
Chapter Five 

SUMMARY & CONCLUSIONS 

5.1 Introduction 

Looking at consumer behaviour studies one can find that involvement of 
consumers with products may stem from a number of antecedent variables. It is, 
therefore, considered theoretically fruitful to examine the nature of consumer 
involvement profile instead of considering the construct as unidimensional. 

At a theoretical leave, a large number of research finding reveal that single 
indicator of involvement can not fully describe, explain, or predict behaviour. 
Accordingly, when researchers are interested in investigating the theoretical effects of 
sources of involvement, then it is necessary to keep the entire profile. Our review of 
literature and empirical studies reveal that involvement may stem from the following 
antecedents. 

I. Rlok Probability 

ii. Pleasure Value 

Iii. Risk Importance, and 

iv. Setf Expression. 

Our objective was to develop a short , reliable and valid measure of the 
construct which could be applied to a cross section of products. A scale containing 
twelve items was constructed and tested for reliability and validity. 

5.2 Scale Reliability & Validity. 

As a basis for an assessment of the psychometric performance of the scale 
administered in our study, in this conclusive chapter, we begin our discussion with the 
findings of the reliability analyses discussed in depth in chapter two. There are two 
basic dimensions underlying the concept of reliability: repeatablity and internal 
consistency .Assessing the repeatability property of a measure is the first aspect of 
reliability. The test-retest correlation coefficients provided in chapter two provide ample 
evidence that the scale satisfies the repeatability property adequately. 

The second underlying dimension of reliability is concerned with the 
homogeneity of the measure. To ensure homogeneity property internal consistency of 
multiple item measure has to be established. The coefficients of alpha and the split 
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half reliability estimates are within acceptable limit in spite of a very small number of 
items in each scale. 

Consistency is a necessary condition for validity but it is not a sufficient 
condition for establishing scale validity. Keeping this aspect in mind. several estimates 
of validity have been provided in our study. We briefly report here different types of 
validity measures employed in this study along with summary findings obtained in each 
case_ 

We begin our discussion with face or content validity. The relevance of the 
scale items was judged by a short panel of exerts. It appeared evident to the experts 
that the measure provided adequate coverage of the construct. Moreover, statistical 
tests also have been employed to ensure that the scale has face validity. The item to 
total correlation coefficients and the internal consistency measures also provided 
sufficient evidence for content validity. 

In an attempt to establish discriminant and construct validity, factor analysis was 
conducted using four different types of product requiring different emphasis on 
technical, social and sensory evaluations. Both students and non students samples 
were considered relevant for this purpose. Factor analysis of the items confirmed the 
multidimensional nature of consumer involvement and most of the occasions each scale 
exhibited discriminant validity as well. 

With a few notable exceptions, the scale items consistently loaded on the 
factors they were supposed to measure. For only one set of data the oblique factor 
analysis provided five factors instead of four as postulated. However, when forcing a 
four factor solution, satisfactory results were obtained. The eigen values and the scree 
plots presented in chapter two also indicated that the four factor solution can be 
considered quite satisfactory. The percentages of variance explained and the 
communality values were also high suggesting that much of the original variance in the 
data was explained by those four common factors. In addition to the above measures, 
we also tried to establish nomological validity as well as convergent validity by 
employing an alternate measure of the construct. The operational indicator of the 
degree of correspondence between the test and the criterion is usually estimated by 
the size of the correlation coefficient. The test will not be useful unless it correlates 
significantly with the criterion. The simple correlation co -efficient in the bivariate case 
and the multiple correlation coefficients in the multi-variate case are, in general, found 
to be significant. The strength of the association between the test and the criterion 
variables amply demonstrates presence of predictive or nomological validity. 

Convergent validity, on the other hand, was assessed by employing an alternate 
measure of the construct as proposed by Mittal (1995). Inter-correlations between these 
two measures were found to be significant. We, therefore, conclude that the scale also 
satisfies this criterion to a great extent. 

5.3 Prediction of Behaviour. 

The information search variable was found to be positively influenced by all the 
facets of involvement. Consumer behaviour theorist's suggest that consumer engage in 
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more search when involvement is high and less search when involvement is low (Engel 
et. al 1993. Hawkings, Best and Cony, 1986; Howard & Sheth, 1969). Celsi and Olson 
( 1988) also found that consumers spend more time attending to information as their 
level of involvement increases. 

The study unfold that a large proportions of variation in the information search 
variable was explained by different antecedents. As such, it may be inferred that 
motivation to search for information increases with the increased level of involvement 
It is also found that consumers undertake more search effort when the cost of the 
product is high. Kiel and Layton (1981), Newman and Staelin (1973) also reported 
similar findings. 

In line with the findings of Schaninger and Sciglimpaghia (1981), Duncan and 
Othavsky (1982), in our study, a significant positive influence of product perceived 
differentiation variable on information search was also found. It was interesting to notice 
that perceived differentiation variable significantly influence the information search index. 
However, the external information search variable for wrist watch was not signfficantly 
influenced by the product perceived dissimilarity variable. 

Along with the increased information processing, one sees a general increase in 
the arousal levels. Consumers are likely to exert more diligent corisideration to 
information relevant to a particular decision. This means that consumers are likely to 
expend substantial effort when it is made under high involvement circumstances (Petty 
and Cacioppo 1985). It was also evident from our research that higher levels of 
involvement antecedent persuaded consumers to engage in a more extended decision 
process. These findings are in consonance with the studies reported in literature 
(Laurent & Kapferer, 1985b, Petty & Cacioppo, 1983). 

Regression analysis revealed a weak relationship between product involvement 
and commitment to brand . It is also found that the USC consumers are more 
committed towards their brands than consumers who come from the LSC. The 
goodness of fit measured by squared multiple correlation stron,;y suggests that the 
involvement in a product category and commitment to a brand within that product class 
may be more complex than originally hypothesised. 

Theory predicts that product class involvement is likely to play a major role 
in influencing individuals' level of involvement with advertisement. Our survey results 
provide evidence for the notion that product and ad involvement tend to vary directly. In 
general, the degree of relationship between these two variables was not very strong. 
Moreover, the direction of relationships, revealed by the sign of the coefficients. were 
not very stable under different applications. 

5.4 Implication for Market<trs & Advertisers. 

The complexity of relationship between different variables indicated in this study 
has important implications for market segmentation and for developing effective 
communication strategy. The potential market segment can be visualised by considering 
any one dimension of involvement vis~a~vis one criterion variable and by placing 
respondents in a two dimensional space. The major potential segments are illustrated in 
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figure 5.1 where we have considered two psychographic variables viz, perceived risk 
probability (antecedent variable) and ad involvement (a criterion variable). 

An examination of survey's scatter plots showed that at least some individuals 
fell into each of the four quadrants for two products considered for assessing the 
nomological validity. If we consider a large market, these segments could be substantial 
enough to warrant serious attention by marketers. Respondents who fall in the first 
quadrant are involved with the advertisements and perceive greater risk probability while 
choosing a brand from a particular product category. Consumers belonging to this 
quadrant are likely to spend more time thinking about their choice and search tor more 
information about the product alternatives to reduce the probability risk to a 
considerable extent. For buyers of quadrant I, marketers may use argument 
emphasising the strong, solid attribute of their products (and services) thereby utilising 
the highly cognitive route. 

Fig 5.1 

Possible Marketing and Advertising Strategies 

High ad Involvement 

PLAY ON THE HIGH RISK FACTOR 

q Adopt Risk Reduction Strategies. 

q Convey Product Features 

q Use Print Media 

q Cognitive Buyers. 

High Risk Probability 

PLAY ON THE IMAGEFACTOR 

q Execution Style is very relevant 

q Develop Brand Image and USP 

q Use Audio-Visual Medium 

q Passive Buyers. 

Low Risk Probability 

ADOPT STRATEGIES TO INCREASE AO INVOLVEMENT 

q Identity Peer Groups, Opinion Leaders 

q Encouage Worcklf -mouth communiCaticn 

q Adopt Personal Selling 

q Opinion Receivers 

q Convey Hedonic Needs. 

q Use Celebrities in greater proposition 

q Use POP and Excellent Displays 

q Impulse Buyers. 

Low Ad Involvement 

An understanding of how consumers organise infonnation has sewral strategic 
implications for the marketing manager. Marketers should provide evidence assuring 
quality, dependability, performance. In terms of the FCB's advertising planning matrix 
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model (Vaughn, 1980), the buyers in this quadrant are likely to follow the LEARN => 

FEEL .-=:. DO sequence while selecting the brand from among a number of 
alternatives. The Economic model may be appropriate here to describe the behaviour of 
consumers. 

Marketers targeting their messages to consumers in quadrant II may use the 
penpheral route focusing on the execution style since buyers do not perceive high 
degree of risk. As such, consumers would exert less cognitive effort and leaming would 
occur through repetition. Buyers in this quadrant are likely to be influenced by 
promotional efforts of marketers. Therefore, it is expected that the creative execution 
style and use of audio-visual medium are very important to persuade these buyers. 

Consumers in the third quadrant are less involved with advertisement and do 
not perceive high degree of risk while purchasing brands. These buyers are likely to be 
guided by emotional factors and go for impulse buying. For this reason, POP and 
excellent display of merchandise may be considered relevant strategy for buyers 
belonging to this segment. Marketers may also use celebrities to evoke higher interest 
in commercials. 

For consumers belonging to quadrant IV who are not involved with 
advertisement but perceive greater risk probability while buying products, marketers 
should try to encourage word-of-mouth communication and other favourable informal 
communication. Buyers are likely to be persuaded by peer-pressure and for this, 
identification of their reference group and opinion leaders are considered important 
strategies. Again personal selling and other direct marketing efforts may be relevant for 
this segment. 

For persuading consumers of this category, advertisements can also be 
designed to stimulate product discussions by portraying people in the act of informal 
communication. Informal communication between two or more women are often 
portrayed in TV advertising. This type of advertisement reduce the need for buyers to 
actually seek product advice from others. 

Although consumers in quadrant Ill and IV differ in their level of involvement 
(probability risk factor), but these groups are not very involved with the ad message. 
Marketers should not remain passive and hope for the best. Appropriate communication 
strategies may be formulated to increase the attention of this market segment. The 
motivation to process information may be enhanced for these groups of buyers if 
marketers use one or more of the following techniques while formulating persuasive 
communications (exhibit iv and v): 

• Use of visuals, sudden silences, unexpected movements in commercial. 

• Ad using sensory appeal may generate higher level of satisfaction. 

• Celebrities can be used as spokesperson to generate interest in advertisement. 

• Use of prominent stimuli may increase involvement. 
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Exhibit IV 

Adverttsem&nt Designed to Increase Level of Involvement . 

LIKE YOUR BODY AND HEART NEED GOOD BLOOD, 
AN ENGINE NEEDS A GOOD ENGINE OIL .. LIKE CASTROL GTX EXTRA 

Today, car engines are compact and hence work in high stress environments that demand 
the very best. Uke blood, a good engine oil has to keep flowing without clogging or 
choking, carrying vital additives to the various engine parts. Castro! GTX Extra is 
engineered for increased resistance to thermal and VIscosity breakdoWn, offering better 
protection to your engine. Castro! GTX Extra Is made with superior Castro! technology, 
rested over millions of miles fof sale, reliable, trouble-free performance. 

The advanced international formula of Castrol GTX Extra provides ; 

0 Exceptional engine protection 
0 Longer engine life 
0 Smooth, noiseless running 
0 Reduced oil thickening 

a Superior engine cleanliness 
a Increased drain Interval 
0 Catalyst Friendly 

Remember, engine oil accounts for less than 0.5% ot your car running costs. 
So why compromise with anything less. lneiat on CUtrol GTX Extra for Ford 
Escort. Opel Aslre, Ctelo, Peu.,ot, Marutl, AmiMiuaclor, Premier, and aU 
othM Indian end foreltn cars. 

7u 

--------·-------------World Cl1ampwn Luhffcants 

00 
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ExhibitV 

The Unexpected Attracts Attention. 

• 0.5 mm needle 
• Polyester flbre rod ' 
• Water-based Ink troM ·· 
• In Red, Black, Bide 
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5.5 Limitations and Future Research. 

Several limitations of the present study merit discussion at this point . One 
possible limitation stems from the fact that the study is based on a convenience sample 
and the size of the sample was not very large to represent the population adequately. 
Hence. specific conclusions of this study can not be generalised without caution. 

Another limitation involves focusing exclusively on the pattern of consumer 
involvement and measuring behavioural consequences of involvement for only two 
products. Future studies should consider a large number of products to represent 
contrasting profiles on the dimensions of perceived risk, pleasure and self expression 
factor. 

It should be reiterated here that due to non-availability of software packages, 
applications of confirmatory factor analysis using LISEREL technique could not be 
employed to estimate the parameters and assess the fit of the model. 

Although we hesitate to say that our research offers straight forward 
recommendations for marketers and advertisers, we do feel that several aspect of our 
esearch work deserve further attention by researchers and practitioners. 

We have noticed that involvement primarily stems from the presence of one or 
two antecedent variables, as such, in subsequent work the researchers should avoid 
formulating imprecise hypothesis stating that 'low involvement leads to limited 
information search'. Instead 'consumers who perceive greater risk are likely to rely on 
external advice', or 'low risk perceivers not highly involved with advertisement exhibit 
impulse buying behaviour', are testable propositions that can be experimentally 
researched. 

The two factor-bipolar classification of the market based on audience 
involvement with advertisement and perceived risk deserve further comments. After 
broadly classifying individuals into distinct groups, an AIO (Activities, Interest and 
Opinions) research may be very useful in providing direction as to which appeal to use 
and which media combination might be utilised to reach the target segment. 

Moreover, we have suggested that the celebrity endorsement strategy would be 
most appropriate for consumers who buy on impulse .It does not obviously mean that 
for other segments this strategy would not work at all. We feel that to gain attention of 
buyers who are less involved with advertisement, celebrities may be used to increase 
their level of involvement with advertisements. Further research is needed to establish 
definitely whether celebrity advertisements can move some of the consumers of 
quadrant Ill into quadrant II. 
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