
Chapter 1

Introduction to the Research

While we acknowledge the core tribution of past research endeavors in the

involvement area, we also recognize that much remains to be learned about

involvement . . . Continued investigation of . . . involvement seems warranted.

In addition, future research should continue to make an effort to clearly

establish the conceptual and operational properties . . . of involvement

(Muehling, Laczniak & Andrews 1993 p.53)

I. Introduction

Many modern societies are characterised by the strongly rooted belief that to have is to be

(Dittmar 1992) and life satisfaction is judged in terms of what possessions have or have not

been acquired (Belk 1984 and Richins 1994). This is related to the benefit obtained by an

individual's relationship with things (products) in terms of possession. The emergence and

growth of this preference or bonding to possessions is tied up with the rise of individualism

and mass consumer society, which are seel to have led individuals to define themselves and

others in terms of their possessions. It is in this context that possessions have come to serve

as key symbols for personal qualities, attachments and interests. Summing up such views

Helga Dittmar said:

in Western materialistic societies... an individual's identity is influenced

by the symbolic meanings of his or her own material possessions, and

the way in which s/he relates those possessions (1992 p.205).

In an attempt to more fully understand the behaviour of consumers related to possessions,

marketing researchers have often invoked the construct of 'involvement' (Antil 1983;

Andrews & Durvasula 1991; Arora 1993; Bloch 1981; Cohen 1983; Finn 1983; Houston &

Rothschild 1978; Kassarjian 1981; Kim &: Lord 1991; Krugman 1965; Laurent & Kapferer

1985; Leavitt, Greenwald & Obermiller 1981; Mitchell 1979 and 1981; Mittal 1987; Muncy
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& Hunt 1984; Park & Mittal 1985; Park & Young 1983; Petty & Cacioppo 1983;

Rothschild 1979; Smith & Swinyard 1982; Vaughn 1980 and Zaichkowsky 1985).

The considerable empirical and theoretical effort devoted to the construct of involvement is

driven by consumer behaviour researchers and academics' desires to understand the ways

in which consumers become involved with products and their consumption. This drive to

understand such purchasing and consumption activity has created significant interest in the

construct of involvement, an interest that does not appear to be waning (Muehling,

Laczniak & Andrews 1993).

1.1 Background to the literature

An examination of the consumer behaviour literature points out a variety of labels or terms

used in conjunction with the word involvement. Definitions and terms referring to the

construct within the domain of marketing have differed from author to author and context

to context. At this time neither the precise nature of involvement nor its determinants are

clearly delineated or understood in an unequivocal manner (Andrews, Durvasula & Akhter

1990; Brisoux Cheron 1990 and Mum) 1990). Researchers have used specific terms

such as ego involvement (Hupfer & Gardner 1971 p.262-263), product involvement (Smith

& Beatty 1984 p.229), felt involvement (Teter & Olson 1987 p.127), enduring involvement

(Rothschild 1979 p.77), situational involvement (Bloch 1981a p.94), response involvement

(Houston & Rothschild 1978 p.185), message response involvement (Batra & Ray 1983

p.309), purchasing involvement (Slama & Tashchian 1985 p.73), and purchase decision

involvement (Mittal 1989 p.150) when conceptualising 'involvement'. Sometimes these

terms are used and/or discussed in the context of the broader domain of involvement

research, and at other times they are used in a specific context to more specifically address

the construct in a delimited context.

Involvement fundamentally, addresses marketers ways of thinking about consumer

behaviour (Fairhurst, Good & Gentry 199 and Poiesz & de Bont 1995), because marketers

generally view consumer behaviour as a continuum covering a range of cognitive and

behavioural processes, where at one extreme, consumers actively search for and process
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information to make informed product selections to satisfy their needs and wants. Using

involvement terminology, these are 'high nvolvement' consumers. The other extreme of

the continuum, sees marketers' proposing that a great deal of consumer behaviour does not

involve extensive information search and evaluation for purchasing and consumption. Such

behaviour is considered low involvement' consumer behaviour (Kassarjian 1981). This

high versus low involvement continuum is at the heart of consumer behaviour representing

virtually all aspects of purchases and consumption on the part of consumers (Park & Mittal

1983).

For many reasons involvement is an important and noteworthy concept in the marketing and

consumer behaviour domain (Higie & Feick 1989 and Ohanian 1989). Involvement has

given rise to considerable empirical and theoretical effort, to the point where some

researchers indicate that conceptualising and measuring involvement has been a consuming

endeavour of consumer behaviour researchers (Higie & Feick 1989). The construct of

involvement because of its richness and diversity of application, stimulates research in

consumer behaviour and fosters the interpretation of new knowledge and reinterpretation of

existing knowledge. The involvement cor struct has the ability to help marketers

understand the entire spectrum of purchasing and consumption activities of consumers.

Involvement may also be usefully synthesised with existing concepts and theories to provide

a more comprehensive understanding of consumer behaviour.

However, there are negative aspects to inNolvement, particularly so in relation to

conceptualisation and measurement. The rapid growth of research into involvement has

resulted in an area of research that is characterised by considerable fragmentation and a

loose conglomeration of conceptualisations and operationalisations (Poiesz & de Bont

1995). This is reflected in the wide variety of involvement terms (such as ego, product,

message, purchase, dispositional etc.) and views of involvement as a 'state' (Andrews 1988;

Andrews, Durvasula & Akhter 1990; Antil 1984 and Mitchell 1979), a 'trait' (Celsi & Olson

1988; Houston & Rothschild 1978; Kassarjian 1981 and Muehling, Laczniak & Stoltman

1991), a 'process' (Greenwald & Leavitt 1984; Leavitt, Greenwald & Obermiller 1981;

Ray, Sawyer, Rothschild, Heeler, Strong Reed 1973 and Rothschild 1979), a 'profile'

(Laurent &. Kapferer 1985) and a 'mediating' (Bloch & Richins 1983 and Zaichkowsky
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1984) or a 'moderating' variable (Bloch 1981; Catignon & Robertson 1985 and Laurent &

Kapferer 1985).

Problematically, the construct of involvement emerges as a loose conglomeration of many

underlying notions, whose core meaning and mutual relationships still remain obscure. By

simultaneously encompassing several more or less equivalent concepts or at least

synonymously used concepts, involvement, not surprisingly, is viewed by many as making a

major contribution to the explanation of the behaviour of consumers. However, it remains

unclear whether and to what extent the variance in the purchasing and consumption

behaviour of consumers can be attributed solely to involvement, or its interaction with other

constructs. Many have raised concerns about the conceptual clarity and meaningfulness of

the construct of involvement, particularly so in relation to its nomological validity (Traylor

& Joseph 1984 and Zinkhan & Muderrisoglu 1985).

Theoretical propositions and empirical findings about involvement and its influence on

consumer behaviour are still extensively debated. This is because there is a lack of clarity

and specificity when using the term involvement and the terms involvement, importance,

familiarity, interest, relevance and commitment are often used interchangeably (Zinkhan &

Muderrisoglu 1985). For example, when referring to product importance, a variety of

names or terms have been used to refer to the construct, including purchase importance,

task importance, product commitment, ego involvement and product involvement (Bloch &

Richins 1983; Jensen, Carlson & Tripp 1989 and Mittal 1989).

In much of the literature on involvement there has been a failure to maintain conceptual

clarity and a distinction between involvement, its antecedents and its consequences or

effects (Andrews 1988). This distinction needs to be established, both for conceptual clarity

and for empirical progress to be made. Also a lack of effort in building or establishing

nomological networks to understand involvement in relation to other constructs

characterises the involvement literature, hampering knowledge development (Muehling,

Lacz:niak & Andrews 1993 and Zinkman & Muderrisoglu 1985).

Examining involvement's interaction and relationships with other constructs is very

important in the involvement domain, if we place the lack of such progress in the context of
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the arguments raised by Cronbach and Meehl (1955), in that "to make clear what something

is means to set forth the laws in which it occurs" (p 290), very few attempts have been

made to explore such relationships in connection with involvement. "A necessary condition

for a construct to be scientifically admissible is that it occur in a nomological net, at least

some of whose laws involve observables" (Cronbach & Meehl 1955 p.290).

Involvement research largely has been limited to prepurchase settings in the context of

decision making and advertising, with little or no attention being given to the construct as it

affects consumer behaviour on an enduring basis. Problematically, involvement is often

couched in terms of prepurchase search activities., information processing, the hierarchy-of-

effects, attribute evaluation, and perception of brand differences ( e.g., Calder 1979;

Kallick, Nearby & Shaffer 1974; Ray et a 1973 and Rothschild 1975).

These prepurchase and information processing approaches appear insufficient to explain

involvement within a broader context of effects because they limit involvement to a very

narrow context and temporal domain of consumer behaviour. For example, to date there is

little, if any, formal description in the involvement literature about what activities

accompany product involvement when a purchase situation or consumption is not imminent

and what, if any, relationship exists within the same consumer regarding different types of

involvement toward a given object (e.g., a product, purchase decision, advertisement or

consumption) (Bloch 1981 and Muehling, Laczniak & Andrews 1993).

Present theoretical treatments of involvement seem to be somewhat superficial and lack

clarity. Relative to the construct's proposed explanatory potential, it appears that consumer

behaviourists have ignored some of the construct's richer aspects and muddied the

construct somewhat with their lack of consensus regarding definitions, antecedents,

consequences and measures.
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1.2 Research objectives

The issues raised above reflect theoretical and empirical concerns which have characterised

involvement research since its inception in consumer behaviour in the 1960's (Bloch 1981;

Mittal 1982 and Zaichkowsky 1984). What appears to be lacking is an appropriately

formulated framework for the study of involvement that clearly specifies what involvement

is and how it is related to relevant consumer constructs. Such an approach requires the

specification of relationships between c onstructs in a comprehensive model of involvement

that also includes a broader nomological network of constructs.

Given the extensive debate in this domain and the lack of general consensus, there is a

strong need for investigation of the construct of involvement (Andrews, Durvasula &

Akhter 1990, Muehling, Laczniak & Andrews 1993 and Muncy 1990). Out of a potentially

extensive territory for research on this topic, the following research objectives (issues) were

considered worthy of investigation here and the focal research objective addressed in this

study is:

How should the construct of involvement be conceptualised and operationalised.

This broad objective is further developed into the following sub-objectives.
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To develop a conceptualisation and operational measure that is selective

enough to differentiate the level of involvement across consumers for

the same object.

2) To determine what the most appropriate scope of involvement in

consumer behaviour should be.

3) To develop a definii ion of involvement which encompasses different

focal objects of involvement.
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4) To develop a profile approach to consumer involvement through

separate assessments of product involvement, purchase decision

involvement, communications involvement and consumption

involvement.

5) To determine what, if any, relationship exists between involvement and

self-image product-image congruency, materialism, values, product

knowledge/expertise. consumer confidence and consumption

consequences.

6) To determine an appropriate and defensible definition and

operationalisation of involvement in the domain of consumer

behaviour.

The problems identified in the literature suggest a need for further research investigating the

construct of involvement. Understanding the role of involvement, together with other

variables in guiding the formation of purchase and consumption patterns of consumers

would provide a significant contribution to knowledge development in consumer behaviour.

Research focusing on the above objective: will broaden and enhance our understanding of

consumer involvement in the domain of consumer behaviour. These objectives (issues) are

chosen for the reason that they appear to be the most critical issues in need of examination

after consideration of the prior work that has been carried out on the construct of

involvement in consumer behaviour. The above research objectives will be further

discussed in chapter 5.
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1.3 Importance, justification & significance of the study

Research into why and how consumers become involved in products and their consumption

is an area worthy of academic research. There are a number of practical and theoretical

grounds which make this research important, justify its focus and highlight its significance in

the domain of consumer behaviour. Figure 1.0 details the justification and significance of

this study.

Figure 1.0 The Justification & Significance of this Study

From an individual perspective it could be considered a
key to personal growth & satisfaction within the
marketplace, as well as to motivation and goal-directed
behaviour. Involvement in products, ads, decisions and
consumption is a potentially important factor in the lives
of most consumers.

Product related activities consume a large proportion of
time and money and constitute a fundamentally
important aspect of life for most people. People may be
stimulated by and drawn deeply into their consumption
related behaviour or alienated from it psychologically.
The quality of one's life entire life experience can be
greatly affected by one's degree of involvement in or
alienation from products & their consumption.

From a marketing perspective
involvement may be considered the key to activating
consumer motivation and a fundamental basis for
understanding consumer-seller relationships in
markets. Increasing involvement may potentially
increase marketing effectiveness and efficiency by
engaging consumers more completely in the product
and related stimuli (ad, purchase decisions and
consumption).

Justification

Significance

The conceptualisation of involvement and its
measurement has received considerable attention
in consumer behaviour. Yet problems with
conceptualisation and measurement still persist.
Also involvement's relationship to other constructs
still requires considerable attention. This study
is the first systematic attempt to reconceptualise
and reconstruct involvement to provide a more
consistent approach to the study of consumer
involvement through placing involvement in a
broader network of related constructs.

Understanding the psychological processes
that determine & result in involvement is
important for marketers. It is also important
to understand the psychological meaning
of the consumer-product experience more completely.

The results of this study will provide significant
academic and practical insights into consumer
involvement in products as well as itsantecedents and
consequences.

The proposed research is important to marketing theory for a number of reasons. Firstly, it

will present a more comprehensive review and analysis of the literature than has been

presented in past studies. Such a review aid analysis is important because involvement is

continually identified as containing wide and divergent approaches (Andrews, Durvasula &

Akhter 1990), an analysis that brings some clarity and rigor to a review of the involvement

literature is a worthy academic pursuit. It will also empirically test one of the most
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comprehensive conceptualisation and empirical frameworks of involvement and related

constructs to date.

The current study will build on prior work and more precisely delineate the factors that

isolate involvement in a "marketing" context and the relationships among those constructs.

This implies not just a more detailed treatment of involvement phenomena than utilised in

previous studies, but also a specificity or tailoring to "consumer" involvement focusing only

on products, ads, decision and consumption. This is important, because some involvement

work has been as concerned with issues or with politicians as with products (e.g., Burton &

Neterneyer 1992; Houston and Rothschild 1979; Parameswaran & Spinelli 1984; Rothschild

1974 and 1975 and Swinyard & Coney 1978). Focusing on products is important, because

issues differ from products, being neither tangible nor possessible, and politicians are also

not possessible. Thus, a social psychological focus on social issues, ideology and

intangibility will be avoided in this study in order to maintain a clear separation between

involvement in the consumer behaviour cc ntext and involvement in the social psychological

context (Bloch 1981).

This study is also important and significant because it will focus on conceptualisation and

measurement of consumers involvement in a product, purchase decision, consumption and

communications for the same product in the same study. This multiple focus on different

types of involvement has largely been avoided at the conceptual and empirical level in

consumer behaviour except for the work of Houston and Rothschild (1979), Parkinson and

Schenk (1980), Mittal (1989) and some replication studies by Flynn and Goldsmith (1993)

and Goldsmith, Emmert and Hofacker (1991). Very few studies have attempted to

conceptualise and measure study multiple objects of involvement such as product, purchase,

advertisement and consumption within the same (Park & Mittal 1983 and Muehling,

Laczniak & Andrews 1993).

It has been suggested that "in the area of consumer behaviour, nearly all research is oriented

toward the development of explanatory principles which attribute causes to instances of

consumer behaviour" (Zaltman & Burger 975 p.65). Unfortunately, predictive ability has

not characterised many of the past conceptualisations of involvement. Stated simply, this

study will attempt to increase our understanding of how and why consumers become
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involved with products, ads, purchase dec:sions and consumption and what effect such

involvement has on other important constructs. This focus implies that we need to develop

an understanding of the construct both in t heoretical and empirical terms and that one

without the other not only limits our understanding of the construct, but would further

`muddy the involvement waters'.

The significance of the study will be achieved through its contribution to theoretical and

empirical progress in the domain of consumer behaviour research related to involvement.

This will be achieved through the thesis fulfilling three essential needs on this topic which

are: firstly, discovering the underlying content, nature and relationships of the focal

constructs; secondly, examining this topic in a new and different manner to previous studies

and thirdly, through the expression and measurement of involvement and its relationship to

other constructs in an attempt to establish nomological validity as indicated in section 1.2

above.

Essentially, the study will be developed from the analysis of earlier involvement work, while

attempting to correct particular weaknesses or gaps in existing literature. The study's

overall purpose is to augment the explanation and understanding of consumer involvement

and provide a framework for identifying and discussing further research avenues. This

study fundamentally sets out to investigate the construct of involvement by identifying its

content, nature and nomological network.

1.4 Methodology

The methodology is based on the development of a survey questionnaire. A mail survey

was sent to a sample of 900 students at an Australian University and approximately 478

surveys were returned. Of the 478 returned questionnaires 450 were retained as usable

after initial data screening. The primary analytic procedure for the study was structural

equation modeling using the computer program AMOS. Estimation of the models was

accomplished using asymptotic distribution-free estimation (Browne 1984) and model

construction was based on the congeneric modeling procedure of Joreskog (1971) and the
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Preliminary Stages:
Literature Analysis

Review
Literature

Indentify critical
gaps & issues in the
literature and
research opportunities

two stage model construction and testing process of Anderson (1988) and Hair, Anderson,

Tatham and Black (1995).

Figure 1.1 represents graphically the stages and flow of the Ph.D. research project. Chapter

6 and 7 describes in detail the selected data gathering methodology and analytical

procedures and other key issues related to the research design and chapters 8 and 9 present

the patterns of results for this study.

Figure 1 . 1 Research Process Model

Conceptual Stage:
Model Development

Develop
Models

Generate
Hypotheses

Ow Construct
Formal Models       

Empirical
Stage 1

Generate Items
from Literature &
in-depth interviews 

Expert Judges
Assessment 

Pretest & Analyse
Preliminary survey
instrument

Refine
Instrument

Empirical
Stage 2

Administer
refined instrument
to full sample

Analyse Data &
Estimate & test
Models

1.5 Organisation of the study

The following details present the structure of the thesis used to report the findings of the

research. The structure of the dissertation will conform largely to the generally adopted

presentation of research dissertations in marketing. The style and structure are based on the

propositions of Perry (1994) who presented a structured approach to presenting Ph.D.

dissertations and the Style Manual (1995).

This chapter provides an overview and sets the scene for this study by identifying the topic

and broad direction for the study. It introduces the topic and sets out the purpose of the
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study, its background and details the justification and significance of the study. The overall

research objectives are stated, stressing the importance of the need for further theoretical

and empirical developments in involvement research, and in particular for establishing a

broader nomological network of variables. The methodology adopted was also briefly

described.

Chapter 2 presents a content analysis (literature classification) of the involvement literature.

Characteristics of the literature such as the number of studies published, focus of empirical

and theoretical work, products used, type of analysis performed and other important trends

in studies have been analysed and presented to provide a solid foundation for this study.

Chapter 3 presents an in-depth analysis and review of the consumer behaviour and

marketing literature with respect to the conceptual development of involvement. Chapter 3

also provides the theoretical direction and propositions used to define the construct of

involvement in this study.

Chapter 4 presents a review of the variables used in the nomological network. The

literature review in chapter 4 discusses the theoretical developments related to consumer

values, product knowledge and expertise, consumer confidence, consumption consequences

and self-image product-image congruency.

Chapter 5 details the hypothesised models developed out of chapters 3 and 4 and discusses

the research objectives. The models of chapter 5 form the basis of the empirical component

of the study and attempt to satisfy the research objectives.

Chapter 6 discusses the methods developed to gather the primary data to test the

hypothesised models developed in chapter 5. It discusses the process and procedures

adopted to design the questionnaire and pilot test it.

Chapter 7 provides a discussion of the key research analysis procedures used in the study

and a rationale for the analytical approach taken. Chapter 7 discusses the rationale and

basis for structural equation modeling and procedures for estimating the models developed

in chapter 5 and evaluating their fit to the data.
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Chapter 8 presents the preliminary analysis of the data as the first stage in the two stage

process recommended by Anderson (1988) and Hair, Anderson, Tatham and Black (1995).

Preliminary analysis performed includes initial descriptive statistical analysis such as

frequencies, standard deviations, skewness and kurtosis followed by factor analysis,

correlations and Cronbach alpha estimations. Chapter 8 presents the factor structures,

reliabilities and confirmed factor structure analysis via the structural equation analysis.

Chapter 9 presents the results of the hypothesised intermediate models and hypothesised full

models developed in chapter 5 as the second stage in the two stage process recommended

by Anderson (1988) and Hair, Anderson, Tatham and Black (1995). It presents the

estimates of the parameters in the models and the fit measures for each model produced

using structural equation modeling.

Chapter 10 presents the discussion of the findings of the hypothesised models and research

objectives. Conclusions and implications for the study are discussed, and limitations and

future research directions are detailed.

1. 6 Terminology

Definitions and terminology are often not uniform across the literature. Therefore, the key

terms used in the present study are defined here so the reader is clear about how they have

been applied (Perry 1994).

A model: Is a theory builder's map of a phenomenon. Its purpose is to enable the model

builder to describe and explain the phenomenon. The terms 'model' and 'theory' will be

used in this dissertation interchangeably. In this regard Simon and Newell have argued that

contemporary usage of the term model is s-mply a synonym for theory (Simon & Newell

1970).

A concept: Zaltman, Pinson and Angelmar (1973) define a concept as "certain

characteristics or phenomena that can be grouped together. Alternatively, a concept

represents similarities in otherwise diverse phenomena. . . . Concepts are located in the
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world of thought rather than in the world of actual things" (Zaltman, Pinson & Angelmar

1973 p.22).

A construct: Hair, Anderson, Tatham and Black (1995) define a construct as a " Concept

that the researcher can define in conceptual terms but cannot be directly measured (e.g., the

respondent cannot articulate a single response that will totally and perfectly provide a

measure of the concept) or measured without error" (p.618). Constructs are the building

block for defining causal relationships as -.hey are the purest possible representation of a

concept (Hair, Anderson, Tatham and Black 1995).

1.7 Limitations and key assumptions

In terms of this study's scope and focus three broad limitations are identified at this stage.

First, the unit of analysis for the model is the individual consumer rather than larger

aggregates such as families or other groups. Second, the involvement of interest is with

tangible products, not abstract entities such as social issues. A final delimitation concerns

the buying situation under study. The study will not examine or explain involvement within

an industrial or organisational buying context. The focus of the study is clearly on

involvement with consumer products. This study is further limited to the unmanipulated

involvement consumers have with or toward the focal object. No experimental

manipulation will be undertaken here, because it is argued that it is difficult to manipulate

and or measure something that is ill defined and measured and which is also essentially

enduring in nature (Bloch & Richins 1983, and Costley 1988).

1.8 Conclusion

Despite the early promise of involvement research in consumer behaviour, its usefulness,

explanatory power and potential has not as yet been fully realised (Bloch 1981; Lutz 1980;

Mitchell 1979; Ray 1979 and Tybjee 1979). Tybjee (1979) described the construct as

"poorly defined" (p.299) and Lutz (1980) argues there is "clearly a continuing need for a

thorough conceptualisation of the involvement construct "(p.662). These problems and

propositions of the need for further work xi explicating the construct continually arise in
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the literature (Brisoux & Cheron 1990; Muehling, Laczniak & Andrews 1993 and Muncy

1990).

The significance of this dissertation rests cn the basis of developing and presenting a

comprehensive model for the conceptualisation and analysis of involvement, those key

individual variables that act as antecedents for involvement and those which follow as

consequences of involvement. This study focuses on the philosophical and practical

questions of involvement's content, nature and the direction and strength of its relationship

with theoretically important constructs.

The previous discussion has indicated existing conceptualisations of involvement lack clarity

(Poiesz & lie Bont 1995; Muehling, Laczniak & Andrews 1993 and Zinkhan &

Muderrisoglu 1985). Definitions and terms referring to the construct within the domain of

marketing have differed from author to author arid context to context. At this time neither

the precise nature of involvement nor its determinants are clearly delineated or understood

in an unequivocal manner (Brisoux and Cheron 1990; Andrews, Durvasula & Akhter 1990

and Muncy 1990). Despite the considerable theoretical work on involvement that has

accumulated, knowledge still remains incomplete and this dissertation aims to add to the

body of knowledge on the construct of involvement.

Chapter 2 and chapter 3 will present analyses of the involvement literature. Before setting

forth on this task it is appropriate to quote Rokeach (1970) when he stated:

I believe that the confused status of the concept can best be corrected not by

abandoning it, but by subjecting it to continued critical analysis with the aim

of giving it a more precise conceptual and operational meaning (p.111).

15



Chapter 2

Content Analysis of Involvement Literature

researchers have often considered the construct of involvement. This

sometimes mysterious, often confusing, research topic has spawned a

considerable amount of investigative effort, with little evidence that its

popularity or importance is beginning to wane. Unfortunately, the abundance

of involvement research has caso likely contributed to a lack of definitional and

operational clarity surrounding the construct. . . . Needless to say . . . , a

discussion of involvement can be rather cumbersome and confusing. . . . The

purpose of this study is to trace the development of the involvement construct .

.. (Muehling, Laczniak & Andrews 1993 p.21)

2. Introduction

Chapter 1 provided an introduction to the research, and set the scene for this study. The

overall research objectives were stated, stressing the importance of further theoretical and

empirical work to fully develop the construct of consumer involvement and also the need to

study involvement within a broader netwcrk of variables.

This chapter will present an analytical classification of the involvement literature. The

analysis will examine the content of the literature focusing on characteristics such as the

number of studies published, where studies have been published, methodological and

analytical characteristics, the focus of empirical and theoretical work and types of products

used in studies. The analysis will be presented to orient the reader and to provide a solid

foundation for the current study.
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2.1 Methodology for the classification

Pertinent literature was analysed to obtain a perspective on empirical research and

theoretical effort relevant to the involvement construct in consumer behaviour. The content

analysis performed here was based on similar procedures to previous literature

classifications appearing in the consumer behaviour and marketing literature such as those

of Albaum and Peterson (1984), Helgeson. Kluge. Mager and Taylor (1984) and Sojka and

Tansuhaj (1995). Based on a literature search using existing articles and computerised

databases an extensive data base was developed on involvement that included literature

from the areas of psychology, social psychology, organisational behaviour and consumer

behaviour. The first step in conducting the investigation was to define the boundaries of the

construct and context within which it has been applied. However, as basic as this may seem

it is not a trivial matter or exercise, because with respect to involvement it means different

things to different people (Wilkie 1986; Ratz & Moore 1989 and Batra & Ray 1983).

Indeed to make an analogy it is like the classic exercise of 'the three blind men feeling an

elephant'.

The first decision made was whether or not an article dealt with involvement in a consumer

behaviour context. For research to be included in this analysis it had to pertain to

involvement relevant to products, services, social issues, communications (advertising) and

purchase decisions in a consumer behaviour context. The focus was centrally on both

empirical research and conceptual papers on involvement from the consumer behaviour

literature. Similarly to Albaum and Peterson (1984), the investigation was also limited to

published articles that were reasonably accessible and available in English.

In their content analysis of consumer behaviour literature, Helgeson, Kluge, Mager and

Taylor (1984) reiterate the words of Kassarjian and Orsini (1980) on making judgment calls

that had to be made in their content analysis and classification study. Kassarjian and Orsini

(1980► stated "we only hope that we are within the five percent level of statistical

significance . . . " (p.iii). That hope is also echoed here in regard to this content and

classification analysis.
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2.2 Research on involvement

The literature on involvement in consumer behaviour has grown voluminous in the past

three decades since Krugman's (1965) introduction of the concept to explain the nature of

television advertising. Its importance as a central construct in consumer behaviour is

underscored by comments such as those by Sherrel and Shimp (1982) who called it "one of

the most scientific units in consumer behavior" (p104). The comment by Sherrel and Shimp

(1982) and others highlight the pivotal role involvement plays in helping consumer

researchers understand the purchasing and consumption behaviour of consumers.

Trends in the involvement literature have been periodically reviewed and discussed by

authors such as Costley (1988), Andrews, Durvasula and Akhter (1990), Muehling,

Laczniak and Andrews (1993) and Day, Stafford and Camacho (1995). However, except

for O'Cass and Cunnington (1996) who analysed the cross cultural content of the

involvement literature, an extensive content analysis of the involvement literature such as

carried out here has not been conducted.

Largely, the prior literature analyses have been conducted in a contextually restricted

manner. For example, Muehling, Laczniak and Andrews (1993) only focused on

involvement as used in an advertising cc ntext and Costley (1988) limited her analysis to

articles that had appeared in the Journal of Marketing, Journal of Marketing Research,

Journal of Consumer Research and Advances in Consumer Research.

The purpose of this chapter is to examine the growth of the involvement construct in

consumer behaviour from 1960 to 1997. to examine shifts in the emphasis of topics studied

and the empirical foundations of this particular body of knowledge, without limitations such

as have been placed on previous such analyses. The objective here is to categorise and

highlight trends as found in the publications that have an involvement focus in consumer

behaviour. Obviously, the examination is limited by the journals, proceedings and working

papers selected for the data base. In tad 225 articles were included in the analysis.
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2.2.1 Publications

As indicated in Table 2.1, articles and papers reporting involvement focused material in

consumer behaviour were found in approximately 46 different sources. Table 2.1 below

contains a breakdown of the publications containing involvement work with a consumer

behaviour focus.

Table 2.1 Sources Containin g Involvement Articles from 1960 to 1997
Journals Containing Involvement Articles No. of

Articles

Journals Containing Involvement Articles No. of

Articles

Advances in Consumer Research 69 European Research 1

AMA Educators Conference Proceedings 22 Journal of Professional Services Marketing 1

Psychology & Marketing 2: MIS Quarterly 1

Journal of Consumer Research 14 International Marketing Review 1

Journal of Advertising Research 9 Clothing & Textile Research Journal 1

Journal of Advertising 9 Marketing and Research Today 1

Attitude Research Conference 7 Review of Business 1

Journal of the Academy of Marketing Science 6 Human Communication Research 1

Journal of Personality and Social Psychology 6 Journalism Quarterly 1

Working Papers from various universities 5 Journal of Travel Research 1

Journal of Marketing Research 4 Journal of Broadcasting & Electronic Media 1

Journal of Consumer Satisfaction

Dissatisfaction & Complaining Behavior

3 Journal of Current Issues and Research in

Advertising

1

Journal of Consumer Marketing 3 International Journal of Research in

Marketing

1

Psychological Bulletin 3 Research in Consumer Behavior 1

European Journal of Marketing 3 Journal of Marketing 1

Journal of Business Research 3 Mid-American Journal of Business 1

Journal of Economic Psychology 2 Journal of Social Psychology 1

Public Opinion Quarterly 2 Journal of Consumer Psychology 1

Psychological Reports 2 Journal of Public Policy and Marketing 1

Academy of Marketing Science: Conference

Proceedings

2 Proceedings of the Annual Conference of

Administrative Science Association of

Canada

1

Journal of Social Behavior and Personality 2 Academy of International Business

Conference

1

Journal of Leisure Research 2 Industrial Marketing Management 1

European Marketing Conference 2 Konsumentenforschung 1

Total number of articles 225
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Table 2.1 indicates articles were found in 46 different sources, containing in total 225

articles and papers. All sources detailed in Table 2.1 are academic in nature and the

majority are sources based in the USA. The Advances in Consumer Research publication is

the most prolific publisher of involvement based articles with 69 articles published, followed

by the AMA Educators Conference Proceedings and Psychology & Marketing each with 22

articles.

2.2.2 Nature of publications

After categorising all publication sources, articles were initially classified as being either

empirical or non-empirical. To be considered an empirical study, an article was required to

include the gathering and use of primary data to support the hypotheses, theories or

discussion presented. Meta-analyses papers were papers where the purpose of the study

was to meta-analyse previous empirical work on involvement. Theoretical/ non-data papers

were papers where no primary data gathering or analysis supported the discussion or

propositions.

Table 2.2 Basis of Publications Found on Involvement
Year Empirical

papers
Meta-Analyses

papers
Theoretical/non-

data papers
Total

1960-1969 5 0 1 6

1970-1979 17 0 8 25

1980-1989 66 2 33 101

1990-1997 70 0 23 93

Total 158 2 65 225

Table 2.2 indicates that during the period 1960-1997, a substantial amount of research and

discussion has been undertaken on involve ment and provides a breakdown of studies into

empirical papers, replication papers, meta-analysis papers and theoretical/non-data papers.

Of the 225 papers 160 (72%) were classified as being empirical in nature with 65 (28%)

being theoretical/non-data papers. The analysis of the basis publications also revealed that

eighteen of the empirical publications were replication studies and five were cross cultural

empirical studies.
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Following the classification of papers according to their empirical non-empirical nature,

papers were classified according to the primary and secondary focus of the constructs being

investigated. Using two main categories the articles were initially grouped into

involvement-only focus and involvement's relationships with other consumer behaviour

constructs. That is, whether involvement was the major or secondary focus of the paper.

Table 2.3 indicates that the majority of empirical and theoretical papers have had

involvement as a secondary focus. In total, only 102 of the papers found in the literature

had involvement as their major or sole focus, with the majority of 123 having involvement

as a secondary focus.

Table 2.3 Major Focus of Stud
Year Involvement Major Focus Involvement Secondary Focus

1960-1969 1 5

1970-1979 10 15

1980-1989 57 43

1990-1997 32 60

Total 102 123

Following the classification of studies into their primary and secondary focus, studies were

classified according to their key topics. That is, constructs were identified that have been

examined in relation with involvement in the consumer behaviour domain. The focal

breadth of the research on involvement cari be clearly seen in the distribution of topics in

Table 2.4 which shows that involvement 17as been studied in conjunction with a large

number of constructs. To show the full nature of the constructs studied, the classification

lists the constructs as they appear in the st udies. It does not collapse them into a smaller set

of dimensions of constructs.
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Table 2.4 Distribution of Topics on Involvement
Topic No. of

Studies
Topic No. of

Studies
Involvement (only studied involvement) 76 Involvement & Mood and Intention 1

Involvement & Advertising 18 Involvement & Shopping Orientation 1

Involvement & advertising processing 12 Involvement & Attention & Persuasion 1

Involvement & Attitude 12 Involvement & Purchase Success 1

Involvement & Persuasion 8 Involvement & Situation 1

Involvement & Satisfaction 7 Involvement & Search & Satisfaction 1

Involvement & Information Processing 6 Involvement & Attributions 1

Involvement & Usage behaviour 6 Involvement & Attention 1

Involvement & Decision Making 6 Involvement & Learning & Attitude 1

Involvement & Search 5 Involvement & Advertising Effectiveness 1

Involvement & Culture 4 Involvement & Brand Categorisation 1

Involvement & Choice 4 Involvement & Product Knowledge 1

Involvement & Services 4 Involvement & Social Judgment 1

Involvement & Commitment 3 Involvement & Situation & Familiarity 1

Involvement & Product Perceptions 3 Involvement & Cognitive Structure 1

Involvement & Hierarchy of Effects 3 Involvement & Retail positioning 1

Involvement & Product Importance 2 Involvement & Attitude & Behaviour 1

Involvement & Information processing &
Brand Choice

2 Involvement & Control & Trust &
Empowerment

1

Involvement & Voting 2 Involvement & Memory & Choice 1

Involvement & Opinion Leadership 2 Involvement & Attitude & Choice 1

Involvement & Attitude and Cues 2 Involvement & Evaluation 1

Involvement & Communications Effects &
Behaviour

2 Involvement & Price, Confidence &
Message Sidedness
Involvement & Demographics

1

1Involvement & Learning & Memory 2

Involvement & Cognitive Responses 2 Involvement & Choice & Behaviour 1

Involvement & Familiarity & Ad Recall 1 Involvement & Gender 1

Involvement & Self-monitoring &
Materialism

1 Involvement & Goals 1

Involvement & Expectation & Product
performance & Satisfaction

1 Involvement & Commitment &
Familiarity & Attitude

1

Involvement & Familiarity 1

Total number of papers 225

Total number of combinations of constructs examined 55

The largest. pool of articles focuses on the involvement construct alone with 76 (33.8%)

publications. Table 2.4 also identifies in total 55 different combinations of variables that

have been studied in conjunction with involvement. Many studies have, however, been on a

one-off basis with few programmatic and J onger-term studies being carried out on the same

combination of constructs. The larger poc l of papers have focused on involvement within

an advertising, attitude and decision making context.
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2.2.3 Methodologies employed

Following the analysis of the constructs examined in conjunction with involvement, studies

were analysed for their methodological characteristics. Methodological issues are important

because they provide insights into the development of a body of knowledge, particularly

with respect to the empirical rigour and scope that forms the basis of the literature.

Methodology helps an investigator to determine how methodological and analytical

characteristics have been used to generate and test knowledge in an area of enquiry.

Methodological characteristics examined here were data collection methods, sampling

procedures, sample sources, sample size issues, analytical techniques used to analyse data

and the development of measurement instruments. These methodological characteristics

provide a framework within which to understand how the body of knowledge on

involvement has been developed. The studies examined and classified within the

methodological characteristics were only those studies that were earlier classified as

empirical in nature. Therefore this classification of the methodological characteristics does

not include all 225 papers, except for the modes of enquiry analyses which does include all

papers.

Primary Data Collection Methods

Those papers where primary data were collected were classified as utilising one of three

major categories of research methodology:

1. Survey- A field study involving the u.ie of questionnaires.

2. Experiment- research study involving the deliberate manipulation of variables by the

experimenter so that the effect upon other variables can be measured.

3. Interviews- Qualitative based data ga-.hering techniques, such as in-depth interviews.

Table 2.5 provides a breakdown of the three research data gathering methods.

Table 2.5 Primary Data Collection Methods Used
Year Survey Experiment Interviews Total

1960-1969 0 5 0 5
1970-1979 9 7 1 17
1980-1989 48 15 2 65
1990-1997 34 32 2 68

Total 91 59 5 155
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Table 2.5 indicates that the method most used to collect data on involvement is the field

survey design, with 91 (59%) studies using surveys, followed by 59 (38%) studies using

laboratory experimental designs and only 5 (3%) using interview based designs. Three

studies did not identify their primary data collection method.

After classifying studies according to their data gathering methods, papers were analysed

for the primary mode of inquiry. Involvement can be analysed and classified using modes of

inquiry into identification mode, association mode and application mode. The identification

mode focuses on identifying the existence of a construct, its structure, components and

operationalisation of the construct (involvement) which is relevant to the study of consumer

behaviour. The association mode establishes and tests the relationships between constructs

such as involvement and other constructs such values, self, consequences, knowledge and

confidence; that is, key constructs are studied in an attempt to enhance understanding of

models which inform consumer behaviour as it relates to involvement. The application

mode focuses on understanding how well a particular technique, intervention or strategy

developed in the identification and association modes works in a given situation or context.

Research in all three modes is necessary to develop a comprehensive understanding of

consumers' behaviour relevant to involN ement.

Table 2.6 provides a breakdown of studies and their prime focus of either, investigation of

the nature and dimensions of involvement (identification mode); investigation of the

relationship of involvement to other variables (association mode); or the manipulation of

involvement to study effects and outcomes (application mode).

Table 2.6 Major Mode of In uir
YEAR Identification Mode Association Mode Application Mode Total

1960-1969 1 4 1 6

1970-1979 12 13 0 25

1980-1989 52 41 8 101

1990-1997 31 38 25 93

Total 95 100 34 225
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The examination of involvement and its relationship to other constructs contains the largest

pool of papers, with 100 (44.5%) in the association mode. This is closely followed by

examination of involvement's central nature and structure in the identification mode with 95

(42.3%) studies. Thirty-four (15.2%) studies have been based on the application mode.

The application mode contains only those studies that explicitly expressed their purpose as

to manipulate involvement to produce an effect on other variables.

Sampling Procedures

As part of the methodological characteristics studies were classified according to the

sampling procedure used to obtain respondents or participants. Sampling procedures found

were convenience, random, judgment and quota sampling methods.

Convenience sampling is when a sample is chosen solely because it is a convenient sample

for the researcher (Tull & Hawkins 1990). Random sampling is when each element in the

population has an equal chance of being included in the sample(Zikmund 1991). Quota

sampling is when certain demographic or other characteristics of interest are represented in

the sample (Tull & Hawkins 1990). Judgment sampling is when expert judgment is used to

select a representative sample (Tull & Hawkins 1990).

Table 2.7 identifies the dominant sampling procedures used in the involvement literature.

Studies were classified as being based on convenience, random, judgment or quota sampling

methods.

Table 2.7 SamplingSampling Procedure Used
YEAR Sampling Procedure

Used
No. of studies using

1960-1969 Convenience 5
1970-1979 Convenience 9

Judgment 4
1980-1989 Random 17

Convenience 41
Judgment 7

Quota 1
1990••1997 Random 8

Convenience 48
Judgment 8

Total 148

25



The content analysis indicated that 103 (69%) studies used convenience sampling, 25 (18%)

used some type of random sampling scheme, 19 (13%) used judgment sampling and one

used quota sampling. Further, 12 studies did not identify their sampling procedure.

Largely, the majority of research on the construct of involvement is based on convenience

sampling procedures.

Sampling Sources for research

After studies were analysed for their sampling procedures, studies were then classified

according to the population sampled as being either student or non-student. Table 2.8

below shows that their majority of studies use students as their sample.

Table 2.8 Sam lin Sources for Research
Year Population No of studies

using
1960-1969 Student 4

Non-student 0
1970-1979 Student 8

Non-student 7
1980-1989 Student 34

Non-student 34
1990-1997 Student 45

Non-student 21
Total 153

The content analysis identified 91(59.5%) studies using student samples and 62 (40.5%)

using non-student samples and eight studies did not identify their sample characteristics.

There were two studies that used both students and non-students in their sampling

procedures and seven did not identify their sample sources.

Sample Size

An important element of methodological characteristics is sample size. After classifying

studies according to their sample sources, papers where analysed for the sample size used or

identified in the study. Apart from analysing sample size, studies were also classified

according to single sample or multiple sample studies, as well as the sample size used in the

study. Table 2.9 identifies the sample sizes found in the literature for studies examined. It

classifies studies by single and multiple sample studies. Instead of listing all sample sizes

found in the literature, Table 2.9 classifies studies into sample size ranges.
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Table 2.9 Sample Sizes Found in Studies

YEAR

Single Sample
Studies

Multiple Sample
Studies

Totals

Range of Sample Sizes
Used or Identified in

study

Number of
Studies

Range of Sample Sizes
Used or Identified in

study

Number of
studies

10-100 10-100 1 1

101-200 1 101-200 2 3
1960-1969

201-300 201-300 1 3

301-400 301-400

10-100 7 10-100 1 8

101-200 2 101-200 1 3
1970-1979

201-300 1 201-300 1

301-400 1 301-400 1

401-500 401-500

501-600 501-600

over 1000 2 over 1000 2

10-100 13 10-100 2 15

101-200 15 101-200 2 17
1980-1989

201-300 7 201-300 3 10

301-400 2 301-400 2

401-500 3 401-500 3

501-600 2 501-600 2

601-700 1 601-700 1

701-800 4 701-800 4

801-900 801-900

901-1000 3 901-1000 1 4

over 1000 1 over 1000 4 5

10-100 13 10-100 2 15

1990 - 1997
101-200 20 101-200 5 25

201-300 5 201-300 1 6

301-400 5 301-400 1 6

401-500 2 401-500 2

501-600 2 501-600 2

601-700 1 601-700 1

over 3000 1 701-800 1

801-900

901-1000 1 1

over 1000 2 2

Totals 114 30 144
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Some sample sizes reflected the planned sample size whereas others reflected the achieved

size of the final sample or number of respondents. There was also difficulty with some

studies in determining if the sample size was the planned number of study participants or the

actual number of respondents who provided valid and usable responses. In total 12 studies

did not state their sample sizes.

Response rates reported in studies varied between 10% to 40% for field survey method

studies. The majority of studies employed sample sizes of 200 and below. Thirty studies

used multiple samples within the same study. Examination of the literature on involvement

reveals 71 studies using single samples below 200 respondents and 17 using multiple

samples with sizes below 200.

Statistical Techniques Employed

Next, each empirical article was categorised according to the statistical techniques or

procedures used to analyse the data. Many studies employed more than a single analytical

procedure and these studies appear in multiple categories. Instead of identifying individual

analytical procedures, all studies have been analysed and classified into six broad analytical

methods.

The Basic Descriptive statistics category included methods such as, z-scores, basic

statistics such as means and standard deviation. The Nonparametric statistics included such

methods as, Mann-Whitney, Chi-squared, Spearman rank. The Group comparison methods

included, t--tests, ANOVA, HSD, Scheffe' s, F-test and ANCOVA. The Correlational

methods included, regression, correlation analysis and Cronbach alpha. The Exploratory

multivariate methods included common factor or component analysis, canonical correlation

analysis, multidimensional scaling and cluster analysis. The confirmatory multivariate

methods included MANOVA, MANCOVA, structural equation modeling and confirmatory

factor analysis.
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Table 2.10 Analytical Techni q ues Used in Involvement Studies
Year Analytical Technique No of studies using

Basic Descriptive Statistics 2
1960-1969 Nonparametric Statistics 0

Group Comparison Method
Correlational Methods

-,3
0

Exploratory Multivariate Methods 0
Confirmatory Multivariate Methods 0
Basic Descriptive Statistics 7

1970-1979 Nonparametric Statistics 5
Group Comparison Me:hod 6
Correlational Methods 5
Exploratory Multivariate Methods 4
Confirmatory Multivari ate Methods 0
Basic Descriptive Statistics 25

1980-1989 Nonparametric Statistics 8
Group Comparison Method 22
Correlational Methods 64
Exploratory Multivariate Methods 27
Confirmatory Multivariate Methods 24
Basic Descriptive Statistics 27

1990-1997 Nonparametric Statistics 2
Group Comparison Method 38
Correlational Methods 39
Exploratory Multivariate Methods 15
Confirmatory Multivariate Methods 28

Totals 351

Table 2.10 indicates that a wide variety of analytical procedures have been used to analyse

data on involvement. There is also a growing trend starting in the late 1980s toward using

structural equation modeling to analyse involvement. Four studies did not identify their

analytical procedures. The largest pool of studies used correlational methods and

exploratory multivariate analytical methods.

Measurement Instruments of Involvement

Part of the foundation of the body of knowledge is the development of instruments

specifically designed to measure involvement in a consumer behaviour context. Table 2.11

identifies the number of consumer behaviour survey instruments developed to measure

involvement in each decade. Only multi-item measures were included in line with the

recommendations of Bearden, Netemey er and Mobley (1993).
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The analysis of the consumer behaviour literature reveals a number of involvement

measures. These included scales to assess involvement with a product class. involvement

general to several types of products, purchasing involvement, purchase decision

involvement and advertising involvement. Included in the analysis were major revisions of

instruments, that had as their major purpose the refinement of an existing instrument. These

have been classified as development of instruments to broaden the measures developed.

Revision of instruments is particularly relevant to Zaichkowsky's personal involvement

inventory which has been modified not only by Zaichkowsky herself (Zaichkowsky 1990),

but also by many other researchers such as Mittal (1992) and McQuarrie and Munson

(1986). Measures were analysed and classified as either involvement measures based on

field survey methods or involvement manipulation check measures for experimental based

work.

Table 2.11 Measurement Instruments Develo ped in Each Decade

Year Involvement Measures Involvement Manipulation
Check Measures

Total

1960-1969 1 1 2
1970-1979 4 2 6
1980-1989 12 5 17
1990-1997 6 1 7

Total 23 9 32

Table 2.11 indicates that in the period 1960 to 1969 only two consumer behaviour

instruments to measure involvement were developed. During the period 1970 to 1979 four

involvement measures were developed and two manipulation check measures were

developed and 1980 to 1989 12 involvement measures were developed and five

manipulation check measures. In the period 1990 to 1997 seven new instruments were

developed. The period of the 1980s saw a dramatic growth and effort in developing

measures of involvement, however this developmental trend declined in the 1990s.

Scales were generally based on a semantic differential scale formats or Liked, type formats,

with the number of items in instruments ranging from three to thirty-three and scale point

ranging from five to seven are commonly used in measures.
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Table 2.12 below identifies the key authors that have developed measures during the period

1960 to 1997.

Table 2.12 Major Instruments Identified by Author
Year Involvement Measures Involvement Manipulation Check

Measures
1960-1969 Buchanan (1964) Krugman (1966-67)

1970-1979
Bowen & Chaffee (1974)
Tigert, Ring & King (1976)
Lastovicka & Gardner (1979)
Tybjee (1979)

Wright (1973, 1974)
Gardner, Mitchell & Russo (1977)

1980-1989
Bloch (1981)
Traylor & Joseph (1984)
Slama & Tashchian (1985)
Bloch, Sherrell & Ridgeway
(1986)
Vaughn (1980 & 1986)
Laurent & Kapferer (1985)
Zaichkowsky (1985)
McQuarrie & Munson (1986)
Wells (1986)
Higie & Feick (1988)
Mittal (1989)
Zinkhan & Fornell (1989)

Petty, Cacioppo & Schumann (1983)
Park & Young (1986)
Leigh & Menon (1987)
Celsi & Olson (1988)
Laczniack, Muehling & Grossbart
(1989)

1990-1997
Jain & Srinivasan (1990)
Zaichkowsky (1990)
McQuarrie & Munson (1 991) 
Mittal (1992)
Arora (1993)
Bergaddaa, Faure & Per -ien
(1995)

Andrews & Shimp (1990)

2.2.4 Products

In any analysis of the literature, the prcducts used are seen as critical elements, because they

provide insights into the stimuli that have been used to measure or elicit involvement in

consumers. This is important because involvement is always oriented toward a stimulus

object (Andrews 1988; Andrews, Dur‘asula & Akhter 1990; Ratz & Moore 1989 and

Smith & Beatty 1984), and the objects used provide valuable and rich insights into the

development of the body of knowledge.

Studies were initially classified according to whether they were single product studies or

multiple product studies. Table 2.13 indicates studies are fairly evenly split between
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multiple product and single product studies. Also, within the consumer behaviour domain,

non-product studies are common. The non-product studies generally involve social issues

such as voting behaviour studies or educational related issues (e.g., Bearden & Netemeyer

1992; Crosby & Taylor 1983 and Rothschild 1975).

Table 2.13 Number of Products Used in Studies
Year Single product

studies
Multiple product

studies
Non Product

1960-1969 0 0 5
1970-1979 5 5 5
1980-1989 24 35 5
1990-1997 30 24 3

Total 59 64 18

The analysis revealed twelve studies that had an advertising focus with unnamed products

and seven studies did not identify the product or products that were used in the study.

Some studies also focused on shopping orientation and advertising in general. The analysis

revealed that 42% of studies used single products, 45.5% used multiple products and 12.5%

of studies used non-products such as voting or social issues.

Following the classification of studies according to their single or multiple product

characteristics studies were analysed for the specific types of products used. Table 2.14

provides a detailed breakdown of the products that have been used in the study of

involvement in consumer behaviour and how many times a product has been used to study

involvement in a consumer behaviour context.

Table 2.14 Products Used in Involvement Studies
Product Types No of

Studies
Using

Prod uct Types No of
Studies
Using

Product Types No of
Studies
Using

Automobile 30 Air travel 2 Mortgages 1
Social issues 29 Services 2 Bank Information 1

(hair cut, auto repairs) System
Clothes 19 CD player 2 Suitcase 1
Beer 15 Blanket 2 Nappies 1
Personal computer 11 Alarm clock 2 Pasta 1
Camera 11 Motor oil 2 Soup 1
Blue Jeans 10 Refrigerator 2 Magazines 1
Food 9 Retail stores 2 Bed 1
Cologne/perfume 9 Haircut 2 Meat 1
Shampoo 9 Candy bar 2 House 1
Video recorder 9 Heaters 2 Club membership 1
Soft drink 8 Champag ne 2 Space flights 1
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Table 2.14 Continued
Product Types No of

Studies
Using

Product Types No of
Studies
Using

2

Product Types No of
Studies
Using

1Wine 7 Orange • uice Envelopes
Voting 7 Comb 2 Bubble bath 1
Shoes 7 Typewriter 2 Toothbrush 1
Televisions 7 Movie camera 1 Mattress 1
Chocolate 6 Dryer 1 Bras 1
Records 6 Mouthwash 1 Legal services 1
Insurance 5 Job service 1 Telephones 1
Soap 5 Razors 1 Airlines 1
Dishwashing liquid 5 Chips 1 Stereos 1
Radio 4 Petrol 1 Tennis racquets 1
Paper towel 4 Socks 1 Brief case 1
Cereal 4 Ring 1 Coffee mugs 1
Restaurant 4 Gas 1 Credit card 1
Toothpaste 4 Petrol 1 Detergent 1
Food 4 Chewing gum 1 Mineral water 1
Pen 4 Eye glasses 1 Champagne 1
Coffee 4 Plants 1 Camera processor 1
Washing machines 4 Hair d3 e 1 Nursing home care 1
Facial tissue 4 Suntan lotion 1 Snack food 1
Bikes 4 Mail boxes 1 Pharmaceutical 1
Stereo 4 Cosmetics 1 Hose 1
Light bulb 4 Travel services 1 Video text 1
Stereo speakers 3 Tires 1 Dehumidifier 1
Card 3 Truck airconditioners 1 Vacuum 1
Batteries 3 Vitamin tablets 1 Yogurt 1
Lawn mower 3 Camera film 1 Jam 1
Cigarettes 3 Furniture 1 Skis 1
Ice-cream 3 Diet tablets 1 Air conditioners 1
Movie 3 Performing Arts 1 Drinks 1
Calculator 3 Recreation camping 1

1
1

Tapeplayers 1
Wristwatch 3

3
Sleeping bag
Consumer electronics

Library services 1
Jeans Detergent 1
Milk 3 Tissue 1 Jewelry 1
Headache tablets 3 Tent 1 Business services 1
Health care 3 Cold remedy 1 Music 1
Paint 2 Deodorant 1 News paper 1
Microwave Ovens 2 Hairdrver 1 University 1
Physical fitness 2 Cassette player 1 Sweaters 1
Bread 2 Rubber band 1 Electric fans 1
Screwdrivers 2 Video games 1 Furniture polish 1

156Total Types of Products Used

Thirteen studies did not identify the pro luct used in the study and/or used unnamed

advertisement as stimuli. The analysis reseals a wide variety of products being studied as

the focal objects of involvement. The analysis also indicates that some researchers had a

tendency to use advertisements as the focal stimuli. However, many did not identify the

product or products that were the focus of the advertisements. The products most heavily

researched were automobiles, personal computers, clothing, beer, blue jeans and social

issues such as voting behaviour and educational issues; these covering 73% of the total

number of products used.



2.2.5 Countries where studies were performed

The countries where data were gathered also provide valuable information on the

development of knowledge on the construct of involvement. Table 2.15 lists all countries

found in the publications analysed for this content analysis. These were countries identified

in the literature as the source of participants or respondents for the empirical research.

Table 2.15 Countries Used in Em irical Studies
Year Country No Studies

1960-1969 USA, 6

1970-1979

USA

Canada

17

1

USA 64

1980-1989 Canada 4

France 4

Netherlands 1

Finland 1

Yugoslavia 1

Sweden 1

China 1

Austria 1

Columbia 1

Australia 2

Chil.! 1

England 1

Germany 1

Thailand 1

Argentina 1

Mexico 1

Barbados 1

USA 59

1990-1997 Canada 5

Engla ad 1

France 2

Scotland 1

Australia 1

Three studies did not identify which countries data were collected from. A total of 19

different countries were identified as the focus of involvement research in the literature

analysed here. The USA is overwhelmingly the main country of focus for research data
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collection with a total of 146 studies utilising respondents from the USA. Largely the

theoretical non-data papers were also written by American academics and published by

American journals. This in part accounts for the dominance of the USA as the country

being studied and as the source of survey participants and experimental subjects and

theoretical propositions on involvement. However, it must be remembered that only journal

and conference proceedings published in English were included in the data base. Even with

this point considered the USA still dominates as the focus for research and theorising about

the construct of involvement.

2.2.6 Conceptual Definitions

Studies were also examined for the defini Lions adopted and the definitions contributed to

consumer behaviour on involvement. That is, only definitions that were oriented toward a

consumer behaviour focus and used in consumer behaviour studies were classified here.

The analysis of the literature contains approximately 47 different permutations of definitions

of the involvement construct. However, these can be grouped, for the purposes of this

analysis, into three broader categories of tate, cognitive and response oriented definitions

of involvement as indicated by Costley (1988). According to Costley (1988) those who

take the cognitive approach see involvement as a permanent relationship between the

consumer's values and the object (e.g., Bloch 1981). The state approach sees involvement

as a motivational mental state at a particular point in time (e.g., Mitchell 1979) and the

response approach takes the consequent position and defines and measures involvement in

terms of cognitive and behavioural respor se patterns (e.g., Ray 1973 and Batra & Ray

1983). Table 2.16 identifies the different permutations of involvement definitions that have

appeared in the literature.

Table 2.16 Distinct Definitions Offered on Involvement

Year
State

Definitions
Cognitive

Definitions
Response

Definitions
Number of
Definitions

1960-1969 0 4 1 5
1970-1979 3 6 5 14
1980-1989 15 6 5 26
1990-1997 1 1 0 2

Total 19 17 11 47
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Finally studies were classified according to year of publication. Figure 2.1 provides the

number of articles per year from 1960io 1997.

Figure 2.1 Trends in Publications

Trends in Publications
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A summary of major trends in Figure 2.1 indicates that the number of involvement articles

during the review period ranged from 0 per year in the early 1960s to 23 per year at its

peak in 1993. The dramatic growth in involvement research and theorising commenced

around 1978 and has maintained a fairly stable output since except for 1980 and 1996 which

saw a decline in involvement-focused papers. To some extent the growth in involvement

corresponds or can be attributed to the advent of Advances in Consumer Research

publication and the Journal of Consumer Research in the early to mid 1970s and the journal

Psychology and Markeling in the mid 1980s.

2.3 Discussion

The fact that the study of consumer involvement is occurring within an ever changing

environment is an important consideration of the development of the construct. Societal,

technological, economic, public policy, intellectual and many other environmental changes

have affected the study of consumers' involvement with objects (e.g., ads, products,

decisions and consumption). The number of topics studied in conjunction with involvement

during the last three decades indicates the topical area of the construct of involvement has



enlarged significantly since its introduction into consumer behaviour. The analysis carried

out here on involvement and related topics reveals some general patterns. Over the span of

involvement research from 1960 to 1997, the research domain on :involvement displays a

more fragmented, inconsistent pattern. The examination of the literature used in this

content analysis revealed very few examples of a 'programmatic' approach to research on

involvement on an individual or discipline-wide level. Editors and reviewers of journals and

proceedings may hold some responsibility for perpetuating the fragmented approach to

involvement research in consumer behaviour, as there may be a tendency to publish new

ideas rather than replications or extensions of previous empirical and theoretical

propositions. This to some extent promotes a one-off approach to research on involvement

with little emphasis on longer term assessment and refining of the empirical and theoretical

offerings on involvement.

The literature within marketing and consumer behaviour on involvement contains

predominantly experimental studies and survey work. The empirical work on involvement

rests largely within the positivist paradigm. The literature also contains a large number of

non-empirical or theoretical discussions related to involvement.

Given the dominance of the USA in the literature on involvement some concerns have been

raised about the direction and generalisability of the existing work, particularly the issue of

generalisability across cultures (Muehling, Laczniak & Andrews 1993 and O'Cass &

Cunnington 1996). These papers also raise questions about the focus of research.

Generally, most studies could be viewed as being concerned with more than involvement

per se. That is, they generally addressed its consequences, with fewer studies examining

involvement itself. Most extant research has focused on consequences of involvement or

antecedents to involvement and not the central construct of involvement itself (Andrews,

Durvasula & Akhter 1990). Some studies even operationalised involvement through its

generally accepted consequences. Operationalising a construct through either its

antecedents or consequences is a major problem and an area of concern also for other

researchers (Andrews & Durvasula 1991).

Consumer behaviour researchers have examined involvement more broadly than social

psychological researchers. It has largely been in the consumer behaviour field that we have
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seen the wide and varied conceptualisations and use of different terms of involvement

(product, purchase of the product, enduring, situational and response) and other terms used

interchangeably with involvement such as product importance, brand commitment and

consumer enthusiasm.

The papers identified in this analysis (literature classification) of involvement, raise several

questions about the completeness of current status and theory of involvement. This analysis

and subsequent evaluation is not meant tc deride the past efforts in this area, but to draw

attention to the depth and breadth in the past work on involvement. A review or discussion

of involvement can be a fairly awkward and perplexing activity. Studies in the past have

defined, conceptualised, operationalised involvement from divergent theoretical and

practical perspectives and in a wide varier y of contexts. This has created much debate and

confusion as to the precise content of involvement and raises the possibility that many of the

studies may not be examining the same theoretical construct. For example, if one defines a

construct and measures it through its antecedents or consequences, can one be really certain

that these input or output processes or variables cause or are caused by the construct. This

highlights the importance of research attempting to provide some focus on past research in

an attempt to improve future research. One must ask, do the prior definitions and

operationalisations of involvement all represent and measure the same underlying

phenomenon or something else?

The analysis presented in this chapter has attempted to provide a balanced summation of the

past and current state of knowledge on involvement by examining a range of issues. This

chapter was a focused assessment of the -nvolvement construct in consumer behaviour and

should orient the reader through providing a focused assessment of the literature on

involvement.

Having documented in the preceding pages the growth and dimensions of involvement as it

has appeared in the marketing/consumer behaviour literature, the focus of the discussion

now turns to analysing and synthesising -.hese major research and theoretical efforts.

Chapter 3 provides an extensive review of the involvement literature in an effort to build a

theoretical foundation for the conceptualisation and measurement of involvement in this

study.
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Before moving on to the analysis and review in chapter 3, the reader should take solace in

the words of Traylor and Joseph (1984) and Muncy (1990) regarding the state of play in

involvement. Traylor and Joseph stated:

The subject of involvement re►nains one of marketing's most important but

problem-ridden constructs. E, ,en though the subject was first discussed within a

marketing context almost 20 'ears ago (Krugman, 1965), it continues to

generate much writing and debate (1984 p.74).

However,

there is no reason why involvement based research streams in our discipline

need to end before they make substantial contributions to our understanding of

the behavior of consumers (Muncy 1990 p.144).
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