median test, a correlation was done 

with means versus medians for the group scores on the semantic differ

ential. This correlation involved a comparison of six means and the 

corresponding medians for the experimental groups. The distribution 

of the median scores was determined to be somewhat more platykurtic 

than the distribution of the means. The rank correlation betx̂ reen the 

means and the medians was determined to be 0.928. The use of the mean 

score values instead of the medians seemed justifiable. 
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Semantic Differential 

The semantic differential used in the experiment had three com

ponents: (1) product, (2) advertisement, and (3) company. It was 

decided that an analysis of variance would be done on the product and 

advertisement components individually, but not on the company portion 

of the semantic differential.^ 

Tables 5-1 and 5-2 contain the summary tables for the analysis 

of variance of the product and the advertisement portions of the seman

tic differential. The results indicated that there were no significant 

differences between either the usage of soft drinks or among the medi

ating concept presentations. All the row and column 7^ values were less 

than 1.00, and therefore not significant. Subjects' attitudes toward 

the product and the advertisement were virtually the same. It does 

not make a significant difference whether the subject was a heavy or 

a light user of soft drinks, his attitude toward the canned tea would 

be the same. Varying the amounts of mediating concepts that were pre

sented to the subjects had no significant effects on the attitudes 

toward the product. The same was true for the advertisement. 

The only significant finding was that of the interaction effect 

of the advertisement component. The F̂  ratio was found to be 4.47 which 

Is significant beyond the .025 level. This significant interaction 

indicates that the presentation of varying amounts of mediating con

cepts does interact with soft drink usage to influence attitudes 

•̂ It was decided not to do an analysis of variance on just the 
company component. This portion of the semantic differential con
tained only four possible responses, and the meas\ire of internal con
sistency was determined to be only 0.650. See pages 105 to 106 of 
this study for the discussion of this coefficient. 
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TABLE 5-1 

SOURCE TABLE FOR ANALYSIS OF VARIANCE OF THE PRODUCT SCORES 
ON THE SEMANTIC DITTERENTIAL 

Source **' 

Heavy/Light Users (A) 

Mediating Concepts (B) 

A X B 

Within Cells 

Total 

DF 

1 

2 

2 

54 

59 

Mean Squares 

77.13 

19.09 

145.78 

136.87 

F ratio 

0.56 

0.14 

1.07 

TABLE 5-2 

SOURCE TABLE FOR ANALYSIS OF VARIANCE OF THE ADVERTISEMENT SCORES 
ON THE SEMANTIC DIFFERENTIAL 

Source 

Heavy/Light Users (A) 

Mediating Concepts (B) 

A X B 

Within Cells 

Total 

DF 

1 

2 

2 

54 

59 

Mean Squares 

72.63 

73.34 

411.44 

92.12 

F ratio 

0.79 

0.80 

4.47* 

*Signifleant beyond the .025 level. 
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toward advertising messages. A significant interaction effect indicates 

that heavy and light consumers of soft drinks are influenced differently 

by varying the product message. 

Table 5-3 contains the summary table for the analysis of vari

ance for the total semantic differential (including the company portion). 

The F̂  values for the rows and the columns are less than one, and there

fore they are not significant. There is no justification for rejecting 

the null hypotheses H-ĵ  or H2. The following two hypotheses will be 

accepted: 

1. There is no difference in brand switching between heavy 

and light users of soft drinks. 

2. There is no difference in brand switching among groups 

of subjects receiving either (a) product instructions 

explicitly detailing the relevant mediating concepts, 

(b) numerous product facts, or (c) no reference to 

mediating concepts or product facts. 

SOURCE TABLE FOR ANALYSIS 

Source 

Heavy/Light Users (A) 

Mediating Concepts (B) 

A X B 

Within Cells 

Total 

OF 

TABLE 

VARIANCE 

DF 

1 

2 

2 

54 

59 

5-3 

OF SCORES ON SEMANTIC 

Mean Squares 

285.00 

79.00 

932.50 

306.61 

DIFFERENTIAL 

F ratio 

0.93 

0.26 

3.04* 

*Sî 'uificant beyond the .10 level. 
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Heavy and light users of soft drink beverages had generally the same 

attitudes toward the new canned tea. (it was assumed that a subject's 

attitude was indicative of potential brand-switching.) An unfavorable 

attitude toward the canned tea beverage would indicate that there 

would be a low probability that the person would switch from his cur

rent product to the new product. 

Table 5-3 contains an interaction that is significant beyond 

the .10 level and that approaches significance at the .05 level. On 

the basis of this finding, it was decided to reject the third null 

hypothesis and accept instead that there is a significant interaction 

between soft drink usage and the type of product information that is 

presented to individuals. Whether or not being a heavy or light user 

of soft drinks influences attitudes depends on the mediational content 

of the advertisement. Or equally, whether or not mediating concepts 

influence consumer attitudes depends on whether the subjects are heavy 

or light users of soft drink beverages. 

An advertising or marketing manager for the new canned tea pro

duct needs to know how much product information a potential customer 

needs in order for that customer to have the most favorable attitude 

toward the product. The managers also need to know the best group of 

potential customers for the new product. The results of this study do 

not indicate that any one type of message is superior to others, or 

that any one particular group is more amenable to new products. 

"An interaction exists between two independent variables if 

the dependent variable that results from one independent variable is 

determined by the specific value assumed by the other independent 
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variable." The interaction in this study is a component of two cate

gories of independent variables: (1) soft drink usage, and (2) adver

tisements with varying levels of mediational concepts. This study 

employed a 2 X 3 factorial design. Two independent variables were 

studied, one being varied in two ways, while the second assumed three 

values. "Factorial design is a particularly useful technique to the 

marketing manager because it permits the detection of the interactions 

which are believed to accompany many marketing mixes." The signifi

cant interaction in this study indicates that one marketing mix might 

be better if used with the heavy users of soft drinks, but another mix 

may be better to use with light users. The interaction does not reveal 

which presentation is to be used with a particular market segment, only 

that a difference exists. 

Market Segmentation 

The Beverage Tea Company did not employ a marketing strategy to 

divide their potential market into either a heavy or a light classifica

tion of usage. Their strategy was to reach the "soft drink market." 

"When evaluating potential target markets, however, it should be realized 

that what is often considered as one market may actually be many smaller, 

more homogeneous markets." Market segmentation is an analytical 

•'•F. J. McGuigan, Experimental Psychology: A Methodological 
Approacii (Englewood Cliffs, New Jersey: Prentice-Hall, Inc., 1961), 
pp. 211-212. 

^Kenneth Uhl, "Factorial Design—Aid to Management," Journal 
ol Marketing, Vol. 26 (January, 1962), pp. 62-66, at p. 63. 

-̂ E. Jerome McCarthy, Basic Marketing: A Managerial Approach 
(4th ed.; Homewood, Illinois: Richard D. Irwin, Inc., 1971), p. 39. 
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procedure that divides a market into a homogeneous subset of potential 

consumers, " . . . where any subset may conceivably be selected as a 

market target to be reached with a distinct marketing mix." (Italics 

in original.) Wendell R. Smith writes: " . . . , Segmentation . . . 

tends to bring about recognition of several demand schedules where 

2 
only one was recognized before." 

Many marketers attempt to segment the market on the basis of 

total consumption for a given product. The segment with the most pro

fit potential appears to be the heavy user market. " . . . , If heavy 

users can be identified, the firm may wish to concentrate its efforts 

on penetrating the more profitable heavy half, for example, by design-

ing appeals geared to such customers. . . . " The findings of the 

studies have had mixed conclusions regarding behavioral differences 

between heavy and light users of products. In one such study, Frank 

and Massy examined consumer responses made to various marketing vari

ables, and they reported no significant differences between heavy and 

light users.^ Although there is a lack of " . . . conclusive empiri

cal evidence on the usefulness of product usage as a basis for 

•'•Philip Kotler, Marketing Management: Analysis. Planning, and 
Control (2nd ed.; Englewood Cliffs, New Jersey: Prentice-Hall, Inc., 
1972), p. 166. 

^Wendell R. Smith, "Product Differentiation and Market Segmen
tation as Alternative Marketing Strategies," Journal of Marketing, Vol. 
21 (July, 1956), pp. 3-8, at p. 5. 

^Ronald E. Frank, William F. Massy, and Yoram Wind, Market 
Segmentation (Englewood Cliffs, New Jersey: Prentice-Hall, Inc., 
1972), p. 72. 

^Ronald E. Frank and William F. Massy, "Market Segmentation 
and the Effectiveness of a Brand's Price and Dealing Policies," 
Journal of Business, Vol. 38 (April, 1965), pp. 186-200. 
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segmentation, much of the promotional content and market appeal and 

design of various firms is explicitly tailored to attract heavy users.•*• 

Ronald E. Frank writes the following concerning segmentation on the 

basis of heavy or light product usage: 

The case for total consumption as a basis for marketing seg
mentation is somewhat stronger than that for brand loyalty 
as, by definition, different market segments contain cus
tomers with somewhat different demand characteristics. How
ever, even in this case, the response to pricing, dealing, 
and retail-advertising differences between heavy and light 
market segments . . . appear nonetheless to be of only a 
modest magnitude. This finding raises some doubt as to the 
usefulness of even this approach. 

Other studies have reported differences between usage groups. Mueller 

has reported in a study involving various food products finding stable 

3 
differences among heavy, light, and medium users of the products. 

Wells developed a Brand Rating Index with which to identify heavy 

4 
users of products. 

If heavy and light users respond differently to marketing vari

ables, such as advertising, product usage could prove to be a profitable 

basis for segmentation. " . . . A firm could tailor its marketing pro

gram more specifically to the different . . . [usage] segments. Simi

larly, if there were differences in response to alternative promotional 

Frank, Massy, and Wind, Market Segmentation, p. 73. 

^Ronald E. Frank, "Market Segmentation: Findings and Implica
tions," in Applications of the Sciences in Marketing Management, ed. by 
Frank M. Bass, Charles W. King, and Edgar A. Pessemier (New York: John 
Wiley and Sons, Inc., 1968), pp. 39-68, at p. 65. 

^Eva Mueller, "A Look at the American Consumer," in On Knowing 
jhe Consumer, ed. by Joseph W. Newman (New York: John Wiley and Sons, 
Inc., 1966), pp. 23-37. 

^William D. Wells, "Backward Segmentation," in Insights into 
Consumer Behavior, ed. by Johan Arndt (Boston: Allyn and Bacon, Inc., 
1968), pp. 85-100. 
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activities, . . . marketing strategies could be designed accordingly."^ 

Frank, Massy, and Wind have suggested that consumers' attitudes could 

2 
be used as a basis for market segmentation. If attitudes are used to 

segment a market, the resulting segmented groups should respond differ-

' 3 
ently to a firm s promotional efforts. The following are two criteria 

necessary when using attitudes to segment a market that: 

1. Measure operationally the desired attitude properties 
and enable the identification of individual differ
ences in response to a given stimuli. 

2. Can predict subsequent consumers' response to market
ing variables (such as response to promotional or 
pricing activity).^ 

The significant interaction that was found with this study indi

cates that differing attitudes regarding a product and an advertisement 

are a function of two variables: soft drink usage and mediational con

cepts. The data from the experiment were cross-classified by heavy and 

light soft drink usage for each of the three dimensional treatments. 

Each of the six experimental groups was compared with every other group 

to determine which of the groups varied significantly from the others. 

In other words, comparisons were made to determine which group (or 

groups) was most affected by the product message. A T̂  test was per

formed on the group means to determine the significant differences. 

Table 5-4 contains the means which were used in comparing the experi

mental groups. 

Significant differences (at the -05 level) were found to exist 

for the following two groupings: 

Frank, Massy, and Wind, Market Segmentation, p. 68. 

^Ibid., p. 27. -̂ Ibid. '̂Ibid., p. 79. 
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TABLE 5-4 

GROUP MEANS OF SCORES ON SEMANTIC DIFFERENTIAL 

Heavy Users 

I r r e l evan t Mediat ional Concepts (Al) 5.231 
"Taste" and "Convenience" (Bl) 4.896 
No Conceptual Mediators (CI) 5.493 

Light Users 

Irrelevant Mediational (A2) 5.397 
"Taste" and "Convenience" (B2) 5.510 
No Conceptual Mediators (C2) 5.166 

1. The group of subjects classified as being heavy users of 

soft drinks and receiving no message containing the mediating concepts 

about the product had a mean score of 5.493. The group of heavy users 

that received the message containing the mediating concepts of "taste" 

and "convenience" had a mean score of 4.896. The T̂  value for the dif

ference between the two groups was 2.287. 

Analysis.—The finding of a significant difference among heavy 

user groups indicates that mediational concepts do not always facil

itate a development of favorable product attitudes. The heavy user 

group of soft drink beverages were not as favorably affected by the 

concepts of "taste" and "convenience" as were the heavy user group 

that was free to decide for themselves what the relevant dimensions 

were for the new canned tea. Apparently the formation of favorable 

product attitudes was hindered by explicitly noting them in the 

advertisement. Heavy users of soft drinks are most likely satisfied 
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with the taste and convenience of their present product choices, and 

they are not as likely to believe the claims of a newer beverage. 

Heavy users seem to be influenced better when they decide what the 

relevant dimensions are for canned tea. Supposedly, the value of 

mediational concepts lie in their use as predictors of shift behav

ior in discrimination learning. The fact that mediational concepts 

applicable to a certain product group had little or no effect does 

not mean that consumers cannot use mediating associations to learn 

about product qualities. The data does suggest that other factors 

(e.g., loyalty, usage, etc.) are more effective in controlling atti

tudes. 

2. The light users and the heavy users of soft drinks were 

significantly different when each of these two groups received a 

message containing the mediating concepts of "taste" and "conve

nience." The mean score for the light user group was 5.51, and the 

mean for the heavy user group was 4.897. The T̂  value for the dif

ference between these two groups was 2.406. 

Analysis.—The attitudes of the light users of soft drinks 

was the most favorably affected by the message explicitly detailing 

the relevant mediational concepts. This finding may reflect a per

ception of the canned tea as not being a soft drink. The light users 

may have perceived the message—"just the right amounts of lemon and 

tea are mixed with a little sugar to produce a great tea taste" as 

meaning a different taste than a soft drink one. The heavy users of 

soft drinks were probably inclined to discount the taste and conve

nience message of a supposedly "new" soft drink. The light users 

developed a more favorable attitude toward the canned tea because 
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they had shown a dissatisfaction with the taste of soft drinks, and the 

new canned tea promised a "great tea taste." The heavy users were more 

satisfied with their present beverages' taste, and, hence, more unlikely 

to develop a favorable attitude to some new product. 

A possible significant difference was revealed between the mear. 

scores of the heavy user group that received the "taste" and "conve

nience" message and the light user group that was given several medi

ating concepts. The mean score for the heavy user group was 4.896, and 

the mean score for the light user group was 5.397. The ̂  value for the 

difference between these two groups was 1.809, which was significant 

beyond the .10 level. The light users of soft drinks were able to 

develop a more favorable attitude toward the new canned tea by select

ing the relevant mediating concepts from the message than was the heavy 

user group explicitly given the concepts relevant for soft drinks. It 

was hypothesized that favorable attitude development would be hindered 

by exposing the subjects to numerous and misleading mediational con

cepts. It seems apparent that this theory does not hinder the acquisi

tion of favorable product attitudes in all market segments. 

The differences in the experimental groups' scores on the 

semantic differential suggest that varying the make-up of the adver

tising message did differentially affect consumer attitudes toward a 

new product. The classification by usage did not prove to be an 

effective method for segmenting the market. This finding agrees with 

that of Frank, Massy, and Wind who have written: " . . . the critical 

demand-oriented criterion is the response of sales to promotional vari

ables by market segments rather than to such cross-sectional household 

purchasing behavior measures as, for example, total consumption or 
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brand l o y a l t y . " What i s needed i s a method, such as f a c t o r i a l exper i 

ments, t ha t w i l l al low the marketing manager to est imate the p o t e n t i a l 

2 
responses by market segment. " I f markets a re properly segmented by 

marketing management, the d i s t r i b u t i o n , p r i c i n g , promotion, and other 

parts of the marketing program can be e f f ec t i ve ly t a i l o r e d for these 

segments. 

Buyer Intentions 

The mediational mechanism established by previous soft drink 

usage (utilization of the relevant dimensions of "taste" and "conve

nience") should enable a consumer to utilize the same mediated response 

mechanism when he encounters a new product, with only a change in the 

product purchased (an overt response). "Attitude is a learned predis

position to respond; that is, it is a learned mediating response 

(r )." There does not seem to be an innate relationship between 

behavior and attitudes, and Engel, Kollat, and Blackwell have con

cluded that " . . . attitude usually will not predict behavior accu

rately unless intention is utilized as an intervening variable." 

A reasonable assumption is that behavioral intentions are correlated 

Hrank, Massy, and Wind, Market Segmentation, p. 251. 

^Ibid. 

William J. Stanton, Fundamentals of Marketing (3rd ed.; New 
York: McGraw-Hill Book Company, 1971), p. 76. 

^Martin Fishbein, "The Relationships Between Beliefs, Atti
tudes, and Behavior," in Research in Consumer Behavior, ed. by David 
T. Kollat, Roger D. Blackwell, and James F. Engel (New York: Holt, 
Rinehart and Winston, Inc., 1970), pp. 216-235, at p. 217. 

^James F. Engel, David T. Kollat, and Roger D. Blackwell, 
Consumer Behavior (2nd ed.; New York: Holt, Rinehart and Winston, 
lnFrri973), p. 274. 
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with attitudes in that "the more favorable an individual is toward a 

given stimulus, the more likely it is that he will intend to act posi

tively toward it." Generally, attitudes, intentions, and behavior 

are regarded as independent factors. 

. . . Behavioral intentions (as well as overt behaviors) can 
be either positively or negatively reinforced. If our ini
tial behavioral intentions or behaviors were always posi
tively reinforced, then it is likely that there would always 
be a clear relationship between attitude and behavioral 
intentions. Behavioral intentions are not always positively 
reinforced; indeed, they are often negatively reinforced. 

To determine their intentions to purchase the new canned tea 

product, the subjects were asked the following question: "Which of 

the following best expresses your intention to try this product?" 

The subjects were then requested to indicate their intentions on a 

scale ranging from "Extremely Likely" to "Neither One Nor the Other" 

to "Extremely Unlikely." The seven-point scale was weighted from 

one to seven, and the group scores were tabulated from this "Inten

tion Scale." An analysis of variance was performed on the data. 

Table 5-5 contains the summary table for the analysis of variance 

for the "Intention Scale." The ^ values for the columns (represent

ing heavy and light user classifications) and for the interaction 

effect were not significant. A subject's intention to try the new 

canned tea product was not significantly affected by the subjects 

being either light or heavy users of soft drink beverages. 

•"•Fishbein, "The Relationships Between Beliefs, Attitudes, and 
Behavior," pp. 223-224. 

^Ibid., p. 224. 
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TABLE 5-5 

SOURCE TABLE FOR ANALYSIS OF VARIANCE OF SCORES ON INTENTION 
TO BUY SCALE 

Source DF Mean Squares F r a t i o 

Heavy/Light Users (A) 

Mediating Concepts (B) 

A X B 

Within Cel l s 

Total 

1 

2 

2 

54 

59 

2.82 

15.12 

4.12 

3.62 

0.78 

4.18* 

1.14 

*Signifleant beyond the .05 level. 
i 

Table 5-6 contains the group scores for the subjects' inten

tions to purchase the new brand of canned tea. The group indicating 

the best intention (6.30) to purchase the brand was the light user 

TABLE 5-6 

GROUP MEANS FOR INTENTIONS TO 

Irrelevant Mediational Concepts (A) 

"Taste" and "Convenience" (B) 

No Conceptual Mediators (0) 

(1) 
Heavy 
Users 

5.50 

3.70 

4.90 

PURCHASE 

Average of 
Heavy and 
Light Users 

5.90 

4.25 

4.60 

(2) 
Light 
Users 

6.30 

4.80 

4.30 



1 29 

of soft drinks who were presented with several non-essential mediating 

concepts. Heavy users of soft drinks who were presented the message 

containing the concepts of "taste" and "convenience" had the lowest 

intention (3.70) of purchasing the new brand. 

The F̂  ratio for the messages containing the mediating concepts 

was significant beyond the .05 level. The subjects' intentions to 

purchase the canned tea 1 everage were affected by the presentations 

of mediational variables. The highest mean score (5.90) was for 

the heavy and light user groups that received the message containing 

several product concepts. These product facts were assumed to be 

unrelated to soft drink consumption. The mean score for the heavy 

and light user groups receiving the advertisement, but with no inter

vening message containing mediational concepts, was 4.60. The groups 

receiving the "taste" and "convenience" message had an average score 

for the heavy and light users of 4.25. Intentions to purchase the 

new canned tea seemed to be affected most favorably by a message com

posed of information not conceptually related to soft drink consumption, 

The finding that supposedly misleading mediational concepts 

facilitated the formation of favorable intentions to buy the product 

is contrary to what was expected from the psychological theory. It 

was thought that adult humans would be able to execute an intradimer 

sional shift, which requires a behavioral intention to the previously 

relevant soft drink dimension ("taste" and/or "convenience"), easier 

than an extradimensional shift, which requires an intention to respond 

•"•Table 5-6 contains the averages of the heavy and light user 
groups for each of the three message presentations. 
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to some irrelevant product dimension. If the assumption that subjects 

would perceive the new canned tea as another soft drink beverage, then 

they would be able to use the same relevant dimension for the tea bev-

* 

erage as they do for soft drinks. According to the mediating mechanism 

theory, the concepts relevant to discrimination learning of a product 

category will facilitate the learning of a positive response for a new 

product in that category. Theoretically, the worst intention to buy 

the new beverage should have resulted from the deliberate misleading 

of subjects by the presentation of non-relevant product concepts. The 

introduction of irrelevant cues, after previous discriminations involv

ing soft drinks, should function so as to inhibit rather than facili

tate the subjects' use of the concepts. In other words, a subject 

should not be aided in his learning about a new product that has char

acteristics that are not conceptually relevant to his present consump

tion. Mediators aid discrimination learning if they are appropriate 

to a new learning task, and hinder learning if the mediators are 

inappropriate to the task. The finding that the message with the 

soft drink concepts resulted in the lowest score on "intentions" 

raises the question of the validity of equating canned tea beverages 

with canned soft drinks. Although the advertiser and the manufacturer 

of the canned tea had assumed that their product was to be marketed as 

a soft drink, it appears that the subjects in the experiment did not 

equate the tea product with their image of soft drink. 

As discussed in Chapter II of this study, the argument; that 

either heavy or light users of a product are more likely to switch 

brands can be supported convincingly either way. The data from this 

experiment showed that neither heavy nor light users of soft drink 
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products were any more likely than the other to switch to a new cannea 

tea. The attitudes and the intentions of the heavy and light subject 

groups were not significantly different. The ^ ratios were less than 

1.00. 

Varying the mediational concepts contained within messages had 

no significant effect on attitudes, but the different messages did have 

a significant impact on the subjects' intentions to purchase the new 

canned tea. Attitudes and behavioral intentions should be considered 

as independent phenomena. Wicker reviewed thirty-three studies which 

had investigated behavioral intentions and attitudes and he concluded 

2 

that the two concepts were unrelated. A consumer's continued accept

ance of a product is dependent upon the formation of a favorable atti

tude regarding that product. Attitude development results from a 

period of learning. An intention to purchase the product can result 

from exposure to only one advertising message regarding the product. 

It was assumed that the product would act as a positive reinforcer 

once the consumer had been persuaded to try it. The problem of 

relating attitudes and intentions may be, as Martin Fishbein sug

gests, " . . . the need to specify those conditions under which which 

attitudes and specific types of behavioral intentions are or are not 

related."-̂  In this study, the conditions were specified in the 

•••Fishbein, "The Relationships Between Beliefs, Attitudes, and 

Behavior," pp. 224-225. 

^Allan W. Wicker, "Attitudes vs. Actions: The Relationship 
of Verbal and Overt Behavioral Responses to Attitude Objects, 
J.ournal of Social Issues, Vol. 25 (Autumn, 1969), PP. 41-78. 

^Fishbein, "The Relationships Between Beliefs, Attitudes, and 

Behavior," p. 255. 
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experiment as including the product, the mediational messages, and the 

degree of soft drink usage. 

Conclusions from the Experiment 

The results from the experiment were paradoxical and enlighten

ing. The paradox was revealed by the fact that the subject's intentions 

did not react with the mediating concepts as was hypothesized. Another 

seeming paradox was discovered in the finding that attitudes and inten

tions were differentially affected by mediational concepts. The results 

of the experiment did contain evidence that neither heavy nor light users 

of soft drink beverages were any more likely to try the new canned tea 

product. 

The experiment was designed to test the applicability of using 

psychological concepts to predict and explain consumer behavior. The 

value of the psychological theory for marketers should be with its suc

cess at the prediction of new product use, and with its explanation of 

why message content affected consumer attitudes and intentions. It is 

apparent that ŝ .lected psychological concepts can be adequate in the 

explanation of underlying mechanisms of market behavior. The ability 

to predict on an a priori basis from the mediational concepts is weak 

and possibly even misleading. The interaction effect of product usage 

with mediating concepts can be explained, but it is doubtful that spe

cific group reactions to the messages could have been predicted given 

the misleading assumptions at the start. The failure of the theory to 

predict behavioral intentions is believed to be due to the initial 

assumptions rather than a faulty theory since the explanation of the 

results is logically sound. 
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Any specific conclusions regarding the effects of mediational 

concepts on attitudes or intentions must consider the limitations 

imposed by experimentation with only one product. John U. Farley in 

a review of product loyalty wrote: " . . . buyers are differentially 

loyal to different products; the authors iBrown and Cunningham^] 

seem to attribute this to differences in the products themselves or 

•J 
to differences in consumer attitudes towards different products." 

The relevant factors for brand switching for one product may not be 

the same dimensions that are relevant for other products. 

Recommendat ions 

Two major recommendations are: 

1. The results of the experiment do not directly show that the 

subjects' behaviors have been affected, only that their intentions were 

changed. Expansion of research to include actual purchases would allow 

researchers the opportunity to generalize further their theoretical 

positions. Experimentation that goes beyond intentions-to-purchase 

to include actual purchase behavior should more closely approximate 

real market behavior. 

2. Since it appears that the subjects may not have perceived 

the new canned tea as did the manufacturer and the advertising agency, 

additional experimentation with different mediational concepts seems 

^George H. Brown, "Brand Loyalty—Fact or Fiction?" Advertising 

Age, Vol. 23 (June 9, 1952), pp. 52-55. 

^Ross M. Cunningham, "Brand Loyalty—What, Wliere, How M̂ '̂ -̂" 
Harvard Business Review. Vol. 34 (January-February, 1956), pp. 116-1-8. 

^John U. Farley, "Why Does 'Brand Loyalty' Vary over Products?" 
Journal of Marketing Research, Vol. 1 (November, 1964), pp. 9-12, at 
p. 9. 



134 

warranted. The additional experimentation may be developed as fol

lows: 

a. Individuals would be interviewed as to their reactions 

to a canned tea beverage, instead of their reactions to 

soft drink beverages. 

b. The individuals' reactions would be recorded and tallied. 

c. The concepts mentioned the most would be selected as 

being the ones most important (or relevant) to canned tea 

consumption. 

d. The relevant concepts for canned tea beverages could be 

presented to subjects in order to test the effects of medi

ational concepts on attitudes and intentions. 

In addition to the preceding two recoimaendations, there is a 

need to conduct further research in the following areas: 

1. Different types of products need to be experimented with 

to see if comparable results to the present study will occur. 

2. Comparative studies of canned tea should be made at dif

ferent times in the product's life cycle to determine the changes, 

if any, that may be due to the effects of mediational concepts and 

product usage. 

3. The sample of subjects should be broadened to include 

representative sampling from other geographical areas. 

4. A more heterogeneous sample is needed. 

5. Higher priced products need to be studied. 



CHAPTER VI 

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS: 

EXPLANATION AND APPLICATION 

Preview of Chapter VI 

Chapter VI contains the review of the study with emphasis on 

the purpose of the inquiry. The study was made in order to determine 

a method for analyzing, borrowing, and applying psychological con

structs in a marketing context. The major thrust of the study was 

along two lines: (1) a theoretical approach for marketing theorists; 

and (2) an empirical approach for marketing managers. 

The broad purpose of the study was approached by dividing the 

task into segments and analyzing the parts in a manner similar to that 

of scientific methodology and inference. Following this approach. 

Chapter VI has the following divisions: (1) an introduction contain

ing the purposes of the study; (2) scientific explanation containing 

the sub-divisions of: (a) experiences and images; (b) the a priori 

assessment; (c) the hypotheses; (d) the experimental design; (e) the 

data and the statistical analyses; (f) the sub-theory; (g) prediction; 

(3) implications and recommendations for marketing managers; and (4) 

conclusions of the study. 

Introduction 

Two basic questions were asked and tentative answers given in 

this study. Can psychological theories be used to aid in the 

135 
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development of a theory of market behavior that will help to explain 

and predict consumer actions? Can managers use theory to design their 

marketing strategies? 

"The goal of the study of consumer behavior is to properly 

describe, explain, and ultimately predict actions in the market

place." "Marketing, until recently, has not been noted for its 

2 
attempts to explain and predict consumer actions." The majority of 

research to date has explained consumer behavior in terms of various 

3 
borrowed behavioral concepts. The borrowing of concepts has been 

in a liaphazard manner, and with a " . . . lack of application and 

validation, and cumulative research is the exception rather than the 

modus operandi." 

The Scientific Model 

The marketer who wishes supporting evidence for a particular 

problem may either undertake research on his own or he may make some 

assumptions and attempt to apply the empirical findings of others to 

the situation. If psychological experiments can be made to fit a 

marketing situation, it would be economically wasteful to conduct 

•••Charles D. Schewe, "Selected Social Psychological Models for 
Analyzing Buyers," Journal of Marketing, Vol. 37 (July, 1973), pp. 31-
39, at p. 38. 

^Frederick D. Sturdivant, and others. Managerial Analysis in 
Marketing (Glenview, Illinois: Scott, Foresman and Company 

% o m a s S. Robertson and Scott Ward, "Toward the Development 
of Consumer Behavior Theory," in Combined Proceedings: Marketing Edu
cation and the Real World and Dynamic Marketing in a Changing World, 
ed. by Boris W. Becker and Helmut Becker (Chicago: American Market
ing Association, 1973), pp. 57-64, at p. 60. 

^Ibid., p. 57. 
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"new" research just so that it can be called a "marketing" study. If 

theory from another discipline can be justified in some manner foi 

use in explaining and predicting consumer behavior, then the accom

panying empirical research associated with the theory can be applied 

to marketing. "The implication of interdisciplinary study is that, 

in each of the major areas of social research, inquiry produces con

cepts and methodology peculiar to the interests of that discipline 

but useful also to other social scientists." The development of the 

study of consumer behavior depends essentially on the " . . . success

ful utilization of a rigorous thinking methodology in the theorizing 

2 
and basic and applied research of that field." 

Consumer behavior explanations are built from the piecemeal, 

eclectic borrowings from other disciplines. There have been few 

attempts to develop the criteria and procedures necessary to transfer 

knowledge from psychology to marketing. Metatheory is concerned with 

the procedures of science. 

Metatheory Involves the careful appraisal of the methodology 
of science and the philosophical issues involved in the con
duct of science. It is concerned with such topics as the 
operal-T malization of scientific concepts, the logic of 
testing theories, the use of theory, the nature of causal
ity, an'i procedures for making predictions. 

Thi'5 study was an attempt to bridge the gap between psychology 

and marketing by borrowing the explanation of shift paradigms to 

•̂ Robert Bartels, The Development of Marketing Thought (Home-
wood, Illinois: Richard D. Irwin, Inc., 1962), p. 194. 

^Gerald Zaltman, Christian R. A. Pinson, Reinhard Angelmar, 
Metatheory and Consumer Research (New York: Holt, Rinehart and 
Winston, Inc., 1973), p. 1. 

'Ibid., p. 4. 
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explain brand-switching behavior. The success or failure of the intei--

disciplinarian approach of this study can be evaluated in terms of some 

rigorous methodology. The "scientific model" offers a method for on-

ducting and .valuating research adapted from psychology for marketing.•*• 

The discussion presented in Chapter VI of this study is outlined n 

Figure 6-1. This outline is that of the scientific explanation of a 

natural science, and it will be adapted to use as a methodological 

standard for the explanation and evaluation of shift paradigms in 

marketing. Zaltman, Pinson, and Angelmar summarize the scientific 

model as being explicit 

. . . in its recognition of the a priori nature of much of 
the knowledge present in science. We develop images of 
real-world structures based partly on perceptual experi
ences and related cognitive processes. These images are 
formally expressed as models representative of some theory 
or possibly some set of theories. Out of this model we 
derive hypotheses testable through appropriate experimen
tal designs. Data are collected within the scope of the 
experimental design. Verification procedures are under
taken. If the outcome of the test is deemed successful, 
the original hypothesis may be accorded the higher 
"status" of a law and become a part of an existing 
theory, which is then used for explanation and other 
purposes. 

Experiences and Images 

Observations and experiences with the real-world provide the 

necessary impetus for the perception and image formation of what con

stitutes "reality." Harvey contends that the process of reacting 

The "scientific model" has been adapted for use in this study 
from the following sources: David Harvey, Explanation in Geography 
(London: Edward Arnold Ltd., 1969), p. 34; and, Zaltman, Pinson, and 
Angelmar, Metatheory and Consumer Research, p. 7. 

^Zaltman, Pinson, and Angelmar, Metatheory and Consumer 
Research, p. 6. 



fppfl 

139 

Negative 
feedback 

f 

Perceptual 
experiences 

Image of 
real-world 
structure 

A priori 
model 
(formal 

representation 
of the image) 

Hypotheses 
± 

Experimental 
design 

(definition, 
c las s if ica t ion, 
measurement) 

Data 

Verification 
procedures 
(statistical 
tests, and 
so forth) 

_̂_ _i 

-^ 

Successful 

Laws and 
theory 

construction 

Explanation 

Positive 
feedback 

Fig. 6-1. The Scientific Model for Explanation, 

Source: Harvey, Explanation in Geography, p. 34. 
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with one's external world (concept of reality) can be thought of as 

" . . . a set of connections running from sense perceptions (percepts), 

through mental constructs and images (concepts), to linguistic repre

sentations (terms)." (Italics in original.) The perception of the 

real-world is conceptualized by words that express an understanding of 

2 

the relationship of the individual to the perceived reality. Percep

tion of reality is expressed by language. Concept formation is born 

out of the interaction and perception of reality. "The early scien

tific approach attempted to analyze concept formation by studying the 
3 

conscious experience attendant upon it." 

Knowing might seem . . . to be a relationship . . . [that] 
has been conceived as an act of awareness or acquaintance, 
as though knowing was to be regarded . . . like seeing . . . 
The attempt to give an account of knowledge on the lines of 
that analogy and on the supposition that it is an act or a 
process and the attempt to find a characteristic of such a 
process that will guarantee that it is indeed a process of 
knowing tend to lead to a confusion between epistemology 
and psychology.^ 

But, a science requires more than just a deductive system from which to 

develop theory. The formulation of theory requires both observed facts 

5 
and the resulting, observable consequences. 

Harvey, Explanation in Geography, p. 19. 

^Ibid., pp. 19-20. 

\racy S. Kendler, "Concept Formation," in Annual Review of 
Psychology, ed. by Paul R. Farnsworth, Olga McNemar, and Quinn 
McNemar, Vol. 12 (Palo Alto, California: Annual Reviews Inc., 1961), 
pp. 447-472, at p. 447. 

^Anthony D. Woozley, "Knowledge, Theory of," Encyclopaedia 
Britannica. Vol. 13 (Chicago: William Benton, Publisher, 1969), pp. 
419-432, at p. 419-

^G. David Hughes, Demand Analysis for Marketing Decisions 
(Homewood, Illinois: Richard D. Irwin, Inc., 1973), p. 213. 

file:///racy
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. . . there is no single behavioral frame that will begin 
to suggest the subtle, and often critical, distinctions 
between the numerous psychological theories. But it 
seems fair to claim that most have as critical features 
the external stimulus, the internal state, land] the 
behavior itself. . , , 

An analogy to the preceding discussion can be shown in an 

explanation of individual consumer processes. Constaners receive many 

stimuli which they have to either disregard or internalize. Stimuli 

inputs that are internalized become categories or concepts and may be 

" . . . thought of as informational units in the language of the 

brain. . . . Each concept represents a number of elements, events, 

2 
or other phenomena, all of which have something in common." 

Just as consumers must systematize large amounts of inputs, a 

theory-developer using an eclectic approach must utilize a method that 

allows for the organization of various research findings to his con

ceptual structure. Research studies, field observations, and empirical 

research findings from the literature of psychology and marketing can 

be used as stimuli to bring forth experiences and images. Chapters II 

(marketing perspective) and III (psychological perspective) of this 

study will be reviewed as to their impact on the formation of images 

for a model of human behavior. 

The Marketing "Image" 

The image that a marketer has of the individuals in the market 

is shaped by a body of normal and everyday observations, marketing 

research reports, and various experimental findings. 

•"•W. T. Tucker, Foundations for a Theory of Consumer Behavior 
(New York: Holt, Rinehart and Winston, 1967), p. 5. 

^Flemming Hansen, Consumer Choice Behavior: A Cognitive 
Iheory (New York: The Free Press, 1972), p. 97. 
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It scarcely need be pointed out that the body of marketing 
thought does not consist entirely of marketing concepts. 
In addition, there is an abundance of factual, statistical, 
descriptive, narrative, and logical material filling in the 
conceptual structure. There are also concepts drawn from 
other scientific disciplines and from the general corpus of 
thought [and experiences] ."'• 

Chapter II of this study contains an analysis of the relation

ships of psychology to marketing. The major thesis is that behavioral 

explanations in psychological literature are appropriate for describ

ing behaviors of consumers in a marketing context or perspective. Of 

particular importance to this analysis of relationships is that area 

known as learning theory in psychology. It is assumed that marketers 

should be interested in psychological learning theory if the theoret

ical insights aid in altering consumer behavior. From an operating 

viewpoint, marketers need to know ways of altering behavior. It was 

apparent from reviewing the literature in psychology that discrimina

tion learning studies could be conceptually related to consumer choice 

behavior. Analysis of discrimination learning may help marketers to 

examine the processes by which consumers classify, compare, and uti

lize various stimuli in their choice of products. 

A delimitation of this study was made regarding the amount of 

consumer behavior to be included within the confines of analysis and 

research. The particular focus in this study from the standpoint of 

marketing was brand-switching behavior. 

The image that a marketer has of consumers is primarily a 

result of the particular perspective that is used in analyzing con

sumer behavior in the market. The stimuli for the marketers' views 

•"•Bartels, The Development of Marketing Thought, p. 193. 
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on consumer actions orig;inate from several sources which interact to 

develop the image. Chapter II of this study contains the review of 

three perspectives that may be used to study consumer behavior. 

Although the marketers' image of the consumer is a composite of 

various inputs, the impact of the various viewpoints in Chapter II 

are considered separately regarding their effects on marketers. 

The approaches that are used in marketing to explain consumer behav

ior as were reviewed in Chapter II of this study include the follow

ing: (a) quantitative models; (b) marketing experiments; and (c) 

verbal descriptions of observations of market behavior. 

Quantitative models.—Quantitative expressions of brand switch

ing have historically been probabilistic in nature. Various quantita

tive models have attempted to present a view of consumer behavior that 

is represented by a stochastic process. Consumer experience is given 

varying amounts of emphasis in the stochastic models depending on the 

researcher. Bernoulli representations of behavior assume no previous 

purchase histories. A common quantitative procedure for representing 

brand-switching behavior is the Markov model. Markov models include 

preceding purchase history. (This history is usually the preceding 

purchase made by a consumer, but some Markov models include the pre

vious two or three purchases.) A third stochastic model reviewed in 

Chapter II was the linear learning model. In linear learning models 

behavior is presented as being a function of several preceding brand 

choices. All quantitative models are abstractions of the real-world. 

The simplistic view of the world through quantitative models may not 

give an adequate enough "image" of consumer market behavior to pro

vide a complete rendition of brand-switching behavior. 
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Marketing experiments.—^Marketers have conducted various experi

ments in order to obtain a more precise view of a particular aspect of 

market behavior than is provided by quantitative expressions and repre

sentations of behavior. A selective review of marketing experiments 

was conducted involving the following independent variables: price, 

products, promotion, and frequency of advertising. 

Some of the images about consumer behavior resulting from the 

reviews of experimental evidence are as follows. Price changes were 

effective in causing brand-switching behavior. There is evidence to 

show that even in the light of maximum inducements, some subjects did 

not switch brands. Resistance to price changes was attributed to the 

fact that some products are relatively more or less price elastic than 

other products. Characteristics of the products seem to account for 

brand switching, at least in some experiments. Brand switching can 

also be induced by the introduction of new products. (This is not a 

consistent finding.) Promotional efforts and the number of advertis

ing exposures can also account for brand-switching behavior. 

Any resulting image from the diverse experimental evidence is 

likely to be fragmentary and even contradictory. It may be that a 

mixture of several factors that operate together are responsible for 

consumer behavior. A single experiment that considers only one inde

pendent variable at a time may cause an erroneous image of brand 

switching to be perceived. 

Observations of behavior.—Observations made by marketers and 

other researchers of consumer brand switching may be so specific and 

uncontrolled that meaningful generalizations would not be appropriate. 

Although both brand loyalty and brand switching appear to be common 
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experiences in the market, observers do not seem to know exactly or 

consistently what it is that they are observing. Definitions of loy

alty and switching are as varied as the interests of the researcher-

observer. 

Observations made of behavior in the market-place are explained 

by researchers who use verbal descriptions of hypothesized internal 

states. Correlational measures are sometimes used to reveal associa

tions among variables. These cognitive explanations and correlational 

studies of observed behavior do not reveal the causes of behavior. 

Correlational data, descriptions of market behavior, and cognitive 

labels can not adequately predict behavior. 

The "Image" of Heavy and Light Users 

A somewhat hazy and paradoxical image of heavy and light pro

duct users has emerged from the literature reviews involving quantita

tive models, experimental studies, and behavioral observations. Heavy 

users of products have been found to switch brands more than light 

users. Other studies have found that light users are more prone to 

switch brands. In fact, marketers can find evidence for many views 

of consumer brand-switching behavior by reading the literature. 

The reviews of the literature dealing with heavy and light 

product users was divided into analytical parts according to the 

relationship of loyalty to usage of products. It was revealed in 

the studies that loyalty and brand-switching behavior were either: 

(a) unrelated to the degree of product usage; (b) positively related 

to usage rates; or (c) negatively related to usage rates. Each of 

the generalizations concerning the brand-switching behavior of heavy 

and light users of products is a response to the image created by 
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particular research finding. The findings appear to be misleading and 

conflicting due to the use of different products, subjects, methods, 

and measures. One difficulty that has caused some trouble has been 

the lack of a standard, operational definition of heavy or light users. 

Researchers have been arbitrary in their selection of definitions to be 

used. It is likely that more consistent operational definitions may 

bring about a clearer image of consumer behavior. Also, a more precise 

image of consumer behavior might result from the development of a theo

retical base on which to build, evaluate, and test additional research. 

The Psychological "Image" 

Chapter III of this study contains a selective review of psy

chological literature (from observations, studies, and experiments). 

The review was designed to determine a more precise and consistent 

image of behavior that would be relevant to the development of a 

theory of consumer brand-switching. 

The first portion of Chapter III related some psychology con

cepts to marketing concepts by a process of semantic similarities and 

logical analysis. Reinforcements given to subjects by psychologists 

is similar to the secondary rewards that a consumer gets from utiliz

ing a product. Marketers have a problem in creating subjective rein

forcers in consumers. A perceived attribute of a produce may rein

force subsequent behavior, i.e., a cognitive feeling of reference 

group approval will often reinforce product purchasing. 

•"•James F. Engel, David T. Kollat, and Roger D. Blackwell, 
Consumer Behavior (2nd ed.; New York: Holt, Rinehart and Winston, 
Inc., 1973), pp. 168-169. 
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A discrimination problem in a psychology experiment has dimen

sions with clear physical properties and somewhat ambiguous conceptual 

meanings. A product has demonstrable physical dimensions, but less 

explicit cognitive and conceptual meanings for the consumer. A con

sumer's ability to distinguish among very similar products is par

tially the result of advertisers who have created imagined differ

ences in their products. 

Shift Paradigms 

Shift paradigms are the major analytical devices for the study 

of discrimination learning. Two basic forms of the shift paradigm are 

known as reversal and extradimensional shifts. In Figure 6-2 the dif

ferences between the two types of shifts are shown in terms of a mar

keting situation. An intradimensional shift is represented in Figure 

6-2 in those situations in which a consumer perceives the same rele

vant dimensions in the initial learning about the two brands. A 

change in the perceived reinforcing qualities of the products causes 

the consumer to switch from Brand A to Brand B. Extradimensional 

shifts occur when subjects are required to respond to a previously 

irrelevant dimension, or to a newly introduced dimension. Figure 6-2 

contains an illustration for both a new product and a change in the 

brand dimensions used in the evaluation of brands. Thus, in shift 

paradigms, a change in the reinforcing properties of an item without 

a corresponding change in dimensions is termed a reversal shift. 

When the dimensions of the choice change, the shift design is termed 

an extradimensional shift. 

There are some generalizations available from the research 

involving shift paradigms. A consistent finding has been that human 
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( CONVENIENCE > 
\ PRICE / 

A new concept is introduced; or 
new brand which can be seen as 
having same or new relevant 
dimensions 

Fig. 6-2. A Conceptualization of an Intradimensional and an 

Extradimensional Shift. 
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subjects learn a reversal shift faster than thoy learn an extradiirrn-

sional shift. In several studies within a general class of research 

called "Overtraining Reversal Effect," it was found that over ..earning 

a discrimination problem facilitated intradimensional shifts. 

Human subjects have more difficulty in responding to a new 

dimension of a discrimination problem than they do in responding to 

the same dimensions, but with different reinforcements. The explana

tion given for the superiority of intradimensional shifts over extra

dimensional shifts is that the subject develops a mediating concept 

relevant to the particular dimensions of the initial discrimination 

problem. The mediating concept helps a subject in a reversal shift 

since the dimensions do not change, and the subject can use the 

learned concept to solve the new discrimination problem that involves 

only a change in reinforcement contingencies. In an extradimensional 

shift, the subject must learn a new mediating concept before he can 

learn a new response. The mediating concepts orients subjects toward 

particular dimensions. The value of the mediating concept hypothesis 

lies in its ability to account for reversal shift learning. Words 

may be used as concepts, and these words may aid reversal learning. 

Finally, when subjects in psychological experiments were told about 

the relevant dimensions and mediating concepts associated with their 

discrimination problem, reversal—extradimensional differences were 

eliminated. 

The psychological image is supported by a theoretical base 

which sharpens the understanding of the concepts. What might have 

been confusing, fragmentary research findings have been organized 

by the psychological explanations. 
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A Priori Assessment 

A marketer develops his perception of the real world from psy

chological and marketing images. An attempt was made in this study to 

use empirical findings as the stimuli for forming images about behav

ior. The reason that an a priori model was developed from those images, 

instead of an a posteriori model, was due to the assumption of what con

stitutes an "experience" of the researcher and observer. A posteriori 

models refer to observations of real events; a priori models refer to 

generalizations that are based on theories, and not on experiences. 

The explanations of brand-switching behavior and discrimination shifts 

are theories of behaviors. Thus, for purposes of this study, the impe

tus for the formation of an image comes from the theories of observa

tions, and not from a direct experience. 

An a priori assessment of the image inputs leads to intuitive 

induction—i.e., a process of "abstracting" certain perceived events, 

contemplating those events, and noting the factors that are to be 

included and/or excluded. This process of intuitive induction " . . . 

enables us to know those truths about states of affairs which . . . 

comprise the subject matter of logic."•*• A formal analogy of the rela

tionships of marketing images to psychological images requires a 

structuring and selective patterning of inputs. A model as might 

be developed by a researcher consists of a separate system which 

" . . . brings to bear an external organization of ideas, laws, or 

relationships upon the hypothetical propositions of . . . the 

•••Roderick M. Chisholm, Theory of Knowledge (Englewood Cliff? 
New Jersey: Prentice-Hall, Inc., 1966), p. 77. 
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phenomena it encompasses." An a priori assessment of the perceived 

images from a review of the marketing and the psychology literature 

leads to the development of an a priori model of consumer brand-

switching laehavior. "As a consequence, discourse is generated con

cerning the relationship between the models and constructs of science 

2 
and the phenomena these represent." 

A scientific model is a set of statements that a researcher 

makes concerning his percepts of reality. "Building models involves 

the specification of inputs and desired outputs, the identification 

of constructs, and the hypothesizing of interrelationships among the 

constructs." Kotler defines a model as a " . . . choice of a set of 

variables and a specification of their interrelationships designed to 

ii4 represent some real system or process, in whole or in part. A model 

may be used as a form of " . . . experimental design procedure by 

which comes under the domain of that theory." A model is defined 

by its function. The only criterion for guiding the use of models 

" . . . is that the model should be appropriate for the particular 

Roy Lachman, "The Model in Theory Construction," Psychological 
Review, Vol. 67 (March, 1960), pp. 113-129, at p. 114. 

^Ibid., p. 128. 

^David A. Aaker, "Management Science in Marketing: The State 
of the Art," in Combined Proceedings: Marketing Education and the 
Real World and Dynamic Marketing in a Changing World, ed. by Boris 
W. Becker and Helmut Becker (Chicago: American Marketing Associa
tion, 1973), pp. 9-18, at p. 9. 

^Philip Kotler, Marketing Management: Analysis. Planning, and 
Control (Englewood Cliffs, New Jersey: Prentice-Hall, Inc., 1972), 
p. 335. 

Harvey, Explanation in Geography, p. 146. 
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operation required of it." How appropriate a particular model is 

depends on the judgments of the original builder and later users of 

the model. "In large measure, model building and testing is a crea

tive process unique to individuals and situations and is therefore 

2 

somewhat difficult to analyze." A model's usefulness may be defended 

if it proves helpful in explaining those observed behaviors that the 

researcher is interested in understanding. 

The model as a conceptualization.—A model represents an indi

vidual's particular view or conceptualization of the real world. A 

purely conceptual model has shortcomings. In using a model developed 

with concepts, the researcher is bound to apply imprecise qualitative 

values. One person's definition of another's concepts is very likely 

to be somewhat different. The concepts contained within the model 

" . . . should be made specific, placed in orderly and analytical 

arrangement, and put in writing. Then, the model can be given 

searching scrutiny and alternative factors and interrelationships 
3 

considered to improve the original model." Most models that 

express some cognitive feature of consiamer behavior have been pre

sented in prose language. "Virtually all the classical models of 

behavior are formulated in prose terms and continue to derive their 
•"•Ibid.., p. 149. 

^Aaker, "Management Sc ience in Marke t ing : The S t a t e of the 
Ar t , " p . 10. 

-^David J . Luck, Market S t r a t e g y (New York: Appleton-Century-
Crof t s , 1968) , p . 56 . 
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power through the flexibility and delicious ambiguity of prose.""^ 

Lachman contends that: 

Empirical elements and relationships which constitute the 
phenomena to be organized by a theory are knoxm to us by 
the symbolic system or language that designates these 
data. By introducing a model constituting a separately 
organized system, we are providing an additional system 
of representation for the phenomena and a suitable way 
of speaking about them.^ 

Models in marketing.—"Models are really the bases for marketing 

theories, since they are the axioms or assumptions on which marketing 

theories are founded." When perceived images are expressed in concep

tual terms, a conceptual model results. Whether marketing is more or 

less scientific than psychology depends on the procedures and models 

used to explain behavior. "The more scientific discipline searches 

beyond observable and explains the behavior of its systems with deduc

tive relationships." Both marketing and psychology approach being 

scientific since they go beyond correlation of observed events in 

explaining behavior. The lack of a theoretical base has hindered 

the development of scientific marketing, and "marketers must improve 

their behavioral models and measures before they can develop general 

general theories of market behavior." So far marketing is a field 

Philip Kotler, "Mathematical Models of Individual Buyer 
Behavior," Behavioral Science, Vol. 13 (July, 1968), pp. 274-287, 
at p. 274. 

^Lachman, "The Model in Theory Construction," p. 114. 

\illiam Lazer, "The Role of Models in Marketing," Journal 
of Marketing. Vol. 26 (April, 1962), pp. 9-14, at p. 9. 

^Hughes, Demand Analysis for Marketing Decisions, p. 215. 

^Ibid., p. 211. 

file:///illiam
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of study, and not a discipline, " . . . since the study of consiimer 

behavior does not derive from a formal, unique theoretical basis, or 

even from a set of xmique concepts." The lack of a "theory" of con

sumer behavior causes the development of models of consumer behavior 

to be more important. 

A psychological model of consumer brand switching.—The review, 

analysis, and final synthesis of the marketing and psychology litera

ture has lead to the development of a model of consumer brand-switching 

behavior. "Constructing a model helps you put the complexities and pos

sible uncertainties attending a decision-making problem into a logical 

2 
framework amenable to comprehensive analysis." The following verbal 

model expresses the perceived images that have resulted from the mar

keting studies and psychology studies. 

The process by which a consumer learns a new brand-choice is 

analogous to the process by which an experimental subject learns to 

shift from one choice to another in a discrimination learning problem. 

An intradimensional shift occurs when a consumer responds to changes 

in perceived differences in product reinforcements. An extradimen

sional shift occurs when a consumer learns to respond to a new product 

or a new relevant product dimension. An intradimensional shift is 

accomplished more quickly than an extradimensional shift because of 

the facilitating effects of mediational concepts. A change in the 

reinforcing properties of a brand is more likely to cause a consumer 

•^Robertson and Ward, "Toward the Development of Consumer 

Behavior Theory," p. 57. 

^Harvey M. Wagner, Principles of Operations Research (Engle
wood Cliffs, New Jersey: Prentice-Hall, Inc., 1969), p. '•"• 
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to brand switch than is the introduction of some radically new brand. 

It is possible to reduce the differences in the learning of the two 

types of shifts by explicitly detailing the relevant concepts that 

would be associated with the new brand. The preceding model is 

" . . . a conceptual framework only and, therefore, neither true nor 

false. It is a particular way of thinking about what happens from 

2 
the time the consumer first hears about an item to the final purchase." 

Operational Definitions 

There is a lack of understanding without proper definitions. 

"Any particular language will succeed in representing only a limited 

number of concepts and percepts and it is quite likely that different 

languages will represent rather different sets of concepts and per-

cepts." The communications of ideas in this study depends on the 

agreement as to the definitions of the concepts that have been pre

sented. Appendix E contains definitions of the concepts that have 

been developed for this study. 

Without operational definitions, the following type of ques

tions could not be answered. Should a new product—Tea-in-a-Can—be 

placed in a product class containing soft drinks, or should it be 

•'•"This type of model [as discussed above]—assuming that sub
jects choose new hypotheses based on a different dimension than the old 
hypothesis, and assuming that they remember and do not re-sample pre
viously rejected hypotheses for a period of time—predicts that a 
reversal shift should be found more difficult than an extradimensional 
shift, . . ."by James F. Erickson, "Problem Shifts and Hypothesis 
Behavior in Concept Learning," The American Journal of Psychology, 
Vol. 84 (March, 1971), pp. 100-111, at p. 109. 

^Frederick C. Sturdivant and others. Managerial Analysis in Mar
keting (Glenview, Illinois: Scott, Foresman and Company, 1970), p. 162, 

•J 

Harvey, Explanation in Geography, p. 20. 
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seen as belonging to a tea category, to form a comprehensive product 

class? What is brand switching? What is an attitude or an inten

tion? "Different researchers might well follow different approaches 

2 
with differing results and interpretations." 

Howard and Sheth suggest that it is possible to bring about 

a more objective theory of buyer behavior by the introduction of new 

and arbitrary language. "Most words in our language have several 

4 
meanings." Words may have denotative meaning; i.e., dictionary 

interpretations. Also, words may have connotative meanings; i.e., 

inferences that vary with the individual. There are primitive words 

for which " . . . there is shared agreement as to their meaning but 

which cannot be described using other symbols or terms." There are 

nominal terms which " . . . can be described by the use of primitive 

terms." By defining a relevant observation, others may be able to 

follow the procedures of a study or an experiment and obtain the same 

results. 

Defining a behavior as either a response or a purchase has 

meaning in terms of the situation in which the behavior is found. 

•̂ John A. Howard and Jagdish N. Sheth, The Theory of Buyer 
Behavior (New York: John Wiley and Sons, Inc., 1969), p. 283. 

^Gerald Zaltman, Christian R. A. Pinson, and Reinhard Angelmar, 
Metatheory and Consumer Behavior (New York: Holt, Rinehart and Winston, 
Inc., 1973), p. 33. 

^Howard and Sheth, The Theory of Buyer Behavior, p. 20. 

^James U. McNeal, An Introduction to Consumer Behavior (New 
York: John Wiley and Sons, Inc., 1973), p. 106. 

^Paul D. Reynolds, A Primer in Theory Construction (New York: 

The Bobbs-Merrill Company, Inc., 1971), p. 46. 

^Ibid., p. 46. 
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A psychologist may define a purchase as a response. A behavioral 

rejiponse that occurs in a market situation may be called a purchase 

by a marketer. A justification for re-defining some event is that 

it may allow one discipline to use the wealth of empirical findings 

which they otherwise may have to supplement with new research. If 

it is possible to borrow from psychology relevant research by the 

process of equating operational terms, that would be more efficient 

than developing concepts that would have to be tested. " . . . Con

cern has recently been voiced for the possibility of developing con

cepts, and eventually theory, specific to the consumption role." 

Howard and Ostlund have suggested that a theory must explain buyer 

2 
behavior, not just describe some process. A theory that explains 

behavior must have operational measures and definitions. In examin

ing the characteristics of explanation, therefore, it is occasionally 

useful to remind ourselves that we have already filtered out a vast 

amount of information by way of the translation from percepts and 

concepts into language itself."' 

The Hypotheses 

"The way in which concepts are defined theoretically and oper

ationally and the way propositions are stated have great bearing on 

"^Robertson and Ward, "Toward the Development of Consumer 
Behavior Theory," p. 57. 

^John A. Howard and Lyman E. Ostlund, "The Model: Current 
Status of Buyer Behavior Theory," in Buyer Behavior: Theoretical 
and Empirical Foundations, ed. by John A. Howard and Lyman E. 
Ostlund (New York: Alfred A. Knopf, 1973), pp. 3-32, at p. 5. 

3 'Harvey, Explanation in Geography, p. 22. 
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the ability to confirm or refute the theory or sub theory one is working 

with." A hypothesis may be set up to explain perceived images of the 

real-world. "A hypothesis is a tentative statement, presumably explain

ing relationships which are assumed to be causally associated. Thus, a 

hypothesis can be formed concerning a set of observations, . . ."^ 

The major objective of this study was to determine the feasibil-

ity of using psychology concepts to explain and predict consumer market 

behavior. The major hypothesis was stated as follows: It is feasible 

to utilize selected psychological concepts to develop a theory of con

sumer brand-switching behavior. This hypothesis was accepted on an 

a priori basis after a logical analysis of syntactics, semantics, and 

pragmatics that were relevant to the problem. 

After a selective review of marketing and psychological litera

ture, a set of related concepts between the two disciplines was estab

lished. The delimited set of hypotheses are as follows: 

1. There is a difference in brand switching between heavy 

and light users of soft drinks; 

2. There is a difference in brand switching among groups 

of subjects receiving (a) product instructions explic

itly detailing the relevant mediating concepts, (b) 

numerous product facts, or (c) no reference to medi

ating concepts or product facts. 

•••Zaltman, Pinson, and Angelmar, Metatheory and Consumer 
Research, p. 14. 

^Howard L. Balsley, Quantitative Research Methods for Busi-
ness and Economics (New York: Random House, Inc., 1970), p. 12. 
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3. There is a significant difference between soft drink 

usage and the type of information given to the subjects. 

The Experimental Design 

The purpose of the experimental design in this study was to 

test the delimited set of hypotheses. "By using such experimental 

designs we may amass evidence to confirm the hypotheses contained in 

the theory." Analyses of variance were computed for the experimen

tal groups. A randomized factorial design was employed. Finally, 

differences between groups were tested with a t̂  test. 

The Data and Statistical Analysis 

The hjrpotheses were tested in an experimental situation to see 

if the hypothesized relationships would occur. 

. . . It is felt that conceptually-rooted empirical inves
tigations, which focus on relatively limited consumer 
phenomena—middle range theories—hold the most promise 
for the orderly development of a theoretical basis of con
sumer behavior. Traditionally, such investigations have 
been based on "borrowed" concepts. . . . The emergence of 
models which focus on specific aspects of consimier behav
ior holds the promise of integrating concepts and findings, 
and testing and expanding the emerging system of inter
related concepts which form the theoretical base of 
consumer behavior.^ 

If concepts from one discipline can be compared to those of another 

discipline through empirical research, other scientists can determine 

3 
for themselves if the idea is useful. 

1 otr 

Harvey, Explanation in Geography, p. 35. 

^Robertson and Ward, "Toward the Development of Consumer Behav
ior Theory," p. 64. 

^Reynolds, A Primer in Theory Construction, p. 12. 
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Attitudes.—A semantic differential was developed and adminis

tered to test consumers' attitudes toward the brand. A significant 

interaction of usage rates to mediational concepts was found."̂  This 

interaction did not reveal much about the effects of the experimental 

procedures on attitudes, but it allowed, for the incorporation of a 

more revealing statistical analysis. A t̂  test was applied to the 

group scores on the semantic differential. 

Intentions.—Purchase behavior was approximated by measuring 

the subjects' intentions to buy. There was found to be a significant 

difference in intentions among groups receiving varying levels of medi

ating concepts. 

Evaluation.—An overall evaluation of the statistical findings 

in this study includes some positive support for the hypotheses, some 

paradoxes, and some contradictions to the hypotheses. The reason for 

these different findings may be as Reynolds suggests when he writes: 

"Most scientists, often intuitively, seem to realize that classical 

statistical procedures are not useful in the direct evaluation of 

2 
abstract theoretical statements." 

The Sub-Theory 

There has been developed within this study a framework for 

explaining consumer brand switching. This framework has utilized 

"This is one feature [level of significance] of the classical 
statistical decisions procedure that is not slavishly followed. Scien
tists are usually willing to consider results that approach statistical 
significance rather than to ignore them just because they are a few 
decimal points higher than some arbitrary value," in Ibid., p. 125. 

^Reynolds, A Primer in Theory Construction, p. 126. 
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psychological concepts from discrimination learning that have been called 

"shift paradigms." The relationship of the theoretical concepts (of 

marketing and psychology) to the operational definitions and to the 

experimental design has largely been a matter of judgment. "Intersub-

jective agreement is the only criterion for evaluating the suitability 

of an operational definition for measuring a theoretical concept." A 

theory of consumer behavior is difficult to develop " . . . since there 

are no unique concepts which form the basis for investigation of desig

nated phenomena." 

A theory is a " . . . system of variables and relationships 

with potential or actual empirical foundations, addressed to gaining 

3 
understanding, prediction, or control of an area of phenomena." 

(Italics in original.) The goal of this study has been to develop a 

theoretical basis to explain and predict brand-switching behavior. 

If the definition of theory is expanded to mean reasonably 
coherent frameworks for analysis of phenomena, consisting 
of integrated concepts which may be operationally defined 
and functionally related in research, then such "theoret-
ical" development in consumer behavior is indeed possible. 

The framework î rhich has been developed in this study is a sub-theory of 

consumer behavior that uses concepts from sub-theories of human behav

ior. Thus, the concepts that have been borrowed from psychology will 

be useful in understanding and predicting behavior in a marketing 

environment. 

^Ibid., p. 56. 

^Robertson and Ward, "Toward the Development of Consumer Behav
ior Theory," p. 61. 

"̂ Philip Kotler, Marketing Decision Making; A Model Building 
Approach (New York: Holt, Rinehart and Winston, 1971), p. 7. 

^Robertson and Ward, "Toward the Development of Consumer Behav

ior Theory," p. 61. 
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Prediction 

Can predictions be made accurately from the sub-theory of con

sumer behavior presented in this study? In comparing the theories of 

discrimination learning, predictions can be made regarding the speed 

of learning an intradimensional shift as opposed to an extradimensional, 

A prediction may be accurately made regarding the effects of overlearn

ing a discrimination. A prediction regarding the effects of product 

usage and/or mediational concepts on brand switching turned out to be 

misleading. The major reason for the failure to predict was probably 

due to the erroneous assumption that the new tea product would be per

ceived as another soft-drink beverage. 

Consumer behavior is so complex that there is no one theory or 

model that would be appropriate to all consumers and products. The 

finding that there are differences between attitudes and intentions, 

and that learning may be inhibited or facilitated by mediating con

cepts indicates that learning involving new products is a very complex 

process. Product discriminations may be influenced by subtle interac

tions among stimulus components. "Even if the product stimulus does 

reach the consumer, he may not act in accordance with it—even if he 

finds it highly desirable. Stimulus reception can not be equated with 

direct response; . . .' It seems that each product and each situa

tion should be tested if there is to be a high degree of prediction 

from the model. 

•••Sturdivant and others. Managerial Analysis in Marketing, p. 
160. "Most messages are irrelevant to the consumer at any point in 
time, and whether a response is or is not made is again mediated by 
a host of influences and constraints," in Ibid. 
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Implications and Recommendations 
for Marketing Managers 

Marketing managers should be able to benefit from using a theory 

of consumer behavior. "What consumer behavior means at the level of 

pragmatic validity is essentially: what are the simple associations 

between a MM [marketing manager] controllable variable and a consumer 

behavior response." 

Marketing managers have not found consumer theories particularly 

useful. The lack of usefulness may be due to a difference in perspec

tives of marketing theorists and marketing managers. Robertson and Ward 

point out that: 

Managers desire specific information which may be applied 
to specific marketing problems at particular points in 
time. Academic researchers, on the other hand, are 
usually concerned with explanation and prediction at a 
more general and abstract level, as is the case in 
theoretically-oriented research.^ 

Using theories is different from developing theories. "Applied knowl

edge is used toward particular ends, and the goals determine what 

information is relevant; theories are not valued of themselves, but 

only as they are applicable to the achievement of concrete, specific 

3 
purposes." 

•^Montrose S. Sommers, "Problem and Opportunities in the Devel
opment of Consumer Behavior Theory," in Consumer Behavior: Contemporary 
Research in Action, ed. by Robert J. Holloway, Robert A. Mittelstaedt, 
and M. Venkatesan (Boston: Houghton Mifflin Company, 1971), pp. 14-
22, at p. 15. 

^Robertson and Ward, "Toward the Development of Consumer Behav
ior Theory," p. 58. 

Harold Guetzkow, "Conversion Barriers in Using the Social 
Sciences," Administrative Science Quarterly, Vol. 4 (June, 1959), 
pp. 68-81, at p. 69. 
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This study has developed a rationale which can be used by mar

keting managers to apply behavioral concepts from psychology. The main 

purpose of the model is to organize and establish a framework for bor

rowing relevant theory. "By specifying the nature and the interrela

tionships among the principal determinants of customer action, the 

model can serve as a useful guide for the integration of much of the 

2 
diverse literature extant in the behavioral area." The behavioral 

model that has been presented in this study is concerned with brand-

switching behavior, and it represents an attempt to describe, predict, 

and control consimier choice behavior. 

This study should be useful to marketing managers by the pre

sentation of a methodology in which to organize knowledge of the con

sumer. Robertson and Ward feel that " . . . the most significant 

advances in behavioral science and consumer behavior research will 

3 
be in method rather than in theory." Kaplan writes: 

Interdisciplinary approaches have become widespread, and 
. . . they can be seen as expressions of deeply felt 
needs. The unity of science is more than an abstract 
philosophical thesis; it marks the ever-present poten
tiality of fruitful unions. It is in this sense that 
all sciences, whatever their subject-matter, are method
ologically of one species: they can interbreed. 

For additional recommendations regarding the experiment that 
was conducted, see pages 133 through 134 of this study. 

^Alan R. Andreasen, "Attitudes and Customer Behavior: A Deci
sion Model," in Perspectives in Consumer Behavior, ed. by Harold H. 
Kassarjian and Thomas S. Robertson (Glenview, Illinois: Scott, Fores
man and Company, 1968), pp. 498-510, at p. 510. 

Robertson and Ward, "Toward the Development of Consumer 

Behavior Theory," p. 63. 

^Abraham Kaplan, The Conduct of Inquiry (Scranton, Pennsyl
vania: Chandler Publishing Company, 1964), p. 31. 
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The method that can be utilized by marketing managers to borrow and 

apply psychilogical concepts is the scientific method as presented in 

this chapter. Individuals could be trained as "methodological engi

neers" to serve between marketing theoreticians on the one hand and 

marketing managers on the other. 

Conclusions of the Study 

Consumer behavior explanations are built from the piecemeal, 

eclectic borrowings from other disciplines. There have been few 

attempts to develop the criteria and procedures necessary to transfer 

knowledge from psychology to marketing. 

The marketer who wishes supporting evidence for a particular 

problem may either undertake research on his own or he may make some 

assumptions and attempt to apply the empirical findings of other dis

ciplines to his situation. If the theories of other disciplines can 

be made to conceptually fit marketing situations, it would be econom

ically wasteful to conduct "new" research just so that it can be 

called a "marketing" study. If theory from another discipline can 

be justified in some manner for use in explaining and predicting con

sumer behavior, then the accompanying empirical research associated 

with the theory can be applied to marketing. 

Either marketers must develop their own theories of consumer 

behavior or they must borrow what they consider the most relevant 

theories from other behavioral sciences. This study was an attempt 

to borrow, fit, and test psychological theories in a marketing con

text. Although a somewhat rigorous methodology was utilized in this 

study, several of the procedures that were applied to the development 
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of the interdisciplinary theory were subjective and arbitrary. In the 

final analysis, the ability of psychological concepts to explain con

sumer behavior is a function of the method that is selected by the 

researcher and, to a degree, a function of a creative process. The 

findings of this study can be incorporated into marketing thought at 

two levels: (1) theoretical, and (2) applied. At the theoretical 

level, marketers may be able to develop models based upon the shift 

paradigm literature. At the applied level, there are several find

ings in shift studies that seem to have direct import for marketers 

who must develop marketing strategies. 

An example of an application of shift paradigm research was 

presented in the paper and can be summarized by the following. Some 

discrimination shift findings are consistent across a wide range of 

experimental conditions; e.g., humans find reversal shifts easier to 

learn than extradimensional shifts. Even this finding is subject to 

qualifications. Instructions on the nature of the shift has allowed 

extradimensional shifts to be learned faster than reversal. A direct 

application of this psychological concept would show that new product 

acceptance would be better enhanced by the incorporation of specific 

product information in the advertisements. 

This study has been an attempt to develop an area of psycho

logical theory to fit the needs and requirements of marketing. It 

is believed that the idea of shift paradigms in a marketing context 

will generate future research to test the validity of the constructs 

and concepts. 
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Appendix A 

AN ANNOTATED LISTING OF ECLECTIC 

CONSUMER BEHAVIOR BOOKS 

The following annotated listing contains books that directly 

bear on consumer behavior studies. These books contain concepts and 

theories that the authors have decided have some relationship to the 

behavior of consumers in market situations. Three criteria were used 

to select books for this list: (1) the major thrust of the books are 

behavioral; (2) an inter-disciplinary approach has been undertaken by 

the authors; and (3) the books were written primarily for a marketing 

audience. The annotated listing has been divided into three parts 

depending on the authors' approaches in presenting behavioral con

cepts and theories. Page numbers in parentheses refer to pages in 

the book being reviewed. 

Part I 

Collections of Readings 

Consumer Behavior and the Behavioral Sciences, edited by Steuart 

Henderson Britt (New York: John Wiley and Sons, Inc., 1966). 

This book is a collection of readings designed to bridge the 

gap that exists between marketing and the behavioral sciences. The 

readings are orientated toward theory, and little marketing applica

tion is contained. The author offers readings from a wide range of 

behavioral areas, and the reader must apply the concepts and theories 

to his own particular market situation. Britt writes in the prologue: 
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" . . . there is a vast literature on subjects such as learning, reten

tion, thinking, language, personality, motivation, and attitudes within 

which can be found real nuggets of wisdom for the marketing man." 

(p. xxix) 

Behavioral Science Foundations of Consumer Behavior, edited by Joel B. 

Cohen (New York: The Free Press, 1972). 

This book contains articles that represent behavioral concepts 

which could be or already are foundations for the generation of empiri

cal studies. Cohen presents several articles representing diverse topic 

selections. "Each selection presents either an important set of con

cepts [e.g., motivation, learning] or an approach to a relevant problem 

area included [e.g., social influence], because it is helpful in under

standing research in that area." (p. v) 

Consumer Behavior: Contemporary Research in Action, edited by Robert 

J. Holloway, Robert A. Mittelstaedt, and M. Venkatesan (Boston: 

Houghton Mifflin Company, 1971). 

This book contains research articles that have clearly defined 

theory. The authors write in their preface as follows: " . . . because 

the soundness of any evidence depends on the method used to collect it, 

an exposure to research articles enables the student to better under

stand research methodology and appreciate the scope, power and limita

tions of present research methods." (p. vii) 
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Part II 

Integrated Models 

Each of the following books has integrated some aspect or 

aspects of behavioral sciences with consumer behavior. These books 

represent a particular researcher's general framework for the study 

and analysis of consumer market behavior. 

Consumer Choice Behavior: A Cognitive Theory, by Flemming Hansen 

(New York: The Free Press, 1972). 

Hansen has developed an integrated model of consumer behavior 

using individual psychological theories. The book was written to 

serve three purposes: "it presents a general model of consumer behav

ior, it relates existing evidence to this model, and it presents find

ings from a number of experiments especially designed to test crucial 

aspects of the model." (p. ix) The book should be helpful in guiding 

future consumer research. Peter L. Wright wrote the following in a 

review of the book: 

In developing his model, the author draws on findings from 
such diverse areas as psychophysiology, animal behavior, 
and role-playing. Such eclecticism is now mandatory to 
any general model of behavior; it does, however, carry 
certain risks. . . . The danger is that we may lapse into 
wishful pretense of certainty. Hansen is obviously sensi
tive to this problem. . . . Even so, the presentation in 
places may leave a misleading picture of conclusiveness, 
and the reader should be alert. 

Peter L. Wright, "A Comprehensive and Integrative View of Con
sumer Behavior," review of Consumer Choice Behavior: A Cognitive 
Iheory, by Flemming Hansen, in the Journal of Marketing Research, Vol. 
9 (November, 1972), pp. 470-472, at p. 471. 
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The Theory of Buyer Behavior, by John A. Howard and Jagdish N. Sheth 

(New York: John Wiley and Sons, Inc., 1969). 

Howard and Sheth present in their book a dynamic model of 

buyer behavior that they have developed with the aid of borrowed con

cepts and theories from the behavioral sciences. The model is an 

attempt to explain the relationships of the various variables involved 

in decision making by individual consumers. The authors give their 

purpose in the preface as: 

The purpose of this book is to provide a theoretical struc
ture that, in addition to serving the usual functions of a 
theory, focuses the findings in behavioral science on issues 
of public and private practice, thus building "pathways" along 
which the buyer behavior specialist can "find his way" to the 
body of knowledge of basic science and the basic scientist can 
approach the problems of buyer behavior, (p. vii) 

Psychological theory has been adopted to illustrate the mental processes 

by way of the authors' use of hypothetical constructs. The book does an 

incomplete job of construct validation, but Howard and Sheth are pre

sently testing their model's variables. 

Consumer Decision Processes: Marketing and Advertising Implications, 

by Francesco M. Nicosia (Englewood Cliffs, New Jersey: Prentice-Hall, 

Inc., 1966). 

Nicosia's integrated model has been built around a framework 

of input and output variables. Such variables as attitude, experi

ence, and motivation are inputs that affect a consumer's behavior. 

Nicosia has integrated numerous research findings from several dis

ciplines into his decision model. 
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Metatheory and Consumer Research, by Gerald Zaltman, Christian R. A. 

Pinson, Reinhard Angelmar (New York: Holt, Rinehart and Winston, 

Inc., 1973). 

This book contains a development of a theory and model of con

sumer behavior. The purpose of the book is an attempt to incorporate 

a philosophy of science in marketing theory. "An essential step in 

the development of any field of study is the successful utilization 

of a rigorous thinking methodology in the theorizing and basic and 

applied research of that field." (p. 1) Zaltman, Pinson, and Angel-

mar's book contains the guidelines for a thinking methodology. "The 

consumer behavior researcher needs a thinking methodology to evaluate 

the material he tries to build upon and, equally important, he needs 

a thinking methodology to guide his own theoretical and applied 

research to ensure the greatest value for his efforts." (p. 2) 
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Part III 

Applied Behavioral Theories 

The following books serve as conceptual bridges that connect 

the behavioral sciences to business areas. Each of the following 

authors have attempted to present and interpret various behavioral 

science theories to a predominantly marketing management orientated 

audience. 

Consumer Behavior, by James F. Engel, David T. Kollat, and Roger D. 

Blackwell Ĉ nd ed.; New York: Holt, Rinehart and Winston, Inc., 

1973). 

The authors of this book have presented a wide range of behav

ioral theories. The authors of Consumer Behavior have attempted to 

orientate their book to researchers and marketing managers. "This 

book is written to meet the needs of practitioners from all perspec

tives, as well as those who have a more theoretical interest in the 

subject." (p. vi) Business applications of the various behavioral 

theories are presented in sections throughout the book in sections 

called "Applications," "implications," or "Implications for Market

ing." An example of Engel, Kollat, and Blackwell applying a behav

ioral concept to a marketing situation is given in the following: 

A marketing goal is often to stimulate consumers to switch 
to a new brand, to try an improved product, or to perceive 
a product to have a new quality. The stimuli presented 
should be dissimilar to facilitate discrimination. An 
advertiser may find that consumers are not presently buying 
his product because the taste is not acceptable. The new 
claim must be sufficiently dissimilar to the old claim to 
stimulate the consumer to respond in a new way. A variety 
of tests could be devised to determine if this will be 
accomplished. (p. 235) 
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Demand Analysis for Marketing Decisions, by G. David Hughes (Homewood, 

Illinois: Richard D. Irwin, Inc., 1973. 

The author uses applications of theories and concepts from the 

disciplines of psychology, economics, sociology, and demography to aid 

in the development of marketing strategy. Each discipline's contribu

tion is presented in two parts: one chapter is devoted to the theory 

or model of behavior, and one chapter is devoted to applications to 

marketing strategy. In the preface, Hughes writes: 

Marketing managers' decisions in the key areas of products, 
prices, channels of distribution, promotion, and public 
policy start from a common point—an understanding of the 
needs of buyers and consumers. The process for understand
ing these needs is known as demand analysis—the heart of 
the strategy of the marketing concept. This text applies 
the theories, models, and measures from the four behavioral 
disciplines that are most frequently used for demand analy
ses. These disciplines are demography, economics, sociology, 
and psychology. (p. vii) 

Consumer Behavior and Marketing Management, by James H. Myers and 

William H. Reynolds (Boston: Houghton Mifflin Company, 1967). 

Myers and Reynolds present behavioral theories and research 

findings relevant to the area of constimer behavior. Implications 

of the behavioral studies are made in terms of marketing strategy. 

In the preface of their book, Myers and Reynolds give the following 

as aims of their book: 

To select from the vast body of knowledge about human 
behavior those concepts and principles which seem to 
have particular relevance to the understanding of con
sumer buyer behavior. 

To review some of the research which has provided evi
dence for these principles. 

To illustrate the relevance and application of these basic 
behavioral principles to the buying situation by examples 
from current marketing practice. (p. vii) 
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Consumer Behavior, by Thomas S. Robertson (Glenview, Illinois: Scott, 

Foresman and Company, 1970). 

This book is an interdisciplinary text which contains applica

tions of relevant conceptual material to the decision making function 

in marketing. "This book was written, therefore, with concern for the 

potential contributions of consumer behavior theory and findings to 

marketing decision making." (p. iii) 



APPENDIX B 

SIMILARITIES AND DIFFERENCES BETWEEN PSYCHOLOGICAL 

SHIFT PARADIGMS AND CONSUMER 

BRAND-SWITCHING BEHAVIOR 

The following material contains the similarities of various 

concepts taken from psychology (given first) and adapted for use in 

a marketing context. 

Discrimination learning (pp. 24-28) 

A choice is made on the basis of some perceived difference 

between two or more stimulus objects. 

In the market place the consumer must make a decision regard

ing the choice of purchasing among two or more products. The con

sumer's choice among products is based on that consumer's image of 

product differences. 

Reinforcement shifts (pp. 54-57) 

After learning an initial discrimination problem, subjects 

encounter "shifts" (changes) in reinforcement contingencies asso

ciated with cues from the training stimuli, or from changes in the 

stimulus cues on subsequent problems. Responses that are made to 

such changes are referred to as shift behavior. 

After experiencing initial discrimination learning with pro

ducts in the market, consumers may experience changes in competing 

products or in the advertisements connected with other firms 

Pages in parentheses refer to pages in this study. 
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p r o d u c t s . Consumer r e s p o n s e s t o t h e s e changes may be r e f e r r e d to as 

brand-swi t ch ing b e h a v i o r . 

Concept l e a r n i n g (pp. 78-79) 

A d e s i g n employed i n t h e s tudy of s h i f t behavior involves a 

simple c o n c e p t - l e a r n i n g t a s k r e q u i r i n g a d i s c r i m i n a t i o n between 

s t i m u l i v a r y i n g i n two or more d i m e n s i o n s . 

Br a n d - s w i t c h i n g b e h a v i o r i n v o l v e s a c o n c e p t - l e a r n i n g t a sk t h a t 

r e q u i r e s a consumer to d i s c r i m i n a t e among produc t s t i m u l i and cues 

tha t may v a r y i n two or more ways . 

Dimensions (pp. 57-65) 

Anything i n a s t i m u l u s s i t u a t i o n which a s u b j e c t i s capable of 

responding to may be de f ined a s a d imens ion . 

P roduc t s a r e composed of complex s e t s of s t i m u l i (or cues) 

tha t i nc lude bo th t h e p h y s i c a l p roduc t and t h e a s s o c i a t e d symbolic 

images. Product c h a r a c t e r i s t i c s may be viewed by the consumer as 

s i g n i f i c a n t d imens ions t o which h i s r e sponses a r e based. 

Over t ra in ing r e v e r s a l e f f e c t (pp . 72-78) 

In some e x p e r i m e n t a l s h i f t s t u d i e s , o v e r t r a i n i n g has been 

shown to s i g n i f i c a n t l y f a c i l i t a t e r e v e r s a l l e a r n i n g . 

There i s some ev idence t o show t h a t heavy u s e r s of products 

are more l i k e l y t o be brand s w i t c h e r s . 

,'lShift" s t u d i e s (pp . 65-72) 

Simple concept learning tasks are designed so that stimuli 

composed of dimensions and exemplified by two or more cues are pre

sented to subjects in discrimination problems. A concept-shift task 
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is a concept learning situation in which reinforcements that are asso

ciated with cue-responses are changed. 

In a purchasing situation, a consumer is confronted with pro

duct stimuli that vary along various dimensions (e.g., price, promo

tional efforts, product distinctiveness), with each of these dimensions 

being exemplified in the stimuli by two or more cues (e.g., high, low— 

dollar amount; distinctive versus bland product designs, previous 

advertising versus an absence of advertising.) In these choice situ

ations, the consumer typically must choose a product from among the 

ones that are available for purchase. 

Choice criteria (pp. 61-63) 

Experimental situations can be structured so that subjects 

respond to known and controllable stimulus dimensions. The number 

of dimensions can be limited by the experimenter. 

Consumers may perceive and respond to the numerous and com

plex market stimuli in terms of a more reduced choice of criteria. 

A consumer tends to reduce the number of possible criteria to a 

single most important dimension. 

Choice alternatives (pp. 61-63) 

A discrimination problem usually involves a response choice 

between two (sometimes three or four) alternatives. 

Consumers in a purchasing situation may have a limitation on 

the number of possible product alternatives that are available for 

them to purchase at any one time. The limitation on the number of 

alternatives may be due to external factors (e.g., limited shelf 
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space; inadequate dealer soipplies), or due to internal factors (e.g., 

limited perceptual ability; various psychological factors.) 

Novel stimuli (pp. 63-64) 

Psychologists have reported experimental evidence in which 

novel or previously irrelevant stimulus dimensions altered behavior. 

The cues associated with the introduction of a product may 

facilitate brand switching behavior by the increase in conspicuous, 

relevant cues. 

Extradimensional shifts (pp. 67-68) 

In extradimensional shifts, one dimension is relevant for 

the learning of the first discrimination, and in a second discrim

ination task the subject must attent to another dimension. 

In terms of consumer behavior, an extradimensional shift 

occurs when a set of product dimensions change and the consumer 

must learn to discriminate among products having different cue 

associations. The extradimensional shift paradigm fits the fol

lowing situations: 

(1) a consumer subjectively switches his preference for 

a particular product dimension; 

(2) and/or, some physical aspect of the product dimensions 

are changed that requires the consumer to discriminate 

among products on the basis of new cues. 

Reversal shifts (pp. 66-67) 

A reversal shift requires a subject to reverse his responses 

from one choice (previously correct) to another. In a reversal shift, 
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the r e l e v a n t d imens ion fo r s o l v i n g t h e d i s c r i m i n a t i o n problems remains 

c o n s t a n t . 

R e v e r s a l s h i f t s would occur i n a market ing context i f consumers 

perce ive changes i n t h e i r s a t i s f a c t i o n s from produc t s without a c o r r e 

sponding change i n p r o d u c t d imens ions or c u e s . I t i s not necessary for 

product r e i n f o r c e m e n t s t o change i n o r d e r t h a t consumer behavior change, 

because a consumer can e f f e c t i v e l y change h i s mental pe rcep t ions con

cerning p roduc t s a t i s f a c t i o n s j u s t a s an exper imenter can p h y s i c a l l y 

change r e i n f o r c e m e n t s . 

Media t ional hypo these s (pp . 80-88) 

Two-stage m e d i a t i o n a l models have been proposed to account for 

sh i f t b e h a v i o r . A r e v e r s a l s h i f t r e q u i r e s t h e sub j ec t to respond to 

the same dimension t h a t was p r e s e n t du r ing t r a i n i n g , but the subjec t 

must l e a r n t o s w i t c h h i s r e s p o n s e s . A m e d i a t i o n a l mechanism allows 

the sub jec t t o use a media ted r e s p o n s e du r ing a r e v e r s a l s h i f t . 

I t may be p o s s i b l e t o s w i t c h a consxomer's choice to a new pro

duct by p o i n t i n g out e x a c t l y what t he new cues t h a t a r e a s soc ia t ed 

with the p r o d u c t ' s use w i l l do for consumer s a t i s f a c t i o n . Adver

t i s e r s could use t h i s i n f o r m a t i o n by i l l u s t r a t i n g to the consumer 

the b e n e f i t s t h a t could be expec ted from us ing the p roduc t . 
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The following m a t e r i a l conta ins the differences between psy

chological s h i f t paradigms and consumer brand-switching behavior. 

Control of re inforcements (pp. 24-25) 

Psychologis t s have con t ro l over the giving or withholding of 

reinforcements. The t iming, q u a l i t y , and amount of reinforcements 

are c o n t r o l l a b l e in an experimental s i t u a t i o n . 

In the market , consumers a re not under experimental cont ro l . 

Consumers may acqui re var ious forms of perceived benef i ts from pro

ducts tha t a re not wi th in the con t ro l of a marketer. 

Dif ferent ia l reinforcement of responses (pp. 54-57) 

In d i sc r imina t ion s h i f t l e a r n i n g , a subject may respond to 

different a l t e r n a t i v e s . The experimenter re inforces those responses 

made to some pre-determined a l t e r n a t i v e , and withholds reinforcements 

from the other a l t e r n a t i v e s . The experimenter can change the r e in 

forcements assoc ia ted with the a l t e r n a t i v e s . A sub jec t ' s responses 

may be changed by varying the reinforcements from one a l t e rna t ive to 

another. 

Marketing managers can very r a r e l y change the reinforcing 

qual i t ies of t h e i r p roduc t s , much l e s s the reinforcements associated 

with the i r compet i to r s ' p roduc t s . The physical reinforcements from 

products in a gener ic c l a s s a re almost i d e n t i c a l , and the perceived 

qual i t ies of products a re very s i m i l a r . Any change in product r e in 

forcements must come through adjustments in consumers' perceptual 

discriminations tha t a re based on sub jec t ive evaluat ions . 
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Environmental control 

The extraneous variables in an experiment can be accounted for 

or controlled by an experimenter. 

The many extraneous variables in a market situation are dif

ficult to control. 

Motivation (p. 57) 

The psychologist is able to control the probability that a 

subject will make a particular response and learn a discrimination 

problem by increasing the drive level of the organism. By reducing 

a pigeon to eighty per cent of its normal weight (giving the animal 

less food), the experimenter can better control the response rate 

of the pigeon. 

Starving a consumer can not be part of a marketing strategy. 

It is harder to measure the reinforcing qualities of a product in 

the market, since the marketer never knows for sure the amount of 

desire the consumer has for the products. 
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SOFT DRINK QUESTIONNAIRE 

Name: Phone No. 

The course in which this questionnaire was given: 

This questionnaire is concerned with your consumption of soft drinks. 
In responding to the following questions, please assume that the term 
"soft drinks" include the following: (1) carbonated and non-carbonated 
drinks; (2) canned and bottled drinks; (3) sugar free and diet drinks; 
and, (4) any other non-alcoholic drinks. A drink refers to the stan
dard 7 to 12 ounce serving. (The standard size bottle is 7 oz. and 
the standard size canned drink is 12 oz.) 

Please do not include alcoholic beverages in the soft drink category. 

Indicate your choice by placing an "X" in the appropriate box. 

1. Do you drink any soft drinks? Yes No 

2. During the past 7 days about how many soft drinks have you con
sumed? 

None 1 - 3 4 - 6 7 - 9 10-12 13-15 16 or more 

3. During the preceding month, about how many soft drinks have you 
consumed? 

None 1 - 6 7-12 13- 18 19-24 25-30 31 or more 

4. How many brands of soft drinks have you tried in the last 7 days? 

None 1 2 3 4 5 6 or more 

5. About how many brands of soft drinks have you used in the last 

30 days? 

None 1 2 3 A 5 6 or more 

6. Would you be willing to take part in a marketing experiment that 

would last for about 15 minutes? 

Yes No_ 
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Appendix D 

INSTRUCTIONS 

The purpose of this study is to measure your impressions of a product, 
an advertisement, and a firm. 

A series of descriptive scales are used to allow you to make some judg
ments of what things mean to you. 

If you feel that the concept to be judged is very closely related to 
one end of the scale, you should put an "X" as follows: 

fair X ; ; ; ; ; ; unfair 

fair ; ; ; ; ; X ; unfair 

If the concept seems only slightly related to one side as opposed to 
the other side, then place an "X" as follows 

active ; ; X 

or 
active : : ; X 

; inactive 

; inactive 

The direction toward which you check depends upon which of the two ends 
of the scale seem most characteristic of the concept you are judging. 

If you consider the concept to be neutral on the scale, or if the scale 
is completely irrelevant or unrelated to the concept, then you should 
place your "X" in the middle space as: 

fair ; ; ; X ; ; ; ; unfair 

IMPORTANT: 

1) Place "X" in the middle of the spaces, not on boundaries: 

this not this 

X ; ;X ; 

2) Do not omit any scale. 

3) Never put more than one check-mark on a single scale. 

Do not look back and forth through the test items. Mark each item as 
a separate and independent judgment. Work at fairly high speeds -
use your first impressions. 

Source: Charles E. Osgood, George J. Suci, and Percy H. Tannen

baum, The Measurement of Meaning (Urbana, Illinois: The University or 

Illinois Press, 1964), pp. 82-84. 
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Appendix E 

DEFINITIONS 

The following concepts present the definitions as they appear 

in this study. This appendix has been divided into two parts. Part I 

lists the defined concepts as they were presented in this study. The 

concepts and their associated definitions have been selected from 

sources in psychology and marketing. The definitions have been 

selected because they seem to best fit the requirements and purposes 

of this study. Since the definitions presented in Part I of this 

appendix are not original, but they have been selected from other 

sources, the reader should refer to the page number in the paren

theses to find the source citation for the definition. 

Part II of this appendix contains a discussion of the defini

tions that have been changed to fit the requirements of this study. 

The terms and concepts that are used in adapting the definitions may 

be further defined with concepts that also could be defined further. 

This has not been done. Concepts have been borrowed, modified, and 

a series of basic statements concerning the selected concepts are the 

result. The final, basic statements are axioms of the theoretical 

model of consumers for purposes of this study. 
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Part I 

Attitude—^ disposition to evaluate objects and their associative char
acteristics in certain ways. (pp. 99-100) 

Behavior—any detectable activity of the organism. (pp. 18-19) 

Beverage—generally sweetened and flavored, that sometimes are acidi
fied, that are artificially charged with carbon dioxide, and 
thaj: contain no alcohol. (p. 90) 

Brand loyalJEy—number of choices in sequence during a certain length 
of time; consistency of brand purchasing. (pp. 28-29) 

Brand switching—number of changes in brand choice during a certain 
length of time. (Synthesized from the material presented on 
pages 28 through 30.) 

Coefficient alpha—a test of internal reliability based upon internal 
consistency and the number of items constituting a measurement 
test. (p. 105) 

Concept—a general or abstract idea; a generic mental image abstracted 
from percepts. (p. 78) [See Part II of this appendix for a 
discussion of "concept."] 

Cognitive theory (in terms of learning)—approach to behavior in which 
thinking and problem solving are emphasized, (p. 22) 

Connectionist theory (in terms of learning)—all behavior can be reduced 
to the association between a stimulus and a response, (p. 21) 

Consumer behavior—that sub-part of human behavior concerned with indi
vidual's interactions in a marketing environment, (p. 19) 

Cues—represents a dimension. (p. 57) 

Dimension—any broad feature of a stimulus situation to which an orga
nism is capable of responding. (p. 57) 

Discrimination—is a process of learning during which an organism learns 
to emit a rcjsponse to a stimulus but avoids making the same 
response to a similar but somewhat different stimulus, (p. 26) 

Extradimensional shift—a form of discrimination learning in which one^ 
dimension is relevant for the learning of the first discrimma 
tion task, and in a second discrimination task the subject must 

•̂ The pages in parentheses refer to pages in this study 
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attend to another dimension. (p. 67) [See Part II of this 
appendix for a discussion of "extradimension shift."] Extra
dimensional shift and nonreversal shift may be used inter
changeably for purposes of this study. 

Heavy user—arbitrarily set at nineteen or more soft drinks consumed 
per month. (p. 93) 

Human behavior—the total process whereby the individual interacts 
with his environment. (p. 19) 

Image—a label that individuals subjectively place on objects, (p. 102) 

Intradimensional shift—see "reversal shift" in this appendix. 

Learning—a relatively permanent change in a behavioral tendency that 
occurs as a result of reinforced practice, (p. 20) 

Light users—arbitrarily set at less than nineteen soft drinks consumed 
per month. (p. 93). 

Marketing—a total system of interacting business activities designed 
to plan, price, promote, and distribute want-satisfying pro
ducts and services to present and potential customers, (p. 3) 

Marketing concept—a customer orientation backed by integrated market
ing aimed at generating customer satisfaction, (p. 1) 

Market segmentation—an analytical procedure that divides a market into 
a homogeneous subset of potential consumers. (p. 119) 

Mediational hypothesis—a two-stage theory which explains discrimina
tion learning with the development of internal (and implicit) 
processes that come between a stimulus and a response. (p. 80) 

Model—represents an individual's (the model builder) particular view 
or conceptualization of the real world. (p. 152) 

Nonreversal shift—see "extradimensional shift" in this appendix. 

Organized behavior system—are the entitles which operate in the market
ing environment. (p. 19) 

Overtraining reversal effect—the improvement of reversal learning due 
to additional training. (p. 72) 

Partial reinforcement—any arrangement where the subject is rewarded 
only a fraction of the time for making a certain response, 
(p. 57) 

Zioduct—a complex stimulus containing a perceived set of want-
satisfying attributes and a generally distinguishable sym
bolic character. (pp. 60-61) 
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Psychology—the science of behavior. (p. 18) 

Reinforcements—anything that will increase an organism's probability 
of responding. (p. 55) 

Reversal shifts—requires a subject to reverse his responses from one 
choice (previously the correct one) to another choice of a 
discrimination learning problem. (p. 66) J See Part II of 
this appendix for a discussion of "reversal shift."] Rever
sal shift and intradimensional shift are used interchangeably 
for purposes of this study. 

Semantic space—distance between two or more concepts; mediational 
effects will be proportional to the distance between two 
concepts in the space, (p. 106) 

Shift paradigms—analytical devices for the study of human discrimina
tion learning; a shift is a response that is made to changes 
in reinforcement contingencies in a discrimination problem, 
(p. 52) 

Taste (of a carbonated beverage)—the sum of the flavoring action of 
the various components of the soft drink, namely, the sugar, 
the carbon dioxide, and the flavoring materials themselves. 
(p. 99) 

Theory—a system of variables and relationships with potential or 
actual empirical foundations, addressed to gaining under
standing, prediction, or control of an area of phenomena, 
(p. 161) 
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Part II 

Concept 

An acceptable definition of "concept" has been given as: 

A concept is sometimes thought of as a psychological mech
anism that represents a set of stimulus patterns; that is, 
a concept is considered a mental principle through which 
an individual can classify a number of objects in his 
stimulus world.-^ 

If the meaning of "stimulus world" is expanded to include the "market

ing environment," then products and their sjnnbolic meanings could be 

seen as representing particular stimulus patterns to consumers. Thus, 

the preceding definition of "concept" can be altered slightly to 

include products within the definition, and the result is a defini

tion that meets the requirements for marketing. 

Extradimensional shift 

In order for the psychological definition of "extradimensional 

shift" to fit a marketing context, it was necessary to modify and 

expand the meaning of dimensions. The definition of dimension was 

expanded to include the product. A product, for purposes of this 

study, is a stimulus that interacts with consumers in a manner anal

ogous to the reactions of experimental subjects to psychological 

dimensions. 

Reversal shift 

A reversal shift requires a subject to shift his responses 

from one alternative to another as a result of a change in the 

iRamon J. Rhine. "A Concept-Formation Approach " ^J"'""!^ 

Acquisition," Psychological Review. Vol. 65 (November, 1958). pp. 

362-370, at p. 362. 
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reinforcements that are associated with the alternatives. In order to 

make the reversal shift fit a marketing context, it was necessary to 

assume that a consumer's perception of product reinforcements could be 

changed by advertisements, social influences, or some other factor not 

requiring a physical change in a product or its benefits. 






