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Abstract . © : Lo g "-- . | '
—_— ‘ _ s . '

The! study prov1des a fuller understandlng of ultlmate

/
o

consuners and indus® rial buyers .This gnowledge-ls used
to add to the brsics of advertising theory.

Marketers do not use reliable methods to determine ad--
;vertising effectiveness. <An_altetnative is proposed to'tbe
traditional recall, playback andvobservation tests.,

— Ultlmate consumers and/yﬁdustrlal buyers are cpmpared
on the bas1s of their att1tudes toward print adverthlng.

~ Forty peOple in. each group were:shown tbree advertlsements

. o . - o
~for the renting or leasing of .paintings. Each advertise--.

ment stressed a different appeal fd"emotional" "rational“

and "neutral" o he respondents answered 51x bi- polar scales

e

‘Wlth respect to the test advertlsements and were asked

two open- ended quesxlons about prlnt advertlslng in. general
The variance between gTroups was analyzed both v1sually
. and stat1st1cally It was found that 1n advertlslng for

_ 51m11an\goods both ultlmate consumers and 1ndustr1al buyers

"prefer ne1ther a totally "rat10na1” nor a totally: "emotlonal"'

appeal \\n combination of_the.two appeals was found to’ be '

optimum.™ v ' ;‘,/K- . '; ' ~2-f R B
Advertlsers w1ll be a1ded in de51gn1ng more effect1ve

messages by 1mp1ement1ng 51m11ar tests to measure the attL-
. S
tudes of their audlence 1nstead of the trad1t10na1 1n--

~

. effectlve methods now used. == - - _d "'/2/ -
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CHAPTER 1
“INTRODUCTION

The General Problen . -.“A o N o

The purpose. of this study is to develop an understandirng

- of ultlnate consun-.‘*nd 1ndustr1a1 buyer attltudes toward

print advertlsl

two reasons. F

.taken in consumer behaV1or has concentrated on ultlmate

consumers. . That 1s, those consumers who purchase go’H% for
thelr own personal consumptlon, such as for household use.
Little basic research has been undertaken on the behav1or
of 1ndustr1a1 buxers or those people who purchase goods
for consumptlon or resale by f1rms. There has been an even
- smaller portion of research 1nto ‘the s1m11ar1t1es and/or
'Lfdlfferences between the e two groups. Thus, 1t is valuable J
to 1mprove our understajdlng of the roles of both groups.,
This process can be aided by exam1n1ng their attltudes on
'one varlable which 1nf1uences “hem, that is, the- advertlslng
bthey are eXposed to.{ Secondly, advertlslng is perhaps one

L e . .
.+ of §’e most crltlclzed areas of marketing. It is most

blng, as marketers, to flnd that much of t’ criti4

b c1sm is well Justlfled There 1s a need for marketers to

. \
develop a more ba51c understandlng of thelr target audlences.
More than Just advert151ng reseaich must be undertaken--

there is a need to engage in ba51c attltude research in the



1 - ! . . '
- N .
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v - “ . )' .

bl fleld of mass conmunlcatlons. .The traditionalvadvertisyﬁg*- T

. approacn for both - ultlnategconsuners amd 1ndustr1a1 bu)ers,
seems to requlre some very b351c alteratlons. s .
- A study of the attltudes toward prlnt advert1smng
,wifl help to prov1de better ;n51ghts into the responses of
the two grouPs and 1mprove upon the b851cs of advertlslng

':.theory._

Background to the Problem

. -
Perhaps the most fundamental reason a problem exists, ’

is because of the ¢rad£¥10nal dlstlnctlon made between

' ultimate consumers and 1ndustr1a1 buyers by* advertlseré‘k

The trad1t10na1 view of?;he ‘industrial buyer -
is that of a cool-headed businessman taking
rational decisions based on hard facts in
order to improve the profitability of his
company. ‘In contrast to this picture of
rationality can be presented the actions

of possibly the same man, or at least his
wife, as a member of the consuming public
open to impulse purchase and 5wa¥ed by the
emotional appeal of advertlslng

The principal reason for thls view be1ng held by advertlsers |
is well stated by Bauer.' |

‘The study of communication: has traditionally
g (though not exc1u51ve1y) been condwtcted from .
the point of view of the effects intended by
the communicator. Viewed from this perspectrVe,
the disparity between actual and intended.
, results has often been puzzling. The'key to’
= . this puzzle has come increasingly to be seen ,
" in entering the phenomenal worid of the audience
. and studying the functions. which commuhications
_serve for him. The big fallure in communica-
tions reseprch to this pojnt has been that the
audlence has not been given full status in the
w@tationship; his -intentions haye =
¥en the same‘atten%ion as the in-
f'the communicator.” . e




8.

Qg’;l

'v1ew of appeals in advertlslng theory

process as completcly subJectlve and emot10nal is to 1gnore

.exposed for 1ndustr1al goods and do ultlmate consumers

:model Thus all persons do not a551gn the ‘same meanlng,

’ ~ ‘ A
N . & . : .

~ ,
Thus, it is 1nportant to develop a full understaﬁdlng

-~

of -the audlence‘gw’the connunlcatlon &rocess to prov1de

i

the means for taking a "'second look” at the tradltlonal
. g

'l

"To view the Yndustrisl’ buylngwprgcess as comﬁletely

~

obJectlve %nd fhtyﬁral is' to “gnore the essentlal faet that

1ndustr1a1 buyer selﬁfr relatlonsh;ps 1nvolve 1nteract10n

:among people ”3 Als To vtew the ultlmat consumer buylng'

tke essentlal fact t that u1t1mate consumer buyer seller ;

relatlonshlps 1nvolve many purchases Wthh requlre obJeca

. tive evaluatlon

The above statements prov1de the bas1s for answerlng/

.

the follOW1ng questlonS' Do 1ndustr1a1 buyers react to[o

'rat10ha1 appeals alone 1n the advertising to wh1ch they are '

react to. emot10na1 appeals alone in the advertlslng they

l

fare exposed to for goods for thelr own. personal consuﬁ/tlon?

Ratlonallty is deflned by the 1nd1v1dua1's de6151on .
®

o

&

“in rat1ona1 or 1rrat10na1 terms to a spec1f1c appeal

What is rat1onal forcpne person may be 1rrat10na1 for
another. - 'f¢f o _;" . vxﬁi ‘.T

Therefore ‘as a gu1de11ne “to thlS analysls, the terms
® -

m

' "ratlonal" and "emotlonal" are understood to mean the

fOllOWlng. A ratlonal appeal is one where thedevaluatlon
N

v

-
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evaluated usung subJectlve crlterla.

e

x,

. . /_)
uses obJectlve crlterla whereas an emotlonal appeaI 1s ‘

N1c051a' G&Qﬁﬁ) deflnes consumer behaV1or as "the .

N

i

’
B ¥

o

-—

'reSultuof £ .an 1nteract10n betheen external and 1nternal .

st1mu11 and between ratlonal and 1rrat10na1 orlentatlons” 4

ThlS deflnltlon applles equally well to ultlmate consumer h"

a,;;;l;géhav1or and’ 1ndustrlal buy T behav1or. It 1s not the

purpose of this study to

) vior of the" respectlve

analyze in deta11 the dec151on-v;1

e
maklng processes nor the war1ous models of consumer beha-

groups. It is, however, valuable

.

to the understandlng of the problem to analyze the factors.

wh1ch 1nf1uence the two groups in the context of a two -way

communlcatlon proceés

The communlcatu;z

-

dered (the t/adltlonal

phenomenlstlc approach"

it 1s an exten51on of the

e

=g

process which. best prov1des a guide

approach)

A ‘apprdachf;?‘the "two - step model"

communle%flon 51tuat10ns, that 1s

par” . in® %%mmuni%atlon” >
\\

o con51stency with an op1n1on leader.

only the effeots 1ntended by’ the communlcator are con51-*

'It also reflnes the

wvere the cohsumer seeks

approach "portrays 1ndiV1duals as brlnglng.

'ethlng'to.,

\

‘as be1ng actlveepart1c1-_

‘As long as thls approach does

S
not “'sider medla as belng a weak 1nf1uence in the

communlcatlon process,

it is entirely con51stent w1th

s

for examining the varjous 1nf1uences on purchasers is the

"d1rect effects . model", in whlch

—

Lot W

3

L'

The ba51s of this- process is that‘

>




o

\1c051a s def inition of consumer behaV1Qp i

- s :
The selectlve exposure to, perceptlon and retentlon

.of comnunlcatlon stimuli” by purchasers are a- result of

the *nteractlon between external ‘and internal stimuli and

the crlterleﬁfor the degree of>rat;ona11tflstr@ulatedxln

each“environment by the receiver. To fully unuersténd the

\\'.audience' will help to predlct the degree gs audlence par-

L

ticipation that will result upon the exposure of a spec1f1c e

me{gage. ° , . o S '
B . | - SR Ve B

14 A
: A .
Influences on the Purcha51ng Dec151on L "

Webster and Wlndx(1972) have outllned four factors o

for the 1ndustr1al buylng-context. Howevqr, a good under- -

stending'of thebsimiiarities betueén;indqstrial bu§ers and
,-}ultinatelconsumers is obtained By.consi&ering.the four

Jfactors in both environments. ,{he four main factors which

influence purchase decisions are, l)fenvironmental-factors,
f

2) organlzatlonal factors in the 1ndustrlal context and

"famlly" factors in the ultlmate consumer context,

/

3) 1nterpersona1 factors,and, 4) - 1nd1v1dua1 factors. Ail

four factors are Stlmull which: determlne the degree of
“U
ratlonallty Wlth which a person is orlented The flr;L

Q'U

%/zhree factors are exte timuli and the fourth Factor

is the’internai stimulus, "“it xS”the 1nteract1on of ~-he
internal and external stimuli w1th reference to thsz

ratlonal 1rrat10na1 orlentatlons wh1ch N1c051a impsres to



'dered ' &\\»////

determine'censumer‘gehavior;v Webster and Wind sugg%ﬁt
L %y . . “
considering. both "task" variaBles,for those which are -

directly related to the buylng problem and '"nontask"

'varlabfes, or those which are not directly related to the:

'

buying problem.

o230

i . el -
Tt Each of the four ~+°n factors is now briefly consi-

I

. o Env1ronmenta1 Factors °

Log

The 2ec1f1c polltlcal and economlc characterlstlcs

n

of sdc1ety Whlch apply d1rect1y to purchase dec151ons are

1mportant factors. These task varlables are as 1mportant

~ to,ultimate cdnShmers as they.are to organizations. They

provide guidelines foi the purchase decisions which are

con51dered In the 1ndustr1a1 sector the marketlng efforts ’

. of other f1rms are the source of nuch ¢z the 1nf1uence

in thls area.: The nontask Varlables prOV1de the EEneral

env1ronment 1n .a macro sense, in which- flrms and-indivi-

'7Lduals functlon. The general soc’ ., cultural and poli-. ™

'tncal enV1ronment provides the : sis for determlnlng the

values of the soC1ety, in which &11 1nd1v1duals are a part
Hence, many values possessed by'1nd1V1duals are a dlrect

functlon of soc1ety s values, and are present and active

in both the 1ndustr1a1 and the ultlmate consumer co%texts..

o

40rganiZ“iiOnal and Family. Factors
’ 12 ' . . R PR Lt ‘
Formal organizations and the family are homogeneous

» . . : R
W
* \
. . . AU PR
. v



in one =y izportant aspect—ltheir “purpose".d Continuity
this a c&g%on goal.* ”Objectives, policies,"procedures,:
:structure’and systems of rewards 'authority, status and
cormunication define the. organ1zat10n as an entlty and
signifioantly influence the buying process at all stages' /6
The Varlables Mthh deflne the formal organlzatlon are well
app11ed in the deflnltlon of the family unit. The task
fact%g of spec1fy1ng the purchase of goods and services

for the attalnment of the organlzatlon goals are very 1m-

3

1

o "portant in. both contexts.. Hereln is a divergence which

has led many communlcators to follow the trad1t10nal one-
way effect in the communlcatlon process. For goods pur-

chased by 1ndustr1a1 buyers technlcal 1nformat10n is

requlred more often ‘relative to the type of 1nformat10n

§

requlred by ultlmate CONsSumers. Thus, without con51der1ng

 the other factors Wthh 1nf1uence consumers and by employ-
ing a one-way model it can be concluded that trad1t10na1

. advertj ng theory has determlned that 1ndustr1a1 buyers

- requirdffore rat1ona1” 1nformat10n and ultlmate consumers

hrequire'more emotlonal" 1nformat10n 1n the advertlslng
dlrected at them However a con51derat10n of the nontask
organlzatlonal varlables would do much to show the error
J1n this thlnklng. The status and power systems w1th1n an -
-organlzatlon as well as the development of favourable -:';

”relatlons w1th suppllers prov1des another dlmen51on to the

types of 1nformat10n requlred in the industrial sector,

. ’—
N N

o




The totally "rational' approach needs to be ‘upplenented
~with other types of 1nformat10n to be consistent with the
nontask varlables Slmllarly it is the nature)of ‘these non-
task variables in the ultlnate consumer sector whlch haS'
led, advertlslno strateg) to erroneous thlnklng. The status
and power . Wthh are present do not overshadow the need for
"”ratlonal” 1nformat10n which . 15 required for high cost

goods wh1ch are spec1f1ed by the ultlmate consumer. With

'i:respect to the organ1zat10nal factors, it would appear that

1ndustr1a1 buyers and ultimate consumers are 1ndeed 1nf1u-

enced by task and’ nontask varlables more than trad;t;onal B

thlnklng has 1nd1cated

. .

\\\/// Interpersonal Influences _ |
' . A maJor dlfference between the 1ndustr1al buylng.pro-
cess and the ultlmate consumer buylng process is the -
'nunber of 1nd1v1duals 1nvolved 1n the purchase of the p
h pro&uct « In the industrial sector the buy1ng process/;su-
.ally 1nvolves several. people whereas in the ultlmate con-
5snmer context, the purchase dec151on is usually made by one:
person. DeC1ders 1nf1uencers, buyers, users, gatekeepers
all form what 1s known as a. buylng center.7 All persons
.~ who 1nf1uence the purchase decision are members of the |
-.buylng center.' The buylng task 1s the prlmary functlon of

these members. - It ic also recognlzed that aS'w1th any

- group of people, soc1a1 act1v1ty plays an’ equally 1mportant.'

.



Purchase decisiop. Thus-when considering'adVertis<ug for.

~both grotps, narketers must reéognize that the industrial

v ‘brings to.it‘a'set of needs, goals, habits,
; - past experiences, information, attitudes;- e
/“\&a - and so op, which he applies jp each ‘specifjic =
! Situatiop * « « . the in'ividyaj accepts the



objectives of the organization as his own
wiile also deciding that the organization
represents, the best opportunity to pursue -
his own ohjcctlxes and satlsfy his own
‘needs .8 .

ot

Thus, the industrial purchaser cannot«be divorced from his

Q-.'

role as an ‘ultimate consumer 1n “the organliatlonal settlng
L1kew1se he is also 1nf1uenced as an ultlnate consumer by
»hlS purchase behaviou¥ in the organlzatlon. All of the
soc1o economic varlables with whlch a person. 1s character-
ized and so 1nt1mately uses in personal consumptlon ~are

~ also pervas;ve 1nf1uences when that same person functions

R

;1n the 1ndustr1a1 settyng. These 1nternal varlables con-h
,s;stlng of predlsposltlons, awareness, attltudes, preferen-
. ces for suppllers and products, self-confiaénce’and risk“
taklng ab;;aty are 1mportant forces in the pur hase

‘ dec151on. An understandlng of the external and 1nterna1
variables and the effects of their 1nteract10n w111 1mprove
.our understandlng The traditional approach makes a mls-'
judgement in ‘this area. The 1nternal forces are- 1mportant
but they are not the ohly 1mportant forces., The th1nk1ng

o

that "emotlonal"'lnfornatlon is the ideal type of ultlmate
:consumer 1nforéat10n would seem - to 1nd1cate that tradl-
tlonallsts view the consumer as ‘one who requlres 1nformat10n
that is. con51stent _only w1th the percelved soc1a1 and
cultural env1ronment

The foreg01ng con51derat10n of the factors which in-

fluence<consumers, is best summarlzed by Webster and Wind

10



— ,
A summary o§ the aboue factors w1th respect to N1c051a 'S

"be advertlsed S

‘ =
S we
:

Assunlng that the organltatlon buyer is a

raticnal,. economic man motivated by profit

rather tnan by personal gratification ‘has

led many advertisers and scholars to believe

that atlonal appcals nudt be stressed in-

stead of the emotional ones often so effec- :
tive in consumer- ddvertising'. Yet the fact y
that nontask variables play an important ‘ - .
role in determining organiz zational buying = S

‘behavior suggests the need to avoid general-

izations of this sort and to design the ad-
vertising message in each case on the basis
of the characteristics of the members of the

. buying center. (personality, attitudes, etc.),"
the policies and nature bf the organlzatlon

(size 'obJectlves,hetc ), the obJectlve of
the advertlslng campaign and it's relation -

.to the sales force plan, and the particular

characteristics of the product/serv1ce to

deflnltlon of buyer behav1or and the phenomenlstlc approach

zatlon

" to the communlcatlon process yields the follow1ng ‘The
' externa1 stimuli wh1ch 1nc1udes the env1ronmental organl-_-

and 1nterpersona1 factors 1nteract w1th the 1nterna1

stlmull and/or 1nd1V1dua1 factors 1n an enV1ronment Wthh

Summarz.

We must con51der both 1ndustr1al buyers and ultlmate

is both ratlonally and 1rrat10nally oriented.

f’consumers using a sound basis of understandlng thls 1nter-

actlon of the four factors. Tradltlonally, it has been

con51dered by communlcators to be a simple task as 1ndus-

trial buyers have been con51dered rat1ona11y orlented and

consumers have been consxdered 1rrat10na11y or emotlonally

N
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oriented. Scrious doubts have been raised at this tradi-
. . 4 ” .

A,

tional generalization. b
In his buying habits, the industrial buyer

is more human than industrial marketers have

realized. “Fhe industrial buyer not only

has the same biological needs that you and

I have, but he also has the same psychological

drives, urges, desires and ambitions. His .

environment conditions tend to express his

needs and desires in a certain, perhaps

restrictéd way because of his vocation . , ,

But in the actual buying situation he is

‘human, he is influenced by the same senses

and reactions’ that influence ‘all of us.

| when we buy.l

“ JQst as ﬁnduét;ialvfuyefs are mofe-subjectiVe’than is
générallf thought, it cah.Bevseen that ultimate consumers
are1more'objective than fréditionéiiy thought. From the
backérbund;literaturé, it aﬁpear;gthat'the tradiiional

- view, that extremes of réfiqnality énﬁ irrationality eXist,
>i; hot”conéistént with a considératidn!of the fattors which
”influence individuals;'ihdépendent of their role,

It is clear that industrial,purchasing S
decisions are not solely governed by a rational
review of the problem posed, if rational is .
to be interpreted as a ldng'fully_consideréd_;
view of all possibple alternatives in order to
maintain maximum Company profitability., It
is'also-apparent,vhowever, that actions S

- taken which do not accord with this every-

« day view of rationality cannot be described

~as totally irrational or emotional.ll

- It would appear that industrial buyer and ultimate consumer

groups are more homogeneous than has been previously

thought. To commuhiéaté information to thesquyo groups
) : ' - Lo o . . ol :
l}is a very complex task, To'better understand'one of the

J . o



/7;ost proninent forces within individuals, that is their

attitudes, will help to broadenﬂour thinking as marketers.
“\ - ® . )

Develonnent of H\potheses
vt

The Spec1fac Problem B )

In llght of the precedlng dlSCUSSlOD it hecomes a
question of -the extent to which roles'are differentiated
-between groups. This will prov1de a guide as to similari-
t1es and/or d1fferences between ultimate consumers and
~industria. uyers. The root of the question 11es in the
ascertalnment of the 1nteract10n effects of the external
varlables -and 1nterna1 variables for industrial buyers and
ultlmate consumers. As widl be shown in the next chapter,
a measure of attltudes toward print advertlslng will -
reflect thlS 1nteract10n ThlS knowledge will be valuable
to marketers for the design of. effectlve messages

The follow1ng hypotheses are set up:

Hypothe51s 1: Print advertlslng messages should stress
a”ratlonal appeal for- 1ndustrlal buyers and an emot10nal
appeal for ultimate consumers for similar goods and
serV1ces purchased by both groups N

Hypothesis 2: Pr1nt advertlslng messages.should stress
nelther a rational appeal nor an emotional appeal but

rather a comblnatlon of the two appeals for- 51m11ar goods»

purchased by both 1ndustr1a1 buyers and ultlmate consumers.

The experlment will test the hypotheses as set up.

. . . , . S
~ - . « T A

13



14

Acceptance and/or tejection of the hypotheses will not only

'proiide difectibn for advertising appeals to follow, but
-also~fie1d valuable ihsights intotthé fole§‘of uitimaté '
consumers and iﬁdu§£rial buyérs. In -summary, the role§
adoptéd by the two groups will reflect the rationai and/or
irrgtionai orientations as anfunction of the interactipn

4

between intérnél and external variables.
N ) ,
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/ ) CHAPTER 2

~

THE IMPORT.ICE OF MEASURING ATTITUDES

Reasons For Studying Attitudes o \

Advertlslng ‘research is probably one of the most dlff1;‘
cult: tasks that market:rs. must perform The research that
has been undertaken to date has proven\that advertxsersv
are dwe111ng in a "land of no returns" | The varlous tests ,
‘whlch are used to measuré advertlslng effectiveness do’ ”Vﬁ
little to a1d the communlcator s task.

| Young (1972), has shown that recall measures (e g.
- magazine ad@e tlsement recall) are 1nappropr1ate for
- measuring advertlslng effectlgeness because of thelr d s
. 1rre1evance in measuring 1mp11c1t (subjectlve) and exp11c1t
(obJectlve) copy It was found that recall 1s only a’
_part1a1 measurement of exp11c1t copy effectlveness and is

not relevant at all for the measurement of 1mp11c1t cony
" effectlvenessrl"" . Af . ' ) ‘fﬁ

Playback nethods are verbatlm reports.of what respon-
dents can[recall about an’ advertlsement a short time after
| exposurez{ It is dlfferent from the 51mp1e recall test in
-~ that advertlsements are- presented in a folder with the

'1nterV1ew held 1mmed1ately after. Thzs method has the

. » }
same Efults tha&*stralghtforward ‘recall tests have.-

Obserwatlo“ sns must be approached w1th caution.

The reactlons_ <{€he¥1nd1v1dua1‘mpst be quale;ed as to

v PN : . N S
e S R - o L . P
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'thelr under vir\fv feasons‘fot occurrence. “Thus, as an.

measurement atwall”

~ ot

)

- ~.'

‘1nferent1a1 measurlng deV1ce, 1t ﬁalls to prOV1de 1n51ghts~

into the reasons for bcnav1oun@ -' o

Wanv flrns resort to the use of sales as. a measusy

advert151ng effectlveness "If sales were the only means by
wh1ch advertlslng effectlveness could be evaluated th&-'

large. rank of. advertisers would be-relegated to no

2 It s not enough to know that

advertising works through sales tests, If we are to truly
harness the_power of advertlslng, we must “know how it

works"_s As sales‘tests and ‘the like evoke 11tt1e 1nfor-

mat1on about ad ertlslng effectlveness from the communlca-

tor s v1ew ‘ even smaller amoUnt of 1nformat10n

h about the audle ce, there appears a need to use other

o

‘means of derlvlng 1nformat10n useful to the communlcator.

Thls study w111 depart from the tradltlonal methods

of measurlng advertlslng effectlveness from the communlca-v>

tor's, p01nt of V1ew Warketers requlre more than’ the

51mp115t1c tests for obtalnlng responses to varlatlons in. .

advertlsements if they are to succeed in their. task “What
4
1s needed most is a'measure of advert151ng effectlveness

from the p01nt of view of the aud1ence. An 1nvest1gat1on‘

of attltudes of message recelvers w111 prQV1de a fuller

o

a

understandlng of communication effectlveness.j
-The preV1ous chapter out11ned four factors, W1th1n a

two way communlcatlon process, whlch help deflne c0nsumer,

T . : o

oL - .. (

]

2
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‘dual factors such as predlsp051t10ns }awareness attltudes = W'g?

-~
P

L - : . |
bchavior. It \ould thus seer reasc: l‘e that "..;in ) k
Q- . . [ ;

aporoachlng an 1ndustr1a1 custoner (Aanu ultlmate consumer),

the marnotlng cowrunlcator must nake it the first order of

: \
'bu51ness to 1dent1fv the spec1f1c goals ,and needs that w111

motlvate the customer's interest in the product and ‘define”’

4 . o

hls attitude toward it', What is needed therefore in the

1ndustr1a1 sector, is to gc“beyond con51der1ng the "tradl—

tional varlabres of prlce, qualltv dellvery, quantlty and .

L
serv1ce" that is, those "varlables that have commonly been

e

con51dered in the purchas g lrterature to be the sole
“determlnants of the buyer" s dec151on" > In the ultimate-

‘consumer sector, the purchaser must be con31dered 1n terms

R

of his ratlonalaty, that is, hlS concern for the Varlablese

:,‘ of price, quallty, dellvery, quan ity and service, 1nstead,

of the tradltlonal v1ew of belng £requent1y opex to 1nf1u-

-

‘ence by emotional appeals.

Iy

s -The 1nteractlon of external and 1nterna1 varlables on
the consumer’ (both ultlmate and 1ndustr1a1) prov1des a
key for a source of der1v1ng 1nformat10n about the audlence "

The 1nd1v1dual's 1nterna1 ‘variables, that is, the 1nd1v1-

and preferences are a functlon of the 1nteract10n w1th the'
external var1ab1es~~the env1ronment organlzatlon and

famlly, and 1nterpersona1 1nf1uences w1th1n a rational and/

-or 1rrat10na1 orléntatlon. When a person enters an o

organizg;ion, he is 1mp11c1t1y acceptlng the goals of that

O
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' many advertlsers.. The tradi

. Y
organi:at'on as his own. There‘ore to examlfe the inter-
nai varidbles would also provide 1n51~hts into the effects
that the etternal Varlables have in the 1nteract10n Theiv
degree of: ratlonalltv w111 also be percelved because. the
interaction of Varlables is orlented to an env1ronment

0

whlch de\ands rational and/or 1rrat10nal (emotlonal)
information, N _ _I‘.] . - ‘ .

| Attltudes are one of the nost "controver51al” of the
1nterna1 variables . whlch are studled in the fleld of
consuner behavior, Tradltronally they are v1ewed as worklng'
1n the consumer s "“black box"of 1nterna1 variables wh1ch
process messages as they are communlcated from the source
The "black box” of. 1nterven1ng variables, in the tradltlon-
‘al sense of the one-way commu 1cat10n model ’has been some-'

thlng 1nto wh@ch 11tt1e resea ch- has been undertakeq by

onal advertlslng message has

not been de51gned to be co551stent w1th these 1nteract10ns

of 1nterna1 and external Varlables Thls is because they

.are e1ther not known to prov1de 51gn1f1cant 1nf1uence oT

. -1f they are known o, they are not measured Wthh wou‘d

_provide gu1de11nes for the message de51gn at the source.

:  The study, of attltudes will do much to broaden the

“'marketer s view of his target audlence.



Definition of Attitudes

The earlv research in attltudes followed Thurstone s
deflnltlon , the devree of positive or negatlve affect
assoc1ated with some psvchologlc 1 obJect"‘é-

| Attltudes then came to be defined by many wrlters as
:con51st1ng of an affectlve component (evaluatlve responses), -
a cobu_t*ve conponent Lperceptual responses) and a conatlve
or behaV1ora1 conponent (overt' tlons) ThlS multl—
dimensional view of'attltudes chose as a result of an
” attempt to account for the host of p0551b1e reasons for an’
1nd1v1dua1's 51bsequent belaV1or. ‘ .
. More recently, many researchefgxhave con51dered atti-
-tudes as a unldlmen510na1 concept and have ;eﬁprred back
to Thurstone' s definition, Osgood glves a summary of the
character: s« 1cs of attltudes._'l | [ y
(a) they are learned and implicit
(b) ...they may be evoked either by percep-
tual signs or linguistic signs (c) ...they
are predlsp051t10ns to respond evaluatively
to these signs and (d) ...the evaluative -
predisposition may fall anywhere along a

: scale from "extremely favourable' through
— "neutral” to "extremely unfavourable'.$8

o

.-

'Flshbeln subscrlbes to thls notion and d1v1des the multl-
dlmen51ona1 deflnltlon 1nto attltudes and bellefs |
"Attltudes are learned pred15p051t10ns ‘to respond to an
J*‘obJect or class of obJects in a favourabls or unfavourable

way.' Bellefs on the other hand ,- are hypotheses concernlng

the nature of these obJects and the types of actlons that
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9

'should be ta* a1 with respect to thenm". Fishbein sees

attitudes as '"u cdncepgual'system in which'only.the afféc-
tive compodent'is‘trgdtcd as attitudinal, and the other two
COmponents,(cognitive and éonative)iare iinkéd to_beliefsﬁ;xo
fishbein and Rafenll defige béliefs as the‘probabilityv
diménsion of a conéept,'fha is, whether ifs existenée is‘
probable or improbable. Attitude therefore measures whether

the:cbncept,is good’or bad. Critiéism'ma& be'féised for

,reétricting the definition of attitudes to the'eValuatiVe‘

' dimenSion, risking ‘a possiHie‘loss‘of meéning in under-
sténding‘thé consumer. ‘Fishbein, hqwéver; makes. two impor-,
téht clérifiéations‘fOr the r%asoﬁs ﬁnderiyihg'the ﬁore‘
simplistiébvieﬁ of attitﬁdes. , .

1) Taking a unidimensional view of attitude
does not imply that one should ignore cognition
and conation. ~ Rather it implies that beliefs
and behavioural intentions must be studied. in
- their own right, as independent-phenomena
that may be related to attitude and behavior
.. .Furthermore there is considerable evidence -
Showing that this single 'affective' score
is highly related to an individual's beliefs
‘about ‘the object...Fishbein (1963) and othérs
has ‘demonstrated that an individual's attitude
- *{or affect) toward any object is a function N
- of his beliefs about the object (i.e.the ~ ’
~-probability or improbability that the object
.1s related to some other object,; value,
-~ concept, or\goal) and the evaluative aspects
of those belgefs (i.e.the evaluation of--or
attitude toward--the 'related' concept).l2

2) ...attitude is a more.useful scientific
word. when it is given restricted meaning...
-the operations by which.attitudes are
measured almost invariably yield a.single

. score (eva .ative) which is unlikely to .

]
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'reflect these three dlfferent components -
in auny precise LJQILOW...xUltldlmenclOnal

» . concepts are notorlouslv difficult to employ
" in rigoreds theory; and they create almost
unmanawcable proulens when tneory is trans-
Tated into research
By,deflnlng attitudes as unldimensionai a very, conc1se.
"and accurate descrlptlon of an 1nd1v1dua1 evaluatlon of a
psychologlcal object may be -found . Singling'out the’
evaluative concept of . 1nternal factors w111 prov1de clues
'to the nature of the external factors w1th Wthh the 1nter-
nal varlables.lnteract-‘ The rational and 1rrat10na1 Orlen-
tatlons ylll be ‘reflected in the evaluatlve dimension, as
it is a functlon of the 1nteract10n; |
Determlnlng attitudes of_ the two groups will help pro-
v1de the knowle s of the factors affectlng the audlence.
'Thls will be very helpful ta communlcators in de51gn1ng
effectlve messages.‘ Identlfylng attltude as therource of»
‘valuable knowledge ‘about 1ndustr1a1 buyers and ultlmate
'consumers is only the flrst step. .Effect;ve and accurate'

measurement‘of these attitudes iS'equaily important.

Attitude Measuring Instruments S S R ‘&~'

Ovef;the'years, psychelogists‘héve éttembted to . develop
qu1ck and. convenient measures of attltude that could be
used w1th large groups'. whlch "...also pTOVIde us w1th one

means of obtalnlng an assessment of the degree of affect
i . @ -
. that 1nd1v1duals may assoc1ate with some psychologlcal -

14

*obJect” As a result many forms of attltude scales have
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been developed. hhat~the ‘Tesearche: o eded most was a
51n51e score kthh would locate the person on contlnuum as

to how faxoarahle or unAavourable he was to the ﬁsycholo-

gical obJect

Likert and Thurstone Scaling Tests

Both leert and Thurstone developed attitude scallng
"tests which were based upon carefully selected belief
statements. (Other scales such as Guttman and Bogardus|

| are 51m11ar in their de51gn).¢ Wlthout giving a complete
descrlptlon of the technlques 1t is suff1c1ent in this
context to show that their basic design is 1nappropr1ate
I'for the purpose of this _study.

| ~“Both tf;ts determlne attltudes by the dlrectlon and
1nten51ty of a$£efson 's be11efs and dlsbellefs about an
attltude obJect Inten51ty of bellefs does not serve as . -

a dete;@inant of attltudes but the dlrectlon of the evalu-_

: atlon does. Both tests also view. the process of attltude

_organlzatlon as elther cognltlve summatlon (leert) ar |
cognltlve balance (Thurstone) 15 The theoretical concep-'
tions of»attltude whlch are accepted by these teésts, are M‘
not con51stent with the nature of attltudes accepted in
this stud)’.c~ - L S S e

i
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Senantic Differential -

C. E. Osgood dcveloped the semantic‘differential as a '

ueVlCL to measurce mtanlng by locatlnw an obJeCt or Concept
on a pro-con continuunm, The semantic space con51sts of
eleuatlve cognltlve and conative dlmen51ons The evalua-
tive dlmen51on was found to be the best neasure of attltudes.

It seems reasonable to- 1dent1fy attltude as -

it is ordinarily conceived in both lay and

~scientific’ language, with the evaluative

dimension of the total semantic space...The

meaning of a concept is its location in a
space defined by some number of factors or |

> dimensions, and attitude toward a concept is
' its proJectlon onto one of these dimensions -
deflned as llevaluative". 16 o o

Thus, the semantlc d1fferent1a1 is a good measurement of
attltude deflned as a unldlmen51ona14conceptz

The semantlc d1fferent1a1 is comprlsed of a serles of

.bi polar scales which present different palrs of word

\

-opp051tes By selecting approprlate word palrs the eval-

‘ 'Hatlve dimension (1 e. attltudes as a functlon of ‘an ’.o

'

expressed bellef evaluatlon) can be. accurately measured

~with respect to’ a stlmulus. Mlndak (1961), provides a -

guldellne for summarlzlng the features of the semantlc ’ﬁ

dlfferentlal : S f.;»(/ |

’ 1. It is a quick and eff1c1ent means of obtalnlng
-rreadlly quantlflable 1nformat10n for a11 samp{
t51zes~ Not onlx the d1rect10n but the 1nten51ty
'of 0p1n10ns and attltudes toward a concept are

-'1nd1cated
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express their true feellngs to an 1nterv1ewer by

;other subJectlve and qualltatlve prOJectlve

‘A comprehensive "picture™ of the image or meaning

of an object can. be interpretcd
It is a StGQJITdILCd tochnlque for gettlng at the.

multitude of factors which an obJect posscsses.

_It is ea511v repcatable and quite reliable.

Stereotyped responses are avoided and it allows
for.indivi&ﬁal frames of reference. Also quick

responses are given when the subject is properly

u1nstrd/ted to do so. Thus first 1mpre551ons are

obtained.

Some questlon phrasing problems are e11m1nated

’whlch faC111tate the 1nterv1ew when a person cannot

verbal response.‘

The dlrectlon of the attltudes is useful for fur-

yther and more 1nten51ve research u51ng many of the

<

technlques.17

- However, as with every measurlng technlque many peoﬁle

refuted )

1.

o fault it for the follow1ng reasons. - (These faults are also

One problem Wthh is not totally pecullar to the

instrument, is the method by whlch 1nformat10n

 must be“prOcured Hofsoos (1970), and others, cite

the problem of the consumer assumlng the role of

an expert or d151nterested party The response of
s _ :



.occurrence valld and rellable flndlngs can be

vfound ‘ ' ‘ ' .~- | - *H&f

;stlmulus to the next.

the ”tvplcal" consxmer is that whlch is ueSerd

Honever if the situation is approached wlnh

s

cautlon and the experlwentcr 1s sensltlve ‘to th1<

’/

-

Y :\ a‘
B Sy

Y

o
|
\

When persons are. p051t1ve1y orlented toward a L

st1mu11 the) tend to rank all of thelr reggensé-

N

stimuli which are_unfaVougable. However, by“«a
domiiing the polarity'of the scales, the subJect

is less 1nc11ned to. transfer 1nformat10n from one

Wells and Likert (1971) , raise some serious doubts-
about the'étrﬁcturing of scaliqg'techniques. A

small number of topics (or scales) that are’

. covered in:the study, limits the Study's coverage

‘to the concepts thought important to the researcher.

_ - ¥ 4 : : .
However, a Selection of scales from a large number

of word pairs will result in a good coverage,

despite the reduction relative to other methods.

The short name on the scale tends to limit ‘the

true meaning of the idea Which is to be considered

”However carefullv selected word opp051tes will do

much to ‘reduce the narrowness of meanlng of the

‘word palrs. _' : , SR -

The scale 1s 11m1ted to those dlmen51ons that the

»

(8
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'thlle prov1d1no a check on it.

“researcher thought impcrtant. But the unexpected
cannot be accounted for totally in any measuring
device. One method for attenpting tOvaccount”for’
the unexpected is to supplement the attitude o

v . L4 . C . .
measuring procedure with some open-ended questions.

‘ADepth'interview

- This ''qlalitative' type of interviewing is used to
"explore theVunderlying‘prediSpositions, needs, desires,

" ' 1L 18

feelings and emotions of the consumer Vickers (1971)

, I - | o
state&%@@@t“it was not exact statistical measurement which

‘“was the goal off the depth interview, but rather some . gui-

dance Wthh would add to prev1ous knowledge and experlence

19 It is also a good. 1dea

collection instmument from which‘hypotheses can be deve-,

1oped and. used in the performance of subsequent testlng by -

more’ obJectlve procedures.

With these 11m1tat10ns it evokes ‘a risk for it to be:

used exc1u51ve1y as’ an exper1nenta1 method A minimum -

sample of the populatlon 1s a11 that is requlred to arrive

sentative of the populatlon. Although it is an invaluable'
mechanlsm in establlshlng ex1st1ng attltudes in a small

group, the results cannot be generallzed to dlfferent 1evels

j1n the populatlon.vahe'key feature of the depth interview .

is to provide 1n51ghts for further testlng and uncover

unexpected attitudes.

at general att1tudes. However, this sample is rarely repre-}




For the' purpose of this experiment the depth inter-

"view is unfeasible. "ilowever, open-ended questions resemble -

the theory of ;hp depth interview. |

thﬁ usédvin conjuﬁction with the semantic differen;
tial many cf the underlylng attltudes can be u?covered
.about the subJect's real world 51tuat10n if the questlons
‘.do not pertaln to the actual eiperlment This eliminates
the restrlctlons placed on ‘the subject by the word-pairs

of fhe semantic dlfferentlal

o

.

29 .
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CHAPTER 3 ™%
EXPERIMENTAL DESIGN , o

Procedure o

Tho e\perlment was a factorial de51gn whlch enabled

‘more than one experlmental Varlable to be tested This

permltted the determination of the- maln effects of each

variable and- also ‘the 1nteract10n effects of the varlables 1

Three test advertlsgyents were presented to ultlmate
consumers and 1ndustr1a1 buyers. SlX attltude scaleso
were presented by a semantlc dlfferent1a1 . These were :
answered foGCach advertlsement The advertlsements

were systematically rotated‘frbm test to\test to reduce

fthe effects of primary exposure -After'the advertise-

ments werf viewed and the scales r&ted each subJect

7

was askg€d two specific open ended questrons.. Any general

'comments about prlnt adﬁertlslng were also entertalned by

the 1nterv1ewer ‘ >‘°‘ A

The general criteria of the measurlng dev1ces pre--
sented_ln the precedlng chapter was 1ncprporated 1n the
experlnental instruments The spec1frc etails of the-
test adyertlsenents; the measuring}devices and the. |

sample are given in the following sections,

o r;\\-
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Desicn of t}c Test \o\ortlsc ent s

The Gcnornl Criteria

T}esdnperiment demanded th}t realistic stimuli be *
. . , ) ,

‘presentcd'to industrial buyers’ and nltlmate consumers SO
that® rellable 1nformat10n could be.obtalned from those

- 'groups as to thelr attltudes touard varlous appeals found-
| in prlnt advertlslng Worc than one stlmulus was-. felt ro - _Q

‘-,_be requ1red‘to enable a good comparlson of the dlffer-

: ent appeals which adyertlsements may possess. Too many'.

vhistlmull could p0551bly engender poor and non- reallstlc
'hresponses throughp%he creatlon of boredom and p0551b1e
frustratlon at the 1nab111ty to dlstlngu1sh between’
traits of a 1arge number of advertlsements. It was for
:;these reasons that three black- :nd uhlte prlnt adver-hn
‘tlsements were designed. Each advertlsement presented a
dlfferent appeal for the product advertlsed One‘!‘..o
‘advertlsement stressed an ”emotlonal" appeal another a.
ratlonal” appeal and the other represented a compromlse
of the two precedlng advertlsemegrs.; The detalls of the .
iadvertlsements will follow in the gsxt sections., | |
| The subJect of the test advegtlsements had to apply
to both markets, that 15 the advertlsements could well
appear in 1ndustr1a1 Journals as well as ultlmate |
consumer oriented maga21nes. The varlous newspapers _ '_phf”hlls

oriented to each group could ‘also be p0551b1e med1a for

a presentlng the messages.y | P o SR

Vi



Tile rental, lcasing or rurchasing of 0il paintings

‘was chosen as the subject of the advertisements for

sevcral'regsons.

1.

reference to Flgure 1, palntlngs would be - . 2
ftpurchased
Palntlngs are a good Wthh requ1re a more
sumer sector than the 1ndustr1a1 buying sector.
" much dellberatlon ‘on. the part of ‘the .consumer -

It was recognlzed that the rentlng or leasing of

extreme left of the scale. It was- also

In the 1ndustr1a1 sector, 'paintings represent

e
a non- productlxe good Thelr purchase entallsu

‘a someuhat less detalled dec151oﬁkmak1ng process

than product/ye goods such as machlnery dlrect-

.ly 1nvolved in the manufacturlng process.-jtlth

located on the extreme rlght of the 1ndustr1al f \' ;

bbuyer S contlnuum of goodS«whlch could be

detalled dec151on process in-the ultimate con—

3 e

- They are a hlgh etpense 1tem and usually require

before a- 51zeab1e portlon of money 1s-$pent.}iA

'palnt1ngs would reduce the 1n1t1al ‘investment ¢

.o

"substantlally ‘However, consumers would be exf

pected to examlne the serv1ce closely before
enterlng 1nto a rental or 1e§§ﬁ agreement _ Thus,
referrlng to the ultlmate consumer s- continuum

' L )
'

in Flgure 1, palntlngs would be located at the

2
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. - . N ; &
Paintings do not have any "brand'" name or com-

rcompanles 1nto the experlment

- : . - ’ [}

4.

. . - . [ . o .
”-rcco*nlzed that a pnrtlcular“palntlng may ‘be

purchased on 1mnulsc uhen it is, Viéwed, by a'

consuner, Howevcr, 1t 1s most likely that a

person'would be faveurably.prcdiSposed,to pur-

chasing paintings before a final selection would
: & : : _

be made.

pany image hiases attached to them. ThUs,»any'
bias.Which'a person may ﬁossess toward other
classes of goods, will be mlnlmlzed when select—
1ng palntlngs or viewing advertlsemenms for them.

1

It was most 1mportant that the sample members be

as neutral as’ p0551ble with. respect to thelr

©

con51der1ng the advertlsements. A source of

‘possible bias toward paintings could be with

respect to partlcular artlsts. _The test advef-

. tisements mentlon only that the-artists are

: i ’ . ¢ ‘
" Canadian and do not specifically state individual

.
Cowl

artist's names, __'_ : < _ T

The name, address and phone number of the conpany
-~ o -
MY

were flCtlthUS to ensure that people werigneutral

3

L

¥

‘in ‘their oplnlon of the advertiser. The serV1ce

is relatively new for a‘private cOmpany;to

t

specialize in. - This ensured little p;§§ability-‘

of - persons relatlng adverse experaenges w1th like

AN
2t
. +
‘ j)—j-‘.

?
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Similarities of the AdtortiSenonts ‘ : -
The general formnt of'the thfee<advcrtiscmc1:s wue
kept ver% similfr for onc kecy reason. It was noththc
‘ 'Various.mechénical variatioﬁs”of advertiSCments_which was
being tcstcd in thl: experlment. It was the Vari&tions'
1n*the»appeale uhlch was of prlmehlmportance "~ To t&ryvthe
1-layout of the” advertlsements to a 51gn1f1cant degree would
tesUlt in the. test subjects focusing thelr attentlon solely
on the dlfferences 1n attractiveness or the ab111ty of
one advertlsement to catch- the eye over another. It was
felt that a favourable response of ‘one advertlsenent over
'another on “this Varlable alone,'would bias the other
‘variables which were belng considered. Thus, a s{endard
.of good'visual attraetiveness“was‘sety'whlch was met- by
all three edvertisements. o | |
Each advertlsement ‘used the follohlng format. An
8. 1/2" x 11" sheet of sem1 gloss whlte photographlc paper,
was nounted on black mountlng board, with a 3/4" border.
(This was to faC111tate the presentation’ of the advertise-
‘n:ments for ease of handllng and for keeplng the advertlse-‘
ments in good condltlon from test to test.) A p1cture
.frame occupied approx1mate1y the upper half of the page
and contaihed a headllne in bold letters. The headllnes
were thus lotated approx1nate1y two- thlrds from the bottom
Tof the page. Approximately the lower- half of the page -
dlsplayed copy whlch contlnued the theme of - the headllneb

<

above it.

34,
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Black and hhltC was used 0\clu51vely for two rcasons
al appeal was to be Kept relatlvely constant
colour would only serve to raise

As the Visu
_bothccn au\crtrsencnts
the level of eve appcal equallv for the«threévadvertlse—
'ments.s It was fclt that attractlve black and white st1mul1
-eat , espec1ally with the format - that was btlng

Actual plctures were not used to ensure ~

could be created

implemented - A

that the advertlse“ents would not- be con51dered in terms

g their. visual and aesthetic. appeal alone. Thus, the»
and}quantlty and den51ty of the prlnt

picture fran s
resulted in - approx1mately the same amount of white space h
and the same general tore of. greys for each advertlsement
The general format and subJect of the advertlsements was °

e51gned to allow respondents to give a fair compar son of
The probablllty of a»

~.

-
‘appeals between advertlsements
ertlsement belng superlatlve on visual and

partlcular adv
‘6r subgect appeal alone was ‘small,
h1ch leferentlated the Advertlsements

Gharacterlstlcs W
there were ba51c varlatlons 1n their messages and presenta-
”help” prOJect

Although the advertlsements were Vlsually 51m11ar

The advertlsements were de51gned to
Also the

thHS
v1sually what the appeal of the message was
the type of frame and. the overall

AN

‘L_

style of letterlng,
the. advertlsements were sllghtly dlfferen-
to help keep 1nterest in the

appearance
t1ated from one another



‘incorporated lnto the advertlsenents.

' the rat10na1 advertlsement's copy, was presented It was

36

?expérimont-highw; The folloulnw are the detalls which were *

i

o -

‘The ”Lnotlonal” Advertlsemcnt (see Flgure 3)

Thls ad\ertlsement was de51gned to be exemplary of

-much advertlslng whlch often appears as ultlmate consumer

Ladvertlslng. - The headline _say somethlng nrce:aboutuyour—-"

self"” explicitly says nothing about the product which'is

‘being advertised. This* ”teaser".type of headllne plays on

the- person s personal asplratlons with hlS p0551b1e refer—
ence to elther formal or 1nforma1 groups. 1t was set in

lower case garamond regular 1ta11c type and appears to be

‘quite formal within the detalled frame. As the 1nforma-’
“tion content about- the product 1tself in the advert1sement |
‘\as mlnlmal the heacllne and frame \ere the donlnant |
characterlstlcs Only forty three words of copy, (not

'1nc1ud1ng the company name etc. ), or one ﬂhlrd as much as].f

-set in univers medlum italice to complement the style of -*ﬁh B

:4 ~

the " headllne and frame.. “The copy does llttle more’ the :tofﬂ

. tell the regher that the subJect of the advertlsement is

the renting or lea51ng of pa1nt1ngs., The main appeal

follows the lead of the headllne. The purpose of the

1nformat10n given is to show the reader another dlnen51on N

of what the posse551on of pa1nt1ngs w111 accompllsh for |

them personally All detalls of the service could only be

4

',derlved by further 1nqu1ry : The advertlsement was de51gned

-




//io prescnt very 11ttle 1nformat10n about the actual
product, yetlgl\e the reldtr a wood ideca of one aspect of -

-

the service's benelits.

The'”Ratlonal” Advertlsement (see Flgure 5)

This advertlsenent was de51gned to be 1n contrast to
- the ”enotronal” advertlsenent It has to be representatlve
of nuch 1ndustr1a1 advertising where a good amount of 1n—
formatlon is presented in a simple manner. *he headllne
"Now you can rent or lease pa1nt1ngs to meet your decora-
~tive requlrements” ‘could ea51ly be presented alone so as
to 1nd1cate what_the’serv1ce entallsr It_was set in upper
"and lower case univers medium roman type inside.a'simple
black painted ﬁramefwith_plain burlap matte. .The,rational
andlstraigntfofward_approach is_givcn in.the}headline to
indicate the. forthcomlng message of the copy | ~ S
The copy comprlses 120 uords set in univers llght ' ?X
‘roman. It was arranged in a block de51gn to resemble

' standard text and give the complete advertlsement .a simply

[

de51gned appearance. The lead of the headllne is contlnued
v here. A firm pr1ce all'terms,‘arrangements and sufficient'ﬂ

details of.the service are outlined.. A person reading the

_advertisement receives ample'information about the actual

service withoutrthe'emotional‘type;of information given ~

in the "emotional' advertisement. Any "frills'" were removed -

from this advértisement'tovenable"the message to be clearly

"and concisely presented. B o L

9

(e
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The '\tutral” Ad\ertlse“ent (see Figure 4)

Tnls ad\ertlstrtnt was deslgncd to be locattd half way
between the uppeals of the ”ratlonal”'and "emotional"”
advertrscm:nts. -The headllne ”hhcn vou sce “a bare hall --
sec us'" Hbes not\lndlcatﬁ hhat “the - service entails, neither
. does it totally plav cn the sentlments of the reader
Following the,con\ztlon that lt bc tu/)“mlddle of the road"
advertlsement in thls context ' the headllne was set in -
upger and 1omer case garamond regular ronan 1n51de a\woo;
gralned frame w1th a quallty matte.a The enclosed headllne
acts as a lead to prompt the person to read further to see
what the advertlsement is abOut.

The copy contalns 77 words which is- approx1mately.tw1ce

1 length of the ”enotlonal” ad's copy or tno -thirds the
+ .3th of the ‘ratlonal”ladvertlsement s copy. Agaln it
'represents the middle advertisement by be1nrT set in unlvers
medlhm.roman.‘ Some 1dea of the flnanC1a1 commitment is
giveniwithout quoting a definite'figure.‘ Neither.thevemo;.
" tional nor the ratiomal appeal is stressed Some inforna-
tlon about the actual service 1s glven as well as 1nforma-
tion about what the service will personally do for the |
‘consumer. | |

B 1ncor oratin ”emotlonal” and "ratlonal”'a eals 1n
Y p g Pp

this advertlsement 1t became a V1ab1e alternatlve to the

‘extremes presented by the other advertlsements.‘ — T



Figure 3

wmez‘bmg
nice

| Renting or leasing one, or a series
of fine paintings from Painter’s Pavillion,
can he/p you present the exact Image you deSIre

What you hang on the wall won’t be all you w1// get— o -

- your friends w;// be the first to te/l you.

PAINTERS PAVILLION LIMITED
 11740-88A STREET .
EDMONTON ALBERTA 436-4481

39



:Figure 4

] Oa bare | Wall _

«

A few dollars each month will enhance
that wall with an original oil painting from'.

Painter’s Pavillion. Our galleries contain
the widest selection of quality paintings
by renowned Canadian artists. - '

" Let us help you select one or many im-
ages which will reflect your good taste.

Financial arrangements can include rent-

ing, leasing or buying with suitable terms.

A

- See us, and we will have one of our sales-

men assist you in doing something for
that wall - and for yourself.

40

'PAINTER'S PAVILLION LIMITED

, 11740 - 88A STREET
- EDMONTON ALBERTA 436-4481
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L o " Figure 5

Now you Can
rent or |ease
palntmgs

to meet your
decoratlve
reqwrements

T

For as little as $2.50 per month; you can
rent an ongmal oil painting by a Canadlan :
-artist. Where several paintings are. chosen :
for your particular environment, Pajnter’s. RE
Pavillion will replace them when7Ver you .

feel need for a change DY/
o

Or, a ‘modest monthly payment.will en-

able you to lease any number of paint-
ings, with the option to buy at the end of
your lease period.

Of coursé you may still purchase outright
.any painting, with conveiient terms if you
“wish. Not only will you obtain aesthetic
pleasure, but also a sscure lonz-term in-
vestment. ’

QOur design. consultants will help  you -
choose from our wide selection, the right =
paintings for you. For the best in sales
.and service, contact us soon.

PAINTER S PAVILLION LIMITED

\ . G

EDMONTON ALBERTA 436- 4481

* 11740 - 88A STREET
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Questionnaire Nesion

‘The semantic differential was found to be the nost

ideal attitude measuring instrunent for this study. It

“has been found that ividing each scale into seven alter-

7

2 - - ' '
natives i's optimum.” The following seven positions. are

used for ranking between the word-pairs.

‘1. extremely ncgative 7.

2. ‘quite negative 6.

3. slightly negative 5.

4. neutral 4. &
5. slightly pésitiye: 3.

- 6. quite positive 2.
7. extremely positive 1.
The polarity of the. word - palTS was randomlzed SO« that

every word- pa1r did not con51stent1y favour one end of the

P .
'scale over the other. This was designed to dlscourage

subjects from ranking word-pairs with reference to adver-
tisements previously viewed . in the experiment. Instructions

for. correctly completing the semantic differential were
. . -]

~given before the test began (see Aﬁpendix). All

.réspondeﬁts were also Verbélly asked'whether'they fully

‘understood these instructions to ensure they would correctly

answer the scales. The answer sheets for the semantic

differential appear in the Appendix.
| The adjectives were determined using a'guide which

Ferbersugives_for the design of.advertisementSE@o méke them



~ equally intcrostingy
o1, attractivencss
2. information value : ,
5. readibility-
4. typevof appeal. . ‘ _ S
5. engendering‘product interest ' |
.U51ng the above gu1de11ne the follow1ng scales were
used: attnae ive- unattractlve 1nformat;ve-unlnformative,
clear—vague, 1nteresting—boring. The scales of simple-‘
eomplicated_and exciting-dull were alSo;ﬁsed’t rhelp“coﬁpare
the interést in each advertisement. It was the type of

»appeal that was 1ntent10na11y differentiated between

-

€.
advertlsements It was not the 1ntent10n of the study to-

determine if a person could 51mp1y dlstrnoulsh between
rat10na1 and - enotlonal ~ The purpose was, however that the
attltude scores on the scales would: reflect whether the
lsubJects were in fact ratlonally and/or 1rrat10na11y
(enotlonally) orlented The scales were evaluative 1n.‘” *
- nature, which was con51stent w1th the unldlmen51ona1 defi-
nition of attltudes as expressed by Flshbeln and Osgood
b"We must have measures of 51m11ar1ty between brands = (and
between advertlsements) on more spec1f1c and theoretlcally
dlctated attrlbutes of the brands (and advertlsements) nd
As only the evaluative dlmen51on is belng measured there

- is no need for fifty or sixty scales which is common‘ln

many semantdic d1fferent1a1 tests., Therefore the scaleS'



©

hatc‘hecn selected to, 1) reflect'the unidimensionai view
of attitudes, 2) mcasure the dcgree of similarity between
advcrtisemcnts’ and, '3)'ro“lect the rational and/or

1rrat10na1 or1entat10n of ultlnate consumers and 1nuustr1al

buvers.

Qpen—ﬁnded Questions

)
(&

As shown in the prev1ous chapter open ended questlons
‘are’ valuable deV1ces for uncéverlng ”hldden”‘or unexpeCted”
~attitudes. For thls reason, two questlons were posed to
-fthe subjects after they had viewed the advertlsements and
answered the scales.‘ » .v |

Questionv(l): Do you feel that the pr1nt adVertls ng

which you see (a) durlng your day at. work (for 1ndustr1al

t‘d»‘
1 v

‘:rr) (o) in your home (fer Jltruate ccnsumers) is. S

.satlsfactorv and why or why not?

- Question (2)) hhat would you llke to see 1n an 1dea1

adVertlsenent7

These partlcular questlons were asked 1n ‘an attempt tof

“have the respondent relate hlS real world enV1ronment (as

opposed to the experlmental enV1ronment) to tie 1nterv1ewer

It was hoped that thls would prOV1de further 1n51ghts 1nto
the attltudes of the two groups toward advertlslng 1n_‘

~genera1 and advertlslng appeals spec1f1ca11y

44
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The sauple

Ultirate Consuners

ror this nrrtrcular e\ot_-lent in which paintings are.

t“c suchct of the test.ad\ertlsclents it could be argucd
that an}one de51r1ng wall hanglnos would comprlse the popu-
latlon.v Der1v1ng a representatlve sample from thls popula—
tion presents a problem in dotcrnlnlng who would be nost
interested in the serv1ce as preseated in the advertlsements
Very hlgh/lncome groups would llkely purchase outrlght the

palntlngs for thelr enV1ronment Very low ‘income groups
G-

would probably not show an 1nterest in palntlngs elther forv

f1nanc1a1 reasons -or that they may be oriented to other

B o
tyres cf wall’ hannln"s For thls reason the lower 1nc“me

bound ©0f the area Chosen was $8,000 .and the upper bound,.

;‘,‘OO i: was bclicvoi tut o piddd e ifeoincgroup vould
€Xpress an interest in- the rental or lea51ng of palntlngs i
The other requlrement for the sample area, ‘was that the

percentage of professfonal and nanagerlal .workers be over

20%5. It was: f%lt ‘that the probablllty of obtalnlng hlgher'z

1nterest in the experlment would be obtalned by chooslng

,areas of relatlvely hlgher numbers of these t;pes of workers
It was however recognlzed that the probabllrty was low of
con51stent1y obtalnlng these constralnts 1n the sample from
area to area. This was not felt to be a serlous problem

It was belleved that a good cross sectlon of the populatlon‘

bwould\be obtalned in each area ‘while: definlng these areas -

. o -
~ s -

45
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S would raisc the probahility of high in°. =2st in thc experi-

ment. The arcas in wiich the interviews were undertaken
. o & ) - " ' . o ’ : [»)
ana the income and occupation paraneters are shown.in the

Appendix. . T ' o .

3

o

el T d s T

the- & \\“u“th&ubeﬁ“Uvmtpat%ﬁM%wlChukﬂfe Adnciudedoc. ot

.in the sample, two people wer'e intervicwed in each of nine--
"teeﬁ*areas,‘;rle in tract tFlrt» cnc ana thlrty two only onc

. . o
k] o “

persun in each was 1nEerv1ched ThlS was Felt t@ give a : -

good sample from whlch 51gn1f1cant results could be obtalned
g
IndﬁstriaifBuyerS

o . [

Most b451neseeg dnd 1ndustr1es comprlse Lhc popuratlon

“

in the 1ndu>t“1al 5°ctor. Gr 11iat10ns were chosen'which

o

would give a good cross sectlon of types of products and .

- °

sevvices. This racluced fiits wkich are Luguatd in- zetqllr”
wholeSalina, manufactUring, and serv1c1ng; Tnus,.flrms
purchablno goods for, consamvtlo ana resale were 1nc1uded

in the sample. hlthln the oroanlzatlone, varlous members
!; o

%

of the buying center were 1nterv1cwed (A1l of these'

‘maners are refcrrea to. 1n t}1> context as. 1ndustr1a1
r @ ~ . &

Duver> ) Inc‘udlng 3411, mcmbers hth nfluencc the purchase

dec151on woula resulihh@hd§£¢1n1ﬁg a ‘good cross sectlon of

"buyer"” w1th1n the org@r

ut‘on. This woulu facalltate

f.the under:tandlng of the multible 1hterac£10ns between the
.1nterna1 ahd external varlabres present in 1ndustrlal pur-
cha31ng.' Accountlng for the- concept of a buying'center’

L3

was regarded as a good mcasure of a repro nntatlve sample

& . J _ v
.. R . : R o B - ;



%

of the population, within the firns.

‘The sanple Wa§_d very spall port;qn of. tne total popu;

'

lation ot {irm;s i t

dlvcrflty O TAC, 5anpie 1.0roors
(L : . -

represcrtation ot the

v
a N

S

total population of firms

«

@

was felt to be a fair

in

de indurtidal scctor. However the

~

dmonton.
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CHAPTER 4 -
- DATA ANALYSIS
b

- Of ‘the eighty. subJects who were 1nteru1ewed forty

were from the ultrmate consumer sector, of whom twenty-one'

were female and nlneteen male.‘ The forty industrial buyers

were comprised of thlrty threc males and seven females It | ‘
was unfortunate that more females could not have been inter- .
V1ewed in th1s sector. (Resource constralnts dld not
permit further_search 1n this .area.) Therefore in the
v1nternretat10n of the- results, 1t must be- remembered tnat
females welght only 183 of the Varlance in -the 1ndustr1a1
.lgroup. The ultlmate cénsurnier. group was approx1matery
evenly dlvrded | ) f:\ -

| Of the eighty-one people contacted only one person
vfelt that they were unable to give a falr Judgement of thc
"advortlsemerts Thls was an excellent response rate for a P
door -to- door type of 1nterV1ew A few qucstlons were raised
about 1ow to accurately mark the. scores on the scales.. The

1nstruct10n sheet" Wthh 1as prov1ded before the v1cw1ng of

the advertlsements was wellﬂunderstood by most, however.

.

;Therc-were»no sp011ed questidnnaires}
s The experlment produccd two sets OI data 1) the-

: attltude scores of the elghty respondents on: the 51x scales

measured for the three advertlsements,and, 2):answers to
~ #

the Open ended qUEathHS whlch were asPec followirng - the
3. e

',respondent s vi ew1ng 0f the auvertlsements;

. 48 , ' i ' ’ . . ! . . ‘al.



a i T
scores w1th1n the groups, b) testlng the sex, group and

49

g}’The~scores obtained by the semantic differentiaIIWEre

L.téd by,;a) testing the 51gn1f1cance of the mean

5

interaction effects between ‘gTOUpS, and ) subjecting the .-

sco es to dlscrlmlnant analyses to determlne ba§1c differ- .

ences in the context between sexes and groups., -

- The hypotheses, as statcd in the flrst chapter, are
primarily concerned Wlth the un&erstandlng of attltudes of
ultlmate ‘consumers and 1ndustr1a1 buyers toward p"lnt adver -

v

tlslng. The data analys;s has further subd;v1ued thc atti- - -

tude scores into 'sex groups. This was felt ‘to be. necessary

‘to help account for any’possiblegvariation in attitudes -

thatgmay be;found between”groups; S R b“;

V15ua1 \nalyses of the Attltudn Scores

= Data obtalned by ne semantlc dlfferentlal is more

mea‘nngfu1 when it 1is. V1suaIly present d . To a1d this

process a series of raphs are- presentedyto show v1sua11y

| the dlfference in atti tudes between the groups and sexes. @

lhes graphs are referred <o many tlnes when 1nterpret1ng

the'att itude scores as rearranged b) the computer.-'An
I -~

hexplanatlon of the graphs and thelr 51gn1f1cance rollows.'

Flgure 6 presents the mean attltude scores of

Tflndustrlal buyers (5011d 11ne) and ultlnate consumers (dotted

f

' ;nn) for the six scaleb across the three advertlsements.

ffF;gure 7 further ;ubc1v1des the sample into four groups’. -



50

bl

© Mean attltude score differences are shown for male indus-
trial buyers (solld llne), femdle 1ndu$tr1a1 bu)ers (solld
11ne), male ultimate consumerS"(do ted 11ne) and fenale
ultimate sumers_(dotted l;ne). |

Fig 6 ~and ‘7! atteupt to shdw diﬁferences in
' groups‘across the three adver%isements and uosslble trends
across the advertlsements on all scales ﬁﬂj 7

Figures. 8 through 11 conslder the dlfference between-

the groups' mean attltude scores for the three advertlsenents,.

displayed by 1nd1V1dual scales Flgures .9 to 11 show
the dlfference by sex as well as by group. | ‘ l

_F1gures.12 through 17 present the attltude sco*esvvv
.aseeubes'of information. fThrs is a conprehen31ve visual
‘3ana1ysisvof the data. The flgures do not stless *he actual
mean.scores themSelves, but rather the_relatlveidnfﬁerences
‘between groups apd sexes. Male and female dlstﬂnctlons are
indicdted bv the vertlcal axes, and the group seores are .
connected by SOlld llnes to these axes. . These flgures'
‘.help provide further clarlflcatlon of the varlance between
‘groups. The less a plane of 11f0rﬂat10n rotates through

the cube as subjects view the 1dvert1°ements, the less

vorlance is 1nd1ca ed. The more tw1sted oT rotaﬁgd the

”.‘plane the greater the amount of varlance_Ls 1nd3cated By

T comparrﬁg\the relatlve stabi llty of tue pldnes in the cubes

between groups a Vlsual ana1v51s of xarlalce is obtained

for the mean att1tude'scores between elther the two or four

.

‘groups 51multaqeously

S
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Figure g1 Attitude ﬁéan Scorés of the Four‘Groups Across the
Informative and Interestine Scales _
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.
Figure 10: Attitude Mean Scores of the Four Groups Across the Clear
and Attractive Scales ' ,
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Figurc 111 Attitude Mean Scores of the Four Groups Across the Exeitins

and Simple Scales
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Essentlally theSc flgurcs present the same 1nformat10n’

l""" X

el .

_ana1y51s of varlance.

S1mu1taneous Conparison of ‘thke. Linear Compcund

I,Means Wlthln Groups e -
- - (&

As prellmlnary test tor determlnlng the variation in

the attltude 'scores, between groups,'a conparlson of mean
attltULe scores between: aavertlcements w1th1n the g1oups
‘was perforned This test was Tun to ‘account’ for . ‘the p0551;
ble reasoas for variation between the groups. That is , if
it was found’ that eltfer sex or’ group dlffcrencea'vere
reqpon51b1e ror dlffezencec ‘n atti tude sccres, a reason
fof th1s karlaclon zould be part1311y accounted for by
_extreme &ar1at1cn w1th1n the $roup° w1th respect to. their
percept on of the equa11ty of the advertlscments.'_T“e
'pro -am was part of the D1V1C1on of hduca 1ona1 Research

SerV1ces (rERS) of the otatlstlcal Packages for: the Social

cc1ences (SPSS) programs. (A cescrlptlon or the program,

MULV 06 is cound in the Appenclx ) o ' ;'e‘}-ﬂ-ﬂ -.k
The samp1° was d1V1ded into the fullohlng groupa.“.male

. ,1ndust al buyers,.‘emale indus trlal-buvvrs,‘ ale ultlmate

consum rbvand female ultlﬂate consuwers., The 51x scales

e/seﬂantlc dlfferentlal are referrcc to as 1nformat1ve
l

1nter=bt ng, clear attractlve excltlng and 51np1e. The'

%ypothLaes of this test stated that for each of the four

PR
Ao



for each of the six scales and each of the fogr groups.

for each group and each scale, thc hynotheses were accepted

-

. industrial buver s score on the clear vague scal te

£
[r\.

groups, the indivilual.scale rieans are c¢gual across the
emotional, neutral and rationalvadven%“sementsf
: b, .
‘ e . o
Statistically the test is> ofwthe form:
_ > e e
Ho =y = 1y = ug

R

~
¢

Ther: were twenty-four tests which wore comp

‘u51ng the following equatlons

(‘ ; - HO':'ui-- Hy =
So- HO_: My + My - 2u3.= o -
Ths results of the tests are shown in Table fI F ra*loq":

were used tc test the above hypotheses. It was founc that>f‘3

That is, there was no signif.cant 23 fference 1n the mean

/ .‘J‘

‘scores cf the scales between acvertlsements w1tb1n-tﬁe'

-3

correlated for the three advertlsements. Flguf°s

through 12 present this nfornatlon (1n al 1 frgures,,ex-.

.cept'as where-noted, sclLd llnes represent 1ndustr131 buyers

gdofted llnes represenf tltrmdpe consumers) Vlsually, it

would appear that there are substantlal di fferences in- tne

'mean scores betheen advertlsémintSu'>A goodlexample to

explain the apparent conflict s to cﬂhslder the £emale»

4

grouﬁs. The mean scores obtalned here thus significantlffﬁf*‘

-’
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Figure 10  shows that as this group views the emotional
ad'ertlsement and then the neutral advertlsement, their
mean attitude score drops from 5.8714 to 2.57143. The_‘
calculated‘F—ratio for this particular test iﬁxﬁ.SiSﬁS:

which does not 1nd1cate a rejection of the hypothe51s.fj"

D

‘Thls is due mainly to the%small‘sample-SLze.- ’The tabulated

F-ratio for degrees of freedom of DFl 3 and DF3 4 1s ;f‘Q

. st Ve ey

6.59 at the 5°'conf1dence level )

z

The reasons for the relﬁtlve dependence between the . °

advert:sements may be accounted for 1n two ways.v Flrst

responcent; may have become condlt'oned to the suLJect of-

the ‘advertisements and responded in & 51m11ar ‘maaner to all

. - * ‘.‘\1

of them, desplteﬁthe leference in appea]s. Second the

same olX uord pégﬁs weIe answered . three tlmes which deSpitée
the randomlzed scales, nnd1categ respondentb may Lave‘.
compared tne scales betJeen advertlsements llnstead;of:"
trcatlng each exposure 1ndcpendently ' |

These_resclts do not 1nva11cate ‘the advertlcements as

,rellable test instruments. If the 1nstruments were perfect?

-1y correlated W1th each other (1 e. completely 11nearly

depenccnt) then there would be no need to use more. than one,
advertisement. But the dependency betmeen the thr e
_advertisementé is only partlal The acceptance of the
'hypotheses of equallty of means across the adveltlserente

is an 1nd1cntlon tha* the lnterest level for the three'

advertisements is approximately,the'same.' (Ferber‘s guide-

- '
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Figure 10-‘shows that as this group'views the emotional
advertisement and then the neutral advertisement, their
mean attitude score e¢irops from 5.8714 to 2.57143. The
calculated F-ratio for thisAparticﬁlar test is 2.32563

which does not indicate a rejection of the hypothesis.

oThis'is'due mainly to the small sample siie. {The tabulated

'iF-ratio for degrees of freedom of DF; = 3 and DF; = 4 is

1

Xy

:x6;5§oatfthev5% confidence level.)

'The reasons for the relative dependence between the’
advertisements‘ may be accounted for in two ways. First,

respondentSfmav have become conditioned to the subject of
2
the advertlsemcnts and responded in-a 51m11ar manner to all

w

ofnthem d°Splte the leference in appea}s. Second the
same slx hord palgs were answered three tlmes, whlc despite

the randomlzed scales 1nd1cates_respondents may have
\

compared the scales betveen advertlsements instead of

e

tr atlng each exposure 1ndcpendently

These reSths do not 1nva11cate the advertlfements as

-rellable tect 1nst1uments; IC the 1nstruwents were perfect-

ly correlated w1th each othe1 (1 € 'completely llnearly

depenccnt) then there would be no need to uSc more than one

-advertlsement But *he depenaency tetueen t}e thr°e IR

advertlsements is only p=rt1a1 The acceptance of-the

hypotheses of equallty of means acrossvthe adveltlscnentc

1s an 1nd1cat10n that the Lnterest leveluror the three

e ,

f;advertlsements is- approx1matel¢ th° same.: (Ferber's guide-
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line for designing advertlsements of equal 1nterese has thus

proven to be well defined.) The absence o a zero, (or

close to zero), correlation between advert;sements, isu‘

useful when censidering the sex and groub efﬁett;between

groups. A1l persons within groups - w111 be con51aered in
G

the subsequent analyses as regardlug the advertlsements as

being of equal 1neeresr. Thus any difference between

groups cannot be aceorded back to a 51gn1f1eant dlrference—

in mean sccres within each group. S | . R

It is important to understand that this was a'test.
for the GQUallty of means between advertisements within
groups.  If, and only if, ‘the w1th1n groupvcomparlson of
‘advertlcements and the be tween‘group comparlson are’ not
51gn1r1cant1y dlfferent, then the advertlsements would be
)1nva11d research 1nsfrunents. The follow1ng sectlons
‘des_Eﬁbe the tests fcr group ef ects and for 51gn1f1can+

o

dlfferences of betueen group means.

. Two Wny Multivariate Analyses of Jar .ance

Betueen Groups

Therz are three hynotheses tests Wthh w111 p"ov1de

1nformat10n as to the sourcé of the Varlaace Jetween %
T .
groups. The follow1ng hypotheses areﬂset up. S
v

Hy : _here are no sex dlfferences, or the sex effeét‘

VeCtors are null (A = 0) .

HB!E there are no groug differenCes, or the group

',vectors are‘nullv(B)= O)‘

68
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)

I . \(i
AB1 there are no

and groxps, or thé

2

"eractlon vectors are null (AB = 0).

The program,{MULT 10, th: 'ﬁas’used was from_the DERS

R
§

, v _ A ’
package and is outlined in the Appendix. The first program

was riun using the following formula fer testing the hypo-

_theSes. L ‘ . .

9 FT T - - - o m
*] 51 B LTS 17181 91A;B 4
Xy | = pwgl Bt [¥2Ba] ] ABof %2
x-1 lu B-A-|  “ly<B= 3. A-B. | 2]
[ 73] |73 |0 | 373 37373 [~ ]

The quaIltV of the three adveftisements was firsfh
tested ucing all cix sc ales CLmJltaneouglr. ‘Thisfresulied
‘)n a test for zero sex, group or 1nterac+1on effegt; for
'wHat was in effect, eldhteen varlables.'llf it was found
that there were no effects (1 e.; th° hypotke%es were
acceﬂted), rnen fulther data analy51< would not e ;equ1fed
“This would have meant that all. Varlables, CSCﬂles) for each
'advertisement were not affected by group or sex differences
However .as'shown in.Tﬁble Ii , the hypotheses that the-sax,-b

group and 1nteract10n vectcrb arz- null vere rejected.

,Vléuall 3resented_ Figure 7 shows the sane results.
. Y - ’ , ’ o
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TABLE_II

TWO-VAY MULTIVARIATE ANALYSiS

OF VARIANCE USING THE SIX SCALES' SIMULTANEOUSLY

(CalculatédvF-Ratios)

Tegt for-Sex Effect Vectors Null

- F = 2.25693

Test for Group Effect Vectors Null

" F =22.06086

‘Test for IﬁtetactiOnVEffecp;Vectors Null

, F = 1.90097
fhr

ThevtabuI%? F-ratio for DPl - 18 and DF, = 59 is

2

't
N

approXim£%§ly equal to'1:78.
SR > o i

AL o : : , N
Therefore ! 1e hypotheses that the effect vectors

Trejected.

&

- 70
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It was necessar, to determine ;he‘écalés for ;hich thes

 effect vectors are not null and for'those-;hich ﬁossibly

are null. To achievé this; the‘same progfam Qés::un,'this

time for each'gcalé,_independent of the cthef\ﬁcal}s.

Thus, there wére six tésts for tﬁe value of the cffect

vectérs whichytcSted the threébadverfiseﬁents.Simultanéogs-”

ly. The épatjstiéaliformula as'ﬁfeseuted in the pre?ipus

test was the thggry undéfifing the tesfiﬁg of gggh;scaié.
-The details.oflfhe f65ults ars prgsented'in Tabie‘IIi:_n

A summary;of the hypotheses tesﬁs isfﬁresénfed below fér‘

~ the six scales.

Informative = Interesting Clear
Sex Effects o : |
Are Null - REJECT ' ACCEPT ‘ REJEC?A
Group‘Effects o S - . '
Are Null ACCEPT - AFCE?T’ IAFCEP;A-
- Interaction Effects _ e o
- Are Null LT (ACCEPT  ACCEPT | REJECT
Attractive "f Exciting = Simple
£ ) ) . ) ] '\. L ) L
Sex Effecrs REJECT. - ACCEPT . ACCEPT
Are Nuil — : o .
| Group Effects N SRR ,
Are Null REJECT = ACCEPT -~ ACCEPT -
Intéfaqtion'Effects- R - )
Aré Null T ACCEPTZ . v'ACCEPT | :fACCEPT

-y



A consideration of Figures 6 and 7 ‘will facili—

tate the interpretation of these results The advertlse-

<

‘ments were. tested 51multanedusly, therefore the above

results do not plnp01nt the variance. Figures 12 through

17 are helgful in v1suallzlng the source of the variance,

1. Informative-Uninformative Scale.

The analysis'determined that the difference in . sexes

o

was the source of the variance in the subject's evaluation

of the information content of~the"advertisement. ﬁigure'
7 15hows_that'fenales ranked more’ favourable the emo -
tional advertlsement's information value than_did'males,
and‘ranked leSs faveurablevthe ationa1<edvertiéementls

information value{l Figure'12 confrrnlAthe source of the"

“variance by the‘high degree of reta;u sthe plane

‘representing ultimate conSuhers.

representing industrial buyers rei?' R Pthe plane

' easdn for the sex

i

effect was not due to the group to which the sample mem -

,bers belonged (The interaction effect vector was null )

Figure. 6 shnws that the group effects are null that
there is no 51gn1f1cant dlfference between ultimate .

consumers and 1ndustrlal buyens in thelr evaluatlon of

‘the 1nformat10n ValueS'of-the three advertlsements(

v T 6 - , ‘o

[y

e2. Clear Vague Scale

Figure 14 conflrms the results. of the analy51s of
the.clear scale, The_rotatlon of the 1ndustrlel'buyer‘s

N . L . . : S
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of |

- ' . ' b e A i ,
. plane relative to the stable state of ‘the ultimate"

consumer's iplane indicates a significant variance b-tween
grdups..vHowever, this variance “is not caused by the group
“effects, butﬂisﬁrather‘duevto’the sex effect.s, This differ-

ence'between“seXes is, however, dependent on the group
\I N

_that the person belongs to, as the interaction effect

‘Vector is rejecte& as ‘bexng null Most of the variance

\

13 due to- the female criticism, of the emotlonal advertlse—

ment's clarlty relative to the nale evaluatlon.

._‘

' The 1nterpretat10n of this. result is that females

w111 only rank unfavourably the clarlty of the emotlonal

2
o ’

advertlsement when they ‘are actlng as members of the

1ndustr1al buylng group . Another 51gn1£1cant source of

the varlance 1s the dlfference in evaluatlon of the_

"emotlonal advertlsement's clafity between male ultlmate‘

f.consumers and male 1ndustrlal buyérs.- As the 1nteractlon
: i

: effect is statlstlcally 51gn1f1cant ’ma]es W1llgﬁvaluate

the cl rlty ‘of. the emLtlonal advertlsement more favourably

only when they are. members of thelgndustrlal sector “The

[

;'~1ack of parallellsm between the planes 1nd1cat@s and

conflrms the 1nteract10n effect *'Thls 1ack of parallellsm

e . -

L 1s abso shoWn by Flgure 1”" w1th respect to the eValua-f‘;_'

S
v

tlon of ‘the. 1nformat10n scale by 1ndustr1a1 buyers. “3

!‘ : »

,,_However 1t is not\suff1c1ent1y ”tw1sted” enough relatlve .

St

to the plane of ultlmate consumersc‘to he statlstltally

g_Slgnlflcant. .F;gures 9+ and 10 ‘also conflrm th15~



._observatlon ine two dlmen51ons._ The interaction effect'is
shown on the clear scale” ‘of the emotlonal advertlsement :
by the characterlstlc crossing of the two 11nes to a

\

considerable degree. = - o

N ‘Attractive-Unattractive Scale

Flgure 15 V1sua11y demonstrates the source‘of the
varlance accounted for by sexes and groups. (Flgure >8
can. also be used to demonstrate the source of varlances
"_1n two dlmen51ons ) There was a 51gn1f1cant dlfferenc

between males and’ females and between ultlmate consumers
Ziand 1ndustrlal buyers in thelr evaluatlon of the
attractlveness of the advertlsements. Large varlatlons
of. the nean scale scores are shown for all three advertlse—
ments. Ultlmate consumers con51stently ranked the
'attractlveness of the advertlsements mo're: favourably than

1ndustr1al buyers. Also males evaluated the attractlve-
'ness more favourably than females. However the sex
feffects ' *e 1ndependent of the group - effects as shown by -

the rele ve parallellsm of the planes (The calculated .

: N _ S
1nteract1on effect was found to. be ‘null. ) ’ e e

s

S S ST,
ZCompllcated Scaﬁes R : :

° r—)“ . . . ..

1

.-All-sex, group and 1nteract10n effect vectors were
N \

 found t¢ be null That 1s, there was no 51gn1f1cant

=TI

- variance betheen the evaluatlons .of males and females,

4. Interestiné—Boring; Eicitingiﬁull %ndVSimp1e¥' %
' ) . - [N =
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mand 1ndustr1a1 buyers and ultlmate consumers for these

[ } | « .

| scales. Figures 13, 'l& and 17 visually.demonStrate
these findings. The planes remain relatlvely stable for

the three scale&ras the respondents evaluated the three
A -
advertlsenents The small variance 1nd1cated was not found

) t

to be 51gn1f1cant

DR ]

Summary ’ |

"

The foreg01ng analy51s of varlance was/suc zessful in

determlnlng signlflcant variance between ltlmate consumers

L)

and 1ndustr1a' buyers on the attractlve unattractlve scale

\\\\J/Lx\ (Thls seale was also evaluated dlfferently by males

and females\&J The analysis was also successful 1n show1ng ,
/

‘ that the varlances of other scales were not due solely to |

group effects but were also dug\to sex effects Also, the

.sex. effect on the clear Vague scale was caused bv the

‘Y

group ta which 1nd1v1duals belonged (%i.e: , there was an

-~ "'*{»

1nteractlon eEfect)

-

0. The above results serve as guldellnes for draw1ng
'meanlngfulrconclu51ons The varlous graphs have proven
:_valuagle in- determlnlng the source of the varlance (This _

‘ was espec1ally helpful a§ the three advertlsements &ére e

. §§ested 51multaneously in théig;éIVSIS ‘of varlance T
4 program ) As the 1nterpretatlon of graphs is somewhat

subJectlve in the evaluatlon of the 1esults dlscrlmlnant

»;analysas was: performed to reveal any errors in the v1sual

S
<

1nterpretat10n. o j L 2



Discriminant” Analysisy
The discriminant mean scores which were derived did .

not provide any fufrther clarification of the source of the

.

variances. As such, it did not provide further insight for

{ ..
the solution to the problem-as stated in Chapter "1. The

information was found to be beyond>the”perﬁmeters of the

data analysis specified for p;ovidihg clarification of the

._./)'

differences between groups of scale evaluations. The'twe}
way multiﬁariate anelysis ef’variance used+in conjunction
with the visual presentation of the attitude scere'meéns

pfovide an extehsiVeeanalysie_of the data‘to enablete fuli

evaluatlon o thfwh? _

¢

' Analﬁﬁfa of{m@e Open Ended Questions

The ‘answers obtaxhed from the 0pen ended questions

3

were generally qulte detailed and w1111ng1y expressed by ™

-

the respondents. The tOplC of ”advertlsxng” seemed to be -
. - . \ P X o

. a contentious issue~forvthe maJorlty of *he ‘sample. A few

L

people wlshed to express thelr v1ews aboat telev151on

o

advertlslng cr more partlcularly,,the very poor quallty of

y 12
it. 'However» to entertaln views expres&ed w1th referenee

. d <

ito*ﬁeleV151on advertlslng would depart fdom the RUrpose"

o /ﬂof the CIva that~as to" reseangh onﬁy attltddes tdward

-

77

print, advertlslng One yiew was express +d that this" partl—

eular studyvlsbtoo tradltlonal by‘only studylng print

~advertising, and that the "future" of advertising is



"responses was that some advertising'Was'mi51eadingw

‘generg}&y 1nd1cated that nrlnt advertlsrng prOVLded enough

L

through the medlum of telev151on. Only the responses

hich referred to print advertising in partlcular were

1ncluded in the ana1y51s. . - - \
. 'Y : :

Ultimate Consumers o -

The first part of questlon 1 was: Do you feel that
the prlnt advertlslng Wl ich you see in your'home is
satisfactory? Only fifteen percent of the:sample ekpressed
an unqualified yes. Another flfteen percent qualified-
the;r es” response by expre551ng both pros and cons of
advertising resultlng from the query in the second part
of the ouestlon The remaining seventy percent of the

sample llsted various reasons why the prlnt advertlslng .

they saw was not satlsfactory One of the most common

JEN

especially.when theuadvertlsemght glves one . 1mpre551on*of"

the product OoTr service in the headllne and then changes

T

the content of the message in the f1ne prlnt On y two
;ultlmate consumers $aid that advertlslng was a waste of

;money and, as .a necessary ev1l should ‘bé conflned to a

- i

speC1a1 section 1n the newspaper Qr magaz 1ne.' The quall—

@
f1ed statements that advertlslng was: satlsfactory, ‘ ’

L4
" _IA b

- e ’ ot
'Z.«

1nfor tlon but thaﬂ it could be m%re att ractlve . The

_unquallfled ”yes” statements d1d not cite the reasons why

~ 3

advertlslﬂg was satlsfactory. A hlgh negatlve correlatlon«

'
4

was found to‘ex1st betwoen the Jatter part of questlon l

. ;
. RS . v ¥
-~ i N . .

5
)
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'(of the 508 )J:spec1f1ed thag;facts

71deal advertlsement

(why print advertising is not satisfactory) and question 2
"What would you like to see in an ideal advertisement?"
The faults of priht)adyertising expressed: for the first

question were found to be the areas which could be most

improved upon as expressed in question 2. The answers were

‘grouped -int> seven categories--information value, attrac-

tiveness, 51mp11C1ty,_eXC1tement interest, clarity and

%. 7 were
LT Ko ‘
1mportant, and flve percent would llke tech%ﬁcal informa-- .

trpnléiVen about;the-product. Flfty percent'of'thehgroup

did not'mention Vinformation" as being included in an

Sixty percent of the sanple would prefer to V1ew

m N _
,‘,attractlve advertlsements. A}l of these answers mentloned

- < -

&
'the use of colour as belng 1mportant as well as a- gener—

-f‘akﬁg good v1sua1 appearance. R . "‘ L.

} W v, \xv““\ﬂi,--
w i
t

1, a

Only ten percent mentloned an advertisement should

g

'be Simple and five percent said it shbuld be exciting. Of

S

\ : 3 -
-the thlrty percent of the sample that specifically men-; ;

v 4

tloned that an- advertlsement'should be 1nterest1ng, one—'

3ha1f of thlS group sald they would have to have a.”need”

for a product before they woﬁld read an advertlsement

79
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Truth and realism were also cited as good features of

by

advertisements.. Ten peagent of the responses were grouped
as expressing a need for clarity in the messages presented.
"Other” 1mporthnt answers were few in the ultlmate
consumer sample, as most answers were able to be grouped
into one of the first six categories. Two additional
comments are important for the answersrreceived to ther

questions. First, ultimate consumers were very critical

of misleading advertising. Secondly, females expressed a -
greater desire relative to males for advertisements to.

Apresent prices and give facts about products'and services.
' 0
Ultlmate consumers were eager to express thelr views about

advertlslng in general as well as spec1f1cally for prlnt

]

cadvertls;ng. Generally, the views:" expressed were valid

answers to the questlons asked as respondents seemed to

~

express a genu1ne 1nterest in the experlment

" Industrial Buyers
Similarly,-as found when euestioning‘ultimag% con-

- sumers, 1ndustr1al buyers were also W1lllng to express
L

-

\$= thelr views” on prlnt advertising. B ‘ u’ B ‘ "o
Twenty—flve percent of_the respondents said that
‘ N & 4 o i
print'advertising in their. environment wa% generally sat-

-

. isfactoryu: However flfteen percent said that %t was dn@l
. and generally poor. . Also as w1th ultlmate consuners _'_5'

1ndustr1al buyers expressed thelr answers to questlon 2

conversel) to the. faults they expressed ‘in advertlslng in



S

,question y o d |
Slx y flve‘percent of the sample sa1d that 1nf0rmat10n
about tie’ product was 1mportant : However forty flve . .
percent of these people stated that they d1d not want the
advertlsement to be overly 1nformat1ve for two reasons._’~
They do not have t1me to read lengthy copy ‘and if serious -
thought is glven to acqulrlng the product, detalled and
trelevant 1nformat10n can be obtalned from a representatlve
.of . the flrm.‘ Flve percent sald they would like to see a
prlce estlmate and flve percgnt sald they would not.

.

Thenty flve percent of the Sample exp11c1t1y stated

-

‘they would llke advertlsements to be 1nterest1ng, and of

".these people seVenty flve percent sa1d they would. only

‘be 1nterested :in the advertlscment if the product or

/

serv1ce could fulf11 a need requ1rement . L

Flfteen percent c1ted clarlty, flve percent mentloned
5. . )

»exc1tement and flfteen percent said smﬂp11c1ty was
‘important in advertlsements. .7

Flfty flve percent of the sample sa1d that advertlse—
ments should be attractlve W1tn n1nety percent of these
people spec1f;1ng good V1sual appeal ‘as 1mportant (The"
use of colour#Was frequently mentloned ) Ten pencent ofy
the samp%e nentloned that 1t dld not natter how attractive o ,_}
advertlsements were and flfteen percent accused adver\

w

‘tising of belria waste of money. These people indicated -

~that\theypderi ed most of their informztion from salesmen,



¥}

. about the attrlbutes of an 1deal advertlsemeﬁtr

“mate consumers and 1ndustr1al buvers. Analyzxng the

82

and'eaid that advertising budgetsushould be channelled

into improving personal se111ng One'person mentioned

that the type of paper Wthh the advertESement was prlnted

!

on was an 1mportant consrderatlon. Readlng long copy on

'glossy paper reduced this- person s attentlon span for the

advertlsement because of annoy1n<7 glare.

Males and females exprcssed relatlwely the same VlehS

v‘

Summary o s o C o ~ﬁw
: ‘ . “hm
The open ended questlons served td obtaln responses
from the sample Wthh would prov1de‘further insights 1nto

the dlfferences in attltudes toward advertlslng of ultl-“

answers as categorlzed, it is more meaningful to compa

: R :
the similarities between the two‘groups.

: _.C’zm
Flfty percent of ultlmate consumers valued 1nforma-‘
t10n in advertisements and seventy. percent of this group.

wanted advertlsements to 1ntlude'facts, espec1ally prlces,

‘Only flfteen percent more industrial buyers than ultlmate

consumers exp11c1tly stated that 1nformat10n about the
product was amportant and of this group, nearly half did

not want too much 1nformatlon presented

) Approx1mately the same percentawe orwlndustrlal
buyers and dltimate consumers stated that they would only
look at an. advertlsement 1f there was a need -to be metrby

\

- the. advertlsed product or service.

s



Y

dull who ralsed the above point. R

Fifty percent of ultimdate consumers stated that adver-

- tisements should be attractiVev(with an emphasis on the

use of colour). and just five percent more industrial
. . ) ;
buyers expressed the same view.

The severest cr1t1c1sm expressed by ultimate consu-

mers was that of encounterlng false advertlslng Indus-
v
trial buyers cr1t1C1zed the worth of advertlslng.walt was

those buyers that viewed 1ndustr1al advertlslng as being

N
v

ks

83

Thus,_there is a 51m11ar1ty between ultimate consumers

and 1ndustr1a1 buyers in their attltudes toward advertlslng
. /

The nature of ratlonal/lrrational appeals in advertising

can be infefred from the relatively high concern fef

- information value and -attractiveness of both groups.

This inference will b€ considered in the next chapter.

LW i S



CHAPTER 5
SUMMARY AND CONCLUSIONS

Evaluatlon of the uypotneses

.

v

The hypotheses as stated in Chapter 1 are restuted here.

Hypothesis 1: Prlnt advertlslng messages should

stress a rational appeal for 1ndustrlal bU)ers and an
emotional appecal for ultlmate consumers for similar ooods
and services which are purchased by both groups.

Hypothesis 2: Print advertiéing messages should

stress neithecr a ratlonal appeal nor ‘an emot10na1 appeal,
but rather a comblnatlon of fhgfiwo appeals for 51mllar
goods which are purchased by both 1ndustr1a1 buyers and
ultimate consumers

Both the attltude scales and the open: ended questions
pr0V1ded 51gn1f1cant data for evaluating the hypcdtheses'.

An 1n5pect10n of Flgures 6 and 7 shows the simi-

‘/ .
larlty of mean attitude scores between groups for the

ratlonal advertisement and particularly for the neutral >
o advertlsementa Much of the variance between groups was

caused by the attitude mean score dlffere ces for the emo-

ey - -

tional advertlsement.‘ (The three dlmen51ona1 representa—

'fhtions of the data, Figures 12 through 17 ,, Show-that the
5 ~ G
. 51gn1£1cant rotation of planes 0 cwrred in the "first half”’

% )
of—the cubes lndlcatlng varlaﬁce present 1n the- evaluatlons

lof the scales on. the emot10na1 advertlsement ) ﬁ

o

: »'\ N, C : ' . 84 . ) ®
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case the evaluatlon of the other scales hould reflect a |

The equality of means wfthin groups proved to be of -

51gn1f1cant value when 1nterpret1ng the differences in means

A,

between groups Thus the varlance caused by group or sex

effécts was not attrlbutable to observed 1nequa11tles of

means w1th1n the grouQ§ - In other words the degree of

'gwhetcrogenelty between ultlmate consumers and . 1ndustr1al

buyers could not ~occur as -.a result of the homogenelty

_w1th1n the groups

N

85

The only‘51gn1ficant,group effecthwas found to account -

- for the varlance between advertlsements on the attractlve-

unattractlve scale Flgure -8 shows that ultimate consu—

mers rank all three ad?wrtlsements more favourably than dob
1ndustr1al buyers. It tannot be argued ‘that the advertlse-
i

ments are more approprla?e for ultlmate CONSUMETS than fo%

1
1ndustryal buyers on this scale alone.  If thls were the,
\

51gn1f1cantly more: favourable mean score as Wexl

Further 1n51ght 1nto the evaluatlon of the hypotheses i

€

‘ 3
‘is obtalned by con51der1ng, that for f1ve scales there was

b}

_ultlmate consumers, theh the scale should be ranked

no significant dlfference between ultlmate consumers and
industrial buyers.- Agaln-referr1ng-to'F10ure 8 , a v1sual
representatlon of dlfferences between groups is givew., Rhe

two groups evaluated the 1nformat10n content of the adver-

tisements in very. much the same way. This is a most. impor-.

’ . ~

tant observatlon : If emot10nal appcals were favoured by

B

~ -

3
1

1 N

o t
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YA . (%)

favourably.for,the emotionol adve}tisement,'and unfavourably

¢
o

for the ratlonal advertisement. This ‘would be shown by a

dotted line (ultlmate consumers) p3551ng upwards from
left to rlght 1ntersect1ng the 5011d 11ne (industrial

~buyers), approx1mately at the'evaluatlon of the neutral -

advertisement; However ~this is not the case. Both indus—

l

trial buyers and ultlmate consumers cvaluate the ratlonal
advertlsement favourably relatlve to thelr evaluation of
the emotlonal advertlsement (the meutral advefffge;e;;/ls
ranked appnox1mately mldway between the two extremes).

Con51der1ng the other scales 51multaneously with the eval-

uation of the 1nformat1ve scale prov1des a good 1n51ght

for marketers. Using an emotional appeal alone results in

an unfavourable evaluatlon 'of the. (emotlonal) advertlsement

~.on the 1nformat1ve scale for both,groupsu\ Intetest in.the

'

.-

| o oy
advertlsement and the degree.of excitement about the Mmessage
do not rank as favourably\as the other scaieé. (These

' scales,_howeyer; do oot rank%as fevohrably.for all three
;, <;tadvertisements ) The emotlonal appeal lacks clarlty,
| eSpec1ally in ‘the ultlmate consumer. sector and 15 also
ranked as belng compllcated relatlve to. the other advertlse—
ments by ultlmate consumers. t"However thlS advertisenent
was: evaluated as being attractlve relatlxe to the other -
advertlsements

[

'problems‘encountered in advertlslng) hon-to create_rat1onal’

4 . ’ o \

\ - Th@s brlngs to .the surface - onﬁ of the most perplex1 é/‘”

86



»emotlonal advertlslng is attractlve\ yet lacks clarlty and

Jbecause of the ant1C1patlon of its poor quallty) It is

more pronounced when evaluatlng the ra

and 1nformat1ve advertlsements without forsaklng attractlve—

ness The answers to the open-ended questlons prove that -’ N
this problem: has not been solved. The results:of this

experlment are con51stent with the real world 51tuatlon as-
’percelved by ultlmate consumers and 1ndustr1al buyers T Much

does not prov1de a satlsfactory amount of nor the correct

type of 1nformat10n0“ On the other hand ,much ‘industrial
. {

ﬁ'advertlslng 1s 1nformat1ve clear and 51mple yet is not

attractlve (and is elther frequently not read or dlscarded

N,

v

v1nterest1ng tolnote that 1ndustr1al buyers ‘Tank all adver—
tlsements less favourably oh the attractrge scale relative
to. ultlmate consumcrs but thc VﬂTlﬂnCv bet”een gro%ps 1s

\ Ilonal advertlsement ‘ L~

.The effect of dlfferences in sex Ylthln the two groups

Q ,; to con51der It may be argued that males_and
Vektlsements ~differently and may adFount;fbrr‘_l)

fween groups. It was not a goal of thls ) g
. ] S

Rine thelr effect on group dlff rencés, 8
) -ose group dlfferences were 51gndf1cant ‘

‘,nrevroUSﬁy mentloned in. the study, 1t uas unfortu—t ‘g

! . - 0 . v
.nate that a larger number of female 1ndustr1¥{/buyers coull i
gnot have been 1nc1uded in the sample .Most of the Varlance o
) y

accounted for by sex effects was due largelv to the dev1aﬂ ‘.—*\f‘

| i§ \l . 5 .
t10n from the- male S evaluatlon by thlSI§m311 group v As.oo-

o

S N “jl oL " ) . . S .
- i . . X . .- - [ .
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p , “

the sex effect did not 1nterachwlth the group effect on

‘tqe attractive scale, the, 1mportance of examlnlng sex é@fect

- k

~vectors is. lessened Although the Varlance'between males

v

|
and females was found to be 51gn1f1cant because of- the

very small sample llttle faith can be put in the generall—*

zation that these sex! ‘effects ‘are in fact 51gn1f1cant The

only. other sex dlfference whlch can be v1ewed as 51gn1f1-
< N
'cant was the valuatlon that females in the’ ultlmate consu- \

?

mer sectors placed on the 1nclu51on of price in the message

“

-

of the advertlsement "y

°

. | : ’ . .
A very 1mportant con51dcratlon is the similardty of -

lV1ews expressed by ultlmate consumers and industrial buyers-‘ﬂ*‘
on the open ended questlons ’ Informatlon was 1mportan}
including suft1C1ent facts about the product oT serV1ce.:‘
f(Industrlal buyers did not want too muci 1nformatlon,

'(l) because of tlme llmltatlons on the JOb and (2) the
flnal purchase dec151on is frequéntly n&de w1th the help of!

a suppller~s salesman,) The concern for well de51gned
attractive advertisements was also 51m11arlv expressed.’

As 1ndustr1al buyers stated the . 1mportance‘of this, varlable~

?more often than ultlmate consumers it would 1nd1cate a

~ne@d‘$§r more attractlve advertlsements in ‘the 1ndustr1al
N,

,,5&\ ) - 4/ . ‘.« ‘

5'? U51ng the data’ derlved from t%ke attltude scales and

a@&e expression of the characterlstlcs of .an ”1dea]” adver—
- -

'tlsement thc hypothcses can be meanlngfdlly evaluated

&
”
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“Clearly the first hYpOthcsis is rejected. AdVertising
A ~

4 '
messages should not stress a ratlonal appeal for 1ndustr1ay’ ,
A .

biyelt and an, enotlonal appeal for ultimate consumers: (for
. }5 _ gﬁhllar goods) The ‘two. groups ‘were not 51gn1f1cant1y L. K
dlfferent in thelr e»aluatlon of the attltude scal®s to
make th\e generallgatlon and expressed relatlvely the same

-

anémers the opcn—endea queetlonq

In eva uatlng the second hypothe51s the neutral adver~‘
<

tlsement\§hou1d be exanlned Flgure ) shows the similar- -
ity of the_twg groups toward this advertisement which uses

both rational and emotionaz\abneals. The extreme appeals
§ .
in the other advertlsements, resulted in-a oreater propor— e

/

tion of varlance with greater frehuency and 1nten51ty in the’

[t}

_emot10na1 aowertlsement However, the 51n11ar1ty in- the.

T
gro;ps evaluatlon of the 1nformat10n value of the three

advertlsements must be con51dered before any generallzatlon>
can be made. But, by con51der1ng the evaluation of the

other scales across the three advertisements, ample-lnfor—

(Y

mation is obtained to evaluate the second hypothebis. - As

the evaluation of interest in the advertisement was approx-
imate%y_equal'aersefth‘ T zssages,:it is apparent
that thé different appez" nrcvea'interesting to the two .

groups. The favourable evaludation-of rat10na1 1nformat10n %
versus the unfavourable evaluation of enotlonal 1n£ormat10n

~1s dlscounted b) the equality. of 1nterest in, and exc1te—

v

y \'ment cneated by, ‘the’ advertlsements. /Thls would 1nd1c;te
&

\ : , ’ ' , . - J



- information value (rational-vs. emotional) it does .not
o R ] _ s

Ly L _ -
~all equally.interesting and exciting,

to be important.”x. e —

&0 -

- oy P

thaf\ggthaugh a person in a ﬁafficuiar.group can judge = -

atcount“fperhé reasons.that‘theAadvértisements were nearly *

: “ » . . . , <0,
Thus the importance of testing several scales is' shown "
With the previous analysis it is plausible'that the -

\
&

second hypothesis is accepted. ‘ N

P

fReétated%the hypothesis reads:  Print advertising

'messages should qfress a combination of rational and emo-

t10na1 appeals for 51m11ar goods which ‘are pﬁ%‘ﬁased bv

.

S

\
o
P

i
both ultlnate cou§umers and 1ndustr1a1 buyers,

-y N . . ok - . v
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Evaluation of Results ) s

~ The research was successful in discerning ultimate

'

s - %
consumer and 1ndustr1a1 buye* attltudes/toward pr1nt adver-

tising. It wds founc‘ that by aceEBting Lne second hypo—

»‘thesis,,a person's rat1ona1 and irrational orientation is

o .j ; . . ) .
a function of his 1nteract10n between internal and exter-

. nalnvariahles." If thls was not the case, the f1rst hypo-

the51s would have been accepted _
The research has shown that the trad1t10na1 V1ew of

"ratlonal" 1ndustr1a1 buylng and "1rrat10na1",@r "emotlonal"

1

ultlmate consumer purcha51ng is not con51stent w1th ther

° ) MY

flndlngs. The 1mp11cat10ns for man&eters are. many o

‘(lj - The . roles ‘played by 1ndustr1al buyers are not as

(5%

51gn1f1cant1y dlfferent from their roles as ultlmate ’

LSRN

consumers as. 'was once thought desplte the forma{ organl-' .

zation's external vurlables 1nteract1ng w1th the. 1nd1V1-

‘dual's 1nterna1 varlables. »(2) ‘Attltudes are .an -important

"measurable variable of purchasers.' The knowledge of these

‘attltudes w111 prov1de the message communlcator Wlth a

fuller understandlng of the target audlence. (3) Vlewing

consumers as. "brlnglng somethlng" w1th them to ‘the communl-s

catlon process w111 do much to help the communlcator de51gn
effectlve messages. The fact .that the two groups 1n this

expexlment were measured on. thelr attltude scores with.

a

respect to three dlfferent advertlsements, shows that |

vmessages are,perce1ved_w1th respect.to-many varlables

; . )
- _ LR . o ) . o
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1nteract1ng within the 1nd1V1dua1 and expressed 1n the form

of attltudes '(4)_ An understandlng of the 51m11ar1t1es

~ "‘

of ultinate -consumers and industrial buyers 15 useful to
determlne the optlmunkappcal\nn each market. (5) It is,
p0551b1e that future research should take the form of a
‘un1d1n0n51onal concept of buyers. That is, 1ndustr1aL

‘ purchasers and ultlmate consumers w111 be\regarded 51mp1y
as "purchasers . *The research w111 not d15t1ngulsh between
gTroups,. buf”wlll rather ‘place’ purchasers on a contlnuum of
avallable goods in. ‘the market ThlS de51gn w1L1 recognlze
that there are. srmﬂiarltaes between the two greups and w111
prov1de the tools fer determlnlng pr0per appeals.

) -,’; h .
\(»t' . . 4

5 . , . . . “—
Evaluatlon of the Research De51gn _ i
R /J - . . -

" The tes» an ”tlsements were found to be«valld st1mu11

for comparlng at ttﬁﬂes between the two groups. The subjeéct

of ‘the advertlsem Sfd1d not 51gn1f1cant1y b1as “the results.J

The semantic dlffeyentlal and the open- ended questlons |

were rellable 1nstruments for measurlng axtltudes. The

vdata was easily obtalned and 1nterpreted throug& the use

of the DERS programs. ‘ _’ - ' |
Future research should be undertaken in two areas' i'\)Tif

-(1) across a larger sample of industrlal flrms to determlne

' 1f\there is 1n fact thhln group varlance of attltudes

between a&vertlsements (1t is suspected there 15), and

(2) in the area of "attractf&eness" to determ1ne p0$51b1e

. 4
- s . ‘\‘
~ .

.
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.differences in. evaluating attractiveness as a non-static

1.

,

variable.

.

‘Summary .
_The studv.Was suecessfdl'fer two réﬁSdns.; (1) Fufﬁher

insightSvlnto the theory behlnd advertlsing were derlved

Comnunlcators of neSSawes can beneflt from thlS added know-v

ﬁledge_of thevaudience. (2), The~roles ofrlndustrlal buyer%//

#and ultimate consumers were also clarified. A measure of

the effects of intefaction“between eXternelband internal -
varlables for the two groups was determlned by the dlscern-'

ment oﬁ/attltudes (as a unldlmenzﬁbnal scale) toward _three'
stlmull. o | |

Comnmunicators should examine tﬁeir methods of evalua-

. ting advertising effectiveness mor closely.” To design

" effective messages requires an examination]of the receiver

of those messages; The simple meéasures which are now em-

. ployed are not gooi énough -vThisvstndy has'shonn that

aud1ences can, and should be understood to enable. better -

message de51gn. ,

_of their very complex tasks.

N ]

The knowledge contrlbuted by this study is belleved

to be of valuable a551stance to marketers in the performance
. - y )

. .

Al
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. MASTER OF nu@xﬂ:ss ADNINISTRATION PHOGRAM ' .

THE UNIVEPSITY OF ALUSWTA
ADVERTISING KESEAKCH STUD o

: o ~ N o . - /

The f0110h1nr is a rulde to help you Judpc cach adverticwcnt on .

. ’ ¢
tho ba is of . your own’ irflinps..' *v

3

Yﬁ“’ If you fecl the advcvtiqweﬁt is extren*ly Hcll a»scrib»d hy one .

of thF aég-ctivns at the ends of the @Ealc, please mark as follows;
. 2. 3 8" us 6 7 o .
. \\\dUll - B! ! | i,. ] )X exciting . .
, ' : | | Ova. | - . T

| duiI‘ \' S —1 | S SR | 5 "i' exciting

. - N ’ . ' N . ) ‘\ .
If the advertiment is’quite closely descrlbed by one of .ihe ends & 7
. . . ate y B .

of the spale,‘butﬁﬁot completely so, plcase‘mafk as shown bnlou:b

E

© - interesting. e | A -liﬂ"‘ 1 ] X v boring *
. N - ' . . . . bR’ . . ‘ R . . . ;
T ‘ 1/ . o ‘ .
' intgrcstinp o ! X l 5 § { ! l ) boriﬁg
If you foel the adgnctiv‘q only olirhtly describr thﬂ advcrtisn*nt
o .
please mark as fOllOnSl : .
- ;( . o ' S . )
el " “© : » | x v : :
“//Gninformative 1 | 1 ! | ! informative
o s ‘ ~OR o R .
?vuninfd}hative TR | S ! A ! ’ inAormative ";‘

Ry

If y%u qon"idFr the adv-r?icment to be cqunlly u~11 drccribﬁd bv

-

| ﬁ_vlthﬂr 24 “ct*vq, thnv 1 ycu are ncutlﬂl in your frelines tow:*d it orv

l
"if the ccale Seans irrel#vant thﬂn Dl?"" M%r< as. sh0kn b*lowx

é%frgctive; K "—/;;>» K | ) SN T B

»

Please base your judeements on your first impressions, so do. N

ttractive
“not worry,dpruzzla over a Darticular‘scdié Also, pPlease conslder each
advertismrnt ind~p~ndcnk1y and do not rrfrr bac< to pr'ViOUu ane wrrS._

Th(nk you for‘your‘tim» 1nd —ffort f_it is Kiﬁdly apprccinﬁmd

B M‘f,/ﬂ e S
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Sinformative
L

“borling
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attractiv.:

‘dull -

complicated

vapue
unaftr;:ctii}c ,
.informativc
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c*citing'

simple

- ) boring
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simple '
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complicated .
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% Male Workforce in Man
Average total/household .

PR

Occupation = Income
] 24.1% 11,151~
2 Lo, 2" 13,725
3 39.6 13,972
A Lg 1 18,48}
5 47.4 - 18,610
6 . 12.2 ~ 8,213
7 S _12.514
] 37.4 16,482
"9 b1.8 22,348
10 37.3 . 18,751
12 18,1 © 10,207
13 22.8 8,174
14 12.6 7,917
15 12,6 - 9,236
16 718.3 11,591 .
17 . 12,1 -, i 8,783
18 0.6 9,516
19 17.2 - 10,829
20 16.1 - © 9,406
21 9.1 7,952
22 26.2 \ - 8,6ho
23 54.8 14,436
2h -, - 36.7 19,117
.25 10.4 8,726
26 23.2 12,652
"27 ]S-S . . 8)931
28 9.1 . 9,021
29’ 28.2 14,047
30 23.4 10,574
31 21.6 85367
32 25.1° 8,662 .
33 21.7 6,222 -
34 7.2 5,217
35 15.3 8,797
36 - 19.5 11,587
37 226.5 12,507
38 271 12,248
39 . 4.2 10,186
4o 25.0 14,118
41 17.9. 11,867
k2 10.2 10,327
43 20.1 10,180
Ly 0.4 7 75262
s 5.4 4,304
46 19.2 7,734
e 16,4 -8,309
48 20.0 9,225 -
50 5.8 8,578
51 10.5 10,766°
52" 16.3

9,893

Census'tract

agerial and Professjonal Positions

104

1 Occupation lncome
53 . 13.6%. 8,506
54 14,0 5,028
53 o 8.3 6,655
56 k4.9 7,341
57 13.3 - 9,005
58 6.6 9,106
59 6,2 8,697
60 - 10.1 8,201
61 BRI 7,016
€2 ©13.7 7,815
“¥§3 11.5 ’ 9,673
L 17.2 11,209
65 12.8 9,914
. 66 9.6 . .9,950
67 ©10.5 9,526
68 3.1 10,762
69 17.1 11,439
70 1.3 '9,4y]
A 9.4 3,373
72 14,7 11,784
73 9.9 9,697
74 0.0 5,058
75 4 17.9 10,742
76 20.7 11,02
77 - 22.3 11,865
78 TN 9,/ 1¥
- 0 }h;h 8,371

Class Intervals: |

-

“ Income (Av. inccme per household)
Oc;upation (

,///’

Percen;age professicral and

managerial workérS)/,
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CTITLE: -
MACEINE:
LANGUAGE:
PROGRAM TYPE:
' SUBPROGRAMS :

:' LIMITS.

PROGRAMMED/

DOCUMENTED BY:

g

Description

i, calculate T by,

\

K . . . . . [y

)' . v

v

UNIVERSITY OF ALBERTA.

Division of Educational Research Services

‘ ,Compqter'Progfa@‘?ocﬁmghtgtioﬁ ' -
a . ‘ ‘ \. - ‘ ) .5 .
ONE SAMPLE HOTELLING T TEST._ i.. -~ - =
I34 350/67. o . "
FORTRAN IV(H). -
COMPLETE. o o

MXOUT, FISHER, DATA, DMPRD, FST, HOTSIM,
(35P) CORPE, CONVT, DSINV, GUPRD, LGC, DMFSD.

Dinensioned. to accomodate up to 20 variables. 

K. BAY.
\"\:{j

1

Py -wst®-w 0 b

" where N=sample size’

- X=sample mean vector,

p=population mean. vector,

S=sample covariance matrix.

<

2. Calculate corresponding F-statistics and test‘Significanée;

3. Employing Roy's unior intersection approach, perform multiple
- _comparisons of any linear compound of sample means as option.

References

Morrison D. F.;'Mulfivariate‘St
19670 UP‘- 117-12"’- '

M,

Tos

106,

. ' 6 -
Lo .EE&ﬁg_a;i

atistical Methods. New York:‘vMEGraw-Hillwﬂ

Roy, S.‘N.,vé R. C. Bose. "Simultaneous Confidence Inteival Estiﬁétion,"

Aninals of Mathematical

-

Statistics, Vol. 24, 1953. Pp. 513-536.

:.‘; °r

-
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Preparation of Cards , ¢ ' B \
Header Cards - ‘ - - _ \ - .
Cels. . ; ‘ ¢ :
Card. 1 - 1-80 - . Title card. An alphameric:description of the data.
Card 2 - Paramegter card (1615). L ' ‘
) =5 NV ; No.®of variables. ¢ .
9-10 N No. of subjects in the s;mple. :
14-15 - MULCOM No. of multiple comparisuns of the llﬁegr compound .
o of sample means (can be zero).

Format for the data (20Au)

Card 4 ' S Popu’atlon mean vector read according to above fod%jt.
’ '(neans to whlch the sample means are to be compare
5 | 5
Data Cards . , : Do oA

Data card must be as described on Card 3. -

MULTIPLE E:_oh?ARIsons (Repeat fonowmg MULCOM times). - L

®

S 1. -tle (\zQAu)
' T2, Alpha level for confidence 1ntervals (FS. 5)
3. ' Format for welght vector A (20Au)
K. ‘Helght vec;o* A.

i
.
-

Last Card B ) N

Proce551ng ceases when a blank card is enconntered ‘instead of a title -
_card or an END OF DATA SET (/#*) <card is sensed.. ‘As many "jobs'" as required
may precede this card. o

~Ouf2ut. ' ST L ’,)
Thé followxng 1nformatlon is -output by the program
i{ Populatlon, sample mean vector. o ' .
2.° Sample D. P. matrix, correlation and covarlance matrlces.i

3. T2, D.F., F-ratio, probability level.

-4,

"'4. For each multiple comparison;',»d SRR o 'A‘ e
. .1). Weight vector A. ‘
2). T2, b.F., F-ratio, probablllty.ievel

3). Simultaneous confidence intervals. °



UNIVERSITY OF ALBERTA
P Division of Educatiohal Research Services o .ﬁN/

K Computer Prcgram Documentdtion

’

TITLE: . TWO-WAY MULTIVARIATE ANALYSIS OF VARIANCE AND COVARIANCE
| FIXED EFFECT MODEL WITH UNEQUAL OBSERVATIONS IN EACH CELL.
 MACHINE: I3M 360/67. o o
| LANGUAGE: . FORTRAN IV(H).
PROGRAM Tgpé;‘ COMPLETE. ~  ~ , }
“SUBPROGRAMS:  HYPOTH, RAOFT, ROYTES, MXOUT, FISHER, TRINV, DGHTRA, DMPRD,

o MUCOM, FST; EFFECT, CONTR2, DATRAL, DATRAN

' N ' (SSP) ARRAY, GMADD, GMPRD, GMSUR, GMTRA, GTPRD, MCPY,.MINV,
\NROOT, LOC, MSTR, DSINV, DUFSD, EIGEN, XCPY, BDIR, CDTR, =
DLGAM, NDTR, CONVT, RCPY. , S _

LIMITS: C Qu"ently dimensioned to accoaodate up to 20 criteria varlates
' -and 50 predictors which is equal to MAXMBTNCOV if MODE is
" Qor 1, and MA+MB+NCOV-1l if MODE=2. - . .

‘PROGRAMMED/

DOCUMENTED BY: K. BAY. | D S , ) R
. . '{)..> ° . v : ) B
Descrlgtlon : Lo ) e o

This program carries out a flxed effect model two—way multlvarlate
- analysis of variance with or without conconltan* variables control employlng
_equally or.unequally weighted means aooroacn for deflnlng main éffects. The
program ndles equal or u1ecual anDEL “of subwects per cell based on compu-
‘tatlonal r&cedures outlined in Bay's paper. The user must suec;fy his- design
“by. ch0051ﬂg one of the followlng de51gns, namely,
e oo
(1) Complete‘de51gns with equal weights for main effects, i.e., addi-
tivity is not dssumed, suitable for most experimental designs;

“(2) Complete designs with specific weights for main effects, i.e.,
additivity is not assumed, and the user must supply weight systems
for both factors. This design is suitable for most survey type
designs, ' ' ' L

- (3) Additivity model i;e;, interaétions are assumed to be absent in -
- . y ’ \ - . N .
the unrestricted model. This design is also called "least- square
solution" in some cases.’ : : co :

‘cally. sets up a proprlate design matrix X, and inter-parameter hyoothe51o
- matrix C and tebt hypotheses of the C B M =0 type, where B is parameter

. ma rix and M is inter-variate transfornax*on matrix which must be. supplled
iby the user. The fol1ow1ng tests are performed by the program:

Dependlng gpon the. user's choicé for she desi gn, the program automag1-7
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(1) The %gneg?l mean vector is. a null vector. . a
(2} Row_or/’@ effect vectors are all null.
(3) Column or 'B! efféct‘Veqtors are all null. , _
(4) If ¥ODE is 1 or 0, all interaction effect or 'AD' effects are null,
(5) If NCOV is not O, regression coefficient vecztor. for each concomi-
tant variable is a null vector. ‘ v .
.If any:tne hypothesis on main effects or interactions is rejected, the
user can chéck which parameter or linear combination of parameter-variate
may lead to rejection of the, hyp&thesis by using optiocnal multiple comparisons
of parameters. However for this option, the.user must specify interested
~contrast of main effects or interactions and variate or linear combination
of variates by inputting contrast matrix and inter-variate weight vector Weo

e

. "References ,
Bay, K: Application of Multivariate Analysis of Variance to Educational and
- Psychological Researches, . r»t I1: fvpothesis Testing by MANOVA Prorrams.

Unpublished Paper, Division of Ecducational -Research Services, University
of Alberta, Edmontoh, 1969, = o ' o

Mofrison, D. Fj"MultiVariate’Statistical'Methods. New York: MCGpaw—Hill,
1967. i ' ' o

< . . S :

Rio, C. R. Linear Statistical Inferences:and Its Appljcations. New York: .
»» John'Wiley & Sons, 1565, - o ‘

4

Scheffe!, H. The Analysis. of Variance. New York : John Wiley & Sons, 1969. -

- ] !
Preparation of Cards ' g

Header Cards = S - o ‘ o
- " Cols. : - S SR
“Card 1 1-80 Title card. An alphameric'description of the data (20A4),
Card 2 , Parameters (1615):NT,NV,NC,NCOV,MODE ,MA ,MB ,NHATH
’ ' - 1-5 NT - ° Total number of subjects in the sample.
e 9-10 NV . No. of input variables including two index
' , variables to indicate ‘levels of each factor
. . (usually 2 + NC + NCOV).
14-15 = NC ' No. of criteria variates. ; .
19-2y NCOV  No. of concomitant variabdles's
e . 25 MODE Option for the type of design. .
- ’ . O--Complete design with equal weights.
1--Complete design with specified- weights.
, . 2--Additivity assumed. B - ; .
29-30 MA No. of levels in factor 'A'. T s
34-35 . ' MB No. of levels in factor 'B'.
39-40  NMATHM No. of M transformation matrices.
~Card 3-1. Weight vector for factor "A'(16F5.5).. . :
~Card 3-2 : Weight vector for factor 'B'(16F5.5). L -

Card 4 _ 1-80 . Format for data cards (20A4). -
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Card 5s - Data Cards . »
: 1) Data cards tust be coopatlble with card u
(2) Each.READ statement reads (in F format) 2 index
variables, NC crlter*a varlates and 'NCOV concomitant
varlables. If data card is not punched in,this
order, DATRAN rust be used to rearrange the order,

(Repeat Card 6- 17 NMATM times)’

Card 6 ' l~80 Title for M transformatlon matrix (20Au)

Ca€g17‘ i NU, ‘MULA ,MULB MULAB(lGIS)
T 4=5 - NU--No. 'of columns and rank of M matrlx.

MULA ,MULB ,MULAB--No. of weight vectors for multiple
comparisons of parameters for main effects and
g ‘ : 1nteractlons.
G

& el &

Card 8 1-80 ?ormatvfor'rows of M matrix (20A4). = P o T
Card 9s ‘ b.Rows of M matrix with above format (NC rows)
(If HULA 0 go to card 16) .
“ Card 10 -1-8Q Tltle for contrast coeff1c1ent matrix (20A4).
Card 11 "1-80 Format for the rows of contrast matrix (20A4).
Card 12s 1 : Rows of contrast coeff1c1ent matrix, (MA-1) rows.
(Repeat Card 13- 15 MULA' times) ;%
1-80 T Title’ for 1nter-var1ate welght vector w (QOAM)
4 1489 - Format for the weight vector (20A4).
ﬂ‘Card 15 ‘ Welght vector of length NU. e  {/ =--1
Card 16 ~ Repeat Card 10- 15 for factor 'B' if MULB {s hot 0
: " No. of rows of contrast matrix is (MB- 1). _
Card 17 . ‘ Repeat 10-fs for 'AB! 1nteractlons if MODE is not 2 and

MULAB is not 0. No. of rows pf the- contrast coeff1c1ent
matrlx is (MA l)X(HB 1). » ‘

Last Card
285t “ard » , ‘ v
Processing ceases when a blank or an END OF, DATA_SET (/%) card is

enoountered where a title card for next job was{@xpected As many jobs as
,requ1red may precede this blank card.’ e

Special Considerations

-

, (1) . Since the accuracy of the program depends on the computation of the
inverse of matrix xX'X, (x'x)*lx X, which should be close to an identity
matrly, is output to see the accuracy of the program. : _

(2) The overflow problem may be avoided by d*vxdlng every crlterla or
concomitant variable - by a constant without affecting the 1nference.

)
-
3

o,

R4
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, (3) ' The .assumptions of the homogenelty of dispersions and normallty may
be tested by MULVS1 and MULVS3 respectively, if some 1rregular1t1es occur or
there 4re some reasons to.suspect v101atlon of the’ assunptions.

Outout

The follewing information is cutput by the prdgram.

1.  Criteria and design matrik”(opfional).

2. X'X matrix denoted by AA. ' :
3. Estimation of effects or parameter matrix, 1 e., general mean vector
’ 'A' effect matrix, 'B' effect matrix, 'AB' interaction matrix, and

_ regression coefficient matrix estimates,
4. Deviation product due to error or residuals before M transformatlon
'+ denoted by SE martrix. : ‘ :
5. (xX'x)- lX X to check' the inversion computatlon.

Main Tests : )

The. follow1ng is output fo. each M matrix.:

1. Input M matrix and SE matrlx after ¥ transformatlon. N :

2. Test for 5 types of hypotheses described on page 2. For .each hypothesis,
C, deviation product matrix due to hypothesis denoted by SH. is output,
and Rao's apprcximate F-test using Wilk's A and Roy's. max1mum root tests
are performed. : . . . : . o

Multiple Coﬁoarisons

0.
<

The follow1ng output, is glven for multlple comparlsons of parameters if
‘any of MULA, MULB, and MULAB is not 0. - : L e

s

"1l.  Contrast coefficient matrix, and correspondlng C matrix.

2. ~For each weight vector and for each row cf contrast matrix, normallzxng
" inter-parameter vector b, Rao's test, Roy's c01f¢dence intervals of the

-contrasts of parameters, and’ confldence intervals of Wllk's AL

i
.-
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