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" Abstratt

o Effe tﬁveness(of the Canadian Carpet Institute s ClaSSification
Labe] As An Information Sourte for Carpet Buyers '

Univer51ty of ATbenan\

Facu]ty of H me Economics ,

' 7\ Div1s1on: CT thing and Textiies

A

i

conceptuaT framework for the study. The popuiationﬂfor‘tﬁe_stud§YWas

f'Theijrp;se‘of this.study was to determine‘the eXtentrand'type,of'
pre-purchase i
this behaVTOFJOH 1n1t1a1 post—purchase expectat1ons»effand‘saiﬁsfactionecf

w1th the_\carpet Spec1f1c focus asf“on consumer awareness,_

understandingyand use of the Canadian Carpet Institute s (CCI) carpet
ciassification Tabe] and pamphlet., | '

The gﬁgei-BTackweii Ko]iat (1939) consumer behayior mode] was the .

j'earch behaV1or of carpet consumers,' and. the effectv‘of, L

-~comprised of. consumersrwho had recent]y purchased carpet A sampie of

these conspmers was obtained through the co-operation of Edmonton'

'L' carpet retaiiers. : A\,tota] of 109,.respondents participated in an’

’ 1n1t1a1 te]ephone 1nterview and compietion of a »questionnairei /" The -

data was statisticaiiy anaiyzed w1th the foiTow1ng tests One-way

:kana1y51s of variance, Chi square,»T—test‘and Pearson s~product?moment-"”

corre]ation coeff1c1ent T S L

AN

The findings 1nd1cated the two product attributes coTor and price :

were the most frequentTy sought after features.i The respondents :):

N

i a



conducted a reTat1ve1y Timited search cons1der1ng the perceived risk f;_,< P
‘"V°1V9d with ‘the Purchase.' They scored a higher TEveT of satisfaction v-.'f*”””
! = with 7~1e55' extensive store search. The type of - search ‘was’

characterized by a variety of 1nformat1on sources being consu]ted w1th

i . ‘the’ carpet saTesperson ranking as the- primdry source. L f~ S
o Demograph1c and 11festy1e characterlstics and respondeﬂts;/,/fi///
exper1ence w1th‘carpet had 11ttTe mean1ngfu1 effect on the respondents » ‘/:7

k awareness and use of the CCI Tabel and/or pamph]et._ However, reta11er
. attitude s1gnif1cant1y affected thETWS of the CCI w" Qs
I o “,‘:‘f‘ Support by the reta1ner/for jhe Cf/dlabe111ng program 1ncreased¢~ «
| | ,EEEEQDQQHtS‘ awareness and understand1ng of -it. Those resp dents who
ff";ﬁ”k~/w ////’ were aware of . the CCI pamphTet scored higher in 1n1t1a1 post purQh?se .
AR R satisfact1on than those who did not. o L T
' ! | B - / .
; o, ‘ ’\‘ -‘ . : : i l’\
. { I — L :
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-'hire7few epp11cab1e to the carpet 1ndustry. \;?ff;ff;fl”">° vz:' ,f;;;\ S

af'the se]ect1on ahd purchase of carpet. jj fﬂfv:ff

Ce o CHMTERT o e

CINTRODICTION.

e

Techno]ogy, comb1ned w1th mass product1on, mass advertls1ng and

)

; ff1ncreas1ng]y h1gher standard of 11v1ng., At the same t“‘“‘fhESE‘“fa

-

"fdevelopments have 1ncreased the comp]ex1ty mak1ng 1nte111gent
"'purchase dec1s1ons.. New technology has 1ed to the d1scovery of new

ﬁatproducts, part1cu1ar1y 1n the text11e 1ndustry -we-no 1onger.have-on]y-

A

‘ftfconsumers are now offered a mu]t1p11c1ty of synthet1c f1bers that are
"tltused alone or 1n comb1nat1on w1th naturaﬂ f1bers. A]ong w1th the
‘3f1ntroduct1on of the new f1bers have come new f1n1shes and new

'~constructlons. _ The consumer 1s now prov1ded w1th many benef1c1a1

j;fthe bas1c natura} f1bers such as cotton, WQ01 _s1]k’and 11nen rather,iffffa

z?_propertmes such as ease of care, ant1 stat1c f1n1shes, 1ncreased /- ',1

: /

idurab111ty and 1mproved performance/appearance retent1on to name oniy a

‘/“.’-

-"i S : ‘. /{»"."

¥

N1th the 1ntroduct1on of numerous new f1bers and f1n1shes 1t isﬁt&

A N

fg;tmass \reta111ng have brought the consumer numerous benef1ts ‘and an f” o

*i'fV1rtua11y 1mp0551b1e for the average consumer to be wel] 1nformed abouttﬁ"‘
7.fa11 text11es and the1r performance propert1es.; Many consumers feeliff:'f’

}'ioverwhered 1n the1r effort to make a w1$e ch01ce. Such 1s the case_jnfff"



7i”upon the FederaT Department of Industry*

In June 1969 the Consumers Assoc1at10n of Canada, recogn1z1ng the;

1ncreas1ng need for product 1nformat1on, :passed a resoTut1on caTT1ng’;3J

».f”Prov1de for a Standards Counc1T one of the tasks of sa1d.Counc1T to.;s,*
‘1"ffbe the estab11shment of performance standards for carpets and rugsh?‘“"
vv}]ii;through cooperat1ve work with the manufacturers" and that the Depart-o o
A'itffment of Consumer and Corporate Affa1rs ”reqd1re that such performancet-“"
rjifffstandards be T1sted on attached 1dent1fy1ng tags to 1nform the consumerpiffx?
¥-Tf;of f1bre content and performance standards“f(Edwards,11980) In 1971953‘1'
ix{{dthe Canad1an Carpet Inst1tute, the Canad1an Government Spec1f1cat1onsfcjfhf
.;‘Board and the Federa] Department of Consumer and Corporate Affa1rs pro-ifu
'.1f]}ceeded to survey the carpet construct1ons, the cTass1f1cat1on 'orﬁ{,ff
':ilgrad1ng schemes used eTsewhere 1n the woer and bas1c cr1ter1a forﬁfuet;

T?é'rat1ng carpets of var1ous f1bers and types accord1ng to expected per-;jpp‘#

,vvv R

' ._formance WTth regard to appearance retent1on ‘j];v,:,'};;_.a_a»”g ;t},“"7;

- t; By Apr1T 1979 the Canadlan Carpet Instltute w1th the support ofainT‘

lbrhﬁdthe Department of Consumer and Corporate Affa1rs developed and 1mp1e—;otb
ohmented a performance rat1ng TabeT to be attached to the carpetfénf;;
‘L';CsampTes ' The purpose of the CTass1f1cat1on LabeT (Append1x A) was tof:‘fd
}xrti,adv1se consumers at the p01nt of purchase of a carpet s expected:[}Tti
= ffab111ty to retaln 1ts appearance compared to other carpets A pamphTetiffif
f;?(Append1x B) ent1t]ed "Shopplng For Carpet? The CTass1f1cat1on,1'ri-
'lﬁgTLabel Can He]p You“ accompan1ed the TabeT The pamphTet was des1gnedJ;aT:
"f*'n;to prov1de add1t1onaT gu1dance, ass1sttng the consumer 1n se]ect1ng the?ﬂ;i,“
i Frfh{*appropr1ate carpet cTass1f1cat1on for each room 1n the home cons1der1ng=:_dﬁ

: _fythet;famnjy s vslze,\ hab1ts and traff1c patﬁerns./' Three appearance’T;[ff

rade and Comnerce to '



T S B Lo - t

: Ut:retent1on c]asses - L1ght Med1um and P]us NG were estab11shed for-‘p]f

”fﬁfcarpets meet]ng performance cr1ter1a developed by a pane1 of 1ndustryfa'

“hf}g;experts.- C]ass1ffcat1on pane]s compr1sed of repreSentat1ves from maJora

"f:“gpcomp]‘ance (Edwards, 1980)

_lfiff1nafter referred to as CCI) c]ass1f1cat1on 1abe1 heﬁf

';'reta1]ers, d1str1butors, manufacturers and a research and test1ng”;ﬁ

g

’f*;h‘3‘organization were g1ven the respons1b111ty of c]ass1fy1ng subm1tted’ff .

f'.jpcarpets accord1ng to the spec1f1ed cr1ter1a. A test1ng organ1zat1on3]]f

“ai,‘was appo1nted by the Inst1tute to mom1tor product1on and 1abe]11ngf°'"'

sy o

v 5Afij;Statementfof'thepProbleml:_:h}t.h_f:f*“'

&

Th1s study was des1gned as Phase I of a two phase study tof;;’

7o}:eva1uate the effect1veness of the Canadgan Carpet Inst1tut fs (hereQa:.vfl

~,

: f‘"1ntroduced1by the Canad1an Carpet Ihst1tute 1n Apr11 1979 as an 1nfor-d;j1jﬁ

o ?mat1on source to a1d consumers 1n the se]ect1on and purchase of carpet.

”"_'._-cc1 1abe1 and pamph]et. Phase 11 wm be devoted to attemptmg

abe1 wasf,_fj*
J

The ma1n purpose of Phase\J was to determ1ne the extent and type; o

'ffphof consumer s pre purchase search behav1or when purchas1ng carpet, andjfﬂg‘r

&

:n'jf;Spec1f1ca11y to study consumer awareneSS,,understand1ng,.and use of the_j”iff

e

- “.v{determ1ne 1f a re]at1onsh1p ex1sts between the use of 1nforma»fonh"’

"'.50urces dia part f :th‘ purchase dec1s1on pd post pupchaserEL

‘.v;a-.‘,.

‘y?;?sat1sfact1on Of part1cu1ar concern 1s -the 1nc1dence of prob]ems;:ﬂ"

’f;;“re]ated to 1nappropr1ate se]ect1on and p]acement of a carpet.,/h;rfﬁ



o Justification

Consumer behav1or theory suggests that use of product 1nformat1onaﬁ'i7ﬂ

‘“swhen evaluat1ng a]ternat1ves sh0u1d a1d the consumer in mak1ng a. w1se.g&" '

S cho;ce, thus reduc1ng post purchase d1ssat1sfact1on. Thus any program‘.

__fto prov1de 1nformat1on about expected performance of various carpetdﬂ

A a]ternat1ves “should reduce dissat1sfact1on due ,to] 1nappropr1ate¢>4f?H

.‘rt._se1ect1on and p]acement.u éihether tms outcome m-” be reahzed,f"

‘ gvdepends, however, on severa] factors re]ated to consumersfxawareness,;

. ‘f;perfect]y eff1c1ent consumers ar :

” ﬁflcho1ces to prov1de ut111ty or sat1sfact1on{ ¥

£ that “more. effort should be p]aced on. consume <,

'5-1nformat1on

understand1ng and use of the program.:,5 t7h7:'.“ijd;}‘;u‘gaiiﬁgfi“

Sproles, Ge1stfe1d and Badenhop (1980) stated ‘ thatj"f_a

\

def1ned as those 1nd1v1dua1s whof;hgfl

'successfu]ly 1dent1fy the re]at1ve a:f11t1es of a set pf a]ternat1vepv”-‘.

Arbaugh (1974) stateddeji h

awareness of the;;7 =

.'T“;1nformat1on and the benef1ts that can be der1ved from c",/:? ing the

'if Anderson s (1977) fiﬁAsﬁgs*“j;;.)}fiffg”

St show that consumer we]fare in terms of cho1ces madevjw R

‘and feelings of satisfaction, is influenced by ‘the type = =~ o

'i?,and extent of" earlier search behav1or.. The quest1on -then
“‘arising ‘as ‘a result of. ‘this :determination is that

researchers should determine what type of . ‘search’ ‘behavior -

" leads’ téo improvements: in the qua11ty Of the u]t1mate‘nf
;,_purchase dec151on? | : :

‘"”thesearchers need to exam1ne\consumer buy1ng hab1ts and determ1ne 1f

;4351nformat1on prob]e;

”}:1nformat1ve 1abehh

are a v1ab e means of 1mprov1ng the consumer



Horne (1980) conc]uded that A]berta consumers re]1ed on their ownf@t‘-‘”

_‘exper1ence and consumer or1ented ) 1nformat1on sources ‘to obtain

1nformation -on the qua]ity of b]ankets and draperies,~ and - on sa]es-'

/

' ;;‘gpeople (marketer dom1nated) and consumer-or1ented sources for such'
"aJnformat1on on upho]stery.‘ 0n1y 50 percent or fewer of the consumers»'\

,nsurveyed re11ed ‘on labels for 1nformation on f1ber content and clean1ng"

.}:ref]ect a prob]em w1th the consumer s ab1]1ty to 1nterpret the 1abels.» Y;f'
Sproles, Ge1stfe1d and Badenhop (1978) asked o how do
t;governmenta] regu]at1ons of c]oth1ng and text11es affect consumer _f
“‘1Lf'satlsfactlon? To what extent 1s federa] regu]at1on more effectlve than',eﬁVP

o ;3:se1f-refu1at1on by 1ndustry 1n prov1d1ng uTtlmately for consumer sat1s-a7

1

‘ol

'*re]at1ons between lnarketers and consumers and out11ned rat1ona1e 'for;»

L the prov1s1on of consumer 1nformat10n Marketers were charged w1th-~

,‘r,»:-“ B

’“Llfor the three products. She suggested that the resu]ts poss1b1y SR

S

Thore111 (1972) quest1oned the adequacy of 1nformat1on‘dﬁ,"

/‘tfbe1ng unab]e or unw1111ng to prov1de consumers w1th 1nformat1on thatfrf{f‘

‘t'?f;WOU1d Derm1t them to make a reasonab]e purchase dec1s1on
R Anderson (1977) reported an ear]1er attempt py Consumer andcf””‘

";;Corporate Affa1rs Canada to put pressure on the manufacturers of:'f_

“}an 1nformat1ve 1abe] on the1r products. The purpose of the 1abe1 wa57 ‘

.,-to g1ve the consumer product 1nformat1on that wou]d a]]ow them to'

V,for., Industry and consumer comm1ttees were estab11shed to recommend,o

the 1nformat10n and format of the 1nformat1ve ]abe111ng.ﬁ_However,

o

”9_’regard was g1ven to such 1mportant consumer 1ssues as. "{1;,;§studying:f

‘ifj'durable goods, such -as furn1ture and carpet1ng, to prov1de vo]untar11y: d]'x

t:[;}choose the product possess1ng the character1st1cs they were 1ook1ng;;j'»*f



:how consumers go about shopping for information,

»an 1nformative 1abe1" (Anderson, 1977) : Formal

o so]ut1on to the consumers' 1nformat1on prob]ems..t"

J'areas) ,f;;.f?”

what kinds of shop'in' o

)informat1on they wou]d find re]evant - and what effects, 1f any,.such

“ '1nformation would have on the1r purchase behavior when commun1cated v1a

nvest1gation of such

’ﬁh_related consumer behavior matters could supply the government with a o

more CONPTEte p1cture ‘of consumer buy1ng hab1ts and wou]d make it o

“;ea51er to determ1ne 1f 1n fact the 1nformat1ve 1abe1s are a v1ab1ep

».g e

In a study of consumero-sat1sfact1on and comp1a1n1ng behav1or“

Tamong Canad1an consumers, Ash (1980) reported that for hous1ng and home (R

=l > .
v.furn1sh1ngs, the reason g1ven most often for d1ssat1sfact1on was that”_

- vthe qua11ty of mater1aL§ was 1nferwor.ﬂ Exper1ence w1th carpet1ng7ff

'prob]ems analyzed by the Un1ver51ty of A]berta s Texti]e Ana]ys1srpgc~,'

Y

-_lServ1ce suggests, however,»that comp1a1nts about qua11ty often resu]t“v
l‘ from 1nappropr1ate se]ect1on and p]acement of carpet (eg carpet1ng“

‘5“5fsu1tab1e only forl\lght or medtum traff1c areas is used in h1gh traff1ciﬁ-,

N ; . ?2 .
. o g e . E
. Sl

In a study of 1nforma:30n seek1ng among purchasers, Anderson

: (1977) found on1y weak ev1dence that carpet buyers who are act1verw"

a

*-l1nformat10n seekers are ]1kely to be most concerned w1th 1nformat1on'

about the content p rformance and care of carpets. Resu]ts of and;

1nformat1ve 1abe111ng exper1ment 1ed Anderson to conc]ude that

't'a]though the presence of ‘wear 1nformat1on on carpet 1abels 1eads toi.
s severa] more favourable purchas1ng c1rcumstances, thgre can be too much'{r;
"ff1nformat1on on the 1abe1 to ach1eve opt1ma1 resu]ts._ He found that ;

'"i';f~; the p051t1ve- effects of an apparent]y sa11ent 1tem °f ‘abe1fltv

T lem

ey



N

"_‘discliosur‘e' . . . tend to be depreciated "heﬁ an qddi\twna] item of .
is added tL the 1abe1" “

“ \ et

v'relative1;7%extraneous 1nformat1on s

A,

P

"».Anderson(further suggested_that LS

‘;'5:; the mere existence of an info mation scheme és disn'
'closure cannot in itself be presumed to be a. suff; c1ent _
bas1s for ' the success of _the {program. . Rather an o\

. accompanying educational ‘program ~ appears. necessary to
-~ ensur that consumers attend to, use, anq benefit from:

The

o estab11s ments..‘ﬂ
. Spro]es, Ge1stfe1d “and BadenhOp (1978) conc]uded that sev ra]
: 1mp11cat1ons fOr producers and marketers were emerg1ng. _ The 'most

g 1mportant ofvthese\ as the soc1eta1 need for vo]untary 1ndustry w1de-r

: test1ng and consumer 1nformat1on programs._’ Also, marketers rea11zed

~the 1mportance of spec1f1c product character1st1cs ‘as’ ‘a compet1t1ve
'vvse111ng too].n.~ R ', v ; ,,.,frn !

McCuHough and Besh (1980) 'stated ‘that - by"permitt'ing policy -
- ;makers to eva]uate ex1st1ng a]ternat1ve 1abe111ng programs W1th regard
d“to preference of 1nd1v1dua1 consumer groups it s p0551b1e to 1dent1fy‘

'75negat1ve as we]] as pos1t1ve aspects of 1abe111ng a]ternat1ves. : In

some 1nstances 1t may be des1rab1e to spec1fy d1fferent 1abe111ng

. e
\
A%



' requirementS"%ased\\;pon'differenoes‘ in product'(usage in different’;
consumer segments of the market. i R ,‘l': “~f*
AN
Referr1ng to. CCI c1ass1f1cation 1abel for carpet Edwards (1980)

) suggested that it - o v‘d = '_ ‘d

. ... must be mon1tored to ensure max1mum understanding‘
and utilization ‘of, it. A ‘review of consumer awareness
and use of the program- at regular intervals with a- view
to improving’ its value: %o ‘all concerned and the posit1ve
and negative feedback from the 1ndustry w111 ensure a
proper evoPut1on of the program.; %

|

&.~E( ‘w1]k1e (1976) recogn1zed ‘the need for pub11c agenc1es to eva]uate the

!‘g‘ T

1mpact of such programs on consumers and at the same t1me ut111ze the
, resu]ts to revise or des1gn future programs*
B The CCI c]ass1f1cat1on 1abe1 is an examp]e of vo1untary prov1s1on '

2%

“ of 1nforma 1on on the part of one. manufactur1ng sector Th1s examp1e‘
'm1ght we11 be fo]]owed by other sectors espec1a11y those re]ated toﬁtﬁ

!

hpme furn1sh1ngs | If successful such vo]untary schemes m1ght negate

“the demand for government regu]at1on with respect to 1abe111ng of those.'” .

| products » » R :
It was hoped th1s study wou]d shed some\rlight on thé’if'

:‘aeffect1veness of the vo1untary scheme, and suggest ways 1n which. the'

program cou]d be made more effective if necessary In add1t1on to suchx'j

x;'pract1ca1 1mp11cat1ons, the f1nd1ngs wou]d add to the emp1r1ca1 body of ~

;know]edge with respect to re]at1onsh1ps between consumer 1nformat1on f

;and sat1sfact1on, thus contr1but1ng to ,the further development ofj R -

’ .vconsumer behav1or theory. .

v

Sy
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‘Objectiyes .

The spec1f1c obJect1ves for the studyafol1ow

1. To determine the stated ¥%portance of performance/appeanance

retent1on as an eva]uat1ve cr1ter1on in purcha51ng carpet ?MS" )

2. To. determ1ne the extent and type of pre purchase search
behav1or when purchas1ng carpet and more. spec1f1ca11y, (a),to 1nvest15
hgate the consumer S pre purchase awareness and: mnderstand1ng of the CCI_a
.class1f1cat1on 1abe1 and pamphlet (b) to determ1ne ‘the extent ‘of use o
- of the CCI 1abeT and pamph]et as 1nformat1on sources when purchas1ng.f

carpet the cred1b111ty attached to these sources, and the1r perce1ved

usefu]ness, and (c) to determ1ne the perce1ved adequacy of the 1nforma-

“4t1on prov1ded on the 1abe1 when used a]one, 1n conaunéfﬁon w1th the,'

’

k’pamph]et and/or, in conJunct1on w1th other 1nformat10n sources._

8

and use of CCI label of: (a) demographJc var1ab1es,‘ (b) 11festy1e.

!
' var1ab1es, (c) experwence 1n purchas1ng carpet ‘and (d) reta11er

Q

’»att1tude toward the 1abe111ng program.g,."

4./.(a) To determ1ne 1f a relat1onsh1p ex1sts between extent and“
type of pre-purchase search behav1or and 1n1t1a1 sat1sfact1on with
-carpet performance,; and more spec1f1ca11y, (b) to determ1ne 1f a

(;relat1onsh1p ex1sts between awareness, understandtng and use of the ¢er

»1abe1 .and- pmhphlet and 1n1t1a1 expectat1ons of aqd satlsfact1on w1th -

carpet performance.

3. To determ1ne the effect on consumer awareness, understand1ng

Pk
. . i, ¥



= 0 \,\

A ' ."”‘tj\,‘
Null Hypotheses . - s

.

A number of nu]] hypotheses have been formulated and w111 be )
' tested to meet obJectiyes three and’ four. ‘

| | 1. No s1gnif1cant ‘associatlon exists; between 'fnitialv‘post-_
purchase satisfaction and | L '

| | fa.‘ extent of pre purchase search behav1or

_‘b.; type of pre-purchase search behav1or "

2. No sign1f1cant associat1on extsts between initia]»'poste;
7;purchase expectat1ons and ‘ y |

| ,-'a; {consumer awareness of the CCI Tabel and pamph]et

‘ b. ,consumer understand1ng of the CCI 1abe1 and pamphlet

'ia.c. consumer use of the CCI 1abe1 and pamph]et. .

o

r

3;«'No' s1gn1f1cantv:assoc1atton jex1sts _between '1nitiaty\pqst-
‘PurchaSe‘satisfaction and | | | ( _ |
| .- a. consumer awareness’ of the CCI 1abel and pamph1et
”ﬂb.'jconsumer understand1ng of the CCI 1abe1 and pamph]et
",¢; aconsumer use of ‘the CCI. 1abe1 and pamph]et.
.,4;1 a. No s1gn1f1cant assoc1at1on exlsts between awareness of
o _'the CCI 1abe1 ‘and pamph]et and the respondents : |
"-v(]} sex .
i) age

)

) .
(iid) | 'e,duc‘atjion‘

)”'occopationiﬁ

)

income.



; . ‘\
o
. ' nm
i
kY
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b. No sign1f1cant association exists between understanding

\ !

of the CCI 1abe1 and’ pamph]et and ‘the" respondents'

(1) sex | R ‘ - ": o o
i “: : o o CO(if) age A ! A : }
o f);‘f (iit)\.educetioh o -,j f SN -
‘o (iv) occupation | o ; ol ged:\’wﬁ&-
(v) .1ncome. v |
h*' ‘e. Ngqe1gn1f1cant assocwatlon ex1sts between use of the CCI
| label qnd pamphlet and the respondents' -
(1) sex N
~(115§_aqe'
. ‘(fii)‘ educati ‘
_ (iv) _oe;upetiqn ' : Q'
| ) dncome. o
f;5. No s1gn1f1cant assoc1at1oh ex1sts betueen 11festy1e and . »
E R a. consumer awareness of;the ccl 1apel 2 d—faamjathe.rt—-——""““‘”’“'—~
“h . :‘;/;;I;;;be,;een er'understand1ng of the ccl 1abe1 and pamph]et e
5““ & —quiiwf.-d“‘ l c. consumer use of the CCI 1abe1/3nd pamphlet.- .
T v”m. :h,,é. No's1gn1f1cant assoc1at1on ex1sts»betu_en,eensum rEx
T . and | | :hh_ f | .
N ___;3. consumer a" ‘ “v 1'1abe1 and pamph]et h
”F%f,v;'>2:iv ,d'y ;'_ b. consumer understand1ng of the CCI Iabe1 and pamph1et ”' ’
> :e; R Cc. consumer use of the CCI 1abe1 and pamph]et. - '{_‘
° f{aﬂ ézf‘vNo\ s1gn1f;;ent assoc1at1on ex1sts between retailer att1tude
E; 'andf | o ) o = e o |
</ R IR T o |
\ } .
A
A *



a. consumer awareness of the CCI label and pamphlet
b.. consumer understanding of the CCI label and pamphlet

c.i consumer use of the CCI label and pamphlet.

.W,Wwwwwwwxcmw-wrw»w”f”fJ”'nefinitionS

1. Stated 1mportance of pﬁrformance - (Carpet performance for .

;the purposes of this research will be defined1 as durability andeﬂf“""

appearance retention. This termino]ogy was assign d by the” rqsearcher

,‘v/’\

based on ¢ consumeny.responses-*obta1ned from the pretest whereby

- _ o o
: : performanée of the carpet .was . most frequent]y ‘referred to as’

7 L .
'durab111ty/wearab111ty, and, the ab of t e/carpet to maintain its

or1gina1 appearance ) The stat 'ance' of perfOrmance will be

i

define¢ as the- relative sa11 of suth features (ie.'durabi]ity and

- ~ ’ appearance _1on) to the consumer whenv maklng the purchase’
oec _‘on\vﬂﬂpgratlgnaily der1ved from responses to items 1a and b in

.\' - Append1x H. .
. | : __/ﬂ,,,,,,—l/’f“”
2. Extentnofepre-purchase search;(gmav+o ‘

,__,Mﬂ——~ww—~—~*a*cpnsfmer exam1neswonﬁ4nvest%gates*the*fa?pet alternat1ves currently

ffffWﬂlﬁwf"'#fg—a;a11able in the marketplace. The extent of pre-purchase = search

v’ fﬁ\ "f 3 behav1or,can be subdivided 1nto four measures (adapZed from Anderson,
t ‘ \"'3,'1 1977)// _1"";} R ; | ;.

) a. PreePurchase Period - the 1ength of time in weeks. the

‘ consumerﬂp]ooksi-for carpetlng-pr1or to the actua]

12

//'

-

-



purchase. Operationally defined as the response to item
2a in Appendix H.
b. Number of Stores Visited - operationally defined as the
responses 1nd1cated in item 2b in Appendix H.
c. ?otaffﬁﬁaber of Stores Visits - operationally defined as
the responsés indicated in item 2b in Appendix H.
d. Other Carpets Considered - a comparison” of product
| élternatives, specifically the number of &1ternat1ves
considered as _indicated ‘in response to fitem 2c. in
Appendix H,
In addition to the above four measures extent of search was
operationally defined by a composite index obtained by summing (a)
pre~-purchase period, (b) number of stores visited, (c) total number of

store visits, and (d) other carpets considered.

3. Tyge‘ of pre-purchase search behavior - the different

classifications of information sources consulted by the consumer' during
~ the pre-purchase search period. Operationally ‘defiqgg//as (a) the
respondent's §eported use of source(sT’T?gfed in item 3a in Appendix ‘H;

(b) the helpfulness and usefulness of these sources in making the

purchase decision as reported by the réspondents in items 3a and 3b

respectively in Appendix H.

4, Pre-purchase awareness - the level of consciousness

N

part of the- consumer about the. existence of the CCI 1label and/or

pamphlet during the period preceding the'actual purchase. Operational-

).1y defined by responses given by items 6.3 and 14 in. Appendix H.

o

the

13
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5 5. Pre punchase understand1ng | the 1eve1 of the consumer 's

';x~comprehen51on of the 1nformatton appear1ng on the CCI label and/or_:

T'o]y def1ned as responses to 1tems 8 and 9 1n hppend1x H._"t’*

6.1 Extent of use - the degree to wh1ch the consumer emp]oys thevftv

'*JCCI 1abe1 and/or pamph]et as an informat1on 50urce dur1ng the consumerzi

f1tems 11 and 16 1n Append1x H

= *ﬂOperat1ona11y defined as the response g1ven to 1tem 17 1n Append1x H

8. Perce1ved usefu]ness ”g an. 1mpress1on on the part of thevffff‘t* g

\

\

f]S 1n Append1x H sa.dgdgftai;thj;f”j_f?f?;3f°7d

T

fpamph]et dur1ng the peri°dlpr903di“9 ‘the actua] Purchase.; OPerationa1-5‘f T

\"'Edecis1on-mak1ng process._ Operat1ona11y def1ned as the responses tof'; S

fftfﬁ:;Vt; Cred1b111tz the degree to wh1ch a consumer cons1ders’fff?,»,?

'1‘1331rel1ab1e the 1nformat10n g1ven on the CCI 1abe] and/or pamph]et.gffff;:;ﬂ

'fjlconsumer towards the benef1c1a1 use of the CCI 1abe1 a]one or 1n_i-7t“"
—"dﬁﬁCOnJunct1oﬁ with the pamph]et and/or 1n conJunct1on with other 1nforma-5T ,ﬁff””

‘Ct1on sources.r 0perat1ona11y dertved from the responses to 1tems 10 andﬂft*"”

"'9 Perce1ved adeguaqy “} an 1mpresswon on the part of the :

o :‘der1ved from responses to 1tems 12 and 13 1n Append1x H. | ‘;

K

cv”vfconsumer about the suff1c1ency of the 1nfermat1on prov1ded on the CCI'fff"ff
‘;fJabel a]one or 1n conJunct1on w1th the pamph]et and/or 1n conaunct1onj‘- 5

| ’nfw1th other 1nformat1on sources.‘_ 0perat1ona]1y deftned as a scoret{n‘_},a‘

10 In1t1a1 expectat1ons -eant1c1pated performance of the carpet»f

based on fam111ar1ty w1th thej,product preV1ous exper1ence,' or on B

precond1t1oned set (Schiffman and Kanuk,,ﬂ978) Operattona11y def1ned

’..:\_ RSP



7":57and soc1oecon
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: psby the responses to 1tems 34 and 4 zn Append1x F and 1tem,‘1§thnf"

h_;Appendix H

In1t1a1 sat1sfactlon - fu1f11ment of consumer s perce1ved",jf,e’th

. expectations regard1ng evaluative cr1ter1a used 1n carpet se1ect1on.kbssfi."v

() sat1sfact10n w1th carpet (b) assurance of hav1ng made the bestjfof” o

f»[cho1ce and (c) meet1ng the expeetat1ons.

e T"Perlod of t1me cons1dered here is w1th1n the f1rst two - weeks of 1nsta1-] xﬂfdx‘
"“7gs 1at1on of the carpet. Operat16na1]x/def1ned by responses to 1tems 20,ft i

v’hfihZ] and 22 in: Append1x H and by a compos1te 1ndex obtaxned by averag1ng.~§

12 Demograph1c var1ab1es - characterlst1cs of the human popu]a--'ﬂif

':’. t1on obta1ned through a’ stat1st1ca1 study that are . frequently used 1n;,.jv"}
\::_ ana]ys1s of consumer behav1or (Nel]s, 1974) and as a bas1s for:affzih;l.

' o_.j1dent1fy1ng sma]ler subgroups 1n our soc1ety w1th the1r d1ffer1ngp;,5?

}h:consumpt1on ne;fs and choxces (Sch1ffman and Kanuk 1978) Demograph1civh]fﬁ>[fd

m?24 to 32 1n Append1x H.L These var1ab1es .are. se]f exp]anatory except“s"
vtffﬁfor occupat1on wh1ch w111 be categor1zed accord1ng to P1neo, Porter and,:ifr7-57”

| "pf‘McRoberts (1977)

]3 L1festy1e var1ab1es -<terms used 1n the study to refer to a

"var1ety of act1v1t1es, 1nterests and op1n1ons (AIO) (we1]s, 1974) wh1cw

'if-are re]ated to the top1cs under 1nvest1gat1on namely consumer aware-

5)iness, understand1ng and use of the CCI 1abe1 and/or pamph]et and AIOr]p;a"'f

»

mic character1st1cs are operat1ona11y measured 1n 1temsrift*if’-

e l: that perta1n to the se]ect1on and purchase of carpet L1festy1e_v?.'if,ff

w"mcharacter1st1cs are operatnona]]y measured in’ 1tem 23 in AppendTX Ha o

- ;They ]abelled..l op1n1on 1eader,i pr1ce conSC1ou§§f,homebody,f°'""f



:hself-conf1dent fashton ‘consc1ous, information' seeker, compulsive

"%;housekeeper, d1sl1kes housekeep1ng. »]nt,fr‘h

14 Exger1ence - the sum or cumu]at1ve effect of the consumer s"lf

epast purchases,, prev1ous know]edge and sat1sfact1on w1th prev1ous _;=;}d3

“ifcarpet purchases and/or use.; 0perat1ona11y def1ned by the responsesﬁﬂ“xl:[v

LS
; _.;;_.

'3_:91ven for 1tems 5a to e 1n Append1x H

15 Reta11er att1tude - the tendency of the reta11er to perce1vej*ft't o

and act 1n a favourab]e or unfavourab]e manner w1th regard to the CCIu:fffl;;"

1abe111ng program.- 0perat1ona11y deflned by the score a551gned by thef”f f;7f‘

researcher based on responseg to a]] 1tems 1n Append1x D

ERRrY

N ¥
| .

»"'r'r"j L



o :'.':y‘as weH as the type of 1nformat1on des1red._‘ _‘ . y

CHAPTER 11

. REVIEW OF THE LITERATIRE ~

Th1s study focused on the extent and type of pre purchase search

behavwr a consumer engaged in when sh0pp1n9 for carpet. The search

o ‘.;for 1nformat1on and eva]uatwn of it are;) regarded as’ maJor parts of the

"_,"'consumer dec151on-mak1ng process.,‘ Ind1v1duals may d1ffer not on]y 1n

the amount of search but 1n the k1nd and number of sources consu]ted

The consumer 1s an 1nf0rmat1on processmg system. Thns process

| ,'r-mvo]ves the sequences of mental act1v1t1es employed in a consumpt1on S

context (N11k1e and Farr1s, 1976) Informatmn 1s recewed processed

in the contro] center,vsomethmg 1s put out or a dec1s1on 1s made, the L

-".-f3yatt1tud’e 1s changed and ‘a fact or 1mpress1on 1s added to memory

-&r

" .,'(STM) cons1dered to be the °act1ve processmg center for consumer
'1‘,‘..:’_..-'1nformat1on processmg,. (2) the 1ong term memory (LTM) where fact
and 1mpress1ons are stored \Th1s mformatmn 1s access1b1e to prov1de
1nfdrmat1on to the consumers. ) Informat1on can move back and forth

L .'f'between STM and LTM As externa1 st1mu]us 1s percewed 1n the STM 1t

| ':if'moves further 1nto the LTM 1n search for the appropr1ate context and

| rset of gu1de11nes for deahng w1th new cues Informatlon recewed 1n

ol L

. ‘é

“f-_;:Informatwn can be stored 1n two p]aces~ - (‘]) the short term memory KB

TN



Y

'the LTM €an. range from purchase 1ntent1on to att1tude change, to add1ng_u

/_,,./ T
IR

'_f_to an 1mpress1on already ex1st1ng for a brand.

\

The effect of 1nformat1on on a consumer can not be easi]y fored‘

- 'cast | Somet1mes the 1nformat1on may add to the 1earn1ng process, wh11el, L

'_3other t1mes 1t may add confus1on thus mak1ng the process more

'fd1fficu1t | "The cho1ce of 1nformat1on source 1s a resu]t of match1ng'

-

’f-1nformat1on source character1st1cs w1th consumer 1nformat1on needs

(Cox, ]967) i

. 2 gv

The type of 1nformat1on source that a consumer may use is oftenffvs'ﬁ}

d1ctated by the eva]uat1ve dr1ter1a used dur1ng the dec1s1on process.?}f.'“

"’:'_fre1at1onsh1p of care as. an eva]uat1ve cr1ter10n 1n the se1ect1on ofy_7f"f -

.

"hi7f1ed in th1s study by the fact that performancé' as an eva]uat1ved;;j“;7f~

'TVQ: jcr1ter1on 1n purcha51ng carpet may be 1mportant to some consumers but'f"‘

eSS Eva]uat1ve Cr1ter1a as. Determ1nants of v
« ' Informat1on Use :

..*,_A.-

In a study of product test reports and consumer reports Engledow;ffgffj7f
and Thore111 (1979) found ..,{4. o that consumer1sm 1s maturlng Con¥fsﬂ:?~ia
sumers are becoang more consc1ous of what they need to know about-y,':

products and more d1scern1ng and cr1t1ca1 1n seek1ng out the sourceslf.'“ '

?'3‘}i“;not necessar11y the attr1bute most des1red by the ma30r1ty °f consumers Vf

fw1th respect to 1nformat1ve ]abe111ng Arbaugh\ (1974) found ‘that thef;f}""

L apparel to other eva]uat1ve cr1ter1on may be a determ1n1ng factor 1nfjft”"‘v

'fa_the 1nformat1on needed at the po1nt of purchase Th1s may be exemp11-‘}"v



‘\‘fwh1ch best f1t the1r needs " The qua]1ty of 1nformat1on prov1ded may:

19

'»,.affect the qua11ty of . the consumer s dec1s1on.x Th1s was s1gn1f1cant3p
4 e .

- to h1m/her, or for those character1st1cs wh1ch re]ated most d1rect1y to

) 'vthe funct1on of the product (Spro]es, Ge1stfe1d and Badenhop,‘1980)

Spro]es, Ge1stfe1d and Badenhop (1980) found obJect1ve productit

P

l

| ”;for those characterlst1cs wh1ch the consumer cons1dered most relevant"_f |

“t>.qua11ty to be a relevant determ1nant when eva]uat1ng the eff1c1ency of:1¥'
.nconsumer cho1ce when compet1t1ve brand/model comb1nat1ons can be ratedr'ﬁ
- 1re1at1ve to one another in a 1aborat0ry and/qr 1n actua] consumer usefJ
’3tests. Relevant to carpet 1s the presumpt1on that brands can be com—’fii
; ’gnnparat1ve1y rated based on cHaracter1st1cs appropr1ate to the product }*v[
7 such - as durab111ty, performance of 1ntended funct1on, serv1ceab1]1ty,?s'

' ‘a;safety and economy.v These rat1ngs cou]d then serve as the standard 1n c7zﬂ'\

- determ1n1ng an eff1c1ent cho1ce An eff1c1ent consumer 1s one who is .j1513s

(

; ,“gfa d1rect and rea11st1c measure of eff1c1ency is the consumers ab111ty’s

)ference us1ng th1s know]edge.¢ d:“

Informat1on presentat1on format at*ects the way consumers acqu1re‘f}[t_

- strateg1es used by consumers ]are _(1) brand proceSS1ng whereby 'theid

iseconsumer exam1nes one brand at a t1me tnvest1gat1ng severa] attr1butes,

-

~“_attr1bute and then exam1nes va1ues for each of the several\brands on“

-t A

¥

Lo

‘QQable to d1st1ngu1sh between various 1eve1s based on ava11ab1e 1nforma—.p"fﬂ}*fl
5nt1on such that the consumer agrees w1th the obJect1ve assessment of =

‘tLQua11ty.' SDro]es, Ge1stfe1d and Badenhop (1978) further conc]uded thatvpf-;~"w
‘bﬁrto rank products by the1r 1eve1 of qua11ty and make a PUFChase p”e“}ffnf:

iand process the 1nformat1on. Two typ1ca1 acqu1s1t1on and Processwng't g

| :5zand (2) attr1bute process]ng whereby the consumer 1ooks at a part1cu1ar'fe‘;:’
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" of an 1nformat1ona1 cue.‘;-’ﬂﬂ“ . 43},31’
B dée

Voo

' Sheluga, Jaccard and Jacoby (1979) found”that”theJ0vera11”utiTity"f‘

N

e st1mated ut111t1es of the attr1butes that compr1se 1t., A pred1ct10nx
}‘of cho1ce often fo]lows then that other th1ngs be1ng equa] the best.‘
"cpred1ct1on of wh1ch product w111 be chosen on a g1ven cho1ce occds1on';
,: ins . theb‘ product a]ternative _ hav1ng th '. most pos1t1ve - overa11

;'ffﬂevaluat1on., Cox -(1967) proposed that the consumer w111 fo]]ow e

";jfbthe amount of- perce1ved r1sk 1n purchas1ng the product.« Cox feels that

:Zthe consumer ass1gns,yalue to 1nformat1on based on the pred1ct1ve va]ue

NN - ,'/,

<

The CCI 1abe1 focuses on 'the s1n

hgp,

«h that one - attr1bute (Bettman and Z1ns, f979) “"Thts second ’strategy;,,'* '

‘7‘appears to be the way the CCI 1abe1 has been presented, stress1ng per-_'

\“‘:of a. part1cu1ar brand or product is regarded to be some funct1on of the =

o :pred1ctab1e process 1n ut11iz1ng re]evant 1nformat1on that best reduces /;JZ*"

attr1bute or 1nformat1ona1.‘
‘ ‘7¢‘cue, performance/appearance retent1on depend1ng on trafflc. Th1s study'f“

S was des1gned to eva]uate the consumers ab111ty to categor1ze th1s ;‘ ‘=

1nformat1on cue w1th conf1dence. It 1s often found that consumers can::'

-

not d1st1ngu1sh between good and bad cues w1th conf1dence -,3The e
‘1nformat1ona1 cue w1}1 not do them any good no matter how h1gh t»"

(¥ theoret1ca1 pred1ct1ve value, 1f‘%hey cannot re]ate to 1t Cox (1967)1

\

'_; pred1ct1ve va]ue, and (2) conf1dence value, ‘the 1atter bq1ng a measure

| cons1dered that consumers had eva]uated products on two ‘cues: '1(1)1f:vf:

' of how conf1dent they were of categor1z1ng a cue as be1dg e1ther good“hlm
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Anderson (1977) dur1ng a ]aboratory exper1ment focus1ng on . the

21

extent and type of search for the durable product carpet found that _\

.

carpet\buyers were concerned w1th a var1ety of product features when

-
4?{,‘- B

mak1ng their’ purchase decws1on.' He found that obaect1ve features suchv'

as content performance and care . d1mens1ons of the product were among”
\those 1east cons1dered by carpet buyers. The quest1on then ar1ses that
f~1f this 1s the case is the performance rat1ng on the CCI 1abe1 of anyrf

"use? Are consumers pay1ng attent1o“ to it and 1f so, s the 1abe1 then,,

a usefu] 1nformat1on source? cox (1967) reported that 1n w11d1ng s

(1966) study on consumer 1nformat1on and eva]uat1on of carpets, ‘two‘ -

o concepts about consumers were 1dent1f1ed (1)' s1mp11f1ers, thosef

.-:peop1e who. 11ke to - ho]d ‘a simple clear cut set eof 1nformat1on and-

op1n1ons, preferr1ng 1nformat1on on ‘a d1mens1on in. whqch they a]ready-\ '

|

to]erate amb1gu1ty or more conf11ct1ng types of 1nformat1on, most

11ke]y preferr1ng 1nformat1on on a d1mens1on in wh1ch they haVe the,"

o study was that consumers appear more 11ke1y to ut111ze or respond-f

_ favourab1y to performance 1nformat10n when performance uncerta1nty 15'

R

Anderson S (1977)'research 1nd1cated that the aesthet1c or : sub-e‘f'

'-_,are funct1ona1 or obJect1ve features such as content performance, and

| = care d1mens1ons of the product.v Along thé same - ve1n but cons1der1ng a

| (]980) cons1der1ng the 11fecyclé costs as a new form of consumer |

P

i have conf1dence,'and (2) c]ar1f1ers, those consumers who are ab]e tov'

v'_fleast conf1dence, A s1gn1f1cant f1nd1ng of Cox (1967) re]evant to th1s o

’e‘Ject1ve product attr1butes are much more sa11ent to carpet buyers thant

f_d1fferent product category,. was La study done by Hutton and w11k1e::
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information. - Consumers failed to recogn1ze or chose to ignore the

S1gn1f1cance of 7hergy costs in compar1son to the purchase pr1ce of an

appliance. Consumers had not sought out energy and serv1ce re]ated ,

nformat1on (obJect1ve 1nformat1on) dur1ng product eva]uat1on (D1ckson

and’ N1]k1e, 1979), and 1nstead opted for 1ncreas1ng conven1ence in ..

‘ product use at . the expense of 1ncreased price and energy consumpt1on.

;.; The Canad1an Carpet Inst1tute has’ chosen performance as -an

v,

important obJect1ve cr1ter1a that cannot be read1ly determ1ned by the .

22

_consumer -.when‘ purchas1ng carpet. - This _study- 1nvest1gated‘ the

~dmportance of performance -as --an important ' evaluative criteria.

" Anderson (1977), aTthOugh he'found'morefsubjective product " attributes

"were'morehsalient d1d conc]ude that if prdmoters are going to have
' objective informatlon on the 1abe1 it should be the aspects of the

: carpet s wear performance. Spro]es and Ge1stfe1ds (1978) f1nd1ngs

,vwh1ch showed consumer d1ssat1sfact1on focus1ng ma1n1y on phys1ca1~'

}performance fa11ures (ie. in construct1on, durab1]1ty and ease -of care)v

,seemed to lend support to th1s propos1t1on N1cho]s and Dard1s (1973)

"”found that of the d1ssat1sf1ed carpet consumers f1fty percent 1nd1cated

vd1ssat1sfactlon w1th ‘wear and durab111ty,’ and forty-four percent7

f1nd1cated d1ssat1sfact1on w1th appearance and ease of care

A

"durab111ty rat1ngs 1s to be found in the study by Spro]es and Ge1stfe1d :

Further Just1f1cat1on for the CCI Tabel to bear performance and;_

_f(1978) where it was revealed that both durab111ty and performance were-'“

".,quoted “the’ most frequent]y as the prob]em br1ng1ng about d1ssat1sfac-$

“t1on. | S1m11ar1y Ste1nger and Dard1s (1971) found that s1xty sevenh

| percent of the prob1ems w1th c]othlng and home furn1sh1ngs were 3

'.‘,
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associgted with durability. Additional support for performance as an

'.evaluat1ve cr1ter1a was found " in work done by Spro]es, Ge1stfe1d and

often thought of as surrogate indicators of qua11ty or des1rab111ty by'

some consumers, pr1ce and braudawere ]ess frequent]y sought than other

apparent]y ' s1gn1f1cant comp051t1ona1 | and performance-or1ented :

character1st1cs

Essent1a11y the f1nd1ngs of Anderson S (1977) 1nformat1ve carpet,
L]abe111ng exper1ment were that a h1erarch1ca1 order1ng of consumer
'].responses to 1nformat1ve 1abe111ng ex1sts w1th the greatest 1mpactf

ioccur1ng at the att1tud1na1 and behav1ora1 levels of effect however,’p

the effects of wear 1nformat1on appear to .be most endur1ng A]so, the

'presehce of wear 1nformat1on on carpet 1abe1s 1ead to severa1 more '
'favourable or better purchas1ng c1rcumstances when purchas1ng in the;
sll-presence of 1abe1s conta1n1ng wear rat1ng 1nformatTon consumers were
_ more 11ke1y to c1te the wear performance features as the h1ghest They
‘c'tended to choose more accurate]y in that the1r choices 1nc1uded carpets
mw1th wear rat1ngs that matched or exceeded the traff1c cond1t1ons in

the end - use areas of the home where the carpet -was to be used |

Just1f1cat1on for th1s research ‘was totensure that CCL was prov1d1ng

useful consumer 1nformat10n on an 1mportant product attr1bute 1n “the =

most effect1ve manner. B

©

23

.°Badenhop (1980) Who ‘found that, a]though both brand ‘name and price are_;"
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n It 1s presumed that if a. consumer is unsure about select1n9 a
product he/she will seek 1nformat1on about that product that wiTl help

to narrow the. cho1ce se]ect1on (Anderson, 1977) Cox (1967) proposed :

that in 1nformat1on seek1ng the most genera] propos1t1on is. that the

~-amount: and nature of perce1ved r1sk w111 def1ne consumer 1nformat1on‘

b

needs, and consumers wWill seek out- sources, types, and amounts of

‘\‘:

1nformat10n that seem most 11ke1yvto.satisfy;theirﬁpart1cu1ar 1nforma-.

t1on needs.

Cluster ana]ys1s resu]ts indiCate>'thatf consumers can >be_ c1as-“
‘~sified' 1nto three maJor-.groups aCcording to the‘ patterns of their

search. behav1or (K1e1 and Layton, 1981) (1) iow information'seekers}

who v151t few dea]ers, d1scuss their purchases w1th few peop]e and make

11tt1e use of med1a.. They undertake 11tt1e brand or dealer de11bera-"
t1on and purchase quickly; (2) h1gh 1nformat1on seekers who- spend a.
cons1derab1e t1me de11berat1ng the1r purchase and‘employ extens1ve use'
o of var1ous sources of 1nformat1on de11berat1ng on severa] brands and:

dealers,_and (3) se]ectlve consumers of wh1ch there -are three types.'

They - incTude' (1) consumers who undertake h1gh reta11er search

act1v1ty and are 1ow 1n other areas, (11) consumers who. make extens1ve

v use of 1nterpersona1 1nformatlon and have 11tt1e use for reta11ers, andv

(111) consumers who spend a cons1derab1e amount of t1me in search and

. decision process1ng.



Factors Affect1ng Extent of Pre purchase Search Behavior for a- Durab]e -
 Product - L e
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There are a number of d1fferences in the types and sources of
informat1on. These types and sources of 1nformat10n that a consumer

: fexam1nes before purchas1ng the product are dependent upon several.‘, ST
1factors such as product factors, s1tuat1ona1 factors, persona] factors,> . |

‘; env1ronmenta1 factors, perce1ved r1sk and others. An. overv1ew of these

factors w111 fo]]ow w1tn a further exp]anat1on Jater in th1s chapter.

Product factors 1nc1ude (1) the 1nfluence of 1nterpurchase t1mel

i»W1th1" a product class (Engel B1ackwe11-Ko]1at 1978) (2) thereffect

-of pr1ce changes (Engel- B]ackwe]]-Ko]]at 1978, Locander and Hermann,r

'1979 Spro]es, Gelstfeld and Badenhop, -1980; - and Hutton and W11k1e~_'t°

- mv d1980), (3) product spec1f1c 1nformat1on (Enge] B1aCkwe11-Ko1]at ]978;f7~b!—~ﬂ :

VSheluga, Jaccard and Jocoby, 1979), (a) : ; —(An erson, 1977), s

‘l-Blaekwell Kof]at 1978 Anderson, 1977 Nestbrook andfv"

Forne]l 1979) L t“.- v ; i. Z f .‘ fa\}‘

(Enge1 B]ackwe]l-Ko]1at 1978,_Anderson 1 y

_4___.._.,———’*-”""‘

— 1979; Kiel ‘and Layton  1981; ’;33;;uu;/ee4stfe1’
,, ] fton 1981 .

1978)-'

and"Badenhop,

/

,_,_/

.(2) env1ronmenta1 1nf1uences such as econom1cs (Enge] B1ackwe1T-Kol1at f
" 1978; ‘Anderson, 1977 Westbrook and Forne11 197 )y (3) value- re]ated
\\\ }, \'cons1derat1ons (Enge1 Blackwel] Ko]]at 1978),' nd (4) the’ soc1a1;f1f
o acceptab111ty of the product (Engel- B]ackwe]] Ko]]a . 1978) .
,; o - : 3 '; Persona] factors 1nc1ude | (1),/demograph1c"character1st1cs

(Edge] Blackwe]l-Ko]]at 1978 westbrook -and Forne]l 1979, :K1e1; and >;; -

'l ;/);{
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Layton, 1981; Locander and Hermann, 1979; Arbaugh, 1974; Anderson,
1977), (2) persona]ity {(Engel- Blackwell-Kollat, 1978; Wells, 1974;
Arbaugh, 1974 Anderson, 1977), (3) 11festy1e characteristics (Wells,

1974; Arbaugh, 1974 Anderson, 1977). P | q

-

Env1ronmenta1 factors 1nclude (1) cultural values (Engei-t

B1ackwe11-Ko]1at 1978), “and (2) ‘reference groups including famw]J

 friends, peers (Enge] B]ackwe]] Ko%]at 1978) o - IR

Cox (1967) suggested that percelved r1sk as viewed by the

1',»

consumer, re]ates ‘to the 'follow1ng (1) uncerta1nty»as to what the
B

- Buying goa]s are, (2) uncerta1nty as to wh1ch product w111 best su1t¢

26

the1r;§needs,’ and (3) the adverse consequences resu1t1ng from t e~

'.‘purchase.' Itr1s viewed in:re! ; 'f‘ heTdea or, to]erable 1eve1

: and  ideal 1eve1 »of r1sk perce1ved in the fo]]ow1ng -ways: (1)

perce1ved risk exceeds a des1ra le_ and to]erab]e level the consumer

A, -‘.

‘search (11) 1f perce1ved risk As less than to]erab]e 1eve1 the

' or 1ncrease the perce1ved rigk.

S

sumer 's se]f conf1dence to accept externa1 1nf1uences such as op1n1ons

of*fam11y and peers, the complex1ty«of_the purchase dec1s1on increases,

-

\qr, high_specific,selfQCOnfidence-consumersfshowing‘greater_tendencieS'

to seekiinformation'SOurces (Locander and Hermann, 1979).

QQ‘. s .

perhaps by 1ncreased 1nformat1on‘

mﬁ»r1sk w1th the purchase of "a. g1ven pro uct. Such factors as a con-_

There are vary1hg op1n1ons as t; when and why consumers perce1ve_-
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‘If"we can determine the amount and nature of the risk perceived
by the consumer 1t will help us to understand and predict how and why
the consumer acquires, transmits and processes information while
so]ying prohlems associated with consumer decision making (Cox, 1967).

© Other tactors which haue an influence on the extent of pre- ;n
purchase search  behavior include such factors as the consumer's‘u \
attitude towards shopping. tFavourable attitudes towards shopping are
génera]]y‘associated with extensive search" (Anderson, 1977). “Gupport
has been given to the fact that extensive search‘js avoided where the
consumer perceives the concept involved in. the purchase decision to be
a difficult one" (Hustad, 1973). Cox's‘(1967) work on risk taking and
information hand]ing.suggests that consumers adopt simp]ified deciSion

rules jnzcomplex choice situations.K\However, with the increase in the. *

v

'deve1opment of ~new fibres, constructions, and finishes, previous

~ experience in purchasang carpet may not be sufficient and may

:necessitate,extensivevsearch - Search has also been found to increase

with unfamiliarity with the product (Bucklim, 1965), and the length of -

t1me since the last purchase (Katona, 1964 Buck11n, 1965) .

0

Also 1mportant to con51der is ‘the quest1on of how far in advance
consumers p1an the1r durab]e product purchases (Ferber, 1955)

Important to the purchase of. a durable product like carpet, and aware-

" ness of the CCI “class1f1cat1on 1abe1, is the amount of time spent

‘ 1ooking for _carpet;é’1ferber (1955) has’ 1nd1cated that the p]ann1ng

%orizon’varies~bx,type of goods purchased. What is the prevalence of

impulse‘buying wlth’a durable product?"TOfwhat extent do consumers‘

<o

make purchases on the”spur of'the'moment? ‘Often_a determinant ofathe X

]
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p:}: “ character1st1cs of compet1ng products.‘ It would appear stra1ghtforward_,1ff;l

s
i
b8

o

; ’5f amount of search for 1nformat1on 1s the cost of same (SprO]eS,;:u.

§e1stfe1d and Badenhop, 1978) re1at1ve to the benef1ts ga1ned.‘- :

- Type of Pre-purchase Search Behav1or

“The overa]l obJect1ve 1n the prov1s1on of 1nformat1on to: thej '},'

6bnsumer 1s that 1t w1]1 be pert1nent comprehens1ve, usefu] and underag?j'

standab]e" (Coney and Patt1,4 1979) Nourse and Anderson (1973) jhii”

D .

thear exam1nat1on of the effects of 1nfermat1on 1abe111ng on a consumerhaigit

durab]e purchase found that var1ous types of consumer 1nformat1on g

schemes have been 1mp1emented 1nc1ud1ng comparat1ve test1ng, qua11ty}f-"

'cert1f1cat1on and 1nformat1ve 1abe111ng., Though consumer 1nformat1on*42

P

f schemes d1ffer 1n detall the1r common goa] s 1nformed consumers who

PR

can make more 1nte111gent purchase dec1s1ons when prov1ded w1th

obaect1ve,‘ factua1 1nformat1on on the contents and/or performance} :fi'

i

to de51gn a program by snmply f1nd1ng out what 1nformat1on consumers

“ :

9

7“consumer._ However, prob]ems ex1st re]at1ng to such th1ngs as 'consumer =

".1nformat1on process1ng concerns.' Do consumers know what,1nformat10n~ﬁ

they need, or do consumersepossess the necessary means to ut111ze the'%

» ﬂ_ 1nformat1on (N11k1e and Farr1s, 1976)7 '5;Jf12;~g;fg‘t-h“"‘

W1th an- ever changmg marketp]ace where product 1nfqrmat1on 1s

1ncreas1ng1y necessary, de]1ver1ng the proper 1nformat1on 1n the r1ght fv:'

Sl

ffneed ‘and’ then requlre %hat the 1nformat1on be made avaI]able to theg~f_;7

format has the potent1a1 of bewng a powerfu] d1fferent1a1 advantage,: S

Br1dg1ng the consumer 1nformat1on gap by provﬂdlng the r1ght klnds of

L ‘s

"W 1nformat1on 1n the r1ght amount 1n the r1ght places at ‘the r1ght tlmes :
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's__’w111 a1d 1n overcom1ng the gap._ Programs that attempt to ensune the
zfava11ab111ty of standard1zed author1tat1ve factua] unb1ased product
:L1nformat1on 1r1 the marketplace w111 he]p to promote rat1ona1 cho1ces

tfamong compet1ng product a]ternat1ves (Anderson, 1977) Coney and Patt1

'NL

29

| {;.(1979) found 1n the1r program des1gned to prov1de substant1at1on of‘;=ﬁff"%

“,sc1ent1f1c and pufferf product c1a1ms made in. te]ev1s1on and magaz1ne:hﬁ

i}ladvert1s1ng,, that many advert1sers seemed unw11]1ng or unab1e to_}nf\'

;,;channe1s are 1ow 1n cost to the consumer, often demonstrate tqe use Rf"v

7prov1de consumers w1th the type/and amount of 1nformat1on that w111

4.‘ R

-l

' ,f‘clar1fy vague,u unc]ear statements;} substant1ate c1a1ms about product,.

‘,‘ .

"‘[H1nformat1on he]d by others

‘7fnperformance,v and prov1de facts from wh1ch 1nformed cho1ces can befp,‘i i
'th‘t'xmade. Ratchford (1980) quotes Salop and St1g]1tz, 1977 as saylng thatriﬁjf-“
”r‘relatlvely large numbers of we]] 1nformed consumers can d1sc1p11ne thelgj-?”i

*,'fmarket and poor]y 1nformed consumers can benef1t dlrectly from thef}§'~

'”X‘General Informat1on Sources 'ﬁ‘.{';ef7ifj_¢ B i\;V:s"ﬂﬂ B f»”yfﬁf;,_{f?f.;

The obJect1ve ‘of effect1ve marketlng and spec1f1ca]1y 1abe1]1ng,§f =

‘thhree types of commun1cat1on channe]s through wh1ch the consumer mayf

P T

sources.,_ The f1rst 1s marketer-dom1nated sources Informat1on ,isjf] :

. \“

'gshould be to serve the consumer effect1ve1y and prof1tab1y.; Part offr-f "

o ;V;th1s serv1ce must be an 1nformat1on serv1ce (Cox, 1967) Cox proposesfibb

Q;fobta1n 1nformat1on Each source has d1fferent character1st1cs anda{'f

’:costs assoc1ated w1th 1t wh1ch may affect the consumer S use of thej)i'v"

\,n;commun1cated to the consumer through sources such as advert1s1ng,3_ Sl

r‘packag1ng,, a]espersons, tags, pr1c1ng,:promot10n and 1abe1]1ng Suchffn S
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:;the product and may be perce1ved as trustworthy. Marketer4d0minatEd 3

6.

jfand obta1n1ng 1nformat1on from other sources 1s not Just1f1ed C X

K (1967) cites the f1nd1ngs of Cox, Beal and Rogers (1958) revea11ng that

"“',sfmarketer dom1nated channels are 1mp0rtant ‘at’ the awareness -level;

=

A""fgchanne1s are used by the consumer when t1me and effort are at a prem1um;f

f;‘however, as the consumer moves to the eva]uat1on stage when eva]uat1vev,'fii

l;;h1gh conf1dence va]ue 1nformat1on is requ1red and the perce1ved r1sk 155 -

fir*1ncreas1ng, the consumer or1ented channe]s become more 1mportant._y» o

N11k1e and Farr1s (]976) 1n a study of consumer 1nformat1on‘j

"'7mlprocess1ng and 1ts 1mp11cat1ons on advert1s1ng 1dent1f1ed the fo]]ow1ngfiiv

f‘}f‘consumers us1ng magaz1ne/newspaper ads had 1ow conf1dence that thef

: ase evaluat1ons of varlous rnarketer-dom1nated sources (1)*i1‘7"

?cho1ce made was the most sultable for the1r need (2) consumers us1ngi” '

',\booklets on carpet1ng fe]t 1ow to moderate sat1sfact1on w1th th1s

,jdnformat1on source and exper1enced low satlsfact1on w1th the1r choxce,;(;f;

'f“,and (3) consumers who re11ed on sa1espeop1e as an . 1nformat1on source“‘ g

i‘f:fexpressed h1gh sat1sfact1on w1th the 1nformat1on avaw]ab]e and the1r

'fthey made was the best for the1r needs.

L
RS

The second 1nformat1on source proposed by Cox (1967)

:fconsumer or1ented sources. = Informat1on ,is ‘ transm1tted throughff}_y

df.word of—mouth v1a peers, fr1ends and fam11y.4%§nformat1on obta1ned th1sf5~’=f

i 'icfpuchase cho1ce._ They a]so had a. h1gh conf1dence 1eve1 that the cho1ceff'ﬁ'i

f'nﬁeway cou]d be more cost]y 1n terms of t1me and effort espec1a11y 1ff§ TR

‘ *;:th1s way as be1ng more complete. : Two types of 1nteract1on are?cf7“

bv,mproposed.-.vThe> f1rst 1s ‘a two step f]ow of commun1cat1on whereby_jijfl

i ﬁ‘sought after.- Consumers have a tendency to Vview 1nformat1on obta1ned,]:"
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S s . _ , : . S
“fiop1n1on 1eaders vo]unteer or suggest 1nformat1on to fol]owers, and

‘ second]y, a consumer seeks 1nformat1on from another whom he/she_fi .

recognmzes as haV1ng some expert1se in. that product category._ Th1s>'

.5;type of 1nformat1on 1s often v1ewed ‘as. be1ng more cred1b1e thanj‘,;~-:

.fvolunteered 1nformat1on..}“. :.ivi,v{'v r”;f‘

Consumer or1ented channe]s are sought (1) when a perce1ved r1sk

‘_ is aroused perhaps by st1mu11 of 1nformat1on supp11ed by marketer-.f"

'?j:_channels,' and (3) when perce1ved r1sk 1s h1gh and the consumer is
”’Q‘concerned about mak1ng a m1stake 1n product cho1ce (Cox, 1967)

E Consumer or1ented sources are v1ewed as h1gh conf1dence va]ue sources,,:jr‘

Q.

,gfbut are often v1ewed as 1ess 'va]uab1e' sources in pred1ct1ng actua] e

T

L

Cf.fto moderate satlsfact1on w1th the1r cho1ce when re1y1ng :

‘-consumer or1ented sources.vj e

The th1rd type of 1nformat1on sources'fg

Y

»v:f:,dom1nated sources, (2) ‘when- the psycho]og1ca1 r1sk is suff1c1ent1y h1gh;>“‘

S ‘to Just1fy t1me and effort requ1red to obta1h 1nformat1on through thesev o

"ilqperformance.. Consumers have a]so 1nd1cated that they exper1enced 1ow}ffh o

B neutral ,sources. S

f[Neutra] 1nformat1on sources 1nc]ude product 1nformat10n obta1ned fromff”’”

'J

h';comparatlve product reports such as Consumer Reports and governmenta]i'm

| *,or pub11c agenc1es. They are v1ewed as exce]]ent sources of perfor4‘7

-

"J'mance 1nformat1on and offer the consumer both poslt1ve and negat1ve )

'Jufacts about the product 1n quest1on..l‘g14

Pub]1c pol1cy programs have been deve]oped to he]p change thepf;:‘ -

i compet1ng products. ‘ Pub11c pol1cy programs are non d1rect1ona1

o

nature, an obv1ous benef1t to the consumer seek1ng factua] performance;

FERT N

o

";;consumer 1nformat1on env1ronment and present a neutra] exam1nat1on of_;’



3¥1nformat1on about compet1ng products., Though many?sectorsfof’ﬁndustryf
’fl‘the CCI carpet c]ass1f1cat1on 1abe1 1t 1s 11ke1y that further 1eg1s1a-'
. regardlng d1sclosure test based performance data on products (Spro]es,-

'thus Just1fy1ng the d1sclosure of th1s type of 1nformat1on 1n the

:»'marketptace.»

‘3J321

_are® adopt1ng vo]untary product test1ng and 1nformat1on programs such as‘ “
";t1on and regu]at1on by government or pub11c agenc1es w111 be proposed-hl“”

'*1ﬁGe1stfe]d and Badenhop, 1978) Th1s research attempted to study theu‘.?§ =

B . i (a .
R va1ue of ‘1hformat1on programs 1n 1mprov1ng eff1c1ent consumer cho1ce..~ B

Spro]es, Ge1stfe1d and Badenhop (1978) a]so po1nted out that manyf;f o

vgact1on§>,regard1ng safety, 1nformat1ve 1abe111ng and warrant1es aref

a?"voluntar11y taken by manufacturers as. a compet1t1ve market1ng strategyi}y S
hfand may St0p the necess1ty of mandatory regu]at1on._ w1\k1e and Farrxs”;htt
“(1976) revea]ed that the pr1me focus of the Federa] Trade Comm1ss1on 1ni{ihjfh
.,;the Un1ted Etates was to 1n1t1ate programs of proact1on de519ned toff”;’
v'reduce the p0551b111ty of decept1ve advert1s1ng The expected reSU]tjlf*ﬂv'
’:;avéishou]d»,be,~ '(1) correct1ve advertls1ng to remedy res1dua1 effects,,ff;,ih‘

":L(")‘counter advert1s1ng by : offer1ng more product 1nformat1on,“d”""'

111Y aff1rmat1ve d1sclosure prov1d1ng more 1nformat1on to clartfyf”r

f;»s1gn1f1cant e]ements or aspects of a brand s performance, and (1v) a'?

”u‘bexamp1e, compet1tors compar1ng brands a]ong sa11ent product attr1butes.u

when marketers, government and pub11c agenc1es are des1gn1ngh;h'f

”']_vbreakdown of 1ega1 barr1ers of advert1s1ng a11ow1ng compar1sons, for ”f:‘;“”

_ fconsumer 1nformat1on programs they must keep 1n m1nd that ‘f '.‘;“j;*"
"'*'feffect1ve consumer 1nformat1on programs 11e in the t1me]y 1ncorporat1on;'”’p17

f:rv~;of the rea11t1es of consumer behav1or 1nto po]1cy dec1s1on" (Anderson;ﬁ.x?ﬁ
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. 1977) Programs of vo]untary and/or mandatory product standards such'

.as the CCI class1f1cat1on 1abe1r may» be the 1ong run so]ut1on to_

”prob]ems of product performance and assoc1ated dlssat1sfact1ons.

It wou]d be an. over s1mp11f1cat1on to say consumers purcha51ng;“h°ﬁ‘

~act1v1t1es are governed by one <1nformat1on source (1e. one \of ‘the; B

",‘marketer dom1nated consumer-or1ented or: neutra1 sources) Marketers'

‘f'must a11ow for a comb1nat1on\ of hybr1d strateg1es (for examp]e, a

'personal recommendatlon wh1ch is a consumer-or1ented source comb1ned§;s{_;:

i‘fw1th 11m1ted search and eva1uat1on, that be1ng a marketer-dom1nated orlaf;"
:C;neutral source) (Olshavsky and Granbo1s, 1979) For exper1enced:'
‘{f; ';consumers the lnosm 1mportant source may be retr1eva1 of 1nformat1onf‘

gfrom the1r 1ong term memory (LTM) supplemented by other sources when;

' ,the consumer reqU1res more 1nformat1on than that' wh1ch 1s on f11e

i Anderson (]977)f makes Spec1f1c conc]us1ons‘ relatlng to thef;f',;

/

“fcarpet buyérs consult a var1ety of types and 1nformat1on sources, (11)

l7carpet buyers dO not place equal value on 1nformat1on sources, (111)

thhe re]at1ve 1mportance of 1nformat1on sources to carpet buyers var1es;

Li,afqua11tat1ve or type d1mens1on of search behav1or as fol]ows (1)”ff'*'

7,}depend1ng on how 1mportance 1s def1ned, and (1v) carpet salespeopfe andf ‘

- buyers than\med1a or neutral sources. It 1s recommended that supp11ers:

"flhconsumer-or1ented 1nformat1on sources are more 1mportant to carpet'_'f'j

.h'Of PYOdUCt 1nf0rmat1on des1gn the1r d1sc1osures of product 1nformat1on77 S

ENEN

. mind. westbrook and Forne]] (1979) suggested-

"»b_°w1th the sa]esperson, a marketer-dom1nated 1nformat1on source, jihf;,-;“
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: « e that d1fferent shoppers may requ1re d1fferent :
retail .selling ~approaches.. For example . . . _advice -
seekers . m1ght benefit from specific brand or model- recom-"

mendations -and obJect1ve ‘shoppers - ‘may . benefit from. a
low-Key - approach - whereby ' the salesperson ~and other
. promotional efforts , emphas1ze factua1 . objective . -
L 1nformat10n .‘.,. : o _ _ : L :

o asvisffound;on~the‘QCI_carpet'c]assiftcation label. .

-

Consumers Awareness, Understand1ng and
Use of Informat1ve Labe]11ng S

L
o 'Thorel_] i 1972‘)} d'es“c‘ri"bes’ _1abe]’1 ing :.i:n_' the fol 1o“w‘i"_n’g” manner :

'JvLabe]11ng denotes an act1v1ty 1n wh1ch an organ1zat1on""-
" after establishing certain norms as . to the range . and’
~ .depth of 1nformat1on about ‘product character1st1cs to be
.declared.on the label, will permit interested producers'ﬁ -
“of the organization to.-attach an. informative 7label. to
_their products. The. label on a certain brand of 'a given
"~ product will state where on ascale estab11shed for each '~
_jcharacter1st1c . - that part1cu1ar brand is to .be
~ ~found. - This. 1s determ1ned in. ‘advance by.- tests A
.. manufacturer ‘may continue to use the - label only as. 1ong’:“
" :as hlS products comp]y w1th the 1nformat1on g1ven on 1t

34

“;t Arbaugh (1974), in her study of the usage of care 1abe] 1nforma-":

t}'s» > B
£

vf1t1on, noted that wh11e numerous researchers haVe attempted to assesslj "
WTF_ the use made of 1abe1 1nformat1on 1n the select1on and care of text11ef;.>
: '.sttems, a compar1son of 'the resu]ts ye11ded vany1ng 1nformat1on about ﬁ
‘rhthe 1mportance of the 1abe1 as an 1nformat1on source._ Poss1b1e reaansn“”
‘:ffor the observed d1fferences 1nc1ude'v/( ) the studles were conductedf;v!
'ﬁ*otat d1fferent po1nts in t1me w1th d1ffer1ng consumer samp]es, (11) the‘sz°
"researchers def1n1t10ns of usage were not a1ways 1dent1ca1 (111)d: s

jd1fferent methods of data co]1ect1on were used _and (1v) consumers mayhg'x



T

not aiwaysﬁreport theirﬁbehavfor,as itvactua11y_was‘in order to appear

" the prudent shopper.

Pre purchase Understand1gg of the Information Labels

Labe1s are a means of commun1cat1ng 1nformat1on to the consumer

and vary 1n type and amount of 1nformat10n | They are of 11tt]e value

35

to the consumer unless he/she knows and comprehends term1no]ogy used on‘d°

the labe]s and is w1111ng to take.the extra t1me to read and fo]]ow the_“

_.A_,f__ -

' 1nformat1on.

Severa] stud1es to date have’ 1nd1cated that a 1ack of use of'-7 .

ﬂ]abe]s 1s due to a 1ack of understand1ng of the 1abe1s. An examp]e of |

- thTS 1s the ‘1ack of understand1ng of text11e term1no]ogy (Labarthe,_ ”

1964) Mason and Bearden (1979) found that the. subJects had a prob]em7_:

f of read1ng and understand1ng the 1ngred1ent 1abels of packaged foods.
K1nca1d and Hatch (1978) conc]uded ‘that consumers do not understand'\

', care 1abels and do what they cons1der acceptab]e : Many consumers

part1cu1ar1y those from low soc1oeconom1c backgrounds who can 1east;‘ K

afford to tnake m1stakes when se]ect1ng and car1ng for c]oth1ng have

been found to have an 1nadequate understand1ng of text11e term1no1ogy{:;,

(Arbaugh 1974 Anderson, 1977)

Another prob]em 1ead1ng to the m1sunderstand1ng and 1ack of use._,'ﬁ

of 1abels cited by McCu]]ough and Besh (1980) was a study done by"'.

Jacoby, Chestnut and S11berman (1977) on consumer preferences for food‘.

1abe1 1nformat1on.‘ Increased amounts of 1nformat1on g1ven on a 1abe1,uj_

1ead to a prob]em termed 1nformat1on over]oad caus1ng the consumer to.

i

become d1sfunct1ona1 and reduc1ng the accuracy of cho1ces. Jackson,,’
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'(1977) found that 1ncreased 1nformat1on (1e.v1nc1ud1ng more 1nformation‘

-

than s1mp1y 1nd1cat1ng an apparent]y sa11ent 1tem on labels d1sclosure)_ '

~ tends: to deprec1ate the understand1ng and use of the label 1nformat1on.,

N11k1e and Farr1s (1976) proposed that a- stress on consumer

'cogn1t1on (1nc1ud1ng product understand1ng and brand know]edge) ‘would

‘

- assume ‘that consumers want and can use more product 1nformation;

ec1f1c1ty, om1ss1on of overa]] grades and an- 1ncreased number of
inform

t1on d1mens1ons. However,. such d1sclosure wou]d requ1re

‘,Emphas1s wou]d be . on comp]ete d1sclosure wmth a h1§h degree of _

Jncreased cogn1t1ve effort from the consumer and often- the bas1s for -

p\11m1ted 1nformat10n seek1ng is-a 1ack of search ab111ty. Because brand..

:alternat1ves are qu1te fu11y descr1bed and therefore SubJect to more;_'

“able - to hand]e the complex1ty resu1t1ng in an 1nab111ty to make a

' 1.‘dcho1ce

Consumers Use of Informat1on Label

e

) character1st1cs and uses prov1d1ng the consumer w1th f1ber content '

“trade offs, we m1ght expect the consumer to cons1der more alterna-,

vblt1ves. . However, the consumer often becomes more anx1ous and is not

AV

\‘f

Extent of Use of Informat1on Labels -

,care 1nstruct1ons,' spec1a1 f1nxshes. and c]ass1f1cat1ons (Arbaugh

};;1974) \ w1th the ava11ab111ty of factual, obJect1ve 1nform\t1on it is.

Labe]s are des1gned to 1dent1fy a product and 1ts makeup, o

v,presumed consumers w111 choose the product wh1ch is: best su1ted for'.'

I

them. Spr01e55:Ge1stfe1d and’ Badenhop (1978) have 1dent1f1ed consumert



| S°ph‘5t‘cat‘°" as be‘"Q acqu1red know]edge and prev10US exper1ence with

other purchases. It is likely that this aCQU1red sophist1cat1on will

37+

IAffeCt Cbnsumérs use of ~1nformat1ona1 1nputs in. the .purchaset"'

dec1s1on. 'Even consumers w1th Tow consumer SOph15t1cat10n will benef1t

and have an equa] opportunlty to buy -a h1gh qua11ty product when
"extended 1nformat1on and a]ternat1ves are avallab1e and used. Spro]es,
Ge1stfe1d and Badenhop (1978)-conc1uded that there is a strong support
B wfor factua] 1nformatlon 1ncreas1ng consumer eff1c1ency 1n purchas1ng

products.,

Arbaugh (1974) tdenttfied' a need_ for more textile “information

be‘"g made ava‘]ab1e to consumers, but also recognized that/»stmp1ylﬂwn

k pr°V‘d‘"9 1nformat1on via 1abels alone cannot f111 the consumer infor-

mat1on gap Consumers must be made aware of sych 1abe1 1nf0 ation and"

5“53 it.  The PF0b1em arises as to how to d155em1nate the 1nformat1°n

»J(N‘]k‘e and Farr1s, ]975) Arbaugh (1974) noted that the 1ow awareness ,j'.‘

‘”and use of the Permanent Care Labe1 should not be ‘taken as ‘évidence -

'aga1nst the cont1nuat1on of the program, but rather is an 1nd1cat1on of -

the need for 1ncreased promot1ona1 efforts to make consumers aware . ofg
,lthe prOgram.. Anderson (1977) drew the same C0nc1us1ons regard1ng the
impact °f the 1nf0rmat1ve carpet 1ebels -and suggested an educat1ona1»'

‘lprogram accompany 1nformat1ve 1abe1 d‘SC1OSure to. ensure consumer.

'awareness and ‘use of the 1abe1 re5u1t1ng 1n a more eff1c1ent purchas1ng. .

adec1s1on.

=

w1th the 1ntrodu§t1on of an. educatlona] program comes the deter-

. m1nat1on as to the re]at1onsh1p between consUmer awareness of such a N

. guf‘program and the - consumers' w1111ngness to - pay for th1s (Jackson,



1977) Engledow and Thore111 (1979) questioned the availab111ty of a

budget to allow for . creat1ve promotion of the 1nformat1on and 1nd1cate |

' th1s has been a weak spot with product test1ng agenc1es. The agencies
| hhve prov1ded only 1im1ted budgets resu1t1ng in "'. . . sterile ;and

"untmag1nat1ve programs“

{ How the ‘market 1nformat1on is presented is 1mportant in the,

l

analys1s of awareness, use and understand1ng of 1nformat1ve 1abels.

/ .
Arbaugh . (1974) :suggested 'an_ effective way to d1ssem1nate the

38

1nformat1on would be to acqua1nt consumers w1th the ava11ab111ty of the”‘

1nformat1on br1ef1y po1nt1ng out the key advantages for its use.

-I]1ustratﬂve material rather than 1engthy exp]anat1ons wou]d be an '

effective means of ‘commun1cat1ng. In the case of se]11ng carpét\

-'Anderson 3 (1977) resu]ts showed that the carpet sa]esperson is the.'

promot1ona1 do]]ars spent on mak1ng consumers aware of such programs as

X 1nformat1ve 1abe111ng wou]d best be spent at. the reta11~ 1eve1 in

'educat1ng carpet sa]espersons and prov1d1ng po1nt-of purchase product'

'}1nformat1on

- The CCI carpet c]ass1f1cat1on has been in effect now s1nce Apr11

1979. This’ study exam1ned the awareness, understand1ng and use-of the

"gCCI 1abe1 in an attempt to eva]uate the 1abe1 S worth. It was: supposed

o such:ﬁLgformat1on. could be he]pfu] -1n a]ert1ng the,aCCI,';carpet ‘manu— .

facturers anderetailers‘to future promotiona1=needs.

‘Cred1b111ty Attached to Informat1ve Labe]s

The reputat1on and cred1b111ty of the reta11 store could be a

:_’,dom1nant source of’ »nformat1on ‘for carpet purchasers,' and that :‘



'

determ1nant factor in the cred1b111ty attached to 1nformative labels. .

A

| worth1ness of 1nformat1ve energy labels attached to app]iances, that on
the 1n1t1a1 shopp1ng v1s1t to a well-known 1oca1 app11ance store the
?f1nd1ngs revea]ed a s1gn1f1cant effect from use of the . 1abe]s on: the

4mode1 preference and 0vera1T*1mpress10nsrw1th respect to the-energy

inefficient mode]s.‘ R | T

B Another factor affectwng the cred1b111ty attached to 1nformat1vev
::_‘1abels is the 1nf1uence of t1me (Eng]edow and Thore111, 1979)
S1tuat1ona1 var1ab1es such as’ changes in “the env1ronment can affect a
consumer S - percept1on ofd information. 1970 ended da, decade of3
“-unrestr1cted f1nanc1a1 boom. Consumers were willing to* exper1ment ‘with
- many new products. - By 1976 however, the country was recover1ng from a
, serious reCessiOn.. Consumers were becoming more skept1ca1 of products

and accompany1ng 1nformat1on They sought out the 1nformat1on sources :

they v1ewed best f1t the1r product needs. Consumers were skept1ca1 of
1nformat1on pub11shed by consumer agenc1es and pub11c 1nst1tut1ons

I
The 1nformat1on was seenlas o 1ess reliable; less c]ear and less

"usefuT--. . "(Eng]edow"andu Thorelli, 1979) han other ‘ nformat1on

.sources’. Consumers had 11tt1e conf1dence for the methods of product.

testing. Informat1on in pub11cat1ons such as Consumer Reports that had

llong been cons1dered a re11ab1e, unb1ased source of product 1nformat1on

' were be1ng cha11enged by consumers (Eng]edow and Thore111, 1979)

i
I

Perce1ved Usefu1ness and Adequacy of Informat1ve Labels

Spro1es, Ge1stfe1d and Badenhop . (]980) found that a 40nsumer ‘was

39

'NcNe111 and w11k1e (1979) found 1n a study 1nvestigat1ng the perceived



3

~ more efficient (1 e. making the best product choice for h1s/her needs)
. \

in h1s/her purchasing activity with the 1ﬁcreas1ng use of information.
N

The more 1nformat{on that was. ava11ab1e the more efficient\the\purchaf

dec1510n.', ATso, in their 1978 study they conc]uded that marketing

Vl1nformat10n can. have a pos1tive‘w1nf1uence in mak1ng an eff1c1ent
_‘cho1ce.‘ The more informational cues the consumer receives, the
e.jncreased ‘1ikelihood there is of an efficient choice.w_ These two
,studies.identifdedvthe‘jmportance of informational inputs:in‘atpurchase
decision. o : 3 //n | |

The way . or format in wh1ch the 1nformat10n is presented can aTso~-
fhave 1mportant 1mp11cat1ons on a consumer's- purchase dec1s1on (Bettman '
'and Z1ns, 1979). s The Jmportant quest1on} in eva]uatwon of~ the QCI‘f

cTass1f1cat1on TabeT was:  does the Tabe1 contain  the right

1nformat1on, 1n the r1ght format, and is 1t be1ng used?

Nourse and Anderson (1973), 1n ‘the analys1s of" the effects of
informative TabeTs on a consumer durab]e purchase found that on]y.
‘ serenty percent of the consumers 1nterv1ewed responded yes -to the.

prov1s1on of 1nformat1ve T\Bels\\ Th1s was not "a. h1gh1y 51gn1f1cantv

.\L\

' number s1nce no apparent ‘direct costs wou]d ﬁave been - 1mposed on the

cbnsumer. ATso,“the researchers found that the 1nc1us1on of

| -
1nformat1on that had been 1dent1f1ed by the consumers as to.what they .

,wou1d like to see on a Tabe] did not a]ter thexr product cho1ces.‘

what type of 1nformat1on 1s ‘needed on the 1nformat1ve TabeTs to

make a s1gn1f1cant contr1but1on to he1p1ng the consumer dec1de on wh1ch;

40

product to choose? Bettman and Zlns (1979) reported execut1ves .

' be]lev1ng that consumers have adequate levels of product 1nformat1on.



Nilkie and Farris (1976) also revealed that critics of advertising and
a,market1ng practices contend that - 1nformation that is re\evant to a

product choice is not being made availab]e to consumers and by doing

this the consumer is placed in a position of "“. . . enforced’ ignorance“

1

e ." requting in "o . higher prices, artificial brand differences

i and stress of nonfunctional frills that represent no rea] benefit to :

&

the consumer.‘. .“. Engledow “and Thorelli (1979) indicate a serious

>
deficiency Tlies 1n determinlng what is the r1ght information to be

¥

-1nc1uded,1n the “.‘.-. commun1cations mix. re]evant from the consumer's
‘ " k )

potnt of view.. . .".

N 'Spro1es, Ge1stfe]d and Badenhop (1980) contend that there is
rk ' '

w1despread beﬁlef that obJect1ve product ;&Aormat1on uncluttered w1th

‘distractions or puffery will fenhance cons‘f
ho]ds true especially when additional infy

mance and compos1t1on are avai]abie along 'w1th other, tradjt1ona1

5

; market1ng 1nformat1on /

Anderson {1977) found that 1nformat1ve carpet labels had ]1m1ted,

impact on'a carpet choice. The 1nf1uence of the 1abe1 tended to be the‘

greatest for wear rating d1scTosure in two instances. when wear 1nfor-

mat1on was presented together with additional 1ess sa]lent 1nformat1on.¢

"1t was greater among higher soc1oeconom1c groups And 1t was’ greater

when buyers were alerted to the ex1stence and contents of 1nformat1ve

1abe1s pr1or tovshopp1ng +This implies that the impact. of- the 1nforma- ,

- t1ve 1abe1]1ng programs may -be 1ncreased by accompany1ng promot1ona1_

o U A
éfforts. L ' e .
A In S ; L e

n‘dec1s1on-mak1ng This

%n an a brand's perfor-‘

a1

e
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‘Relatfonships Existing “between Use of Labels and Post-purchase

= “Satisfaction. Lo c S
- S Ty N :

In a- study by Swan and Combs (1976) to determ1ne the 1nf1uence of"

_r¥?'[1“fﬂir»,}3:“1nstrumentaT character1st1cs" (1 e. those features 1nvolv1ng phys1caTb‘

performance such as durab111ty) and "express1ve characterist1cs“f(i.e, »

those features of a more psycho]ogical nature such’ as fash1onab111ty)'

&
a product compared actual performance outcomes to @the outcomes that

e

"fkt:were expected for the product If the phys1ca1 performance of the

’;aproduct was be]ow expectat1ons,v then the product was. 11ke1y to be_

'fﬁff_categor1zed as d1ssat1sfactory If both 1nstrumenta1 and express1ve .

' “,3outcomes were equa] to or exceeded expectat1ons, then the consumer

e

‘%jf?;7ff.‘vi{ fntended to Judge the product\as sat1sfactoﬂy

';“5rf_(1980) a The1r fﬁnd1ngs 1nd1cated that pr1ce and brand which had beenfrf

A 51m11ar COnclus1on was drawn by SproTes, Ge1stfe1d and Badenhopf

"1up7uthought of as surrogate 1nd_ ators of, qua11ty or des1rab111ty by some.,“

'consumers, were con51dered 1e's 1mportant than “compos1t1ona1"“ and . -

e

; ;]“performance or1ented character1st1cs“‘ B

P S L

f“’that was ava1]able usefu] 1n mak1ng a sat1sfactory~cho1ce? S
v Some answers to these quest1ons have been proposed by Spro]es andn
bGe1stfe1d (1978) f The ava11ab111ty of 1nformat1ve 1abels shou]d"redUEgg

te,\the 1nc1dence of consumer d1ssat1sfact1on and 1ncrease satisfac gbn. A

- There are many questlons consumers ask themselves when assess1ng.f

7<.gthe1r sat1sfact1on with the purchased Pr‘OdUCt e D1d they make the besttd

"'}t'would they shop d1fferent1y the next t1me? Nas the product 1nformat10n”ﬁ,7

- of a product, 1t was found that consuggms 1n Judg1ng the performance ofs= S

:bi ch01ce for the1r needs? D1d they buy the best product for the money?;-y' L

T B . - S wo T - et K .
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ey

“"‘study by Ste1mger and Dard1s (1971) 1nd1cated that 1nformat1ve care.‘ '.

V_Vv'used care 1abeH1ng 1nformat1on tended to be more sat1sf1ed w1th";

-1nformat1on.',; The- 1ncreas1ng recogmtwn of ;.'f'the 1mportanc\,e

B 1\» RPN

Another 1mportant factor in determmmg the extent and type of .

Ve
R T

, Factors Affectmg Consumer Awarenesh
ST Understand1 ng and Use of Labe1s

z‘afﬁ_

g

/

By /’/, NG

Tabels} and tags on. c]othmg w111 he]p to 1ncrease consumer Sat1s-v
: irfactwn since consumer/'s will be 1nformed of the correct way to care for
and c]ean theJr garments thus reducmg the probabihty of damage.f"'

o . fS1m11ar1y Ste1n1ger (1970) found that those consumers ‘who reported they*' '

"‘1nformat1ve 1abe1]1ng programs (such as’ the CCI c]assaﬁcatmn 1abe1).-'}"

" pre-purchase behavwr 1s the consumer S purchase exper1ence of thef
_l“rbe decreased 1f the consumer has enJoyed sat1sfact1on w1th a prev1ousf_;

'”'”Vfburchase and in® t}he oppos1te d1rect1on,‘ dlssat1sfact1on of a prev1ous

“uld-»:zlead to 1ncreased 1nformat1on search (westbrook andf :

Some tactors/that marketers and researchers have 1dent1f1ed as 'k

‘ be1ng 1nf1uent1a1 1n determmng extent and type of consumer 1nforma-’ |

| and hfesty](e charactemsmcs. _ If marketers were ab]e to estabhsh the

B »,x;textﬂe product performance ' than v those Who. d1d not j_u'se's rthe‘.‘_i’ AR

by .both. -government ,,_.v,and,,:mdustry shou]d ]ead to greater consumer.‘_'.‘.

'x_p;oduct c]ass. : It 1s assumed that a consumer s 1nformat1on needs w111 L

" twon search and post purchase sat1sfact10n 1nc1ude consumer demograpmc S




“v'1mportant character1st1cs re1evaf
| that they would be better equxpped to ta110r an effect1ve market1ng "d”,

;program best su1ted to thelr CUStomer.

CRR T SR N

| un'Demograph1c Character1st1cs _
Demograph1c character1st1cs to be cons1dered .ini

t‘hﬁsv”study \
L _;1nc1ude sex, age, 1eve1 of-educatwon, occupat1on, tota1 fam1 Y!;“CCWQ-'
d

;';tand number of fam1]y members 11v1ng at home Other research

| to the1r product 1t 15'presumed e

"’ffdate has 1nd1cated these character1st1cs 1n comb1nat1on or- a]one havef-"/f’"

‘;,pr0ven to be determ1nant factors 1n purchase behaVTor._:f'”"'

Market segmentat1on has trad1t1ona]1y been based on the recogn1-

"Q‘jt1on that broad markets for products are made up of sma]] homogenous:°'

”Tamarkets. Products are des1gned for spec1f1c homogenous submarkets"i

e w1th1n the 1arger more d1verse market Consumers are d1fferent from'

Sl : : . C
RV Sl i

"’.vneeds of the consumers w1th re

"each other 1n the1r needs and these d1fferences are re1ated to thef>f~ '

-"demands 1n the marketp]ace.; If segments of consumers can be Asolated{=:

'_Iw1th1n the overa]] market 1t 15 YWesumed products w111 better meet the_7°-j,

pect to the use of 1nformatrve<$abels,:ﬂf:;:

by 1dent1fy1ng and descr1b1ng those consumers who do not make use of e

e

;1abels, 1mp]1cat1ons can’ be drawn for the deve]opment of a]ternat1ve - :

v_ibeffectlve programs (Arbaugh 1974) S
: e

The fo]]ow1ng examp]es demonstrate some 1nf1uence these var1ousf;

f.character1st1cs have had ~on- consumerj

,tdemograph1c }andi 11fes@¥

. ;;behav1or. vﬂnrbaugh (1972@ c1ted the f1nd1ngs of Skaggs (1973) ja' e

L }s1gn1f1cant assoc(at1on -was found to ex1st between the consumer s

LR

'ﬂawareness of the care. 1abe1 and 1eve1 of educatlon Those respondents,'

"";i?ggiiiiltn"‘



v
e

“d‘,w1th a h1gher 1eve1 of educat1on tended to rate the usefu]ness of the

',[;care 1nformat1on h\gher than those w1th 1ess educat1on.f Also,‘there,f'

was a sign1f1cant assoc1at1on observed between educat1on and/or 1ncomer
and use of‘care 1nformat1on., Age was another factor to be cons1dered‘

5 as’ o]der ‘respondents rated 1abe1s more usefu] than d1d younger

/ _respondents. ”°th

' westbrook and Forne11 (1979)

‘ ‘~,to 1ncrease the consumer s needcﬁv

‘;”Consumer Reports p]us extens1ve v1s1ts to reta11ers.

!
7

fL1festy1e Character1st1cs Q}V‘

' L1festy1e ana]ys1s cons1ders the consumer s persona11ty tra1ts, - :

| actJ 1t1es, -1nterests and op1n10nsa ' L1festy1e focuses broadfﬂinvﬂfv'f

”f*consumers 1n the 1anguage of every day conversat1on and thought

An examp]e where such know]edge can “be 1mportant to the marketer.jit

H”’,~ s> 1n determ1n1ng the perce1ved r1sk of a consumer for a: product._tItn

fjs 1mportant to cons1der the Tnd1v1dua1's dom1nant persona11ty needsv'

‘and cogn1t1ve sty]e (Cox 1967).

uded that educat1on was assumed’~

‘tat1on 1nc1ud1ng the use . of

;thus human1z1ng (Demby, 1974) the’ research output.. i; Thyf’_‘ 5f7d§’ff'

fal trends and needs, and va]ues that are thought to be c]ose]yf'f“

;ted wqth consumer behav1or. These attr1butes prov1de descr1pt1onst:‘ S



;"_fout- are1 presented_a1n tthjs‘_chapter. -Top1cs_ dwscussed; 1nc]ude. the":_'tb

CHAPTER 11T

METHODS AND PROCEDURES

A cbnsumer survey was conducted to exam1ne the effect1veness of the- &

.TCCI~cTass1f1Eat1on TabeT for carpets The procedures that were carr1ed :

- v‘cOnceptuaT framework 'that ‘was used"as a basis‘{for >the procedures;*

: /o
”s,h_select1on of the consumer sampTe, descr1pt1on of the 1nstruments, S

-:4511m1tat1ons of the study and a summary of the stat1st1ca1 ana]ys1s

_’conceptua] framework aS"th1s mode] descr1bes most compTeteT

fvTog1caT organ1zed terms the stages of' an’ 1nd1v1§%a1 'S b y1ngl
’for 1nformat1on,,(3) aTternat1ve evaTuat1on, (4) cho1ce g@nd S)fbyf::

} 'step is’ pursued 1s dependent upon the consumer s percept1on as to;

- Conceptual Framework - = - . -

(1978)

For the purposes of th1s study, the Enge] BTackweTT KoTTat

’"'consumer behav1or mode] (Append1x-J) was chosen as the bas1s f r thefsf

VT‘in 8

vtbehav1or. The f1ve steps 1nc1ude '5(1) probTem recogn1t1on, (2) se rchﬂ
comes of cho1ce (sat1sfact1on or d1ssonance)'; The degree ‘to wh1ch each"' )

whether the purchase 15 of l'}’ suff1c1ent 1mportance to warranta el -

",:extended prob]em soTv1ng" (Enge] BTackweTT KoTTat 1978)

The magnxtude of the . purchase dec1s1on 1s the determ1n1ng factor asm_

: ;to the number of stages the consumer w1TT engage 1n.v For 1tems pur-

46 .';f-:»‘;g.t o
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e‘chased on. a hab1tua1 ba51s 1t 1s assumed the consumer advances d1rect1y,;

‘Vevaluat1on stages. However, ;1t 1s presumed that the purchase of},

: carpet a non-habwtual]y purchased product, m1ght conceivab]y 1nvo]vef

from prob]em recogn1t1on to cho1ce om1tt1ng the search and alternat1ve

fthe consumer in ‘each step.

The (f1rst stage of the consumer dec1s1on PFOCESS ‘ié"proBIEm

'irecognrt1on whereby the consumer acknow]edges a d1fference between ar

° perfect state of affa1rs and the actua] state at: that moment ; D1s-.fl

/ KN
-

Hdes1re.‘”

/

externa] st1mu11 such ‘as. new 1nformat1on from consumer or1ented ’

";0."‘

Sy

. The 1nd1v1dua1 then moves 1nto the search stage of the dec1s1on

;feedback no externa] search is. 11ke1y to occur.. If not however, it

_Hw111 necess1tate ‘the 1nd1v1dua1 seek1ng further 1nformat10n. ‘.

o equ1]1br1un1 occurs when the 1nd1v1dua1 v st1mu1ated by lnot1ves or by»

marketer-dom1nated or neutra] sources,a str1ves to sat1sfy th1s newj»'

’vsprocess The 1nd1v1dua1 engages,' 1nstantaneous]y and most t1mes‘;" S
.unconsc1ous]y, in 1nterna1 search to determ1ne 1f stored 1nformat1on or s

h'jexperlence w1]1 satlsfy the prob]em s needs.~ If there 1s suff1c1ent‘au~bfoy

Concentrat1on in th1s study was . on the search stage of the carpet_. &

.‘costs of search behav1or that appeared re]evant to th1s study.

"gare of part1cu1ar concern to th1s study 1nc1uded factors such as’ thef

Mot1vat1ng factors suggested by Enge] B]ackwe]] Ko]]at (1978) that

vconsumer s purchase dec1s1on._ For th1s reason the Enge] B]ackwe1]-:~‘~u‘

"_'K;Kollat (1978) model was usefu] as 1t d1scusses mot1vat1ng factors andi;'e e

.amount and qua11ty of stored 1nformat1on. vTh1s 1nvo1ved cons1der1ng‘;'“”

Ty,

S -the amount of sat1sfacthon the consumer had exper1enced w1th prev1ous"'
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purchases and the per1od of t1me which had . e]apsed s1nce the 1ast
purchase ‘ Engel Blackwe]]-Ko]lat (1978) proposed that the- su1tab1]1ty

of. the. stored 1nformat1on may be affected by a. 1ong pertod of t1me

| -
4“

e]aps1ng between purchases. |
Th1s mode1 further takes 1nto account the percelved r1sk 1nvo]ved |
~in the purchase search Cons1derat1ons such as pr1ce,.1ength of time
°the consumer w111 Tive with- the product and the magn1tude of a]terna-.
t1ve product se]ect1on seemed pert1nent to th1s*study. o . B / A
Certa1n costs of ‘search’ that were re]evant to th1s study 1nc1uded A

the amount of search (such as the nUmber of store v1s1ts) ‘and

v"r_ 1nformat1on over]oad Psycho]og1ca1 costs 11ke dea11ngs w1th 1ncom-

petent salespeople seemed appropr1ate cons1derat1ons since the rev1ew ~
ih_of the 11terature po1nted out the strong 1n?1uence*the carpet sa]es-
person has on a carpet purchase. R | p o : o

| Last]y,»the Enge1 B]ackwe]1-Ko]1at (1978) mode] a]lowed for 1nves-
“t1gat1on of persona11ty and demograph1c character1st1cs and the1r
";'ffeffect on consumer search behav1or A group of 11festy1e var1ab1es |

"p(adapted from Qe]ls, 1974) that were cons1dered re1evant to a carpet B
bpurchase were exam1ned . | | ‘

Throughout the ' search stage the 1nformat1on col]ected has been.h
;.:processed and has become part” of the 1ong term memory The consumer
.'uses th1s 1nformat1on 1n the next stage, a1ternatﬁye eva]uat1on

Product a]ternat1ves are compared aga;nst .crlter1on or. product
th attr1butes as set forth by the consumer as 1mportant 1n the purchase
gdest1on. The stored 1nformat1on and consumer ez “2nce: together with

“the'evaluative criteria assist the consumer in makiny a cho1ce..'w o



AT o e
The f1na1 two 'stages' in. the dec1s1on process modeT are- cho1ce and
outcomes. Th1s study touched br1ef1y on the outcomes stages 1n evaTua-
~ ting. the degree of fu]f1]ment of - 1n1t1a1 post- purchase expectat1ons and
-‘}sat1sfact1on.‘ A more in depth study of cho1ce and outcomes w111 be
‘deaTt w1th ‘in Phase II of the research. " | ‘ |
It 1s 1mportant to note here that env1ronmenta1 1nf1uences such as
}Tfam11y, reference groups, 1ncome and soc1a1 cTass, can affect the

~ consumer at the var10us stages 1n the dec1s1on-mak1ng process.
R . . Ly

-

Selection of thevsamplea

The popuTat1on for the study was compr1sed of consumers who had

_‘recently /purchased carpet. N!th the ass1stance of a maJor carpet

5d1str1butor and cooperat1ng reta11ers a samp]e of carpet consumers in .
,the Edmonton area:was se]ected. The samp11ng took pTace from earTy
.fJune, 1982. to Tate Ju]y, 1982 ; e L o

The reta11 out]ets were seTected to represent three d1fferent types

- of- establ1shments : sma]] and large 1ndependents (spec1a1ty carpet and

nter1or decorat1ng) ..and department stores. The group of reta1Ters :

p

g was compr1sed of f1ve sma]l 1ndependents, three large 1ndependents, and -

3

: three department stores (1nc1ud1ng a totaT of TO stores)
The part1c1pat1ng reta11ers were approached in advance of the study

1_ by teTephone and then 1nmed1ate1y sent 'a Tetter of 1ntroduct1on

:(Append1x C) They were asked to give a Tetter 1ntroduc1ng the study |

: (Form A or B Appendlx E) to all: consumers who actuaTTy made a carpet

< f{',‘?",
purchase. For those reta11ers who prEferred to supp]y the r f

Y

-
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) with a 11st of carpet consumers and whom the researcher wou]d in thrn ‘

: contact d1rect1y, Form A app11ed Nhere the reta1]er preferred to ask

’the consumer if they were w11]1ng to part1c1pate and- then prov1de the

researcher w1th only the names of the w1111ng part1c1pants, Fdﬂn B wasi

-'app11cab1e.

In fact,-'very few consumers actually received either letter of
introduction. The researcher 'obtainedl»the “names of carpet consumers,'
fgom the retaiTers”and contacted‘them direct]y” The retailers wouid”‘

4 then f111 out the. accompanylng Consumer Informat1on Record (Append1x E)

for each consumer. | ‘." R T L

A proport1onate sample of - consumers was to have been se]ected'
relative to the volumes of each type of - reta11er estab]1shment._

However,i due to the sma]] number of consumers” actua]ly purchas1ng:

carpet dur1ng th1s per1od 1t nece551tated the researcher tak1ng all

avallable names from each reta11er. Thus, these.203 consumers formed .

‘the 1n1t1a1 samp]e for this study."

/7 ' fDescription of the Instruments

The data was co]]eéted 1n the fo]]ow1ng manner

1. . Reta1]er Interv1ew Gu1de (Append1x D) - Each -participating
"retai1er was~1nterv1ewed,‘to determine reta11er.awareness, uriderstand-
‘ ing and use of the CCI ~1abe1 and/or pamph]et' The instrument' also °

' served to further 1ntroduce the research study. Based on the 1nforma-_

_t1on prov1ded by the reta11er, the researcher ass1gned -an att1tude

score to be used in the ana]yses. h



2.‘ Consumer Information Record (Append1x E) - Each part1c1pat1ng

- retailer was’ asked to comp]ete the Consumer Information Record for each -

consumer tak1ng part - in the survey.' The. record nd1cated genera]

'1nformat1on ‘on the carpet purchase. Th1s 1nstrument was attached to

. the Tnitial Letter of Introduct1on (Form A or B as app11cab1e, Append1x',

E).

L3, ‘Initial Te1ephonev interview (Form“ A or B as app1icab1é,,

Append1x E) - This 1nstrument served as a further 1ntroduct1on to ‘the

--consumer about the survey. The- 1nterv1ew also . he]ped to 1dent1fy the '

';consumer s 1n1t1a1 expectat1ons of - the carpet performance
| 4.h, Consumer Self- Adm1n1stered Quest1onna1re (Appendlx H) - _The
\nquest1onna1re ‘was des1gned to 1nvest1gate the fo110w1ng var1ab1es (a)

"stated 1mportance of performance/appearance retent1on, (b) extent and

51

type of ‘pre- purchase search behav1or, ‘(c) awareness and understand1ng~"

of CCI c]ass1f1cat1on 1abe1 and pamph]et (d) extent of use“of the‘CCI o

'_‘1abe1 and/or pamph]et \(e)vperce1ved usefulness and perceived"adequacyr

of the label when used a]one, in conJunct1on w1th the pamph]et and/or

in. conJunct1on with other 1nformat1on sources, (f) cred1b111ty attached

.to the CCI label and/or pamph1et, (g) 1n1t1a1 expectat1ons of and o

‘satisfaction with carpet performance,‘:and (h) demograph1c var1ab1es, )

"l—TifestyTe  variables, the consumer‘s experience with _carpets  and

'etailer attltude toward the CCI 1abe111ng program ‘ Thev,SelfQ

adm1n1stered quest1onna1re rep11cated 1n\part that of Anderson S (1977)

A]] 1nstruments except the Reta11er Wnterv1ew Gu1de were pre tested
\

- with a small samp]e of consumers who purchased carpet from Sear s

Her1tage Mall Store, Edmonton, dur1ng ]ate Apr11 and ear1y May" 1982

L=



 Statistical Analysis of Data |

AT data were coded and transferred to computer cards for (
ana]ysis. Descr1pt1ve information was reported in frequency counts

and/orfpercentages. The hypotheses were statast1ca1]y analyzed. using .

¢

_the"fo11owing tests.‘ the Pearson product-moment correlattdh coef—
_ficient the Chi-square, T-test and One-way ana]ys1s of variance.
,'Table 1 1nd1cates the var1ab1es cons1dered the level. of measurement,

v and the method of stat1st1ca1 ana]ys1s for each hypothes1s. b\

@

Delimitations of the Study -

The study ‘Was de11m1ted as. fo]]ows

,1. 0n1y consumers that had recent]y purchased carpet:‘were .

kS

‘\1nc1uded in the study. Due ‘to. the 1nfrequent purchase of carpet1ng,

‘e

‘ the selected samp]e was chosen as representat1ve of consumers who had

e

were most ]1ke1y to have seen the CCI c]ass1f1cat1on 1abe1 and/or‘

‘pamph]et

2. -~ Only. consumers who had bought carpet1ng sold by the square
metre were se]ected as th1s was the on]y type of carpet that bore the

CCI,1abe1.a“r
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~ been recent]y exposed to consumer search behav1or for a carpet and whop"‘ -
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S FINDINGS
. ; ~ :\\“ " .

Th1s chapter 1nc1udes a descr1pt1on of the samp]e and destr1pt1ve ,

' and stat1st1ca1 analyses of the var1ab1es and hypotheses. A 0. 05 1eve1 o

,V‘DescriptionTOf.the_SampJe;f

A tota] of 203 consumers were contacted from ear1y June, 1982 to -
‘j;the 1ate Ju]y, 1982.; Of those contacted 109 consumers responded w1th~‘r

“xfu]h part1c1pat1on ’i both “the 1n1t1a1 te]ephone. 1nterv;ew‘ nd;,,

- ”hse]f-adm1n1stered quest1onna1re (Table 2)

Table 3 1nd1cates the breakdown of respondents by reta11er type

\

f‘fIt was necessary upon ana]ys1s of the data to add another category toﬂk'

-;ttthe reta1]er types A ]arge number of the respondents (44 out of 109)‘-t:‘

A represented a 51ngle department store cha1n. Due to the fact that the
SN

_the researcher has further c]ass1f1ed the category 'department store'n;

o

' ,Efncha1ns 'as:: department store A represent1ng the s1ngle department’r

T
",store cha1n and department stores B represent1ng a]] others

%J. ‘ ;7

. Q'educat1on and occupat1on Respondent 1 represents the pr1mary person

of s1gn1f1cance was set for acceptance/re3ect1oneof the null hypotheses.'

';management of th1s cha1n strongly supported the CCI 1abe111ng program, §’?7Q.,;‘q

Tab]e 4 shows a descr1pt1on of then saMple g1v1ng Sex, tage,‘laﬁ

CT s



 °Tab1eu2’v'

L

Responseé to SuryéyA .

\;_Restnsesv‘

“Frequency - v

e P
»Not w1111ng to part1c1pate \

:Te1ephone Interv1ew only -

: ?Fu]] Part1c1pat10n (Teﬁépﬁ ne. Interv1ew)
- and. Se]f Adm1n1stered“@uest1onna1re)

~Tota1 consumers contacted

kT

fTab]eZB : -

© Breakdown of Respondents by Retailer Type

T .

-
L

Retailer Type

o (n=109)

" -Absolute’ Frequency . -

'*[*;‘Department Store A
' ,Department Stores B
1.Large Independénts

‘Smal]-In@ependents o

o
6
e

40.4

| ]2..“8
-33.0

138
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Percent

8 o®



?,TabTe 4

‘o

-Descriptibn*of theﬁSamp]e.:}Respondents Tad2

" Percentage Distribution

Ny Respondent 1~ Respondent 2
“Sex : (n=106) . " (n=45)
- Male . 30.2% - o 42.2%°
_Female 69. 8 v - 57. 8
" Age L (n—106) ( =46)
: 24 and under » 0.9 : 2.8
- 25-34 . - ST © . 20.8 12.1
-+ 35-44 R SR S 27.4 112
85-54 . ' - 23.6 6.5
. .55-64 . 1230 4.7
3o 65" and over - 15.1 5.6
";“Not App11cab1e '», - -57.0
Educat1on : - (n=104) (n=45)
- ..’Some or all elementary schoo] 1 : 28
- Some ‘or-all secondary school Y. 34.6 14,0
Some ‘or all trade of technical schoo]_, 15.4-° 9.3
_"Some college or- un1vers1ty L I I O R 9.3
University degree(s) : : ,‘ 25.0v 6.5,
o Not App11cab1e : - -57.9
'“,'Occupat1on . ' A (n= 102) (n=29)
Self- emp]oyed profess1ona1 1.0 -
- TEmployed profess1ona1 11.8 3.8
-~ Semi-professienal.. 2.9 1.0 -
© Middie management 5.9 3.8
Supervisor ' : 2.9 1.0
Skilled. clerical, sa]es, service: 2 13.7 6.7
' Skilled crafts, trades - - SR 1 2.9
- Semi-skilled clerical, sales, serv1ce 8.8 1.9
. Sémi-skilled manual o 2.0 2.9
“Unskilled clerical, sa]es, serv1ce v 8.8 ~2.9
“Unskilled manual - o 5.9 1.0
- Housewife T A >'vf' . 285 - 8.7
.fRet1r§d . e e - 3.8 -
~ Not A p11cab1e ; C fe 59,6

61
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W

‘purchase.

the samp]e had not moved 1n the 1ast ten years._", S

dnvoived,dinh'the _purchaset'o?“the carpet . ‘Respondent, 2 (where

applicable) represents anathect(SGCOndary) person. that assisted in the

‘respondents ] and 2) ”%pprox1mate1y 58 percent and 54 percent pr1mary

‘44‘yearst A 1arge proportlon of the samp]e had no more than secondary_
’ sch001 educatlon, and there was a re]at1ve1y even d1str1but1on among\
the other groups w1th some type Of post-secondary educat1on representa
ed. N1th respect to occupat1on«thev1argest group of respondents wasv
Thousew1ves. ‘Many others were ret1red- Of those emp]oyed the 1argest
-:f group was sk111ed c]er1ca] X 58185 and serv1ce fo]]owed by emp]oyed )

”profess1onals, sem1 sk111 and unsk1]1ed c]er1ca1, sales* and servxce. -f

Tab]e 5 further descr1bes the samp]e. It shows the 1ncome

-d1str1but1on w1th approx1mate]y 40 percent of ‘the respondents hav1ng a
-‘1ncome over-$50 000. The m0da1 number of ch11dren 11v1ng at home was~

'percent) of the respondentS OWned the1r own. home and ovea ‘44 percent of‘

b

Lo Descripttve Ana11§isi6f the‘Variables'

Tab]e 6 shows the responses to the stétements of se]f perceptmon'ﬁ,>

of hfestyle The respondents were@sked to 1nd1<:ate how “they felt~

2%

ﬂh £

R

62

The . samp]e was qpn?r1sed of more females than ma]es (for both i

fgvhagd secondary respondents YGSpect1Ve1y,-were in- the age group of 24 to

,,fam11y 1ncome of 540 000 or more and approx1mate1y 25 percent w1th an -

| “none and the mode for adu1tS 11V‘“9 at home was two., The maJor1ty (98:4,

'f7about the statements on- a Sca1e Of 1 to 5 (strong]y agree to strong]y'”»f”
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Gy TeRle >

Description of Sample - Households

Percentage Distribution

Total Fam1]y

Income (before taxes) (n 95)

under $95999 . afyear

$10,000

$15,000
- $20,000
- $25,000

> $30,000.

$40,000
SSO 000

'7jTota1 Number

[None/Not App11cab1e

One-

Two. -
Three
‘Four or

;Total Number

SCa

‘ One
“Two . -

.. Three
Four or

" Ownership of

. Own
Rent

‘None
. One’
Two

Three -

Four -
Five
- Sixe

~ Eight or more

to $14,999
to $19,999
‘to $24,999
to. $29,999
to $39,999
to $49,999
and over

S

of Ch11dren L1v1ng at Home (n 109)

more

of Adu]ts L1v1ng at Home (n 107)

more . -

home (n=108). -

[°]

o Househo]d Moves in Last 10 Years (n= 108)

P

N _;‘ - °
B = OO o u
PO O W

N — N

O~NwWO DWW
AR ) . .
O BNOTW WSS
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Table 6

64

Percentage Distr1but1on of Respondents Se]f Percept1on S

of L1festy1e

" Lifestyle variasle'

Quest1onna1re
Item Number

. (Apppend1x.H)

Meén,ScOre | Range -

Opinion Teader 2, 10, 20 | 2759 ‘ﬂ Ttos
‘Price consc5ousz »5;‘12,‘18, g%,v31.f B 2.406  1to5
Homebody 3, ]f::23,i29"  . © 2.543 1\to;4_-
Self-conf ident 1, 15, 22, 27, 35 2.478  1to5
Fash1on conscious . §; 16 117 21, 28; :‘,K: 2.626- 1v€o 4.
' | 30,33, 36 R
' »,InfoFméFiQD;seekerT; '.38 8, 13, 25, 32, 278 1tos
Compu]ﬁive'hpusekeeﬁéf'»-,77, 14,;26,-34 2.355 1105
Distikes housekeeping 4, 19, 37, 39 3.473 . 1to5
§
e
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r

disagree - respect1ve1y) The mean scores for most of the 11festy1e-‘7

scales were between 2 and 3, show1ng some tendency, on the part of the

respond&bts, towards them Respondents tended to be 1ess apt to,p]ace’

fthemse]ves in-the 'd1s]1kes housekeep1ng category.
- Tab]e 7 exam1nes the respondents exper1ence,'withf carpets
‘ prevxo s to th1s most recent purchase. Approximate]y 73'percent of the

ents had had an ex1stfng carpet in. the area for which the carpet

" res
‘was
ey were sat1sf1ed or very sat1sf1ed w1th thls carpet Over 60

. AN
A percent of the samp]e had prev1ous]y purchased no more than .two

carpets Of “the purchases prev1ously made most recently, over 50

"percent were made in the last f1ve years.‘

The CaTPEt features considered by the respondents dur1ng the
prélpurchase $earch are 1nd1cated in Tab]e 8 CoTour (88 1%)/ price

-'1(86 2%). and durab111ty (77 1%) were the three features most frequent1y)

cons1dered v These same three factors ranked h1ghest as the f1rst and

,second-most 1mportant feature.' Appearance of the carpet (other than '

color) was ment1oned by 1ess than half of the respondents..
The extent‘ of. pre purchase search behav1or is represented
' Téb]e 9. Over half of the respondents shopped for a per1od extend1ng

from e1ght days to four months Approx1mate1y one quarter ofr the

: amp]e v1s1ted on]y “one store, wh11e over ha]f of the respondents-

' searched in three or four stores._ A]most 75‘percent of the respondentsf;"

cons1dered none or on]y one other carpet.

The ter of pre purchase search is. exh1b1ted 1n Tab]e 10. ;Thew

‘majority of the’ respondents 1nd1cated the carpet sa]esperson as a

e

hased and of those respondents, on]y 42 percent 1nd1cated that_-



~ Table 7

Respondents' ExperienCe with Carpets

Nevervbefore

N I

o - : - Absolute
Experience with Carpets Frequency . Percent
. Ex1stence of a prev1ous carpet (n=109) .
~ No S 27 . 24.8%
Yes . 80 [ 73.4-
F]oorcover1ng of some type 2 1.8
.
: -Sat1sfact1on with performance of prev1ous o /
carpet (n=108) ' o/
| Very Dissatisfied 15/ 18.5
Dissatisfied 11 13.6 -
- Neutral 10 12.3
Satisfied 19 "23.5
Very Satisfied , 26. - 32.1
Similarity of new carpet to old (n= 108) ~ :
: Yes _ - 5 8.
No: 80 91.1
‘Number of previous purchases (n 108) .
~None 12 11.1
. One 22 20.4
- Two 32 - 29.6
. Three . - 24 22.2.
- Four -9 8.3
Five ” 5 4.6
Six _ , 3 2.8
Eight‘or more 1. 0.9
" Date of last purchase (n=109) o~ ‘
: Up to.1 yr. ago _ S 13 12.3
1 yr/1 day to 5 yrs* & 42 - 39.6
5 yrs/1 day to 8 yrs : .20 18.9
"8 yrs/1 day to 10 yrs 7 6.6
More than 10 years ago - 14 13,2 '

66
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C Tabled @
', o S

FXS
Ve

f_Ex%ent of Pféfpurchﬁse'Search'Behg%Hor o '7‘ -

&

S _ SO ~ Absolute’ .
e E*tent of Search'Measure | Frequency Percent -

Pre-purchase per1od (n=101) ‘ o -

One day . S B 10.9%
2 to Hdays - : S 14 13,9

' 8 to 30 days 3 : . "29 3 28.7

. S 31 days to 4 months o S 28 ' 23.8

» . 4 months/1 day to 1 yr o 15 .14
1 yr/1 day to 2 years — S 4 o 4
over 2 years . . : r 3 .3
not too. 1ong L S . 1

) PO o

Total Number of Stores v1s1ted (n=]09) L

One | e | 25

Two v 431,_& g T T

Three PR ?[ . B ,»cj 22

JFour ; S R S 5e
- Fjve s P VA - ST 8
. o STX . ' ‘N ‘.P V:"’:' »\ . | . ' 5 .
.7 seven ' . i .

A o Nlne or more* i o o B ]

NN — N
“

g

OMNPJWO~NIMN
L]
OO WwON DY

- Total Number Qf Store v1s1ts (n 109) q Yoo
a One <. oov bt S PR
Two ’k‘ B . 4~» B Sl e 10
C Four JA SE A T - o
ST Five e S e _ 18 -
: N Six = uj@‘&t;,' SR T 6 -
Wi Seven-. O e : o
7 Eight - g
”N1ne or mv_e

ol -

POANOAG PO —

-]
*
—
-~J N

N WRao NN O

e
<))
p—

* Other: Carpets Cens1dered (n—107)
P F, ‘None e .
et One s e o
. - Three .- .o g -
A0 ‘Four "..51‘ . o ; - o 3

45

N -t O O™
. -
oMW O -~

(23]
o
— =
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»‘/*1 R j(,Carpet Salespeople
EL ST ‘ii_v”g-jLabe1s/Tags ", .,n'iv*
l'y.,,*,Fr1ends/Re1at1ves g
e Lo CArticles in newspapers/
et 0 omagazines . :
e tAds i newspapers/magaz1nes '
R At Book]ets/pamph]ets B :

" o% o w0 Ads bn-TV/Radio’ .
~oo T Other sourcest
39 157°Government Agenc1es

R

OO IO NW.. Ul=th :
CIOVRNNSO L NO®

L b eww R ae 4;-

L.

o214
e
2.6 1.»._'

N VIR
o : 8.6 .0‘_ .f ’..v/

L

;@mwgam*wg

. . o S e PN L el : N . . . Sl R . ‘_ .'-,. ) 0 ' - .
RS D" Question answered only if, YES response. given to sources used..
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' : T | .o w . continued- .

Yes No.-
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-'QPercentagetDistribution ofﬁType1of(BrefpurchaseiSeat;hw(n=1099_'

'<'1IﬁformatjonySourCEéfthéidéred: . Most Useful ;:usefu1;

SR ».‘51;‘;f2hd‘Most

S 3rdMost
Useég:ﬁ

Fr1ends/Re1at1ves
_.Labels/Tags :
Other Sourtes
Ads on TV/Rad1o

1.:Book1et$/PamphTets ;j?=2°§ 

;ixGovernment ‘Agencies

- AdsTin. newspapeYs/magazg.es L
‘Articles in. newsgapers/‘g g

magaz1nes

Carpet Sa]espeop]e o

a3 %

3 q\._v’

W
Sl

SO o=
c.. e er e .
g oo B

2.0
: 22 9
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: A i
f Spy et Lo
;R ;

(Y

i 1nd1oated they saw the CCI 1abe1. fhr” : ‘>’;;:g§»f§!

-}'1nformat1on they saw on the 1abels (Tab]e 12)

lu

1nformat1on

H“Tab]e 10 a]so shows the sources cons1dered most useful second

i 'vaw 't

B ffi salesperson ranked h1ghest in a11 three categor1es.‘ ftfm

The respondents awareness of ]abels attached to carpet samp1es_

@,

1s out]1ned 1n Tab]e 11. A 1arge proport1on of respond

\

manufacturers 1abels.5, Approx1mate1y one-th1rd of t e respondentst¢, o

‘hf Tab]e 12 shows the types of 1nformat1on the respondents reported'" :

%

| see1ng on the 1abe1s.‘ F1ber was the 1nformat1on 1dent1f1ed most,'

\

T i ‘
- ('\\ frequent1y. In Lompar1son to Tab]e 1 wh1ch 1nd1cates the respondents

-t

reported awareness of 1abels attached to the carpet l amp]?SJf;Ah'

re]at1ve1y h1gh number of the respondents were unab]e to 1,’” i

nts observed

. 72& :

‘ source: of 1nformat1on that was helpful 1n making their ‘purchasei=

-rdec1s1on.. Ha]f of them 1dent1f1ed 1abe7s/tags as a helpfu1 source of

-: most usefu] and th1rd most useful by the respondents.; The carpet}_

%égables 13 and 14 1nd1cate theirespondents understand1ng and useu‘

A

o of the CCI 1abe1 and/or pamph]et As the total number 07 respondents:_l- EE

who reported see1ng the 1abe] was re]at1ve1y small (33 out of-]09),.the”v

for each " of these 1tems s also smai]... However, of those‘

respondents that 1nd1cated see1ng the CCI 1abe1 approx1mate1y three-

s

‘ ;« quarters: of- the respondents understood the 1nformatlon\ at 1east.

i f somewhat (Tab]e 13) Approx1mate1y*46 percent cons1dered the CCI 1abe1,’f"

he]pfu] and over 70 percent fe]t the 1abe1 affected the1r choice (Tab1e,'7'*f

e

14)

& i
3

S . LU . . . . S A
ETCA . TR R S
. . . - X o




L _{0bservat1on of Manufacturer s Retan]er s o Some

Table 1][fv-”,"#f.»_rw )

Percentage D1str1but1on of Respondents Awareness of Labels :
K Attached to Carpet Samp]es and CCI Pamph]et

\
l .

Label " - . Labet: 5 CCI Label Label- Cbi Pamphlet
(n-109) (n§95) . (n—98) '(H=99) (n 107)

".‘r“., o

‘ ?‘»?“f33 % a3 f”s.s%e; B
326" .«Z,(?n4 '
7‘,33 7 “;'—'*;,f_,f 0.9.

"";Don t Know [”} ‘ :’;1410%““

”f1dNot App11cable | ';?t;”f’;,‘]iffﬁzfi i 5‘>_ 56 6€ " 69 2d j

ey

S

s71abe1s.-,'

o Jf~q ,.Questlon not answered 1f respondent d1d not see CCI 1abe1

Uy

L oegsEn




 Table 12%

! Percentage D1str1but1on of Types of Information Respondents Reported
: ‘ . See1ng on Labe]s Attached to. Carpet Samp]es

il

Mahufactdrer’s'-'Retdi]er's. ~ _Some

- Informatiol

‘Labels ~ ~ Labels = . Labels "~ =
i n -69)';ﬁ Con=27) o (eA17)

Fiber E ’l’ﬁ T %1% ‘°_f orag
Dens1ty/we1ght . ;A. : ff( o H;.«?e R 4.9 | - L o
o Finishes: sta1n/stat1ce ';‘, oo 3. 3‘;§},"," 7. 4¢&4 R 'v - 23, 6"
,:'GUarantee“_’ o »_!;E , &Vﬂ;7‘jl ﬁ'ffe€:1} 1 . 7
. Comstruction -~ . = 33 ";Ef_t' 'ﬁﬁﬁﬁ,: _
L Durab111ty/wearab111ty ;  e '*f.1}7;v o e.;-'11.1,:ﬁf B B e
: fSuggested area of use R vr]L7_4.f‘j” S 3.7 ’”>‘ *‘}55'; -
‘?Suggested sales pr1ce ‘ ef":.”.f 333 59
* Range of colours .~~~ 6.0 37 - B
‘;eManufacturer s name - V‘S'ﬁr,J 33 - L
‘Place of origin - ":;;; °1;7-4v»:?"'v;rL'.7 e T




pos

B T EARE T cc1 Labe] afid Pamph]et

\" N
Ao
R

e

S Tamehs

L8

Percentage D1str1but1on of Respondents Understand1nq‘gf

Q . | . . 7.

'>'Meesnre'oijnnerstenJ?ng A

‘_v(n—33)

'Did Not

q pUrposé S 25.8%

Understood 1nformat1on ,_'_:”27,2>  _: ‘f57,7 . | ‘_f"i:,i5;3 

75

,Understand‘“‘*"”

: S D . B o . e L . T
. RN . : L . ER 5 . . o = ‘ o PN N
. o B - S . -y .



,Tab]é 14

Percentage D1str1but1on of Respondents Use of .
. CCI Labe] and Pampﬁlet o

[

. Measure of Use = D2

el 7 ot helpful Somewhat Very
R S o "rat all’ Helpful, Neutral Helpful Helpful
(1) 2) @) . @ (5

. ) . : . A R T

Label he]pfu] S i3 To3a% . 36.8%7723.3% };23.3%* '

- (n= 30) N C e e A R
| <?amp?1et he]pfu] 3 Y Y- TS R »“&J;QZS.OI - 37.5
n=8 , T R SR

 Yes ~ “No  Unsure
o Je L , sure

()

Label affected B B
" choice (n= 29) Lo TT72.4% 0 0 17.2% 10.4% - |
--."'Pamphlet affected s R S “'§§" Sl
" choice (n=17) -~ 23.5 . - 58.8° 7.7

S
£y g T
=2 | Wi

ey
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'The- respondents" opinions of the CCI 1abe1 and pamph1et are

featnred ,in Table 15. Approx1mate1y 45 percent of the respondents

considered"the tnformat1on on the 1abe1 to be adequate to qu1te

77

sufficient.. A 1arge proport1on of them afforded some'creﬂib1lity to

# the 1nformataon on the label._

;by room, co]our, style, f1ber, pr1ce per sq. metre and total purchase
'-ipr1ce ,1nc1ud1ng 1nsta11at1on. Approx1mate1y 80 percent f the

;-s,

':?wchrown/COpper. Approx1mate1y ha]f of the samp]e preferred p]ush and

e

".over 80 percent chose a ny]on f1ber. - }»x . ; o ?1' e ”5-‘*?wi-»f-s

‘The respondgnts 1n1t1a1 post purchase expectat1ons of the carpet :

55

- abe ihdicated in‘Table 17. A1most al respondents expected the carpet _
.to 1ast up’ to 10 years or more.' Near]y all of the respondents (91. 7%)‘
felt they had chosen a carpet that wou]d w1thstand the traff1c 1t wou]d;

receive very well.

Table 18 shows the out?pmes of the tnitial post-pprchase'satis4

'app11ed on]y to. those respondents who had had the carpet 1nsta11ed.
<o § - . - . = . . ; . / .

e N

'Extent'of Pre4purchase Search;BehaviOr-

Nul] Hypothes1s la:

g - . P o ;oN N

_@? o Table 16 gives a breakdown to the respondents actua] purchasesh

respondgﬁts éﬁbse earth tone co]ours rang1ng from wh1te/cream to medium

fact1on scores. 0n1y 77 respondents .answered these quest1ons as they

P .. Testing of the Null Hypotheses - - .

- No . s1gn1f1cant associatlon exists‘ between"initial _prt—;'”'

_purchase-psatisfactjon,.and _extent ofesp?efpurchase search



’“(né29)

N
. ‘Table 15
Respondents' Opinions of the CCI Label/Pamphlet
.wm‘ . P_",\.
Co ,1}Q h Not . - Somewhat -~ - Quite

. e ff1c1ent sufficient Neutral Adequate.Suff1c1ent

L (1)” (2) (3) (4) (5)
sufficiency of 3.4% 41.4% "24.2% _7'20.7%
information ERSE T N L

T , —
:

N o Little Some A Lot
©' Faith . Faith  Neutral ‘Faith - . of Faith.
oy @ e w8
A : . ’ :

. R —— _ — : _ ’ :
u .Cred1b11 ity given - 1007% 0 21.7% 135.6% 32.0% -
~ T to 1nfqé ion R g - B T
. (n-28)
e # - s
v \

£
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| Table 16
A -

&
Ead

Percentage Distribution of Respohdénts{-ACtual,Carpét Purchases

24

Room ">" - B Colour ’ : Style
(n=109) © ~ o (n=108) - (n=107)

Living/Dining ~ 36.7% Beige/sand  40.4% . Plush  48.6%

Hallways .. 34.9  Mediuf brown/ R - Sculpture 22.4
’ S copper . 19.3 - o

Bedroom = =~ 26.8 Beige/brde'mix -10.1 Hard Twist 13.1

Family/Rumpus.  21.1  White/cream — 9.2 Cut & loop - 5.6
" Whole House 16.5  Red . 6.4 Outdoor . 4.7
‘ . B . . 3 : . . » - R ) \ - B . Lo ’ Y
9.4  Blue.- - - 5.5  “Saxony . 2.8

| “3.7" “ Greén 4.6 High&low 1.9

- Kitchéﬁ\\<<:-¢lﬁ“ 254  Gold . . 4.6  Patterned 0.9
o I EE o LT

™

L v,COnpjnued‘. v

4 \
: \

%
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 f' Percentage Distribution of Respondents‘\Actual

| Table“lﬁl(continued)

-

80

Carpet Purchases

Total Priéé'Iné

‘Fibef B SR -Price§pérf§q. metre  cluding Instal]atigh
(n=109) T (nelod) T (n=107) :
NyloR - 87.2% . §7-100 9.3% 5169 - 350 7.2%
Acrylic 5.5 1M-15 6.5 361 - .e’.s |
Polypropylene. ' 4.6 16 -20 6.5 601 - 9 2
(outdoor turf). e ' \# B
C S 21'- 25 35.27 1000 - 1499° 17.2
 Polyester 2.8 .26-30 -17.6 < 1500 - 1999 22.7
| | 31-35 158 2000.-2499 10,8
36 - 40 5.6 2500 - 3999 7.2
' S45-50 2.8 4000 - 5999 3.6
51 and up, 0.9 6000 - 7200 1.8

e



v Table 17

. Pércentage-Distribution of Respondents' Initial Post-purchase -
N : Expectations of the Carpet

‘Measure of . : a 3 -~ :
Expectation - o . S C .

Cwpo. U o Upe |
to 5 yrs to 10 yrs to 15 yrs' to 20 yrs Over ZO‘yrs Ty -

Life expectancy ! 3.1%  56.3% . 29.2%  6.3% . st .
of carpet - - : S , : B
- (n=96)

“¥

o Fairly Well Quite Well ©  Very ¥e11\_ X
. Expected | 0.9% 7.4% | - W%

- ability to : RN | : s
withstand A = _ o
- traffic _ - F ‘ : -
"(n=109) : . ‘ : SRR

AN




Percentage D

Tableilay

istribution of Respondents' Initjal Post-purchase -
Satisfaction with the Carpete (n=77)

~ Measure of
Satisfaction

Satisfaction °

. with the

=Y

o g b : Very -
Not Satisfied Satisfied Neutral SatTETTEE/fg;tisfied

] N
(o

|
k)
)
1

= Somewhat

%!

m @ B 4) - (6 R

. - 6.6%  25.9%°  67.5%

- E . - . . .
I T . . ) - . *
“

~.

i\f\¥L" |

v .

™

Assurance of = i

best. choice

P

cooecawpet B S - | i

% " " —
‘Not Sure  Somewhat = Quite Very
~at all ~ Sure. . Neutral Sure

> . NI . Y
( ' : ) . ’ L0 . Y

T @ @, @)
L ! o .
10.8% T 442% 42.8%

206% | '. -

3 R N a N

'\ Meeting. of 1.3% — 1.3% /j'2;6% 41.5% . 53.3%
‘Expectations : A R N
o RN N L K

.Not-at all

. ""ww

A ‘o N R .
- Somewhat .~ Close to - Exactly .
. What - ~ Expecta- What I.
What Expected Expected Neutral ~ .tion = Expected:
o T e @ )

e

- ”,'Q.‘{"'\—
g ey

Question answered only if carpet alr€ady installed.

ey i ' P
Tae T ‘e o R
[ > s - ':’

- E o
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ny
» I

A Pearson product-moment correlation anajyees was used to deter—
mine 1f a correlation existed between measuhes of 1n1tia1 post- purchase*

satisfaction and measures of extent of pre-purcha&ﬁ‘search behavior.
(Tab]e 19) .show s1gn1ficant but weak negative

L The analyses
re1at1onsh1ps between each measure of initial” post purchase satisfac—
In ‘each case’ a' higher score.

'tion and the 'number of stores v1s1ted‘
The'strongest relationship
numbeedof‘store5’<“

was assoc1ated with v1s1ts to fewer stores,
‘sat1sfactton,w1th “carpet' and “the '
s1gn1f1cant '"relationship' -between L
composite score of extent of‘ !
R A

'existed between

~visitedf.
K O :

Tab]e if19-_ a]soA Shows a

R sattsfact1on w1th carpet' and the :
The Pearson~product moment corre]at1on 1ndicated that hwgher>

e P
(-
!

‘,isearch'
1n1t1a] sat1sfact1on w1th the carpet was associated with 1ess extens1ve

A11 other corre]at1ons lare not signifipant.
T

' f. search
_ One-way analysis of variance was*usedito teit if a sign1f1cant
ex1sted between

post- purchase satﬂsfact1on

L ; d1fferencei_¥n 1n1t1a1
consumers who had an extended pre purchase per1od and th@se ‘who d1d : fl. C

not.- No mean1ngful d1fferences were 1nd1cated
Nul] hypothe51s 1a 1s thus part1a11y reJected

i .

f

‘ I:,._‘
—‘".

- S ] o
A Type of ére purchase Seareh BehaV1or f'"' S
Nul] Hypothes1s b / o 3 Fl [
s1gn1f1cant assot1at1on exists _betwéen 1n1tta1
and type~;ot//pre-purchase 5 arch R

f

purchase sattsfactjon; »

- . . ‘-_, . ’ e : oy i . . . B _;’ ! ) : :
P g . B : \ L

; ST e

No

L e gbehavjqn?f‘“~ P
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A T test was used to determ%ne 1f s1gn1f1cant d1fferenCes
BRETE A / R D
?~1_1n1t1a1 post-purchase satisfact1on existed between consumers who did orggﬁ'ﬁﬁv’ =

. ,:\

'1“‘;~,meaSures of 1n1t1a1 post-purchase sathfactlon between the consumersfh,f ~f.'d' ?

';1s,w1th carpet' between consumers who d1d or d1d fnot use frlends and;ffirqlffp

“Aif”frelat1ves as a source of 1nformat1on. Aga1n, \consumers whg soughtjaf

i ;”ﬁsat1sfact1on than those who d1d not

“h{ft;a;;¥Tab1e 20 shows s1gn1f1cant d1fferences were observed 1n two'“lf‘tfffé,;y
\ R

"3idrd not._ The consumers uS1ng‘carpet sa]espeop ;:‘cored h1gher 1n bothﬁfeﬂff¥:5

'fﬁ‘ satlsfactxon w1th carpet' and meetwng of expectat1ons than those whOif;;fgg"”

I R D 5
Tab]e 20 aTSQ‘1nd1cat§s a s1gn1f1cant d1fference 1n- satrsfact1on;;{;;e}fr

~

S

\3;b1nformat1on from fr1ends and re]at1ves scored a h1gher 1evel.\ofc/f<%*gff

No other s1gn1f1cant3>d1ff§FEnces ‘ere; observed 1n Table 20

o ff;Therefore, th1s nu]] hypothe51s 1s part1a11y reJecxed-z;;jxh?ffkff?f'}ff'ftiinlﬁe.{Y

7“if?1s1gn1f1cant d1fferences 1n. 1n1t1a1,TP°§t purchase Sat1SfaCt1on eX1Sted
;V*Ef(1) between consumers who d1d or dl,

W"“_:’(Table 21), and (n) among consumers “St‘"g d‘ffe”e"t sources most

h*:clf1n1t1al post-purchase sat1sfact1on ( satisfact1on w1th caro%t'=7'"qv;f5of1ii_ig

Severa] one-way analyses of var1ance were used to determ1ne 1f 5[“;f7;gg.“

J’not f1nd var1ous sources usefu1_t:""

y\ \

"

_ufjusefu1, second most usefu] and th1rd most usefu] (Table 22) i’ff\,};~+4_{;f;fi i

)
Tab]e 2] shows a s1gn1f1cant dlfference 1n two measures of

”'7,'compos1te score of 1n1t1a1 sat1sfact1on ) between consumers who d1d or o R

‘?e_d1d not f1nd art1c1es 1n newspapers and magaz1nes he]pfu] Those fff;7f¥7f;

: '"f_tf\n these sat1sfact1on meaSures than those who d1d not S ~7? :

iffconsumers who found these sources he]pfu] scored s1gn1f1cantTy h1gher

.‘5
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‘A significant difference was aiso observed in ‘satisfaqtion with

\

flbcarpet‘ between consumers findihg carpet bookiets and pamphiets heipfui

and those who did not.'

91

Probabi]ity figures in ’Tab1e5 21 suggest that an association N

existed between 'satisfaction with carpet' and_ the” eported heipfuiness, :

iof the information source friends and relatives and ads on te]eVisionh‘

and | radio. However, as indicated by the means (Table 21), the

. "significant“ differences are meaningiess as the differences occur;'

'between the. groups responding “yes" and "not appiicab]e", and

_"not app]icabie“ respectively .' s .rsg

No other meaningfui differences were\\\bserved in Tab]e 21.~7

.Therefore, the nuil hypotheSis 1b is oniy partiaiiy jected. f
Tabie 22 out]ines the One-way anainis of variance for initiai

post-purchase satisfaction measures and information sources cbnSidered

X

e

most usefui.’ Oniy one . ana]ySis (second most useful/assurance of best_-7

.chOice) yieided a Significant difference. Consumers 1isting magazine, i

nd newspaper ads as second most usefui scored significantiy higher on

assurance of ‘best. chOice ‘than did: respondents consumers who 1isted

other p]aces. However, the Scheffé range test\indicated no difference|*

f between groups at the 0 100 1eve1

“ For this one analySis the nu]] hypotheSis is reJected. No other,-f'

| meaningful differences were observed inﬂ [ab]e 22 and the "FT‘]

.hypotheSis is thus most]y accepted. .



:fInitiai Post-purchase Satisfaction

Initiai Post-purchase EXpectations

Nl Hypothesis 2. AY fjri-
purchase expectations and
a. consumer awareness of the CCI iabel and pamphiet =
,; b consumer understanding of the cCI 1abe1 and pamphlet
| C. consumer use of the CCI iabei and pamphietaﬂ

. f

Tabie 23 shows the results of Chi-square analyses performed to

’ test null hypothe51s Za. There was no significant association observed
- between the respondents awareness of the CCI 1abe1 and/or pamph]et and

1nitia1 post-purchase expectations. Thus, nui] hypothesis 2a is

accepted

As there were on]y thirty-three respondents who repprted seeing:

7,the 1abe1 and/or pamphiet and thus responded to items measuring under-.l

lack of data.'f Therefore, no conc1u51on can be drawn as to’ the

“]a¢ceptanée~or rejection of these nu111hypotheses.
S S i EERIE S S - :

o

e ¥

: Nuil Hypothe51s 3

“No. Significant association: exists_vbetweenf“initiai _post-'

B
SN

"Purchase satisfaction and 4"?ft"nv E

“_a.' consumer awareness of the CCI 1abe1\and pamphiet ‘

: b} consumer understanding of the~QpI iabei and pamph]et "‘”
ic.i consumer use of the CCI 1?be1 and pamphiet. o

- No significant association exists between initial post-

92

'standing and use, nul] hypotheses 2b and 2c could not be tested forf_"‘ -

5 inia PR i b




L withstand traffic

.\ Table 23

Association (Ch%—square) Between Respondents' Awareness ‘of CCI
Labe]/Pamph]et and In1t1a1 Post-purchase Expectations :

' Measure of - - o Observation_ Identification Observation
Expectations- = =~ ' of{Label‘ - of Information of Pamphlet

f-Expected life of *f v . p=0.6700 . p=0.7048 p-
-carpet e S N )

0. 0861 i

L]

A

= 0.8479 .

o
' ‘

‘~Expe¢ted ability to i - p = 0.4799\v ,:(seeinotef):

i

‘v B- ( 05 _,»’: ;25f.- 

- f No stat1st1ca1 © putat1on was poss1b1e as all consumers respond1ng
- to the' items measuring identification of information on the CCr
Alabel expected the carpet to w1thstand the- traff1c very we]]

@
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*

e 0ne-way ana1yses of var1ance were used to test nul] hypothes1s

T

3a. The analyses (Tab1e 24) shows no significant differences 1n any of

'the four measures of . 1n1t1a1 post-purchase satisfact1on between those
| respondents who d1d nor did ot observe and/or correct1y describe the
‘1nformat10n on the CCI label and/or pamphlet. (The difference

i "'1nd1cated' 1n “the 'meeting of expectations' megsure between those

;'respondents who did or did not observe ‘the pamphlet 1s not real]y
meaningfu] s1nce the difference 1s between groups responding "yes and

“no“ ‘and the’ dhe respondent for whom the/response was “unsure"“)

_ Thus, null hypothesis 3a is accepted Null hypotheses 3b and 3c -
'3were not tested due to an 1nadequate pfxﬁec/<ﬂi responses to 1tems on -

’ undepstand1ng and use. Therefore,. conclusions may be drawn as. to

 vthe acceptance or rejection of nult“ﬁ?potheses 3b and 3c. B

A

CDemo raphic Factors and Resggndents' Awareness; Understandingfand‘Use

CI La /Pam"h1et

hx'Nu11 Hypothesrs 4 . -:>Aio ‘:?f'l R

4,. “Na | S1gnificant assoc1at1on exists between awareneSS» of ‘,

.

; . the CCI label and’ pamphlet and the respondents'

(1) sex -

e () age o

.(fii)t education” R '_‘ o LSS
W(iv)'?ocCUpationl\ |

(v) income.

P
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“were combined to form three groups.'

*
* P &

8
b No significant association exists between understanding

of tna CCI Yabel and ponpniet and the nespon!nnts"
W sex o : . C s
(11) age o
. (111) education -~ . o G

(1v) occupation~

(v) 1income.
R c. No* significant as&ociation eiists between use of the CCI

label and pamphlet and the respondents" | |
" (1) sex
“ (11) age -
(111) education : R }
(1v) occupation': o "y | N
I (Y)ﬁ‘income. < . ' | -/

Chi-square analyses were used to test nu11 hypothesis 4a (Tab]e

*525).‘ In order t&”carry out the analyses, categories within the demo-

graphic factors age. education and occupation ‘had to ‘be combined as

there were cases in which the expected ceil fmequencies were - less than

gy

five._ Six categories of .age were combined to three, five ievels of

education’ were combined to two and eighteen categories of occupation )
] ,

A Aie: Category 1- 24 years and under and 25 years to 34 years

2 - 35 years to 44 years and 45 years to 54 years
3 - 55 years to 64 years and over . 65 years . -

| Edqcation:' Category 1 - completed high school or -less
‘ ' 2 - comp]eted some or all post secondary schoo]

o

Occupation:"See Appendix K for category breakdown.

i




{~3”fff¢';u;jf;;1ess than 5._”w“3? SR T R e e

o Tablezs
A550313t1°" (Ch1 square) Between Respondents Awareness of CCI i
- Lab81/Pamph1et and Demograph1c Factors. ' -

Demograph1c e ‘,f},}‘ 0bservat1on Ident1f1cat1on 0bservat1on
Factor ;,Q, S ,fijl j_” of Labe] q of Informat10n of Pamph]et

LS IR LA . Y e A

A SR

~“Respondent

b dent f.ff'p,_r;f.d.g_zz:7 S pe0ss77 p = o 5024 |
,Respondent 3100 -

”;0;2173 fpﬁ ;5~

tffﬁﬂ?ifmwmmawﬂ ” *¥£'“f;0]%5f“uv“'J '5‘, : .

'7,2Respondentf?§3f.;.>3'-f o0, 4830j,;l‘”“

i SN RS BT R : TR o .
Educat1on R N S T ;[‘i‘ L . ‘;'wjg o
_‘Respondent 1. . 0. 7578“i: O 0071** T 0428419 -0

_ Respondentfz)fg S e 0. 3150_Q‘ 0, 0633 ©..-0.50899 - .
‘7”j0ccupat1on .lﬁilifﬂifffff.7'7i“f ;"", ‘.ff \*vffi1:w, "" !;--7 ﬁTﬁf“7a.{\
' N Respondent'T"“u.**‘ ;."j[}0g89]2;_*’**‘?f“058840"vj3, © 045731

o Respondent’z Lm0 T e

| foTota1 Fam11y Income ;?;g;J  ::ﬁb;7524; i:iii5fTQ;2195 :ff;_ 73Q34128f;}'_{Hv

(20N

Lom g <ol Sy N e e

: /f9°7.Represents resu1ts of Fwsher=s exact test (2 talled) s1nce three
SO0 out of- four of,the va11d ce]]s had expected ce]l frequenc1es of
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e s1gn1f1cant assoc1at1on ex1sted' between the vrespondents'

:'g1dent1f1cat1on of the 1nformat1on on tne CCI 1abe1 and the age group of

‘ythefsecondary respondents., A 1arger percentage of the respondents 1n

The resu]ts of the ana]yses (Tab]e 25) a1so show ‘a hlghly

98

“ythe youngest age group (34 years and younger) correct]y 1dent1f1ed the ;fﬂ.
””u;;1nformat1on on the 1abe1 than was the casé for the dtheK\EE° groups. &ff"' '

| f:s1gn1f1cant assoc1at1on (p-O 0071) between consumer 1dent1f1cat1on of

"°¥_T‘were not testrd due to 1hsufF1c1ent data. j,r;

;

:~]{Respondents w1th education beyond that of secondary schoo1 correct]y

';ffw1th secondary educatxon or 1ess. ,"rf/"

No mean1ngfu1 assoc1at1on ex1sted between consumer awareness of

’ :"*j”ithe 1abe1 and/or pamphlet and sex, occupat1on and 1ncome._ Thus, nul]

: /\.

Lo

\ B
i

Nul] Hypothesxs 5

1

‘;vand’ﬂx;i” ;;*J3~ 5 l“"”J-‘Lét hﬂ;**'

4"f?a}57consumer awareness of the CCI 1abe] and pamph]et

ff*_eb;a;consumer understandlng of the CCI 1abe1 and pamph]et 13133-'”>

v \
“‘c;j.consumer use of the CCI 1abe1 and pamph]et

'LlNo s1gn1f1cant assoc1at1on ex1sts between 11festy1e var1ab1es

"?7v§the 1nformat10n and the educat1on 1eve1 ,of«<tbe pr1mary VGLPOHde"tS-;‘; :f.l
’Jrf“1dent1f1ed the 1nformat10n on the labe] more often than d1d respOﬂde"tS *f;fffi
"}idfi:hypotﬁes1s 4a was only part1a11y reJected Nu]l hypotheses 4b and 4c ilfﬂ

:"L1festy1e Factors and Resggndents AWareness;fUnderstanddngfandfuse?ont" )
};CCI Label/Pamph]et 4 L i T e

One-way analyses of var1ance (Tab]e 26) were used to determ1ne 1ffjfﬁv

: ‘-f a s1gn1f1cant d1fference ex1sted 1n 11festy1e scores among consumers*" '
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hon the label and/or pamph]et.

b:7‘5a 1s accepted.' Nu]l hypotheses

f'msuf)hcient data.:

d -

a

No meaningfuT differences Wi e observed. Thus, nu11 hypothesiS‘

ol LS
. . R . - oL
: © A . ‘ g t o

b and 5c were not tested due to

: . Use of CCT Labewpanmet

G T

Nul] Hypothes1s 6 g

S ;who did . or d1d not observe, and or, correct]y identi y the 1nformation' |

{

T

:,sRespondents Experience w1th Cargetsiand AwarenesstUnderstand1ng and;3131

No s1gn1f1cant assoc1ation exists between consumer exper1ence'»

te

a. consumer awareness of the CCI 1abe1 and pamph]et

b consumer understandlng of the CCI 1abe1 and pamphlet

ﬁhc consumer use of the CCI 1abe1 and pamph]et. D

Ch1 square analyses were used to test nu]l hypotheses 6a (Tab1e”

‘i 1s accepted., Nu11 hypotheses 6b and 6c were not tested due to:

1nsuff1c1ent data.‘v o

R .
R

' faé?) No- mean1ngfu1 assoc1at1ons were found. Thus, nu]l hypothes1s 6a e

Reta11er Att1tude and. Respondents Awareness;fUhderstandinQ'andVUse‘ofifi'

CCT Labe1/Pamph1et

-

. | é&]] Hypothes1s 7

A

No s1gn1f1cant assoc1at1on ex1sts between reta1ler’ att1tudejf

S | o E S
':v’fﬂfa;e'consUmerfawareness,of-thé]CCI Tabel and jpamphlet



. L4

' Table 27
'y

B . A
. e
o

. Assoc1ation (Chiasquare) Between Respondents' Aware%ess of ccr
Labe]/Pamph]et and Respondents Exper1ence wfth Carpets ‘

Experienééﬁ",c,, N l.':f Observation Identification: Observation,; .
. Factor S . of Label . = of Information of Pamphlet -

) ?,( . — — 4‘ o

 Existenceof a ' p=0.1496  .p=0.2818  p=0.1716
~ previous carpet BUE R L . B T

\ : :Sat1sfactinn'W1tn’per- | J:,nf'j‘0.1204 ‘;"" ; 0.6743 .  0‘2467. fﬁ o

. formance of prev1ous A o S
* carpets T R I R . -

‘*51m11ar1e\y of new = . 0.4852 - -0.2072° - 0.,1929

' carpet to o1d B L T B P PP

| Number of prev1ous cv® o 10.9658 - 0.5503 -~ . 0.1678 ' . -

'QPurchases ' s S : L R ce

oy

. ‘Date of ]ast~nurcha$e,~‘ : '079433_,” | »,’ 0_5423 o :‘-0;]04]if‘. fll




b. consumer understanding of ‘the CCI Tabel and pamph]et
c. consumer use\bf the CCI Tabel and pamphlet o -

Ch1-square analyses were used to test null . hypothes1s 7a (Table

"28). A high]y s1gnif1cant assoc1ation existed between the respondents
1dent1f1cation of the 1nformat10n on the ccr 1abe1 and - the type of -

rretail store. A Iarge proportion of the respondents from department _

105

°store A and from the smaller 1ndependents correct]y 1dent1f1ed the .

“““““““

1nformat1on on the 1abe1 A very smal] percentage of respondents from ’

- the 1arge independents 1dent1f1ed the 1nformat1on.A No respondents from’ 4

‘the department stores B answered the question because they d1d not';-f-

‘report havwng seen the CC1 1abe1 o o o p_ Sy

A _s1gn1f1cant assoc1ation existed' between"‘the respOndents'

:p'ab111ty to correct]y 1dent1fy the 1a9e1 informatton and the reta11er $
att1tude towards the CCI 1abe111ng Program. ReSpondents who purchased"
'f}‘ their. carpet from department store A, a retailer who strongly supportedv
E Vvthe CCI 1abe111ng prOgram, were much more apt to correct1y 1dent1fy the-

label - 1nformat1on.- There were on1y a few respondents from the other[

"'stores, whose att1tude toward the pr0gram was 1ess favourab1e4 able to

1dent1fy the 1nformat1on.n

Nu11 hypothesas 7a 15 therefore reJected w1th respect to 1denti; 5

S

. f1cat1on of 1nformat1on -~ and - acceptEd w1th reSpect ‘to the FePOFtEdA_"“

! observat1on of: the 1abe1 and pamph1et' '4Nu1] hypotheses,7b an 7c,were:"'

'not tested due to.lnsuff1c1ent dataf -



et Table s8]

?

Assoc1at10n (Ch1 square) Between ReSpondents Awareness of CCI
‘ ' Label/Pamph1et and Reta11er Attitude -

e~

106

| Retailer . . Observation Ident1fication Observation -

.Measuhe T B o of Labe] of Informat1on of Pamphlet -

Retailer attitude - 0.3281 ~"V'o.0185*‘ o 0.4127 .

e ——
 pr——

. * p <.05
*** B < .001

 Retailer type . p=0309  p-= o 0009*** ‘p 0.1625




" CHAPTER V

DISCUSSION
"fhis chapt'er' will consiider vthe findings. out.lined' in Chapter Iv
| ‘related to the ob.]ectives of the study and the hterature reviewed. It
‘wﬂ\] a]so serve to 111ustrate the use of the Engel BIackweH-KoHat'v
"(1978) model of consumer behavmr in defining the Earpet consumer s
- dec1s1on-maldn‘g‘-process. Concentratwn 1n this study was on the search'
’5"‘L_f,ta‘ge, of thev'p:'ro,cess. . '

B 4

L

- 2 §£ated‘ Importance of ,Performance/Appearance Retention

<

. The f1rst obJectwe was to determine the stat d 1mportance of
'pel‘formance/appearance retentmn “asf'an eva]uatjve crite‘r'ion in

B kpurchasmg carpet. - > :' Loa R ) ’“g& .

50\

As was the case with Anderson S. (1977) f1nd1ngs, a. var1et_y 01" '

‘features were mentwned by the\ respondents as hav1ng been cons1dered
."durmg the’ pre-purchase search (Tab1e 8) The two features ment1oned
"‘}‘hlost‘ frequently were colour " (9-6' ’respondents) “,d pr1ce (94'-
reSpondents) Durab1]1ty,' wh1ch‘ was one of the study s cr1ter1a of
"‘ v'pe?‘formance, was ment1oned ‘less often (84 respondents) Appearance

"'.retent'uon per se was not mentmned but the researcher assumes that for

- 'the respondents th1s character1st1c is. 1nc1uded in- durab1hty ' F1b_er

C I
o

107



108
and store were cited by approximateiy half of the sample.

The importance of colour stPOrt Anderson s (1977) findings, nameiy

g and fiber. i

that the subjective product attributes were more salient to - carpet
buyers than the functionai or obdective attributes such as durabﬂity<5

!

Although not considered a determinant'\respondents nevertheless
reported seeing fiber type on. the samp]es more frequentiy than any
other information (Table 12)

;The CCI

labei
'retention.

focuses on the attribute performance/appearance
Approximately 4Q,perCent of the respondents who! reported
seeing the CCI ]abel correct]y described it as containing such informa-

{ tion (Tab]e 13).. A furtherq?S Percent noted the information 1n part

It appears the label information did not make a iasting 1mpression on
. the other 25 percent. e

-

i

,“1:

Extent -and Type of PrefgorChase SearCh Behav1or

The second” objective was'to*deterMine'the extent and type of pre-
purchase fsearch'sbehaVior. e Foll

extent and type of search.
T The

. N

_The following is a general
Engel- B'lackweﬂ Konat (1978)

overview ‘of
mode]
con51ders certain factors that affect extent of search

of consumer behaVior

Pertinentfto
the 1apse of time between purchases and the consumer s experience With
the product LT

7

th1S study are such factors as the extent of the pre-purchase period



, Oven half of the respondents in this study spent 30 days or less

g}shopping for their carpett Half of these respondents spent seven days
or less (Tabie 9). Ferber (1955) questions how far in. advance con-

isumers plan the purchase of a durable product. Over 50 percent of the

respondents had not bought a carpet for at 1east five years dr had

109

never bought one before (Table 7). And, a large proportion (34.4%) of "

.the sample had not moved in the Iast "ten years. In keeping with

's\_consumer behavior theory and other findings (Engel-Blackwell Koliat,

'1978, Anderson,' 1977 Nestbrook and Forneli, A979) one might have

,‘expected a more extensive search period .

. A further consideration in “the extent of search -is the perceived
|

_risk invoived in the purchase\(Cox, 1967; . Hustad, 1973) The actual

'carpet purchases represented a major househo]d investment, (Table 16).

A 1arge proportion of the respondents expected the 1ife of the carpet

o to be: 1% to 15 years.’ Considering the time frame the cdnsumer expects

to 11ve with the product the respondents appeared to perceive iittle .

risk in their purchase choice»and were content w1th‘a relatively short

pre purchase search

" The researcher suspects that respondents tended to understate the

\

' search period reported | Indeed furthz? researchers might expt?re the

p0551b1e eXistence of two seach perio S: one period of 1ess intense

seanch Teading up to the decision process, and the other period of more

’/

‘r‘intense search to which respondents were lwkely referring

J

Three findings on sources pf 1nformation (Tab]es 20 to 22) ana]o-l

gous™ to that of Anderson S (1977) w{re (1) the respondents referred

to a var1ety of 1nformation sources,' some - sources,,were of greater - -

¢

e

&



&

b

e
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importance than others; and the carpet salesperson (censultod by 85
percent of the respondents) was the dominant sburce.‘ Labels and tags,
and friends and relatives were each used by about half as man& respoe-
dents as the carpet sa]eSperson. Hh11e carpet salespeople were
considered the primary source of 1nformation. less than half of the .
respondents ranked them most useful. A large proportion of the respon-
dents using labels and tags, ‘and friends and relatives felt they were
helpful information sources, but very few considered theq most useful
(Teble 10). - )
Government agencies were the least sought-after information source
which suggests support for the findings of Engledow et al (1979) that
.consumers ‘were skeptical of info}mation‘published By consumer'agencies-

and public jnstitutions and cha]]engedl Consumer Reports. Anderson

(1977)4ﬂalsd reported a leck of use of neutral -information sources. -
Perhape “this is due to 1nformat10n from these sources being 1east
readily avai]able and oﬁxen ‘costing money. The Fack of use could be a
resu]t of the consumers unwi]]ingness to expend the effort necessary to
consult these sources. These media also ranked lowest in perceived
- usefulness. This reflects the findings of Wilkie and Farrie (1976) who
:proposed that the stress on consumer cdgnit{en,could cause a lai; of -
iﬁformation seeking due'to a lack of search ability. | - |
Theflimited use of labels and tags may also be eXp1ained by ‘a lack
“of ‘understanding. ef.'the informetion (as 'propoeed' by Horne, 1980).
»‘Jacoby, Chestnut and Silberman (1977) purportee that a prob]em ieading

to m1sunderstand1ng and disregard of 1abels was the resu]t of informa- ~



. 2 R . AR . : T . -

'.\

T1on over]oad The %fsearCher d1d observe numerous 1abels w1th exces- o

o S‘Ve 1nformat1on.=p_

"iﬁflabei and pamph]et.,‘ It further sought to determ1ne the extent of

.lhﬂf.: A more spec1f1c goa] of obJect1ve two was to 1nvest1gate the
U“respondent S pre purchase awareness, understand1ng and use of the CCI 44,.

’d

.i}-cred1b111ty and perce1ved usefulness attached to the CCI 1abe1 and

S }pamph]et, and the perce1ved adequacy of the 1nformat1on.;j_iif;,f?f5 :~”\

Approx1mate1y three-quarters of the few respondents who reported

7}htsee1ng the 1abe1 (Table 13) were ab]e to 1dent1fy the purpose at 1east

"ﬁﬂ;”f{to some extent and the maJor1ty were ab]e to understand the 1nforma--~3"‘"'"

"5Q}t1on.- The maJor]ty of these respondents gave some credence to the

"”,gfs1mp1e, obJect1ve, product 1nformat10n and apply 1t to the1r 1ntended

PN

",11nformat1on (Bettman and Z1ns,01979) Of the respondents who “repor

"374';the 1nformat1on was suff1c1ent.

L)

| ;1abe1 1nformat1on and felt 1t had affected thear qho1ce An exp1ana-f;?.jf??fzi

o t1on for thts may be that these respondents were abﬁe to comprehend the

-t?bneeds.;e..ft‘fﬁ'"fu." i ORI L 2
The f1nd1hgs of usefu]ness of the CCI 1abé1 d1ffer from those
f*ﬂconcern1ng 1abels and tags 1n genera].v Th1s could be attr1buted to the vﬁ:”
:flnformat1on format wh1ch affects the way consumers acqutre and procg:s 4

;[jsee1ng the 1abe1 the maJor1ty understood the s1m1]e message and fe]tﬁ

Durab111ty 1s a d1ff1cu1t cr1ter1on for a- consumer to assess’,and];'“‘”'

.ffi;perhaps the stre551ng of such an apparent1y sa11ent 1tem 11ke perfor**gfffh:Lﬂ”

\

| *ffmance had an obv1dus poswtwve effect (Anderson, 1977) Sproles,f’ﬂ-ff’“ |
- i r

7%Ge1stfe1d and Badenhop (1980) contend that \ obJect1ve ; productifff;‘:.

'fw;(1nformat1on, unc]uttered w1th add1t1ona] 1nformat1onL 1s the best



SR RS SR AT
o Factors Affect1ng Consumer Awareness, fv"'a*:= e
lUnderstand1ng ahd Use of the CCI Labe]/Pamph1et s F

s

The th1rd obJect1ve was . to determ1ne the effect on’ consumer aware—,*'

-:'“51~ness,- understand1ng and use of the CCI 1abe1 and pamphlet of the‘}_i &

p*fo]]ow1ng factors demograph1c and 11festy1e var1ab1es,__consumers FE |

':%7‘}"fcarpet exper1ence and the reta11er s att1tude toward the 1abe]11ng_-;:;_'

. ,,/

J_y_-;jgemograph1c and waestyle Var1ab1es

' Certa1n demographlc character1st1cs d1d resu]t 1n greater awarenesspf7f

_f*of the 1abe1 Respondents 1n the younger age group and those w1th somef*t“in‘f'yf

&aﬂ post secondary schoo] educat1on scored h1gher in. awareness of:

s‘fx;a1so found an assoc1at1on between consumer awareness of care 1abe1s and'"

'“-§'j1eve1 of educat1on.,5 _fcfﬁ";'

the: 1abe1.v These f1nd1ngs support those of Enge] Blackwel]-Ko]]at-:n}f_,ﬁ,fn

-nitn‘(]978) Nestbrook and Forne]] (1979) K1e1 and Layton (1981), Locander}?tf!;ib}ud
| T.fand Hermann 1949), Arbaugh (1974) and Anderson (1977) Skaggs (1973)75n:f°"“‘”

No s1gn1f1cant assoc1at1ons were, found between 11festy1e charact-*ffJf”i'

;;_ier1st1cs and the respondents awareness of the 1abe] however,-ta;i:j}VH

=‘fffmarg1na1_ assoc1at1on was found between 1nformat10n .seeker "fand;“”

i observatxon ofathe pamph}et' Th1s f1nd1ng 1nd1cates some support for373"'7h?5L

'L,lAnderson S (1977) f1nd1ngs that 1nformat1on seekers were concerned w1th_w”tf

3;1nformat1on on performance, care and content..



”ffyf;Reta1Ter att1tude

‘Experlence w1th Carpets

.2;’

”:ion the awareness of the TabeT or pamph]et.,;fu‘ﬁljvﬁ

The maJor1ty of the respondents considered none or onTy one: otheﬁfl

;fthe performance of the1r prev1ous carpet, and cons1der1ng the perce1ved;

| \vwould seem they woqu engage in a more exten51ve search .i{’ o

B Vv

s
A

The respondent' awareness of the CCI Tabel was affected strongly byf“;f;ijal

. SO L LT
,@the reta11er s att1tude and type of reta1] store.f These observat1ons;§fﬁ,-ﬂ

The respondents exper1ence w1th carpets had no s1gn1ficant effect’_

3o

‘”;jfcarpet.» S1nce a Targe proportlon of them had been d1ssat1sf1ed w1tha B R

'l*r1sk factor of the expend1ture and the expected 11fe of the carpet, 1t4 ;* It

.”55‘yfsupported those of Anderson (1977) and McNe111 and W11k1e (1979) e

‘fsyThose reta11ers supporting the program cons1dered the CCI Tabe] a;}fbfdwf

7ffusefu1 seTT1ng too] and promoted 1t both 1n-store and through store'f o

'7_fttadvert1s1ng Thus, consumer awareness of therprogram was 1ncreased

:, .

1

’**.{_;furnitial_Skpéctatjons,and>5atisfact1¢nfﬁ;i*<.!1

\

A

. 3
A

The fourth obJect1ve was to determ1ne, 1n generaT wf‘aw+é1ation;f

’fiffexpectat1ons of and sat1sfact1on w1th carpet performance.prr“:'”

-~

B f_consumers fee11ngs of sat1sfact1on are. 1nf1uenced by extent and typefﬁ fh,y

‘flof pre purchase search behav1or

o jsh1p ex1sted between extent and type of pre purchase search and 1n1t1a1'ffhf:,d[

Th1s research conf1rmed that of Anderson (1977) name]y thatif .:fgl‘



‘iifj1a',ff"

W1th each of the four measures of 1nit1a1 sat1sfact1on respondents

? stores.; Perhaps th1s findtng 1s re]ated to Cox S (1967) work suggest-f

}-ﬁ;more sat1sf1ed consumers who have adopted s1mp11f1ed decvsion rules 1n
: ;complex ch01ce s1tuat1ons..- S1m1]ar1y Hustad (1973) proposes that’}
| hextens1ve search 1s avo1ded where the consumer perce1ved the concept

' 11nvo]ved as diff1cu1t ff}%e‘s*i;i.ﬁ'"ia?jf-f'lf -

o

One exp]anat1on for the less extens1ve store search may be//that

~5ffdents watched for a pr1ce they cou]d afford.» They assumed a certa1n

: ~ffff{-the1r co]our, and bought Th1s assert1on was conf1rmed by severa]

’,irespondents dur1ng the te]ephone 1nterv1ew..;gff-‘f"':“""

The f1nd1ngs of the study'showed a re]at1odsh1p ex1st1ng between

‘f)

f’book]ets and pamph}ets were more sat1sf1ed w1th the carpet.1 It cou1d
L sze‘ presumed that the 1nformat1on in’ the pr1nt was that 0‘F DFOdUCt
“ff4f1nformat10n thus* support1ng consumer behav1or theory that use of

“'efaproduct 1nformat1on when eva]uat1ng a1ternat1ves wou]d a1d the consumer

”ld1ssat1sfact1on. Th1s f1nd1ng 1s 1nterest1ng An 11ght of the fact that

Ry ffew respondents cons1dered these same sources of 1nformat1on useful

2

ObJect1ve four was also to determ1ne 1f a re]at1onsh1p exlsted

'f-fbetween the respondents awareness, ‘understand1ng and use of the CCI

‘;Mfscored h1gher 1n sat1sfact1on w1th the carpet by shopp1ng 1n fewer EEERT S

‘:1ng that 1nfrequent shopp1ng v1s1ts (1e 1ess extensfve search) 1ed to -

‘[-:s1nce pr1ce was one of the most 1mportant features cons1dered respon-J o

"~;‘_1éVé1 of durab111ty and qua11ty 1n a part1cu1ar pr1ce po1nt chose ‘"i""”%

Bi'fhe type Of pre purchase search and 1n1t1a1 sat1sfact1on statlst1ca1,kf;”§f'fg

R vana]ys1s 1nd1cated consumers us1ng maga21ne and newspaper art1c1es,, _ré_‘

'qu1n mak1ng a w1se cho1ce., Th1s in turh“ would reduce post purchase 3



M'ﬁflabe] and pamph]et,‘and in1t1al expectat1ons of and sat1sfaction w1th

\

’~1'fcarpet performance. f‘j J‘?f'ftj:i,\ja:g i vtﬁ..”"~./¥/f”

e
,_AA——/

No assoc1at1on was Found between the respondents awareness of the:

3,sat1sfact1on measure meet1ng of expectat1ons .,"

Spro]es and Ge1stfe1d (1978) found that both durab111ty and .

;3have ass1sted the few respondents 1n mak1ng a. sat1sfactory purchase

B

. Uimitations of the Study . .

jé

Env1ronmenta1 1nf1uences affected the ab111ty to carry out a;fhfff“”:i‘

'511m1t1ng consumer 1ndu1gence 1n a maJor household expend1ture, carpet

N ;“\., : ]]5

‘.tr]abel and the1r 1n1t1a1 expectat1ons. HoweVer,, a very 5‘9"1f1cantflh L

'flﬁﬁrelat1onsh1p ex1sted bétween awareness’ of the CCI pamph]et and the;»-.-}*tixf

v”\fg7lperformance were quoted the most frequent]y as prob]ems br1ng1ng abouthpf B
4 ‘f;wjd1ssat1sfact1on w1th carpet. It appears the product 1nformat1on}»:uf:"’

) f_‘ig”(referr1ng to perfOrmance/appearance rentent1on) on the pamph]et may‘fpfﬁ'

-fuc0mp1ete and effect1ve study.lb A recess1on ex1sted throughout thef y
‘fﬁcountry mak1ng consumers. more consc1ous of what and how they spent,::;ie}{ft
~'“The economlc c11mate proh1b1ted the researcher secur1ng f1nanc1a1:olﬁfh‘1

b'd°ff;support and retaller part1c1pat1ono,‘ The researcher had d1ff1cu1ty}r,t_'*f*w*
'ufaf;obta1n1ng a consumer samp]e from reta11ers pr1mar11y due to the fact)hiiw‘*‘,

'[tlthat a- 11m1ted amount of money was be1ng spent on consumer goods thusgwjpbt5f

A]so,vas a resu]t of the recess1on the researcher cons1ders that*ﬁ;fifT

7jﬂreta11er 1nventory 1nvestment may have been restr1cted affect1ng theff_f-.Fjif

fv;__select1on of carpets ava11ab1e and thus the consumer s extent of search.i.,"



”1*thactua11y answered a 1arge proport1on of the quest1onna1re._ 0n1y a. few;,»

) "5fﬂfrespondents (33) reported seeing the 1abe1, and were therefore e1191b1e’7*
| fﬂthCI label and/or pamph]et Due to the 11m1ted number of respondentsﬁf;

s'ff'relat1ng to understanding and use of the label was not poss1b1e.;3 f:'."’

e -':‘,the effect th1s factor may have had on the f1nd1ngs of the survey, 1tf'j'.

"fﬂ.ws a conséderat1dn for b1as.v B

A maJor 11m1tation of the study was the number of respondents who-

. to answer the questions perta1ning to the understanding and use of thedf
‘rufwho reported seetng the 1abe1 stat1st1ca1 ana1y51s of hypothesesf,ﬁ

» "’]ati"e” ]a‘”ge "“’“be"‘ °f respondents (44 out ‘of 109) were

'*3procured from department store A Although the study d1d not estab11shf7“

S " ‘_



. CHAPTER VI,

- SIMWRY,  CONCLUSIONS AND RECOWHENDATIONS

L

The purpose of th1s study was to determlne the extent and type of?twa s

pre purchase search behav1or of carpet consumers and the effect of th1s:.a'"-’

‘R'[5f behav1or on ;Q1t1a1 post purchase expectat1ons of and sat1sfact1on W‘thldaLf” o

the carpet ; Spec1f1c focus was on consumer awareness, understandxngf'

and use of the CCI 1abe1 and pamph]et. | The Enge] Blackwell-KOTTatlr- L

(1978) consumer behav1or mode] was the conceptual framework for thegt.‘,“ L

Study. ‘0 e :

/“

A tPtal of 203 consumens in the Edmontoﬁ?area were contacted of-af:il

B

) T..whlch 109 respondents part1é1pated 1n the 1n1t1a1 teTephone 1nterv1ewiff”"

e and comp]et1on of the: quest1onna1re.l-f ;5ih>wfh;:j7"'

The f1nd1ngs 1nd1cated the two product"attr1butes co]or and pr1ce1'ﬁ"”

PR ff’were the most frequent]y sought after features. , Durab111ty was ofg'

fflesser 1mportance and appearance retent1on was not ment1oned. ATthough'¥f*ﬂ""

S

"'f1ber was not reported by the respondents as be1ng he]pfu] or usefu1¢};~

3i1nformat1on, 1t was 1dent1f1ed by the maJor1ty of the respondents as

’l hav1ng been observed most frequently on-. manufacturers' Tabels
\

The respondents conducted a re]atwvely }hm1ted search cons1der1ngﬁﬁ5f-v o

"‘;the perce1ved r1sk 1nvo]ved w1th the purchase. The respondents scored;h

) a h1gher Teve] ‘of sat1sfact1on w1th a less extens1ve store search ;;;;;}*r



dents awareness and use of the CCI TabeT and/or pamphTet.,

/ .

“The" type of search was character1zed by a. var1ety of 1nformat1onp
‘yfsources be1ng consulted some sources cons1dered more lmportant than

: others;,'ndtthe carpet‘salesperson ranked as ‘the pr1mary source.

Manufacturers labels were the most frequent]y observed labels.

' The CCI TabeT and pamphTet were observed by a very few respondents.'

However, of those that d1d see the Tabe] the maJor1ty 1dent1f1ed the'

purpose and understood the 1nformat1on.

Demograph1c lfa d T1festy1e character1st1cs, 'and respondentsv

exper1ence w1th carpet had T1tt1e mean1ngfu1 effect on the respon--”

/.‘

118

B Reta11er att1tude SIgn1f1cantTy affected the respondents awareness ;1

of the CCI TabeT o Support by the reta11er for the CCI Tabe111ng'5"

" program 1ncreased the respondents awareness and understand1ng of the',‘

r

type and att1tude)

cc1 Tabe] | ]’ '; :;- v

No mean1ngfu1 d1fference 1n 1n1t1a1 post purchase expectat1ons were‘

,} noted between respondents who were and were not aware of the CCT TabeTJf'

or pamphTet Respondents who were aware of the CCI pamphTet did score“?

hlgher 1n 1n1t1aT post purchase sat1sfact1on than those who d1d not

The data was stat1st1caTTy analyzed w1th the foTTow1ng tests "

':‘!_correTat1on,coeff1c1ent The resuTts prov1ded some support for the7

T One way anaTys1s of var1ance, £h1-square and Pearson S product momentt'

EngeT BTackweTT-KoTTat (1978) theory of consumer behav1or for ‘the

search stage.‘ Factors that\ affected the carpet respondents'i search

behaV1or were ' extent of search (pre-purchase per1od Tapse of t1met'

between purchases, percewved r1sk), type of search (sources and. use of

1nformat1on),'certa1n demographlcscharacter1st1cs, and store (reta11eru‘”



Conclusions

‘The first objective, to ;determtne the stated importance3~of

' performance/appearance retention as evaTuat1Ve criteria'waS‘achievedrto

RIS

some‘extent" Durab1]1ty was mentioned Tess often than were color and:“

: jpr1ce attr1butes , “Appearance retention“ was- not. ment1oned at aTT

'Thus 1t may be conc]uded that durab111ty, a performance-or1ented or

o

funct1ona1 attribute, a]though cons1dered may not be as determ1n1ng a

,'factor as co]or or price.

0bject1ve two, to determ1ne the extent and ‘type of pre purchase

search behav1or was stud1ed both genera]]y and more spec1f1ca11yﬁ
3>ofocu51ng on the awareness and use of the CCI performance Tabe] and

pamph]et. The respondents conducted a-re]ative1y111m1ted search. They'

~

‘v1s1ted few stores ‘and. shopped for a comparat1ve1y short per1od of

[

Ut1me._ The perce1ved r1sk 1nvo]ved w1th the purchase d1d not seem to be}

a mean1ngfu1 deterrent.

Three general concTus1ons drawn from the f1nd1ngs and supported by‘

\‘-those of Anderson (1977) are as fo]]ows a var1ety of 1nformat1on, B

,~sources were used, some sources were of greater 1mportance than others,f

,_and the carpet salesperson' was the pr1mary 1nformat1on sources-‘»i'

':'ffRespondents cons1dered the sa]esperson he]pﬁu] but on]y ha]f of the_v%ln

I respondents us1ng sa]espeople as an 1nformat1on source cons1dered them,

::to be most usefu]

' Few consumers con51dered consumer or1ented or neutra] sources”

*he]pful or usefu] in making the1r choice. uAli:



‘l“label and/or pamphlet

. . Y . y
¢ . .
ra . . : . '

& ) ¢ :

/

Of . part1cu1ar concern in this study was the use of Tabels and tags,'

120

-and book]ets,and pamph]ets. The maJority of the respondents reported o

seeing‘manufacturers"Tabels.~ The 1nformation on these 1abels thatfwas Ny

A .most frequent]y ment1oned was fiber content
© With respect to the awarepessfahd use, of CCI Tabel and pamph]etv

on]y a small group of respondents (33) reported see1ng the CCI labeT.

However, of those respondents, three-quarters of - them were ab]e to -

Q “/
1dent1fy the purpose land | the maJor1ty understood the 1nformation. :

‘A Targe proport1on of the respondents who reported seeing the label .

: wcons1dered the 1nformat1on credlble ‘and felt the Tabe] had affected:

?
the1r ch01ce._

ObJect1ve three, to determine the effect on- awareness and use of?

-the ccr Tabe] of demograph1c and ]1festy1e var1ab1es, consumer s

LTfexper1ence and reta11er att1tude toward the program, was accomp11shed';

1n part

Demograph1c and 11festy1e var1ab1es were ‘not a maJor determ1nant in

L awareness ‘and understand1ng of the CCI TabeT and/or pamphlet./ Respon-v

~dents. in the younger ‘age group and those respondents w1th h1gher

; educat1on scored somewhat h1gher 1n awareness of the TabeT‘

The respondents exper1ence w1th carpets had no effect on awareness’,';

’j‘Of the CCI Tabe] or: pamph]et. : There was,: however, a fs1gn1f1cant

.'assoc1at1on found between consumer s awareness of .the« 1abel and -

reta11er att1tude. Part1cu1ar1y in the case of respondents who had:

l “rshopped at department store A there was a hlgh awareness. of the CCI'

R .



oy

W

The fourth obJect1ve to determine if a relationship eXlsted -
'between extent and type of pre purchase search and 1n1tial expectations

. of and satisfaction with carpet performance was met. .

-

2

Respondents scored higher on ‘the four measures of inltial satis- -

fact1on with .a less extbnsive store search. Those reSpondents

'consxder1ng magaz1ne and newspaper articles and booklets and pamphletS'

helpful were more sat1sf1ed with their carpet than: those who d1d not.

N1th respect to awareness and use of the CCI label and pamphlet :

O

‘those respondents who reported see1ng the pamphlets exper1enced a

h1gher score in the sat1sfact1on measure meet1ng of expectat1ons'

The Engel Blackwell-Kollat (l978) model of consumer behav1or served"
as a useful gu1de 1n develop1ng hypotheses, although not all aspects of
| the Engel Blackwell-Kollat (1978) model were supported some of thefp

f1nd1ngs supported 1t at least in part

. .

Recommendations -

R i

fthe program..-

) ‘CCI Labelllng Prggram

The small proport1on of respondents who reported seelng the label

should not suggest the d1scont1nuance of the program. Rather, s1nce"
"'4the f1nd1ngs suggest some ev1dence that those who saw and used the

flabel found it helpful “and were more sat]sfled w1th the carpet

Th1s could be accompllshed in the follow1ng manner. '

L

v-promot1onal efforts should be 1ncreased to make more consumers aware of'.i"



' ‘}l -
],' Imp]ementation of an educational program to ensure consumers

;attent1on to, use and benefit of the program (Andersbn, 1977) Members

I3

]

22

vv[ of the Canadlan Carpet Institute should a]]ocate do]]ars strictly for

the promotion of the program 1n a creative and 1maginat1ve format.
: A
2. Keep the program simple.' Make. use of 111ustrative materia] rather

: ‘than 1engthy exp]anations.

\’:\V 3.~ Set. up - a schedu]e to monitor the program and 1ts success on a

: #regular bas1s (Edwards, 1980) - ‘, ) PR o
,4. Increase advert1s1ng in Canad1an womens magazines (ChateTaine and

| Homemaker) E
| S .

‘ . . S BN
ooby: RN

h) educat1ng the carpet salesperson about the ‘use and benef1ts of

the program, 'Ji‘ N
. b) prov1d1ng 111ustrative point of-purchase 1nformat1on (posters,
| pamph]ets) RN Y
1 . N [N \\

w1th the 1nf1uence of the carpet sa1esperson and the backlng of

store management For the CCI 1abe1]1ng progrﬁi//a store cou]d have a

- .vvery pos1t1ve d1fferent1a1 advantage over 1ts competltors. 3 \§\\g_fv |

/.‘
/ 8

,Future research~*~ o 2

c 5 Concentration oﬁ\promotiona1 do]]ars should be at the store 1eve1 B

Future 1nvest1gat1on of the fo]] w1ng cou]d a1d 1n understandtng’ ;{

't'carpet consumers' search behavior and rov1de suggest1ons for promot1on

of the 1abe111ng program. ’

A\\ B

1. Nhat were the consumers' reasons for - sh0pp1ng for carpet, and doesgi- -

‘ thxswhave an effect on search behav1or?




L 123

é;" Do at least twosperfodS‘of External.search exist: ajperiod of less
| 1ntense search 1ead1ng to the decision process, and’;nofho(;or more
1ntense search during the decision pro¢ess? | ' | ‘
3. For what specific 1nformation 1s the consumer 1ook1ng?

4. what 1s the consumer s level of sophistication with respect to
) BN o \

* carpets?

5. what 1s the effect of retai}er part1c1pation and management support

)

in such a program,on:‘

. a) copsumers' awareness,J:understanding’ and use of a labelling -
Programi j o | |

b) | retai]er s sales vo]ume,
.'“c) .retailer 's dominance in and share of khe marketp]ace? :

\

& - .
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o CANADIAN CARPET INSTITUTE LABEL -LIGHT"— MEDIUM - PLUS

A

_I: ¥ 'PLUS‘ Wlth regular care, the carpet can be
O expected to gwe the best appearance
;retentlon RS : .

_MEDIUM Wlth regular care, the carpet wrll L
e - keep good appearance in heavrer traffrc for a ; :
R ’Ionger time tharrthe “L" Iabel a

What does the Iabel Iook I|ke?'%i o
" Each of the Iabels is |Ilustrated below. The - - -
" _symbols ‘LM and P represent the words -

Light, Medium’ and Plus and indicate how -

o “well a carpet can. be expected to retam lts
: »,.appearance : S _

Canadsan Carpot lnstltuto v
Clasaidind ” | " for rvudpmial Hoari. .
mmml

ugu Sicnr/iecer K b0
(I-‘i pu-nulnlnslhn . ~ B T
LE CHON D'UN s i

!nstitut Camdlen du Ta "s

o ;'} LIGHT Wlth regular care, the carpet can be"v- S IR E
: zexpected to keep good appearance for a o S HEAE
fmmrmum of three years *o ’ e oot e

Canadian Carpot lnstituto / :

Clasesbid ™M mmn
=18 CHOMX O

lnstitut Canadlon du Te ia 7

o f Canadian Carpot Instltute -
L & . Classslied " " o-mun-
! !«mmumr

«..PLUS...
CM n.muu )
“LE CHOIX D'UN TAPYS,

Insiitut Camdiondura“. s
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" Canadian Carpet Institute's Informative Label Pamphlet



~ CANADIAN CARPET -INSTITUTE INFORMATIVE LABEL PAMPHLET
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SHOPPING

FOR CARPET?

 THE
CLASSIFICATION
~ LABEL
CAN HELP

Cznaduan Carpet
- Classifiad "M for residentiai ﬂm
. See"SHOPPING FOR CARPET..."

MEDIUM/MOYEN
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APPENDIX C

Letter of Introduct1on to the Reta11ers
: T Forms A and B :



. FORM A
i
L!.J FACULTY OF HOME ECONOMICS
e .“",;, +432-3824 ) * THE UNIVERSITY OF ALBERTA « EDMONTON, CANADA, * T6G 2M8

L

Tqi‘ Retail-Carpet~Sales ?ersonnel

: We greatly appreciste your asaistance in’ helping us obcai/ a
._sample of carpet buyers for our- research on the. effectivenesg/nf the
CCI performance label as an information source for consumer3/

Here 1s alllthat ve ask,of you. Please: C - oo 2

‘1.  After you have completed a carpet sale, ensure that the customer v
receives a copy of our letter to' consumers (copy actached) and
ask that he/she/they read it.

2. For’ each custamer comple:e a Carpet Infotmation Record.
“3. " .Save all of the comple:ed Recorda for us -~ we will qollect them
every few days.

P

o » o - Sincerely,

5@%

Becty Crém, Ph.D. =
Associate Professor and Chairperson. .
Clothing andvTextileﬁ Depattmen:

¥

» ' Linda’ Hartman

e % M.Sc. Candidate and Research Assistan:.

o BC/ka e
vP_A:;:‘ 3 S ) S :



P
=
x
o

mray
d.-“  FACULTY OF HOME ECONOMICS
403 - 432-2824 " THENUNIVERSITY OF ALBERTA » EDMONTON, CANADA ¢ T6G 2M8.

\} .

.

R e S

‘.

To: .Retail Carpet Sales Personnel

-

: we greatly apprecia:e your asaistance in helping us obtain a
sample of carpet.buyers for our resedrch on the effectiveness of the
CCI performance label:as an information source for consumers. - o o

Here s all that we ask of you. Please:

-

v ) .

-1, After you have ‘completed a. ccrpet sala,vensure that the customer

receives a copy of our létter to.consumers {(copy a:tached) and
,ask that he/she/they. take a minute to read it.

2. If your cuacomer agrees to parcicipate in our study.» o ﬁ:: ‘,

(a) detach the second page containing theé:uscomer 8 name

and address, and

~(b) " complete the Carpet Information Record on the same page.
) (Note: where’we have agked for quantity &dnd price, we prefer
these to be quoted 1n square meters rather than square yards,
assuming you séll: carpet by the square meter. ) :

3L Save all of the completed Records for us - ve vill collect them

.every few days.

Sinterely,v_

“-'Z. "/Zf;4ﬂ;é7\_/"
‘ Betty Crown, Ph.D.'’ ,,”;W‘\'

Agssoclate Professor and Chairperson
" Clothing and Textiles Deparcment :

BC: ulp ,?

AtT:

. Linda Hartman
M. Sc. Candidate and Research Assiscan:
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", Explain how

- 4
. ?'
- . _ o .
RETAILER INTERVIEW GUIDE = - - o - Date
7 - . . N . 3
. v/ o A ot
STORE NAME
ADDRESS .
- _PHONE NUMBER ____ STORE REPRESENTATIVE _
TYPE OF STORE o ’
How do you sell carpets? By aampl}/ D By the roll D L )

-Does your store support the ccI performmce labelling program? Yes D No D )

Does the store have any idenfifilgqtiop' of the program? Yes D No D L

Explain

‘Do’ you have the CCI btochutes explaining the program readily available to 'u

: “consumers? _‘.’_Yes D No D

2

Apptox:!.mately whac propotcion of the carpec samples in che store beat the
CcCIL label? . . :

J %

How e;].'se do you label or clagsify ‘s'ampl_e.‘g? '

k)

. 1f the conaumer is unaware pf the CCI label wvhen they come g, do you point

it out? i
- ‘ “Yes. D No D )

Do you uge it »as'a _'sellixig tool:lr Yes D . NOD

. What ,_change"s would ‘you . suggest té blvnake the. CCI label more effective?

Do %ou think consumers use the CCI label as a guide as they look at carpet ]

| .sm .les? y E Usually D Sometimea D , Seldom D

k Do you find the CCI-labels helpful? Yeé.D Somewhat D No D

Comment s

B e e -

N

Interview Corments:
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CUR
.“.._

e @i d ok R

© FORM A

v

FACULTY OF HOME ECONOMICS

| Lro-,;-f :

I
403 + 4323824 L THE UNIVERSITY OF ALBERTA - EDMONTON, CANADA - T6G 2M8"

"“Dear Carpet con'smne:: R
5 ? R - (R, AY cenTins SRR e
L As as consumer who has just purchased carpeting for your home, your
.participation in our research project would be’ Very much: appreciated. ’
We-are studying how . consumers make deécisions about carpets ‘and are..

o especially. interested in your opinion about the information that was L

'”..favailable to you at’ the time of your purchase.'

RN

o In appreciation for your cooperation, your name wi11 be ent:ered o
. ‘in ‘a- drav for 'a $100. 00 cash_prize. If you agree, your, participation :
- would’ include -a brief- telephone/: interview (approximately twd minutes)

© in.a ‘few days' ‘time,-followed by a short'questionnaire which:will be - . . '

delivered to your hom ~and. p,icked up two'days later.: . Please be. assured
that .all information w:gl ‘be confidential. Your:. name ‘in"no vay wil "be
associated with our data, ag- only group data will be: used. !

This study being carried out as" the thesis requirement for a Lo, e
: graduate degree 4n. Home' Economics, and is supported by the Canadian
. . Carpet Institute. Your, participation would be greatly appreciated.
We will be contacting you by telephoné .in'a- few days time to determine
your willingness to participate. i .. . L

;.Clothing and Textiles Department

‘ ‘Linda Hartman

v S Associate Professor and’ Chairperson L

T ; . vev T Y MU8e. Candidate and Research Assistant o




Customer Informatfon: .. - .~ . R R L S SO R S B

Name o el

:f~Addfeé§'ff’:' 2 Sl e T G e e

’

:
R L . . R Lo e s . : ‘
L e W e o e e N - S A A P Ve e T S

Lo o iTo oL CARPET TNFORMATION RECORD'

';Dgie'df Catpétvarchéée B

”.E;ﬁec;gd_baté_éfilnstallatibﬁ U
B SRR SR R R RN

‘jEdrbwﬁét Rqomgs) Was Carpet Béggﬁt? Ce

: Tybé of Carpet: - MAnufapﬁﬁrét.v ) "f3‘» A A ;Via;; g o ._iEIY'* f »;‘F .

»

T e e e PREa iCQlﬁf:

i

 Fiver “Brand (if any) . -

~Sq. Meters

G

Total ?uichééq'Price-(iﬁclddiﬂé’catpéi, nndérlgy'and 1nstallation)s—. @
v - ;.vl_' S h : . Lol E - . : Y

s

}gﬁqiiéfli-

;

RO,




AR ',:.v‘ . e o u: P : : \; o . _ f; 14]’f'
e : ) ’ L : Co ol
. _ ‘ \ ) ¢
‘ ‘ FORM B : .
S
\ W . - : ‘
7 R ) 'f N :
. - i i g . v ) * T e [
L(..J .. 'FACULTY OF HOME ECONOMICS . '
: .:_03‘_ ‘:22.'38.24 B S THE: UNIVERSITV OF ALBERTA'EDMONTON CANADA'TBG ZMB )
o A, N . . o *1 o
) Vo 3 X \
L ’ fDear Carpet Consumer, o
" PR B As a consumer who has just purchaaed carpeting for your home, your
= : "1participation in our research project would be .very. much appreciated. : :
.. .- We are studying: How consumers. make ‘decisions "about -carpets and are : -~
o “;especially interested' in-your opinion dhout the information that wss \
Qm;available to you at the time of. your purchase._;‘ . : . v
N “In appreciation for your cooperation. your ‘name will be entered ;
in 4 drav-for'a $100:00 cash prize... If you agree. to psrticipate some. uq,‘ e
. o SO information about the carpet. you, purchased will be’ given us by~ the retsilerﬂ‘
. ‘ b (see- attached page)'. In.addition; ‘your participation would inc¢lude a B
R brief telephone interview (approximately .two minutes) - ina few. days R
Kl g “time, followed by. a short questionnaire which will' be delivered to your "
ISR : home"and picked up- two days ‘later. Plesse ‘be. assured that all informstion S Jo SR
g - will be confidential. “Your name in no. way will be associated with our Lo T e
T - data, as only group data wijl be, used._',” : T A AT S -
; o ‘ %

. This study is being carried out as the thesis requirement fot e

B graduate ‘degree.. in Home’ Economics. anﬂ is'sponsored’ partly ‘by-“the Canadian”" Se

[ . Carpet Institute. . Your participation would be greatly ‘appreciated. L P

. ‘Please, indicate: your- willingness to’ participate by completing the top Lo g
portion of the att ched page. e

- . i e "v, .
‘ :Sincerelyﬂ, el
a : ‘ ) ' o Bl
i el i
; et e Vet
R e "o Betty. Crown, Ph. D ol “i' e
v R A Assqeiate Ptofessgr and Chairpe:son
e o 2 3
Ly e : K B
3 \ ® o ‘

LR L : Linda Hartman ! ' .
» S A M Sc. Candidate and’ Research Assistant

CAELT U kS




CE et YES, I am:willin§ thp5rtic1pat¢ in the‘:esearch'projéct‘on carpet pgzchgéing;'

e . ! : o, R : L

. ﬁame

Date of Carpet Putchase S ”\ ‘

1vExpected Da:e of Ina:allation

A \"'
'For What Room(ef Was Carpet Bought’
(List largest room first)

7Hanufactutet

'nypeﬁof Caé?e;:

'Color" e L S S e c

k vs,cyle i sl st‘.' . ]No‘. EE

1F‘1b¢i_.-f e e et Brand (if any)

AJIA'éCI_ldbgi attached .to carpet sample" Yes [:] No [:J e

e s ey o

“Ln i - Quantity Purchased o L - .sq-ﬁét’e?“ ; E \

i_Price Per Sq Wecer » $

m ,}‘;' o 4ﬁ f.Tota1 Purchase Price (including carpet. underlay and installation. o

Retatler =

| Address




L

- Initial Telephone Interview - Forms A and B .~




S L - \
FORM A '
Lo \ »;
. A :
, a : . . I
‘ . “ INITIAL TELEPHONE INTERVIEW -
Hello' i
. Thisis' ' . tromthe Univensity of Alberta
. ) vspedung ‘ T S T R RN S
I wm camng regardmg your recunt purehm of carpanng irom o :'\ i
Am i spukmq t0 the peuon most mvolved in thls purehase? '
lf not "Could f pleasa spuk to thn pomm" (Pausn, mpnt above)
o Whm you purehmd the clrper vou should have réceived 3 lemr from or. Crown and mysalf
"~ abowst.a research project we are doing for the Canadian Carpet Inistitute. As indicated in ths letter,
b .| would like to ask you a few questions now about your carpet-purchase. |-would then like to deliver
t0 your home a short quesﬂonnme to be fllled in by you All mfomutxon collectad wull be conf dentla!
> k -, T would Iika 1o mmmd you- ﬁm if you pamc:pm your nm vwll bc entered m a draw for a
' 5100 00 cash priza Are you wulllng tQ pnmcapm? . S
1 lundemandmatthecarpetvou boughtwnforvour ST NS, T
mmm P e s s inameof),
“is this cormct? o v‘Yes- 5 - No
A leyIconhrmthntheurpttu_ Cole I TR T e A
A (type) and - _
- ’ . KR 1 I - B
< Tip SR (colour) :
. . ) i How much xrafﬂc would you say thls part of your home mcmves?
| :.{g’.“) Irght (u) medlum _....{__._ 3 (ui) haavy :
4. "‘How weli do vou expect thns carpct 10 wnhstand thq traff'c in ﬂm (thosn) room(s) ’
- and.stifl Iook good ) . : .
w 5 ‘ i fmlv well i) qum weli — ,(ii_i) very woll B
5" ;qu NECESSARY) n : ' ,
L Approxlmatalv whit was the total msulled cost of the carpot underiay and :
.nmnmonr s : » : :
. by . - R B PR B . .
Thank you verv rhiich for your cooperation. - | woiild like o bring.you the duestionnaire on
. . -: - . i . PO ‘. . s ~ i . w . b X . :
— -atapproximately
it that is convenient. .
s "',(»‘\.' R o .
- Yes.
No'(ot’b&r tiﬁq) LA .
'_T'hunk'vou, T g
. 3 R
T B > !
o 3
% 0

144



e - FORM B
. b INITIAL TELEPHONE INTERVIEW.
1Heil9 ) :
. Thisis . ' . trom the University of Alberta
i .. speaking, - : - R o o ' '
o N o lam callmg regardlng your recant purchau of urpeting from
G ’ S Am 1 spenklng to thc person most involved in this pun:hlsa?

Tw

‘fnot “Could b pluu spelk to that porson? il (Pauu repen abovo)

‘ L When you purchased the carpot you mould have teceived.a lettar from Dr. Crown and mysclf
at the Univeriity of Alberta about a research project we ars doing for the Canadian’ Carpet institute,
You indicated that you are willing to pmidpm $0 oould 1 plusa hlve about one minuta of your
-timé now to answer & fow qumlons? : B .
w - ' . ' ’
’ 1, ‘i undmtand that the arpat you bought wu for your - - - -
’ (name of)
room(s) B .
B s thls cormct? Yes' S No :
_ 2 .Mlyloonﬂmlthatﬂ\ecarpaus IR e .
T eI (yee) and
"»H“?), _ T v. - ‘ (colour) e :
DAl \’How much traff' ic would you uv thu pan of your home racolm?
A0 hght - {if) mednum : iy heavy ",
4 How wall do you expect thns urpot to wuthstand tho traffic in that (those) room(s)
Co ~,and still look good : ) . . 4
e 7 f) Fairly-well — — (i quits weu‘ iy’ vofv-well' [
, s F NECESSARY). ' R
L RO Apptoxlmamly whn was ‘the total mstallad cost of the carpet undorlay and
: ~ mmllaﬁon? B 3 - L -
b ’ . - N . 'e‘,v, B
Thtnk you vorv much for vour oooperatuon 1 wou ld like to bnng vou the quemonnmro on .
S : o at approxumauly ~ '
i‘f that i; &:mienianﬁ_ L , - ]
Yes. | ‘ S e F) i
No (other tumo) : RS ‘
. lwmplck nuptwodavslamron L - : - . Thankyou.. .
‘o



S APPENDIX G

Letter to Accompany Questignnaire and Prize Details
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B\  FAcuLTY OF HOME ECONOMICS

THE UNIVERSITY OF ALBERTA+ EDMONTON, CANADA + T8G 2M8 )

. 403 - 432- 3824

.. Dear
Thank you very much for agreeing to participate in our research
" project. -You can-help us now by taking a few minutes to’'complete the
encloged questionnaire. Please note that ‘the: questions -should be
answered by the person most involved in the catrpet purchase, although
. he'or she may ask for the lielp of other membars of the. household -who
“were also involved .in the actual purchase. We wish to remind you that
,all responses will ‘be treated confidentially. S . - o )

Thia 3tudy is being carried out as the. thesis requirent for a
_‘graduate degree in: Home Economics and 1is sponsored in part by the
//Canadian Carpet Institute. We ‘hope, that it will help to show what
improvements, 1£: any, could be made. to the information sources .available
to carpet consumers and in this way shéuld make future carpet purchasea easler.

Please insert the completed questionnaire into the envelope ptovided.
We will pick it.up on : " or shortly thereafter, after phoning
you first to confirm a convenient time. . : : -
4
If you wish your name to be included in a draw for a $100 00 cash
prize, please complete the next page and give it to us: separately

/ Thank you once again for your . participation - it 1s greatly appteciated.

Sincerely, .
. /(4![55 , _
_Betty Crown, SR vLinda Hartman

Associate Professor and Chairperson- e My Sc. Candidate and Research Assistant '
Clothing and Textilea Department : S .

BC:dlp R fﬁ o o - :
Enclosures - E TR & . E : ) - : . S



Y
W Y
- - : d:
< ' i ' - -
B : .
DETAILS OF CASH PRIZE . -~ ©
' ' You will have a chance to win a $100 00 cash prize 1f you complece
the ettached questionnairc. k ; . ‘
One name will be drawn fram amohg all the people who complete this
questionmire. The winner will be notified by phone or Tetter. If you
- - wish, -you may have the prize donat:ed to.a charitable organization of
< your choice. o o ;
‘ To be sure you are included 1n the $100 00" c.aah prize, please
‘. : f:l.ll in the information at the bottom of this page and give it to us
A separately whén we pick up your questionnajre. - (This assures that .your _ -
name is not included on the queationnaire reaponae pages.) .
. \\ . h
NAME ' . S, .
.. ADDRESS. . _-. o o : o o
o -
o -
.PHONE. NO. o : St o
) RSN T ' N @
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e

SELF-ADMINISTERED QUESTIONNAIRE |

“f
i

INSTRUCTIONS:

!

The.questions that follow refer tb your most recent carpet purchase from a store in Edmonton.
Thess questions should be answersd by the person most involved in the purchase of this carpet. o
However, he or she may ask for the assistance from other members of the household who were also-
involved in the.actual purchass. Pleste answer the questions in the order pressnted. Wa are very
interested in knowing exactly what you think and fee! about your purchase of carpet. There are no

right or wrong answers. We-appreciste your cooperation. : :

' -PLEASE INDICATE WHO IS COMPLETING THIS QUESTIONNAIRE.

 Wifealone ______ Husband alone © "+ Both husband and wife

Single . __ - 'Tvéoormbmsinglobomm . L R

1. {a) Thers are many features you may have considared wh-n.b’uvlrjg this carpet {for example,

store, prics, brand, colour, fibre, appearancs, durability, style, cleaning, etc.).
Pleass list below the features you oqqsidand while purchasing this carpet,

1

T,

e e e W N

{b}- . From the list above; which were the two features most important in determining your finai
: choice of carpet? A PR A

Most important festure -

150

Please do not
writs in this

space.

2nd-most important feature

. 2. {a} How iong had you been lookin§ fér this ncw carpet before you made the purchase?

(b} Weare i.ntemstea in the stores you visited while shopping for this carpet. What stores did ‘,

you visit - and how many visits did you make to each place? Lo

{Please include the store you bought from in your list) .~ N ;
S - S . NUMBER OF

NAME OF STORE. P o . VISITS TO STORE

. . C o i

2 ‘ i ¥

\\_

3.

4 o

5 N

B R

‘(). How mm{r other carpets did you seriously consider buying before you decided on
this particular one? - N o




LN

|
/
< !
.2.
. N . . ‘jw\_
- We are interested in lnming about the people and places you oot information from when ‘ .
you were shopping for this carpet. From the following list of people, places snd various . .
madia, please indicate where you got the mlormaﬂon from and if this lnfcrmmon helped
you make your. purchm decision.
; ‘ o 1t YES, did this information .
. o : ) ; Ip'you make your purchase
Did you get any information from: - : dacision? _
v YES'  NO . YES not? ’
1., Carpet sales people? ‘ . { : .
2 Fr,iqndi or ralatives? J— . — PR % »
3.~ Adsinhewspapersor - - § ) . . T ) [
magazines? L — — L — — : o
4, AdsonT.V.orradio? ' —_— — e »
5 Articles about carpets ar - ) . .
Tugs in nawspapers or ot — — B — - _ .
magazines? o ’ . T ) N IR . : e
. - ot ) . RN ¥ p——
" 8. . Booklets or pamphlets - ' . - R ) °
about urpcu or rugs? - - _— . -____ o
7.. Labels or tags attached . : . R '
: murpc&or rugs? — — b ——
8 Gmmmmt‘lgencm T . . i L .
(e.g. Consumer Affaimor .~ _ s o — S . : s
Aancultura)? . L Yy : . N . L R )
] - . . y 1 s T \'\
9, ’ Othcr plneu (please spoc:fy)? -
" ' i s - ¥
.AII in all, what infor lon sourea(s) did you fnnd most useful? List UP TO THREE and
" rank in order of use 53, :
. i i
R Most useful -
2. . 2nd most useful
3. 3rdmostuseful - _
{ ©
r
i
v , . s,
|
- ,\ .




- NOTE:
3
. ‘4.
. .
5. ({a)
{b)
! (e}

(d}

W -
&

Some of the following questions can be answered by circling any number from 1 to 5.
Plemse circle only one number that comaes closest to how you feit or thought at the time.,
For axsmple, st question you could circle(Dif you were “Not Satistied at ali”
with the information available. You would cirdo@lf you wera “Very Sstistied”.
Similarly you could circleCQ@ oe@®if you feit the infor ilable was hing
more than ““Not Satistied at all’ but something less than "Very Satistled”. .

How satisfied .are you' wiih the information you had avsilable to you when making your
purchase decision?. ,

Not Satisfied . . .

atall : ) S Vary. Satisfied
3 4 5

1 2

[ PLEASE TELL USNOW ABOUT OTHER CARPETS YOU HAVE OWNED. |

3
v

" Did vou have s carpst o rug in this part of your house bafare you bought your new one?
No . 1t NO, piu:q g0 to question 5(d) below.
Yes

7 .
" I£.YES, pleass coftinue.

How umﬂod ware you with tm pnfomunoe or umu you got out of this old carpet
or rug? .

Dismi:ﬁ.d Very'Satisfied .
R R 1 3 4 I

'Is the new carpet the same type as the old one? - - D

Yes ‘No »

How many new carpot and rug purchases have you mndo in thc pln ten years, mcludmg
_your most recent purchise? .. - %

. A} . 3 ’ o N ¥ ‘i)

."Q S - s : £
. i

“'Not including your most roelnt cvpet or rug pun:hm when did you last buy a carpet
» Of rug? i ¢ . .

9

" -Yeaf. *
o, .

““Never bought one bafore ~ ___ - _ | . Y
\ ) ’ R e

PLEASE THINK AGAIN ABOUT YOUR MOST ﬁ_ECENT CARPET PURCHASE.

In.looking for carpets what types of labels d:d you noucu on the carpet samples .
that you looked at? _ . .
1 Mmufu:turers Labei:  Yes ____No___. Dont Know .
2 Rmakr’subal  Yes " No  Don’t Know ,
3. ’Cam Carpet Institiite’s Labei: ‘\u Don’t Know.
EX ‘Se

. T :
Saw labols but uncsrtain asto wpe

RN
\,
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N

YA - What typ.(g) of mformmon dnd you sae on any of thesa’ labeis md ﬂnd pamcularly

S : helpful? - o
s Lt N e Ty Manufactumr‘sLabol
T B o e R ; Vﬁ‘v

2. "Rewiler's Labsl: ", R A R L

e

.0 ee 53 Canadish Carpet Institute's Label:,

sl A n BN N

o lfvoneheckedYEStoNo '3'in Question 6 {i.s. Cinadisn Carpet Institite Label,
B O R 'hcrelfmrrefamdtouﬁlilbed plemmmrgumiontholeclow ‘-'

i vou chedad ND plaau-proeood t0 qumlon 19 below

SR a

 What'do you shinke s thie pqrposebfm‘cc:'usb-u_”]_ S

: (f cg, Z» Dldyéuund-mlndﬂnmfwmmmonthecm label? 0 - ,‘.",/"

JNotavall ______ 5' et Qumwoﬂ L

S Co;nmenu .

o FC 10 ;1 Did vou fnnd the CCI Iabel wiis halpful in makmg your decmon?

Not helpful e
atall el A ‘

Very helpful
; .5

f. ’,1.1.‘ Dud thn mformmon on tha CCI label affecx your'chou:n of carpet in any way?

Vi

Yes' '-".‘No”'.' Unsury

[ONES

s ', Do you thmk that the CCI lahol coqums suffucxent mformatlon?

. Not sqffvclcﬂt" S Q.mtc sufﬂcmm
. e .

3. ,4:"‘"‘ : 5' |

S




PSS . . LN

14, . - D you'see a Canadian Carpct Im-mutngg gl_\le exphmmg the mformatlon N
. ..l given'on the CCI Ilbal? el ) :

- Yes' o NQ)‘ Unsum . N LT

16,0 - 'Did you find the cci pam mle helpful in mnkmg your decmon? ’

N l':Nothelpful L e e .
gl R SRR TR ._."Ver.vhelpful-

16,7 . Didthe mformmon in the. CCI Eamg!_ﬂc lffact your chok:n of carpet m any ww? o o

ch T ,_No L Unsum

LT - How much fauth do you have in the mformatlon on tho CCI labal and/or pamphlet?

A Iot of
flnh

98! ‘. s ,'Dld the carpet ou have just bought have tho CCl label on |t?

'NO- —_ Unsura

'I 9, ,. 2 ,How many y : urx do you expoct tho now carpet to Iast you?

YGIB

- . PLEASE T LLus HOW YOu NQW FEEL ABOUT THIS NEW CARPET. ANSWER
ol S o L QUESTIONS 20.TO 22 ONLY IF THI APET HAS BEEN.INSTALLED, PLEASE
e T N CIRCLE. HE NUMBER THAT COMES CLOSEST TO Haw

S

:Vigy satisfied S S

i o 21 How/sure are you that you chose the bost carpet for your needs?
‘ (\J;g'ni'rﬁems‘ S L
; Sl -

22000 Howcloseusthuarpettowhatyouexpoctod? ST

“ ’ ‘Nontall e I e e Eiactlv.i?"'"a't:’:'-.‘j B
. S DU what Texpected e o D | expectad

Sl ,‘r';.:, 1.“‘ T2
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Y Pluso reed throuoh each of the differént statements listed bclow andon' the T L ' \
: ; .fouowmg page and circle the one number which best dncnbef the extent to whnch o
you ‘agree’ or 'dinqm with each mtermnt

oly: .

A

s s«:mawhn
Disagree : . .

P
LS5
(2]
&i
o
i
(42

Stron

gree
| Somewhat:
| Agree. o .-

A d\ink l have: mora self—conﬁq«lea than o
.. most peopla :

 ' vanondlornelghboursoftancometome R ’ S " %
‘foradvnce o o SRS IR SIS B 4 5. }

‘|wouldratherspendqcm.,”‘,,,,.ng“hm,“e " T S - ’ o
. thangoouttoaparty, S 0 RO I P R 4 s

.;Imustadmctlronllvdonthkohouseholdv (L T e e R B e \\
chores. - .. . R N 3\45 O R R A S

":‘lshopaIothf_'dr"spo'cials".-, PR I T SO RO BN

v Ioﬂansoekouttheadwoaofmyfnends SRR N : e
: regarquwhlchbrmdtobuv. SRR TN S 3. AU 8

R ,." '-“v ;donthkotosaednldranxtoysIyinqabout. L 2 L.hg :“ 4 g E ’

Eb_» S G buy wall-known brands because l'm convmeod P e sl Lo
Fe . el theyarebettarqualityprodum B 1 SRR SRR SR R R

1 have oid- fuhloned tutu and habuu

""“I omeumesmﬂuencewhatmvfnondsbuv 10 v_2'."- L3l e 'lsz_k‘f" U el

N4

’ ”*thkstoentartammmyownhou;. ; S T 3 g T 5

L lfmdmysalfcneckmgtflepﬂcamtha' g
R S groceryﬂpmevcnfmmallmm: 2

Ispend a Iotof time tnlkmg with my friends R N
about producuand brands, T Lol el T2
v RO | usuaﬂykeapmyhousoverynntand ;:lcn. B R S '
f s 'lam more mdcpendcmthan mostpoople S L 2 < JENE O T R e e I

‘C":ldrathcrbomorocomfortlbloandlm B R T
:tyhshmanthootherwcyaround . B L R

5Annquuaddu\lootoudnoanyhomo ’ T 2 . T T 4 L s

> Nicre axpensive | msmkumgfeec el o s R U P SRR
. uncomfonlb S e ) e ' ) - g 4 P ‘5‘ R

‘ lfmddelﬂ mvhowanunplcwnuk S REERRNE 5 ‘ 3 4 s

‘Peoplewmtomemoraofunthanlgo e SO T S
: xomemformformatlonabou(brands DEEENER A R R S B
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Cdmmyhome, G, S 3 4 s e

B C Isomenmn worry that sbmethmglbuy wnll ERC I : - B .
- tumounobeamlsuko L : SR R KV« R S -
I tike. partiaswhern there is lots ofmuuc . e . . ; .
O L e o cendual (“) B 2 ;13“ ESC R
R Iusuallv watch the advemsornarm for. S R TS R R T i
e 71 {announcements of sales. S e T T 3 L e : s R

N B T I ‘-Mynmghboursorfriondsuwlllyglveme e R e ] R R S
T L - goodndvuoeonwhatbrandstobuymﬂw S e S . L R B el Sl
B ,Qrocervstorﬁ . ST ey e g 4. B R
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i I think 1 havn a Iot of porsoml lbolity

Iwouldlakotorodocoratemvhomeoftnm : 1 '

L Iwouldrnmergotonpomngevmtmm : L .
B admos T B T TR R

T AR I Accessonuaraan:mpomntpanoftodays e e PR L

' . Jook, _ v RS N s A< A s
Apcrson can savaalot of money bv shoppmg : R CeR ) el
: aroundforblrgams e L e 2 R 4 B

"_lapprec:atathe adwcaof sales peoplo when B : o . . e -
Ishop., .“. . . . B S RIES B I 4 45

i IR ) “-"-lprefcrasnmph dusiclooktoamorefant;v e e T
§ T © . ordsuiledstyle. g : B P S 2 S 5.

""'l'Our days seem to followadefimtn routmn i . o L .
sueh ascmngmealsata regulartlmc, ete,. .t 20 3 R 4 8

v hkem buconsad'areda Ieudor. : - R .»

Whenlms'hoppméuookf'orbnéticai e e S
ratherthmfashlonab!ottmns S o1 2 R 4 .5 5
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i ‘Occupation (pluuducnbe)

X

THE FOLLOWING QUESTIONS ARE £OR STATISTICAL PURPQSES ONLY, TO N
HELP.IN ANALYZING THE SURVEY RESULTS PLEASE NOTE THAT ALL INFORMATION o

1S a)NFIDENTIAL

S240 0 Sex D

L .. 5584

29 ey Do you havaeny chlldren? fv " Yes

- _ Do you own or rent your home?

i

Male .. ey
Famalo’:'n " %

24 and under ... Ciasgeieimpsinrieos

2634 ‘
3644 .

. anBe

Y

65 and over

28’ s 'H»ghut Iml of,educatlon' ‘ 'Mc
. some or a!l eumntary schoo!

£ soma orall sooondary schools. ...,

o some-or all trado or tech!ﬁlw scﬁool ;

L sorm college or. umvemtv

uruynmty d"‘_‘(’) '... :

...... sosassrres

Respondont 1

- RESPONDENT'1 - i
(Main’ purchaser). ~ .

RESPONDENT 2.
(If apphcable)

T _{;gf{

’

[HE

b

Rnspondent 2

SR A What is yo&r TOTAl.l yenrly famnly income, befom mxes?
‘ ©$25,000 10 $29,909

© $30,000 to '$39,999
“$40,000 1o $49,999- -

' undar$9999ayearv
.. §10,000 10'$14,999 _ -
/$15,000t0 519,999
szoooo:osm 999

ok

C_> . NO

) (b)‘ Ifyu,hpwmnny? ‘{."1 R ,;2 Sy

©de) How many childron are curromlv Iwmg at homa? B

30, How mnny adults Iwc in your homc?

iy

350,000 and_oy»ar__ B

pluss contiriue L
plom go to Qunmon No :!)

4 or more

R » B How mlny times hqvo you moved in the past- ten yurs?

G el

s

THANK YOU YOUR PARTICIPATION IN 'ﬂ’lls
PROJECT IS SINCERELY APPRECIATED o ,

s

wﬁ

P
45
M
e
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© Engel-Blackwell-Kollat (1978) Model of Consumer Behavior
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L APPENDIXK
' Category B“rtéa"kdpwh of Occupations:
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S o ~ .%§f' RS -
 Categony*3reakdowh;of‘OCcupaEions‘3 o |

 Category-1: o self-employed professionals. ‘_' | ; o -
S ‘ employed professionals R N
-~ high-level management : .

- Category 2: ~ semi-professionals
- o technicians
middle management
superv1sors '

Category 3: - -~ . foremen .
IR » skilled. cler1ca1, sa]es, serv1ce
skilled ¢raffts and trades - )
semi- sk1]1ed clerical, sales, service *
semi-skilled manual - :
‘unskilled manual = ST :
" farm labourers . L e
farmers - : B .
» 'housewife
AN retired
' - student



