~ Preface

Covsumer irwolvement refery to the feelings of interest, en
thusiasm, and excitement that consumery have aboul specific
product categories. Every conswmer it seems; iy inwolved withv one
or more product categoriey that sthe findy highly relevant and
attractive: Irwolved congumery feel that these product calegories
are especially relevant to- their lives: Corvumersy irwolvement in
producct iy believed to moderate covuiderably their respovuesr to

Current practice measuresr irwolvement by a single index; or
evenw by a single itemv of producty perceived importance. A new
streamv of research inv Europe hay shownw that consumery  inwolve~
ment inv different produuct categoriesy may stemv from different
antecedenty. The study conducted by Gides: Lavent and Jean-
- noel Kapferer concluded that since there really are so- many
kindsy of consumer rwolvement, researchery shouwld measure an
inwolvement profile rather than a single inwolvement level: The
suggested profile wowld include interest in the product, the pleas-
wre associated with the product, ity ability to reflect the buyer's
personality, and the perceived risk associated withv the purchase.

Recently, Williamy C. Rodgers and Kenneth; C. Schneider of
St. Cloud State University conducted a study to assesy the
dimensionality of the Kapferer Lauwrent Consumer irwolvement
Profie (CIP) Scale. These authory concluded that the CIP
subscales for Sign, Ruk Importance and Risk Probulbility can be
confidently utilised to- measwre those antecedenty, but that Inter-
est and Pleasure (two other antecedenty of irwolvement) may
n&ed/tobownoeptmbusedxwwmgle/fuotorwhuwsaodym
American consumers.
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In thisy context, the pretent study iy expected to- provide
marketing and advertling managery with a scale specifying the
natuwre and level of irwolvement that iy reliable, valid and con-
venient asy well: No- gystematic research hay beenv undertnken in
India to- study the pattern of consumer inwolvement and behav-
towral consequencey of irwolvement. In view of this an effort iy
made here to iwestigate the irwolvement behawviowr of Indiaw
congunersy.
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