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ABSTRACT

TIIE BEHAVIORAL FACTORS AFFECTING
THE FLOW OF INFORMATION IN THE
BUYER~--SELLER DYAD

By

Robert William Sweitzer

A model of buyer--seller interpersonal communications is
developed. The central construct in the model is the buyer's filtering
process. Incoming information is weighted according to its importance
and is "filtered" in inverse proportion to its weight; Information
from a salesman that exceeds the buyer's importance criterion receives
the buyer's attention; otherwise the information is attenuated. The
buyer's beliefs about the importance of the salesman's information are
postulated to be a function of the buyer's beliefs about: (a) the
"source value" of the salesman, and (b) the relevance of the
salesman's message.

Three constructs are operationally defined as measures of the
buyer's beliefs about the salesman's source value: empathy, credibility,
and preparation. Using a series of likert-type scales two dimensions
of the buyer's beliefs about the salesman's empathy are measured:

(1) role empathy, the salesman's understanding of the job of the buyer,
and (2) task empathy, the salesman's understanding of the specific
purchase decision. The buyer's beliefs on three dimensions of the
salesman's credibility are measured in a similar manner: (1) expertness,

topic-bound qualification, (2) trustworthiness, lack of manipulative
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intent, and (3) dynamism, a combination of potency and activity.
The buyer's belief's about the salesman's preparation and planning
prior to the sales call are also measured.

It is hypothesized that salesmen believed to possess the above
traits are associated with transmissions of relevant messages. The
relevance of the salesman's message is operationally defined as the
correspondence between the content of the salesman's message and the
buyer's purchasing criteria. The relevance of the message is measured
by a content analysis of the message transmitted by each salesman in
the course of an actual sales call. The buyer's beliefs about the
salesman and the relevance of the salesman's message are hypothesized
to be associated with the buyer's overall evaluation of the salesman.
The buyer's evaluation of the salesman is hypothesized to be associated
with the buyer's intention to purchase the salesman's product offering.

The data sample was limited to sales calls dealing with 'new"
products to assure that little or no prior information about the
product had been exchanged. Based on thirty-one interviews between
buyers and salesmen in the food and dry goods industries, the following
results were obtained:

1. 'The buyer's beliefs about the salesman's: (a) role and
task empathy, (b) expertness and nondynamism, and‘ (c) preparation,
show significant, positive associations with the relevance of the
salesman's message.

2. The buyer's beliefs about the salesman's: (a) task empathy,
(b) expertness and nondynamism, (c) preparation, and (d) the
relevance of the salesman's message are significantly, positively

associated with the buyer's evaluation of the salesman.
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3. The buyer's evaluation of the salesman is significantly,
positively associated with the buyer's intention to purchase the
salesman's product offering.

4. The association of the buyer's beliefs about the salesman's
task empathy, expertness, nondynamism, and preparation, and the buyer's
evaluation of the salesman is not only due to the effects of the
relevant message content as an intervening variable. Although the
buyer's beliefs about the salesman and the relevance of the salesman's
message are significantly associated, the salesman's task empathy,
expertness, nondynamism, and preparation still show significant
association with the buyer's evaluation of the salesman when the

effects of the relevance of the salesman's message are controlled.
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CHAPTER ONE

INTRODUCTION

This research seeks to answer the following question: Out of all
the information that is transmitted by the salesman and that consequently
impinges upon the buyer, why is it that some of the information passes
through the buyer's filtering process to become available for decision
making and some does not? A substantial amount of research already
validates the existence of such a filtering process (Moray, 1969). The
purpose here is to describe and explain the effects of the behavioral
factors that influence the filtering process in buyer-seller
communication situations.

An important aspect of buyer-seller communications is the
distortion that information undergoes between the input of the physical
phenomena upon the senses and its subsequent utilization in decision
making. Students of human nature have been concerned with this problem
as far back as Heraclitus (Nahm, 1964) who refers to the eyes and ears as
"evil witnesses.'" Plato (Lodge, 1956) also comments on the interaction
between the processes of nature, thé processes of human sense organs and
the passage of sensations to the central brain. He notes that
sensation is an obstacle to cognition. When Aristotle (Ross, 1949)
describes the functions of the '"soul", he makes a biological--
psychological division and suggests a relationship between sensations
and the reasoning or intellectual parts. Aristotle describes perception
as the reorganization of stimuli and the subsequent formation of images

upon which reason is predicated. He notes that the formation of images



does not correspond on a one to one basis to the sensation itself.
Aristotle's observations can be explained by a cognitive psychological
framework that suggests two basic elements of interpersonal communication:
(1) the accumulation and assimilation of incoming information and

(2) the subsequent processing of this information leading to overt
behavior (Neisser, 1967). This research focuses on the first element.

The theoretical model developed for this research draws upon the
body of knowledge already in existence regarding interpersonal
communications. General communication concepts from research in
psychology, sociology and communication arts are considered as well as
concepts from research in personal selling and industrial and consumer
buyer behavior. Although this research focuses on an industrial
buying-selling situation there is justification for drawing on
information processing models and consumer models as well.

While differences do exist between the two, consumer behavior
models nevertheless tend to provide basic frameworks for the industrial
buyer models (Webster and Wind, 1972). The major differences between
the two models involve the multiple organizational inputs on the
industrial buyer not found in the consumer situation and as such have
little effect on this research which is concerned with the process of
information accumulation and assimilation prior to the actual decision
process. In other words, the differences between the industrial and
consumer models at the stage with which this research is concerned are
slight. At a conceptual level the constructs used to explain industrial
and consumer behavior may be identical (Howard and Sheth, 1969). Both
industrial buyers and household consumers utilize similar information

processing methods. This rationale explains the inclusion of information
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processing variables from research models in fields other than
marketing. The behavioral phenomena of information exchange that is
exhibited in buyer-seller interactions is, at a conceptual level, an
experience that is common to virtually all the behavioral sciences.

Howard (1971) concludes that the buyer takes in that information
he expects will be useful in making a purchase decision. In their model
of buyer behavior, Howard and Sheth (1969) postulate a concept,
"perceptual bias'", which functions on the basis of cognitive
consistency theory to affect incoming information in a manner consistent
with the buyer's frame of reference. Andreasen's (1965) theory of brand
choice includes a filtration process where incoming information is
selected on the basis of the buyer's attitude structure towards both the
message and the source of the message. Howard (1971), however, suggests
that the buyer engages in a systematic process of selecting information
based on a set of rules by which the buyer reduces the incoming
information to a manageable quantity that still meets his needs.

In a survey conducted by the Supermarket Institute (SMI, 1971)
problems most frequently mentioned by grocery buyers were:
(1) manufactuers' representatives being unable to supply marketing
information and (2) the manufacturer's inability to understand local
market situations. Problems most f;equently mentioned by sellers were:
(1) difficulty in understanding trade demands and requirements,
(2) lack of time with buyer and (3) lack of buyer attention.

Sellers also complained about inadequate feedback on new product
acceptance standards and a lack of feedback on decision criteria used by
buying committees. Buyers expressed confusion and frustration growing

from the fact that supply representatives were not adequately informed



and had a lack of available information.

These problems mentioned by buyers and sellers fall within the
framework of the behavioral factors affecting the flow of information
used in this research. A sample of grocery buyers, salesmen, and
their messages is examined to explain why such problems may
exist.

The theoretical model providing the framework for this research
is presented in Chapter Two. While the sources drawn upon in developing
the model are briefly noted there the purposes of Chapter Two is to
describe the interrelationships of the constructs.

In Chapter Three, The Survey of the Literature, the underpinnings
of the constructs are considered more carefully. Alternative
approaches to each construct are considered and the rationale is
explained for the particular theoretical approach selected for use in
the model.

The hypotheses tested in this study are presented in Chapter Four
and fifteen relationships are set forth based on the theoretical model.
These hypotheses are presented in the alternative forms.

The same format is followed in reporting the Results in Chapter
Six. Underlying the test of each hypothesis is a null hypothesis of no
difference. In each test the calculated level of Type I error (;L) is
reported. The reader may develop his own rejection region and thus
accept or reject the underlying null hypotheses. However, implicit in
the reporting of the results is an .01 criterion.

The methodology used to test the research hypotheses is presented
in Chapter Five. The hypothetical constructs in the theoretical model

are operationalized and examples of the questionnaire items presented.






The test statistics used to measuré the significance of the association
between the independent and dependent variables are also presented. The
nature of the sample is discussed.

Finally a methodological procedure for testing the causal
relationships in the theoretical model is considered. The findings are
discussed in Chapter Seven and several conclusions are set forth. The
implications of this research are also considered. The research

instruments and data are presented in Appendices following Chapter Seven.






CHAPTER TWO

A THEORY OF BUYER--SELLER INTERPERSONAL COMMUNICATIONS

The personal selling function is viewed as essentially a process of
interpersonal communications and it follows that the flow of information
in the buyer-seller dyad would best be explained by an interpersonal
communication model.

The theoretical model used in this research contains four basic
patterns of relationships which describe and explain the process by
which information flows in the buyer-seller dyad may lead to a decision
to purchase. These four sets of interactions are initiated by the
salesman's message impinging upon the buyer's filtering mechanism.

The principal interactions resulting from the input of information
consist of: (1) the use of purchasing criteria in the filtering process,
(2) the use of the perceived traits of the salesman in the filtering
process, (3) the evaluation of the salesman as a message source, and
(4) the effects of the salesman and his message upon the buyer's

intention to purchase. The model is illustrated in Diagram 1.
THE PROCESS OF ATTENTION

The central construct in the model, the buyer's filtering process,
is predicated on Broadbent's (1958) conceptualization of the process of
attention. Not all incoming information impinging upon a buyer is
allowed to pass through the filter to become part of the memory and

remain available for further use in purchasing decision-making.






DIAGRAM 2-1

BUYER--SELLER INTERPERSONAL COMMUNICATION MODEL
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Broadbent (1958) proposed a filtering mechanism as a hypothetical
construct to explain the limitations on the amount and type of
information that can be effectively dealt with by an individual.

The model also uses the Deutsch and Deutsch (1963) theory to
describe the process by which incoming information is limited by the
buyer. According to this theory, the buyer weighs incoming information
according to its importance. Information that exceeds the individual's
importance criterion receives the individual's attention. Information
less important than the selection criterion is attenuated. The
weighting of importance mechanism processes all incoming information
before it becomes available for storage in memory and/or use in purchase
decision-making.

Neisser (1967) describes a preliminary process which, '"picks up
portions of the information input that are worth synthesizing and
arrives at preliminary identification of these portions'". He states
that contextual cues and expectations may play a role in the preattentive
process. The portion of the phrase, "input information that is worth
synthesizing" suggests the weighting of importance construct described
by Deutsch and Deutsch (1963) . Of the alternative approaches to the
process of attention the weighting of importance construct is also
consistent with several models of buyer behavior.

Howard (1971) concluded that the buyer takes in only that
information he expects will be useful in making a purchase decision.
Howard and Sheth (1969) suggest perceptual bias operates to limit
incoming information, based on cognitive consistency theory, in a manner
consistent with the buyer's frame of reference. The hypothesized input

affecting perceptual bias is the buyer's decision mediators and






incoming information is weighted in terms of its correspondence to the
criteria used to make a purchase decision.

Andreasen (1965) has proposed a filtering mechanism which operates
as a source of information. This filtering mechanism is consistent with
Allport's (1965) reported effects of affective value and motivational
state upon the way in which stimuli are perceived. The filtering process
in the model utilizes a weighting of importance construct (Deutsch and
Deutsch, 1963) where the selection criteria are a function of both the
buyer's puerchasing criteria and the buyer's affective state towards

the salesman.

CONCEPTUAL CONFLICT AND ATTENTION

The underlying motive which guides the buyer's filtering process
is the buyer's concern for information which can be used in making
purchase decisions. This motive is based on Berlyne's (1960) theory of
conceptual conflict.

In moving toward a purchase decision the buyer may encounter
doubts, mutually exclusive claims, contradictions, incongruities,
confusing communications and irrelevant information. Berlyne (1960)
indicates that one way of alleviating these types of conceptual conflict
is the acquisition of knowledge through additional information.

The drive to reduce conceptual conflict motivates the buyer to
pay attcntion to certain incoming information. Not all information would
be cqually valuable in alleviating the conceptual conflict surrounding
a purchase decision. Therefore not all incoming information would receive

the same degree of the buyer's attention.
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THE SELECTION OF INCOMING INFORMATION

For information to be useful to the buyer in the purchase decision
process it not only must correspond to the criteria used to evaluate
alternative products but must also have '"source value'". The
theoretical model (Diagram 2-1) sets forth two major selection criteria
for the buyer's attentive processes.

To pass through the buyer's filter, information must have two
qualities: (1) the incoming information must be perceived as being
relevant (have a monotonic correspondence with the buyer's purchasing
criteria) and (2) incoming information must be perceived as having
originated from a ''valuable'" source.

Generally both these conditions must be met before information
will pass through the buyer's filtering process. A message could be
seen as relevant but because the buyer doubts its source value it would
not serve as a purchasing input. Similarly, information which is
irrelevant to the buyer's purchasing criteria but originates from a
source perceived as valuable would have diminished utility in
decision-making. The case where both qualities are lacking clearly has
no utility to the buyer.

The beliefs held by the buyer about the relevance of incoming
information and the value of the source of information exist in varying
degrees. Neither source value nor relevance are seen as dichotomous
variables. They are best represented by a continuum of beliefs held by
the buyer about the nature of the incoming message and its source.
Therefore the filtering process would take place in varying degrees

corresponding to the beliefs that serve as inputs to the filtering
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process.

The buyer's filtering process is predicted on Osgood's (1957)
concept of mediating responses. The patterns of filtering incoming
information and the resulting responses are all internal and not
directly observable by overt behavior. The mediating responses that
take place in the filtering process, while not directly observable,
may be inferred by the affective state of the buyer in terms of his
perceptions of certain traits of the salesman including his overall
evaluation of the salesman as a message source. The buyer's perception
of the seller has an overall effect on the quantity of information
that passes through the filter.

While the effect of the purchasing criteria would be specific in
terms of the one aspect of the incoming message to which each
particular criterion relates, the perceived traits of the salesman
affect the general level of filtering. The inputs to the buyer's

filtering process may be specified more exactly.

THE BUYER'S FILTERING PROCESS

The buyer's weighting of importance function analyzes both the
salesman and his message to determine which portions of the incoming
information will pass through the filter. The importance weight depends
upon the degree to which the information allows the buyer to make the
"best" purchase decisions. The buyer's purchasing criteria serve as
decision mediators in making his purchase decisions. If a message is
to have utility to the buyer the information must relate to the

purchase decision mediators. Unrelated information would be unimportant



-12-

and therefore, attenuated by the filtering process. Thus the buyer's
purchase criteria serve as inputs to the weighting of importance function.

The buyer's beliefs about the value of the message source also
affect the weighting of importance function. The salesman's empathy or
"understanding of the internal frame of reference of the buyer and
communication of that understanding'" (Rogers, 1959) is one element of
his value as a message source. The empathy of the salesman determines,
in part, his ability to generate a relevant message. Without some
ability to "put himself in the other fellow's place" (Allport, 1954) it
would be difficult for the salesman to determine the purchasing criteria
that will be used to evaluate his product offering. Since it is the
buyer's beliefs about the salesman's empathy that effects filtering, the
salesman must not only understand but must also communicate that
understanding.

The multidimensional concept of source credibility (Hovland,

Janis and Kelly, 1953) affects the buyer's perceptions of the value of
the salesman as a message source. By being highly regarded or highly
credible, a salesman can produce a more highly regarded message which
has greater utility to the purchasing agent.

Another aspect of the buyer's regard for the salesman is the
buyer's perception of the amount of planning and preparation the
salesman has done prior to the sales call (Thompson, 1966). The buyer's
willingness to listen to the seller's message is affected by his
perceptions of the seller's preparation and planning for that particular
sales call. Both the purchasing criteria and the perceived traits of

the salesman affect the filtering of incoming information.
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DIAGRAM 2-2

THE BUYER'S FILTERING PROCESS

WEIGHTING OF IMPORTANCE FUNCTION
COMPARISON SPECIFIC
SALESMAN ACTUAL - OF CRITERIA AFFECTIVE PERCEIVED
(MESSAGE MESSAGE TO ACTUAL ; > STATES [ RELEVANT
SOURCE) MESSAGE TOWARDS MESSAGE
THE MESSAGE
ﬁ SOURCE
PURCHASING PERCEIVED
CRITERIA TRAITS OF
SALESMAN

Purchasing Criteria

The motive of the buyer in seeking out relevant information is
based upon his need to receive information on the topic at hand
(Berlyne, 1960), information that enables the buyer to solve his current
purchasing problems. The buyer filters incoming information depending
upon how important he considers such information in terms of reaching a
final purchase decision. Incoming information that does not exceed the
importance threshold of the filter is attenuated. The importance
thresholds are determined by the weighting function where the weights
are directly proportional to the purchasing criteria. Information
that corresponds to an important purchase criterion is weighted
heavily and is not filtered out. Information that corresponds to an

unimportant purchase criterion receives a low weight and is attenuated
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by the filter.

As a result of the weighting of importance filtering process there
will be some discrepancies between the actual message transmitted by the
salesman and the message received by the buyer. The utilization of
purchasing criteria to establish a level of importance of incoming
information suggests that those aspects of the message which do not
correspond to the purchasing criteria will be filtered out. Furthermore
some criteria would likely be more important to the buyer than others
and therefore, the filtering process takes place by degrees rather than
on a dichotomous basis. A '"perfect' sales message would be one whose
actual content corresponded perfectly to the decision or purchasing
criteria of the buyer.

By comparing correspondence of actual message to the so called
"perfect message' as seen in the buyer's purchasing criteria one can
infer what portion of the actual message was perceived as relevant. By
considering the degree of importance of the particular criteria one may
also infer how relevant a particular portion of the message might be to
the buyer.

If all incoming information is filtered according to its
importance, then it is necessary to specify the criteria used to
determine importance. In their model of buyer behavior, Howard and
Sheth (1969) hypothesized a relationship between decision criteria and
perceptual bias. In a similar manner Thompson (1973) discusses the
concept of relevancy where the relevance of incoming information is a
function of its correspondence with the buyer's frame of reference.

The specific criteria used for weighting the importance of incoming

information would be the purchasing criteria which are used to evaluate
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the alternative product offerings.

In the buyer--seller interpersonal communication model the amount
of relevant message flowing out of the buyer's filtering mechanism is
determined in part by the degree to which the actual message impinging
upon that filtering mechanism corresponds with the purchasing criteria.
However, the perceived traits of the salesman also influence the filtering

process.

Perceived Traits of Salesman

In his model of buyer behavior, Andreasen (1965) discusses the
process of filtration whereby information inputs are reduced by
selection or distorted by individual idiosyncracies in organization,
interpretation and judgment of information. He suggests that the
extent of filtration is a function of pre-existing attitudes, citing a
number of studies which show individuals tend to perceive information
inputs in terms of their own attitudes. Cox (1962) notes that
attitudes about the credibility and usefulness of personal advocate
sources, such as salesmen, influence the objectively defined information
input. Andreasen (1965) states that information about the source of
the message is a primary input into the filtration process of the buyer

decision model.
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DIAGRAM 2-3

PERCEPTIONS OF SALESMAN'S TRAITS AND THE

BUYER'S FILTERING PROCESS

PERCEIVED TRAITS
OF THE SALESMAN

1. EMPATHY
a. Role
b. Task

2. SOURCE CREDIBILITY
a. Expertness

b. Trustworthiness BUYER'S
c. Dynamism Pme- FILTERING
PROCESS

3. SALES CALL OBJECTIVE
a. Preparation
b. Planning

Empathy. The coneptualization of empathy utilized in the model
is drawn from Rogers' (1957) theory which emphasizes the perceptions of
the receiver of the message. This approach stresses not only the
salesman's understanding of the buyer's frame of reference but also the
communication of that understanding.

From Diagram 2-3 it can be seen that two elements of the buyer's
frame of reference are considered. First of all the salesman can
display role empathy by communicating his understanding of the job of
the buyer. Perceived role empathy is the feeling of the buyer that the
salesman knows what is involved in being a buyer and specifically that

the salesman knows the operational mode of the buyer he is facing.
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Secondly, the salesman can display task empathy. This variable is
the salesman's communication of his understanding of the specific
purchasing decision facing the buyer in evaluating the salesman's product
offering. It involves the buyer's perception of the salesman's
understanding of the purchase criteria that will be used to make a
decision regarding his product offering.

Source credibility. The theoretical approach to the source
credibility variables lie in the Berlo et al. (1966) extension of the
studies of Hovland, Janis and Kelly (1953). The three factors of:

(1) safety or trustworthiness, (2) qualification or topic-bound
expertness, and (3) dynamism, all affect the buyer's acceptance of
the salesman as a message source. As is the case for the sales call
objective and empathy, credibility is also defined in terms of the
perceptions of the buyer.

Sales call objective. In addition to the general communication
variables of empathy and credibility, another variable specific to the
buyer--seller dyad is considered based on Thompson's (1973), concept of
the ''sales call objective'". This variable relates to the preparation
and planning of the salesman prior to the actual interview with the
buyer. From the perspective of the buyer's filtering mechanism the
concern is with the buyer's perception of the salesman's degree of
preparation rather than some objective measure of the time spent
planning the sales call. Due to the professional role of the industrial

buyer, perceptions of a well planned and prepared salesman have
positive inputs on the filtering mechanism and lower the possibility of
attenuation of the salesman's message. The presence of a sales call

objective as seen in the buyer's perceptions of the salesman's
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preparation and planning prior to the sales interview is a variable
specific to interpersonal communication in the buyer--seller dyad and
thus included in the model.

The buyer's beliefs about the traits of the salesman provide an
input to the weighting of importance function and thus the amount of
attention the buyer gives to the salesman. Empathetic, credible, well
prepared salesmen are more likely to receive the buyer's attention and
have their messages pass through the buyer's filtering process with
little loss of information.

Questioning the buyer about his perceptions of the salesman along
these dimensions, provides an insight into his affective state
regarding the salesman as a message source. Given the buyer's
commitment to making the '"best' purchases for his organization, the buyer
is more predisposed towards message sources that are perceived as high
in empathy, source credibility and preparation than towards a message
source which does not display these characteristics.

It has been noted by Andreasen (1965), that in the filtering
mechanism, the buyer's attitudes towards the source and the buyer's
attitude about incoming information are clearly interdependent. The
buyer's feelings about the source of the message clearly influences his
judgments of the relevance of the message. Likewise the message itself
has some affect upon the buyer's perception of the value of the message
source.

Because of this interrelationship, the '"image' of the salesman
and the message can be seen to merge in the mind of the buyer. In
attempting to operationalize measures of the buyer's beliefs about the

salesman and/or his message, this merging effect should be given
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consideration. The evaluation of the salesman and his message are not
independent of each other. In fact it may be the case that in measuring
one an indirect measure of the other is attained. If the buyer does
indeed visualize the salesman as primarily a source of information then
the salesman and his message will become a similar image in the buyer's

mind.

EVALUATION OF THE SALESMAN

The general affective state of the buyer towards the salesman as
a message source is a function of the preéence of the attributes of the
salesman and his message. These attributes are described as inputs to
the buyer's filtering mechanism (Diagram 2-1). The message effects are
based on the correspondence of the actual message to the buyer's
purchasing criteria. The buyer's perceptions of the traits of the
salesman also affect the buyer's combined evaluation of the salesman
and his message. The buyer's overall evaluation of the performance of
the salesman is determined by the buyer's beliefs about the presence or
absence of salient message and message source attributes. This is based
on the theory (Fishbein, 1963) that an individual's attitude toward an
object is a function of his beliefs about the object and the
evaluative aspect of those beliefs.

The overall evaluation of the performance of the salesman as a
message source is a function of two sets of interrelated, salient
beliefs: (1) the traits of the salesman, and (2) the content of
the message. The buyer's evaluation is considered as a general

predisposition towards the combined stimulus of salesman and message,
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an indicator of the buyer's general affective state towards the
salesman's performance. Evaluation serves as a major dependent

variable in the research.

PERCEIVED MARKETING INPUTS

It is certain that there will be other types of marketing
information inputs which impinge upon the buyer and influence his
intentions. Certain aspects of the product itself, the pricing
strategy, promotional activities of the manufacturer and wholesalers
other than the salesman himself and the distribution policies of the
supplying firm all influence the buyer's intention to purchase. Since
the ultimate concern is with explaining purchase behaviors, any model
of the buyer--seller dyad which fails to consider such variables is
certainly incomplete.

While it is realized that the salesman is not the sole input or
determinant of the buyer's intentions to purchase, this research is not
concerned with explaining the effects of other marketing inputs. No
attempt is made to control for the other marketing inputs except to
acknowledge their existence. This research is concerned with the
question of how much effect the salesman does have upon the buyer's
behavioral intentions. Thus the other marketing inputs will be
considered as a residual variable explaining that portion of the
variation in the buyer's intentions that cannot be explained by the

effects of the salesman and his message.
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INTENTION TO PURCHASE

A precedent for using intention to purchase rather than overt
purchase as a dependent variable is found in both Howard and Sheth
(1969) and Andreasen (1968). There is a tighter linkage between
attitudinal dimensions and intention because the relationship is not so
confounded by the situational parameters that may affect overt purchase
behavior. In addition to the variety of marketing inputs that may
impinge upon the buyer prior to intention, there are inhibitors (Howard
and Sheth, 1969) or constraints (Andreasen, 1968) that may impinge
between intention and overt behavior. The inhibitors are situational
factors such as high prices relative to competitors,offering a
temporary ''deal' price, lack of availability of goods, time pressure or
financial considerations which may disrupt the buyer's plan of purchase.
The constraints have been described as the obverse of Katona's (1960)
"enabling conditions'. Such constraints may force postponement or
cancellation of a particular purchase intention.

Inhibitors and constraints tend to confound further the
relationship between predispositions and overt purchase behavior. The
buyer's intention to purchase represents his current purchase plan.

All other things being equal, it is expected that the buyer will follow
through on his expressed intentions with corresponding overt purchase
behavior. Using intention as a dependent variable eliminates the
additional variation introduced by inhibitors and constraints. Where
some amount of planning takes place prior to purchase the
conceptualization of intention is appropriate (Howard and Ostlund,
1973) . Thus intention to purchase serves as a major dependent variable

in this research.
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SUMMARY OF THE MODEL

The theoretical model that serves as a framework for this research
is based on a synthesis of various empirical and theoretical studies.
Constructs from various disciplines have been integrated to form a
theoretical model that both describes and explains the effects of a
number of salient variables upon the flow of information in the dyad.

In the introductory chapter it was stated that the personal selling
function was viewed as essentially a process of interpersonal
communications. It follows that the flow of information in the buyer--
seller dyad would best be explained by an interpersonal communication
model.

The model (Diagram 2-1) explains the process of receiving incoming
information in terms of a filtering construct. The concept of filtering
incoming information is a significant thrust of studies in the selective
aspect of attention (Moray, 1969). The motivation for the process of
attention is the conceptual conflict surrounding purchase decision
making. The buyer is motivated to receive information that reduces
conceptual conflict (Berlyne, 1960). Several aspects of the message
source and message that may enhance the buyer's expectation of reducing
conceptual conflict are presented as inputs to the filtering process.
The expectation of reducing conceptual conflict enhances the attention
paid to the message.

The survey of the literature documenting the constructs utilized
in the model is presented in Chapter Three. Since there are alternative

approaches to all the constructs utilized in the model, each construct is
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considered from a number of viewpoints. The rationale for the

conceptualizations found in the model is also presented in Chapter Three.






CHAPTER THREE

SURVEY OF THE LITERATURE

This survey of the literature examines selling as a process of
interpersonal communication in light of theoretical and empirical
findings from many disciplines. Interpersonal communication provides
the rationale on which selection is based. An attempt has been made to
identify variables that describe and explain a variety of dyadic
communication situations with particular emphasis on buyer-seller dyads.

The survey first considers several approaches to the concept of
attention which provides alternative explanations of the process of
limiting incoming information. The motivation for the process of
attention is considered under the heading of conceptual conflict.
Theories of cognitive consistency provide an insight into why an
individual pays attention to some information and not to others.
Finally, dyadic communications are considered in the context of
attention and the motivation for attention. Attributes of message
sources that may enhance the likelihood of receiving attention are

discussed.

THEORIES OF ATTENTION

The concept of attention refers to the limitations on the amount
and type of information with which an individual can deal effectively.
Attention has varied meanings. Moray (1969) suggests at least seven

different interpretations of the concept: mental concentration,
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vigilance, selective attention, search, activation, set, and analysis-
by-synthesis.

In reviewing the literature and the various definitions Posner
and Boies (1971) suggest that there are three major topics under which

various studies of attention might be grouped:
1) alertness
2) ability to select information

3) limited processing capacity

Alterness refers to the individual's ability to develop and
maintain an optimum level of sensitivity to external stimulation after he
has received some cue to prepare for incoming information, (Mackworth,
1970). Attentiveness and vigilence studies have tried to answer the
basic question of how much attention is given to a particular stimuli.
Berlyne (1970) has referred to this as the intensive aspect of attention.

Another intensive aspect of attention is the degree of mental
concentration involved in the intake of information. Wittenborn (1943)
examined the individual's ability to concentrate on some particular task
such as mental arithmetic or trying to seclude an incoming stimuli which
might interfere with the performance of the specified task.

The ability to select information from a source of one kind or
another is the major category in the existing experimental work on
attention. Moray (1969) suggests that a listener is able to exercise
considerable voluntary control over what he will hear on the basis of the
voluntary use of specific criteria. Broadbent (1958) has suggested that
some aspects of selection are performed by filtering mechanisms which
block out or attenuate input. Treisman (1960) has suggested a two-stage
process in which signals are first sorted along various preselected

dimensions and are then differentiated in terms of threshold settings of
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an internal recognition network. Deutsch and Deutsch (1963) have
proposed an explanation of selective attention based on a weighting of
importance mechanism.

Both the intensive and selective aspects of attention are considered;
how much attention buyer and seller pay to each other in the process of
exchanging information and how attention is distributed among the various
stimuli included in this process. Particular emphasis is placed on the
latter. Moray (1969) suggests that the relation between selective
listening and arousal is that arousal acts as a parameter which alters
the overall efficiency of selection and rejection. The nature of the
buyer or purchasing agent's job dictates some overall level of arousal.
On this basis it appears that the pertinent aspect of attention is how
a buyer or purchasing agent selects information from the many information
inputs he receives in a given period of time.

The third approach to attention relates to the concept of limited
centural processing capacity. It has been widely observed that
individuals have difficulty in handling two tasks simultaneously even
when they wish to do so. This phenomenon has been explained in terms
of a single channel limitation (Welford, 1967). Any two operations
requiring the use of the limited capacity mechanism will interfere with
each other. In studying the buyer--seller dyad, the question of
simultaneous processing of stimuli from multiple sources seems to
have little application. The unit of investigation is one buyer
interacting with one seller. If more than one seller is present during
the transaction rarely do both salesmen attempt to speak at the same time.

Experiments used to study each of the three components of attention

have been different and there has been little attempt to develop a
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framework which allows the components to be interrelated (Posner and
Boies, 1971). In buyer--seller communications the concept of attention
will be used in the selective context. The level of arousal or
alertness will be considered but the focus in the process of attention

is on the selective aspect.

Filter Theory

One of the first models for attention was Broadbent's (1958)
filter theory. According to the filter theory, information enters the
system through a number of sensory channels which pass through a filter
construct. If these inputs arrive in a parallel form the filter performs
a transformation so that information is passed on to the subsequent
mechanisms in serial form. Information theory suggests a limited
capacity channel the capacity of which is much smaller than the total
capacity of the initial parallel inputs. Broadbent suggests a short
term memory at the end of the parallel inputs followed by the filter.
The function of the filter is to select one of the inputs and give
information access to the limited capacity channel. Input information
not selected will hold in short-term memory storage .for a period of only
a very few seconds, and thus one can expect a loss of information between
the total inputs and the latter information flows in the system. The
hypothetical construct of the filter accounts for this loss of
information. The transfer of information through the filter from the
parallel to the serial stage involves an encoding process based on the
filtering criteria. Overloading of the limited capacity channel is

prevented by serializing the input to it. Broadbent does not specify
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Figure 3-1

Broadbent's Filter Theory

Short Limited Motor
Term Filter Capacity f——— Response
Memory Channel System

the explicit pattern of analysis of the filter; however it is clear
that the filtering process provides a method of distinguishing between
relevant and irrelevant stimuli (Moray, 1969). The limited capacity
channel provides hypothesized linkages to and from the long-term store
of learned associations or '"long-term memory' as well as to the motor
response system. The theory also has feedback provision for signals
which have passed through the limited capacity channel to enter short
term memory again.

A central question addressed by Broadbent's filter theory,
involves the conditions under which the filter will switch channels.
Broadbent (Broadbent and Gregory, 1964) considers the channels which
the filter might select and suggests two kinds of selective attention
in line with his filter theory; 1) stimulus set and 2) response set.
In response set irrelevant stimuli are not appropriate to any one of
the allowable responses. With stimulus set irrelevant stimuli are
appropriate but are distinguished by some other feature which in
itself has no connection with the class of allowed responses

(Broadbent, 1970).







-29-

Input Selection Theory

The general formulation of the Treisman model is based on
Broadbent's filter theory but makes much more explicit the selection of
rules governing the actions of the filter, and the problem of
identifying particular signals.

According to Treisman information flows to the individual through
a number of parallel channels. The term filter describes the process
whereby signals are selected along various dimensions based on

particular criteria. The filter acts to attenuate the signal strength

of the output based on this analysis. Thus according to Treisman's

theory the filtering process weakens the signal output of all but that

particular message which scores highly on the particular filter criteria.
Figure 3-2

Treisman's Input Selection Theory

j Selected Message

Pattern
Filter

—_— Recognition | ——— S
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Network

Weakened messages and the one unweakened message reach a
"pattern recognizer' where conscious perception of the message takes
place. This conscious perception is the result of the functioning of
various 'dictionary units". The dictionary units have different and
variable thresholds. Variations in thresholds are the result of

criteria of the receiver. Unimportant signals will not be able to
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trigger the appropriate dictionary unit since their signal strength has
been attenuated by the filter, but unattenuated signals will be able to
do so and hence the message will be heard. 'The occurance of a
particular signal will, if it triggers a dictionary unit, lower the
threshold for other signals. Treisman's theory states that attention
is a two-stage process: (1) filtering on the basis of channel
characteristics, and (2) analysis by the threshold settings of the

dictionary units.

Weighting of Importance Theory

Deutsch and Deutsch (1963) have proposed an importance-weighting
construct to explain selective attention. 'They criticize the Treisman
model as being redundant and suggest that by suitably altering the
properties of the dictionary, the lower level filter is made
unnecessary. As a flow diagram, this theory might be represented by
the same diagram used for Treisman's model except that the filter
would be omitted and the input lines run without interruption directly
into the recognition network. The activity of the network is described
in Figure 3-3. The output of the recognition network is determined by
the importance of the message to the individual, where the more important
the message is, the more likely it is to pass out of the recognition
network.

The importance weighting is a function of past experience and
expected outcomes. All incoming information is weighted as to its
importance and the output is inspected. The most important
information is allowed to be transmitted to further stages of the

mechanism, and thus the most important stimulus captures the attention.
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Figure 3-3

The Deutsch and Deutsch Importance Weighting Theory
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If another information input is more important the first will be
displaced. The most important signal both captures the system and sets
the criterion for any other signal to surpass. As the level of arousal
increases, more signals will have access to the response side of the
system providing that they are the most important at the moment they
occur. Changes in importance may be brought about by long term
differences in learning. Pattern recognition precedes conscious
perception and is not identical with it. Rather, perception is a response
to the output of the pattern recognition network. The Deutsch and

Deutsch model selects incoming signals in the same sense which
Treisman's model does, since all inputs are analyzed with filtering

taking place subsequent to the analysis.
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Analysis-by-Synthesis

Neisser (1967) has dismissed much of the experimental work
covered in the previous theories as 'pre-attentional selection'.
Neisser (1967) postulates two stages of attention: (1) the preattentive
or preliminary analysis of incoming information by filtering or
attenuation of input, and (2) analysis-by-synthesis. The at<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>