THE AUTOMOBILE AND THE CONSUMER:
OPERANT MARKET SEGMENTATION

Thesis for the Degree of M. A
MICHIGAN STATE UNIVERSITY
ERIC D. FISCHER
1973



MSU

LIBRARIES
e e Y

RETURNING MATERIALS:
Place in book drop to
remove this checkout from
your record. FINES will
be charged if book is
returned after the date
stamped below.

CCT 051009

JUL 11"19<;ZUU4




THE AUTOMOERILIS AND THIE CONGCUMER: OPERANT MARKET SLGMENTATION

A Thesis
Precented to
tirec Faculty of the Graduate Schiool

Michigan State University

In Partial Tulfillment
of the Requircnents for Uhe De:rce

Master of Arts

by
Eric D. Tisc..cr

Hoveunber 1973

Approved



6177793

ACKIIOVLLDGHILTS

The worth of this thesis in terms of the new outlooi:

it has given me on the consuner, is inestimable. I'd like

i
to thanl: two friends.
Iirst, Dr. Jorn D. Sinpliins, wno introduced me to Q-

-~

techunrque cnd rave me the impeitus to svart a thesis. 4nd
Dr. C arles R. lNMauldin, wil:oul whom cimply tiis thesis
coulda't have been written. His unfailine interest and

paticrce arc cratcfully acunowled::.cd.



TABLE OF CCLTEUTS

CIHAPTER PAGE

I.

II.

III.

II‘ITI{ODUCTIOIJ ® & & 0 00 00009 00 20 00O OO OO O SO OO OO 0O OGO O SO PPES l

Approaches to Sermentation eceeeeeceecscaceccceacaces 5
Purpose ..... ® @ & ¢ 00 & 00 0 0 0 00 ® & ® ® 6 © 00" O 00 O 0 e 00 e 0 e 0 0o 10
Prior Research eeeececcecccccacans A |

F'QE{.DIIODOL()GY ® © & 0000 0000000000000 oo ® e 000000 00 ® o 00 00 18

(89}

Seclection 0f Q-08MPle ceeeececcecscncsccccocccconse ee 1
Selection of Respondents ceeecececcecescecscccscacceeas 20
Administration of Q-Sample ceeecececececcscaccsasss 20
Analysis of Data eceeceeeeccccaces =2 |
INTERPRETATION veeeeecsaccccacasacccces ceccscsse ces 24
Introduction ceeeecesceccsccocaccss cceesncccsscanse ees 2h
Brief SketcheS ceeeecececccccccccaccane ceeecsscene ceee 27
Factor I, the Substantial Citizen ..ceeceececcecceas 27
Factor II, the LEager Truster ecccececececececccceces ees 28
Factor III, the Self Reliant Functionalist ...... 28
Factor IV, the Disillusioned Humanist .eeececeece 2%

Factor V, the Scnsual Gourmet c.ececececececcceccceccas 20

ConscnouS ItCMS eeeecccecocccccncccecceces ceceaccee cees 29
Factor I: The Substantiaol CibiZCN eeeecececoscceccsas 5

N

Ilvidence for the SketCh ceeeeeeeccecccecccccncane I
Factor IT: The Eager TruSter eeceececscececccccccaes 38
Evidence for the sketch cteeeeeccecceccccccccccnas 20
Factor III: The Self Reliant Functionalist ....... 24
Evidence for the sketch ceeeeececcceccces cecescscesss U5

Factor IV: The Disillusioned Humanist ecececeeceececesess 51



CHLFTER PAGLE

Evidence for the slketch ceieeeeeecccacccnceascsacsae 53

FFactor V: Tie Sensunl Gournet eeee.. ecceccscccsasss oY
Evidence for the sketch cececececccecccecccncccnse =8

IV. COICLUSICNGS eececeocanceas cececssccsse S s
BIBLICGRAPHY .eeeecesnn ceccccccccaccn cececne cececcccccces 73
APPENDIX A: Ctatements in the Q-5ample ceeeecacecss cecceces 77
APFELDIX B: Sample Score SHCCE eeeseeeccascaacnee ceesssss &2
APPEIIDIX C: Demographic Dala on RespondenlsS eceeeeecesecess &l

APFPENDIX D: Unrotatced Factor LoadingGs eceeeecececscecccsecaes 87



CHAPTER I

I. Introduction

In today's marketplace there are an increasing num-
ber of product choices for the consumer. And every pro-
duct has a niche, planned or unplanned, perhaps chosen by
the marketer but always finally determined through the
workings of the marketplace. As Daniel Yankelovich noted
in 1964: "In today's economy, each brand appears to sell
effectively only to certain segments of any market and not

1 Because of the tremendous costs

to the whole market."
of product failure, it is essential in today's marketing to
find a product's niche, that is, to isolate certain clus-

ters of people as market segments.

The problem of identifying markets as meaningful seg-
ments represents a difficult task for marketers. Bass,
Tigert, and Lonsdale (1968) stated: "In current marketing
practice, there is probably no problem area of greater con-
sequence than the question of how to define market segments."2

o~

The idea that these mariets can be proTitnbly segmented,

1 Yankelovich, Daniel, "New Criteria for Market Segmentation,"
Harvard Business Review, XLII No. 2 (March-April 1964), 8&9.

e Bass, Frank M., Tigert, Douglas J., and Lonsdale, Ronalt T.,
"Market Segmentation: Group Versus Individual Behavior,"
Journal of Marketing Research, Vol. V (August, 1968), 264.




benefiting both the company and the ultimate consumer,
has received widespread acceptance throughout marketing.
3:4:54,6,7,8,9

The automobile industry provides an excellent ex-
ample of the necessity for understanding and implementing
market segmentation. Henry Ford's classic "You can have
any color you want as long as it's black" is as outdated
as the Tin Lizzies he then produced. Even with today's
mass production assembly line techniques, the number of
options and features auto companies make available attests
to the heterogeneous desires and needs of automobile con-
sumers. Because automobile companies can not prepare a
special product or communication for every consumer, find-
ing significant, meaningful clusters of people (segments)
is very much related to product success or failure. Ford's

Mustang found such a segment; the Edsel did not.

5 Smith, Wendell, "Product Differentiation and Market Seg-
mentation as Alternative Marketing Strategies," Journal of
Marketing, 21 (July 1956) 3-8.

Roberts, Alan A., "Applying the Strategy of Market Segmen-
tation," Business Horizons, Vol. 4 (Fall, 1961), 65-72.

5 Bowman, B., and McCormick, F., "lMarket Segmentation and
Merketing Mixes," Journal of Marketing, Vol. 25, 3 (Jan-
uary 1961) 25-29.
6 Bauer, Raymond A., "Negro Consumer Belavior" in Joseph

Neuman, On Knowing the Consumer, John Wiley and Sons, New
YOI‘k, 19%, - L)
7 Brandt, Steven C., "Dissecting the Segmentation Syndrome,"
Journal of Marketing, Vol. 30 (October 196¢6), 22-27.

8 Sheth, Jagdish N., "A Review of Buyer Behavior," Management
Science, No. 12 (August 1967), 718-756.

Franklin B. Evans, "Psychological and Objective Factors in
the Prediction of Brand Choice: Ford vs. Chevrolet," The
Journal of Business, XXXII (October 1959), 340-369.




3.

In the extreme, a marketer can divide his market in

as many ways as he can describe his prospects. The prob-
lem in marketing to dgte has largely centered around which
of the many alte}natives are likely to be the most produc-

tive for purposes of segmentation.
{

II. Approaches to Segmentation

A number of approaches to market segmentation have
been tried in the past, and many different units of analysis
‘have been used. In marketing practice, segmentation has
been limited largely té socioeconomic variables such as
occupation, income, and education, and to demographic var-
iables like age, life cycle, and marital status.lo’ll’12’13’

4 . . . . .
14,15 However, studies using demographic and socioeconomic

variables have not met with great success in differentiating

10 Munn, Henry L., "Brand Perception as Related to Age, In-
come, and Education," Journal of Marketing, Vol. 24 (Jan-
uary, 1960), 29-34,

Harp, J., "Socioeconomic Correlates of Consumer Behavior,"
American Journal of Economics and Sociology, Vol. 20 (1961),

12 Ferber, Robert, "Research on Household Behavior," Amer-
ican Economic Review, LII (March, 1962), 19-63.

Frank, Ronald E., Massey, William F., and Boyd, Harper W.,
"Correlates of Grocery Product Consumption Rates," Journal
of Marketing Research, IV, No. 2 (May 1967), 184-190.

Evans, Franklin B., "Ford Versus Chevrolet: Park Forest
Revisited," The Journal of Business, XLI, No. 4 (October

1968), 445-459,
15 Rich, Stuart U., and Jain, Subhash C., "Social Class and

Life Cycle as Predictors of Shopping Behavior," Journal of
Marketing Research, IV, No.2 (May 1967), 184-~190.
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among consumers with different buying behavior. 16, 17
The problem with this approach is that consumers having
the same personal characteristics often exhibit different
buying behavior. Some scholars have concluded that in
many cases socioeconomic/demographic variables, though
showing some improvement over chance, were not useful pre-
dictors. Frank (1967), for example, concluded: "Based on
the research reported...for the most part socioeconomic/
demographic characteristics are not particularly effective
bases for segmentation. 18

Marketing educators suggested another answer to the
problen of meaninéful segmentation: that of measuring per-
sonality traits. In 1967, Sheth posited that variables
such as those which measured the consumer's personality
might be useful in distinguishing among buyers showing dif-
ferent behavior. 19

The relationship of basic personality traits, as units

of analysis, to buying behavior has been investigated a-

cross a fairly wide range of products and services. Research

16 Twedt, Dik W., "How Important to Marketing Strategy is
the Heavy User," Journal of Marketing, 28 (January 1964),
71=72.

17 Lessig, V. Parker, Consumer Buying Behavior, Washington
State University Press, 1971

18 Frank, Ronald E., "Market Segmentation Research: Impli-
cations and Findings," in Frank M. Bass, Charles W. King,

and Edgar A. Pessemier, Application of the Sciences in
Marketing Management, New York, John Wiley & sons, Inc. 1967.

19 Sheth, Hagdish N., "A Review of Buyer Behavior," Man-
agement Science, No. 12 (August 1967). 718-756.




by Tucker and Painter (1961) across a range of products
using the Gordon Personal Preference Test found some re-
lationships betweeen personalitj traits and use or nonuse

of products. 20 The authors concluded that "the degree

of association was quite modest." 21

To déte, the use of personality traits as predictors
of consumer behavior has met with the same lack of suc-
cess as socioeconomic/demographic variables.

In reviewing grocery product purchases, Frank (196¢7)
stated: "...personality characteristics appear to have,

at best, a relatively low degree of association with total

household purchases of any particular grocery product." e2

Recently, Kassargian observed that,

"...for a variety of reasons, variable-to=-var-
iable models have yielded highly equivocal re-
sults --- for example, a given personality trait
rarely explains any appreciable proportion of
variation in product usage." 23

Thomas S. Robertson concluded:

"Pcrsonality as a predictive variable for
consuner actions would appear to be quite un-
satisfactory. The available evidence, using a
variety of standard personality instruments, is
quite discouraging --- reporting a number of
negative findings and some contradictory find-
ings. This is not to say that personality is
unrelated to consumer actions, but that the re-

20 Tucker and Painter, "Personality and Product Use," Jour-
nal of Applied Psychology, 45: 325-3%29, 1961.

ET’I [bid., P. 329.

TB Cit. Frank, Ronald E., "Market Segmentation Research:
Imp cations and Findings," Bass, King, and Pessemier, Ap-
plication of the Sciences in lMarketing Management.

2> Greeno, Daniel, Sommers, Montrose S., and Kernan, Jerome
B., "Personality and Implicit Behavior Patterns," Journal
of Marketing Research (February, 1963) 63-70.




lationships are limited and tenuous, and not
of much practical value." 24

What was needed, investigators felt, was the exam-
ination of combinations of units of analysis. Koponen
(1960) used the Edwards Personal Preference Test in a
study relating personality traits and socioceconomic var-
iables to cigaret smoking. 25 The highest coefficient
of determination was 0.13. The author concluded that the
relationship of personality traits and socioeconomic var-
iables to the prediction of cigaret brand choice was lit-
tle better than coincidence. <6

John Myers (1967) attempted to predict consumer at-
27

titudes toward private brands. Regression analysis,
with personal characteristics and socioeconomic charac-
teristics as independent variables, were used to predict
private brand attitudes. The resulting coefficient of
determination was quite low (on the order of 0.05). My-

ers stated: "Whether treated as raw or factored scores,

personality differences in respondents explained less than

2k Robertson, Thomas S., Consumer Behavior, Scott Fores-
man and Co., Chicago, 1970.

25 Koponen, Arthur, "Personality Characteristics of Pur-
chasers," Journal of Advertising Research I, No. 1 (Sept-

® Ibid., p. 12

27 Myers, Jonn G., "Determinants of Private Brand Attitudes,"
Journal of Marketing Research, I, No. 1 (February, 1967)

- °




five percent of the total variance in private brand at-
titudes." 28

Massey, Frank, and Lodahl (1968) analyzed purchas-
ing behavior for beer, coffee, and tea. The authors found
no significant correlations: "At best, only seven percent
of variation in total household purchasing for a product
is/was accounted for by the net effect of household demo-
graphic, socioeconomic, and personality characteristics." 29

The difficulties encountered by the above researchers,
attempting to link socioeconomic/demographic variables,
personality tfaits, or a combination of these units of an-
alysis to buyer behavior variables, did not go unnoticed
in marketing literature. Scholars have suggested measuring
other units of analysis.

Yankelovich emphasized the need for this kind of ex-
ploration in 1964. He wrote that markets should be scrutin-
ized for important differences in buyer attitudes and mo-
tivations. He felt that segmenting markets on the basis
of attitudes relevant to the product being studied "would

avoid misleading information derived from attempting to di-

vide people into types." 50

28 Ipid., p. 79

29 Massey, William F., Frank, Ronald E., and Lodahl, Thomas
M., Furchasing Behavior and Personal Attributes, Philadel-
phia: University of Pennsylvania Press, 19o8.

50 Yankelovich, Daniel, "New Criteria for Market Segmenta-
tion," Op._Cit., p. 90.
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Studying motivation often focuses on discovering the
consunmer's goals. Rather than an undefined matching or
congruence of personal characteristics and product char-
acteristics, the consumer can be seen to exhibit prefer-
ences toward products that would aid him in attaining his
goals. These preferences are expressed in an individual
through his attitudes, positive or negative, toward pro-
ducts, and it is likely that the consumer seeks to satisfy
these preferences.

These conclusions have theoretical underpinnings in
attitude theory. Functional attitude theorists, like Smith,
31

Bruner, White, and Katz suggest a motivational base for
attitudes; that attitudes are useful to a person in satis-
fying his goals.

Katz (1960) discussed some general kinds of functions
that attitudes perform. Attitudes (a) help the individual
adjust in a complex world --- derived from an individual's
tendency to maximize rewards from the external environment,
and (b) allow the individual to express his fundamental val-
ues.52

Thus, one might expect attitudes to provide insights

into consumer motivation. One might hypothesize that seg-

31 Triandis, Harry C., Attitude and Attitude Change, John
Wiley and Sons, Inc., New York, 1971. pP. 5.

52 1bid., p. 5-6.
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menting groups on the basis of attitudes is tantamount to
providing motivational segmentation.

A study by William Stephenson (1967) provides an ex-
ample. Stephenson used Q-technique to segment audiences
on the basis of attitudes. The example appeared in Stephen-
son's description of a study of housewives' uses of tuna
fish:

"In a study on the promotion of tuna fish,
one begins by interviewing housewives to elicit
from them their opinions about it =--- how they
use it, what they prefer, what others say about
it. From the protocol it is a simple matter to
collect statements of opinion, as distinct from
fact, about tuna fish. To say "I like white
flesh only" is opinion, to say that "the last
can I bourstht was 58 cents" is a matter of fact.
Our concern systematically is always with o=
pinion...From the Q-population (of statements of
opinion) a Q-sample is drawn; Q-sorts performed
by housewives bring two different factors into
focus. One, when the factors are examined, in-
dicates that the women of that "group" are in-
terested in tuna fish largely as a "filler" for
a staple meal --- to give flavor to a casserole
of macaroni or ricej; the others use it as a
snack only, for a dainty, weight-watching lunch
or the like. Obviously different social factors
are involved --- women with low incomes and many
mouths to feed are less likely to use it for a
"snack." 33

Others have used Q-technique to develop such motiva-

54 55 and even

tional segments for institutions, products,

53 William Stephenson, (Unpublished paper expounding meth-
odological and theoretical foundations in application of
Q-methodology in advertising, Columbia, Missouri: Univer-
sity of Missouri) pp. 9-10.

54 Stephenson, William, "An Image for Missouri's Public Li-
braries," Columbia, Missouri: University of Missouri, 1962.

55 Booth, Laurel, "An Image Study of McCall's Magazine,"
Master's Thesis, University of Missouri, 1968.
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. o 26
for matters of public opinion, to naine a few.
A more recent example is provided by Haley (19€8),
who labeled such motivational segments "benefit segments,"
a term which has subsequently become popular in marketing

37, 28

and advertising journals. Haley's study concerned
toothpaste users. Four segments were identified --- one

concerned with decay prevention, which Haley labeled "The
Worriers," one with brightness of teeth, "The Sociables,"
one with the flavor and appearance of the product, "The

Sensory Segment," and one with price, "The Independents."”
Each consumer secment, Halej notes, "represents a poten-
tially productive focal point for marketing efforts."59

This study will apply such segmentation techniques
to automobile consumers, who have been the object of many

non-motivational studies, which will be subsequently dis-

cussed.

ITI. Purpose

It is the purpose of this study to divide automobile
consurers into motivational or benefit segments and to

continue the investigation of the use of Q-methodology

56 Stephenson, William, "Application of Q to the Assessment
of Public Opinion," Psychological Record XIV (1964 ) 2€5-273.
57 Haley, Russell I., "Benefit Segmentation: A Decisio? O-
riented Research Tool," Journal of lMarketing, Vol. 32 (July
1968) 30-35.

Haley, Russell I., "Beyond Benefit Segmentation," Journal
of Advertising Research, vol. II no. 4 (August 1671) 3-E.

Op._Cit., Haley, "Benefit Segmentation: A Decision Oriented
Research Tool," p. 32.
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as an instrument for identifying consumer types.

A further purpose of the study will be to examine the
usefulness of the methodology in suggesting communication
strategy, themes, and specific copy ideas. It is suggested
that the data can provide tools for improving communication
with the groups of automobile owners and buyers designated
as target markets. It is further suggested that the selec-
tion of appropriate themes and appeals would improve the
chances of capturing the attention of an automobile com-
pany's prospects and of involving the consumer in the ad-

vertising.

IV, Prior Research

Automobile consumer market segumentation has followed
the lines of market segmentation ir general, using demo-
graphic and personality measures.

In 1959, Franklin B. Evans undertook a study designed
to test psychological and/or objective variables as pre-
dictors of Ford and Chevrolet automobile ownership. 40
The researchers collected demographic and factual data re-
lating to automobile ownership from a sample of residents
of Park Forest, Illinois. Residents also responded to the

Edwards Personal Preference Schedule, designed to measure

"personality needs." Evans performed several discriminant

40 Evans, Franklin B., Op. Cit., p. 240-3£9.
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analyses in which the dependent variables were the various
psychological and demographic descriptions of the sample
members. Based on an analysis of variance performed on
each discriminant analysis, Evans concluded that personal
characteristics, demographic variables, or a combination
of both were doubtful predictors of automobile ownership:
"Taken singly or in linear combination, neither personality
needs nor demographic variables assigned brand ownership
with any considerable degree of certainty.“ql

Replies to Evans' study were immediate. Motivation
researchers disagreed. Pierre Martineau, a leading moti-

vation researcher, for example, wrote to the editor of Ad-

vertising Age presenting a dissenting opinion.42 However,

as Westfall (1962) summarized: "None of these (motivation
researchers) brought forth any evidence to contradict Evans®
findings."43
More thoughtful, empirically based attempts to chal-
lenge Evans' study came from Steiner (1961) and Winick (1961).
Both criticized Evans' sample, methods of analysis, and re-

sult:s.L'L‘L But their comments failed to explain consumer

“l 1pid., p. 268
42 Westfall, Ralph, "Psychological Factors in Predicting

Product Choice," Journal of Marketine, wvol. 2¢ (April,
1962) 34-40.

43 1vida., p. 35

“h Winick, Charles, "The Relationship of Personality Needs,
Objectives, and Brand Choice: A Reexamination," Journal of
Business, vol. 34 (January 1961) 61-67, and Steiner, Gary,
"Notes on Franklin B. Evans," Journal of Business, vol. 34
(January 1961) 57-60.




choice. Vestfall notes: "These (Steiner and Winick) at-
tempted to explain away Evans' findings rather than bring
forth new data."45

Evans (1991) restated his conclusions from the study
summarizing that people select automobiles not because of

personal or demographic characteristics, but on the basis

of "rational motives and/or small things, peculiar to the

individual or the particular buying situation."40

Kuehn (196%) reinterpreted Evans' data and demonstrated
what ne thought was a strong association with brand choice
based on the two personality variables of "affiliation"
and "dominance."47 However, based on a "thorough reappraisal"
of the data, prompted by Kuehn's analysis, Evans and Roberts
(1953) reiterated that the conclusions of the original
study were valid.48

Westfall (19€2), selecting different models of auto-
mobiles (compact, convertible, and standard) for analysis,
attempted to replicate the Evans study using similar ob-
jective criteria, but substituting the Thurstone Tempera-

ment Schedule for the Edwards Schedule. The former is de-

signed to assess seven traits thought to be relativel; per-

45 op. cit., Westfall, p. 35

46 Evans, Franklin B., "Reply: You Still Can't Tell A Ford
from a Chevrolet," Journal of Business, vol. %4 (January 1961)
4.

47 Kuehn, Alfred A., "Demonstration of the Relationship Be-
tween Psychological Factors and Brand Choice," Journal of
Business, vol. 36 (April 1963), 237-241.

Evans, Franklin B., and Roberts, Harry V., "Fords, Chev-
rolets, and the Problem of Discrimination," Journal of Bus-
iness, vol. 36 (April 1963) 2u42-244,
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manent over time for each person. Westfall concluded:

"The fact that in this study, as in Evans',

no personality differences were found be-

tween Ford and Chevrolet owners lends fur-

ther weight to Evans' conclusions that per-

sonality differences do not exist between

these two groups." 49

In 1968 Evans published a study, "Park Forest Re-
visited," that paralleled his previous research on Ford
and Chevrolet owners;BO The results of the second study
closely matched the earlier findings.

Birdwell (1968), using a different approach, attempted
to relate a consumer's image to his product choice, i.e.,
that the consumer would project his image of himself into
nis product choice. ZEBirdwell based this on his belief that
an individual's behavior is in part a function of his self
image. Birdwell used a semantic differential scale (as
developed by Osgood). A list of twenty-two polar adjec-
tives, or traits, was generated and used to describe an
automobile or automobile owner (safe - dangerous; sophis-
ticated - unsophisticated). A random sample of 100 auto
mobile owners was drawn representing four groups =-- lux-
ury to compact auto owners. In addition, seven diverse

automobilés were chosen (e.g., Renault, Cadillac) to which

the subjects were also asked to respond. Each subject,

“9 op. cit., Westfall, p. 39

50 Evans, Franklin B., "Ford Versus Chevrolet: Park Forest
Revisited," Journal of Business, XLI, No. 4 (October 19G8),
445-459,
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using the semantic differentiael, judged liis own automo-
bile, the automobiles selected for the study, and himself.51

Birdwell found (1) a high degree of congruence between

owners in all four groups and their automobiles, and (2)
relatively less conceptual agreement between self image and
automobile for the less expensive ownership classes.52

A motivational study having to do with automobiles

was completed by the Warner-Gardner-Henry research group

and reported by Pierre Martineau in 1954.55 The researchers
used a variety of methods, including projective tests and
symbolic analyses. The results of the study indicated five
areas of meaning surrounding the automobile:

(a) its practical value as a piece of machinery that
provides transportation.

(b) it is a major investment. Cost is often a screen
that covers the buyer's personal and social ambi-
tions.

(¢) It is an indicator of social status.

(d) The car is a symbol of self-control and personal
mastery. |

(e) The car is a way of revealing personality charac-

teristics, feelings, and motives that typify in-

o1 Birdwell, Al E., "A Study of the Influence of Imeage Con-
ruence on Consumer Choice," Journal of Business, XLI, No. 1
%January 1968), 75-88.

22 Ibid., p. 87-88

23 Martineau, Pierre, "Automobiles: What They Mean to Amer-
icans," in H.W. Hepner, ed. Modern-Advertising Practices and
Principles, McGraw-Hill, Inc., New York, 1956.




dividuals or groups of individuals.

The fifth catesory is made up of four subgroupings:

(1) Those who emphasize "brightness" by buying a big
car having costliness and impressive display.

(2) Trose who seek "conspicuous reserve." They want
people to know their status, but they express
modesty in purchasing automobiles, either by
larie, dark cars or purposely buying cars cheaper
than they can afford.

(3) Those wno show a wish for "sophisticated flair."
They want smartness, but not gaudiness. They lilke
foreign carse.

(4) Those who wish for "youthful impulsiveness." Tnis
subgroup is made up of not rodders and youths with
signs on their cars and older people wno purchase

gadget-filled, brirhtly colored cars.54
lartineau concluded from his rescarch that advertising

should empresize two basic sets of motivation:
(1) Trhe tasic wish for car ownership.
(2) virat tie personality of the particular car exprec-
ses.
In summary, the demographic/socioeconomic and person-
ality studies arc of historical intercst only. Using dif-

ferent units of analysis and metliodologies, the studies were
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inconclusive and unsuccessful as predictors of automotile
purchasing.

The study by lartineau, althougu not a segmentation
study (tne results were posited in general terms) is rel-
evant to this trhesis btecause it attempted to examine sin-
ilar units of analysis, i.e., motivational segments. And,
although the methodologies are different (the Martineau
study relied on projective testing and symbolic analysis
and the present study intends to deal with motivational
segments operantly) we can make an interesting comparison

after the interpretation of the data.



CHAPTER II
METHODOIOGY

In Chapter I, the rationale for using Q-technique to
identify motivational segments was given. To repeat, Q-
technique was chosen because of its successful use in mo-
.tivational research and because it provides a basis for
operantly identifying market segments. By "operant," it
is meant.that the subjects themselves define the segments,
first by providing the opinion statements that comprise
the instrument and then by performing the operations. Fin-
ally, factor analysis of the data provides groupings of like
sorts which are independent of and unexpected by the re-

searcher.

I. Selection of the Q-sample

Subjects were chosen for in-depth interviews to reflect
a wide range of opinions about automobiles. They were chosen
on the basis of sex, age, income, and occupation, including
persons who did and did not work in the automobile industry.
In addition, number of cars owned and type of car owned
(sports, compact, full-sized) was reflected in the interview=-
ees.

The interview schedule was arranged to elicit the wi-
dest range of opinions from the respondents. It began with

general questions about automobiles and automobile usage,
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ending with specific questions dealing with automobile
companies, service, and advertising. Non-directive inter-
viewing techniques were used. The questions were asked
neutrally; the prompting minimal. It was thg object of
each interview to exhaust the respondent's opinions about
automobiles.

From a theoretically limitless number of statements
of opinion about automobiles, some 400 opinion statements
were gathered from thirteen interviews. No more than thir-
teen interviews were conducted, because the interviewer ex-
tracted no "new" opinions from the last two interviews,
that is, with wording exceptions, the opinions duplicated
those in the previous interviews. The 400 statements were
reduced to fifty-nine, eliminating duplications and idio-
syncratic statements. The final fifty-nine statements were
selected on the basis of self-reference, that is, they al-
lowed respoﬁdents to project their own interpretations u-
pon them. The Q-sample can be categorized into statements
dealing with automobiles themselves (style, performance,
the interior, economy), the automobile manufacturers (pro-
duct quality, pollution, service), and with peripheral
areas such as auto advertising and dealer organizations.
It was thought that such a combination would reflect an in-
dividual's attitudes toward the automobile's place in so-
ciety, hence aiding in the interpretation of motivational

segments.
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The Q-sample was pre-tested by four persons owning
differcnt kirnds of automobiles. After reviewing the Q-
sample with the pre-testers, the wording of several state-

nents was changed to clarify tueir meanings.

II. GSelection of Respondents

Quota control sampling was used in selecting the re-
spondents, the P-sample. The P-sample was classified into
selected categories thought to be relevant to differences
in attitudes held about automobiles. The P-sample comprised
the following variables: sex, race, age, income/occupation,
number of automobiles owned, and type of automobile oﬁned.
Many of these variables were represented in the subjects of
the depth interviews and all interviewees were included as

respondents in the P-sample.

IIT. Administration of the Q-sample

The Q-sample was administered to fifty-nine persons.
Each subject was asked to perform a Q-sort (a ranking of
the statements) to describe what seemed to him to be im-
portant or significant. The respondents place the state-
ments on a value scale according to their projected inter-
pretation of them. First, an individual in the P-sample
was asked to sort the statements into three piles. One
pile contained those statements with which he agreed (+),
another pile those statements with which he disagreed (=),
and a third those statements about which he was neutral or

could not make up his mind (0).
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that satisfied the following
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spondents then sorted the statements into piles

frequency distribution:

N = 59 lMost Disagrce liost Agree

Value: -6 =5 =4 =3 =2 =1 0 +1 +2 +3% +4 +5 46
Pile number: 1 2 b) 4 5 67 & g 10 11 12 153
Nunber of

statementso: 2 ] /) 5 6 G 7 : G 5 I 3 o)
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Respondents were asked to comment on wiyy they had
placed statements at the -6 and +6 ends of the continuumnm.
In addition, respondents were asked to indicate their
neutral statements in order to discover whether they dif-
fered from the column in the sort given neutral (0O) scores.
Most answers ranged from -1 to -2; that is, sutbtjects gen-
erally agreed with more statements than with which they

disagreed.

IV. Analysis of the Data

The fifty-nine completed Q-sorts were processed by
the University of Missouri IBM %60/65 computer using the
QUANAL program developed at the University of Iowa by N.
Van Tubergen. The respondents' sorts were intercorrelated
to provide a correlation-matrix, which the computer then
factored using the principle-axes method. Factors are
thus obtained, made up of groups of individuals who have
sorted the statements in a similar manner. The factors
are then rotated orthogonally through a varimax solution,
to obtain mathematically a maximum number of "pure" load-
ings (significant loadings54 on one and only one factor).

55

The Spearman weighting formula was then applied

o Significant factor loadings are determined by computing

the standard error for a zero correlation coefficient;

SE = 1/ n , where n = number of statements. In this case

Sk = 1/ 59 = .1%. Thus, loadings greater than .32 (2% SE)

are significant at P .Ol. 1

55 Weighting is by means of Spearman's formula: I-ra . Charles

Spearman, The Abilities of Man, (New York: MacMillan Company,
1927), Appendix XIX.
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to the factor loadings. Individual sorts for each factor
were weighted according to the factor loadings. Then the
computer added the weighted rankings across each statement,
producing an "average" sort fcr each factor. After con-
verting the arrays to z-scores, the computer arranged
statements on a "most agree - most disagree" continuum for
each factor. Tie array for each factor provided the basis
for interpretation of the factor.

The factor analysis yielded five factors Jjudged "in-
terpretable," based on two criteria. One interprets only
those factors witn at least a minimum number of persons
with significant "pure" loadings. The number chosen for
this study was fiveApersons. Second, tne QUANAL program
computes eigenvalues, the amount of variance accounted for
by each factor, and it is then possible to reject a fac-
tor when the amount of variance accounted for is less than
a minimum amount of variance, as represented by a designa-
ted eigenvalue. It is common for factors with eigenvalues
less than 1.000 to be judged as uninterpretable, and that
criterion was used in this study. With the data analyzed,
one is ready to interpret the data, and that step is re-

ported in the following chapter.



CHAPTER III
INTERPRETATION
I. Introduction

In a study using Q-methodology, individual respon-
dents sort a group of statements into a distribution
wherein the placement of 211 statements constitutes an at-
titude (the entire sort). Each sort is correlated with
each other sort, and those sorts correlating beyond a given
level of significance are grouped together, producing fac-
tors. The sorts for each factor are then averaged, to pro-
duce a "typical" sort representative of that factor. Each
factor is different from every other factor and the "typical™
sort represents the attitude for those persons loaded on
the factor. Factors are models of how people see the sub-
ject matter from their subjective viewpoints, and in re-
presenting attitudes, it is stressed, the factors are op-
erant, i.e., concepts determined by the respondents in per-
forming his task, but not by the researcher before the re-
search began.

The process of interpretation of each factor involves
seeking the explanation of statements in the sort. Stephen-

son has defined interpretation as fitting "the meanings of
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Q- statements, with their scores, into an overall explan-
aticn of the factor." 26 Interpretation of Q-factors con-
sists of explaning what the relations of elements within
each factor are, what makes them representative, and how
factors are related to other factors. While seeking these
answers is a subjective task for the researcher, the inter-
pretation must be based on the operant evidence, the data,
and the explanation offered must fit that data. Thus, it
is common practice in Q to qualify the interpretation as
follows: if the reader disagrees with the interpretation,
he may seek his own solution from the data listed in the
appendices.

As previously noted, five interpretable factors were
generated and examined individually. In interpreting the
factors, and "if-then" approach is used, i.e., one examines
combinations that emerge in the factors, and attempts to
explain why these combinations occur. The comparisons in-
volve individual statements, groups of statements, and
combinations of comparisons, until conclusions are reached.

FEarly attention is also given to consensus items, or
those statements upon which all the factors essentially

agree. 57 Inter-factor agreement upon opinion statements

56 Stephenson, William, "Immediate Experience of Movies,"
Columbia, Missouri: University of Missouri, 18¢2.

57 A consensus item is defined as a statement where factor
scores differ by less than 1.0 standard score across the
five factors.



n
o))

can be of great importance in improving communication with
automobile consumers. Special attention is also afforded
to discriminating items, or those statements ranked sig-
nificantly hicher or lower by one factor than by other fac-
tors. Finally, one arrives at a generalized explanation
for the factor, an algorithm, that explains the schema
represented by the factor array in question.

The interpretation is offered in three parts: (1) a
two word label which supplies a convenient "handle" or
reference point for the factor, (2) a brief thumbnail
sketch describing each factor, and (3) an expanded sketch,
with evidence, providing a more detailed explanation and
discussion of the factor. ZFinally, because the sort for
each factor represents a "typical" attitude, and because
the algorithm given for each factor represents a hypothe-
tical person (The Disillusioned Humanist), the factor is
referred to in the third person. ("Hypothetical" is meant
to refer bnly to the interpretation. Presumably, persons
with significant loadings on a single factor are "real"
holders of the typical attitude.)

Taken in toto, the interpretation, made up of consen-
sus items and factor explanations, is used in various ways.
Certain interesting theoretical implications are drawn,
e.g., a comparison with Martineau's earlier motivation re-

search, and many practical implications are suggested.
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Practically, the interpretation is used in generating com-
munication approaches to reach automobile consumers, and
creative communication ideas are formulated. These are
described in deteil in the Conclusions chapter. As Haley
(1971) notes, this kind of study can be used "as a tool

for improving communications with the group or groups of
consumers selected as the market target by selecting themes
which improve the chances of capturing the attention of

58

your prospects."

II. Brief Sketches

As stated, the factor analysis yielded five inter-
pretable factors. The following are brief descriptions
designed to familiarize the reader with the factors be-

fore proceeding with a more detailed presentation.

Factor I, The Substantial Citizen

Persons on Factor I see themselves as substantial
citizens, established and enjoying the freedom of choice,
the independence of being substantial. He expects to pay
for what he gets, but then that entitles him to get what
he payé for. The Substantial Citizen appreciates and re-
spects bigness. He feels that you get better value and
higher quality in an automobile, for example, if you're

willing to pay more and buy a full-sized, expensive car,

o8 Op. Cit., Haley, Beyond Benefit Segmentation, pp. 3-4.
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Factor II, The Eager Truster

The FEager Truster approaches decision-making a little
bit impulsively. He's anxious to have the decision over
with, the immediate gratification of the material posses-
sion in hand. But many times he Jjust doesn't have as much
information as he might really like. In such cases there
is always the possibility of acting too quickly and making
a bad buy, so the Ezger Truster approaches a car-buying
situation by trusting the at-hand advice of friends or the
person selling; him the automobile. The Eager Truster is
aware that such reliance can be dangerous, and he reserves
part of his ceommitment: if those whom he has trusted "be-
tray" him (if their advice turns out to be false) he takes

his revenge by taking his business elsewhere.

Factor III, The Self-Reliant Functionalist

The Self-Reliant Functionélist compares the world a-
round him to a personal standard: fitness. He evaluates
automobiles and many other things in terms of performance ---
the ability to get the job done right. He has measured
his own worth and accomplishments against such a yardstick,
never paying much attention to social frivolities. Yet the
Self-Reliant Functionalist doesn't totally rely on his
clear cut assessment of the environment; he sees another
level of value, and some amenities the automobile has to

offer attract him.
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Factor IV, The Disillusioned Humanist

The Disillusioned Humanist is a person who continually
contrasts the "what-should-be" with the "what-is." He is
characterized by a feeling'of discontent with the automo-
bile industry --- the automobile manufacturers, the auto-

mobiles, dealers, and service.

Factor V, The Sensual Gourmet

The Sensual Gourmet is acutely sensitive to the physi-
cal and psychological impressions his automobile makes u-
pon him, and those which he makes upon his automobile. He
responds to his automobile physically, at the tactile level,
and expresses a self image throuéh his car, based on his

knowledge of the impact his automobile has on others.

III. Consensus Items

In any Q-study, the consensus items, or those state-
ments arout which the factors agree, are important. These
statements can provide the basis for communication strategy.
Of most importance are those statements scored highly pos-
itive; these statements are not only agreed upon, but val-
ued. Conversely, negitively scored consensus items are to
be avoided in communication strsiery. Those items surround-
ing the neutral point offer least in terzs of communication.
The study yielded six consensus items and this section cx-

amines those items.



Items of Gene ol Conconond

All factors could agree upon only six statcments, one
of which is high positive and the remainder slightly pos-
itive or nesative. The highly positive "agree" statement
does not concern the auto industry; it reflects an outlook
toward a personal attribute:

(33) It takes skill to drive really well. It's some-
thing to be proud of if you have it.

FI FII FIII FIV Fv
l.4 1.1 1.2 1.1 2.0

The most highly valued consensus item is that of hav-
ing mastered the intricacies of driving; being competent
at maneuvering the automobile through traffic or maximiz-
ing the car's performance, for example, appeals to all the
factors. One can look back to pre-azutomobile days and
see the same pride reflected in horsemanship, that parti-
cular skill still valued in rodeos. One is praised for
being a "good defensive driver," or criticized as a "back
seat driver," if too forward in his comments about another's
driviné. As one amateur racer interviewed commented:
"Driving is one of the most demanding tasks that a per-
son encounters in his daily life. It takes skill to drive
among, a sea of other drivers."

The five remaining consensus items are of lesser im-
portance, two being positive, three negative. ©Statement
(56), whether because people appreciate self-reliance or

because of an overall negative reaction toward the high
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cost of servicing, emphasizes respect for that sort of me-
chanical ability. Statement (7), barely positive, shows
a somewhat negative view of auto advertising. Its neutral
position sugrests that people may find come ads interestin~,
some uninformative, but that in their entirety, auto ads
are not of much salience.

Staterent (50), ranlked most nerativel:r by the factors,

4.

@]

protably indicates that people simply are aware that auto-
moviles differ from one anoti:er in ctyling, rather than
criticizing the manufacturers. Statement (45) shows that
giving up an older automobile is not a personally moving
experience, nor is there much personification of the auto-
mobile. TFinelly, item (14) occupies a similarly neutral
position as statement (7), ranked only marginally negatively.
It is reasonable to assume that people talance both the
individual egutonobile to be purchased with its brand and
company association before selection.

(56) I think a person should be proud if he's able

to work on his car himself, to help it run

better and look better.

FI FII FIII rIv rv
0.5 1.2 0.2 0.6 1.0

(7) It seems that auto ads always talk about little
things, instead of stressing really important
information.

I FII FIITI FIv FV
0.1 0.5 0.1 -0.3 0.2

(30) Styling is based on a follow-tne-leader approach,
with the auto companies copying each other's i-
deas. As a result, new cars look too much alike.

FI FII FITI FIV FV
o.l -0'5 -002 Ooo "006
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(45) There's something sad about trading in a car.
It's like losing an old friend.

FI FIT FIIT FIV FV
O.l "005 -007 -007 o.l

(14) In buying an automobile, what's really impor-
tant is the car itself. You're buying a car;
not a brand and not a company.

FI FII FIII FIV FV
‘-Ool 002 -005 "‘002 O.l

IVe Factor I

he Substantial Citizen

The Substantial Citizen is staunchly uncritical
of the automobile industry. He identifies with big busi-
ness and looks at the American auto industry as an excel-
lent symbol of the good free enterprise, big business can
do. His support of the American auto manufacturers ex-
tends to his purchases: an American automobile, a product
of our auto industry, is simply going to be a better made
automobile.

As indicated, the Substantial Citizen will probably
own a full-sized automobile. He feels they're more com-
fortable, give a better ride, more what the automobile
should offer. Tihe Substantial Citizen likes to relax in
the privacy his car affords, much like his easy chair at
home. He rolls up the windows to ¢rown out unwanted
noise, enjoys the comforts of climate control and power
accessories, and settles into the luxuriousness of a well-
appointed interior.

The Substantial Citizen expects his automobile to
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run right; he's paid for it and that's what he expects.

If the automotile does need servicing, he takes it to

his authorized dealer where, again, he expects proper
service when ne spends money for it; he expects the deal-
er to do his job. Apt to be brand conscious as well, the
Substantial Citizen will be a repeat customer at his deal-
er. He has a favorable image toward dealers and servicing,
even i1f he grumbles a bit about high prices, because he
expects his dealer, Jjust as he expects his power seat to
function, to perform when the Substantial Citizen peays

his dollars: "You get what you pay for."

FACTOR I

Evidence for Sietch

Factor I, the Substantial Citizen, is made up of
fourteen persons, ten males and four females. Iiine per-
sons on the factor are directly involved with the auto
industry, previously mentioned as "insidcrs." his fec-
tor had the nichest average age, 3G, and every person

over 45 wears of are, save for one, loaded on this factor.

In add ticn, This Tactor was conpr: sed ol Lha ifiest in-
come respondents, wivi an average reported ‘uncore of
W 27,000 por reow. And iD two studeale aws deletced fromn

this factor, 4o avergice clintes to & 22,000 annual fan-

Nl

ily incomec. Tactor I is called "substantial™ because
is establisred, at lecast in terms of incouec, and becaucse

he identifies with birness; birg cars and big business.
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Factor I is referred to as a "citizen" because of his
faith in American products, specifically the automobile,
and the American way of doing business, e.g., dealer net-
works.

In the preceding sketch of the Substantial Citizen,
certain statements and conclusions about the factor are
given. The folloﬁing evidence is cited:

Factor I thinks of himself as a good American; ne
supports the freedom of free enterprise (statement 42)
and in so doing will "“buy American," (statements 16, 9).

Statement Standard Score

(42) Having a car means freedom. It
means not having to depend on
somebody else for transportation. 1.50

(8) When you buy a foreign car you
have to worry about service.
There may not be a dealer near-
by, and you may not be able to
get parts for it. ; 0.52
(16) Wren I'm buying a car, I don't
really care where 1t was made,
whether it's American or foreign. -1.%4
It is also stated that the Substantial Citizen "ap-
preciates and respects bigness." Thus, he's a solid
supporter of the American auto industry. TFactor I dis-
agrees with every statement critical of the industry (state-
ments 41, 5S4, 4, 35, and 40).

Statement Standard Score

(41) The auto companies suffer from
bigness. As producers they are
clumsy, unwieldy --- and that fact
shows up in the products they
produce. -1.57



(54) VWhen auto companies try to sat-
isfy the consumer, it's because of
pressure from the competition or
the government.

(4) The auto companies are deliber-
ately making cars that won't last
so that we have to keep replacing
them.

(35) Auto companies are just part of

a much larger problem --- the prob-

lem of endangering the environment.

(£0) The auto companies are far more

profit-oriented than people or-

iented.

The Substantial Citizen's concern for btigness is
reflected in nis view towards automobiles themselves:
likes driving a big car (statements &7, 49).

Statement

-1.54

“1039

-0.84

Standard Score

(47) I lie the solid, substantizal
feeling of a big cer on the

highway. 1.06
(48) I don't lilte to drive a car that's
too bir. It maizec me feel like
I'm talking up too mucn of the
road. -1.68
The Substantiel Citizen expects to pay wore for a
biggrer cor, btut as related in the sieteh, he cipecis Yo
Weet whal ¢ vorrs fow."™ Wiile o ool nou ondor cronding
money on his zutcemotile (statenente 70, 77) "o reco nires
that cipenrce Jo orceeagary oard e Duiotaotiel OO ldnen
soeoa's view crlr poyuents o serciciiv inoooneralle wn
(statenents 3%, 5, 5, and 57).
Svavenens sleanderd Score
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cacrificing other thnings. 1.01

(27) A major problem is service and re-
rairs. You're lucky to find anv-
bodv who will dq a r;ood job ——- )
whiatever the price. 0.21

(20) Ulien a dcalership services or ro-
pairs rour car and you {0 to Dpiclk
it up, rou cxpect tne bill to be
too hign. 0.

\n
No)

(32) I hate to think of the amount of
meney you have to spend for 2 car —---
the financial obligation you're
fetting yourself Znto. -1.0¢
(5) Vhen I think about how much I have
to pay out to drive --- in pajyrents,
in gasoline, in insurance -—--- it '
frustrates ne. -0.95

(3) Taking care of a car --- cetting the
01l changed and all the other things —--
is a nuisance. lccessary, but a
nuisance. -0.40
One reason for a positive approach to servicing is
that he has paid his money and expects the service to be
comnmensurately jood. Hence, he can rely on his dealer-

ship (statements 50, 44, 28) to treat him a3 a good cus-

tomer (statement 22).

Statement Standard Score

(50) One ought to be able to rely
on the dealership for service
and repairs. Who ought to
know more about your make of
car than the people who spe-
cialize in that make? 2.07

(28) It just does not make sense to
trust an automobile dealer. le's
in business to make money --- as
much as he possibly can. -1.47

(44) You should never rely completely
upon a dealership for information
about the car you're going to buy. -0.05



(22) It's impossible to get a dealer
interested in my individual prob-
lems. To a dealer, I'm just one
customer among manye.

37.

-0.04

So Fector I approaches the dealership as a potential

confident (statements 59, 25), but if he doesn't get what

he paid for, he'll turn to another service outlet for sat-

isfaction (statement 26), just as he would switch automo-

biles (statement 13%).

Statement Standard Score

(13) I don't xnow at all what my
next car will be. I don't feel
bound to any one make of car.

(59) It's important to realize that
the auto salesman is really an
adversary. You want the lowest
price, he wants the highest.
Someone has to give, and if you're
not tough, it will be you.

(25) It doesn't pay to be a nice guy
with dealers; the only solution
for good service is to be tough.

(26) Auto dealers are not all alike.
It melkes a great deal of difference
which one you buy your car from.

-0.99

~-0.99

-0.58

1.43%

As previously noted, when Factor I thinks about auto-

mobiles, he thinks about big ones; they feel better to him.

And a bigger automobile has more to offer, which the Sub-

stantial Citizen demands (statements 58, 21)

Statement Standard Score

(58) Most of us buy cars that we can
afford, that do the job. But we'd
really like to have more from a
car than just getting the job
done.
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(21) A well designed car has nothing on
it that isn't functional --- no
useless chrome, no fake hood scoops,
nothing that doesn't contribute to
the car's performance. -0.72
Wilhen Factor I rides in his car, he wants it to be
confortable, "his own easy chair." 1Iilis attention to the
interior (statement 10) is demonstrated by his responses

to traeffic noise and power accessories (statements 24, 34).

Statement Standard Score

(10) In an eutomobile, I appreciate
a fine interior: an example of
taste and care in desipgn and
enineering. 0.99

(24) I like driving with the windows

p. It siiuts out the rest of

he werld --- the traffic noiscs,

¢ snells. 0.1z

C

bx‘

lilze a cer that jyou driwe. O:e
Yot perforns.  All tihat power
tccr;‘[ and all thosec radiets ===

're extres. They (et boclween
and tihe machinc. =2.75
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o
-
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FACTOR IT

e N T, - .- 1. -
e Zooor Mranbor

In choosing a car, the Eager Truster eschews maliing
a big commitment in relation to price or size. ile real-
izes thie Import such an investnent ias, cconomically and
paysically, end the Eager Truster isn't lilkely to latcn
on to sonething too costly, gaudy, or foreicn. He'll shop
d:{fferent males, talke a long look at used cars, and iI hLe
does decide on a new automobile, it won't be lush with

options === a cor is for transportatvion, primerily, and thre
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Eager Truster tries to avoid committing a lot of extra
noney to the purchacse.

One way the Iarer Truster scelis to resolve liis pre-
purchase conflict is to find a helpful salesman and/or
dealership tnat he can trust, be friends with. His is a
positive wview of service and dealerships, for the Eager
Truster feels thet if he taxes the time to find a trust-
worthy dealer, the dealer will reciprocate by treating the
Eager Truster as lis friend. Thus, getting his automobile
serviced doesn't force the Eager Truster into another com-
mitment; he can rely on his friend the dealer to do a good

job, because the dealer has taken the time to set up an

amicable partnership with the Eager Truster.

Evidence for the Sketch

Factor II, named the Eager Truster, is comprised of
seven persons, four men and three women. Two are students,
one is a housewife, one a stewardess, one a truck driver,
one a collere professor, and one a veterinarian. Tre age
range of the factor is from fifteen years to forty-four
years, with the &average age being thirty-one. The average
annual income of the factor is % 15,000. Factor II is
called "eager" because of his desire to own a car without
waiting for the long process of ordering. The Factor II
consunmer is called "trusting" because of his expressed de-
sire to be friendly with and trustful of the dealer. The

following is offered as evidence for the previous sketch:
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The Eager Truster is said to approach decision-mak-
ing "a little bit impulsively." Factor II is the only
factor to give a positive ranking to statement 18:

Statement Standard Score

(18) When I buy a car, I'm eager to
own it. I prefer not to order
it. You have to wait so long. 0.05
The Eager Truster approaches his automobile decisions
with as much information as he can muster, positively rank-

ing statements 44 and 8:

Statement Standard Score

(44) You should never rely complete-
ly upon a dealership for infor-
mation about the car you're go-
ing to buy. 1.07
(8) Duying a car is not a simple
proposition. You can't know too
nuch about the car you're going
to buy. 0.55
But his eagerness forestalls any really in-depth
research and he tends to rely on the advice of others,
specifically the people selling him the car. He thinks
dealers are trustworthy (statement 28) and has quite a
positive attitude toward automobile salesmen (statements
50 and 1).

Statement Stvandard Score

(28) It just does not malke scnse to
trust an automobile dealer. le's
in business to make nmoney --- as
nuch as he possibly can. -2.05

(5S8) It's important to realize that the
auvo salesman is really an adver-
sary. You want the lowest price,
he wants the highest. Someone nas
to rive, and if you're not tourl:,



it will be you 0.0n
(1) I enjor taliinr to auto salcsmex wien

I buy cors. I et a lot of werthwiile

infornavion. 0.22

Tecause Iecter II hag o nerative avtiiude toward

L]

servicing his car (stateuent %), rcelrin on dealers for
service ig verr impcriant to the Eager Truster, (staic-
ment 50), and he ci7 Lits tlic same fricendly attitude when

it comes to maintenance (statenents 27 and 22).

(oS P (B N I
ohatenant Cteondard Score

(50) One ournt to be able Lo rely on
tie dcalﬁ“"hWP for service and
repairs. Who ousht o know inore
atcut ryour malie of car trhan tle
pecple wno specialize n tnat
nale? 1,74

(3) Taing care of a car —-- reitins
the o0il chianged and all the otaer
tii‘nse === is a nuisance. Iec-
cssary, but a nuisance. 0.4
(22) It's impossilble to fet a dealer
interested in my iandividual prob-
lems. To a dealer, I'm just onc
custoiicr among many. -1.81
(25) It doesn't pay to be a nice ruxy
vith dealers; the only solution
for rood service Is to be touri. -2.02
The Eager Truster, because of this feeling of com=
araderie with the dealer, expeccts a fair sralie on price;
Factor II was t .e only Factor to nepatively ran!t statement
20.

svatement Standard 3core

(20) When a dealership services or
repairs your car and you o to
pick it up, you expect tre till
to bte too high. -0.¢0
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Factor II realizes that "reliance can be dangerous"
and'stands ready to shop around for a dealer (statement
27). And, if his reliance is taken for granted, he "takes
his business elsewhere" (statement 26). Yet, the Eager
Truster's desire to trust his automobile to the dealer
is expressed in an overall positive feeling toward dealers

in general (statement 2).

Statement Standard Score
(2) The difficulty that consumers have
with the auto industry is mostly
because of dealers; not the auto
manufacturers themselves. -1.46
Shying away from major commitments also is apparant
in Factor II's choice of automobile. As noted in the
sketch, The Eager Truster, avoiding a large commitment and

hence a more difficult decision, tends toward smaller cars

(statements 31, 47).

Statement Standard Score

(31) Buying a small car has a lot of
advantages over a big car. It
parks better than a big car, gets
better gas milage, and has lower
upkeep. 1.79

(47) I like the solid, substantial
feeling of a big car on the hign-
vay. -0.54
Factor II looks at his car as basic transportation
(statements 53 and 52) and doesn't want to tie up a lot of

money in it unnecessarily (statements 5, 57, 37).

Statement Standard Score

(53) I want a car I can trust, one that
will behave itself and do what it's
supposed to do. I don't think that's



u3,

asking too much 2.46

(5) Wnen I think about how much I have to
pay out to drive --- in payments, in
gasoline, in insurance --- 1t frustrates
me. 0.30

(58) HMost of us buy cars that ve can afford,
that do the job. But we'd really like
to have more from a car than just get-
ting the job dcne. -0.11

(57) Buying a car may be expensive, but I
don't thinlt of it as sacrifice. -0.28

(37) A things about today's cars is that there
>s so much variety. Ey selecting a car
and tlie options for it, you can have a
virtually unique car. lictody else would
have one eractly like it, and I like tie

idea of that. -1.3C
Prand switching and used cars offer attractive econ-
omic alternatives Lo the La cr Truster (statenenis 13, 3
And, wetler fe disitrvste ag Iufornation tocc, or his a-
tility to communicate witin tuem, Tactor II avoids forci:n
car deolers (steteueats € and 172).
ConLore LUOTGNTG Ceore
(12) I dea't lnow abt all whet oy next
car will te. I don't feel beound
to an;y one maxe of car. 1l.20
(2) %Wea you Luy a foreirn car you
have to worry avocut scrvice.
There w:ay not be a dealer necarvy,
and you imay not be avle to ret
parts for it. 0.72
(12) VWhen I'm tuying a car, I don't
really care where it was wade,
whether it's American cor foreirn. 0.G3

(43) You can have a lot more confidence in
a new car than a used car. -0.07
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FACTOR III

The Self<Reliant Functionaliast

As a whole, the Self-Reliant Functionalist judges a
car strictly by its performance. e wants it to move when
ne touclies the as. He doesn't want it cluttered with tail
fins and chrome —-- form must follow functicn. For the
same reasonc, he's less likely to buy a small car; econony
isn't as functional to the Self-Reliant Functionalist as
tlhe rcominess and power of a bigger car. An autoniobile's
function is utilitarian: to transport its occupants quick-
ly, comfortebly --- and powerfully --- to their destination.

To Factor III, the world is a place wiere there is
worlz to be done, where a man should be judged by what Le
produces, by the results of his efforts. There is a cer-
tain austerity and seriousness to this viewpoint, but the
Self-Reliant Functionalist is not without an appreciation
for‘“the finer things," a well-appointed interior for ex-
ample. It's just that they are less important than per-
formance. They are, for him, a private matter.

The Self-Reliant Functionalist is on more comfortable
ground with his opinions and judgements about the autonmo-
bile industry. He can appraise it using his familiar per-
formance criteria. The Self-Reliant Functionalist's image
of the industry is positive; auto companies neither pol-
lute nor purposely make inferior products; that would be

dysfunctional. The Self-Reliant Functionalist views deal-



erships in a slightly negative way; ne doesn't look for
help from them or others. It's not that he doesn't think
maintenance and service are important; on the contrary,
they're randatory to keep his automobile functioning
properly. But he looks at them as his responsitility and

as is his wont, he relies on his own capabilities.

Evidence for the Sketch

The Self-Reliant Functionalist type includes five
males, ranging in age from twenty-five to fifty-five years.
One is a manufacturing vice president, one a writer, one a
mechanic, one a student, and the other a newspaper adver-
tising manager. All make in excess of ¥ 12,000 per year,
the nighest salary being ¢ 40,000 per year. The Factor III
type is called "self-rcliant" because he depends on hin-
self for information, decisions, and maintenance regarding
automobiles. The label "functionalist" is used because tle
Factor views his surroundings in terms of accomplishments,
of utility.

One of Factor III's most distinguishing characteristics
is his dependence upon his own resources, nis "self-re-
liance." When he examines automobiles, he amasses infor-
mation (statement 3), and a primary source is his own knov-
ledie; not the persons selling him the car (statements 44,
1l).

Statement Standard Score

(&) Buying a car is not a simple



proposition. You can't now too
much about tke car you're goins
to buy. 1.87

(44) You should never rely completely
upon a dealership for inroruetion

about thie car you're roini; to bur. 1.3
(1) I enjoy talliing to auto salesime:n

wien I buy cars. I get 2 lot of

worthwnile information. -0.90

His attitude of indepecndence ig emphasized b his

v

positive o'ty of statenc.t 2.

oo cbrodard Lecorn
(#"2) laviv a car nean  freedon. It

means not hwaving Lo depend on

somctod;; else for transportat:ior. 0.25

Tec ot'er 2lf of Tactor ITL's Lacoel 39 “"funuctioralicst."

1

eve! , valuce ror Ure geli-ileliant

v
1
A

Ao voted 2w the factor s
Iunctionalist 1s comnne:i.surate witi Pitiess. Factor Lll sees
autonobiles as haviiag a detrinite purpose: you step on tie
ras and tire car uoves (statement 12), witiy as tew non-es-—

sential extras as possible (statements <1, 54, 57).

Statement , Standard bcore

(12) 1 liite a car tiat moves when you
toucr: tie {as === anstantly,

gquiciily. 2.0
(21) A well=designed car has nolhiing

cn it that isn't tunctional -=-

no useless ciaroime, no fake hood

scoops, notiing that doesii't con-

tribute to the car's periormance. 1.'/0

(»4) 1 like a car that you drive. wune
that pertorms. All thal power
svecring and all those gadgets ——-
they're extras. '"I'ney get between
you and the machine. Vaothd



4y,
(5/) A thing about today's cars 1s thau
there 1s so much variety. By se-
lecting a car and the options for
it, you can have a vairtually u-
nique car. Nobody else woula nave
one exactly like it, and I like the
Thus, Factor III was the only factor to negatively
rank statement 53. He relies on himself; he doesn't
"trust" a car and he doesn't view an automobile as "be-
havingy" it's silly to personify an inanimate object.

Statement Standard Score

(53) I want a car I can trust, one that
will tehave itself and do what it's
supposed to do. I don't thinl that's
asking: too much. -0.23
Ilis functionalist viewpoint accounts for z positite
attitude tcwo~d outo wmonufacturers. e d7carrecs with

those statenents critical or auto manufaccurers on tihe

crounds thav suchi actions would be drsfunctio.al, e.fl.,

"deliberatcl,r w2 i care thot woa't last.™

o a4

tatennnt Otandard Score

o

() Tie auto companies are deliber-
atel; nmaliing: cars thav woa't
last 30 tiat we pave O Xecp rc-
placin, Licli. -1l.71

(5») Auto corpanies are just part of
a muci larger problem --- tie
proolen of endangering the en-
vironsent. -1.52

(41) 'he auto companies sufter froum
tirness. As producers they arc
clunsy, unwieldy --- and tiav
tact shows up in the products
tiney produce. -0.80

(b4 ) When auco companies try to sat-
isty tiue consumer, it's tecause of



Lty

pressure from tihe competviltion or the
coverninent. -v.006

vimilerly, the Belt-Reliant lkunctionaiist agrees
witin statement 40; the whole 1dea o1 cntering into bus-
iness to make nocney.

svatetient Standard Score

(#0) 'he auto companies are far more
proiiluv-oriented than people-or-
ilented. V.85
wiien i1 comes to dealing with dealersnips and sales-
men, factor l1lII disagrees wiuvn itenms stating that those
ones are tne “cnemy," to be opposed (statements 25, 59).
His practical viewpoint is that that kind of behavior will
only ninder what business needs to be done; hence, dys-
functionality.

Statenent Standard Score

(25) It doesn't pay to be a nice fuy
witn dealers; the only solution
for rood service is to be tough. -0.23%

(59) It's important to realize tuat the

auto salesman is really an ad~er-

sary. You want the lowest price,

e wants the hiphest. Somecone has

to riive, and if you're not touri:,

it w1l Le rou. -0.1%

Frctor III's o arall vicw cf servicing his Auluno=
bile is reflected in his negative ranlking ol statements
3 and H%. 1o Lcop tie car fucetionive prouperly, it IS
NGCCCSCary Lo Seirvice 1T.

suaTeonen Standard Score

(%) Tarxi. care oif a car —=--- ceLiing
the o0il chanced and all the otre»
TNLNCS ~—== I8 a isance. licces-—

sar;r, but a nuisance. -l.2v



(5Y) You shouldn't have to wor
a car iechanically =-- it
run rignt --—- and 1t will
puilt rigiite.

'
"y
H

e Self-Reliant luncuionalist

view 0l dealer servicing (statement

he teels ne caan rely on himsell tor
Statement

(27) A major prowvlenm is servic
repairs. You're lucky uwu
anvbody who will do a goo0
wnatever tie price.

(£€0) when a acalership service

repairs your car and you

pick it up, you expect th
to be too nigh.

(50) One ought to be able to r

dealership for service am

10 oucht to know more ab

nalze of car tihan the peop

specialize in that make?

Any autoniobile is evaluated on
tor III. He is not vrand conscious

ably ezamining; individual advances

many autonobile makes, including fo
15, 9).
Statemont
(L) e IV buwslinv oaenr, I
rocll o core where (U owac
wheoter it'c American or
(15) 1 doa't “now ab all unny
car vill Le.s 1 don't Tae
an oona a'le of cen.
(Y1) Waes ou bu a fore’;n ca
Lo worrs 2Leulh ServicC.
nol be 2 denler nearby, &

ry about

siiould
1t it's

—O. 12
nas a scmewnat negative

2/, 20), again oecause

repairs (statement 50).

v

Standara sScore

e and
1ind
d JOb===

S or
go to
e bill

0.70

ely on the
d repairs.
out Jour
le wuo
-0.10
its own merits by Fac-
(stateuwent 13), prob-

and innovations for

reirm cars (stotenments
Shandard Secore
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nndo,
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Conann
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tle Lo :ct parts ilor it. -0.7/2

sports cars arc viewed posilively by bactor 1llj; he

)]

can scc a utililarian performance In them rather tnan
trivolity for the serious driver (statements 52, 1Y).

.btatemcnt Standard Score

\bd) Sports cars are recally Jjust ex-
pensive torys. Ycu spend all your
tine tiddliag with the enrines or
waiiiny, tncile Yhey're something
to play with. —Z.2Y

(iv) Lwning; a sports car meuns you're
carciree. A sports car's the
car tor good times, for drivin:>
throuih the country with the top
down. =Zeld
In cnoosing his own vehicle, the Sell-Kelianu kFunc-
tionalist tends toward b.y cars, (siatements 4y and 49),
valulng perforimance ana tuirl-sized comfort as more func-
tional ivnan econony, (statement 31).

statenent otanuard Score

(+#¢) I like the solid, substantial feci-
iny of a big car on the highway. 0.21

(49) I don't like to drive a car that's

too bipg. It makes me feel like I'm

taling up too much of the road. -1.26
(%1) Buying a small car has a lot of ad-

vantages over a big car. It parls

better than a big car, rets betler

ras mileare, and has lower upiceD. -0.04

Cn the surface, styling is not of major coucern to
Factor III, unless it is a cluttered, gaudy design serv-
ingG no purpose --- where form wouldn't follow function
(stateuents 23, 51).

s
OUl

tomont ohandard Score




Tl
(22) T can's ooo bwin, a car ©f rou
dc: '5 liiie the way it lcols. v.%0
(1) I lite 2 car tiat staands out when
»U's parlied arco ouliers. -0, 06

Anidst this somewnat spartan view of automobiles, as
noted 1n the sketch, the Seclfi-Rcliaut Mhuwctroralish sces
Soiie "anenities” as aitvractive (statencai H5). sschievang.
povicr stceriiy, and "extra raodgets," tie Ilactor 111 type
does concern nansell with a: autornovile's interior, ezther
because luxury may appeal to nin ai sciie level, or nore
probavly because being seated in comtort naiies vot!l driv-
ing and rading; casier, less straining, ana acnce more runc-
tional (statemcnts 1lu, ©).

sStavemncile standard Score

(10) 1a an aulcmobile, 1 appreciate a
ti1ne Intecr:ior: an cxample of taste
and care in design and enfineeriilfe 1.3%4

(£) When you're buying a car, you siould
pay a lot of attention to ttie 1n-
terior. After all, you spend a lot
more time 11 the car than outside
the car. O.71

FACIOK 1V

The Disillusioned Humauist

The Disillusioned Hunanist distrusts auto companies
tor not trying harder to build better cars, hence satis-
fying the counsuner, especially nim. He expccts the worst:
the automobile coumpanies overprice, build shoddy cars, and
pollute. The Disillusioned Humanist would lilke to feel

able to turn to the dealers for iielp, but he leels that



dealersnips are in business to make a buck, and a single
custor.er just doesn't carry much weicht. The Disillusion-
ed Humanist would lilie to hbe able to ret a square deal
from the dcaler, but he feels that t er're reall; all
alili>, urcarinc. I'rom buring the car to cervicine it,
auto cormpanies and dealerships can't te tructed, fron tle
Disaliusroned Hunanist's poiut of wiew. No matter “ow

muc’Tt none T e punips 1nto the car, the bLisiyllusionced Hu-

3

:anist fecls 1t'c probapcly ¢oinf aown the drain.

.

T'he Disillusioned Humanist nas sirilar nerative teel-
1ngs towards auto advertisini. He docsn't trusu vhe 1n-
tormation tney contain, especially claxms ol heiping the
consunmer; he sces througn them, discreditvinc tne motiva-
tion benind tihen.

Finally, the Disillusionea Humanist ends up being
frustrated. L1t doesa't naile any ditference what kind of
car he btuys, or what nc aoes TO maiie 1t run right, or how
carefully e tries to select 1t, an 2utomobile 1s goinr
TO leT him aown. ‘1ne automoblle companies let him down,
The aealers let him down, the service people leT him aowile.
The Disillusioned Humanist basically aouvus tTheir moti-
vationy they're trying to nelp vuemselves, not the con-
sumer. ‘I'he bisillusioned Humanist wants the ideal auto-
mopolie --- free from breakdowns and maladies =-- a car he
can trust. Lo tar, he's touna tne winolc business untrust-
worthy, ana ior him, that's the outlook for the 1orsee-

able future.
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Evidence for the Sketch

Six persons nake up Factor IV, thiree males and three
females. Tne youngest is twenty-tnree years of age, the
oldest is forty-four, with the average age being thirty
years. Three persons on the factor are students, one 1is
a policeman, one an educational administrator, anrd one

housewife. The Factor's averare ‘ncore o ¥ 14,000,

)

factor IV g called "disillusioned" tecause of lis cx-
pressed disenchantuent with the avtomebile industry cs a
wihole and "rwroolstt vecausce of his concern rtor tihe rishte
of the consumer.

rhe outstacding characteristsc o1 ¥azctor LY ig a2 con-
pletely ne ative view of autonobile mamiiccturers (state-
ment «). ‘Laerr product is inadequate (statements 4Ll, 4,
45), they ure "endangering tire environment (statement %),
ana worst of all show little concern tor the consumer (state-

ments %40, Y4).

statement Standard sScore

(40) rre auto companlies are tar more
proilit-oriented tixan people-or-
icented. Zel)

(1) Tae auto cowpanies sultfer frowm
pis;ness.  ASs producers wney are
clunsy, unwicldy =--- and that
I1act shows up 1in the proaucts
they produce. l.49

(¢4) ''ne auto companies are deliberately
making cars tnat won't last so that
we Lave to kKeep replacing ivnein. v. 90

(b4 ) when auto companies try to sauvisiy
viie consumer, it's because of pres-






Ot

sure arom the competition or the
governmenu. Ve Db

(55) Auto companies are Jjust partv o1 a

much larger problem --- the prob-

lem o1 enuangering the environment. 0.58
(¢) 'me ai1i1ticulty that consumers have

with itne auto industry is mostly be-

cause of dealers; not the auto man-

ufacturers themselves. -0.16

(43) You can have a lot more confidence
in a new car tnan in a used car. -0.59

The Disillusioned Humanist liarbors the same ill-feel-
ing toward dealer networks. He'd like to be able to rely
on dealers for service or auto information (statements %50,
443, but so far Factor IV has found them lacking (statements
20, 22, 59, 22, 25, 1).

[a ]

Statenent Standard Score

(20) When a dcalersihip services or rc-
pairs yeur car and rou ¢ Lo pic':
it up, you erpect the vill to bLe

Lo Hiich, 1.12
(22) I%'s Lupcessivle Lo et a dealer

raterceted i ony indrvidual prob-

ltens.  To a desler, L just o o

CUBLCHe™ Wi00, Mol . 1.0L
(='7) Loo»oportant to realice T ot

Voo anto salesnan is an ad ercar,

tcu voent tle lowest price, e wants
the “inest price.  Boucone o5 Lo

{ive, o1 f1oFyou aen't et Lou; oy it
will te ou. (O

(>0) Une curlit to pbe acle vo rely o vi:e
dealers!ip for service and rcpalrs.
Who oufnu TO Know more about your
male ot car than the people WhiO SDe-
ciralize 1n that make? 0.88

(28) 1t just does not maiie sense to vrust
an autonovbile dealer. He's 1in bus-—



22

1ness U0 nialke niolley =-=- &s much as he
possiblyy cun. (O ste}

L) 1t doecsn't pay to be a nice guy with
dealers; the only soluticn for food
service 1s to re itough. Ue 1y
(44) rou should never rely conpletely on a
aeculersiip tor intormation about the
car you're _oiuf; to buy. -0.68
(1) 1 enjoy talking to auilo saiesmen wien
1l buy cars. 1 get a lot o1 wortnwiiie
intorimatiol. -0.8Y
Fractor 1V thinxs vnav nu matter wnat dealer he patron-
1zes (sStavement £6), or tor that matter, wherever ne tvakes
his car tor service (statement <), he'll get the same
negative resulus.

statemnent standard Score

(27) A major problem is service and re-

pairs. You're lucky to find any-

body wno will do a good job —=-

wrnatever the price. 1.78
(2¢) Auto dealers are not all alike. It

mnakes a great deal of difference

wliich one you buy your car f{ron,. -0.93
Just as bad as improper servicing for an autonobile

thet malfunctions is that tlhe Disillusicned Humanist feels

he's throwing rood noney after bad (statements 5, 23, 3).

. ' e q
tenent wow TG LCcore

t
(5) Wicen I thidas abeut how nueh: I hove

to pay oul O dAXLVe ~== i DI TICNUSE,
i osoline, 1N iasuronce —--— 1T
ITI OIS e, 1.0%

(H3) 1 Trie o thanin of Lo coount of




noves vou have To spend for o ¢ar ===
tie ftnancral obliretion ou're rCT-
tin; yourself into. 1.00

() Leryy care ol @ car ——- rcottasr The
011 cranred and all the other Th1{s ——-
S & nulsance. uecessary, buit a nuisance. 0.29

(b/) Buyinrg a car nay be expensive, bubt 1
don't tihink of it as sacrificing other
Things. -0.74
Auto advertising 1s another sore spot with tiue Uis-—
1llusioned Humanist. JAInstead ot relying on tnelr 10r in-
rermation (statement 52), Le doubts their sincerity or
purpose, as actually helping the counsumecr. ‘L'hey become

one nmore automovive disappouintment.

Statement Standard Scorc
(»2) 1 lilie a2uto advertising. <w1ac ads
are usually pleacsant and intorna-
Llive. =-1.50
(55) 1 dislike the kind of auto adver-
vising that tells you the company
cares avout you. L1'll take action
OvVer words anyuviwme. 0.4%
kinally, lractor 1V is characierizcd as "frustrated"
born from an idealism that he can't tind in reality. 'Lhe
visiitlusioned Humanist can't understand why auto manufac-
turers don't build a car that runs right (statements 53,
58, 39) so the consumer doesn't have to fool with it (state-
nent 11). There Zsn't anyone to rely on, so it really
doesn't make any difference to the consumer, as far as
thie Disillusioned Humanist can see, what l.ind of automobile
is beugnt.

Statenent : : Standard Score

- (%3) I went a car I can trust, one trat



(52)

(L)

(15)

11 venave itsell and do what it's
supposed to do. I don't tiin': thal's
asiziag Loo much.

liost of us buy cars we can alford, tha
do e Job. bBut we'd reall: lilie Lo
coave pore I'rom oo ocar Uhan guso ettt
voe job donc.

Yon soulda't hove -to worr:s alon’ o c¢Aa
mecirza1cally === LU siounld run richi -
end U owill it oiut's pullt roicht.

Lihe owacr s to blame for noys of vt
thooon that 0 wrong with o car. Lf
tie ovwier talies (0ood cuore of 2 car, 2T
will pencrally take ood carc of iim.

You can tell a Louv about tae person by
the kind ot car ne buys.

FACTOK v

1The Sensval Gournet

\n
-3

2.27
v
l.1%
.L 3 le)
-1.0%

Of all the Yractors, the Sensual Gournet 15 wost cou-

cerncd with stylc. HNot the lines o1 vhe car, oOr

thetically plcasin;: 1t might pbc, vut the autonob

"flavor,"

ar hias

(¢}

1ts 1mase. For the pourwmet, a

a mystique, a personalivy of its own. A racing

pernaps, c¢r superb craitsmansiip. Not something

or pauche,

stand out

but a uniqueness that malies the auion

to those who Xnow wnau & line automobil

11OW aes-
ile's

to hav
neritage,
radical
ovlle

le is.

The Bensual Gourmet woula nave a specirally designed shitt

Kknobj; not vecause it's easier to sihitt, but becausc 1u's

interesting, it's difterent --- peopie would look at it.

And that's the attiicuue of the Sensual Gourmet, that his

automobile be recognized as a sign of good taste by the

people "in the know," conveying his discriminating taste



to otuers of such standards.

To the Sensual Gourmet, the experience of driving
is of high importance. Wheu he controls the car —---
shifting, steering, accelerating, throwine the car into
corners --- he can feel the car respond to his efforts,
the tires pulling, the automobile swaying. Factor V would
like to drive smaller, manual-shift sports carsj; he ab-
hors the full-sized leviathons. Big cars blunt the feel-
ing of the road, of driving; he demands a sensitive, man-
euverable small car. The Sensual Gourmet delights in
driving, handling the automobile's controls, feeling it
perform under his guidance, and luxuriating, perhaps, in
leather seats with the wind blowing through his hair.

And because of his automobile's importance to him,
the Sensual Gourmet lavishes all the attention on it he
thinks it needs. He'll take as long as necessary, at
wlratever cost, to search out a mechanic, simply, someone
who cares, someone Who appreciates the automobile, some-
one who is "in the know." The Sensual Gourmet experiences
his car, its image, its responsiveness; for to him the

car is an extension of himself.

Evidence for the Sketch

Factor V is made up of six persons, five males and
one female. TFactor V is the youngest factor, ranging in
age from twenty-one years to thirty-two; the average age
being twenty-four. All but one of the respondents is sin-

gle; that one being married less than one year. Four per-
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sons are- students, one a freelance writer, and one works

in public relations. With an average income under $ 10,000,
it can be said that this factor represents a person free
from major responsibilities, younger and unencumbered

with family. Tactor V is called "sensual" because he is a
person of pleasure, revelling in the physicel and emotional
aspects of an automobile. “Gourmet" is applicable in that
Factor V has a knowledge and appreciation of what he con-
siders fine automobiles. The followiny; evidence is offered
in support oi the interpretation:

Factor V is said to "respond" to his automobile, and
this comes first and foremost from his love of driving ===
the two highest positively ranked statements, 3% and 46,
express his feeclings.

Statemcnt Standard Score

(33) It takes skill to drive really
well. It's something to be
proud of if you have it. 1.96
(4G) Many people only drive to get
somewhere. I drive because of
that too, but I really enjoy
driving itself. 1.90
When actually driving, it is the physical response
that intrigues Factor V. 1Ile has to be able to "feel" the
road when controlling the automobile (statement 34), when
eliciting its performance (statement 12). The Sensual
Gourmet relishes leather upholstery (statement 10) and

a fresh breecze (statement 24).

Statement Standard Score

(34) I like a car that you drive. One
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(24)
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that performs. All that power stcer-
ing and all those gadpets --- they're
extras. They get betwcen you and the
machine. 1.53

I like a car that moves when you touch
the pas --- instantly, quickly. 1.12

In an automobile, I appreciate a fine
interior: an example of taste and care
in design aund engineering. 0.42

I like driving with the windows up. It
shuts out the rest of the world --- the
traffic noises, the smells. -1.72

His desire for maneuverability dictates that Factor

V prefer smaller, more responsive automobiles (statements

31, 49, 47) to medium or full-sized ones.

Statement , Standard Score

(31)

(49)

7)

Buying a small car has a lot of

advantages over a big car. It

parlks better than a bif car, fets

better gas mileage, and has lowver

upkeep. 1.47

I don't like to drive a car that's
too bie. It makes me feel like
I'm taking up too much of the road. 0.%7

I like the solid, substantial feel-
ing of a big car on the highway. -2.12

As noted in the sketch, a second major criterion for

the Sensual Gourmet's choice of automobiles is its "style."

He recognizcs that there is more to an automobile than

neets tie

eye, an added value associated with it (statements

51, 48, 58) that he isn't above emphasizing with a racing

stripe, for example (statement 21).

Statemnent Standard Score
(51) I like a car that stands out when

it's parlted among others. l.44
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(21)

Cars and sex are not unrelaltcd. A

pretty girl is more eye-catching in

a good looking car. A guy in a sports

car gelts more attention than the same

guy in a Volkswagen. 1.03

Fost of us buy cars that we can af-

ford, that do the job. ZBut we'd really

like to have more from a car than Jjust

getting the job done. 0.86

A well-designed car has nothing on it
that isn't functional --- no useless
chrome, no fake hood scoops, nothing
tirat doesn't contribute to the car's
performance. 0.41

The Sensual Gourmet will likely be brand conscious

(statement 13), having taken the time to learn about such

attributes beforehand (statements 8, 44).

Statement oltandard Score
(13) I don't know at all what ny next

car will be. I don't feel bound

to any one make of car. -0.72

(8) Buying a car is not a simple prop-

osition. You can't know too much

about the car you're going to buy. 1.84
(44) You should never rely completely

upon a dealership for information
about the car you're going to buy. 1.18

lIis car reflects his knowledge and g;ood taste and he

loolis at other people and their automobiles in the same

way (statement 15). In essence, Factor V's positive rank-

ing of statement %06 reflecls his own wish for a personel,

special kind of car.

Statement Standard Score

(15)

You can tell a lot about the per-
son by the kind of car he bLuys. 1.04
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(%26) I like a car that fits me physically ---
in size, in style, 1n character. 0.83

In regards to automobile manufacturcrs, most state-
ments, positive or nepative, were ranked relatively neu-
trally by Factor V, sihowing that these are not hiphly
salient. 1t is with service and dcalcrships that the
Sensual Gourmet corcerns himself.

To Factor V, keeping hiis automobile in top running
condition is paramount: it is vitally necessary to lkeep it

serviced (statcments 3%, 39).

Statement Standard Score

(3) Taking care of a car --—- getting the
oil chanced and all the other things —--
is a nuisance. Necessary, but a nuis-
ance. -1.52

(39) You shouldn't have to worry about

a car mechanically --- it should
run right =-- and it will if it's
built right. -0.91.

The Bensual Gourmet doesn't trust his car to Just
anybody, he seeks out a mechanic who has the same feelings
about the automobile that he has (statement 27). If the
'Sensual Gourmet does o to a dealership, he'll shop a-
round until he finds one that nmecets his standards (state-
nent 2G). he result is a service operation that a Fac-
tor V type caun have confidence in, leading to a positive
feeling about dealerships (statements 25, 22). .

Statement Standard Score

(25) It doesn't pay to be a nice guy
with dealers; the only solution
for good service is to be tough. -0.7%



(22) It's impossible to get a dealer in-
terested in my individual problems.
To a dealer, I'm just one customer

among, many.

3.

-0.32



CHAPTER IV

CONCLUCSIONS

This study sought to divide automobile consumers in-
to benefit segments on the basis of attitudes. As Bruner
stated, attitudes are functional, meaning thiat one holds
and uses attitudes for reasons; to acheive sone Cain or
minimize some loss.

The present study provides evidence that Bruner was
right. That is, motivations were identifiecd that underlie
and presumably define the attitudes of persons in the study.
Segments were differcentiated on the basis of attitudes and
there are not an unlimited number of such segments.

A second purpose of this study was to examine its use--
fulness in terms of trneoretical and practical implications.
Theoretical implications cover broad areas of application;
practical implications have specific application to indiv-
idual segments.

One outgrowth of the study can be a comparison of re-
sults with Martineau's earlier findings. lMartineau indi-
cated five areas of meaning for the automobile: (1) prac-
tical value as machinery, (2) major family investment, (%)
indicator of social meaning, (4) symbol of self-control
and personal mastery, and (5) revealer of personality char-

acteristics.



Martincou suggests some, but not all, motivations.
This study found that the motivations suryested were
dominant in some factors, e.r., practical value wac of
high importance to the Self-Reliant Tunctionalist, but
other equally important motivations, lilie the sense of ,
touch to the Gensual Gourmet, were found. In add:tion, ;T

Martinecau gives no clue as to the relative imnportance of

such motivations, where this thescis is based on factors
piving hierarchial importance to such motivavions: a
factor is a "package" of such motivations.

Fartineau's categories are also dimensions rather
than scrments. Ividently his motivations are elemental
to all automotbtilc consumers, where scrnents, for marketing
purposes, must be based on differences. That is, MHartin-
eau's approach sugrests that optimizing all five categoiies
vould produce a perfect advertisement; the problem being
that 1tes appeal would be too broad, rangzing across all
automobile consumers.

Also, HMartineau's study, baced on analysis of depth
interviews, is subject to the crrors and limitations
of the rescarcher's bias. The fact thel this study is
based on opcerant cvidence, interpreted within the con-
straints of the data, is strcsced as providing a more ac- ;
curate view of the consumer.

But most importantly, liartineau's caterories fall into

the same imprectical trap as that moerketing literature whict
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atterpts to understand consutier teliavior frem a static
viewpoint. I'or example, tine problemns associaled with the
personalily theoricts described in the first chapler are a
result of definins "personality" as dcnoting consistent pat-
ternz of response Lo internal and external stimuli. Person-
ality "typinc" of conrumers fails to account not only for in-
variaance in behavior becausc of too rigid labeling, but also

for hicrarchical inportance of traits over tine.

~ 1
4

One way in which the dynamics of beiavior have Leen ex-
amined is Llroughr tGhie field Ui:cory approaci as outlined Ly
Kurt Lewin. (1955).59

As this school of thoupht sees it, bebavior is a function
of the situation which exists at the time the behavior oc-
curs, where Lhe cauccs of belhavior arce forces in a psycho-
lorical "field" of an individual. This "field" is a totality
of all simultancously existing facls and perceptions of the
individual. TIield theorists would say Lhet to understand te-
havior, one must uinderstand all the forces in the life space
"field" —--- Lhe :roals, positive and nerative aspects, the
forces pushing; and pulling the individual in verious direc-
tions, and tie tarriers that bloclk his efforts to recach his
coals.

Tie preceding paragraph cmpuas’zes Lie nced ol simply
to latel these forces, but Lo understand tleir neéture. It
is thourht thatl tie functional nature of an individuals at-
QO

““Kurt Lew)n, A Dynamnic Theory of Personalit:, ed. D.K. Adams
and K.B. Zeicr, licGraw-Hi11ll, 195L.
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titudes provides an answer.

Andreacson (19&5)60 describes attitudes as systems
whose components vary in valence, or the derree to which
the attitude is favorable or unfavorable toward the attitude-
object, as meacured by an arbitrary scale, c.., -1 to +1.
That this disposition toward an object is variable, de-
pending on time and situation, can be examined by revicw-
ing the study of housewives using tuna fish in Chepter 1.

Stepltenson indicales two groups of users, the "snackers"
and the "fillers." These groups arc evident at the broad-
est level, wherc the housewives sorted statements, like re-
spondents in this tliesis, without recpard to a specific sit-
uation.

Thus, lkeeping in mind field theor; and the functional
nature of attitudes, one can visualize a continuum for the
automobile consumer, ranging from a hbroad, abstract view of
automoliles to the actual purchase decision. In the ideal
situation, a consumer may like tinted windows or radial
tires, wherecas the actual auto purchased has to be bought
within dealership constraints like inventory and price. The
question arises of how to measurc the d:fferent steps along
the continuun.

(Q=technique, segmenting the audience in terms of at-

titudes, can be usecd as a tool. Attitude disposition valonccs‘

their positive and nerative balue, can be modeled by Q-sorts;
over time or with different conditione of instruction to the

respondents. The respondents can be told to arrarge the Q-

¢0 Alan R. Andreason, New Research in ilarsetine, ed. Lee E.
Preston, University of Califoirnia, Berkelev, 1025,
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sort in terms of what they would like in an automobile, or
how they would describe their behavior in a buying situa-

tion. Thbe most specific behavior can ltie modeled by asking

iiow do you react?" Points along Lhe continuum, represented
as different behavior, can bte analyzed with Q-technique to
show the calience of certain items and their situational
importance.

Fraoctical implications of this study arise from the
interpretation of the factors. The attitudes modeled by
the factors reprecent those motivations, ranked by the rec-
spondents, that are important to them in satisfying ¢oals.
The functional nature of attitudes, thatl tlhey arc put to
uce, recsults in bLebavior: the factors 'ave cinosen among
positive benefils and negative deficits as they perceive
them in rerjards to an automobile. DBecause a factor pro-
vides a total arrey of items placed according to importance
the consumer proceeds by maximizing the ratio of benefils
to deflicits.

It is this ratio that i1s important Lo communication.
Two aspects of communication, pecrsonal selling and adver-
ticing, can be examined in reclation to the individusl fac-
tors.

In revicwing this data, the arcas of neclling and scr-
vicing the aultomobile secmed to l:old the most intcrect for
all factors. [Ilach area is a situation in which tliec factors
could be involved, and certain attrivutes and aspects of

those situations, on the basis of tenefits to be couriit,
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or deficits to be avoided, can be examined.

Tiie salesran is the initial contact wiien tle customer
decides to purchacc. The sales situation should become
that of the salcsman attenpting to aid the consumer in sat-
isfying hic "package" of benefits from the automobile. There
exists tle problem of identifying the serment with which

tlle salesman is decaling; hence it might be possible to gener-

ate a series of questions designed to elicit the customer's

If the assescment can be made, the conversation should
follow the lines laid down in the factor interpretations.
For exarple, a salesman dcaling with a Subgstantiel Cit-
izcen should emphasize value in terms of plush interiors,
power accessories, and air conditioning. The Eager Truster
should be handled firmly, tle salesman emphasizing, econ-
omy. wven the physical area of the decalership could be
part of the proper celling situation. The OGensual Gournet
would be more inclined to read an auto buff magazine, the
Disillusioned Humanist would prefer somcthing along the

lines of Consumer Reports; bhence placement of these mag-

azines n and around the dealerchip is surfoested.

The consensus items also provide arcas of intcerest.
Pride in driving can be reinforced :in L'.c test drive sit-
uwation, for cxample. Al some point, tiae salesman could
say in regard to an adjustment in traffic ty the driver,
"You handled that very well."

OServicing: the automobile has different reactions from



coch factor. To TFactor I, tie Substantial Citizen, it
siould Le explained that the service is of hiprh quality,
and that a valued customer pets that little bit of extra
attention. Tiic Self-Reliant Functionalist might like to
be appraised of tlic service arca itself, cxamining the
operation.

The above provides only brief e:ramples of how conm-
munication with individual factors might aid in setting
up a profitavle sclling situation. One could examine
a continuum of sucl; behavior, involving the condition
of choosing: thce automobilej; from pre-conditioned tehavior
that might rely heavily on advertising, to post-conditioned
behavior in tllc arca of service.

Ldvertising takes similar advantare of the tenefits/
deficits ratio. The interpretation of each factor viv-
idly points out the areas on interest to the factor, and
those points should be emphasized in nass media. A tele-
vision commercial aimed al the Sensual Gourmet might o-
pen wilh a shot of hands drawing on leather driving gloves;
a driver and automobile silhoueticd arainst the sun. A
closc-up chot of the automobile's interior follows, tak-
ing in lecather vpholstery and wooden slcerng whcel. As
the driver quichly fairiliarizes himsclf{ with the fears, a
hand in cloge-up running through the (jears, the scene
cuts to a front-on view of th.e automobile, wheels turning
as the engine roars into life and the car accelerates past
the camnera. The rect of the commercial follows tlhe auto-

movbile tirough twisting roads, cuttine to the driver down
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and up-shifting, utilizing many camera anjles to emphasize
the rond hiandling capabilities of thie automolile.

Such a sample commercial is only spcculative, of course,
but the poinvs cmplasized follow those bLencfits demanded by
such a consuwicr. In such a manner mighl benefit segmentation
help the mariteter, manufacturer, and dcaler organizations

bLetter appcal to their targel marlkets.
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APPENDIX A: STATEMENTS IN THE Q-SANPLE

I enjoy talking to auto salesmen when I buy cars. I
get a lot of worthwhile information.

The difficulty that consumers have with the auto in-
dustry is mostly because of dealers; not the auto man-
vfacturers themselves.

Taliing care of a car --- getting the oil changed and
all the other things --- is a nuisance. Necessary,
but a nuisance.

Tne auto companies are deliberately making cars that
won't last so thal we have to keep replacing them.

When I thinit about how much I have to pay out to drive =—-

in payments, in gasoline, in insurance -- it frustrates
me. )

When you're buying a car, you should pay a lot of at-
tention to the interior. After all, you spend a lot
more time in the car than outside the car.

It secns that auto ads always talk about little things,
instead of stressing really important information.

Buying a car is not a simple proposition. You can't
know too much about the car you're going to buye.

When you buy a foreign car you have to worry about ser-
vice.. Therc may not be a dealer nearby, and you may
not be able to get parts for it.

In an automobile, I appreciate a fine interior: an
example of taste and care in design and in erngineering.

The owner 1s to blame for many of tihe things that o
wrong with a car. If the owner takes {ood care of a
car, it will generally take pood care of him.

I likke a car that moves when you toucih the ¢as --- in-
stantly, quickly. ‘

I don't know at all what my next car will be. I don't
feel bound to any one make of car.

In buying an automobile, what's really important is
the car itself. You're buying a carj; not a brand and
not a companye.
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You can tell a lot about a person by tihe kind of car
he buys.

Wken I'm buying a car, I don't really care where it
was mnade, whether it's American or foreign.

You don't worry about loolis when you're buying a small
car; you buy a small car for basic lransportation.

WVhen I buy a car, I'm eager to own it. I prefer not
to order it. You have to wait so lonr.

Owning a sports car means you're carcfree. A sports
car's the car for good times, for drivinpg throuch the
country with the top down.

When a dealership services or repairs jyour car and you
;0 to pick it up, you cxpect tihe bill to be too high.

A well-designed car has nothing on it that isn't fuinc-
tional --- no useless chrome, no fake hood scoops, no-
thing that doesn't contribute to the car's performance.

It's inpossible to get a dealer interested in my in-
dividual problems. To a dcaler, I'm Jjuslt one customer
amnons many.

I can't sce buying a car if you don'l lilie the way it
loois.

I likec driving with the windows up. It shuts out tle
rest of the world --- the traffic noises, the smells.

It docsn't pay to be a nice puy with dealersj; the only
solution for (0od service is to be tough.

Auto dealers are not all alike. It malies a great deal
of difference which one you buy your car from.

A najor problemn is service and repairs. You're lucky
to find anybody who will do a good job --- whatever
the price.

It just does not make sense to trust an automobile
dealer. Ile's in business Lo make money --- as nuch
as he possibly can.

There rcally is no such thing as a "family car." Even
for a married couple, a car always belongs more to
one person than to botn.

Styling is based onr a follow-the-leader approach, with
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the auto conpanies copying each other's ideas. As
a resulv, new cars looik too much alile.

Puying a swall car has a lot of advantages over a
big car. It parlis better than a big car, cets
better gas mileage, and has lower uplkeep.

I like auto advertising. The ads are usually pleasant
and informative.

It talkes ckill to drive really well. IU's something
to be proud of if you have it.

I like a car that you drive. One that performs. All
that power steering and all those (adrets --- they're
extras. They et between you and the machine.

Auto companies are Just part of a nuch larger problem ——-
the problein of cndangering thc environment.

I like a car that fits mwe physically --- in size, in
style, i character.

A thiny about today's cars is that there is so much
variety. By selecting a car and the options for it,
you can have a virtually unique car. Nobody else
would have one exactly like it, and I like the idea
of that.

I hate to think of the amount of noney you have to
spend for a car --- the financial obligation rou're
getting yourself into.

You shouldn't have lo worry about a car mechanically —--
it should run right —=-- and it will if it's built

richt.

The auto companies are far more profit-oriented than
pcople-or. ented.

The auto companies suffer from bigness. As produccrs
they are cluasy, unwieldy --- and that fact shows up
in the products they produce.

llaving a car means frcedom. It ncans not having to
depend on somebody else for transportalion.

You can have a lot more confidcnce in a new car than
a used car.

You should never rely completely upon a dealership
for information aboul the car you're going to buy.

There's somethin:; sad about trading in an old car. It's
like losin;; a friend.
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Many pcople only drive to et sonmecwhere. I drive be-
cause of lhat too, but I really enjoy driving itself.

I like the solid, substantial feeling of a bip car on
the highway.

Cars and sex are not unrelated. A pretty girl is more
eve-cotching in a good looking car. A puy in a sports
car gets morce attention than the same guy in a Volks-
vagen.

I don't like to drive a car that's too big. It makes
me feel like I'm taking up too much of the road.

One oupht to be able to rely on the dealership for
service and repairs. Who ougnht to l'now more about
your make of car than the people who specialize in
that make?

I like a car that stands out when it's parked among
others.

Sports cars are really just expensive toys. You spend
all your time fiddling with the engines or waxing them.
They're something to play with.

I want a car I can trust, one thalt will benave itself
and do what it's gupposed to do. I don't think that's
asking too much.

When aulo companies try to satisfy the consumer, it's
because of pressure from the competition or the gov-
ernment.

I dislike tlie kind of auto advertising that tells you
the auto company cares about you. I'll take action
over words anytime.

I think a person should be proud if he's able to work
on his car himself, to help it run better and look
better.

Puying a car may be expensive, but I don't think of
it as sacrificing; other things.

llost of us buy cars that we can afford, that do the
job. DBut we'd really like to have more from a car
than just getting the Jjob done.

It's important to realize that the auto salesman 1is
an adversery. You want the lowesl pricej; he yants
the highest price. Someone has to give, and you
don't get tough, it will be you.
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APPLENIDIX B:
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CAMPLE SCORE

-1 0

+1
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APPELIDIX C: DEMOGRAPHIC DATA Oil RECPOIDLNTS

Family Number of

i - Sex I 01 ti
Variable Age ex Education Occupation Tncome Autos Owned

1 23 M 16 Student $ 2,000 1
2 2% T 15 Student ¥ 1,000 1
3 25 F 16 Journalist 12,000 1
s 22 I 17 Student $ 2,000 1
5 26 N 12 Tire Store {14,000 2
Manager
) 22 F 12 Banl: Tellexr14,000 2
7 4.4y 8] 12 Truclk #12%,000 2
Driver
3 L2y r 12 Housewife 11%,000 2
9 3% I 19 Teacher $5%,000 2
10 21 IM 15 Student % 3,000 1
11 19 I 12 Auto As- # 1,000
sembler
12 22 F 16 Student i 5,000 2
1% 2% I1 15 Student W £,000 2
14 49 T 12 Iousewife ¢2%,000 )
15 1HLa [ 12 Auto lMer- 125,000 7
chandiscr
15 5e r 12 Housewife 415,000 3
17 29 11 18 Tecacher et ,000 2
1R 50 0 17 School Ad- 53,000 2
ministra-
tor
19 2 T 10 Student ©» 7,000 1
20 21 F 14 Student % 4,000
21 28 T 1% Student % 2,000 &
22 2 I 14 Student % 4,000 2
23 21 [l 15 Student ¥ 5,000 5
2u BV T 17 Housewife 520,000 2
25 %28 1 19 Veteran- 120,000 2
arian
26 722 I1 16 Writer 412,000 1
27 50 I 16 Auto Sales 350,000 3
man
& L.y iy 16 llousewife 450,000 ?
29 25 I1 12 lleclianic $1%5,000 2
50 20 T 12 llousewife :$10,000 2
31 2% ) 16 Retail & 7,000 1
Sales
22 25 I 17 TV Camera- 3 9,000 1
rian
5% 20 I 19 Tecacher 20,000 2
H 20 r 12 Secretary $1C,000 2
35 50 [ 12 Sales 450,000 2

[lanager



Far.ily MNumber of

Variable Age ©Sex Education Occupation Income Autos Owned
36 2% T 12 Secretary §10,000 2
37 25 I 14 Student #10,000 2
58 2L F 15 Airlinc 22,000 2

Reserva-
tionist
39 25 I1 13 Policecman 22,000 2
40 20 I 12 Auto Les- 12,000 1
sor
4] 26 T 17 Speech $20,000 2
Therapistl
ne 5 I 10 Student
47 3% 11 17 Advertis- 52,000 1
ing; Ixcc-
utive
L1 2° I 16 Newspaper $15,000 1
Advertis-
ing Direc-
tor
45 55 I 12 Real Istate?l%,000 2
Agent
4G 21 T 15 Student W 3,000 1
no 25 I 18 Student ¢ ,000 2
ARD) 29 It 16 CPA 129,000 1
49 53 I1 16 CPA +wH0,000 3
50 55 I 8 [Manufac- @40,000 3
turer
51 2% I 17 Student % 3,000
52 %7 M 20 Doctor 410,000 2
55 24 I 16 Auto Sales-$#1%,000 1
man
Dl 2% I 16 Public Re- 11,000 1
lations
55 25 T 16 Housewife 11,000 1
PIC 21 I 15 Student % 3,000
57 3 I 16 Advertis- 15,000 1
ing lMedia
Analyst
53 e I 14 Truck Les- 20,000 2
sor
o) 05 [ 20 Denticse 150,000 5
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APPENDIX D: UNROTATED I'ACTOR LOADIIIGS

Load:ngs on Factor

Respondent I 11 III v
1 20 7/ G 0
2 ©7 5 14 -1
B 2 © 5 3l
/) 47 26 -2 =23
5 41 a -2 -19
¢ 29 14 -11 28
7 -3 h2 -5 12
& -2 55 -5 &5
Q 2 1/ 1% {
1C ) 10 29 8
11 12 50 55 G
12 15 6 7 Ve
13 7 6 7 42
14 25 14 -1 59
15 49 2 -2 23
16 54 29 16 =206
17 11 G5 19 -5
172 -] =22 25 £9
19 1 25 -7 25 g
20 2 -5 B) 25 1
21 19 16 -0 15 17
22 -11 5 13 53 &
25 19 2 10 15 8
24 16 51 -16 16 =4
25 23 53 -5 25 9
26 16 2% St 15 He
27 1 S 19 13 3
e 5% -12 1 1/t 7
29 3 -1 o1 -11
20 13 4 =a -3
51 -15 & 15 17
52 o, > 15 2
%3 1 -10 34 51
51 o ny ! -13%
55 51 21 - -11
206 51 2 2 27
57 € 52 >0 =20
50 o 27 =21 12
39 5 ) =4 03
40 GG S = -8
41 7 5 15 22
52 25 57 =7 -10
) 0 15 -9 59
141y 22 -3 07 22
45 25 %0 -3 O
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Loadlni;s on [Factor

Respondent I II IIT IV \Y
RS 13 26 -11 =16 63
1.7 25 =16 3 0 75
nG 46 14 -10 2 0
4 31 14 =17 38 -17
5 26 11 59 18 -3
ol 7 - 29 -2 o5
52 G4 16 23 G i
53 L5 35 2 -10 20
S & 5 58 -1 55
55 57 ) 2 i 22
56 16 58 12 13 S
o7 GO 29 29 10 -5
59 19 2 10 & 5
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