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ABSTRACT
AN INVESTIGATION OF THE INDERECT
RELATIONSHIP BETWEEN PSYCHOGRAPHICS
AND BUYER BEHAVIOR
By
Sammy D. Fullerton

The role of psychographics in the task of explaining
and predicting buyer behavior has yet to be resolved. This
dissertation explores the possibility that a definitive
relationship does exist; however, this relationship is
presumed to be indirect. The influence of psychographics is
mediated by two intermediate sets of variables: product
usage situations and object benefits.

Data were collected via a mail questionnaire. A net
usable sample of 242 respondents resulted from the initial
mailing of 400 questionnaires.

The data were subjected to several measurement
evaluation techniques prior to the testing of the
hypothesized model. Once the structure of the model had
been confirmed, the hypothesized relationships defined in
the model were subjected to a causal (path) analysis.

The causal analysis indicates that there is merit to
the presumption that the relationship between psychographics
and buyer behavior is indirect. There is a support for a
causal relationship between psychographics and product usage
situations. Similarly, the path analysis isolated a causal

relationship between product usage situations and object



benefits; this relationship was not as strong as was
the aforementioned causal linkage. The strength of the
observed relationships varied considerably from one
psychographic dimension to another.

The final linkage tested was the causal path between
psychographics and object benefits. This relationship was
very weak for all of the tested psychographic dimensions.
The results are meaningful for the practitioner as well as
the marketing theorist. It appears that psychographics does
influence buyer behavior; however, that influence is
indirect and filtered though the two aforementioned sets of

intervening variables.
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INTRODUCTION

The last twenty years have witnessed a tremendous
infusion of psychographics into the attempts to further
explain buyer behavior. Academicians and practitioners have
incorporated psychographic dimensions within market
segmentation schema, sales forecasting models, and general
models of consumer behavior. For example, in the task of
segmenting a heterogeneous market, psychographics is viewed
as a tool which may suggest ways in which each unique
segment can be best served [Frye and Klein 19741];
furthermore, it provides management with the basis for the
development of a more effective marketing mix [Hodock 1974;
Ziff 1974].

Psychographics is also presumed by many to have a role
in the task of environmental scanning. Marketers scrutinize
the changes which are occurring in the marketplace and
evaluate the impact that these changes will have on demand.
The resultant forecast is predicated, in part, upon consumer
psychographics. Such scanning has spawned the pooularity of
syndicated suppliers such as SRI, Simmons, and Yankelovich,
Skelly and White. The popularity of such commercial
suppliers indicates that practitioners are somewhat fond of
this concept; however, marketing theorists do not share
their zeal for this technique. Typical of this feeling is
Wells's [1985] belief that the use of psychographics in

environmental scanning is suspect, especially when the task



encompasses long range projections. Conversely, marketing
theorists have frequently sought to include life styles and
psychographics as integral parts of models which attempt to
explain general buyer behavior [Nelson 1971; Pernica 1974].

For psychographics to assume a legitimate, broadly
accepted role in today's marketing environment, additional
research is needed. The role of psychographics has not yet
been defined to the point that academicians and practioners
feel comfortable with the routine incorporation of
psychographics into the task of developing marketing
strategy. This dissatisfaction is based upon a number of
disappointments in the marketplace despite the fact that
there have been a number of unqualified successes.

Perhaps the problem then is one of understanding the
nature of the relationship between psychographics and
consumer behavior. The task thus becomes one of developing
a model which reflects the system of components as well as
the relationships among these components as they relate to
the linkage between psychographics and consumer behavior.
Virtually every study in this area has sought to directly
tie psychographics to buyer behavior. Unfortunately,
previous studies have not been particularly fruitful.
Inconsistent results have limited the ability to generalize
the relationship between psychogravhics and buyer behavior.

Such inconsistencies must be explained; otherwise

marketers will always be dubious of any attempt to



incorporate psychographics as a source of information
germane to the development of marketing strategy. OCnce this
has been accomplished, marketers will be better able to make
strategic decisions.

Horton [1984] provides the basic framework which giQés
direction to the investigation of the relationship between
psychographics and buyer behavior. He indicates
thatpsychographic factors "tend to affect buyer behavior in
broad non-specific ways."™ Pernica [1974] also explores the
presumption that the linkage is indirect; his research
indicates that psychographics seems to be filtered through
some set of the consumers' values or choice criteria.
Commercial suppliers such as Stanford Research Institute
provide practical support for the belief that there is a
linkage, albeit perhaps indirect, between psychographics and
ourchase behavior [Riche 1982; Nordberg 1981; Meyer 1983].
The key question to answer concerns the nature of the
intermediate linkages between psychographics and behavior.
Does some set of moderating variables exist, and if so, how
might the system of relationships be described?

One plausible relationship is that a product is
purchased in order to accomplish some task deemed important
to the buyer. (A task is basically a utility-providing
function which is achieved via the purchase and consumption
of a particular product.) The problem then becomes one of

identifying factors which influence the purchase process and



delineating those tasks which the consumer seeks to
accomplish with the purchase of a product. This rationale
supports the basic premise explored in this project.

e The initial hypothesized linkage involves the benefits

g which are derived from the purchase and consumption of a

. particular product; these benefits are presumably influenced

/; by the particular situation with which the consumer is
confronted. The presumption is that the psychographic
profile of an individual will partially determine the set of
product usage situations which mediate that individual's
behavior in the marketplace. (A product usage situation is
defined as an objective, unique to a particular situation,
which an individual seeks to achieve from some specific mode
of behavior.) Examples of product usage situations include
livening up the party, conveying status, and facilitating
interaction. The consumer's evoked set is developed based
upon the aggregation of these product usage situations and a
product's ability to provide the requisite benefits.
- How then does a product usage situation influence the
purchase decision? The oroduct being purchased must be

" capable of resolving the needs of the individual purchaser;
these needs are influenced by the product usage situation.
This idea gives rise to the concept of an object benefit; an
object benefit is more closely aligned with purchase

'behavior and is an important criterion utilized in the

development of a marketing strategy. (An object benefit is



defined as a basic benefit, associated with a specific
marketing mix component, which exists or accrues in the
exchange or consumption process.) Examples of object
benefits include speed for an automobile, softness for a
sweater, and efficiency for a major appliance. The
presumption is that the requisite object benefits are
influenced by psychographics; more so, they are directly
influenced by the product usage situation with which the
consumer is faced.

Finally, the object benefits sought by the consumer
will influence the ultimate purchase decision; the product
purchased will be the one which, in the consumer's mind,
best coincides with the set of object benefits deemed
salient by the purchaser. For example, one will not
purchase a pair of designer jeans if the lone salient object
benefit is a low price.

In summary, the initial intervening component between
psychographics and buyer behavior is hypothesized to be the
product usage situation; this is followed by the object
benefits and, ultimately, some specific mode of behavior in
the marketplace. An example of this series of components is
as follows. Consider the individual who is in the market
for a new car. The psychographic variable, materialism,
might lead that consumer to a product usage situation which
reflects the need to convey status. This situation will

mediate the consumer's evoked set in such a way that only



automobiles which possess the required object benefits of
being expensive and European-produced are included. 1In
response to these object benefits, the consumer purchases a
Mercedes-Benz 380 SL. Furthermore, it is expected that
psychographics also influences the set of object benefits
sought by the consumer. 1In this example, the presumption is
that there is a relationship between materialism and the
desire to purchase an expensive automobile. This basic
system of relationships is subjected to scrutiny in this

project; the model is depicted below.

GENERAL PRODUCT OBJECT PURCHASE

LIFE STYLES USAGE BENEFITS | _s| BEHAVIOR
AND SITUATION

PSYCHOGRAPHICS

STATEMENT OF THE PROBLEM

The literature indicates that the examination of the
underlying theories regarding psychographics is incomplete.
Results have been varied at best, perhaps even disappointing.
This research is directed toward the resolution of this
deficiency.

According to Kakkar and Lutz [1981], "the interaction



of situational, individual, and object-related variables
holds the key to scientific explanation--as well as sound
vjdecision making by marketers--with respect to consumer
/ behavior in the marketplace." This "interaction" provides
\Ehe foundation for the basic research problem.
This research problem consists of two basic components.
From a general perspective, the basic problem concerns the
evaluation of the relationship between psychographics and
buyer behavior. More specifically, the problem involves the
evaluation of the two variable sets which are hypothesized

to mediate this relationship. The following set of

objectives provides specificity to the problem statement.

OBJECTIVES

There are several important objectives which are to be
accomplished via this research. The literature review
provides the vehicle for accomplishing the set of
preliminary objectives, each of which relates to a specific
section in chapter two. These preliminary obiectives are:

-to identify those research efforts which support and
those which fail to support the use of psychographics in the
analysis of buyer behavior;

-to determine the underlying reasons why some efforts
to use psychographics succeed and some fail;

-to delineate support for the proposition that there is

an indirect relationship between psychographics and buyer



behavior; and
-to develop a model which reflects the intervention of
product usage situations and object benefit variables

between psychographics and buyer behavior.

With each of these preliminary objectives accomplished,
the focus will shift to the primary objective of this study.
This objective will be accomplished via the collection and
analysis of primary data. The objective is:

-to determine the nature of the relationships among the
variable sets identified in the literature review and
delineated in the resultant model.

This objective will be accomplished by empirically
testing the model. The results should provide a valuable

contribution to the marketing discipline.

SCOPE OF THE STUDY

This research is decidely theoretical in scope. As
previously discussed, it involves the development of a model
depicting a hypothesized, systematic relationship between
psychographics and buyer behavior; the collection of primary
data; and the evaluation of the relationships depicted in
the aforementioned model. It is limited to an evaluation of
those variables which are hypothesized to mediate buyer
behavior; consequently, no attempt is made to explicitly tie

any of these variables to the actual purchase process. The



analysis is further constrained to a single product.
However, it is the evaluation of the model which is

paramount; the product selected simply facilitates that

evaluation.

CONTRIBUTION TO THE DISCIPLINE

This project provides three basic contributions to the
marketing discipline. First, it helps to clarify the role
of psychographics in marketing. As mentioned in the
introduction, there is a great deal of controversy regarding
that role. The model under scrutiny utilizes the concept of
an indirect linkage. This departure from previous research
initiatives will provide the opportunity to reassess
existing models and aid in the development of future models
of buyer behavior.

Second, but more importantly, the research provides a
basic theoretical framework which depicts and assesses a new
approach to modeling the relationship between psychographics
and consumer behavior. Finally, this project provides a
basic framework by which the study may be replicated with
those changes relevant to a marketer's particular research
needs. For example, the list of products may be changed to
be congruent with the offerings of a particular manufacturer
or retailer. 1Ideally, the results will establish a
theoretical and methodological framework for subsequent

research which will aid in the development of marketing



strategy.

ORGANIZATION OF THE FOLLOWING CHAPTERS

Chapter Two consists of an exhaustive literature review
which pertains specifically to the problem at hand. The
initial section of the literature review is an evaluation of
the direct relationship between psychographics and buyer
behavior. This section is intended to highlight the fact
that there is no clear consensus of opinion, thereby
indicating that further research is required in order to
assess the dynamics of the presumed relationship.

Chapter Two continues with a comprehensive review of
the literature which addresses the concepts of the product
usage situation and the object benefits as well as their
relationships with psychographics and buyer behavior; this
section of the literature review relates specifically to the
model depicted earlier in this chapter. Research which
addresses the relationship between psychographics and the
product usage situations is presented first; this is
followed by a review of that research which addresses the
the existence of a linkage between product usage situations
and object benefits. From this section of the review, the
research hypotheses are extracted and formally stated.

Chapter Three outlines the methodology utilized to
conduct this study; it provides a detailed overview of the

analytical procedures used. The chapter begins with a

11



delineation of the techniques used in the qualitative
research phase of the study and continues with a summary of
the quantitative-based procedures. Also included is the
rationale which supports the use of the selected techniques.
Chapter Three also provides a detailed description of the
proposed model.

Chapter Four begins with a summary of the results of
the qualitative research efforts and a discussion of the
techniques used in the development of the data collection
instrument. Preliminary issues related to the sampling
process are also addressed in this chapter. Chapter Four
continues with a comprehensive discussion of the results of
the data collection and analysis procedures. The final set
of psychographic variables is identified, and the items used
to measure each scale are identified. Then, the results of
the procedures used to test the proposed model are
summarized.

Information gleaned from Chapters Two and Four provide
the basis for drawing conclusions and making
recommendations; these tasks constitute the majority of
Chapter Five. This chapter also contains an assessment of
the research project. Conclusions are drawn regarding the
usefulness of the results and the practicality of converting
the results to management action. Additional research which
is viewed as complementary is outlined. Then the results

are evaluated as to the extent to which the project



contributes to the advancement of the body of marketing
knowledge.

The final entries include the appendix and the
bibliography. The appendix contains copies of the
supporting documents. A facsimile of the questionnaire and
copies of the basic documents used in directing the focus
group interviews are also included. The bibliography is

provided after the appendix.
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INTRODUCTION

The future development and subsequent utilization of
psychographics is dependent upon the development of a better
theoretical linkage with buyer behavior [Plummer 1976].
Though Plummer's concerns were voiced ten years ago, such
theoretical development has yet to result from subsequent
research efforts.

Typical of the outgrowth of Plummer's belief is the
feeling that marketers will have to adapt their
communications efforts to meet the changing life styles of
the marketplace. Mass marketing will be a less viable
approach [Meyer 1983]. Segmentation strategies based upon
psychographics will be one of the keys to success.
Marketers who monitor the changes in the individual segments
will be better able to anticipate how such changes affect
demand, and they will be able to respond accordingly [Hong
1979].

There is a modest level of support for the belief that
the relationship, if indeed one does exist, is filtered
through some set of mediating variables. Yet there is no
consensus of opinion as to what specific types of variables
might intervene between psychographics and buyer behavior.
For example, Belk [1975] and Kakkar and Lutz [1981] discuss

the role of and the need for a situational perspective;



these situational variables are viewed as potential
mediators of buyer behavior. Pernica [1974] discusses
"choice criteria" as a means of matching life style to
purchase behavior. This apparent support for the existence
of one or more intermediate linkages between psychographics
and buyer behavior provides the basis for directing this
review of the literature.

This chapter consists of six distinct sections. Each
section relates to a specific objective outlined in chapter
one. The first section provides a review of that research
which assesses ﬁhe role of psychographics as input for
marketing strategy decisions. The second section summarizes
those studies which provide support for the belief that
there is a direct relationship between psychographics and
buyer behavior. This section is followed by a summary of
those research efforts which appear to disaffirm the
existence of such a relationship.

The remaining sections concern the objectives
associated with the development of the proposed model. Each
section addresses one of the three hypotheses germane to the
model. Section four examines the literature which reflects
the nature of the relationship between psychographics and
the consumers' product usage situations; this research
provides the basis for stating the initial research
hypothesis. Section five addresses the relationship between

the product usage situations and the object benefits thereby



providing the basis for the second research hypothesis.
Finally, the relationship between psychographics and object
benefits is reviewed. This review results in the
development of the third research hypothesis.
PSYCHOGRAPHICS AS INPUT FOR STRATEGIC DECISIONS

A primary use of psychographics has been and continues
to be the description of the general marketplace. These
results are often applicable when formulating marketing
decisions., This section addresses these applications.
Though these articles tend to be more conceptual than
theoretical, they provide a foundation of support for the
premise that there is a relationship between psychographics
and buyer behavior.

A basic premise of some authors is the belief that
psychographic analysis is beneficial to any firm which seeks
to invoke the marketing concept [Reynolds and Wells 1978].
The most common areas of application involve the process of
market segmentation, the development product strategy, and
the development of the most aporopriate communications
strategy. As an indication of the presumed applicability of
psychographics, Lazer [1981, 1983b], Jones [1982]; and Beck
[1984] indicate that such issues are important in
formulating marketing strategy. Another perspective on this
relationship is provided by Davidson and Rogers [1981], who

state that the key to success for marketers in the eighties



will depend, in part, upon their ability to implement
marketing strategies based upon psychographic
considerations.

It is viewed as a principle which allows management to
better assess the needs of relevant market segments because
demographic descriptors have proven inadequate for this task
[Forest and Blumberg 1981]. Psychographics can be of
tremendous value to marketing managers [Ahmed and Jackson
1979]1; it facilitates the reduction of large, heterogeneous
populations into.a few basic groups [Rossen and Sweitzer
1981; Leonard-Barton 1981; Barnes and Sooklal 1983; McLaine
1983; Cutler 1983; Chilcutt 1983; Roseman 1978; Zarry 1979;
Spiegel 1982; Baer 1982; Richards and Sturman 1977; Reynolds
and Crask 1977; Nordberg 1981; and Maher 1983].

Psychographics is used to monitor changes in the
population. It is believed that the recognition of these
changes will alert perceptive marketers to new obstacles and
opportunities in the marketplace [Blackwell 1980; Johnson
1979; Mitchell 1983; Tatzel 1983]. For example, attitudes
toward marriage and cohabitation are reported to be factors
which need constant monitoring by the life insurance
industry [Price 1984]. Psychographic analysis adds
character and multidimensionality to the consumer [Hoke
1982; Lehmkuhl 1983]. Such character and

multidimensionality offer marketers a more viable approach



for the development of marketing strategy in the long run,
as well as in the short run.

Product decisions are also influenced by
psychographics. General applications of psychographics have
been advocated for retailers [Blackwell and Talarzyk 19831];
the authors note that successful retailers have begun to
implement a portfolio management approach which focuses on
the need for product lines consistent with the
psychographics-based needs of key target markets. Other
product-related applications have been documented in the
area of diréct marketing [Schell 1982], the purchase of
time-saving and time-using products [Blackwell 1980],
housing and financial services [Thygerson and Parliament
1979; Koehn 1980; Lavidge 19791, self-protection devices
[Wettenstein 19821, product sweeteners [Martin 1982],
consumer electronics [Merahn 1981; Regan 1981], newspapers
[Miller 1974; Heary 1984], and magazines [Lande 1982; LeRoux
1984].

Promotion decisions have not been immune from the
influence of psychographics either [Aaker 1982]. Young and
Rubicam credits the use of psychographic information for
part of their success in developing effective advertising
copy and selecting appropriate media. Yet they note that
such applications are in their infancy and that there is

considerable room for improvement [1981]. Psychographic



data also provide valuable insight into the task of creating
an effective brand identity [Berry 1983; Feigin 1981].
Obvious psychographic differences are also in evidence when
magazine readership is examined; these differences are
important to publishers and advertisers [Venkatesh 1980;
Gordon 1981]. Other examples of promotional decisions
influenced by psychographics include the repositioning of
products to reflect an approach to relaxation [Langer 1982],
convenience foods [Kruger 1980], and restaurants [Shapiro
and Bohmbach 1978].

The preceding review has documented the wealth of
practical support for the belief that there is a
relationship between psychographics and buyer behavior.
While it is important to note the presumed successes of
psychographics, it is equally important to note that the
existence of such practical support is inadequate for the
task of developing or testing theoretical constructs. This
review continues with the identification of empirical
studies which either affirm or disaffirm the direct linkage
and-ends with the delineation of the research which
addresses the nature of the intervening variables. It is
this empirical research which begins to address the
theoretical issues which represent the ultimate focus of

this project.



PSYCHOGRAPHICS AND BEHAVIOR: AFFIRMATIONS

This section reviews those empirical studies which
document and support the existence of a relationship between
psychographics and buyer behavior. Included in this
discussion is a tentative explanation for many of the
affirmative results.

Early research indicates that much of the emphasis
revolved around the factor analysis of a large number of
psychographic items and the subsequent evaluation of their
relationship with some aspect of buyer behavior. Pessemier
and Tigert [1966] feport that factor analyzed scales seem
capable of delineating homogeneous market segments. These
results are echoed in a number of subsequent studies [Bass,
Pessimier and Tigert 1967; Lessig and Tollefson 1971; Tigert
1969; Wells 1971; Wilkie 1970; and Wilson 1966].

Additional applications include segmentation studies by
Bushman [1971]); Darden and Perreault [1976]; Goldberg
[1971]; Hustad and Pessimier [197la; 1971b]; Richards and
Sturman [1977]; and Ziff [1971]. Despite the apparent
successes documented here, the results are tempered by the
fact that the resultant relationships are generally quite
weak; the resultant clusters explain no more than ten
percent of the total variance in buyer behavior.

Recently, the application of psychographics has addressed
specific modes of individual behavior. For instance, there

is an indication that individuals who might be characterized



as socially concerned tend to be more physically active and
they exhibit a greater propensity to engage in philanthropic
or altruistic activities [Belch 1982]. Those individuals
who engage in consumerist activities tend to differ in life
style from those individuals who do not generally engage in
these types of activities [Bourgeois and Barnes 19791].
Kinnear, Taylor, and Ahmed [1972] evaluate ecologically
concerned individuals; their research isolates a
psychographics-based tendency to engage in conservation
activities. Thus, it is evident that there is an apparent
felationship between psychographics and the propensity to
engage in a number of activities (physical, philanthropic,
consumerist, and conservation).

Numerous product-specific examples ére.in evidence in
the literature. Meaningful relationships have been
discovered or documented; they include automobiles
[Bernstein 19781, convenience foods [Bernstein 1978],
beverages [Huber et al. 1982], artificial sweeteners [Martin
1982], and convenience food stores [Darden and Lumpkin
1984]. Other encouraging results document the relationship
between psychographics and credit card use [Paksoy 19791,
attendance at the performing arts [Andreasen and Belk 19801,
the allocation of time to the mass media [Hornik and
Schlinger 1981], newspapers [Bryant 1981], store patronage

[Gutman and Mills 1982], vacation decisions [Schul 1983] and



generic groceries [Plummer 1974; Anvik and Ashton 1979;

Granzin 1981; Bellizzi et al. 1981; McEnally and Hawes

1980].
//“ The relationship between psychographics and product
choice represents a major area of investigation. According
to Cosmas [1982], there is a relationship between one's life
style and one's total product assortment. The purchase of
items pertaining to personal care, cooking and baking,
self-indulgence, personal appearance, and children is
related to the individual's psychographic profile. The
relationship is best described as modest.

The results of a study by Boote [1980] indicate that
psychographic variables such as independence, novelty
seeking, and traditional orientation exhibit a significant
relationship with product choice. While citing the
"overwhelming inconsistency" surrounding the use of
psychographics, Kinnear and Taylor [1976] indicate that
marketers of petroleum products can benefit from its use.
Psychographic differences are in evidence for users of major
brands, regional brands, and discount brands of gasoline;
and the purchase of complementary products is also related
to the brand segment to which one belongs. This study also
documents significant psychographics-based differences

between light and heavy beer drinkers.



Psychographics is seemingly related to decisions to
patronize selected financial institutions and to utilize
certain services. Selection of a financial institution is
directly tied to issues such as cosmopolitan orientation and
traditionalism [Stanley, Danko and Hirshman 1980].
Differences in factors such as convenience orientation,
innovativeness, and price sensitivity play a major role in
determining one's propensity to use an automated teller
machine [Stanley and Mochis 1983].

Results of another study indicate that there is a
linkage between psychographic characteristics and credit
card usage [Paksoy 1979]. Attitudes toward credit and
fashion consciousness exhibit the strongest relationship
with such use. The observed relationship can be attributed,
in part, to the tautological nature of the variables;
psychographic variables which relate specifically to credit
are used to predict credit card usage.

The purchase of food products has frequently been tied
to psychographics. For example, Hawes and Kiser [1980]
reoort that the generic brand-prone purchaser is likely to
be an information seeker; Anvik and Ashton [1979] and
Granzin [1981] document an apparent relationship between the
propensity to purchase generics and innovativeness. To the
extent that generics represent a new entry in the
marketplace, perhaps this relationship should have been

anticipated.



Other affirmations of the existence of such a
relationship between psychographics and behavior in the
marketplace abound. For instance, the purchase of
convenience foods is related to the purchaser's
self-confidence, community orientation, financial optimism,
and home orientation [Darden and Lumpkin 1984]. Semenik and
Young [1980] indicate that there is a modest relationship
between psychographics and attendance at cultural events.

Fashion life styles can predict factors such as the
number of apparel purchases and average price points for
an individual consumer. This is viewed as important because
fashion image is seen as a major criterion in one's decision
to shop at a particular mall [Quarles 1982] or store
[Bearden et al. 1978].

Product and segmentation scenarios are not the only
marketing issues to have been researched. A number of
studies have looked at the relationship between
psychographics and a variety of media-related issues. Mills
[1983] delineated a relationship among buying motives,
buying behavior, and media usage patterns. The relationship
between life styles and media time use has also been
examined. Hornik and Schlinger [1981] indicate that the
selection of a particular medium is related to a number of
psychographic dimensions. Similarly, the radio market in

Perth, Australia, has several segments which exhibit



distinguishable psychographic differences [Soutar and Clark
1983]. To the extent that different stations have different
formats, the indication is that psychographics influences
media exposure.

Clearly, there is considerable support for the belief
that psychographics can be used to describe or predict buyer
behavior. Table 2-1 summarizes the research which reflects
the direct, positive nature of this relationship; also
included is an explanation of why each of the observed
relationships exists.

Not all results, however, have supported this
relationship. The next section looks at these

disaffirmative studies.

PSYCHOGRAPHICS AND BEHAVIOR: DISAFFIRMATIONS

The dilemma regarding the efficacy of psychographics as
a predictor of buyer behavior is heightened by those studies
which fail to indicate meaningful relationships. Such
studies have found‘that either no relationship exists or
that relationships which have been documented may be
statistically significant but managerially meaningless, or
that the results are too inconsistent to endorse
psychographics as a determinant of marketplace behavior.

In general, these failures can be attributed to a

limited number of factors. Foremost among these factors are



TABLE 2-1
AFFIRMATIVE RESULTS

FIRST AUTHOR SUBJECT EXPLANATION
Andreasen 1980 Performing arts Theoretical link
Anvik 1979 Generics Theoretical link
Bass 1967 Segmentation Modest relationship
Belch 1982 Philanthrooy Theoretical link
Bellizi 1981 Generics Theoretical link
Bernstein 1978 Automobiles Methodologically weak
Boote 1980 Product choice Broad

Bryant 1981 Newspapers Theoretical link
Burgeois 1979 Consumer activity Tautology

Bushman 1971 Segmentation Modest relationship
Cagley 1980 Generics Theoretical link
Carrey 1984 Solar energy Spurious

Castle 1981 Direct marketing Very broad

Cosmas 1982 Total assortment Modest relationship
Crask 1978 Magazines Reasonable

Darden 1974 Store preference Small sample

Darden 1976 Segmentation Modest relationship
Darden 1979 Media usage Inferred relationship
Darden 1984 Convenience foods Small sample
Dickerson 1983 Personal computer Theoretical link
Goldberg 1971 Segmentation Modest relationship
Granzin 1981 Generics Theoretical link
Gutman 1982 Store selection Tautology

Hawes 1980 Generics Tautology

Hornik 1981 Media time use Theoretical link
Huber 1982 Beverages Theoretical link
Hustad 1971 Segmentation Modest relationship
King 1971 Media exposure Modest relationship
Kinnear 1976 Brand choice Reasonable

Kinnear 1976 Conservation Tautology

Lessig 1971 Segmentation Modest relationship
Martin 1982 Artificial sweet Theoretical link
McEnally 1984 Generics Theoretical link
Michaels 1972 Media exposure Modest relationship
Mills 1983 Shopping behavior Tautology

Paksoy 1979 Credit cards Tautology

Pessimier 1966 Segmentation Modest relationship
Plummer 1971la Credit cards Modest relationship
Plummer 1971b Advertising Modest relationship
Quarles 1982 Apparel Tautology

Richards 1977 Segmentation Modest relationship
Roberts 1979 Food shopping Modest relationship
Roberts 1984 Coupons, brands Measurement deficiency
Schaninger 1981 Food/TV/clothes Non-psychographics included
Schul 1983 Vacation behavior Tautology

Semenik 1980 Performing arts Modest relationship
Soutar 1983 Radio Small sample

Stanley 1980 Financial Inst. Tautology



TABLE 2-1 (Continued)

FIRST AUTHOR SUBJECT EXPLANATION

Stanley 1980 ATMs Non-psychographics included
Teel 1979 TV viewing Broad

Tigert 1969 Segmentation Modest relationship

Wells 1971 Segmentation Modest relationship

Wilkie 1970 Segmentation Modest relationship

Wilson 1966 Segmentation Modest relationship

Yaves 1980 Donor Broad

Ziff 1971 Segmentation Modest relationship



problems associated with measurement and methodological
issues. Other basic problems found include sampling
deficiencies and the lack of a theoretical basis to link
psychographics and buyer behavior.

Early discussions of psychographics provided a
precursor of the limitations regarding its role. These
studies delineate a presumed inherent weakness in
psychographics; this weakness involves the imprecision of
the measures. Demby [1977] states that psychographics
provides only a measure of propensity; thus, it is seen as
helpful but not a panacea for those involved in predicting
buyer behavior. Blair [1976] indicates that psychographics
does not provide an exact measure, but rather a reflection
of general tendencies. Such statistical imprecision does
not lend itself to accurate prediction and theory
development. Wells [1975] states that psychographics may
supplement demographics, but when used independently,
ambiguity is likely to persist. Such ambiguity inhibits the
successful use of psychographics in developing marketing
strategqgy.

Yet another problem is that psychographics has been
viewed as abstract and unable to predict forthcoming changes
in buyer behavior. While some short-term relationships may
be isolated, long-term trends are more difficult to project.

Since consumers' psychographic profiles are dynamic rather
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than static, the efficacy of psychographics-based decision
making will likely deteriorate over time [Wells 1985].

A sharp indictment against psychographics is provided
by Adams [1982]. He delineates several areas which inhibit
the capabilities of psychographics. For example, it is
believed that life style segmentation results in redundancy.
Researchers assign new labels to patterns of behavior
previously documented. As a consequence, people who exhibit
identical psychographic profiles might be assigned different
labels. This problem is exacerbated by the contradictory
approaches used by syndicated suppliers, and it further
limits the applicability of psychographics in marketing.

Concerning the usefulness of psychographic data from
syndicated sources such as SRI's VALS, Yuspeh [1984]
contends that such approaches to marketing are "too simple,
too remote, and too unreliable"; and she recommends that
their use be limited to descriptive applications rather than
those applications which purport to predict behavior or
effectively segment the market.

Other common areas of complaint include the lack of
standardized measures [Forest et al. 19811, the misuse of
psychographics by marketers and predictive associations
which provide little actionable information [Boote 1980] and

inconsistent results [Kinnear and Taylor 1976]. Kassarjian



[1971] states that it is probably unreasonable to expect
psychographic variables alone to explain a large percentage
of the variability in the product purchase decision.

Perhaps the most prevalent measurement problem is the

inherent lack of reliability associated with many scales
[Lastovicka 1982]1. The following studies document this fact.
Boote [1981] points out that much of the literature on
prsychographics fails to address the issue of reliability.
‘fiThis fact might easily explain the inconsistency of the
‘.results emanating from the various studies, and is further
delineated in Lastovicka's [1982] subsequent study.

This line of thinking has been echoed by others. 1In
their test of the reliability of psychographic measures,
Burns and Harrison [1979] imply that no set of responses to
psychographic items will embody an acceptable level of
precision for the prediction of individual behaviors. This
does not bode well for those practitioners who are
considering the use of psychographics and it can perhaps
explain why so many studies have failed.

- Wells [1976] likewise indicates that some of the
failures to find meaningful relationships between
psychographics and buyer behavior can be attributed to the
instability of the measures themselves; his implication is
that if these measurement problems could be overcome, then

meaningful relationships might be documented.



The lack of a theoretical linkage between
psychographics and buyer behavior is also a fundamental
reason for many previous failures. The following studies
reflect this deficiency.

Crask and Reynolds [1980] explore the nature of the
market in terms of exposure to print as well as electronic
media. While it is again apparent that clearly identifiable
segments do exist, there is no theoretical support for the
belief that psychographics reflects a viable means of adding
to the distinctiveness of the observed segments.

It is hypothesized that psychographics will outperform
demographics in the task of identifying market segments as
they relate to media usage. The results indicate that this
is not the case; in this situation, demographics appears to
be the more viable approach [Cannon and Merz 1982]. These
results should not be surprising since there was no specific
theory which related psychographics to any specific
behavioral manifestation.

/// A broader perspective concerns the belief that each

/unique consumer life style has its own unique product

!
i

>)assortment [Cosmas 1982]. Psychographic dimensions provide

‘.. the basis for the isolation of seven distinct groups.
i
fUnfortunately, they provide little valuable information when
i

; the task is switched to one involving the prediction of

N corresponding product assortment purchases. Since there is

no theoretical linkage between broad-based psychographics



and the purchase of a unique bundle of goods, this failure
might also have been anticipated.

Each study addressed in this section has evaluated
psychographics from one of two perspectives. They have
either highlighted a measurement or methodological
deficiency or they have documented a failure to establish a
reasonable relationship between psychographics and buyer
behavior. Table 2-2 summarizes the results of these studies.
None of the studies address the notion [Nelson 1971; Pernica
19741 that the relationship is indirect and, therefore,
mediated by some set of intervening variables. Perhaps this
shortcoming can explain the apparent lack of a meaningful
linkage between psvychographics and behavior. This
possibility provides the impetus for the review of the
literature which supoorts the existence of such intervening
variable sets. These intervening variables reflect the next

area for review,

SUMMARY AND NEW DIRECTIONS

The preceding sections have highlighted the dilemma
regarding marketers' use of psychographics. The evidence
indicates that there is considerable support for the concept
yet it also highlights the basic implementation problems.
The inconsistencies of these research efforts underscore the

need to develop a theoretical basis which explains the



FIRST AUTHOR

TABLE 2-2
DISAFFIRMATIVE RESULTS

SUBJECT RATIONALE

Adams 1982
Bernstein 1978
Blair 1976
Cannon 1982
Cosmas 1982

Crask 1980
Demby 1977
Felson 1978
Kassarjian 1971
Kinnear 1976
Villani 1975
Wells 1975
Wells 1985

Specific products Redundancy, validity

Segmentation Non-exclusivity

General Statistical imprecision

Media choice No theoretical basis

Product No Theoretical basis
assortment

Media exposure No Theoretical basis

General Imprecision

General Imprecision

General Imprecision

Gasoline No Theoretical basis

TV viewing Sampling deficiency

General Ambiguity, reliability

General Short-term, abstract

TABLE 2-3

DISAFFIRMATIVE RESULTS
MEASUREMENT ISSUES

FIRST AUTHOR SUBJECT RATIONALE
Adams 1982 General Validity
Boote 1981 General Reliability
Burns 1979 General Reliability
Burns 1982 General Reliability
Forrest 1981 General Standardization, reliability
Kassarjian 1971 General Validity
Lastovicka 1982 General Reliability
Martin 1982 General Reliability
Moran 1974 General Reliability
Yuspeh 1984 General Reliability



nature of the influence that psychographics exerts on buver
behavior.

The next three sections summarize those research
efforts germane to the model delineated in chapter one.
Each section provides a look at those efforts which provide
support for one of the linkages proposed to exist between
psychographics and buyer behavior. Consequently, support
for various components of the model is outlined; this
support leads to the development of the three research

hypotheses.

THE PSYCHOGRAPHICS-PRODUCT USAGE SITUATION LINKAGE

As discussed earlier, the basic premise of this
research is that the relationship between psychographics and
buyer behavior is mediated by two sets of intervening
variables. The first of these intervening variable sets
influenced by psychographics is the product usage situation.

A product usage situation has been defined as an
objective, unique to a particular situation, which an
individual seeks to achieve from some specific mode of
behavior. Examples mentioned earlier include livening up
the party and conveying status. The key guestion explored
is: Does psychographics influence the set of product usage

situations with which the consumer is confronted?

-~ -



To answer this question, two broad areas are reviewed.
First, psychographics oriented studies which imply that such
a relationship exists are documented. Second, the
situational literature is reviewed. These two areas provide
the framework for verifying the existence of product usage
situations and the influence psychographics exerted upon
them,

Among the limited set of product usage situations which
dominate the literature are economic issues, functional
requirements, and social benefits. The need to address such
product usage situations may be operationalized by consumers
via the search for low cost alternatives [Hornik and Feldman
1982]; a product which helps an athlete cool down [Semenik
and Young 1980]; or for an alternative which projects a
positive image [Levy 1959; Levy 1963; Cosmas 1982]. The
belief that the conveyance of a positive image or status may
assume the role of a product usage situation implies that
one prominent need is the perpetuation and demonstration of
one's life style [Levy 1959; Levy 1963; Cosmas 1982]. The
economic benefit is closely related to a product's ability
to provide a consumer with the opportunity to reduce cash
outlays. For instance, the do-it-yourself segment perceives
the product usage situation as one of saving money [Hornik
and Feldman 1982]. Other product usage situations relate

specifically to the basic benefit associated with



consumption. One purchases a pain reliever to address a
specific product usage situation; the need to eliminate a
headache.

Additional support for the product usage situation
concept is provided with the belief that there are variables
which are "responsible for the selection and maintenance of
the ends or goals toward which we strive and, at the same
time, regulate the manner in which this striving takes
place" [Gutman and Vinson 1979]. Such ends and goals may
assume the form of product usage situations. Furthermore,
Bushman [1982] discusses a taxonomy of life styles which
culminates with a focus on specific buying behaviors. This
taxonomy includes a component analagous to the product usage
situation.<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>