Marketing Scales
Handbook

------------------------------------------------------

Multi-Item Measures
for Consumer Insight Research

Volume 10

Gordon C. Bruner I1

> GBI
oduction>Ty

GCBII Productions, LLC
Fort Worth, Texas USA



TABLE OF CONTENTS

P @CE e e aassvnernesncininisenunssnsnanesenasessnnatosnseossansnasessnsnsdsodonsosssarasataasnansont XVii
ACKNOWIEAGEMENES ...t e e XViii
Lo Yo [ o o ) o Xix
oY or= | 2k A Lk 0 £ T 1
Ad Message Construal Level (AbStract) .....ccvviiiiiiiiiiiiiii e 3
Ad Message Construal Level (CoNCrete) «ovvvuiviiiiiiiiiniiiiii i 4
AeSthetiC APPeal. . i i s e e e ra e e 5
Affective Response (Negative) ....oo.viiiiiiiiiiiiii i s s e 6
Affective Response to the Ad (POSITIVE) «.e.eieiiiiiii e e eaea e 7
ANHICIPAtION (A ECHIVE) 1ttt et i et e e nas 8
Appreciation for Producers” Efforts ......ccooiiiiiiiiiiiiiiiiiiiic i s 10
Approval of Unfriendliness Towards the EmMployee......covvvvviiiiiiiiiiiceiiniiiiinnenns 11
AttaChMENT AN XIEEY ceiitt i e e 13
Attachment to the ProducCt........vieiiiii i e 15
Attention to the Product Information .......coooiiiiiiiiii 16
FaN o 8 (e LI =T =T 0 P 17
Attitude Toward Corporate Philanthropy ...ccvvciiiiiiiiiiiiiiiiis e 18
Attitude Toward Following Others in Social Media ......ccoovviviviiiiiiiiiiiii 19
Attitude Toward Literacy SKillS ....uiiiiieiiiiiiiiiiiniiiiiinir s siisessraa s rasenesesaes 21
Attitude Toward PestiCide USE ....icviviiiiiiiiiiiiiiiiiisierinisriiiars i ssssssensans 22
Attitude Toward ReCYCliNg...cou it s e e nea s 23
Attitude Toward the Activity (WOrk-LiKENess) ....cvvieeiiiiiiiiiiiciiiiiciii 24
Attitude Toward the Ad (Credibility) ...oovoiieriiii e e naaes 26
Attitude Toward the Ad (DIVErgeNCE) .u.vuuiiiiiiriiiiiiiisir i i raeaaeans 27
Attitude Toward the Ad (Gain/LOSS MESSAGE@) ..cvuvviiiiiiuiiriirieriiiiiieiiiiiriiaiisiainies 29
Attitude Toward the Ad (Joyful NoOStalgia) .....oovivviiiiiiiiiiiiiiiriiin e 30
Attitude Toward the Ad (Language Comprehension) ....cccuvvveeriiieiesieiinienininienesins 31
Attitude Toward the Ad (Narrativen@ss) ....vveriviviiiiiiiiiei i 32
Attitude Toward the Ad (ReleVANCE) .uuuiviiiiiiiiiiiieitiireitinsr st eanesnans 34
Attitude Toward the Ad (Supporting @ CauUSE) .....cuvvuiirieriivirereiririisrireransiieraens 35
Attitude Toward the Bank ..o e e 37



Attitude Toward the Brand (LUXUNY) .oueeeiiiiiiiiieiiiririsisisissisnssansissinsnisnessassnsnas 38

Attitude Toward the Brand Name ...ccooiiiiiiiiiiiiiiniie i nria i sa st aareeas 39
Attitude Toward the Brand’s PriCe ....uvviveiiiivisiiiviininniiiriaieiiiniesirssesiasireeanens 40
Attitude Toward the Color....o.uiii it aria s s s sna s s s asrasasnansas 41
Attitude Toward the Company's Charitable Contribution ...........ccoviiiiiiiiiiiiiiiinnen, 42
Attitude Toward the Discussion Thread (Friendlin€Ss) .....covvvviiiiiiiiiiiniiiiiiniiiinnnas 44
Attitude Toward the Experience (Affective) ....ovviiiiiiiiiiiiiiiiiii s an s eaeas 45
Attitude Toward the Experience (Affective) .ioiviviiiiiiiiiiiiiiiiiris s san i anaens 46
Attitude Toward the Food Product (GMO Content).....ccovviiiiiiiiiiiiiiniiiiiieaa, 47
Attitude Toward the Food Product (NUtritiousness) .....cccoveiiiiiiiiiiniiiinniinninnn 49
Attitude Toward the Food Product (NUtritiousness) ..c.cviiiiiiiiiiiiiiiiiiinn 50
Attitude Toward the Food Product (NUtritiousSness) ....ccicvevieiiiniiiiiiiieiiiniiiiian. 51
Attitude Toward the Logo (Agentic ANIMacy) ..ovuvvieriiiiiiieiiiienieisissesiaaas 52
Attitude Toward the Logo (General) ....cccvuiiiiiiiiiiiiiiiie s aas 53
Attitude Toward the Logo (HEIPIESSNESS) ..uviiriiiiiiiiiiiiiieraisssisiirssscissnsssssrinrsnes 54
Attitude Toward the Object (General) .....ooveiiiiiiiiiiiiii e 55
Attitude Toward the Object (OULrageouUS) ..cveeieiiiiiiiiiiii s 56
Attitude Toward the Offer ... st s s s s s aa s s s sanaaaas 58
Attitude Toward The Organization’s Repositioning .........cociiiiiiiiiiiiiiiinncn, 59
Attitude Toward the Product (Goal Achievement) ......ocoiiiiiiiiiiiiiiii i 60
Attitude Toward the Product (POSt-PUrchase) .......coviiiiiiiiniininiiiiiie e 62
Attitude Toward the Product ChoiCe Set ......eeeiiiiiiiiii s 63
Attitude Toward the Product DeSign .ot ei it eeneeeeeenteiseeaeateenaaanss 64
Attitude Toward the Retailer’s Website (Customer Service) ...cciviiiriiiriiiniiineninn. 65
Attitude Toward the Retailer's Website (DeSign) .c..covvviiiiiiiiriieiiicieiiennenaenaens 66
Attitude Toward the Retailer’'s Website (Fulfillment) .......ccoovviiiiiiiiiiiiien 67
Attitude Toward the Retailer's Website (Security/Privacy) ....cccovviiiiiiiiinniiiiiannnenns 68
Attitude Toward the S1ogan (GeNEeral) ...c.iciviiiiiiiiiriiiai i rrrraeneraeanraaaens 69
Being WatChed .. ..ciiiiiiiiiiiiii i e st e st 70
Belief in @ JUSt WOrId ..ot s s s s s n s a s s s s a s e s s anasn 71
(=T Tl N o] o 1= o 11 ) Y 72
Brand EXpPeCtations (..o i e a e aaeeaa 73
Brand Imitation ... e 75

v



Bl AN PO O I s s eeeeserssesnssssnsnsssesessssnannsessssssssnnsnsssssseesssesssssnnassssssssssssnnnns 76

Brand Relationship (Partner QUality) ..c.cvviiiiiiiiiii i v aees 77
Brand Sponsorship Motive (NOMmMative) ..o iiiie i i eici et rieaeacanr s rannaeas 78
BUSYNESS AL W OIK 1ttt e sttt e r ettt e e aes 80
Cause-Related Marketing Motive Attributions (EQOIStiC) v.vviiiiiiiiiiiiiiiiiiiaviiiinnnnn. 82
Cause-Related Marketing Motive Attributions (Values Driven) .....ccccvivieeciinienannnn.s 83
Lo T o= I T ] 84
(@ T 1T ol =R g Tl o =T 86
Ol o T =T o) g U= o 1= Lo S 87
Comfortableness of the Object ......covvviiiiiii 88
Commitment to the Company (General) .....c.ociiiiiiiiiii i r e e 89
(@0oTan o l= 1)V 2XT o 10 ) = | o] [ TP 91
Company Success EXpectations ...o.ioviiiviiiiiiiiiiic s e 92
Company’s Value to the CUStOMEN ...ouiiiiii i r e e s e rnnes 93
(@00 5 o] o =] (=T o Lol = OO 94
Competitive/Collaborative Orientation .. ..oiveiieeiiiiii it ir e e rrnaenes 95
Confidence in Finding Product Information ........coceviiiriiiiiinirice e e ennens 97
0o T} {olu a1 AV @ Ly 1Yo =) Ao o IO PP S8
O0e] o To ¥ 1= ool (=] =T = | ) PP 99
Congruence (Self with ObjJect) ..iiviiiiiiii i e e e e ene e aeas 100
Connectedness With NatUre .. ..o et s n s r b aeasanaeas 101
Consciousness of Face (Desire to Gain FACE) .vvvvviviviiriniiiiiirirninrirearenenreenenns 102
Consciousness of Face (Fear of LOSING FACE) ....cuiviiiiiiiiiiiiiiiiiiceeneiae e vae e e 103
Conservation Intention at the HOtEl .....ovivviiiriiiiiie i e eeneeevnsrrasneraenenaan 104
(000 o -{W g oW o] o B @ o = 1 o< PR 105
Control Value (Customer’s Interaction with The Salesperson) ......cccccocevvviiinininannn, 107
Conversational ValUe........iviiiiiiiiiii e e r e s e eanereasaranaensnaen 109
Co-Production of the ProducCt......cce ittt e e e et a s baaas 110
Corporate Social Responsibility (Effect on Product Quality)...c..coviiiiiiiiiiiiiiiinnnnan, 111
Corporate Social Responsibility (Engagement) . ....coviiiiiiiiiiiiiiiiiiiiii i, 112
Corporate Social Responsibility (High COStS) ..oviviviiiiiiiiiiiiiniiiis i s nse i 114
Corporate Social Responsibility (Personal Benefit).........cocovviiiiviiiiiiiiiisinninnannn, 115
Corporate Social Responsibility (Price Markup) ....cooueieiiiiiiiiiiiiiiiisiiiniiaenenans 116



Corporate Social Responsibility (Sales-Contingent Engagement).............ccccoeveuiu. 117

Corporate Social Responsibility (Self-Serving Expenditures) ...........oceouveiiininnnnnn. 118
Creative AULNENTICITY . .vviii i irirrrrnis i sis e sa e s s an s s rean st snsaesnnsaen 120
Creativity of the Sponsorship Promotion .........cccvcviviiiiiiiiiiii, 121
Credibility of the NEeWs SEOry . ..o s 122
Crowding (GENETAl)....uivuiriiiiiiiiiii i a s s ar s st nrnas 124
Crowding in the STOFE icicicetiicsiniinrisrarisescstissrersssssssssessrssearisesessssssasassarnsnsssessns 126
(OT 0= I O T g Lot AV =] LI TN 127
Customer Engagement (INflUNCe)......ccciiiiiiiiiiiiiiiiii e 128
Customer Engagement (KNOWIEAGE) ...ouvviiiviiiiiiiiiierimimiiniinsisissassnnsnnsiee 129
Customer Engagement (PUrChases) «.uviviiiuiiiiiiiiiiiiininiisissrssninrnnieessarinnies 131
Customer Engagement (Reference)......covuiviiiiiiiiiiiiiiiissae 132
Customer Inspiration (ACtivation) ..ovueeeiiiiiiiiir i s 134
Customer Inspiration (INtention) ... 135
Customer’s Status wWith @ COmMPany ....vviiiiiiiiiiiiiiiieriisisiseesasssassasrsnssssssssssrions 137
Customer’s Unfair Treatment by @ COmMPany .cocvviiiiiiiiiiiiiiriiiiiei s ssnsssaasnsins 138
=TT =Y o T T o T o o 140
[DI=To 13 o] I o 1 11 ] o PO 141
Decision Confidence (Comparative) ....vviiivieiiiiiiiriiniiiisiisnssrsriesssessnaas 143
0= ol =Y o T T 5o T ot 144
Decision Goal (Gratification—Seeking).....cc.ccvuviiiiiiiiiiiiiiiiiiirer s 145
(9121 [Te] oL SO RERSPRPP 146
Desirability of SCOrNG POINES .. uiiiiiiiiiiiiir i i iaerier et rsr e s e erneanasranransnres 148
Desire to Connect With HOME ...ociiiiiiiiiiiiiiiiii s 149
[T T=Tlo 10 gL Y . < PO 150
L 1T T 1= | SN 151
Dispute LIKeliRood ... viuieiueiiiiiiiiiiiiiniirsscini s s s s s arn e 152
Distraction DUring the Task. ... oo ss s e 153
Donation LIKelNOOd ...viiiiiii i i i i e 154
Durability of the ODJECE ... e st aa e r e e e e 155
Ease of BeiNg PersUaded. ... .cccviiiiiiiiiiiciii et et e ittt e iasta it raanneennneennrernnns 156
Ease of Using the Shopping Technology ..c.vvviiviiiiiiiiiiiiiiiiiiiiiisnnssanssennsasnass 157
Eating Behavior (External Stimuli Motivation) ......c.ooiiiiiiiii e 158

Vi



Effectiveness of the Smoking Warning ...ccoviiiiiiiriiiiiiirii e canneeinneriinssanasennnsens 160

Efficacy of Joining the Fitness ClubD.....cviviiiiii i e e 161
Embarrassment (Product PUIChASE) ...uiieiiiiiiiii i i v e iaaas 162
Emergency Expenditure (Ease of Paying) .cc.oviiiiiiiiiiiiiiiitiiireiieeiseiieenneeens 163
Employee Unfriendliness. ..o e e 164
Environmental Concern Of the CoOmMIPanY ..veuireierisisesierinsntesinnsssesaeserssnsasesnsesssns 165
Environmental Concern of the CoOmMPany ...ovvviviviiiiiiiiiiiiiiiisiiininsieiisessissnseesnns 167
ENvIironmentalism (AChiViSm ) i iiiiiii i i i e e eras e s errnssansarareernresrnss 168
Environmentalism (CrisSis CONCBIM) .uuiueieitiertrerarerntreereranesrsnnssaasssssessrssraresenss 169
Environmentalism (Purchasing Behavior) .......oviiiiiiiiiiiiiei e aeineaeas 170
E-Service Quality (Contact Availability)...ouvieiriiiiiiiiii i es 172
E-Service Quality (Delivery Condition) . .ceevoiiiieriii i erisierresennnsrnssssrresrarsernns 173
E-Service Quality (Delivery TImMeliNeSS) vuuuiiiiuiiiiieiieie e iee e ciaeeresnes 174
E-Service Quality (Order ACCUIACY) «uuuieiriiirisiitiiteiitiiiiseitenntisiiannnseneesssininneasenes 175
E-Service QUAlity (PriVACY) wuveiiiiiuiisiiiiiiiiieiiieinieiieassiarttiieseeneanseisinnensensens 176
E-Service Quality (Return POlICIES) . ..uiiiiiiiiiiiiiiiiii i s s ca s e raaaaes 178
E-Service QUality (SeCUMTY ) ittt re e sii e seiaaas e renraeeans 179
Exchange Equity (Customer wWith CompPany) ..cccoviiiiiiiiiiiiiie i reirnernsareeans 181
Face Enhancement in Idea Sharing ......ccoviiiiiiiiiiiiiiiii i i rinnnerereanassnnnes 182
Face Threat in Idea Sharing covi oo eieisisiteseessnsesrrnsssensssnsnsenssansesnesnssnss 183
= 11 LT 185
=T 1T T T 186
e F=Ta el = | ] o 0] o 187
Financial Sufficiency (Childhood) ........ociiioiiiiiii e 188
Financial Sufficiency (CUMEN) ... v e e e aaas 189
FINanCIal WellN eSS . it i v et e et ere e e a s et e s rn e ns 190
Fit (Brand With CRarity ) ..o e v s e e e s anesanrinenneennes 192
L LU T=T o o o= Vo 193
Fluency of the Package’s Health-related Information .........c..coveviiiiiiiiicninineenn.., 194
Fluency of the Products’ Health-related Information ........ccoooviiiiiiiiiiiiii s 195
Fluency of the Written Information. .. ...oouvoiiit it eennaes 196
FOoOd Healthiness EffeChs ....uiiiiiiiiiiii it e re i res s rrr e s e e e s e anrsannss 197
FOOd HEaltNiNeSS EX D BN S . u ittt ittt tseei s es e e sesinnnssaasnnnsassssseasnnnnnses 198

Vil



I IS S 4t itttete i erennnseeenneesssaneennnssannssennnasannssnesssnesnnsnesassestsasesnsssnnnnssonns 199

Friendliness Towards Employees (Social NOMmMS) .....viiviiiciiiiiiiiiiiian, 200
Gamification Effectiveness .. .o s 201
GeNAer IAeNEitY «.veiriii i e e 202
Global Self-IdNEitY v ettt e 204
Goal Reengagement in the StOre .....cvviviiiiiiiiiiciiniiiriicrnrrinsasariansiasrissisnn 206
Grandiosity of ANOEher Person ......o.vvivviiiiiiiiiiii e 208
Greed of the Organization ..o e et ettt as 210
Guilt from Eating the Meal (EXpected) «c.covviiiiiiiiiiiiiiiiiciinrs s sssinsnenes 212
Health Condition SeVerity ....uiiiiiii it e r e e 214
Health Treatment Effectiveness ..ooviv ittt aees 215
Hostility Toward the Brand.......cccviveiiiiiiiiiiiiniiiie s s as s a e 217
HOUSE FIr@ RISK Lvuuinuieiii it teiit e tee et s st s eesasa s baa et aassteansnnanssansas 218
HUMABM CAPTEAT & aame i nmm0 00010000000 000000 080 0800 00k 0 00 0 R0 B8 8RS KA EN NI RN SR RN AR 219
Hunger Satiation EXpectation . .ocvviiiiiiiiiiiiiiiiiiiiiiiii s i s s s 221
Identification with the Organization (Affective) . .cvveriiiiiiiiiiici s e eiaens 222
Identification with the Organization (Cognitive) .....cocvviiiiiiiiiiiaiiiiii i aannaanas 224
(gl [ Lo Ll = To o A I =T T Y RPN 226
Information Sharing Benefits. v ciieiiiriiiir it iisne e essssessasnasstanssiaraserneassnnns 228
Information Sharing Motivation (Protect Others).....ccoccviiiiiiiiiiiiiiiiii e 229
Information Sharing Motivation (Self-Enhancement) .....cccvvvvviiirviisriinnicainnnnns 230
Innovativeness (PaCKaging) «.uvveuieeeiiiiiiieeiseiiee et eassissstntensateansaassasaneisennes 231
INSPIration FeIt (SLate) ..vviiiiiiriieiiiiiieir i iae i verrarnsearesssaetstansssannsansnssrnersenan 232
Interaction Orientation of the Brand........ccoiiviiiiiiiiiiii s ra e aas 234
Interdependent Ideation Sty e ...cciiiiiiiiii i vrer et e e s r e rne e naas 235
Interestingness of the Ad. ... et e et a e naas 236
Internet Usage (Escape Motivation) ....ccveeiiiiiiicoiiicii i isnrisvar s e se s sennnnennes 237
INvolvement (Cognitive) v i r i e e v iseea s enassseartaeenstnsentansnnarnsnaenss 238
Involvement in the Task ..oiiiiiiiiiiiiiiii i e et s sae i e e s e e enes 239
INvolvement With ShOPPING. . .iuvriiiiiiiieiiieiresitrerasissasasresssesseeneassrsssarasnsaens 240
Involvement with the Celebrity ..o e eenes 241
Involvement with the Reading Task ...c.coviiiiiiiiiiiiiieiiisiis e nae s e e 243
Knowledge of the Product Class.....cuiueiiiiivrieiiiiieirrenenesesraeeeaeenenrnrnrarnesearnns 244



Knowledge of the Product Class (EXpert) .....oouviiiiiiiiiiii i 246

Lightness of the ObJeCt.....uieiiiiiiiiiis e 247
LOCAl Self-TAENLILY tvvreeiriiii it s s st ra s s s s sa s s s nnas 248
e o = e o Lo o | P 250
LONEliNESS (SEAte) .. ueuuieiiiiiiii e 251
Looking for P0ssessions t0 DONAtE .....civiiiiiiiiiiiiiiiiiiiia s s 252
Loyalty (COgNILIVE) tuivevriiiiiiiiiiiii s 253
Loyalty to the Brand (Conative).......cociiiiiiiiiiiiiiiii s 254
Loyalty to the Service Provider.........coiviiininiiniiiiiii 255
Loyalty to the Store ......oiiiii e 256
Loyalty to the Team (Behavioral).....ccviviiiiiiiiiii s, 257
=Tt 2 258
Meaningfulness of Self.....ciiiiiiiiiiiiiiii i 259
Mindfulness (Acting With AWAreness) .....vvuiiiiiiiiiiiiiininisreiiniisnass 260
Mindfulness (Acting Without Judgment) ......c.ooiiiiiiiiiiiii s 262
Mindfulness (Attention to ONE’'s BOAY) ..o car e 264
Mindfulness (Attention to One’s Environment) .....o.cvieiiiiiiiiiiiiiniii i, 266
Mindfulness (Attention to One’s Feelings) .....cccviiiiiiiiiiiiiiiiiiiii e 267
Mindfulness (DeSCriDING) «.vvriiiiiriiiii i i s s aaaeas 268
Mindfulness (ODSErVING) .uuveieiisiiiieii i sa e e b e e 270
Moral Violation of the EmMployee(S) . civiiiiiiiiiiiieiiiiciiiiniiiiisniessrensssassansnas 272
Morality of the EMpPIOYee .....vniiiiiii i s s s s e 273
Morality of the ObjJect.....o i e s e a s 274
Multi-Media USAge iN @ TaSK . uiiviuiiiriiiiiiiiiiisrasiissrsiiisnssesesisinsiiesississrasinrsne 275
NArcissiSM (StAte) uuveeeeiiiiiiiii s e 276
Need for SEatUS ..vuiiiiiii i s s st r s st a st s s s s aaes 278
Normalcy of Unfriendly Behavior......ccoiiiiiiiiiiiiiiniiiiciiii i ssssanannnes 279
(@] o 1 {0 oV E=T 0 0 T =T = = 1 R 281
Optimism (Personal EConomic Situation)..uvvuieviieriiiinineiisiniiaimremeaiane. 282
Outdoors Lifestyle..cciviiiiiiiiiiiiiiiisiciiiirs i i aa s s e e 283
Parental Media Mediation (Autonomy-Supportive ACtiVe) ....ccoiviiiiiiiiiiiiiiiiiniin, 284
Parental Media Mediation (Autonomy-Supportive Restrictive) .....ccocvvviiiiiiiiinnnen. 286
Parental Media Mediation (Controlling Restrictive).....c.coiviiiiiiiiiiiiiiiiiiiiciiinnnnnns 288



Parental Media Mediation (Inconsistent Restrictive)........ccoooeiiiiiiiiin. 290

Parental Style (Authoritarian)......ccveeviiiiiiiiii 292
Parental Style (Authoritative) ..ovieiciiiiiiiiiiiiiiir e e 294
Parental Style (PermiSSiVe) ..uiiviiviiiiiisriieiriiiiii e s e 296
=F g Tol] o Tz 1A L0 LI Yot 2= 298
Patronage Likelihood (Restaurant) ......ccociviiiiiiiniiiiiienini e s es s 299
Performance Improvement EXPeCtancy.....cvoivviviviiiiniiiniiiiiiiiiiiiniiniscsraeas 300
Personal Savings Orientation .. ..o i e 302
Persuasiveness Of the Ad .....ciiiiiieiciiiiiiiiiiicia s i st sa e 304
Playfulness of The ObJeCt......oiiruiriuciieiiiiiir e 305
POIYCRIONICILY .. s r s s es 307
Power Felt (State) .ivvviviiiiiiiiiiiinii st srsss s s s snnren s s s ssrsansssnases 309
o L - =) PP 310
Powerlessness with the Brand ....cooiiiiiiiiiiiiiiiiciiiiiiiiiii s nnnes 311
Preference For the Familiar Food Brand ........coccoiiiiiiiiiiiiiiiiciiiiiii 312
Prestige of Consuming the Product.........ooiiiiiiiiiiiii i s s 314
PriCe FairNeSS . uuiiieiiistirinnsttnnnstieiesntesesnsstsensnsrsrenssosanrsnrnssnsnvsssredsssssssnrsssssnsoss 315
Price familiarity With a Product Category .....c.vveviiiiiiiiiiiiiiciii e 316
Price Format Comprenension . ....ccviiviiiiiiiiii i s s an s sa s sa s s sean s e 317
Pride in Task ACCOMPliShMENt oo s s r e s teanaes 318
Privacy Concerns (Control of Information) ...cceveiiiiiiiiiiiiii e 319
Privacy Concerns (Data Use TranSparenCy) .uo.uveerieiareesinrinrsrsnessisisiamiimssmiasiasias 320
Privacy Concerns (FaimMeSS) vuuuuiuieriririinsrisrnisisinrisnisinssensrenssnersacsrnssiesiinssssenns 321
Privacy Concerns (Falsifying Personal Information) ........ccooiiiiiiiiiiiiiiiiiiiiinnn, 322
Privacy Concerns (Trust in the COmMpany) ....cccviiviiiiiieiisiniiniineec e 323
Privacy Concerns (Violated) .o.vvvviiviiiieiiiiiiiiisrs s ieeniennsniisanes 324
Privacy Concerns (VUINerability) ..oovvereiireiriiiiiieiieeiernnsersenesisesressansssrassssnsssnass 326
o 2= TtV O ] o J 327
L AT Z= TV g o T = o =P 328
Procrastination (ONliNe) .....cueeiieiiiiiiii s s s es s s s e s nnas 329
Procrastination (Trait DeCiSIONal) ...civieiiiiiririirrirsrreniserassasresnnesassnnsssssarsanes 331
Product Choice Overload in the Store ...civviviiiiiiiiiiiiiis e 333
Product Contamination ... e e s e 334



(2T o Te 18 oAl s a 1= 100118 F= LA1 0 2 I 335

Product Design (AESTNeTIC)...uuuuir i 336
Product Development Process (INNOVAtiVe) ....c.voviiiiiiiiiniiiiiiiiiiirsnn e 337
Product Evaluation (FOOT) . ..iciiireiiniiiiiiiiiiisiiinersnaivnrseaieantsaniasiiasasssassasiananes 339
Product Evaluation (General) ..iovviiiiiisinisisi i iiissa s snssnnssessiernans 340
Product Preference Heterogeneity ....ovcivuiiiiiiniiiiiieiininiiisnissisnirsnasairsnaesnarnnns 341
2 0 T [ Lt ol o= o e 342
Product Usage AUtOMALICITY «vvrriueriiiiiiiinieerie s a e enns i eria s aarnssaeraneenes 343
(=d o Ta | =T g T = T = T = =T e 345
Program Information Value ... s e 346
Psychological Distance (Consumer-Retailer) .........cooiiiiiiiiiiiiiiiiiiiiii 347
Purchase Abandonment (SEOrE) c.uie oo iae e e e et eneenaeanrenesaneennes 349
Purchase Abandonment (SEOrE) ...uviiiiiiiiiiiiiisinrr st csrirrinr st s s esansrassenss 350
Purchase Likelihood (CUurrent PriCe) ....ociiiiiiiiiiiiiiiiienainaeisissnnisssansensnsssiassans 352
Purchase Likelihood (Product From The Retailer) ......ccovivviiiiiiiiiiiiiinirn i, 354
Quality Of the Brand ....vuieeiienariiaiiiiiiiriinasrnriisnseiseressess ariesssrieanssarmsenes 355
Quality of the Company’s ProdUCES.....ccoeviiiriiiiniiiiriesiinisiinniisirrsraainsmaesnsen 357
Quality of the Product Application ... 358
Quality of the Retailer's Products ........co.oiiiiiiiiii e 359
Realism of the Ad SCENAMIO . iviiiiii i e e e st eaa st s e e b e snsasanen 360
Reciprocity Motivation (Mutual Interest) ....cciiiiiiiiiiiiinii i 361
Reciprocity Motivation (Self-Interest) ...ccvviiiiiiiiiiiiiiie e 363
Reflection 0N the StOry ..uuiii i et e a e 365
2 Te [ ol 0 =T =] [ 1 1) PPN 366
Relational Benefits with the Salesperson (Functional) ......coevvvivviiiiiiininienniinennn, 367
Relationship Equity (Customer With Company) ....ccoiiiiiiiiiiiiiiiiiiiiiiiiaea 369
Relationship FEedback ..........ciiiiiiiiiiiiiiiii s 371
Relationship Orientation of the Brand ........cccovviiiiiiiiiiniiiiiiciiiisiii i aneaes 372
Relationship Strength (Due to Gift) coviiriiiiiiiiiiii i 373
Relationship Termination Responsibility (Company) ....cccviviiviiiiiiiiviiiiin. 374
Relationship Type (Economic Exchange) .......cccoviiiiiiiciiiniiniiiiiniaanne, e 375
Relationship Type (Social EXChange) ......ccciiiiiiiiiiiiiiiiiiiiiiis i riasaa s 377
2 =] T 03 379

Xi



REMINISCING ENJOYMIENE 1ttt i e e s ra e e s e e s st abtbaansns 380

Repatronage INtention ... 381
ST e o T N 382
REVIEWING MOLIVE (ATIUISTIC) c1 ittt iierris i raes s s s s e aarasisrarssenrnarasns 384
Riskiness of Reviewing the Product (Social)....ccoiiiiiiiiiiiiiiiiiiiiiiiiiiiien e eenasns 385
Riskiness of the Purchase (Product/Website) ........ooiiiiiiiiiiiiiiiiiiiniieeierennanenans 386
Rumination of Brand-Related Mistreatment ... ..o ciaenaes 387
ST Lot | ol = o Tl O T P 388
Salesperson’s Customer Orientation ..o viiiiiniiiiiiii e eaenas 390
Salesperson’s Pressure (AQQTESSIVE) tvvveiievrererrsseernessasersassssasssrssseransssnssssrersssens 391
Salesperson’s Pressure (DIir@ChiVe) .iv i iiiiiiieiiierriiesaiaasn s iianissesarensiansrrnsensenes 393
Satisfaction (COgNItIVE) «ov i e r i ars et s s sasesrasn st rasrasasaasrsasesansens 395
Satisfaction with the Brand ..o i ettt ee s v e rrar e as 396
Satisfaction with The Co-Produced Product . ..c..civiiiiiiiiiii i e rire e 398
Satisfaction With the Resort ... i e 399
Satisfaction with the Service Agent . ... e e 400
Scarcity in the Job Market. ... e e 401
Self-CoNgrUenNCe (UniQUeNESS ) tiiiiiiiiiiiiaiiieaireerereraresenascararerssernssennstsanseennssnnes 403
TS o= T oy 404
Self-Efficacy (FIN@NCIAl) ciuun i e et s e s s s s s s nanans 405
Self-Efficacy (FINANCIAL) ciuui i ettt ettt e e s tae e e e s ernnsn 406
Self-EffiCacy (HeaIth) oo e e et e e ae b e e e e eas 407
Self-Enhancement When Talking t0 SOMEONE .....uivveiieeiririiiirerieeeeienereenreeneasnenes 408
Self-Regulatory Orientation (ASSESSMENT)...iuiuiiieeiiernriianrnrnreiesrresnrererrneieseeniniens 409
Self-Regulatory Orientation (LOCOMOLION) cuiriiiiiiiiiieiirneinsrennissirasssesssrersnennenees 411
ST R e T B (e Ty g T w7 =T g T =) 413
STl R o T O AT = | TR 414
Sense of Completion with Negotiated PriCe ...cvvviiiiceiiisiiniieniceiineeensnennennens 415
AT § o o Ty L o P 416
Sensory Pleasure Expectation (FOOd POrtiON) . .uui.viiiiiiiiiiiiiiiciiie i eene e 418
SeVErY OF ThE BV Nt et et e et s a e e s e et st ran s aenesnnsnrasenes 419
ShOPDING fOr NEW TABES .. viiiiiiiiii it re et esrsa st s enereaestantnsnesrnnreansssnsnsns 420
] pleT T Tl Te IR =T 421

X11



Side Effects SeVerity (DrUg) oo iiiiiiiiiietivninieseesieneerisrasinreeeintarenssansrnenasnss 422

Similarity to Another Person (EXpPresSiVENESS) i vuviiiireeiieeiirireeranrassineessrseessneenss 423
Similarity to Another Person (Overall) c.....cocoiiiiiiiiiiiiiiiec it eeaes 424
Similarity to Other CUSEOMErS .. uiviiiiiiiiiic e 425
Skepticism of Negative Information About the Company.......c.ccevvviiiiiiiiineiiennnnnn. 426
Social Acceptance Concern (POSEING) vuveiieriiiiiiiiiiieiiicriiaiisisesssasirie s ienesiaes 427
Yo ol T= | 2N =T o T o PP 428
Social Avoidance (Place SPeCifiC) cuuvuviriiiiii i e e et e e s e aneaas 429
ST Lol = I o L= o o PN 431
Yo Lo =1 I CT o L0 T o B0 Lo L= o) 432
e Yol 1= B 1 L= 1= T =7 T 433
STo Lot = | [ =To [ 0 L= T [ R 434
S0CIal MODIEY .o e 435
STo Yol (ol=Tolo] plo] o | Tolis o= | {1 L OO UPPTP 436
SOftNESsSs Of the Al i e e ire e eae e e e e e e eanaans 438
Sophisticated ConSUM DL ON «.u i e et et e s aaserseranerrenren 439
Spatial PresencCe (ProOQUCE) ..uovriieieiirseeeieaeeersriressnssrssnsinrarasseaansssnnsesnnsesssrensss 440
s Tl ale [T aTe [ o £ =T=To (o] 1 o TP 442
SPONSOI/ SPONSEE CONGIUBIICE tuttueenteenientrasrnsranestasisseaseetsantasseasesnamseesniessennenn 443
Store Design (Confusing Interior Layout) ....oviicniiiiiiiiiiiiiiniciiisiiiisennisiaeanaans 444
Store Design (Cramped) .....uciiiiuiiiiiiiiisiies et rrase s s s s s rasn e rses s anrraens 445
S =TT o == 446
Submitting Ideas to the ComMPany ....ccviveiiiiiiiieier et re e ae e e as 447
Sunscreen Use INTention. c.vou i en e a s e et s s s aeaeaeetenanas 448
Susceptibility T0 PersU@SiON ... ..ociuiiiiiiiii i e e et e aas 449
Suspicious of Other PeoPle. .. ... e e e ea e e 451
Taking Money From Savings (Future-Mindedness) ....ccooveviiiiiiieiiiinieiiisiinenneaes 452
Taking Money From Savings (Irresponsibility) «.o.veeviiieiiiiiniiiiiirieine s 453
Targetedness of the Ad ..o et a e 455
L= 13 01 T 1 R 457
TASK BN Oy MmN i e e e e st e e e 458
I 133 =T Lo 1= 1 o 459
=L L = (T =T Lo = P 460



Team Rivalry (Game INAUCEA) .. iiiiiiiiiiiiiii i e 462

Temporal Proximity to the Health Problem ..o 463
THreat t0 SOCIAl O I ettt iii it eee i ettt aaa et esee s ran et sa s s aaararaessiaanans 465
Tie SIreNgtic . iciaiisssisiannanssaannrsnassasessinnnsssessnssssssannesmssen sasansanassassmssusmnassansusnss 466
L= T G o B oL = N 467
BT o LT o L= T = 1] L= PP 468
Trust in the SaleSPeIrSON «iivuiiiiii i i s s s ats it e s s s er it rasrannnss 469
Trustworthingss (GeNEIAl) «.i i e s s ara e 471
Unfriendliness Towards Employees (Other Customers) ....cvoovviiiiiiiiiiiiiinnn, 473
Uniqueness oOf the ObJeCE. ... it e e a s e e e e 474
Unigueness of the ObjJect....cciiiiiiiii e 475
Usefulness of the Onling ShopPING AP D . i iiiiiiiiiiaiie it taer e s asiar s srans 476
Usefulness of the Shopping Technology .....cciiiiiiiiiiiiiiiiiiiiii e e 478
Value Equity of the Product. ... s s e ra e 479
Value of the Company’s ProdUCES .. iviveviiiinviainiiisiiiasisisasisianmsiesssisarssisinnnrnsessess 481
Value of the ODbJect «ui i e 482
Value of the Objects (COMPAriSON) . ..ccuiiiiiiviiiianiaiiiiiiisiia s iaisans saassesrsassas 483
Value Of the Produch. . et s s i i be s e s e s s an s e a s ra s 484
Value of the RewWard. . iviiiiiiii i i siei s i e s s i ee s b s s e a e tstaane s s rnnnss 486
Value-in-Use (Produc) coiiiii i iiine e s siiasss s ssansa i ssasnnsssnnnsssnnssnns 488
Variety Among the ActiVITIES ... s e 490
Variety-Seeking TeNUENCY «.uiiit it e e traea e s aarseesntas s s s aassaaneans 491
Versatility of the Product ... e e e 493
Visual Appeal of The Product. ... ..o e e e e eeens 494
Visual Processing Fluency (General) .....ccciiiiniiiiiiiieiiinsiiire s sias e snanaans 495
VUINErability. v e e e e e e 496
Walt Time in the SEore . s st s e ees 497
L= L T Lo 498
W armMiEh Of the Parson i e s e e r e e 499
Warmth of The Person .ovviiiiiiiiiiii i s e st r st e e e s aa s 500
Website Design (AeStNeliCS ). v ittt eiiioiiri st tr s st s st sanrnennnsraraess 501
Website Design (Information QUality)...ccevviiiiiiiiiiiiiiisiiiiiiiiiesiisnesnnisanseinsenaess 502
Website Design (InteractiVily ) .. iieiiiieire i ni s st s e e 503

X1V



Website Design (LOW PriCES) vuuvuierivriiiiiiiiiitiiiiiiiiiisiaaneessissiniaisseserssisniinsm 504

Website Design (Product Selection)....v.c.ciriiiiiiiiiiiiiiinieiiincsssiasianenasssassanes 505
Website Design (PUrchasing ProCESS) .uvuviiiiiiiriiieiiiiinieiiiassissinraiiisiiseiiniie 507
Website Design (Readability) ..ocoiviiiiiiiiiiiiiiii i i i e 509
Willingness of The Business to Accommodate a Special Request .........ccvvvvenninne. 511
WillINGNESS L0 PaY MO . uiiueiiriiiiiiiiireiiiteiesaesianensssnnsseasasssrnssanrienssnassnsennes 513
Willingness t0 PUFCRASE .....uiiiiii i i re s e e s s s eaes 515
WilliNGNESS 10 PUNCRASE .. .viuiiiiitiietei it ettt e e st a e e e s anaerannes 517
Willingness to Purchase a Product @s @ Gift .....ovoriiiiiiiniiiieiiiiiii i ciieiaenans 518
Willingness t0 SWItCh COmMPANIES ...uuiiiriieitierie it reer e ieetrerrns s enreanes 519
Word-of-Mouth (NeGative) .. veiiiii i st s s e rraenaes 521
Word-of-Mouth Intention Toward the Resort ..o 522
S 8] ) (=Tl Al g o [ PPN 523
ADOUL the AULNOr ...t r e e et raae e eaaes 529

XV



	Inhaltsverzeichnis
	[Seite 1]
	[Seite 2]
	[Seite 3]
	[Seite 4]
	[Seite 5]
	[Seite 6]
	[Seite 7]
	[Seite 8]
	[Seite 9]
	[Seite 10]
	[Seite 11]
	[Seite 12]
	[Seite 13]
	[Seite 14]


