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FOREWARD

It has, indeed, been an honor to edit DEVELOPMENTS IN MARKETING
SCIENCE, Volume XIII, the PROCEEDINGS of the 1990 Annual Conference, Acad-
emy of Marketing Science, held in New Orleans, Louisiana. This was an excellent
learning experience. I enjoyed working with the Track Chairs, authors and discus-
sants throughout the world who provide the excellence on which the Academy is
founded. It has been an exceptional pleasure to work with Naresh Malhotra, Vice-
President of Programs, who has contributed tremendously to the professionalism
and high quality of the Academy of Marketing Science conferences over the years.
Collaboration with Robert A. Peterson and Ajay K. Kohli was enjoyable. They are
commended for their laborious, yet fine work.

This volume contains 134 refereed papers. The Competitive Sessions were
reviewed in the usual, double-blind refereed process by two or more individuals
qualified in the given area. For the 1990 Conference, the overall acceptance rate
for Competitive Session papers was approximately 40%, reflecting rigor in the
review process. Based upon the evaluation and recommendations of Reviewers and
Track Chairs, papers accepted for presentation at the conference have been grouped
into relevant marketing areas. They appear in this PROCEEDINGS alphabetically
by track and, within tracks, alphabetically by author(s).

Publishing the PROCEEDINGS depended directly, or indirectly, on the help
of many individuals: the Program Chairman and Co-Chairman, the Track Chair-
persons, the Vice-President of Programs, the authors, reviewers, coordinators,
typists and others who faced serious time and resource constraints, as well as
numerous guidelines. Special thanks are offered to Dr. John McCreary, Dean,
Forsyth School of Business, for his support and contribution of resources, Ms. Sandy
Jenkins, Secretary, Department of Management and Marketing, for assisting me in
carefully proofing and in enhancing the attractiveness of the lead pages, and Ms.
Jeannie Phillips, Departmental Assistant, Western Carolina University. A big "hats
off" is offered to Ms. Pam Clark, Departmental Assistant, who was instrumental in
helping me remain efficient when shipping and receiving the voluminous paperwork
involved in preparing the PROCEEDINGS. Other institutions also extended their
professional support; in particular The Georgia Institute of Technogy, The Univer-
sity of Texas at Austin and The University of Miami provided valuable administra-
tive assistance.

On behalf of the Officers and Fellows of the Academy of Marketing Science,
I sincerely thank the above individuals and institutions for their generous support
and contributions. Without their efforts and assistance, this Conference and PRO-
CEEDINGS would not have been possible.

In preparing this publication, I have exercised a great deal of care to mini-
mize errors and omissions. My sincerest apologies are extended to those who are
affected by any mistakes which may still remain.

‘April 25, 1990 Ms. B. J. Dunlap, D.B.A.
Western Carolina University
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PREFACE
The Academy was founded in 1971, held its first Annual Conference in 1977

(Akron, Ohio), and has grown and prospered over the years. The relevancy of the
Academy’s mission and activities to our chosen target market of the marketing
professoriate has been a key factor in attracting the discipline’s best and brightest
throughout the world. The Revised Articles of Association of the Academy,
approved by the Board of Governors in the Spring of 1984 and by the General
Membership in the Fall of last year, defines the mission of the Academy as follows:

1.

10.

11.

Provide leadership in exploring the normative boundaries of marketing, while
simultaneously seeking new ways of bringing theory and practice into
practicable conjunction;

Further the science of marketing throughout the world by promoting the
conduct of research and the dissemination of research results;

Provide a forum for the study and improvement of marketing as an
economic, ethical, and social and political force and process;

Furnish, as appropiate and available, material and other resources for the
solution of marketing problems which confront particular firms and
industries, on the one hand, and society at large on the other;

Provide publishing media and facilities for Fellows of the Academy and
reviewer assistance on Fellows’ scholarly articles;

Sponsor one or more annual conferences to enable the Fellows of the
Academy to present research results; to learn by listening to other
presentations and through interaction with other Fellows and guests; to avail
themselves of the placement process; to conduct discussions with book
editors; and, to exchange other relevant information;

Assist Fellows in the better utilization of their professional marketing talents
through redirection, reassignment and relocation;

Provide educator Fellows with insights and such resources as may be
available to aid them in the development of improved teaching methods,
materials, devices and directions;

Seek means for establishing student scholarships and professional university
chairs in the field of marketing;

Offer Fellow of the Academy status to business and institutional executives
and organizations; and,

Modify the Academy’s purpose and direction as the influence of time and
appropriate constructive forces may dictate.
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SELF-IMAGE CONGRUENCE AS A MODEL OF CONSUMER ATTITUDE FORMATION AND BEHAVIOR:
A CONCEPTUAL REVIEW AND GUIDE FOR FUTURE RESEARCH

C.B. Claiborne, Virginia Polytechnic Institute and State University
M. Joseph Sirgy, Virginia Polytechnic Institute and State University

Abstract

Over thirty consumer research studies have as-
sessed the impact of a consumer's image of a
product relative to his or her own self-image.
Self-congruence models of attitude formation and
subsequent behavior are still sparsely used, how-
ever. This is somewhat surprising given the pre-
valence of the self-concept in psychological and
behavioral research.! This paper addresses some
important conceptual issues of self-congruity re-
search within consumer behavior and in light of
the most recent empirical findings and suggests
key areas of further research.

Introduction

Self-image congruence models are based on a cog-
nitive matching between the value expressive at-
tributes of a given product which form the
product's image and a consumer's self-image rela-
tive to those attributes. The most commonly used
self-image congruence models are the actual,
ideal, social and ideal social self-congruity
models (see Sirgy 1982 and 1985 for reviews of the
literature). Significant relationships have been
found between consumer's attitude/behavior and
self-image congruence with all aspects of the self
(e.g. actual, ideal, social and ideal social).
Also the moderating effects of consumption-related
variables have been examined to find ways to en-
hance the attitude/behavior predictiveness of
self-congruity models. Examples of moderating
variables include response mode, product
conspicuousness, personality type, among others.
Although a rudimentary theory of self-congruity
has been identified and underlies much of the em-
pirical work, several important issues still need
to be addressed, issues such as the standardi-
zation of the definition of self-concept, the
clarification of the relationship between product
image and self-image in terms of expected effect
sizes, and the relative predictiveness of self-
image congruence models on consumer
attitude/behavior. This paper explores the con-
ceptual progress in consumer behavior/self-
congruity research (sociologically-based studies
have been excluded) and identifies areas for fur-
ther study.

Definitions of Self-Concept

One of the problems in self-congruity research is
the plethora of definitions of self-concept stem-
ming from the variety of ways the self is viewed
in the psychological literature. For example,

James (1890) defined the self-concept as all that

1A computerized search of the Psyc 1 data base in
pialog for the past 10 years yielded over 11,000
references to self-concept as a key identifier.

we call our own, and with whom or with which we
share a bond of identity. Many other traditional
definitions of the self-concept focus on a unitary
self (Allport 1943; Cooley 1902; Mead 1934;
Sullivan 1953; and Lecky 1945). However, the re-
cent psychological literature in self-concept
points to the possibility of multiple selves.
That is, the self is a collection of masks each
tied to a particular set of social circumstances
(Markus and Nurius 1986). The self-concept is
diverse and multifaceted. Each self-concept do-
main represents the individual's persistent hopes
and fears and indicates what can be realized in
certain situations.

Consumer researchers have traditionally used four
aspects of self-concept in explaining and pre-
dicting attitude/behavior. These are the the ac-
tual self-image, the ideal self-image, the social
self-image, and the ideal social self-image (Sirgy
1982, 1985a). The actual self-image is defined
as how consumers see themselves. The ideal self-
image is defined as how consumers would like to
see themselves. The social self-image is defined
as how consumers believe they are seen. The ideal
social self-image is defined as how consumers
would like to be seen by others. In that vein,
consumer research addresses how each of these
types of self-concepts is used as a cognitive
reference in evaluating product symbolic cues.
Product symbolic cues refer to stereotypic images
of users of a product (e.g. sexy, classy,
fashionable, and young, to name a few). Consum-
er's attitude/behavior toward a product is thus
influenced by the matching of the product image
with any one or more of the self-concept types
(actual, ideal, social, and ideal social self-
image). This matching process is referred to as
self-image congruence. Thus, there are four types
of self-image congruence models: actual self-
congruity, ideal self-congruity, social self-
congruity, ideal social self-congruity. The
actual self-congruity model describes how the
match between a consumer's actual self-image and
a product image influences attitudes toward the
product. Similarity, ideal self-congruity, social
self-congruity, and ideal social self congruity
models predict consumer attitude/behavior rela-
tive to these respective forms of self-image.

Self-Congruity Theory

Self-congruity theory (Sirgy 1982, 1985a, 1985b,
1986; Sirgy and Samli 1985; Eriksen and Sirgy
1989) argues that the relationship between sclf-
image congruence and consumer attitude/behavior
tah be explained in terms of self-evaluation. The
consumer who is evaluating a product is not eval-
uating the product per se, but s/he is evaluating
herself/himself using the product. That is, the
consumer conjures up how s/he would "look" using
the product. How s/he would look using the prod-
uct is very much determined by the product's im-
age, i.e. the stereotypical image of Lhe



generalized product user. Hence, the traditional
notion of product image as evaluated in reference
to self-concept can be explained in terms of a
perception of oneself through the actual (or
anticipatory) use of the product. This perceived
self-image, in turn, is the object of evaluation,
not the product image per se. The perceived
self-image is evaluated in reference to a partic-
ular self-image. For example, a consumer is in a
situation to evaluate a sports car which appears
in an ad. The consumer thinks, "how would I look
driving a sports car like this car?" "I may look
like I am, young, sexy, and attractive." This
perceived self-image is postulated to be deter-
mined by the product image, i.e. the stereotypical
image of the generalized product user (that is,
the typical person who drives this car is "young,
sexy, and attractive"). The perceived self-image
is then evaluated in relation to how the consumer
sees herself/himself along the image dimensions
of youth, sexiness, and attractiveness. The con-
sumer may see and like herself/himself as young,
sexy, and attractive. If so, this situation is
characterized as positive self-congruity (or as a
high actual/ideal self-congruity situation). If
s/he sees herself/himself as not young, sexy, and
attractive but would like to be, the situation is
characterized as positive self-incongruity (the
product image is congruous with one form of the
ideal but not the actual self-image; see Talble 1
for a complete description of all possible condi-
tions.

Note that self-congruity theory explains the ef-
fect of self-image congruence on consumer
attitude/behavior through the mediating effects
of self-concept motives (self-esteem, social ap-
proval, self-consistency, and social consist-
ency).? In the positive self-congruity condition,
the consumer is expected to feel highly motivated
towerd the acquisition of the product, mainly due
to its self-esteem (or social approval) and self-
consistency (or social consistency) enhancement
effects. That is, the consumer may feel that ac-
quiring the product may increase his/her self-
esteem (or social approval), as well as, satisfy
the need for self-consistency (or social consist-
ency). However the positive self-incongruity and
the negative self-congruity conditions may produce
a conflict between the satisfaction of self-esteem
(social approval) and self-consistency (or social
consistency); hence only an average (50/50) prob-
ability of purchase is predicted under these con-
ditions. In the negative self-incongruity
condition, the consumer is expected to have a
negative attitude toward the product (a low prob-
ability of purchase because the product does not

?The need for self-esteem is defined as the tend-
ency to realize an ideal image of oneself. The
need for social approval is defined as the
tendency to realize an ideal image of oneself
as determined by significant others. The need
for self-consistency is defined as the tendency
to engage in behavior that is consistent with
how one sees oneself. The need for social con-
sistency is defined as the tendency to engage
in behavior that is consistent with how one be-
lieves significant others see him.

serve to satisfy both self-esteem (or social ap-
proval) and self-consistency (or social consist-
ency) needs. Hence, self-congruity theory
explains the mediating states of self-image
congruence and consumer attitude/behavior. It
does this through the concepts of self-esteem,
social approval, self-consistency, and social
consistency motivation.

Self-Concept Research in Consumer Behavior

Self-concept research in consumer behavior may be
viewed in terms of three groups of studies. The
initial studies sought to demonstrate the exist-
ence of a relationship between a product image and
some form of the self-image (Dolich 1969; Dornoff
and Tatham 1972; Grubb and Hupp 1968; Grubb Stern
1971; Hughes and Guerreo 1971; Martin and Bellizzi
1982; Ross 1971). A second group of studies ex-
amined the predictiveness of product/self-image
congruity on consumer behavior (Belch and Landon
1977; Bellenger et. al. 1976; Ericksen and Sirgy
1989; Landon 1974; Sirgy and Samli 1985; Sirgy and
Johar 1989a). More recently studies have consid-
ered the specific type of product/self-image
congruity evoked, the self-concept motives in-
volved, and the moderating variables which affect
consumer behavior (Sirgy and Johar 1985; Sirgy,
Johar, and Wood 1986; Sirgy 1985; Sirgy, Samli,
Bahn and Varvoglis 1985; Varvoglis and Sirgy
1984). The impact of these areas of research on
the conceptual development of the field is dis-
cussed in the following sections.

Existence of the Relationship Between Product Im-
ages and Self-Images

All studies that examined product image/self-image
relationship supported the existence of a re-
lationship (see Talble 2). The effect sizes, how-
ever, are inconsistent with uncorrected effect
sizes (eta) as large as .91 (F=730,df=1,160).
Part of this variation may be due to the statis-
tical methods and reporting standards of that pe-
riod. Nevertheless, it is safe to conclude that
there is sufficient empirical evidence for a re-
lationship. Furthermore, the relationship extends
to different settings and products: retail
stores, automobile brands, clothing, and consumer
products such as cigarettes. In addition, various
groups have been used as subjects suggesting that
the results apply generally across people. The
predominance of female students as subjects does
raise some questions. In particular, because of
socialization, the frame of reference may be dif-
ferent for some groups, such as, women and men
when evaluating some products. Landon (1974)
found gender differences between self-congruity
and purchase intention scores for men and women.
If the reference image is different for these two
groups, then the perceived product image is not
comparable between men and women. In other words,
the sterotypic image of the generalized product
user may not be the same for men and women evalu-
ating the same product (brand). The sports car
mentioned previous, for example, might be viewed
by a demographically comparable group of women as
childish, macho, and unattractive. This would
lead to a "negative self-incongruity" (see Table
1). This question needs further investigation.



TABLE 1
SELF-CONGRUITY THEORY

Sell-Consistency
Percelved Actual ideal (or Sell-Esteem (or (or Social Consumer
Self-image (or Social Ideal Social) Sel-Congrulty | Social Approval) Consistency) Attitude/
(Product image) Selfl-image Self-image Condition Motivation Motivation Behavior
Positive Positive
Young, sexy, Young. sexy, Young, sexy, Self- Approach Approach Attitude and/
and atiractive and attractive and attractive Congruity Motivation Motivation or Nlp::r:;blhllhy
irchase
Positive Moderate
Young, sexy, Not young, sexy, Young, sexy, Sell- Approach Avoidance Attitude and/or
ond attractive and stiractive and attractive Average Probability
rchase
Moderate
Young, spoiled | Young. spoiled, Not young, Negative Avoidance Approach Attitude and/or
and immature and immalture not spolled, Sell- Motivation Motivation Average Probability
and mature Congrulty rchase
Negative
Young, spolled, Not young, Not young. Negative Avoidance Avoldance Attitude and/
ond immature not spolled not spolied, Selt- Motivation Motivation or Low Probability
and mature and mature Incongruity Purchase
TABLE 2 With respect to the linearity, it may be hypothe-
RELATIONSHIP BETWEEN SELF-IMAGE AND PRODUCT IMAGE sized that the nature of the relationship between
self-image congruence and consumer
RESEARCHER YEAR RELATIONSHIP CONFIRMED attitude/behavior is nonlinear. More specif-
Dolich 1969 Self-image of most (least) preferred brands ically, one can argue that self-congruity effects
| may be most visible in the polar extremes. That
Dornoff & Tatham 1972 'S:::-rien'\:#:da::wb:s( friend’s image relative is, consumers may evaluate a product pos itive ly
o if the product is clearly perceived to have an
" ot
Grubb & Hupp 1968 Mcompmmo?z;;' T self image that is congruent with one or more of the
self-concept types. Conversely, a product may be
Grubb & Stern 1971 Self-concept and other’s stereotypical . .
product self of competing brand negatively evaluated }f the prod?ctlls clearly
: perceived to have an image that is incongruent
Hughes & Guerrero 1971 E:a"r;m?nq:g::d present and first choice with a part icular type of self- concept. Future
research may investigate the possibility of a S-
Martin & Bellizzi 1982 Sell-image and most (least) preferred brand shaped relationship between self- image congruence
Ross 1971 Self-image and most (least) preferred brand consumer attitude/behavior.

The Relative Predictiveness of Product/Self-Image
Congruity Models

A second group of empirical studies examines the
correlation between product/self-image congruity
and consumer behaviors. The behaviors predicted
are preferences and liking, purchase intention,
store loyalty, and social desirability. Effect
sizes for these predictions range from .21 to .39
with an average (weighted by sample size) of .29
(see Talble 3). A comparison of these studies in-
dicates that there is no difference in the
findings (t=.40, p=.71). That is, the findings
are homogeneous and can be considered from the
same group. Research to date therefore indicates
a moderate effect size of product/self-image
congruity on cons mption behavior. A number of
questions still romain about this relationship,
in particular whether the relationship is linear
or non-linear, its stability over time, and its
causal direction and mediating variables.

TABLE 3
PREDICTIVENESS OF PRODUCT/SELF-IMAGE
CONGRUITY AND CONSUMER BEHAVIOR

RESEARCHER YEAl. BEHAVIOR PREDICTED EFFECT SIZE 2

Belch and Landon 197° social desirability 0.31 2.13
Bellenger et. al. 197t store loyalty 0.34 3.61
Ericksen and Sirgy 198' product usage 0.29 4.35
Landon 197« purchase intention *0.39 7.32
Sirgy and Danes 198: preference/intention 0.34 4.41
Sirgy and Samli 198; store loyalty 0.22 4.24
Sirgy and Johar 198) attitude/intention 0.21 4.08

*Kendall's Tau rather than Pearson r

With respect to the stability issue, future re-
search may focus on the possibility of how self-
image congruence affects consumer
attitude/behavior as moderated by time. One can
hypothesize that self-image congruence may play a
role in the early stages of the consumer decision
cycle. However, with greater familiarity and in-
formation processing (which occurs with the pas-
sage of time), the role of self-image congruence
in influencing consumer attitude/behavior de-
creases. This may be due to the effect that con-
sumers may process more concrete and
functionally-related cues as they become more in-
terested and familiar with the product.

The causal direction of the self-image congruence,
consumer attitude/behavior relationship needs em-
pirical investigation. We have theoretically as-
sumed that self-image congruence may cause the
formation and/or change of consumers
attitude/behavior. However, the reverse cause is
equally plausible. That is, subjects may make
self-attributions or self-perceptions based on
having preferred or acquired certain products.
They could develop self-image projections to in-
sure consistency with their behaviors. In other
words, self-concept changes as a function of be-
havior.

Self-congruity theory suggests, with respect to
mediating variables, that the cause of the de-
pendency of consumer behaviors on product/self-
image congruity is related to self-esteem (social
approval) and self-consistency (social consist-
ency) motivations. These mediating influences are
the subject of the third group of studies.



The Mediating Effects of Self-Concept Motives

A third, and more current area of research looks
more specifically at the motivating effects of
self-esteem and self-consistency within the re-
lationship of self-image congruence and consumer
attitude/behavior (Sirgy 1985b, 1987). Sirgy
(1986) suggests that the value or "meaning" of a
product is not a veridical perception but an
evoked self-image dimension. The comparison of
self-image with the evoked product image leads to
either a state of self-congruity or self-
incongruity (see Talble 1). Self-congruity is
positive given a comparison between a positive
product image perception and a positive self-image
belief. Self-congruity is a negative given a
comparison between a negative product image per-
ception and a negative self-image belief. Self-
incongruity is positive given a comparison between
a positive product image perception and a negative
self-image belief. Finally, self-incongruity is
negative given a comparison between a negative
product image perception and a positive self-image
belief. The different product/self-image
congruity states affect consumer behaviors dif-
ferently. Stronger effects are predicted for
positive self-congruity and negative self-
incongruity. Weaker effects are predicted for
negative self-congruity and positive self-
incongruity. Negative self-congruity leads to a
moderate attitude since a match between a negative
self-image and negative product image leads to a
conflict between the needs of self-esteem and
self-consistency. Similarly, positive self-
incongruity results in a moderate attitude due to
the same conflict between the self-concept mo-
tives.

In a test of this model Sirgy (1985b) found sup-
port for the predictiveness, across products, of
the positive/negative self-congruity/incongruity
measures with preference (F=11.9,eta=.106), in-
tention (F=10.64, eta=.10), and with the sum of
preference and intention (F=13.09,eta=.11). Fur-
ther the high, moderate, and low congruity groups
were found to differ significantly when averaged
across products and dependent measures
(F=35.6,eta=.24). While the effect size is small,
there is clearly a differential effect on behavior
for different levels of self-congruity. An in-
teresting issue for future research is the role
of belief strength associated with product image
and self-image in the various self-congruity con-
ditions. Sirgy (1986) suggests that belief
strength may play different roles. For example,
given a strong product image and weak self-image,
the mediating effect of self-esteem is postulated
to have a stronger impact on attitude/behavior
than the mediating effect of self-consistency.
Conversely, given a weak product image and strong
self-image, the mediating effect of self-
consistency is surmised to have a stronger impact
than self-esteem. Future research may empirically
investigate the hypothesized effects of belief
strength in product image and self-imaged con-
structs.

Moderators of the Self-Image Congruence/Attitude
Relationship

Two kinds of moderators are of interest, modera-
tors within and moderators between. Moderators
within are moderators that serve to qualify the

differential predictiveness of the actual, ideal,
social, and ideal social congruity models. Mod-
erators between are moderators that serve to
qualify the differential predictiveness of self-
image congruence models in relation to functional
congruence or other models of consumer behavior.

Moderators Between Self-Image Congruence and
Functional Congruence Type Models. Self-image
congruence models are based on a matching between
the value expressive attributes of a product and
consumer self-concept perceptions. Functional
congruence models, on the other hand, are based
on the perceived utilitarian aspects of the prod-
uct in reference to some ideal aspects. Func-
tional congruence models most often occur as
multiattribute attitude models (see Wilkie and
Pessemier 1973 and Lutz 1981 for comprehensive
literature reviews). The research literature
suggests that the predictiveness of both self-
image congruence and functional congruence models
may be qualified by a number of moderating vari-
ables. Fourteen different moderating variables
have been considered in consumer self-concept re-
search (see Talbble 4). Several of these variables
are related to social visibility; social consump-
tion, personally revealing products, and product
conspicuousness. Social visibility is more likely
to affect self-image congruence than functional
congruence because of the strong link to the so-
cial self (Dolich 1969; Martin et al. 1982; Ross
1971; Sirgy 1980, 1985a, 1986). Preference for
products high in value-expressiveness is therefore
more likely to be affected by product
conspicuousness.

Other variables considered in relationship to
self-congruity and functional congruity are prod-
uct differentiation, involvement,
conspicuousness, and common usage (Sirgy and Johar
1989a). Each of these moderators exerts a greater
effect on either self-congruity or functional
congruity and thus strengthens the predictiveness
of that construct. More specifically, it was hy-
pothesized and empirically demonstrated that
self-congruity is more predictive of
attitude/behavior under conditions of high (rather
than low) product conspicuous, and under condi-
tions of low (rather than high) common usage.
Common usage is defined as the degree to which a
product is commonly versus scarcely used by the
general population. Functional congruity, as ex-
pected, was found to be more predictive of
attitude/behavior under conditions of high (rather
than low) product involvement and differentiation.

Although the relationship between self-image and
product image has been demonstrated, the funda-
mental relationship is still unspecified. In
particular, some proximal-distal juxtaposition
may operate in consumers minds. This is suggested
theoretically by the difference in importance and
immediacy between the self and an external object.
Recent studies have found multiattribute models
more predictive of behavior for some products
which were previously thought to be more value-
expressive, and therefore more symbolic. There-
fore the specific nature of the relationship
between self-congruity models and functional
congruity models has been brought into question.
Sirgy et al. (1989) propose that self-congruity
may operate antecedently to multiattribute proc-
essing (See Figure 1). This remains to be tested.



TABLE 4
MODERATOR VARIABLES
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THE INTERRELATIONSHIP OF SELF-CONGRUITY
AND FUNCTIONAL CONGRUITY
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Moderators Within Self-Image Congruence Models.

A number of studies have examined moderators
within self-image congruence models (e.g. Ross
1971; Sirgy 1987). For example, Ross (197%) hy-
pothesized that the predictiveness of publ%c ver-
sus private self-concept models is a function of
product conspicucusness. More specifically, pri-
vate self models (actual and ideal) should predict
brand preferences for less conspicuous brands
better than for more conspicuous brands. Con-
versely, public self models (social and ideal so-
cial) should predict preference for conspicuous
rather than inconspicuous brands. The results
have not been highly supportive of these hypoth-
eses however.

Sirgy (1987) hypothesized that response mode mod-
erates consistency versus esteem-type of self-
image congruence models. More specifically, it
was hypothesized that esteem-type models (ideal
and ideal social) are more predictive of attitude
than behavior; and conversely consistency-type
models (actual and social) are more predictive of
behavior than attitude. The results were sup-
portive of the hypotheses.

Varvoglis (1987) examined the moderating effects
of advertising versus retail setting. He hy-
pothesized that evaluating a product through an
ad may evoke ideal or ideal social congruity type
of processing; whereas, a retail setting may evoke
actual or social congruity processing. His re-
sults were moderately supportive of the hypoth-
esis.

A conceptual area which has been overlooked is the
reference for product image evaluations. If
self-image evaluations are conceived of relative
to our various selves, these internal comparisons
naturally vary across individuals, but in some
cases they may vary between groups, as well. Are
groups of product owners likely to use different
standards (actual, ideal, social, and/or ideal
social) than groups which have only seen ads for
the product? Are men and women likely to relate
to certain products or brands differently? If so,
what is the source of the reference for these
group's product image evaluations.

Self-Image Congruence as Mediating Links. A group
of studies (e.g. Sirgy and Samli 1989, Ericksen
and Sirgy 1989) treat self-congruity as a mediat-
ing variable for relationships between individual
difference variables and consumer behavior. For
example, Ericksen and Sirgy (1989) hypothesized
and empirically demonstrated that achievement mo-
tivation of working women and their clothing be-
havior at work is mediated by self-image
congruence. More specifically, they show that
achievement motivated women tend to experience
greater self-image congruence with "professional
outfits" than non-achievement motivated women.

Similarly, in a store patronage study, Sirgy and
Samli (1989a), hypothesized and demonstrated that
social class and patronage of "upscale and down-
scale stores" is mediated by self-image
congruence. More specifically, high social class
consumers tend to experience greater self-image
congruence with upscale (rather than downscale)
stores, and hence patronize more upscale than
downscale stores.

Further research may concentrate on exploring the
mediating effects of self-image congruence on in-
dividual difference variables such as self-
monitoring, self-esteem, age, and gender to name
a few.
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Abstract

The consumer susceptibility to interpersonal
influence (SUSCEP) scale developed by Bearden,
Netemeyer, and Teal (1989), has the potential of
being a major individual difference measure in

consumer  behavior. However, to date, no
replications of the reliability and validity
studies have been accomplished. In the

replication tradition, this study examines the
factorial structure, reliability, and conver-
gent/ discriminant validity of SUSCEP. With the
possible exception of one test item, support was
found for SUSCEP.

Introduction

Numerous marketing researchers in the
positivist/empiricist tradition (Banks 1965
Kollat, Engel, and Blackwell 1970; Robertson and
Ward 1972; Heeler and Ray 1974) as well as those
writing for a broader audience (Campbell and
Stanley 1963; Kerlinger 1964) have long insisted
that replication is required.

"In general, measures that have undergone
extensive development and scrutiny are judged to
be more valid than those that are proposed
haphazardly" (Peter and Churchill 1986, p. 1).
This statement suggests (1) a long process, (2)
carefully planned studies, and (3) independent
replication. The dominant measurement process
paradigm (Churchill 1979) indicates numerous
feedback/replication iterations may be
necessary. Since construct validity varies
over time and situations (Peter and Churchill
1986), the measurement validation process never
ends.

In the spirit of a continual validation process,
this study is designed to provide information
related to the consumer susceptibility to
interpersonal influence (SUSCEP) scale developed
by Bearden, Netemeyer, and Teal (1989). A brief
summary of their validity studies precedes the
reporting of our findings.

Review of Previous SUSCEP Measurement Studies

The SUSCEP scale includes eight items to measure
the normative (conformity and enhancing one's
image) dimension and four items to measure the
informative (utility information) dimension.
SUSCEP is a self-reported measure, scored on a
seven-point scale from strongly disagree to
strongly agree. Bearden, Netemeyer, and Teal
(BNT) (1989) provide an intentional construct
definition (Bagozzi 1980) which lists a wunique
set of properties for each dimension.

The construct is defined as the need to
identify with or enhance one's image in
the opinion of wignificant others through
the acquisition and use of products and

brands, the willingness to conform to the
expectations of others regarding purchase
decisions, and/or the tendency to learn
about products and services by observing
others or seeking information from others.
(Bearden, Netemeyer, and Teal 1989)

Deutsch and Gerard (1955) suggest that SUSCEP
consists of normative and informational
influences. BNT conceptually supported Park and
Lessig's (1977) three factor proposition which
separates the normative factor into value
expressive and utilitarian components. However,
BNT's results clearly support a two factor model
over both the three factor and one factor
models.

TABLE 1
SUSCEP SCALE ITEMS
Item Statement
no.

Normative Items.

5 I rarely purchase the latest fashion styles
until T am sure my friends will approve of
them.

3 It is important that others like the prod-
ucts and brands I buy.

8 When buying products, I generally purchase
those brands that I think others will
approve of.

11 1If other people can see me using a product,
1 often purchase the brand they expect me
to buy.

9 I like to know what brands and products make
good impressions on others.

12 T achieve a sense of belonging by purchasing
the same products and brands that others
purchase.

2 If T want to be like someone, I often try to
buy the same brands that they buy.

6 I often identify with other people by
purchasing the same products and brands
they purchase.

Informational Items.

4 To make sure I buy the right product or
brand, I often observe what others arve
buying and using.

7 If I have little experience with a product,
T often ask my friends about the product.

1 I often consult other people to help choose
the best alternative available from a
product class.

10 I frequently gather information from friends
or family about a product before I buy.

BNT started with, "An original pool of 166 items
generated from a review of prior literature."
Rather than being a representative sample of the
construct domain, sampling from prior literature
may yield a sample of only parts of the domain.
Psychometric scale development requires that the
entire domain of the construct be sampled



(Nunnally 1978). 1Inadequate domain sampling is
a primary source of measurement error (Churchill
1979). While random sampling of a construct
domain is wunrealistic, Angleitner and Lohr
(1986) recommend structured sampling as an
alternative.

Two judge panels pruned the original items to 62
by eliminating ambiguous items, duplicates, and
unrepresentative items. An analysis of a sample
of 220 adult consumers resulted in removing 47
additional items. The analysis of a second
sample, consisting of undergraduate students,
reduced the remaining 15 items to 12. The final
two-dimensional scale is shown above in Talble 1.

A series of validity tests were then conducted
including comparison to three other scales--
Eagly's (1967) self-esteem, Ajzen and Fishbein's
(1980) motivatiol to comply, and Lennox and
Wolfe's (1984) ATSCI--and an examination of
correlations with behavioral indices and

external judge ratings. Results of these
studies supportel SUSCEP's construct validity.
However, more support was found for the

normative dimension than for the informational
dimension.

BNT did not nalyze their results for
differences of gender. Gender differences
represent a najor problem in developing
individual difference scales. Kassarjian (1971)
suggests that all consumer personality measure
development must control for gender. More
specifically, an extensive literature search, by
Zikmund et. al. (1984), showed that most
conformity studies found females to be more
yielding. Zikmund's own study found that
females would conform more than males across
broad product categories. Because SUSCEP is
related to conformity, gender is an issue that
must at some point be addressed.

In summary, Bearden, Netemeyer, and Teal (1989)
have demonstrated considerable construct
validity for th: SUSCEP scale. However as
mentioned previou-ly, measurement validation 1is
a long process. The scales must still be
confirmed and & Ilditional construct validity
studies are required to help identify what
SUSCEP measures and what it does not. The next
section is an account of our independent study
intended to advance SUSCEP's validation process.

Replication Results

A convenience sample of 137 undergraduate
mnarketing students was drawn from a large
southwestern university. The research
instrument consisted of a series of items all
measured on seven-point scales and included the
12 SUSCEP items, 35 CAD items (Cohen 1967), and
18 revised self-monitoring items (Snyder and
Gangestad 1986).

SUSCEP's Factorial Structure

Nested LISREL models were constructed to examine
the internal structure of the SUSCEP. Talble 2
lists the results of the hypothesized two factor
model. The correlation between the two factors

(r = 0.44) is identical to BNT's results.

TABLE 2
INDIVIDUAL ITEMS RESULTS FOR HYPOTHESIZED MODEL

Item Lambda Modificatiou**
Number Correlations Indexes
/|Scale Norm Inform Norm TInform
5N .677 - .1
3N .656 - 9.6

8 N .906 - .6

11 N .822 - 1.7
9N .723 - .2

12 N .763 - 1.0

2 N .564 - .9

6 N .654 - 5.3

4 1 - 428 51.2

71 - .741 3.1

11 - .655 .1

10 I - .813 2.7

" Squared

Item LISREL T-values Multiple
Number Correlations
/Scale Norm Inform (Reliabilities)
5N 8.7 458

3N 8.3 .430

8 N 13.4 .820

11 N 11.5 .676

9 N 9.5 .523

12 N 10.3 .583

2 N 6.9 .318

6 N 8.3 .428

4 1 4.7 . 183

71 8.9 .549

11 7.7 429

10 T 10.0 .661

% A LISREL T-value greater than 2 is considered
to be significant at the 0.05 level.

*%* If the largest modification index is greater
than 5, then, had that element been
included 1in the model, it would have had
been significantly correlated.

To test the hypothesized two factor model versus
a one factor model, a difference in chi-square
test was performed with the restricted model
(012=1.00) (chi-square = 224, 54 df) against the
unrestricted model (¢15 free) (chi-square = 180,
53 df). The difference in .model chi-squares of
44 with 1 df is significant at .001, thus
supporting the two factor model. The question
of whether the correlation is significant was
resolved with a similar test. Here the
restriction of ¢39 = 0.0 yields a chi-square of
200 with 54 df. Against the unrestricted model
(012 free), the difference in chi-squares of 20
with 1 df, is significant at the .001 level.
Thus the two factors are significantly
correlated.

The LISREL modification index for the
correlation between item four and the normative
factor was 51.3. This indicates that the
goodness of fit could be substantially iwproved
by allowing the item to correlate with both
dimensions. In exploring item four's factorial
allegiance, additional models were developed.
When item four is allowed to correlate with the
normative dimension but not with the
informational dimension (¢39 = 0.38, chi-square



= 123, 53 df), the result is a better fit for
the data than the hypothesized model (¢12 = .44,
chi-square = 180, 53 df).

A model where item four is correlated with both
factors is also superior to the hypothesized
model (¢72 = 0.376, chi-square = 121, 52 df).
However, in this model, item four's correlation
with the normative dimension is .64, while its
correlation with its hypothesized dimension is

0.12. If this sample is representative of the
population of interest, then item four is a
measure of the normative dimension, not the

informational dimension.
Reliability

internal reliability was generally
confirmed. Cronbach's coefficient alpha is 0.90
for the normative scale and 0.72 for the
informational scale. One of the four
informational items (item 4) had a pronounced

SUSCEP's

negative effect on alpha. Removing the item
increases the informational dimension's
reliability to 0.78. Examination of the

reliabilities of individual items can be made by
examining the squared multiple correlations for
items (see Talble 2). The 0.183 reliability for
item number four indicates item number four is
unreliable.

Gender Results

Analysis of the data indicate females score
lower (less conformist) than males on SUSCEP
(See Talble 3). For the normative scale, females

scored 21.95 and males scored 26.82 indicating
that females were less conforming to normative
information than males (t=3.09, p=.0025). For
the informational scale, the females (14.12)
were also less susceptible to informational
influence (t=1.87, p=.0632) than males (15.56).
This finding is in contrast to that reported by
Zikmund et. al. (1984).

TABLE 3
RANGE, MEANS, AND STANDARD DEVTATIONS

Informational
N Range Mean SD

BNT First Sample 220 4-28 16.70 5.59
BNT Second Sample 141 4-28 19.02 4.45
This Study Total 137 6-28 18.77 4.49
Females Only 75 8-26 18.12 4.26
Males Only 62 6-28 19.56 4.68
Normative
BNT First Sample 220 8-56 22.046 9.79
BNT Second Sample 141 8-56 27.18 9.15
This Study Total 137 8-46 24.15 9.33
Females Only 75 8-45 21.95 8.27
Males Only 62 8-46 26.82 9.89
In summary, item four demonstrates low
reliability as a measure of the informational
dimension, and it loads substantively and
statistically significantly on the normative

dimension, with that exception, the model is a
good fit for our data sample.
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Convergent/Divergent Validity

To establish construct validity, the instrument
must measure what it is intended to measure, and
not measure unrelated constructs. In other
words, it should correlate with measures of
similar constructs reflecting convergent
validity and not correlate too highly with
measures of unrelated constructs reflecting
discriminant validity (Churchill 1979). Two
analyses of SUSCEP's construct validity are
reported below. ,

SUSCEP and CAD

The CAD scale, developed by Cohen (1966, 1967),
is a measure of consumer "susceptibility to
interpersonal influences" (Cohen 1967 p. 273).

CAD is based on the belief that individuals are
members of one of three groups, each of which
has a "predominant mode of response to others"
(Cohen 1967, p. 270). Compliant people tend to
move toward others; aggressive people move
against others; and detached people move away
from each other.

One difference between CAD and SUSCEP is that
CAD is more global and refers to an individual's

response to others while SUSCEP refers to
responses to significant others. In referring
to others, CAD items tend to use more general
terms (e.g. people, or everybody), while SUSCEP
generally uses more personal terms (e.g.

friends, or friends and family).
Compliant and aggressive individuals make
extensive use of both normative and
informational perceptions about others but
differ in their relational tendencies with
others. Compliants use perceptions from others
because they are more empathetic, need others,
are apologetic, and want to be loved.
Aggressives seek and use the same perceptions
but they conform for more Machiavellian reasons
such as gaining power, prestige, and admiration
(Cohen 1967). Thus any results found for
aggressive should be similar to those found for
complaint. In summary, compliants and
aggressives both use normative and informational
cues but differ in their emotional motives.
Compliants want to be liked in a submissive
manner and aggressives want to be liked in a
admiring manner.

SUSCEP normative and CAD compliance were
intended to measure, at least in part,
conformity (Cohen and Golden 1972, BNT 1989).

The 1link between SUSCEP informational and the
CAD constructs is also hypothesized to be
positive. One who is susceptible to consumer
interpersonal information learns by observing
others and seeks information from others (BNT
1989). Similarly, Cohen's compliant person
accepts that others are a solution to problems
and the compliant person wants to be helped and
guided (Cohen 1967). Both SUSCEP normative and
informational are expected to be positively
correlated to both CAD compliant and aggressive.

In contrast to the above posited
correlations, CAD detached should be
correlated with the two SUSCEP

positive
negatively
dimensions.



Individuals scoring high in either of the SUSCEP
dimensions pay attention to others to enhance
their image, conform, and gather information
(BNT 1989). In contrast, the CAD detached
person seeks independence, emotional distance,
and is repelled by conformity (Cohen 1967).

One disadvantage of using CAD is that its own
validity remains controversial. Some
researchers (e.g. Noerager 1979) found little
support for CAD's factor structure while others

(e.g. Williams, Parent, and Mager 1986)
disagree. However, the CAD scale was
specifically developed for use in consumer

behavior and is well known and currently used by
marketers (e.g. Slama, Williams, and Tashchian
1987, Poctzner and Pandit 1987). Thus it is
informative to compare SUSCEP with CAD, not only
to investigate SUSCEP's construct validity, but
also to see if SUSCEP is an acceptable
substitute for the still troubled CAD scale.

SUSCEP and Self-Monitoring

The self-monitoring scale is posited to
correlate positively with both SUSCEP
dimensions. SUSCEP is concerned with
identifying or enhancing one's image or self-
concept by using information from or conforming
to observations of others. SM is "self-
observation and self-control guided by

situational cues to social appropriateness,"
(Suyder 1974, p. 526). Thus it seems likely
that those scoring high in self-monitoring will
also score high in both the informational and
normative dimensions of SUSCEP.

For purposes of construct validity, self-
monitoring (SM) (Snyder and Gangestad 1986)
offers disadvantages and advantages similar to
CAD. Like CAD, SM's factor structure remains
controversial (e.g. Briggs and Cheek 1988) but
it is still of active interest to marketers
(e.g. Bearden, Shuptrine, Teel (1989).

Results

Results of the analyses of LISREL models
conparing SUSCEP to SM and CAD is shown in Talble
4. All the correlational tests are a comparison
of a two factor correlated model (¢73 free)
versus a one f:.tor, restricted model (¢12=0.0).

TABLE 4
CORREH . ATIONS BETWEEN SUSCEP,
CAD & SELF-MONITORING

SUSCEP SUSCEP
Normative Informational
(a=.90) (a=.72)
CAD Compliant .29 .33
(a=.60) (p=.009) (p=.003)
CAD Aggressiv: .37 .19
(a=.75) (p<.001) (p=.092)
CAD Detached -.05 -.22
(a=.66) (p=.671) (p=.064)
Self-Monitoring .13 .02
{a=.80) (p=.167) (p=.841)

1

All eight of the correlations between factors
are in the posited direction, however only three
are significant at a 0.05 alpha level and an
additional two at a 0.10 alpha level. Peter and
Churchill (1986, p. 3) suggest that the size of
the correlation isn't critical and that a
correlation of 0.20 "should not be viewed as
inadequate solely because it is not large." It
is possible that part of the reason for the
weaker than expected correlations with the three
CAD orientations is CAD's low alpha
reliabilities (See Talble 4).

The low correlation of CAD Detached to SUSCEP
Normative is quite surprising. While it is
possible that this finding is due to Type TII
error, detached individuals may find it easier
to move away from informational cues than from
normative cues.

After taking into consideration that the two
comparative scales have questionable internal
structure, we find support for SUSCEP's
construct validity. However, results are not
strong enough to suggest that SUSCEP can be used
as a surrogate for any of the comparison
measures.

Conclusions

This study found strong support for the SUSCEP's
validity. Internal reliability and factor
structure were satisfactory except for item
number  four. All the construct validity
correlations were in the posited direction and
many were significant.

More research is needed to continue the
validation process. In addition to the required
replications to generalize across samples,
several specific steps should be undertaken.
First, as previously suggested, if item four
must be removed from the informational scale,
that scale will be reduced to three items. A
new sample of informational items may have to be
developed and processed. Second, the gender
issue must be addressed with replication
(possibly wusing BNT's original data). Third,
the potential confound of social desirability
should be investigated (Kerlinger 1986) by
including a measure of social desirability in
the next test administration. The potential of
SUSCEP can only be realized if the validation
process is continued aggressively.

References

Ajzen, Icek and Martin Fishbein. 1980.
Understanding and Predicting Social Behavior,
Englewood Cliffs, NJ: Prentice-Hall.

Bagozzi, Richard P. 1980. Causal Models in
Marketing, New York: John Wiley & Sons.

Banks, Seymour. 1965. Experimentation il
Marketing, New York: NcGraw-Hill Book Company.

1

Bearden, William 0., Richard G. Netemeyer, and
Jesse E. Teel. 1989. "Measurement of Consumer
Susceptibility to Interpersonal Influence,"



Journal of Consumer Research 15 (March): 473-

481.
Bearden, William O., F. Kelly Shuptrine, and
Jesse E. Teel. 1989. "Self-Monitoring and

Reactions To Image Appeals and Claims About
Product Quality," Advances in Consumer Research
16: 703-710.

Briggs, Stephen, R. and Jonathan M. Cheek. 1988.
"On the Nature of Self-Monitoring: Problems With
Assessment, Problems With Validity," Journal of
Personality and Social Psychology 54-4: 663-678.

Campbell, Donald T. and Julian C. Stanley. 1963.
"Experimental and Quasi-Experimental Designs for
Research on Teaching," in Nathan Gage, ed.,
Handbook of Research on Teaching, Skokie, 1I1l:
Rand McNally, 1963.

Churchill, Gilbert A., Jr. 1979. "A Paradigm For
Developing Better Measures of Marketing
Constructs," Journal of Marketing Research 16
(February): 54-59.

Cohen, Joel B. 1966. Interpersonal Response
Traits and Consumer Behavior, unpublished
doctoral dissertation, UCLA.

Cohen, Joel B. 1967. "An Interpersonal

Orientation to the Study of Consumer Behavior,"
Journal g£ Marketing Research & (August): 270-
278.

Cohen, Joel B. and Ellen Golden. 1972.
"Informational Social Influence and product
Evaluation," Journal of Applied Psychology 56-1:
54-59.

Deutsch, Morton and Harold Gerard. 1955. "A
Study of Normal and Informational Influence Upon
Individual Judgment," Journal of Abnormal and

Social Psychology 51 (November): 629-636.

Eagly, Alice H. 1967. "Involvement As a
Determinant of Responses to Favorable and
Unfavorable Information," Journal of Personality

and Social Psychology 7 (November): 1-15.

Kassarjian, Harold H. 1971. "Personality and
Consumer Behavior: A Revieu," Journal of
Ma keting Research 8 (November): 408-418.

Kerlinger, Fred N. 1964.
Behavioral Research, New York:
amrl Winston.

Foundations of
Holt, Rinehart

Kerlinger, Fred N. 1986.
Behavioral Research, 3rd Edition,
Holt, Rinehart and Winston.

Foundations of
New York:

Kollat, David T., James E. Engle, and Roger D.
Blackwell. 1970. "Current Problems in Consumer
Research," Journal of Marketling Research, 7

(August): 327-332.

1974.
Journal

Heeler, Roger M. and Michael L. Ray.
"Measurement Validation in Ma:keting,"

12

of Marketing Research, (November): 361-370.

Lennox, Richard D. and Raymond N. Wolfe. 1984.
"Revision of the Self-Monitoring Scale," Journal
of Personality and Social Psychology 46-6: 1349-
1364.

Noerager, Jon P. 1979. "An Assessment of CAD--A
Personality Instrument Developed Specifically
for Marketing Research," Journal of Marketing
Research 16 (February): 53-59.

Nunnally, Jum C. 1978. Psychometric Theory,
Second Edition, New York: McGraw-Hill Book
Company .

Park, C. Whan and Parker V. Lessig 1977.
"Students and Housewives: Differences in

Susceptibility to Reference Group Influence,"
Journal of Consumer Research & (September): 102-
110.

Peter, J. Paul and Gilbert A. Churchill, Jr.
1986. "Relationships Among Research Design
Choices and Psychometric Properties of Rating
Scales: A Meta-Analysis," Journal of Marketing

Research 23 (February): 1-10.

Poczter, Abram and Vibay Pandit. 1987.
"Validation of CAD: One More Time," Southern
Marketing Association 1987 Proceedings, Cronin &
Stith (eds.): 264-267.

Robertson, Thomas S. and Scott Ward. 1972.
"Toward the Development of Consumer Behavior
Theory, " Proceedings, American Marketing

Association: 57-64.

Snyder, Mark. 1974, "Self-Monitoring of
Expressive Behavior," Journal of Personality and
Social Psychology 30-4: 526-537.

Snyder, Mark and Steve Gangestad. 1986. "On the

nature of Self-Monitoring: Matters of
Assessment, Matters of Validity," Journal of

Personality and Social Psychology 51-1: 125-139.

Slama, Mark E., Terrell G. Williams, and Armen
Tashchian. 1987. "Compliant, Aggressive and
Detached Types Differ in Generalized Purchasing
Involvement," Advances in Consumer Research 15,
158-62. -

Williams, Terrell G., C. R. Michael Parent and
John Mager. 1986. "The CAD Personality
Instrument as a Predictor of Buyer/Seller

Negotiating Behavior," in Patrick Shannon and

Lyman Gallup, eds., Proceedings: American
Institute for Decision Sciences, Western
Division 15: 185-190.

Zikmund, William G., Donald Sciglimpaglia,

Willaim J. Lunstrom, and Ronald G. Cowell. 1984.
"The Effects of Gender and Product Stereotyping
on Conformity Judgments: An  Experiment,"
Advances in Consumer Research, XI, Kinnear
(ed.): 265-269.




AN EXAMINATION OF CREDIT USAGE BY
COMPULSIVE PURCHASERS

Alicia Briney Gresham, University of South Alabama
Gwen F. Fontenot, University of Northern Colorado

Abstract

The purpose of this research was to compare the
credit usage patterns of compulsive and
noncompulsive purchasers. Specifically,
comparisons were made of the number of credit
cards possessed and the usage rate of those
credit cards. The results indicate that there is
no significant difference in the numbers of
credit cards, but there are differences in usage
rates for bank and department store credit
cards.

Introduction

Compulsive purchasing is increasingly becoming a
concern not only for consumers who have the
problem, but also for credit-granting
institutions and marketing organizations that are
socially conscientious. Examination of case
studies of compulsive purchasers has led to the
general assumption that most people who
compulsively purchase use (or abuse) credit to
help support their excessive spending.
Therefore, the cycle of compulsive purchasing can
be financially devastating to households in which
a person with this problem is present. The
purpose of this research is to examine the nature
of credit usage by compulsive purchasers.

The Nature of Compulsive Purchasing

Compulsive purchasing has been theorized as an
addiction in which the individual responds to a
negative emotion, such as depression or anxiety,
by purchasing (Briney and Reed 1988). The act of
purchasing itself serves to relieve the negative
emotion. Compulsive purchasing is a behavioral
addiction, unlike drug or alcohol addiction which
are physical addictions. It is similar to other
behavioral addictions, such as overeating, in
that an individual must learn to control the
behavior rather than eliminate it entirely,

The problem of compulsive purchasing has received
much attention recently in popular publications,
but has had limited empirical examination by

scholars in the marketing and psychology
disciplines. ‘Winestine (1985) examined
compulsive shopping from a psycho-analytic

perspective presented in
study. He concluded that this compulsive
behavior was a manifestation of feelings of
humiliation and worthlessness stemming from
episodes of seduction and sexual molestation
during childhood. King (1981) discussed the
problem of addictive consumption from a
theoretical perspective and concluded that the
phenomenon was a result of the pressure exerted
on consumers by the advertisements in a
materialistic culture. Faber, 0°Guinn, and Krych

the form of a case
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(1986) and 0 °Guinn and Faber (1989) found several
factors related to compulsive purchasing. Among
these were the obsessive-compulsive personality
syndrome, low self-esteem, high fantasy-
imagination level, high degree of envy and non-
generosity, more bank credit cards, and more
consumer debt. A similar study (Faber and
0°Guinn 1988) concluded that some people with
credit problems had buying behaviors resembling
those of compulsive purchasers. Briney (1989)
theorized compulsive purchasing as an addiction,
a learned behavioral response to negative
emotions, and a personality disorder. The
conclusion of this empirical research was that
compulsive purchasing most closely resembles a
behavioral addiction, such as overeating.

Many descriptive articles of compulsive buying
appear in popular magazines, usually those whose
audience demographics reflect primarily women
readers. Brandt (1987) examined the problem of
"shopaholics" with particular emphasis on the
debt problems which arise from this behavior.
She reports that psychiatrists compare
compulsive shoppers to other kinds of addicts and
claim that shopaholics have poor impulse control
and use their addiction to shopping to cover up
feelings of inadequacy. She also reports that
compulsive shoppers tend to spend money whenever
something goes wrong.

Tkac (1987) reports the opinion of psychologists
who believe that compulsive spending is an
addiction, just like gambling, alcoholism, and
drugs. They also believe that a compulsive
spending problem exists if shopping 'becomes an
entrenched way to handle your feelings and it
results in guilt and anxiety" (p. 63). Jacoby
(1986) discusses the results of a survey dealing
with compulsive buying behavior to which 1,600
individuals responded. In addition to completing
the survey, many respondents returned long,
detailed letters describing compulsive buying as
a nightmare which has led to bankruptcy, liens on
their homes, and attempts to steal money from
friends, relatives, and employers. The survey
reinforced the premise that the compulsive
purchasing cycle is related to anxiety, guilt,
and depression. :

A case study reported by Bernikow (1985)
describes an actress who purchased 50 sweaters on
one shopping spree to overcome feelings of
powerlessness being experienced as a result of
her career. Bernikow makes the point that
compulsive spenders never need what they buy,
they need to buy. Numerous case studies reported
in other articles (Fortino 1982; Seligmann,
Greenberg, Bailey, and Burgower 1985; Viorst
19863 Williams 1986) reflect similar experiences
described by compulsive spenders. Seligmann,
et.al (1985) report the opinions of Dr. William
Rader, a psychiatrist, who believes that spending
is a secret compulsion of which most Americans



aren’t aware. The overwhelming response he
received after a discussion of this problem on a
Los Angeles talk show convinced Rader that the
problem is widespread.

An understanding of compulsive purchasing has
application for  consumers, credit-granting
institutions, and marketing organizations
concerned with fostering social responsibility.

Consumers engaging in compulsive purchasing
behavior frequently encounter financial
difficulties. These difficulties arise from the

use of credit to extend purchasing power. Credit
problems can lead to bankruptcy and the stealing
of money from friends, relatives, and employers
(Brandt 1987; Jacoby 1986). Many compulsive
shoppers have credit card debts which approach 50
percent of their income (Brandt 1987; Jacoby
1986). This unmanageable debt is a symptom of
the compulsive purchasing cycle.

One compulsive purchaser who finally had to seek
counseling to overcome her debt problems reported
that she was bombarded by applications for credit
cards and loans when she started her first job.
She attributed the easy availability of credit as
a driving force urging her to buy in excess
(Brandt 1987). The practice of soliciting credit
through the mail by credit-granting institutions
brings the question of social responsibility into
the issue of compulsive purchasing behavior.

As a result of the credit problems associated
with compulsive purchasing behavior, several
self-help support groups have been formed. Among
them are Spender Menders based in San Francisco
(Brandt 1987) and Debtor’s Anonymous based in New
York City (Tkac 1987). Other organizations
modeled after these programs have been started in
the Dallas-Fort Worth area and in Dayton, Ohio.
These programs use behavior modification to
attempt to break the compulsive purchasing cycle
(Brandt 1987). The relationship between credit
usage and compulsive purchasing seems evident.
However, the nature of this usage has yet to be
examined in detail. Specifically, this study
compares the credit usage patterns of individuals
with the compulsive purchasing problem with
individuals who do not have this problem.

Research Methodology

The instrument used to collect the information
was a self-report questionnaire composed of
several distinct sections. Of importance to this
research was a section containing a screening
scale used to identify compulsive purchasers and
a section pertaining to credit usage. As
discussed by Faber and O Guinn (1988) and O°Guinn
and Faber (1989), a diagnostic test is needed to
identify compulsive purchasers from other
consumers. The only way to currently identify
compulsive purchasers is to reach those enrolled
in self-help groups which are few in number. The
scale used to identify respondents as compulsive
purchasers was one developed by Richard H.
Landess (Tkac 1987). According to Landess, the
individual scores one for each positive response
to the statements on the scale. Therefore, a
range of scores from 0 to 15 is possible, with
individual scores of less than 5 signifying that
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compulsive purchasing is not a significant
problem for the individual. The Landess scale is
reproduced in Talble 1. In a previous study, the
Landess scale correctly discriminated compulsive
purchasers from alcoholics and overeaters (Briney
1989). However, there are currently no norms
for this scale. The KR-20 reliability
coefficient for the Landess scale in the current
study was .6938.

Table 1

Landess’s Scale of Compulsive Purchasing

1) Is shopping your major form of activity?

2) Do you buy new clothes that sit in the closet for weeks or even
months before you wear them?

3) Do you spend more than 20 percent of your take-home pay to
cover your loans and credit cards?

4) Do you ever pay one line of credit with another?

5) Do you pay only the minimum balance on your charge accounts
each month?

6) Do you ever hide your purchases in the car or lie about them
so your spouse doesn’t know you were shopping?

7) Do you ever lie about how much something costs so your spouse
or friends think you were just after a great bargain?

8) Do you buy something just because it’s on sale even though you
have no use for it?

9) When out with friends for dinner, do you offer to put the check
on your credit card so you can collect the cash?

10) Do you feel nervous and guilty after a shopping spree?

11) Is your paycheck often gone on Tuesday when the next payday
isn’t until Friday?

12) Do you borrow money from friends, even though you know
you'll have a hard time paying it back?

13) Do you frequently have to charge small purchases, such as
toiletry items and groceries, because you don’t have enough
cash in you pocket?

14) Do you think others would be horrified if they knew how much
money you spend?

15) Do you often feel hopeless and depressed after spending money?

The questionnaire was administered to 557

individuals, 360 females and 197 males. Of the
557 responding to the questionnaire, 283 were
undergraduate students enrolled in three

medium-sized universities in the Southwest. In
addition to completing the survey, the students
were asked to address an envelope to one of their
parents. A similar questionnaire and a business
reply envelope were then mailed to the parent.
Only five parents did not return the
questionnaire, resulting in 278 usable responses
from this group. A total of 561 questionnaires
were completed, with 557 being usable for the
current study.



The research was designed to accomplish two
objectives. The first objective was to examine
the differences between the number of credit
cards possessed by compulsive and noncompulsive
purchasers. The second was to examine the
relationship between usage rates of several types
of credit cards and the presence of the
compulsive purchasing problem.

Findings

The first objective of the research, to examine
the differences between the number of credit
cards possessed by compulsive and noncompulsive
purchasers, was accomplished through a
multivariate analysis of variance (MANOVA). The
respondents were asked to report the number of
each type of credit card they have. The Landess
scale scores were divided into two groups—-—
compulsive purchasers (those with scores of 5 or
greater) and noncompulsive purchasers (those with
scores of less than 5). The number of each of
the types of credit cards served as the five
dependent variables, while the presence or
absence of the compulsive purchasing problem
served as the independent variable. The group
means for the five dependent variables are shown
in Table 2. MANOVA was used in the analysis
rather than separate ANOVAs so that differences
between the two groups could be evaluated across
all five types of credit cards while preserving
the alpha level of .05 (Hair, Anderson and Tatham
1987).

The homogeneity of variance assumption was upheld
in this analysis. The Box’s M value was 37.94
which shows equality of variance in the two
groups at the .001 1level of significance.
Therefore, no adjustments were needed in the
MANOVA.

The MANOVA resulted in an F value of 1.689 and a
p value of .135 (d.f.=5). Therefore, no
significant difference was shown in the number of
credit cards possessed by compulsive and
noncompulsive purchasers.

Table 2

Group Me ins for the Dependent Variables

Type of Compulsive Noncompulsive
Credit Card Purchaser  Purchaser
(n=144) (n=417)

Gas 1.931 1.966
Bank 2.125 1.866
Department 3.528 3.727

Store
Travel/ 3.319 2,456
Entertainment

Other 5.562 4.369

In order to accomplish the second objective of
the research, individuals responding to the
questionnaire were asked to report their usage
rate based on the five categories given. The
categories offered as choices were daily, weekly,
twice per month, monthly, and less than once per
month. The choices were scaled so that "1"
represented "daily" and "5" represented less than
once per month. The respondents were asked to
report this usage information for five categories
of credit cards: gas, bank, department store,
travel/entertainment, and other. The reported
frequency of use was an average across all cards
possessed in each of the five categories. The
frequency distributions of the responses are
depicted in Talblle 3.

Table 3

Frequency Distribution of Credit Card Usage Rates

Type of Usage Rate
Credit Daily Weekly Twice Monthly Less
Card per than
Month Once
Per
Month
Gas 8 192 77 28 89
2.0% 48.7% 19.6% 7.12 22.6%
Bank 6 108 72 65 151
1.5% 26.9%2 17.9% 16.2%  37.5%
Dept. 0 17 78 97 246
Store 0.0% 3.9%2 17.8%2 22.1%Z 56.2%
T/E 3 22 30 32 131

1.4% 10.1%2 13.7%Z 14.7% 60.1%

Other 2 15 9 19 100
1.4% 10.32 6.2% 13.1%Z 69.0%

To assess the relationship between credit card
usage rate and the presence of compulsive
purchasing behavior, a Chi-Square test was
conducted for each of the types of credit cards.
Since the number of responses were so few in the
"daily" category, this category was combined with
the ''weekly'" category for the analysis. The
Chi-Square analyses resulted in two significant
relationships at the .10 level. The
crosstabulations and results of the Chi-Square
analyses for bank card and department store usage
rates are shown in Talblles 4 and S. The
percentages shown in the tables represent column

‘percentages.



Table 4

The Usage Rate of Bank Cards for Compulsive
and Noncompulsive Shoppers

(n=402)
Compulsive Noncompulsive
Purchasers Purchasers
Daily/Weekly 43 71
44,8 23.2
Twice Per Month 15 57
15.6 18.6
Monthly 11 54
11.5 17.6
Less Than Once 27 124
Per Month 28.1 40.5

Chi-Square = 17.1 d.f. = 3 p value = .0007

Table 5

The Usage Rate of Department Store Cards for
Compulsive and Noncompulsive Shoppers

(n=438)
Compulsive Noncompulsive
Purchasers Purchasers

Daily/Weekly 5 12
4.2 3.8
Twice Per Month 24 54
20.2 16.9
Monthly 35 62
29.4 19.4
Less Than Once 55 191
Per Month 46.2 59.9

Chi-Square = 7.33 d.f. = 3 p value = .0622

As can be seen in the tables, higher percentages
of compulsive purchasers use bank and department
store cards more frequently than do noncompulsive
purchasers. This 1is consistent with the
literature concerning compulsive purchasing since
the types of products that can be purchased with

these types of cards are the ones commonly
involved in compulsive purchasing. Examples are
clothing and hobby-related items. Some
travel/entertainment cards, such as American

Express, have credit terms which require payment
in full each month. Therefore, an individual
wishing to extend purchasing power would not be
able to do so with this type of credit card.
These cards are used primarily for convenience.
Obviously, gas credit cards would not be a target
for abuse by the compulsive purchaser, since gas
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is used in a limited amount on a need basis.
Finally, usage of other types of cards was not
related to the presence of the compulsive
purchasing problem. The respondents were not
asked to specify what their '"other" type of
credit card was.

A further examination of the usage rates for bank
and department store credit cards yields further
information. For bank credit cards, the highest
percentage of compulsive purchasers report using
the cards daily or weekly (44.8 percent) while
the highest percentage of noncompulsive
purchasers use this type of card less than once
per month (40.5 percent). The percentages of
compulsive purchasers using department store
cards daily/weekly, twice per month, and monthly
were all higher than the percentages for
noncompulsive purchasers. Conversely, the
percentage reporting a usage rate of less than
once a month for department store cards was
higher for noncompulsive purchasers (59.9
percent) than for compulsive purchasers (46.2
percent). Since department store cards are
restricted to a single retail establishment, it
is a logical conclusion that, overall, shoppers
would use these cards less frequently.

The findings of this study suggest that, although
compulsive purchasers have the same number of
credit cards as those without the problem, the
degree of the problem present in an individual
is related to the usage rate of bank cards and
department store credit cards. These findings
have many implications for marketers who are
involved with these types of credit cards.

Implications for Marketing Organizations

Several scholars have raised the issue of the
social responsibility of business organizations
to consumers. Among these scholars is Lazer
(1969) who anticipated problems occuring in a
growth-oriented and consumption-oriented society.
He predicted that "consumers will find that their
financial capabilities for acquiring new products
are outstripping their natural inclinations to do
so" (p. 7). As a result, he asserted that
marketing must be viewed as a force that both
expands and stabilizes consumption. Wallack
(1984) proposed a model for the integration of
marketing principles into the prevention of
societal problems, such as alcoholism, cigarette
use, diet, and exercise. This approach would
seem to work well in the context of compulsive
purchasing behavior. The institutions granting
credit are susceptible to the same standards of
social responsibility as are those institutions
who facilitate the exchange of products that
possibly have harmful effects on consumers.

Therefore, an understanding of the relationship
of credit and compulsive purchasing behavior
could aid companies in developing marketing
programs exhibiting social responsibility.

Companies in various industries have initiated
"demarketing" or socially responsible education
programs when the products produced by the
companies have shown potential danger to society.



A recent example of this type of program is the
"Know When to Say When' advertising campaign by
a major beer producer. If institutions were to
recognize the harmful effects of current
credit-granting practices to certain groups of
consumers, it is possible that they could also
conduct their own form of "Know When to Say When"
campaigns. This type of campaign could be
essentially an education program designed to
stress self-reinforcement for not spending,
keeping a budget, and avoiding the carrying of
checkbooks or credit cards. This type of program
has resulted in a 55 percent decrease in spending
by individuals experiencing problems in impulsive
overspending of money (Paulsen, Rimm, Woodburn,
and Rimm 1977). The responsibility of marketers

to compulsive purchasers begins with an
understanding of the problem. The results of
this study suggest that department stores
offering credit cards and marketers of bank

credit cards have a special responsibility in
helping to prevent and correct the problem of
compulsive purchasing.
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CONSUMER LOGISTICS:

AN EMPIRICAL INVESTIGATION

Kent L. Granzin, University of Utah
Kenneth D. Bahn, University of Texas at Arlington

Abstract

This paper reports the findings from an empiri-
cal investigation of consumer logistics. Cluster
analysis grouped individuals according to their
participation in consumer logistics activities
and resulted in a four-group solution. Multiple
discriminant analysis was then used to determine
the relationship between the four group criterion
variable and five sets of predictor variables.
All analyses had at least one significant func-
tion at the .05 level of significance.

Introduction

Previous conceptual work has portrayed consumer
logistics as a promising field of investigation
for consumer researchers (Granzin and Bahn 1989).
Briefly stated, consumer logistics (hereafter,
CL) considers the part played by consumers in
the movement and handling of goods from the point
of their acquisition to the point of consumption
or final disposal; it also considers consumers'
participation in logistics operations surround-
ing the consumption of services. The household
has been argued to be the locus of performance
for five consumer logistics functions: Inven-
tory, Transportation, Location, Communication,
and Handling and Storage (Granzin and Bahn 1989).

Research using the CL perspective provides a
foundation for: (1) understanding an important
area of human activity; (2) teaching important
aspects of consumer behavior and marketing; (3)
conducting empirical consumer research and form-
ing subsequent reconceptualizations based on the
empirical findings; and (4) improving the effec-
tiveness and efficiency of household performance
relative to the distribution of products and
services. This foundation will benefit from
research that investigates the nature of the
relationship between CL participation and other,
established characteristics of consumers. The
purpose of this study is to en»irically investi-
gate and portray the relationsiip between CL
participation and consumers' ALO's, personal
values, required benefits, shopping patterns, and
demographics. The portrayal will enlarge our
understanding of who performs which CL tasks,
and will indicate the relative usefulness of
several consumer behavior variables for such por-
trayal.

Variables Used in This Study
CL Activities

The contribution to distribution from the CL
system complements the contribution from the
industrial system; thus, the five basic functions
performed by these two segments are basically the
same. However, the performance of CL activities
is centered in and around the household, which is
the central organization for performing consump-
tion activities in human societies. First, in
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performing the Location function a household must
select its place of permanent residence. From
this basis, it must then select places for pur-
chase (e.g., a shopping center) and consumption
(e.g., a restaurant). Second, in the Transporta-
tion function the household selects a means of
transportation, how and where it is used, the
timing of its use, and myriad other details atten-
dant to providing large-scale movement of products
and consumers. Third, Handling and Storage in-
volves small-scale movement of products; for
example, movement within the store or the dwell-
ing. In addition, the function entails manage-
ment of storage spaces. It also provides dis-
posal of the residue of consumption. Fourth,
Inventory deals with the timing of acquisition
and disposal, including decisions on substituting
for items that are unavailable. Fifth, Communi-
cation pertains to decision making and process-—
ing of information, primarily requests (i.e.,
requirements of the household). It also involves
status briefings and quality-control exchanges
for household members. Empirical research into
CL behavior can thus usefully measure participa-
tion in terms of the constituent activities of
these five functions.

Explanatory Variables

The five classes of explanatory variables used in
this study have all been successfully applied in
previous research. First, AIO's have been used
to provide a broad, rich portrayal of various
groupings of consumers. They have been used to
explain logistics-related behavior, but not in
the present framework. For example, AIO's have
been found useful for describing shoppers in
terms of in-home purchasing <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>