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CIIAPTER I

IHTROGUCTION AND HISTORY

The complexities of daily iife make &n analysis of motivation one
of the most difficult Laékﬁ that confrouts anyone interosted in human
behavior. The interpretation of such an analysis is even more hasardous
when one realizes that, for the most part, people pursue their caily
lives with Llitile or no idea of what motives prompt their habitual be—
havior. When asked why they exhibit characteristic behavior patteras,
they rarely zre able to repori their actusl reazsons but tend to give
rationalized or stereoiyped responses.

Hany motives find their bages in ehildhood. Anyone can cite in-
dividusl examples of this from his own sexperience, probebly the nmost
common one being the observation that cue'ls gglitical preferences are
usualiy influenced by the political prefsrences of one's parents. As
children, many of us argued sbout the relative msrits of this or that
make of automobile; the farily make probably being accejted as the best
and the rest being relegated to an inferior rank. Rarely did we pause
to anelyze the reasons for our preference but we were, nevertheless,
firm in our convietions. The tuestion ivwediately arises zs to whether
these childhood preferences ien.. Lo be stable, and whether thers is a
carry-over eiffect into adult behavior. Kules of thumb ore common.
Lenin's remark, ®Give me four years to teach the children, and the seed
I have sown wili never be uprooted®, is a cease in point. The lmplica—
tions of this point of view zre of prime importance for the propagandist,

the advertiser, and ths educator.



n

This study wss designed to obtain inforisation regarding the estab-
lishment and the constancy of preierences. oSince brand-names play e
large part in cur daily iives and since comparatively 1ittle is koown
about them, they were chossn 83 materials for study. The determination
of the stability of brand prererences in children ano the analysis of
data relative to the development of these prolerences coastituted the
main problem under iavestigation.

These problems neve rsceived scant attention in the existing liter-
sture. Even itnough brands or itrade marks have been used siace ancient
times (6), researches dealing with them are of rather recent origin.
sfven experiments concerned with the most widely studied problem, that
of confusion of brand names, are not numercus. oince these studies are
not particuiarly pertinent to th: present investigation, no attempt will
be mace to review them in detail. However, two studies illustrating the
main techniques employed in studies of brand confusion will be reporisd.

Paynter (7) presented his subjects with a list of Z0 trade names,
typea on carde and shown to the supjects at tne rate of one per second.
A second deck of 40 cardsg was resented lsmediztely alter. The sseond

list contained 10 names tnal hau not been presented in the Iirst Llist,

3]

10 imitations of names that aypeared on tThe firet 1ist, and =0 nanes
that had not been on the first 1ist and were not imitations. The sub-
jects were instructsd to pilck out those recognized &8 naving been scen
before and & coufusion score was calculated froz the number of errors
nade. In acdition, Paynter typeo the origimel ana imitation names sice
by side on a series of carus and szgkea the subjects to rank them in the
/
order in which they thought coufusion vetween original &ﬁd imitation

existed. The relation between the two methods of measuring confusion



was positive.

Borden (1) tried to spproximete & more typical situation by intro-
ducing a specific product, namely, wen's hats. The subjects were pre-
sented with & brand of hat actuzlly on the market but wnieh, it was
clrimed, might be confused with a more widely znown and highly regarded
nat. They were then sgsked & series of guestions about the het. These
questiong were construcliec so as Lo insgure that the experimenter would
know whether the subjects were aware tnat another hat of approximstely
the same name wsS &also on the market. Those whove answers indicated
thaet they thought the hal was the product of the betbter known menufae—
turer were considered coufused and & confusion score was oblained.

These are tysical studies of trade name confusion. Published ine-
vestizations desling with brand loyeliy or brand preferences are not to
be found in the literature. A fow studies of brana femiliarity aere con-
gidered here since part of the yresent study is councerned with awareness
or femiliarity, and since some of the studies fook intoe considerstion
ressons for femilisrity.

A standard form for studies of brand familisrity wes esteblished
by Geissicr () in 1917. Using the controllied associztion technigue,
in which the subjects are presented with a product name and are asxesc
1o record the {irst brand name thﬁt‘thay recall, he found thet his 300
subjects namsd 81X uillferent brands in response to 20 familisr product
vames. In only 6% of 6000 cases did nis subjects feil to respond with
e brand nsmwe. His resulits indicated thst zs the range of responses in
terms of number of brands named per product dsecreased, cases of inability
to ruspond slso decreased and the sxpowledge of one outstanding brand in-

creased., This supgests that the lewer the brands for any one yroduct,



the greater is the onpurtuuity for one brand to attsin dominance.

&f'ter esach subject had responded wilith the first brand name recalled

for each of ihe <0 products,

ing that particular brana first.

he was ssxed Lo glve his reason fovr recglie

Geissler reported that, of those eli-

gible to give a resson by virtue of naming a brand, 50F referred to use
of the product, and 273 to advertising; <1% of the group gave reasons
classificd as mlscellansous; the remeining 2% gave no reascn. An attempt

made to lsolate the fzaclo

of the product. Theoreticzl analysis led Gelsslesr to

with § out of 3 chances of deteraining orizinal use as
out of 8 for alsceliansous reagous. &hen the products
necessities, quasi-necessities, and luxuried, he found
brands named in =aeh category varied and ithat
sribering thew first also varied.

ersze ior luxuries than

ro determining the respondent's original use
credit auverilsing

arelust 3 chances

that the number of
the reasons given for re-
Fewer brands were reported on the av~

for pecesslities and cuasi-necesgities, and use

waeg & nore [recuent reason for recall in the case of necessities. Adver-
tisin; and uziscellaneous reasons were named wsore freguently for luxuries.

The controliled assgocistio

1 technique was ugain used by Hotchkiss and

Franken in two wsll lkmown studies (3)(4) of brand familisrity. The first
study was deslgned to test brand familisrity by having 101L subjects re-
the first brand nsme they thought of for 100 products. The

spond with

geeond sbtudy limited the nuwubsr of produets to 10 but this

jecls wore asked to respond with all the names they could

of the uroducts. This wes followed on the succeeding day

naire which called for information oun current use of cuch

a

length of time the present brand hac been used, and namcs

used.

time 1000 sub-
su,.ply Yor sach
by o guestion~
Jroduct, ithe

other brands



un

Sex differences obtained were gmall., There was no ditference in fa-
miliarity Letween brancs named lor productsclassiziec as shogping zoods,
i.ee, radios or fountain pens, and those numed Ior yroducts clussed &s gop=—
veniencs gooas, for exaaple, cigarettes or cereal. Freguency cf purchase
wes thereiore not considered a Tictor in fanmilierity, butl = comqarison of
frequently ussd ana infrequently used goods shnovwed s relationsihi, between

Hotehkiss and Franbea found that leadersnip in Fauilizsrity of vell ad-
vertised wranus was wore pronounced for non-users than for users of pro~
ducts. They also founc that a comparigon ol responses on the bausis of
anount of acvertising involved snoved that the more neuvily advertised
brands were namsd oltener than lessg well sivertisec brauas. Furthsrwore,

& comparison of the 19zl and the 1luyxs study in Lerams of the respooses for
gpecific brands showed that those brands waich had naintained theilr adver—
tising had retained ithelr relative familiarity whevresas those whose auver-~
tising bed dropped ouf had leudsd o wose thelr stendiog in relation to
other brands. Thnesir geuweral conclusion was that & hign degree of faniiiar-
ity was sssocisted with extensive aavertisiag.

Waller (3) studied branc fasmiliarity by meagurin, hie subject's reac—
tion tise to comnodity names. His 1ist ol commodities was read three tiuss
to the same subjects. In Part I the subject was to resgpond as guickly as
possible with the first associstion thuet occurred to him. Ia Purtll, the
subject was to resjond with the name of a brand associaied with the product.
In PartIiI, the subject wes to respond with the brand used. In many cases,
the responses to all three perts were the same., MHe found thut oa the aver-
age nis subjects numed the {irst btand thet oceurred to thea (Pert 11} as
cuickly £8 they nesed the brand used (Purt [I1). His data also showed that,

when the responses to Parts II and LII «were the same, the reaction time



for Part II was shoriter as wsg the resetion time for Part III. In other
words, familisrity decreases the resction time when namiug brancs. Trenty-

srecence of

i

seven of the 100 coamounities gave resulis wrnich inoicated the

& coninsat breng ang the reaction itime for these commocities sas shorter

:)

than commoditi«s with no comdnant brend. This supports conventioral stu~-
dics where frequency oi response is taken sz indicetive of familiarity.

In Fronce, Juncsens and Hebn (5) working with French and Flemigh
school ckildren in graces l-4, elsc btested brand fomilierity by the con-
trolled acsociation technlgue. Seversl preteste were conducton to assur
thet the weithod could be used with children. Thelr essential methodology
consisted of presenting the students ilo scnool with e Dlaank fors sheels 4
short explasnation of the mesning of a brand gdame was given, followea by
three examples. Then 10 product nsases wers given by the tescher alt ieter-
vals ol one minute ane the ehild wus to record all the brancs thet he could
for the product. Frow the test three types of results were obtainedy dals
referent to ago of ewmsrenecs, duts regurding sex differences in awarensss,
and tae relation .f scholestic reak and swureness. I1he resuits led to tne
following conclusionsi-

ces o-7, chilaren inew from £-3

L"z

P
s

i

le At the end of ithe [irst grade, noruz
brands of the 10 prouucts used. Since tie iavestligotors had deter-
mined from a oretest that kindergarten chilidren had no awarensss of
brands, they assum=d that initisl awareness of brands was acsociated
with the first opportunity to read.

K Boys became aware of trade names at 8 faster ratle than irls with
practically nc mean dirference between their number of responses in
the first zrade, but with difterences of about 3 responses iu the
second grade, & responses in the third grade, and z respoudes in the

fourth yrade, all in favor of thue boys. These figures ure alli based



on average nuwber of brands given.

3. ince &t the end of the Tourth srade, normel ege 10, most children
knew at lesst one brand aeme o1 prodict,; vhe guthors ssswded taat
association between brand zame and Jrocuct nave beccues estebllsied
then.

4« Awareness wus found 1o incresse regulariy with aygs, siuce a coupurison
of the normal age grouy for the gradess couvlidered showed an iacrease
in the mean nusper of responsss fro: % b age 7 Lo 14 wl age lu.

S5 Becheliastic rank within any one crade showed noe poesibive correiwaiion
with the number of resgonges iveh.
with the exception of the studies by Puynter snd Bordeun, the rest of

the invegtigations in thiz rencral field have besen coucuernet with the genw

eral osroblem of brand fewilisrity or awsreness zg ztudied L, the controiied
sssocistion technigue, and Ceiseler, and Hotehkiess and Freuken Loth were
interested in the ressons [or familisrity. lThese siludies dlifer from the
present study, Tirst, in the asthod uged W dsteradne lamilisrily or aware-
ness; second, in that they wore nol concerned with brand preference or
reasons Lor preference directly but with reasorns for familisrity; and
third, except in the cage of Joneseus aud Hahin, in tust lhe subjecis were
adulhs.

In the lizht of the foregoing discussion 1t is spparent toat iidtle
actual experimentstion has been focused on ine problem ol Lraaceduness, de-
spite its obvious importance in daily existence. A considsravle folxklore
concerning loyalty to brand names has . rown dp &ud bes beus suppurtsa DY
exaaplos {rom everyday experience; but experinental svicewce snbout brand

loyaliy has beeun found to be non~existent. Lixewlsc, 1ittle is inown aboub

the ressons expressed ifur brand proierence.
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CHAPTER 11

Detailed consideration of the subjects and the method used for
each major section of the investigation will be found in specific dis-
cussions of those sections. To enable the resder more zasily to in-
terpret the precent section s briefl outline of the jroblem as a whole
and the general procedure lollowed is incliuded here.

() The first part of the study w:s dusigned to deal with brand
awareness or brand familisrity. A&ll subjects were given an awareness
test snd the results obteinsd were related to the standurd varisbles
of age, econowic status, 1§, and number of siblings in the family.

(b) Following this, the same subjects were given a yrcference question-
nalre on which they indicated their brand preference for each of the

16 products used as materisis. This part of the .tudy wos concerned
only with the eflect of changes in aze. (¢) The thira part of the

study dealt wilh the reasons for the child's preference for sach brand.
Here a random selection of one third of ithe original ssmpling served

a8 subjects. Auain the relatioashipns vetween the variables of zge, Ik,
and economic status, togethsr with the relationshi s between the resulis
on the awsreness test and reasons for preference were oblained.

The inter-relastionships of thesse major variables bring up some very
general problems which make it necessary to exaumine the sample in jeneral
before proceeding to cesl with the wore specific problems.

It is readily apparent that if cach of the variables involved, l.e.,

age, economic status, IL, and number of siblings, proved to be distributed
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gimilarly for euch classificetion of the othsrs, successive fractiona-
tion would not be necessary. Therefor: the vuriables were tabulated in
a contingency table and & Chi Sgyuare computed to determine whether any
of the dirferences were gignificant.
As sn example, the distrivution of those in each ecoumomic group
for esach age level 1s showmn in Table 1.
TABLE 1.

DISTRIBUTION OF SUBJLCTS ACCURDIRG TO
AGE ARD pCONOMIC BSTATUS

. Economic Siatus
Age -

— e ,,_‘?‘;w,_h B & i ? Totad
9 G 31 33 g8 5 &3
10 3 3= 37 9 3 84
11 3 <7 =3 7 5 70
12 7 ii 29 6 o) 70
13 5 22 39 10 2 78
14 6 34 Al 8 4 93
15 5 38 56 5 1 105
16 5 L3 A= 2 1 93
17 0 8 1 2 1 40
1 o 10 10 z 1 3
Total Ly 306 360 70 3< 31

The Chi Equare obtained from this table is 43.47 and refer-
ence to a table of the sampling distribution of Chi Square
indicetes that the probebiliity of getiing = Chil Syuare as
lar e for 40 cugrees of freedom ( (11-1)}(5-1) ) through ran-
dom ervors of sampiing is 25 iu 100.

& Chi Sguare large enough tc limit the Jrobabliity to 1
chance in 100 of an obtained dirference being atiributable
to sanpling errcrse 1is usually considered highly significant.
A Chi Syuare large enough to limit the probability to 5
chances in 100 of an obtained difference being attributable
to errors of samusling is considered sipgnificant but not
highly so. Since the Chi S¢uare Ior itnis taeble yields no
such value, the diiferences butwsen the groups can be attri-
buted to smapling errors. Ia the intersst of brevity this
phrase will be contrzcted to references to the 1% level or
the 55 level of significance. The reader is cautioued to
interpret this phrase in the lizht of this discussion.
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Any diffsrences which yiel: Canl Syuares tou small to alttaln ths 1% or

5# level of significence %ill be considerad attributable to random or-
rors of sampling and will be referred w os losignilicant wifferencas.
Distributions of the standurd varlables referred to before are described
in the followini pages. The sctusl dets wmay be found in tabiss in lhe
Appendixe

The first comparison was wade between age and sconcmlc stetus of

the subjecis. If econonmic stetus were found to be distributed uniie
formly [or sach age group, a double brsazdown {or both aye and econowic
status would not be necesssry. Actually the Chi Square yilelded a very
high srobubility that the difrfcrences obbtuined were the result of snum.
pling errors. (See Tebleo 1 wnd followinz). For thic reascen, the frctor
of age wae not portlaled out of the results obluined from o {ractions-
tion by poonoric status s the effect of age had been shorn to contri-
bute equally for szll econowic Lsvels.

rison butweon zge and gumber of siblinsg wes made Lo de-

P ke
The cowpy

£

]

termine snether the cistribution of siblings was the smune at each sge
level, and sgain the Chi Dquare indicated vt the aifferesuccs obtained
could be attributed to errurs of sampling. Accordingly, sge ol the sub-
Jects was not partialed ouv when the resulus wsre broxen down for nuwsber
of aibiings in the lawily.

The next comparison posed a problem. In this case & v wWed COMe
pared woih Lo and the Chi fquare obbsined limited to lecs then 1% the
srobability thut the differences between the distributions accordinyg to
IG at saen age level were due o sasmpliog srrors. IF the resulis woere
fractionated for I¢ without vefractiouation for sge nico, any resulis

obtained misht ve dilutsd by the eye fuctor. Yo discover wore about



The disiributiocns, the age distribution was dichomotized, assigning all
those with ages below 14 in one grouy and those with ages of 14 or above
in another group. The distribution of IG's for esch of these groups was

plotted and is scown in Figure 1.

/o

o iz, I N . - " "
Be lowe g;, Fo- /f);" J1 v Jaly- /Jg
8o 54 %9 io9 "4 irg v
I .
“""_‘-‘Bge‘& l‘ép &Eld &Abc"\fe. ﬁz 19’7.7 S.D‘g .i.l.A
Ages below 14. 8= 108.0 S.D.= 14.7

Fig. 1. Distribution of IL's by s e group.

If these distributions had been scatitered at different points alon; the
I« axis, the results would definitely nave hau to be reiractionatea for
ace as well a8 IQ to assure that results would be related to IQ alone.

&8 this wss not the case, a test of cignificance between ithe means of the
two sroups was computed., The difference botween the zeans of the groups
was <3 and the critical ratio of the difference .30, indicating that the
difference between the groups was not one of central tendenecy. However,

as the difference between the gtandard deviationsg was 3.3 and the critical

ratio of the uvifference 4.,50%, the diiference between these distributions

AT 25 3Bt i oy T At e 15 . g 8

#1t is conventional to reger. a critical ratio of 3.00 as an arbitrary
standard below which differences may be attributed ito errors in sampling
and sbove which aifferences are signifiicant.



i3

was one of wvariability.

Since the means were nob significantly different for the two groups
and the stencard deviations were, ths fact wes estabiisned that the older
groupr did not hkeve higher ILts in geaeral but were merely more homogens-
ougs. +this eliminated eny necessily of & refracticnstiion for ase when the
variasble of I§ was being studied since total comparisons would be rels-
tively unaffected.

Cne other comparison belween basic gruups was made; thst between

sconomic status and I§. Usually cccnowic status snd I¢ have been found

to be positively correlstec and the resulis ol the present study are in
agreement. The Chi Sguare between the dictribuiticn by economic group

and the distribution by I wes significant te the 1% level indicating
that the distribution of I¢'s differs with sconoasic yroup. The correctsd
contingency correlation beitwsen these variables was found to be .31 +
066, It must be remembered, therefore, that relstionships determined
for either of these varisbles with any other veriable aay be affected by
this inter-relstionship.

To summarize; results delteruined from a frectionation mccording to
econoulce status of 1y probably are not ianfluenced by the inclusion of the
age factor. However, since there is a correlation between IQ and economic
stabtus, comparisons made bstween ciiner of ihese verisbles snd any other
pay be alfected by laeir inter—reletionsnip. Since it has been shown
that number of siblings in the family is distributed uniformly for each
age level, refractiosation of the ssample distributed sccording te number
of siblings and age is not necessary. Horecomplets discussions of the
sample as it sppiies to particular problems wil: be found in succeeding

chhapters.



In visw of the complex inner-relationshiys d=ealt with in this
study, an International Business fazchine Card Counting Sorter wes used.
A code was constructsd wmbich was enmployed inm trsusferriag the dets ob-
tained to Hoiiwrith Carus. Hend tabulation would have been not only iie
practical but unrelieble. 1Y is estlusted thot betwesen 900 snd 100J

gorts were made during the courpse of the study.



CHAPTER 11X

BranD AWARERESS

LHTRODUCTION

As stuted in the general introducticn to this study, the two main
problems for which an answer uss sought were first, to determine the
extent to which brand preferences are constant once they have been &g
tablished, aund second, to isolate the major fuctors which influencs the
development of brand _references. The desiin of the experiment was
dictated by these two problems. It wes recognized that when a child
wap asked to show a preference he might incicate one without any <acw-
ledge of the brand preferred, even though ellowed to avold stating any
definite preference. Two ¢istincl groups were thus clearly ocutlined;
first, those stating a preference with :nowlec e of what king of an
article the brand revpreseated, and second, those pltating s preference
in the absence of such snowied;e. To itrest these {wo groups as ilventi-
cal might well obscure the true facts of loyalty to brand naamvs. The

same arsument aoplies with regard to reasons for preference. In view

of the obvious need for some criterion of snowledge, an awareness test
was constructed.
Althougn the results cited are subsidiary to the two main problems,

this chapter precedes the others because an underatanding of the aware~

N

ness tuet and of its interpretation is necessary to an understanding of
the other data obtainec ia this study. Aciually the cals presented have
considerable importance in their own right, since oaiy the uost meager

regults from controiled observeticn are available regarding the develop-
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ment of brand awereness.

SUBJECTS

The subjects in this experiament were 313 chilidren drawn {rom three
grade schools and one nigh school in Prince weorge's county, Haryland.
The schools chosen were spread geograghically so that & susmpling of eco-
noric levels coula be obtainea, one ol the grade schools drawing its pu-
pils vrimerily from the € and D¥ cconowmic levels, ihe other two drawing
primerily ifrom the A and B economic levels, and the high school drawing
from the total economic range. oince Lhe distribution of economic groups
for Prince George's eounty as & wnole tends to be slightly skewed to the
higher economic levels, & representative sample should also show this
tendency. This proved to De the case in the prevent sumple.

The disgiribution accordiag to srade in school is shown in Table 2.

DISTHIBUTION OF SUBJRCTL AcCuniluG
TO GIADE L »CHOOL

Grade = 3 4 5 & 7 3 9 10 1l Total
| 87 102 9Q 78  To 105 B9 g6 90 813

in the final calculations ¥ cases were eliminated trom tinis part of the
study because they failed to complete the test and ome other was eliminated
because information regsrding his age wus not available.

The aistribution employed in ceterainin; the soe at whieh children

beccms aware of brand names is shown in Tuble 3.

#The conventional economic groupings were uzed. A discussion of
their measning and of the criteria used in classifying the cnildren may
be found uader procedure.



TABLE 3.

DiSTRIBUTION OF cUBJeCTE ACCORDING TO AGE

Age 7 8 9 10 il 1z 13 14 15 16 17 18 Total
Boys 3 4Y 44 48 27 28 43 4L 60 48 20 11 47
Girls 1 28 39 .36 43 4 35 46 L L4 A8 1z 387
Total 4 69 83 84 70 3 78 90 104 92 38 3 804

In these computations the resulls were fractionated Tor sex but since the
results obtained from each sex were shown to be so silwmiler, no furiher re-
sulis were fractioneted on this basis.

The distribution of subjects according to eeconomic siatus is

shown in Table 4.

TABLE 4.

DISTRIBUTIOR OF SUBJeCTS ACCOHDING TU nCOHOMIC STATUS

Economic status A B C D Total
N 43 304 35 70 773

A comparison of the percentsge in esch group for the present sample
with the estimated percentape sctually in euch group for agproximutely

the same geoyraphical ares is shown in the following table.

TABLE 5.

COMPARLSON UF SUBJECTS! sCONGAIC STATUS WITH LOCAL
POPULATION ESTIwATE

Economic status A B C D Total
Present senple % 6 39 L6 9 100

Estimeted actual

distribution %10 30 40 <0 100

The distributlon of subjects according to I is shoen in Tsble 6.

Tne 1Q equivalents were obtainec from the Pintner-Cunainghas rriwsry &en-
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tel Test and the Detruit Primery Intelligence Test in the zrade schools,
and the Otis Group Intellisence Scale and the Henmon-Nelson Test of Men-
tel Ability in the high school. In many ianstances the child had taken
more than one test snd nua nore than one L{ score. shencver this occeurred,

an avera, e of the scores was taken asnd used to classiiy the student.

TaBLE ©.

DISTRIBUTION OF SUBJECTS aCCURDING T0 IQ.

I§ Below B0 30-69 90-99 100-109 1i0-119 120-1i%9 130 us Total
N oo D 38 AR 176 161 93 31 63z

This tauble shows that the aislribution of iIQ's is& nearly normal with a
s8light tendency to be skewed toward the low scores.

The subjects were asked to indicate on their test sheets the num—
ber of brotu.rs and sisters itney had and the resuiting distribution is

shosn in Table 7.

TABLE 7.

DISTRIBUTION OF sURJCTs ACCCORLINHG TU RUHBER OF oIBLINGS

et e s e et U

Wumber of siblings 0 1 2 3 Over 3  Total
N 109 227 192 121 155 504

b i

This curve shows thot more cnilidren had one urother or sister than any

Rl

other number of siblings and the curve tapers olf in bouh directions.

MAT:KIAL

An awareness test consisting of a series of 70 breand nsumes of com—
merciai producis and 10 other names, a total of 80 names, wes used to
collect the data pertaining to fauiliarity with brancs. ¥Yive of ithe 10

extra nawes were names of Washington depsriment stores and the other 5
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were tho usmes of olificel particg. For the surposes of this study eld

—— 5

b

- - .
1

of the nameg cen e conglilered brand names and will be raferred to o8
such throughout the study. The 80 names wore cupable of beins srouded
into 16 oroduct centegoriza, 5 nases for auch cztenory. For evample,

T

there vers 5 brands »f colfce, 5 of samsolliae, ete, The comoslets test and
the oroduct groupings may be found in the idppendix.

groducts and tholr roprecentative brands were selected on the
following bases. In the case of producis, an abttemgt wss made to select
& wide variety so that any differeances that might occur would be cleurly
daefined. The Lrands chosen were seliected on the basis of what wight be
called popularity, i.e., they were well inown aud wigzht be regurded as
represenbtative of the product iu cuestion. Ia some cuses almost all
Xnowi brands Jor e produect were used;  in others, the selsction was nade
from a lavge risl of possibilitles.

5,

following mauner. The 30

5
J
v}
ot
o
£
’.J
(=3
ct
o
(\»

The swareness test was cons
brands were pleced in chance craer end a multisle response lest was de-
signed with 5 »nossible responses snd & "Don't Know" category for each
brand nawe. The position of the correct answar in the 5 possibilities
was randomized for all brand namss, a8 wuas the position of all olher
posgsible resgonses. In this way, the josition of suy one brand name,
the position of ite correct snswer, and the posltion of the alternsie
responses were all selcctsd by chance arrsngement.

Space wes alloiled on the last page for the chiic o ingerthls name,
age, grace, socx, nuwber of siblin:s, and home address. The directions for

taking the test togeihsr wilh foiw sampiz groblems proceded the test

PIOpET.

The test w8 pretssted reversl times to minimize errors in coustruc-—
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tion and to suggest appropriaste rovisions. The pretesty were adminige~
terea oace inaividually and orally to 5 subjects whoze sges were Irom
7-3; onece to 4 subjects, sse 7-9 who took the tesgt individusliy anc
without &id from ithe experisenter; next as a Jroupy Lsst to 30 subjects
inas classreom; e&und linsliy 48 & srouy est to 32 subjlechts in the class-
room. she first classroom teet wes coaducted in greces z end 3 (normal
ages 7 and 8), and the second grouy test in jrades 3 and 4 (normal ages
&% and 9). In each cusse sppropricte revisions were wade in the light of
the difticulties wnien were discovered.

In vizw of the soszewnct unusual nsture of the test a considerution
of total score for the test would be without meaning for the rust of
the study. This maode a computation of tho relisbilivy rother difficult.
Hosever, it woes {inelly decided to compare actusl uncrcent zyreeument for
test-retest. Sixty-seven studeatls in a private school near Bzlitiamore
were jiven the test and thrse days later were relosted. The mean per-
cent of agresement was found to be 3.0+ 1.08. This way be regerued as
& most rigorous criterion since no account was taken of the correctness
or lﬂcovregtus~a of the resgpoonss, but only absolute sgresmint hulwsen the
two responsed wak scored as agreement. The psreentase obislined is thus
indicative of high reliability. Horeovsr, Psarson Product domsut vo-
efficients of Correlation were detercined for total score 1ight, total
score wrong, and total number of ®Don't Lnows®. Ths test-reiest re~
liability fov oo righie was W90, lJor e weougs, 33, ang Jor Lhe "Don't-
Knows®, .0Z. This is generally considersc i3 be high reliabilily for a

tesi of tnls xinde.

PROCEDUEE

The tests were administered to the subjects by ithe experiamenter



and by Uwo trained assistants. ALL tezsts were given lo groups in the
school clasusroon during the {irst school hour in the merning. In the
case of the 3rd, 4th, anc 5th greces, the experizenter invited ths chile
dren to play & jame and asked them if they woula like to do so. The
angwer ¥as always in the affivmetive. Caution w.s taken to sllot short
rest pauses &t the end of each pape lu order o cluiclize boredom. These
cixildren took the test as & jame and epparently enjoyed it. Hhen ssked
if they were tired, they would shout "nc®. Spontaneous comments such &s
Pinatts & hard one® or vice versa were indicetive of continued interest
in the test. The older students, those in prades 6-1l, wers told that
the study was part of a large progras of research and that they had been
selected as subjects. They were very cooperative snd took the test under
standard conditions. All subjects were sdmonished Lo do thelr best and
not to tell students in other classes what had occurrad so thet other
students would uolt have an uafair advanta:e. The tests were conducted in
grades 3 to 11 (the last year in high school) in ssceuding order.

bnother dichotomy was made in the method of administering the tests.
Since the younger children were llkely to have reascing difficuilies, and
since reading ability wae not one of the [riuary considerztions, the come
plets test was read to them whlle they folloved on the test sheet. After
he standard instructions and examples heo been presented and 2ny ques-
tions about procedure answered, the {irst brand name was resd, follovwed
by the slisrnate responscs. Ampie time wie sliowed for the children to
answer and then brand number 2 was resd followed by its slternute respouses
and time allowed for ithe correct answer to be designated. This was de-
signeu to hold effects of differences iu reading ability at a winiaum.

Prom grade b on, only the instructions and examples were read and ihe



caildren allowed to psroceed by themselves. They were told that any
questions regarding pronunciation woulc Le angwered and they were not
slow to taxe advantage of this oifer. All subjscts were iastructec not
to guess unless they felt fairly certain of the answer but io iudicate
Plontt Enow® 1if they really d&id pnot know.

Data on I and fatherts occupation were obimined for most of the
subjects from school records. The wmethod of tabulsting IQ has clready
been discussed. The method of ovtaining economic status wes twofold,
141l wothers, representing <71 children, were pgersonally interviswed to
gatner adoitionsl data; in these cases, the interviewsr estinated eco-
nomic status according to the critsria developed by the Psychological
Corporation, a description of whieh may be found in the Appendix. For
the remaining casss, the father's occupation in cowbination with the
home address enabled the experimenter to make a rough estimate of socn-
nogic status. Mo cistinection was made bvelween the economie levels wsti~
aated each way, and the grouping was mede in the conventional lour steps

from A to D.

RuSULTS

It was necessary to establislhi a criterion of what has besn referred
to as brand swareness. ihe lmportant consideration is not the actual
brands involved but whether the braads for one product are known belore
those for another product sud whether this awareness increuges or cew
creszses with age. The following criterion of aw.reness wss accordingly
eatablished.

The probability of & subject's getting ome of the brands
for a product right by guessing would be one in {ive (L/5),
the probability of gettiny two right by guessing for taatl pro-
duct would be one in twenty-iive (1/5 x 1/5). Althouzh the



chances of geiting three right by guessing are less than

1 in 100, (the usuel criterion of ﬁlbnliicance) it was
desircd Lo esstasblish a more rijcrous standserd 1o assure
that the satisfaction of the criterion of awareness would
not be & result of guessing. 1If a subject got 4 out of 5
or 5 ont of 5 brands correctly uaiched with a product, it
was assumed that he was zware of brancs foer tast product.
In the interest of brevity, bolh in textusl mesterial and

n graphs and tableg, all referenc:s will be made to "pass-
ings or failing the eriterion of awsrenessY, i.e. satisfy-
ing or not saitisfying the eslablished ceriterion. For the
sane resscn some of the _roduct names will be abbreviatsd
ag follows: store (dep=riment ctore), zuto (automobile),
£z8 (gasoline), and politics (political uarties) The re-
meining oroducts are usually referred to by complste names
and wherever they are abbreviated the fuli nane will be
apparent.

Helationsnis between
The results of this comparison are exyressed in terms of the percent—
age of sach age Jroup pessing ithe criterion of avareness and are
shown in Figure z. The resultis are yresented for each sex separately
and zre not coabined since Chi Syueres computec for sach .roduct in-
dicated that the differences could be stiribited to smavling errcrs.
Combining the results for both sexes would merely tenc to smooth cut
the curves.

Chi Sguares were deteraminec for each produel by cowpsring the
distribution of passers wita the distribution of fsil vs for the total

age rznge s iliustruted in Table 3.

TABLE 3.

DISTRI .{OYS Z}F u.ﬁ&/b&l&»&) A»‘L: }‘EXIL»* 5 .:}bv ET‘HE
I TonION OF AwARLHESS FOh COFFER BY AGE (BOYS)

A:e 7&% 9 10 11 12 13 14 15 16 17 12 Total

Pass 8 12 24 15 17 <4 33 50 43 17 10 53
Fail 36 32z 24 12 11 13 11 10 5 3 1 164

Total 44 id A8 2T 28 43 sk 60 48 20 1] 417
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The cases in ave categories 7 and & were combined threughout since the
number of cases in the former class were small. The Chi Square for this
table indicated that a si nificant difference sexisted betwesn passsrs
and failers according to age. A& siznificent differencs (1%) was found
for ail products excepnt cereal when the criterion of awareness was con-
Jared with sge. This means that, ws children ;row older, s srester per-
centase of ther become aware of brands for all sroducts except cereal.
Brané names for this product were apparently so well xnown throushout
the entire ape range that the differences are much too small to yield =
gignificant Chi Sguare.

The ceneral trend of all the curves is for a greater percenta;c of
chlldren to pass the criterion of awsreness with incressing are. This
meang that in genersl, children vecomes wore ramilisr with brsad nsaes as
they grow older. Although there are small varistions, the shapes of all
the curves show this trend.

We have already noted thut the differenc-s between boys' and irlst
curves do not yield signilicant diffsrenc-g8. Another compariscn between
these curves may be made by comparing the starting and eanding point of
the curves according to & four category breakdown, i.s., 0-25, 20=50,
51-75, and To-l00 sercent passing the criterion of awareness. For example,
rel«rence to Fijgure < shows that for store both boys' snd girls' curves
begin in the lowest quarter of the percentage disltribution, and end in
the nihest cuarter of the percentage digtribution. Comparisons of this
natures show thet the initisl znd finel status of the curves for boys and
girls sre in the same gusrter of the distribution of percents in 1k or
the 16 comgarisons. lhesge comuerisons reprecent the loilowlin; products:

coffee, typewriter, razor, radio, zum, store, politics, tooth paste, ma e




upotile. The curves representative of tires

and wetches show that for both boys and girds, loitisl status is the
same, but the final etatus of tae ;irlst curvs i3 one guariter lower in
the disztribution thun the curve of e boys. I[o other words, while at
first boys =nd girls rate on a par, et the high enc of the s.e distribu-
tion, more boys are aware of brand names for these procucts than are
girls. '1he curves representiny the last two products, brezd and -ago-—
dine, show that there is a smslier percentsge of sirls than hoys awere
of brands for these productz a2t the nitial age but, at the {inal age

For the two sexes are aboul sgual. These com-

tectea, Uhe
purisens yiela further svicence of the cosmparability of boys and girls

in resgsect to brend awarenusSs.

The inter-product compurisons yield some interssting results. It
is obvicus thst & ureater percentaze of children is sware of tha brands
for some than Jor ciher products. It is slso clear that some products
reach a maxbimum, i.e., 1005 of the respondents sabisfying the criterion
of awareness, whereas other products never reach a maxisum. Here zgain
comoarigons may be mele betwsen the points of corizin end terminution of
the curves, sven though it 1s posaible that some curves have the sauwe

initisi and finsl points but resch & maxiamun at dilferent ace levels. &t

any rate, initial-{inal coamperisons willi give some idea of the products

X

end to have trneir brands 1looened at some specific neriod in the

<t
ng

which
1life of the child. Wheasver the initisl end finsl stztus of the curves
differs for the sexes, the average is teken as reprasentstive. These ro-

sulis are orscentod in Table 3.



TABLE 9.

TARULATLON OF PRODUCTE ACCCDIHC W0 INITIAL AND
FINAL AvARGHESS BUATUS

Products starting Froducts svarting Froducts starting
O-cb%, enaing «0-50k  O~cSp, ending 76-100%  26-50%, ending 76-100%
Razor Radio Tooth paste

iy ewriter otore

Fatoh suasine

Tires Politics

Gum
Cotfee
bread

o

Products ctorting Procuctis steriting
51-754, ending 76-3100% __ 76-100%, ending 761008
Soap Auntonobile

Ggsoldve .0 . _Cerasl

It wiil be ssen ihst brand names for ragors are not well kunown at
the sarly age levels snd that, within the gge range of the ztudy, sr
never inown by sore than 507 of the chilaren =t rny oue sge levei. The

next grou, of names, includin LLoe e Lynewrilor, &ie Known

¢

Sacr Fams it E cmmiman o delees e b e o - T F N S S N TV e
DY i€y Onlilulaen 4b TOL QUITLY Suwdy LUl Giw dltinalicly wiowun Cy welh O the

children. The other three _roups develop simileriy bul start witin Glifere

o

ent percentages of chilurecn <nowing tho prands at the early age levels. It

ressonable Lo asswas thet the initial Joinis of the curves or ailomo-

e
15}

Dile anc geredd «oNLld 0A78 Doen Lowll LG youwnger cnllaven beeu vesbeds

A et O - . Lo [P I Lo £ S H S I
ano ther eSO LG Lhie O SLdl LR LLGLE Lith 2.0 it Ls one whiica TORLATeS

the sroduclts accurcliy, Lo bhw s e level ail oshicao Yo or .woroe ol tns sube

5

N ’ . s » S, STV - et a1 - 5o U
jects pmussey the crlverion ol awareasssg (70e 1s o ceavenlent, L0 wrbitrary,

{

crivicel imvel}. Lidls cas o doRuw @b weds rosulos wre cosan ln Toovie 10,
Cases of disagreement between the results obtained from the two sexes
were sveraged for this table. A comperison of this table and the jrevious
table shows that the same rank order of products is mainteincd ana fur-

nishes some measure of the consisteucy of the results. This may ve inter-
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nreted as a reough index of the s, es at which brand awereness {or each
of the oroducte concerned eriges and of the owvder of development of

brand awireness for the prodicts.

TABLE 10.

TABULATION OF FRODUCTS ACCOLKDIRG TO THE AGE AT wHICH
76% OR WOLE SATISFIFD 7THE CRITEHION OF AWAHENESS

Aze at which Procuet
76% or more

7T & 8 Cereal
Automobile

8 Gasoline

9 Soap

11 Politics
Magyazines

113 Store
Tooth Paste
Bread

14 Coffee

i5 Gum

153 Tires

16 Fatch
Typewriter

138 Badio

Hever Eazor

The relationsily between sconomic stetus and the criterion of

awarensss. It was thought that economie status and awsreness of brand
names ailght be related to sach other. The cample accordingly was {rac-
tionated by economic status znd percent of esch grouy peassing the cri-
terion of awereness. The results of this {ractionation are shown in
Figure 3. The Chi Sguare Test was wgsin applied. A significant Chi
Square would indicate that any differences between the disiribution of
failers ana passers could not be attributex to errors of sampiing. In
the Figure, a star veside the groduct neme indicates a sijnificant ¢if-

ference between passers and Tfallers Ior all econemic staltuses, whereas
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a staer beneath the economic zroly indlcates that the ratio of dirff'er-
ences between the passers anc laliers in thael group alone ig uliferent
from the rativ in the other groups.

It will bLe observed that the eneral dleiributions of passers ialls
with decressed sconomic status, i.e., & smaller percentage of cnildren
in the lowsr economlc groups passeda the criterion of awareness. Ho ex-
planation is apparent for the few ceses which are atypical, e.g., coffee.
The reader will notice that, since 10 of tihe 16 comuyarisons show a sig-
nificant difference for the D economiec group alone, wost of the variance
in the total distribution is located in thet group. This indlcaves thati,
gince Chi Sguares for the upper three groups are generally not signifie
cant but are siynificsnt for the lowest grouyu, a siniigum economic status
msy be necessary, above which there is very iittle difference in the ra-
tio of pessers to failers, but below which there is more of & probability
of feiling the criterion. #ith regpect to these data, thosein the D eco-
nomic group sre not as familiar with brand names o5 are those in the
other three scononic groupse.

Table 11 l1lists the producis according to the level of sigairicvance
of the differences between pessers anc failers of the criterion of aware-
nesg according to the total range of econouic groups.

Eight of the nine com.srisons yielding a 1% significant differeuce
for the total distribution show = 1% difference in the D economic group
alone, anu the other shows a 5% dirference. One of the two prouucts show—

ing & totsl distribution diiference signilicant to 5% shows a 5% ciifere

b

ence between pavsers aac fallers in the D economic grouys alope., This

seems to mean thot the ratio of passers to feilers in the three upper eco-

noule groups is aboul the wame and being a member of these economic groups
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TABLE 11.
511G PLALHCES 3LTRLWT THL HU«BLR
OF hedb20pDENTS Id BACH 2COHORIC GROUr Awald OF BHANDS OF

24000 FiQLuUC

ITHR " ToUN LT faed e

COAMOY, LB ST, i s
ek e WAL E A el A § aldd Wl dax2acs

Significant to 1% Significant to 5% Not si:nilicant
Typewritsr Bread Cereal

Batch Gasoline Soap

Hagazine Automobile
Coffee Radio

Tirss hazor

Gum
Politics
Tooth Paste

Store

makes little difference in awarensss.

Since, however, there are signiricent diiferences between the ra-
tio of passers to {silers for these three groups a8 compared to the
lowest group, being & amember of the lowest econcmic grouy mnzkes one
more likely to fail than to pasg the criterion of awarenegs. Oome
other significant diiferences within a single economic grouy eppear but
do not seem to foilow any geusrsl pattern.

The zen. rzl conclusion for these comgarisons is ithat economiec sis-
tus and brand familisrity are positively correletec. Elevon of the 16
comparisons yielced signiiicant dilferences to the 1% or 5% level when
the total economic distribation was considered, anc in 10 of these 13
cases, the difference between passers snd fallers of the criterion of
awareness in the D sconomic group slone was signifiesnt, indieaiing that
this is & winimum coridtical grouy in whiek there 1s s hiph percentsge of

children unfemilicr with brancs as comparca with the othoer srou. s.

The relationsni,. belween IQ snd the criterion of awareness .

A e

The cuestion as to the relationsidi.s of I and the eriterion of awareness

is also of interest snd the results of this comuarison aure .resented in
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Figure 4. The Chi Square lesi of sisnificance was applied to determine
whether the differences between passers snd fsilsrs lor the total range
could be attributec to sampling errors. The cifferences for all procucts
except soap and razor were significant to the 1% level. Stars beneath

the Ig caitegories indicaile the #ignific&mce ievel between passors and raile
erg for single I§ categoriesz. 1t will be noted that, as with economic
status, the lower LG grouss contribute heuvily to the totsl variauce, whero-
aa the upper grouss do not.e The rutlc of passers to failers in the up-

per zroups is zbout the tame, but the ratio of passerz to failers lor the
upper Jroups as oppossd to the same ratio for the lower jrouys is signi-

o

ficantly different. This agalin sug

ests that & winloum score exists,
above which their dis little or no relatioushily betwoen awareness and IQ
but below which a relatiouship existsz, to wit, & disproporticnate number
of members of the lover IQ groupgs fsil to setisly the criterion of awars-
nLsg.

In spite of the apparent lack of relationshi, between IL and the
criterion of awareness ia the wpper I¢ grougss, 4t is luteresting o note
that 10 of the 10 curves reach s maximun and then cecline. The ract that
a high perceniage of these curves follows this patitern lends credence to
the hypothesis that & maximum as well as a2 minlmum gcore way be a possi-
bility but proof of this theory must aweit further experimentution.

In genersl then, it seems thal I{ and awareness are not related for
the avera: e or above avera e I1{ raige, but that a .inimuw score is gresent,
below which & person is much sore iikely to be unfeomilier than fuwiliar
with brands.

Helationshiy of number of siblincs in the family end the criterion

that enitdren with many brotherg and sisiers

o8

of awsreness. It was suggestis
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would be more familisr with breand names bacause of greater o portunity
to discuss favorite brands among themselves., Since valy one difference
was found to be significant, however, [uriner computations were disre—
garded and we may say that the number of siblings in the famiiy bears

no relationship to the frequency of passing the criterion of awareness.

COHCLUSIONS

On the bagis of the results presented snd in the l1ight of the con-
ditions of ithe experiment, the following conclusions msay be drawn.

1. For the particulur braends and products studied, awureness of
brand names as defined incrasses with increasing age.

<. Differences in awareness of brand names belwesn boys and girls
are very small; in most cases the initial and Ir'inal stsatus with regard
to awarensss is the same.

3. Awareness of the brands for different procucts begins and ends
at different age levels. DBrands for some products are known at very
early ages, while brands for other products are not imown untii a later
aga.

4e Awareness of most brands decreases with decresasing economic stae
tus, the dirlerences being espeecislly significant for the lower wconowie
ET0U 8

5. Within limits, the percent of children aware of wost brands ine-
creases with increasing IQ. There is & suggestion, however, thul & wmaxi-
wun I may be establisneu for each product, above which there is & decline
in the percentage of children satisfying the criferion of awsrenecss.

6. The number of siblings in the fumily bears no relstionshi. to

brand avarencssS.



CHAPTRR IV

BRAKD LOYALTY

INTRODUCTION
Now that the necessary infarnation end background for the preseut

problem have bpeen described in the previous chapter, we may turn to the
main problem under considerativa, i.e., the temporsl stability of brand
preferences. Three hypotheses suggest themselvos, 1} the [irst prefer-
ences tend to resain relatively stable over the years; <) that there is
& period of change and flux {inally stabilising upon one particular pre-
ference; and 3) that there is no teudency for preference to resain con-
stant and therefore thalt early prelerencs8 are uarelated to leter prefler-
ences. This study was designed to test thesse hypotheses in relstion to

the specific brand names of gpeeific producia.

SUBJ 2CTS
The subjecits used in this part of the experiment were the came sub-
jeete that had bsen used in the study of brand awareness. The ouly changes
that were mede were those indicated by the awvareness test and described
elow. tated before, two dis ct groups sere defined by sompaTisor
bel As stated bef , two distinct groups were defined by a comparison
ol responses given on the awsrenese test and those given on the prelsrence
guestionnaire; f{irsi, those whome preference agreed with knowledy e of the
rend ureierre and second, those whose preference did not azree with kno
brend rei d, d d, t ¢ prefere d not asr ith know—
edpe of the brand preferred. 1888 ZICU] o te Lres a !
ledge the brand preferre If w :roups were tu be treated as one,
ts] sgue o oyal zs deflined on pag ' ght e o ' . herefor
the iss f loyalt defined sage 33 might bve obseured. Therelore,
in the czlculations for brand loyalty, the iatter group wses eliminsted. In

most cases this sroup w8 very small end no calculetions were made for them.
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The only fractionation in this section of the stugy was Ior age and,
since there ware too few subjects aged 7, these were also sliuminated

from the calculations.

HAT RIAL

The saue 30 brand names that were used in the gtudy of awareness
were used as subject matter in inis part of the experiment. This per-
mitted those whose preference agreed with knowledge to be separsted from
those whose preference did not agree sith snowledge. The &0 brands were
recombined into & preierence questionnaire which may be found in the Ap-
pendix. In the preference guestionnaire the brand namwes for each product
were exhibitea with instructions reading: MHere are 5 kinds of ceeiees
Put a cross through the kxind you like best.®

The order im which the products appeared in the questiénnaire was
chosen by chance as ¥u&s the order in whiech sgach of the brand names ap-
peared. In every casge there was su opportunity for the subject to indi-

cate no prefersnce.

2Ee

Ordinary methods of obiteining relisbility were not anplicsble for
this questiocungire since answsrs could not be considered right or wrong.
Howevsr, & measure of agreement could be obtained. Fifty-eight students
at the »reviously mentioned privete zchool were given the cuestiounaire
and three cays later were ssked to answer the sause guestionnaire againe
The wercent of agreement between the two sets of results and the average
for the total cruup were comouted. The mean percent s roeseut proved to
be 9Z.4% which indicates a strong tendency to yive the same responses
each time tested, anc ig 4o dbe considered as representing a high desree

of reliability.
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PROCEDUHE

The preference questionnaire wss pretested in the saue manner and
with the same subjects as the swarensszs lest and appro.riate revisions
were made in the light of this experimentsl trisl.

In the test proper, the prezentation of the questionnaire followed
inwedialely aifter ihe completion of the awareness test which was given
during the first school period in the morning. The ehildren were told
that the questionnalre would allow them to show whet they liked vest and
also would make known to them the corrsct answers to the awareness teat
Just completed.

Yhe c¢irvections and a suzple probler sere read orally and guestions
were answered. The jeneral procedure of the awareness test was followed
as fur ag the remalndsr of the tesl was concerned. The complete guestion-
naire wes read aloud to all subjects througn grace 5. Above this srace,
only the exaaple and instrucliions were rewd unless guestions were asked
by the subjects. OSince the children had alreedy been through the com-
plete list of names, they sxperieanced little difficultiy in cepmpleting the
guestionnaire.

The main difficulty encountered wis in keeping the younger children's
enthusiasm from influencing the results, since they all zeemed anxious to
let each other know their preferences and to discuss the matiter at length.
However, ithe exyperiment«r Xept thexn ze qulet as possible by ve, saied caue-
tions and telling thes that they could discuss the guis later.

Only one preference p-or product was slloved and opportunity was 8
vailable to mark no preference. The method of tabulstion allosed the ex—
perimenter to determine whether the subject's preference sorzed with cor-
rect association of brand snd yroduct on the avereness test. OJnly two

cateyories of responses were consideresd, i.e., preferencss that a:reed end
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praferences tnat disagreed with correct association of brand and [roduct
on the awareness test. In the first insbtance we can spsal of preferences
arreein . with unowled. s, and in the .econd instance prelerences disagree-

ing witn knowledwre. GUnilareu stating no urelerence on the guestionnaire

could not be considersd as dissgreeing with knowlecye no matisr what their
response was on the awareness test. Thereiore, roaponsss locleating no

preference were classified as s reement with Knowledge.

Genetic studies conventianally employ & cross sectionel snalysis;
in fact, gsnetic studies using the individual follow-upy method are tne
exceplion rather than the rule. The assuampltion cooaaonly accepted in re-
ssarch in ithe gocwal ccienceg is thsat sdeguavely ssmuled sue levels are
representative ol the penetic coutinuity. The precent -tudy procseds on
this assumption, and thus brand loyalty wili be pogited whenever no sig

P P "

nificant chanje in the percent ol chiildren preferriag « brand {ros age to
age 1s apparent.

Three methods of desling with loyalty =are suggested. The firzt is to

G

conzider whethor there is & si niiicant ¢ilisrence according to ase be-

o Y

tween the distributions of responzes for all brancgs of a product cale
gory; ths zecoud, to study change with w_ e {or any ogne brand name; and
the third, to compare begloning stetus with [inel status ol a brand ac—
cording to the poreent preferring it. Bacu ol ihese comparisons will e
nace.

In Pigure 5, some preoduci nases wre starrea snd others are not,
Starred names designeite the products which showed a sipnificant i Yere
ence in wiv- totsl disiribution of brands for that product category when

distributed according to age. For exe ple, typesriter is starred, indi-
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cating that resposces in regerd to typewriiter very significantly with age
=nd thet in thic case ve should not be justiricd in saying that sencral

brand loyslty for all makes of ty ewriter exists. Under thiz method of
evalustion th: brands {or those sroducts not starred would oe szald to be
reciplent: of btrand loyalty.

It will ©be sesn thst, according to this criterion and for those pro-

srocucts did

P
¥

ducts tested, snd within the azoe rengs ussd, 10 of the 16
3 7

not obtain genoral brand loyalty since these commodities show significant

differences with sge. Of these 10, 9 are significant to the 1% level,

sinificant to the 5% level., Therefore ce would oay that,

and the other 1is

o

for all brands of the uroduct-categories tested, general bLrand loyalty

exists only for department otores, gasoline, tooth-omate, sosp, snd ger-

eal. Vioristions in _reference with s, e are ginificant in all ofther
CaBeE.

Thz second compurison nece.sitated the establishment of the degree
o variation within which ve might still be justified in saying that the
subjects were loysl to = single brand nawe. An srbitrary criterion was

Aabli

ot
03

shed in the following manncr. The Chi Sguare corresgsoucing to the

ot
53

[S3o%

(.,:

1% level of ei ignificance for the totel number of brands for s product
category wus cdeteruined by refcerence to the sawmpling distribution of Chi

Squere.  Assuming that cuch of the five brands snd the no ureference cate—

gory contributed egualliy to the Chi bguare, it wss diviced by six, and
the resulting velue designated as the critical point, above whiich loyalty

for any oue breand is lacking, an¢ below which & wodsrate

:ree of loy-
alty is urecent. 4 like rocedure wmus folloved in deteraining the cri-

tical vulue for whe 5% level of si nificence, above whicn & moderate de—

E

gree of loyally for any one brand is presest, and below wnich a sirong

degree of loyslty is shown.
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In Pigure 5, 2 ster beside the brand pumber signifies theot the Chi

Scuare for that branc wis large encugi: to indicate lack of loyulty. For

pesrs besice the sroduct name coifee since there ig

N

jcant gillerence iz gensrel betwsen the distributions of brand

prefferences fros ege to ape. In other words, it might be said that, in

gentral, brands of co fee receivs loyelty. However, as the [lrure lndi-

gxtes, there is mors veriance in some brancs tha o in others. Using the
axbilrary criterion just develo.ed, brands 1L aad 5 -ere found to differ
sigsnillcantly ecough in themseives to warrant cailing them brands to-
ward which logalty is laciing znd theos brands arve indlicated by ztars
baside the bLrand nusber.

L consideretvion of the resulis from all concarisons for zll ro-

ducts showz that, when tne no Lreference cutezory is included, 956% o

the comparisous yield either & 1% or 5% si.nifiesnt difference, or 438%

3

of them yleld a 1¥ diffvrence. dmitting the no ur-fervence category,

winich one might expect to change with s:e, 50% of the brande mre found

to heve a 1ls or 5% diilerence, or 43k have a l» differencs. These fig-

.

loyaity wxlsts for avout 50% of

ures are isrge encuzphk io
tae crands consiasred and, compared with the grevious resulis, suggests
fuarther that loyalty is ordinurily specific to the braand aad not to the
vroduct-estegory in seneral.

Comparing product by product and eseluding the no prelsrence cate—
gory we find the results shown in Tuble 12, Since the number of brands
for each product wus 5, this table would incicute that 3 of the 5 brands
of tysewritsr lacked loyslty. The izportent consideration hsre is that
for all products there aie some brands which recelve loyaltiy.

The third comparison was awoe between initisl ang [inal status of
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TABLE 12

HUMB:R OF BRANDS LACKING LOYALTY BY
PRODUYCT CaThEGORY

Preoduct Hunbor of brands
lacking lovalty

Typewriter
Coffee
Store
Automobile
Gascline
Ragzor
Hagazine
Yateh
Tooth paste
Soap
Cereal
Politics
Bread
Tires

Gum

ERadio

JNP‘* RWWRMO KWW MWW NW

the brand. The question is whether the percent of children preferr-
ing & brand teunds to be the same at zo e 8 as at ages 17 sud 18 com-
bined. The important consideration to the advertiser and propagandist
is the end result. It is important to smow whether the initial status
of the brand is approximately representative of the final status even
though individuals! preferences may {luctuate curing the iaterin. For
this reason Chi Squares were computed for the number preferring each
brand at age 8 szeinst thoge preferring the same brand at sz es 17 and
12 combined. The latter were combined because of the small number of
cases in age 1i8.

The results of this comparison are shown in Table 13. ¥ach produet
is assigned & box, and each brand is iisted by number in this hox. Agsain
& comparison of all brands of = product wis computed. The percentayes
above the product name incicate difrlerences significant to the amount

shown. %e may note that 1Z of the 16 products show no brana loyalty zs
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TABLE 13

DIFFARENCE BoTWoEL % PREFLAHCE P, BRAND
AT AGL & AND AGE 17 18

1% 5% 1% 1k
COFF K TYPK, TOLE AUTO
1% 5% ¢ 1] 5% 15 5% 7 1% | 5%
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measured in tuis fashion. However, ve must ajzin consider specific
brands and not brands-in-—gencerel.

&£t the right of the box for =ach product there is space to desig-
nate differences siinificant to 1% and 5%. If nothing appears in either
of these two boxes, there wus no significant diiference between initial
and final status for that brand and we would consider tne brand to receive
lJoyalty in this third sense. 4 plus sipgn indicates & signilicant differ-
ence of the magnitude sho¥n sad means that the difference is & gain in
the percentage yreferring the brand, aud in contrast, a minus sign, while
still indicating a signilicant difference, shows & loss in the number [re-
Terrings the brand.

¥hen the no preference category is included, <8% of the comparisons

vield significant differences of 1% or 5%, or 1lof yield significant dif-
ferences of 1%. W%ith the no preference category excluded, 23% of the
comparisons yield differences Significant to 1 or 5», or 10% yield dif-
ferences significant to 1. In other words, loyalty es defined in this
wenner is shown in about 754 of the cases since there is no significant
difference between itne percentage preferring ihese brands at Bge 8 and
ages 17 and ld.

The best of all criteria oif loyslty would of cource be the relation
between early .relerence and actual buying behavior but this ¢id not fell
within the scope of the present :study.

Une interesting case indicates the importance of environmental
changes. Reference Yo Figure 5 shows that the preference curve for

BHAND #x of iypewriters which represents Royal Typewriters changes con-

siderably aiter age 15. Buch & sudden and violent fluctustion suggested

the action of some definite inlluence. 4 checs of the responges indicat—
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ing reasons for preference, next to be discussed, and with the high
school, showed that the typing department had recently installed a com—
plete new sei of typewriters, all of which wers Boyals. Ihe resuits of

this influence are obvious,

CONCLUSIONS

411 of the following conclusions are made in the light of the conw
ditions and the assumptions of the study.

1. The degree io which loyzlty to brand names way be zald to exist
i3 a function of the method of measurement.

4. Brand leoyalty is usually not descriptive of the whole product
category to which a brand belongs. Only in the case of 8 lew products
does general brand loyalty exist lor a product.

3. ¥hen lcyaliy is considered in relation to specific brands, a
fairly nigh degree of loyaliy exists. According to one ceriterion of
loyaity, ehilldren are loyal to about 504 of ithe brands studied, sad ae-
cording to another criterion, children are loyal to sboul 75% to 90% of
the brands studied.

In the light of tnese conclusions, early preferenceg way be regarded
as naving been shown to agree with later preforences. #Hhether these pre-
ferences tend to agree with brand preferences in {the sctual buying situa-
tion requires further experiwemtation. It remains for the presenti study
to delermine what factors are important influences in originsiing early
prafaronaés. The following chapter describea some preliminary data

gathered in an attempt to throw some light upon this matier.



CHAPTER ¥V

REASONS FOR PRBFHENCE

INTREODUCTION

It has alresdy beeu shown that sven children of a_es 7 and 8, when
ssked which of several brands they like best, will ususlly selcct one of
the names yresented even though allowed to avold siating & preferencs.
It is both interesting and necessary to deteraine wihy the chiild, when con-
frontea with & choice, selscte one brand rather tham anotisr, ssgeciully
if there is any tendency towsrd constancy of brand preference. A little
consideration will couvince anyone that it ie diffieunlt for an adult to
report his own motivetion in asny setting; this suggesis ihot a child
might find it even wore difficult to do so. Howover, if some preliminsry
evidence on motivetion in ehiidren could be obtainsd, it azight scerve ss &
gulde to later and more elaboraste verilication. For these reasons this
part of the study wae designed toggather preliminary aats pertaining to

children's reasons for brand preference.

SUBJ ECTS

The subjects were selected from the same sample of 813 respoadents
who had received the gwareness test and the preference guestionnaire.
The method smployec did not permit the use of all subjects bscause of the
need for extensive interviewing, 8o one third of those tested for awsre-
ness and pr:{erence each day wsre selected at random Lor a porsonal luter-
view. The sampie of vespondents for itnis section of the ctudy cousisted
of 271 children. In comparisons between reausons Loy preflerence and awvcie-

ness of brand names the saaple was reduced by three csscs because ihese
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caszes had not completed the awwreness test. This lz:it & total of 268
ciges,  The ssample for the {ractionstion sccording to I coniained 98
cages whose IL was above 110 anc Ll3 cuses whose IG wuas below 110, & {o-
tal of 216 cages. Another {rectionmabison oa the bsais of econonmic status
alloted 132 cascs to Groups & and B coumbined, and 135 cuses to groups C
and D combined., After o cuses azed 7 are elizminsated the sumple according

to age dlztribution is ss showan 1o Toble 1.

TABLE 14

DiIBTRIBUTION ACCOADIHG TO AGL LEVEL OF SUBJRCTS
PrRHSORALLY INT-RVIERED

11 1z 13 14 15 16 17
6 16 30 38 Y. 34 9.5 __ 269

& personsl interview guestionnaire wus developed wnich guesticued
the pubjects ag to their reason lor preferring ihe brand ihey had indi-
cated for euch product on the preference guestionanslre. The qusstion—
naire woss standardized to obiein compsrable presults {ros interviewer to
intsrviewer snd to asyure that the questions would be asked in the sume

way to each subject. A copy of the guestiomnaire will be found in the

Appendix.
A seriep of pretests eazloying the sase gasples that hed besn used

in the previous .refests sstsblished the most lilkely categoriss ol re-
sponses. opace wag svelleble on the questionnaire fov responses failing
under these hescings acd for other respouses. It wes wlso possible to

indicate the ordsr ol resjponses whenever more Than one r«<asocu wes :iven.

PROCEDUKE

The awsreness test and the prelcrence guestiosnaire woers adninig—
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tered during the [irst school period in the moraing. Immediately the
af'ter, the experisenter anc wwo trained interviewers withdrew to a room
in the school assigned lor interviewing, Une third ol the subjects for
that @moruing were ssiected el rancom aind then were cailed individual.y
frowm ithe clussroom lor personal interview. They sere told thet pursons
like ceririn things belter thap others and that the purpoce of the study
was Lo {ind out the reascns for lnelr preference. Af'ter a few brief
tvarm-up! guestions had been ssied sbout thelr buying habits, the preler-
ence questionnelre wug shown to thea and thoey vere nsied why hsd had se-
lected the brand they did for the [irut 2oduct. Facen response wad repls—
ter.d on the interview sheet by the luterviewer and apgprovel of lhe e
gponse was expressed regerdless of the suswer jlven., The chlld %ag ai-
ways sgxed 1 there vere eny otber rewsons for chousin, the puriiculer
brand end & second answsr wow nolted 1f Qertheocing. This grocedure was
folicowed until the echild eaic he hed po olher reasons asnd then the experi-

szenter wenl on Lo the ooexl product and follos sane procedurs.

Ho guestions wers asksd sbout producits srelsrence had been
adicabe. At the enc of itne interview the interviewes wis asked what
racic progress he listened to regulerly asnd elso whal products were ad-
verticed by these prosrems. Uson nie returs to the classroom, the next

intorviewse weg ecalled. All the interviewin, was compleltod during the
morning sessglon witn the result that there wis ssell iilvelihood the sub-
Jects would be wble to discuss the sludy Lo any extent.

The interviewers wore trained ln personnl interviewing and were
familiar with the problem beiny studied sluce esch ol bhenm hed partieci-
pated in the pretesits and had discussed the results with ithe experimenier.
It is velieved, therefors, tnsat thelr interviewlng was comparable. Con-

siderable leeuszy in classifying raspouses o3 nececssry bubt in mest cases
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8 short phrase indicating the exaclt respouse wus entered on the sheet. In
thie way Lhe experisenter was able to correct auy errors of clagsification

when the data were tabulated.

REBULTS

& deliberately imposed limitation was that culy Uirst reasons heve
been tabulated and digeussged. As previously stuted, $gcond and thilrd reas
sons vwere solicitud but these have notl been trsaitsed in this paper. Fure
therwore i1l wae necessary to form some classiflicatory scheme ito facliliitute
handling of the datu. The classes of ressons for preference final.y vew
cided upon comsisted of the followin; categories listea with the abbre-

viations used in jraphs and lLables.

Attribute  {(Att.) Other awcvertising than  rinting or
radio {(Ue #uVe)

Lonsstic Use {[U)

Health
Rfacio Advsrtising (Radio)

Bot the buyer (li. Buy.)
Peraonal Supgestion {(P. Sug.)

miscelluneous {iisc.)
Printed Acvertising (Print)

Doa't fnow (DR)
ancent L orks or
has workeo under the brand nswe 4o rreference (No rrsf.)
{#Work)

These teras were defined in the following sannor:

Att. anything thet s inherent in ihe product such ss design,
color, eic.

DU includes wre by fother, wother, sister, or trother, or aay
obher relative proviced tnat relistive snd child reside under
bhe spase roof.

Po Cug. anytning that would fit uncer the phrsse, %asomsbody told wme®,
which ineludss doetorts auvice, pug warentts sugiestiou when
DU not given.

Friut srinted advertisiog, usually meoaBines or BeLSpspers

Fadio racio aavertising



work sitivr a reiative or the person bhipeell being assocociuted

with the breand in o business connecilion.

e Adve any suverdtlsing not included under redio and pvint, include-
Lug bidoy (Googy.or) sovertislin,, of Lide CUVeTS.

Heulth reagons bthetl would luclude such phiwcss ss "it's Joca for
we%, or "it hus wore vitanins®, etc.

N. Buyer in & few cunoes whwere the c¢hild swuld he owned sometning of
the rand prelerred and he wes not the buyur of the Lroduct;
eny piit.

“isc. any rsusons not cubsuwed wiuer Uhe other culeygories menulioned.
DK respondent uanble to glve any reason (or relorence
Ko Prel. no preference wss shown un the prolerence guestiosneire,

A tabulation of the results acosrding to this clessificotion sho.e

sues Tell into Lhe estegorlies ol domesztic use, zt

that most of

Irivute, don't wnow, wnd np prsference; ia using lests of siymiificuance

all other reasons -ere coabined into an other resson class, ULomuslete

tables of reaz.onsss obtained will be found in the Appencdix. The resultis

will be diccussed wnder seven headlioog! l} ehiloren's stated ressons for
prefavence, 2) children's reasons tor greference in relation to IG, 3)chil-
rents reason: Yor [ referencs in raelstion to awsrenens-praeference ajree—

ment, 4) children's reasous f{or reference in relation o the eriterion

of awzrenens, 5) chilldren's ressons for greference i relation to age,

&) childrsn's ressong ior prelerence ilu relation to sconosaic status, and

7) childrents reasons for prelerence in relation to motherts reasons for -
SUrchase.

Childrents stnted reasons Vor .reierence, The percenitaze of chiluren

(¥ = 271) gsiving soch o the four wmelin regponses is presented in Table 154
The differencas between the cross totala and 100% are attributabls to other

Iregad30lig.

It ig interesting te note thot un inverse relatioushipy exisis between



TABLE 15

;.JF: r‘ld}DUCl’u £ A .;}./_{: [ f(a‘ i a.}::hz Lx,uéa 'b i .E.J‘s. B xH::‘
F{)EL f).' ~.*.,u£ 3‘1{&‘5 ﬂE
(In percenis. Hessonses = 4336)

s i g b Leasons
Frocucty Att. LU DK o Prota
Gur 7E 4 10
Mo moine &7 <0 4
Careal A 27 4
Sca 4 43 &

Tooth Paste Py 46
Bresd 40 L&
Store 35 43
Autouolile 35 36
Katch €2
Radio i3 ﬁl
Tire 15 48

-
NGO IV W D

A7

ne

b b
N I

o et
Q

Typewriier 1 3 i8 10
Gasoline 10 58 10 i0

fa
o

Puiitics 3 53 14
Coffee 3 <8 10
DELOY & 45 ;_.Q

B

the ranxing of products sccording Lo the percsatsage of ehildren steate

ing responres referring to aLtr&butﬁ« aud Sowestle use. A rank corder

.

correlation betwoen these t®o ceries yilelded a Bho of =053, It will
also be noted that a lerge percentage ol the children siuted no prefer—

ence {or goffee and razor.

This table shows thet for three products, gun, magazine, sud cersal,
there are lorge and significant ¢ifferences betweoen Lhe percentopge giving

sttribute and domosiic use &8 rsasons lor preferencs, iu fuvor of the

former. ihe producis redio, tire, tyoewriter, cssoiine, politice, colfee,

P

and razsor alsca have large and signiiicant differences betweon stiribule

<

the letiter o6 & reason {or preleorence.

G
¥

and domestic use but in ruvor
The reat of the roducts show swall snd losigniticunt diilerencesn balwsen

the wwo kinds of responsses.

»

g

On the busis of these respulis, three _roups of roducts are dip-
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tinguishable, toose for which the »lulec reasons refler uhielly W guipi-~
butes, those for which wie olated reasous reler cndelly o dosestic use,
anc those lor wiich poth attributes and gowestic usge are mentloned as

important influences in deteruinla; cniliren's prelerence.

[¥]

hildrents ressons Sor preforence in relation to I(¢. The <16 ciile

SR mpman mndoew f g ey ST R R gt g e angropd e oewanam L L) e favgs ot JEAR R e
QIS Wi o8 Dol d0ldasy lotiivivewed and waocse LY Wl Duosa .ere separstad

iuto two groups, thore with LG's 110 and wbove and thowse wilh IN's Lelow

110. Ressons foy joelerence wore tabulsted Lor each of these groupd ospa—

ratedy. +«he resulis ore grocentec in Toable 16.

TABLE 16

COMPARIGOH OF LG GRUPS ACCORDING TO THE PEHCERTAGE

{ s - Ky DT PRI [NES VY SRt R e . $ree o BTN EOEIEVR
;)J.h‘j.“u .'.’;m.b:.) S A UE Libameaidid i)ls FRFLNTN AT I 193 )

High I bow 1€

AELEBOOE (110 snd sbove} (Bslow 110)

- Heg o sesT 1668 Hhesonsess 1588
Ait. 30 29
Radlo P ”
Print
Da
Rork
P osug.
U agv.
Healtih
N buy
sise
i

No iref

\w
COSCORWHE R
3

B WO Gk~ =8

-

I

S8

In the above table, the term respoases relers Lo the wese i ure

from which the percentages were Iouncs. or examyls, iol any old IO
duet there were 9¢ responses iven by Lhe 9 respoacenis im the highsyr

’ R B . . N O g e e et R s - e T e . H O e e me
It greouy and 1129 ves onesss plven by the LS respondents in lae iower I4

group.  Wheua the total nuaber of responses ior sil prouucis {16) is com~

bined thsre are 1508 (78 x 16) responces in the higher IG group and 18

-

(118 x i8) responscs in the lower Iy, group. *hese Yigures should not Le



ot worii, shd rossonses fron the hish-

LG g

Paadsctat

&

He g% - o o ¥ ‘,‘
all responses from Wb
Lhi

exr I grous |

Logponse 1w

er 14 group

sane sny in gucceedingg boblos.

P

ihe percentege of childiren jlviag each ressa for all procucsts cone

""o

blaad Is in high sgresment but further computstions were ande. The Chi
Sgusree butwesn the hilxh end Low L groups swere delermined for esceh pro—

duact soeording to the resgonses roYerring o aibribute, domsstic use, ser-

ST B RN S e o s -~ PR < TS T Ty T o o R
guiigl su.oewbion, don'it mow, no orelsrencs, aad all ogthere. Only two Chi
; 4 P FLLEA 255
. o PR TP P B PO Loy bt A e b B B :n:-
LEDICE ROlG LBUES Shoudpd LD WA CHUE that e il TestTences Could 0of ba

atiributed to sanpling srrors, those Tor coffes (1k), =nd tires (5%), end

&

-

no genersl trend is zpparent. Homewver, Tebdble 17 ilsts the intra-rsason

iilferences found Lo Le sipgnificant.
TLBLE 17

o PRty

PICABT DISTEREHCES BETRY

I THE LOW 1¢ uﬂuu“p i

THOTE IH THY LIGH AKD
SraTlisG: nEafOns FOR
SCIFIC SHODUCTE

e

R fuk.:b?.&; G BRHANT

High I Low I¢ Level of sig.
Group Group of ¢iff,

Z1 1z 54

o 9 1%

9 5%
13 i,

I Gun i
Att. Coffue 3
s Coffue Fa l‘“} l“i
y
Ly

Bo sref, LCoffve 5 38 1k

B I i

The regults screzented in this table lundleste thet for Lires, and Lype-

I grou,

writorg the children classificd
F e 3 i’m . e e i tl— Y5 wliem Ar Phe 1ot I' PO E P r cum
of voasoss for rederedce thon did thosge in the lower 1y grougy  Lor Qum,

the lower grou. gzave dosestlc use as & reuson for grelereace nore thau the

i"#

uppsr groupy  aad for colfee, the lower group gave reasoas relerriayr to




attributes or did not stuote & reason for relerence,; whereas the nigher

group expressed no yreierence sore fregueantly than the lowsr grou.

ClLildren's regsongs ror oreference in relation to awerencsg—oreier-

ence agteement. It will be recallec thuat the children were sepjarated

into two grougs, those whose brand Jrelerence a8 indicsted on the yrelsr-
ence guastionnaire sgreed with inowledge of the brands as shown by the
srareness test. It was thought that the reasons , iven for preference
wight differ between the echildren constituting thece two groups. Theree
fore the data were Irsctionated on this basis. The results of & Labulge—
tion [lor reasons for prelference sccording to awsreness—praolerence syree—

ment are shown in Table 18.

TABLE 18.

COMPAIASON DETWEEY CUILDEEA wHO Brbd Fadllliel BITH J
THEY P SHHRD ARD Llluw i WHO sl BOT rAwInlih »11d
BEAHD THZY yvAFPLOFID ACCUHDING T. THE TAGE STATIRG

BACH TYPE OF LaABUR FUR PLOFHE

it

H“CE

Hesson Asroesend Divavre@msnt

ieskunoeaf&07l flespons = 17
Att. 3« 31
Badio 2 P
Print 1 1
juH 37 33
Vork 1 o
P Sug 3 A
o Adv L 1
Health g Q
H Buy Q U
isc 3 6
DR 9 “Z
Ho Pref, 10 0

The differences sre all saall except for the two final cowgurisous.
There wnould necessarily be a difference in the no preierence cateyory be—

cause if no preference wasg shown according to the criterion establlshed,

disagresnent with preference as fur as Knowledge on the awareness test is
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erned was impossible. On the other hand, however, the next to the

lest cowparison shows thatl those whose _reference, a6 shows by the gues—

al

tionnaire, disagreed with smowledge, as shown Dy the awarensss tect, were

mwore likely not to siste the resgon {or thelr .relerence.

Children's regsous for preflerence in relsblen Lo the eritervion of

awarenessg, FLven though ilhe differeuces belween the subjects? rezsons were

szmall when divided sceording o awsreness—preflerence agresasent, diifer—

ences betwesn those satisfying and those not satisfying the criterion of

avareness mipnt yield & cilferent picture. (It wili be remembered the

those who satislied the criterion of awareness for a groduct were sssused

T

ware

be awsre of brancs for that .roduct.} For this reason the subjects

reclassifiocd on this buzsis and the percentaze responding with ssach

reagon deterained. Tabls 19 presents the results of thils comosrison.

TABLE 19

COMrPARISON BETHLEM CHILDHER SATLISFYING ABD COuILDREs NOT SATIHFYIRG
THE CRITEZRION OF ABABREMLLS ACCORLIHG TO THA piaCRHTAGL BTATING
BACH TYPE OF Lo ABGN FUn rhiFLRUNCE

P e ey O

Satisfied criterion  Dic not satisly
Heason ceriterion
et et — lggognace = 2940 veguonnen = 1ike
Att &3
Redio
Print
by
Hork
P Sug
O Adw
Health
N Buy
Kige
K
Ho Pref,

, w ke
GV WOOO0OW H%PM%E

G;S&\C}Of-"b "‘%"l'—‘\aa

The table shows that, for the most part, the Jififerences betwsen the

&

groups are very small. Hosever, 11% more of those thet satisfied the crie



terion of awesreness jave gbtiribulte es & resso:, 3T less responded with

don't .now, and 74 less hed pne prefereseces. ALl of thsses gifferences are

slgnilicant, the othor dilferences are not.
Farther computations were muue for the groduct categories to deter—

rine whether eny dilferences in reagons between the two roups sould be

» o, .

slgpiilesnt.,  Mlve kinds ol responses wers eomparsd, gomsstic use, atiri-

[4

, RO grelsrence, wod gli otbers, suo the Chi Sguare Test
v applied. Significant differences beltwesn ithe digtributions were

found ouly in four cases, the uroducts being typewriter (5%), radio (5%},

politics (1%), =nd watcheg (5%), and the difforences do not sesu to be
in eny one Jirecticu. Intra-reason coaparisons yielded tne dale pree

sented in Tzble 20.

SATINFYING AND THUSE ROT
Li BTAYIHG R:ASUNS FUR

}‘ ;’:};}b().tt +
Heason Product Satisfied Did not satisfy Level of sig.
criterion cr;z&rxon of diif.

X Radio 7 28 5%
DU Politica 1z6 16 1%
Ho Pref. Politics z8 15 5%
8o Pref, Hatch 5 pFal i%

=

The resulis shown in this table indiecate thet thoos who did nuv satisfly
the eriterion of awureness staled don't .now mors frequently than those
that uid sotisfy the criterion of swereness when asked thelr resson for
preferring a particular brand of radlie. A lsrger nuaber of those not
satislying the criterion hed no yrefcreunce for katches when compared
with those satis{ying the criteriovn. On the other Land, those who aid

satisfy the criterion tended to give respouses relerring Lo dousestic use

or no preference for pelltles wore than those who did not satisfy the
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eriterion. Avidently, gresler fanlliaerity with braads ol wulches ov
radios led 4o the esiablishment of a» prefurence and & raagon Jor Wwael

i~

sreforanea,  UGrechor Taqldlasrity woth polificel parzies led the su

Jects to indicste po sreference or 1o glive goscstle dup BS 4 Daason

PERM Lt

for ralerence.

¢

Cnildren's reasons for srelurence

3 4 -ty . I S B P 3 R W PN b e o et g PR S R I A A
bility thet there wonld be s chan e In the Lryge of reason viih woo cliter-

enceg led Yo an fovestlgoilon of this foctore Two clavser of wnswers,

attribute and domeslic use, wers com, ered wiin o.o¢ cheyges, &b bhe Chi

Sgusre Teet moolied. These coggerisons shoved Liub the caly signilicant

trend spparent wad 3 tendency to olve pliribule es a resson for prerered-

ring brands of tysewriiers us ege locresses. In genered, ine hypolhesis

thut o they jrew oll=r, the purcentege of colicren giving womesltic use

a8 a resson [or prelerence would decrewss and L.t responses referving to

3

attributes would ineresse is ved

ubed,

o geonomic stetus,

Children's rsasons lor srelerence

The sossibility thzt seconoamic status aisnit bear zowme relationshipy o roée
song Yor yrefarence ingpired s sexrch into these relationships. The &
gad B economic sroups, and the € and » ecunounle sroups were coublaed, Ié-
sulting in a twofole classificetion on tue basis of econuvmic status. When
the reasong were conbined for &ll products for euch ,rou. the calte sBnown
in Tsble <1 were obteined.

Again the dirferences were saalli in all cuses bul a Cnl bgyuare Test
of signilicance was computed for the distributions of the two sconoaic
grouplags and the respouses gtiribute, domestic use, uersopal susestion,

don't snow, no preference, and ell others. These more sgecific compari~

gsons ylelded only © significunt édifferenceg ns shown in Table Zi.
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TABLE <1,

COMPARLSON BETREG Cuibifsh L8 VHE Hiwe:li &40 I3 THE LOWER
ECOROHIC GRUUPS ACCOHDING ©0 TH: UERCENTAGE ST4TL1NG SACH
PYSE OF LoABUN Fun ProlshidCh

A& B
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A1l others
Ho pref. Jolivics
ALl oluers Soeap
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The repulte presented in this teble indiente inst for sutomgbiles, scep,

end watcheg the children in the higher economic ;roup gave core varied
reagons {or greference zg shown by the difference in the all other cate-

gory. & larger prosorticn of those in the lower seonoale grou. had no

preference for political parties asnd ave dowentic use a8 & rozson for

chooslng uvrsads of woiches than those in the hiloher econowic sroup. in

general, thouih, ths conclusion is that there are no ulifersnces in

reagong {or prefersuce betwsen fus hilgner and lower sconomic groups.
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stancy ol e proporiicusd sbelliy esch £luv ol leason Lor preierence
might Do woioinus roa o cuodpwrison ol coddalen's rovsons for prelere
ence «ito sobtinorg® rewsons Ior saituiese. Sods Aaveives Ghe gssdaption
tiel parentes will buy e e 8005 losy puowiel eaich 18 only partly wrue
sinee purenesling poeer Laulls The cabeni b «0ltu 80Tuwe. pUlCasse and

PEELETELCE BuTue  HUwoVol, & Louwsll spgordiation of Loe sibustlow way

b ol Siilie

be gained from Lals oo

Toonsd Anvervive yuselblonsalre waz Jdesliust muo gretesied sevel-

al Ltlmes sith sutners of lhe cbildren used la prelestin; the olier mator-

e

Er

this study. &pprosriate revislous were sade al the end of wach
= &

foe
&
(78
by
<
e}

prefect pericd snd the finsl form ostablished. A copy of thip qusstione
neire may e lound in the Lppwnalx.  Approxisetely the same smeterisl wes
gatherad fros this guestionnsire sg Yron the chiid¥s, excest Lazl the
nother wog asksd her reason ior buylng o particuler Lrung ruiber than her
prefesrence. She wad 23850 asked whal brand she 1as8t bought or owned at

[ 'y

present for 1% of the 16 producis considersu with the chiidren.

partiss were not includsd wince 1U wes Isered that thesy sight unecessarily

{

Jeopardize the ollor responses, aud gisvesls Luu shown & heslianey oo e

pert of acult responcenis when feced vitp this questios. The inlerviewers

"

¢

sore the mame ones wio perbicipsted in the children's prozruum. A&lL Doube-
wives werz interviewed in the howe.

The 12l parente interviesod werd alnosbd wivays acthore ol chilldron
who hzd bwen serscnally interviewsd in lie cdd .raduws ol sChHool, leee,y

grades 3, 5, 7, 9, wad li. ‘These lel mothers actusliy reprecented 173

chilaren since many »f then nad more ithan one child in the comlete sample
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used.
& complete tobulation of thelr reasons {or purehanse by groducts may
be found in the Appendix. The resulis when all products are combined are

shywn in Table 23, witn the comparison deta from the chilaren's ressons.

TABLE £3

QOPANRISSE OF wOThASY neablks FoOR pUIRGASE wITH CEILLy LHTS
HEASIES f‘d;\ .a:'l'-;xusi’ ERENCE

s P e gy T AT LR B o LW s ST R

. Hothers! Children's

Reason SO pONSeE Responses Difference
RS . - 3 & SRR = 4336

Attt 43 31 1z
kadio 0 “ 2
Print 0 1 1
A iz 38 z6
Work & 1 1
P SBug 4 3 1
O Adve Q 1 i
Henlith 1 Q 1
R Buy 5 o 5
¥isc 4 3 1
LK 11 9 2
Ho Pref or 18 i1 7

Dont t ezt

i onr e i, SR £ AL .

The differences between thsse psrcentages sre sarll excspt in the case

e upe, not the buyer, and ng prelsrence, but every

A E
[t DL e g e COegoe e G i v B0 el oo

of sitribute, wor

T

PR

one of the dilferences is signilicant. The important differences,now-

ev:er, sre those concerning sitribute, domsstic use, aot the buyer, suc

no prelferepce or don'it own. Considering the lattur first, a difference

is very likely since the children vere asged only tneir preflerence bud
the parente were assed what brend they oened. Obviously weny of the
parents did not own typewriters, sosme did not own asutomoblles or racios,
and others did not tmke any megazine regularly or 4id not chew jum. This
difference belween the sroups would therefore bs expecisd. The cillerence

in the npot the buyer category is slso sxplenable in the rame wey. Rany of
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the amolhers did not buy their own walches or radios, anc the wivesd had
very little to ssy about the brand of razor, or sutomoblile, «r tire the
husbands boughte. The only opportunity s c¢hild's snswer hed to ve =mo
clessified -8 whon he owned the branded objuct buf indicated tnat ne did
not do the buyias. This cdiffereance would alsce be expectsd.

Howevsr, the difference buteessn th: rema&ining two categoriss giirie
bute and couestic use iz of wntercst. It wxs believed that, with io-
creased &€, lhw child xijht tend to change rewsous [rom domssgtic use to
atbribute. Bhen tabulations were usde for this, the hypothesls woes ns sled
because the gifferences wers not sijnificant. Somewnsre bpeiween the &)@
of 18 and adulilthood, a change urobably doss take place, becsuse the molhers
did zive gitribules as ressony wmore Lhon dowestic use whorens Lhe o
verse ig tas case wiith the ehildren. This is amerely sujgestive but it
points the way to a more complete Follow-up of the age ciiferential.

One other thing must be emphasized. Even thouph diifersnces between
wothers? and chlicren's rssasons do exist, the relative raniing of reusons
resulted in & rank order correlation of .7z. Tihis indicutes thot in gencral
eniloren snd mothers tend to zive ressons for reference aund reapons for

surchase in the same proportion, althou.h the Rho may be slightly nigh

froa an ezcesg of tie racks.

BUsHARY kD CORCLUSIONS

This pert of the etudy wis desgigned o lovestigate the influences
that bemsy upon the development of brand preferences. A1l of the results
were obieined from the subjscts’ own report of reasons for preference.
The respouscs obtained ave accordingly sublect to reticnali:stions by the
subjects, but indicetions in reygerd to chamnels of influence and relative

importance of infliuences huave been obtainsed. In the iiht of ithe conci-
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tions of the study, the followin; conciusions may e drawn:

e The relative ramsing oi cillcreals reascns for grelerewce lfor
all products cosbined wos: 1) dowestic use, <) attrivute, 3} persocel
suggustion, 4) redio proyraams, 5) pristed edvertisiug, L.5) reletives or
the respondent worxking in soae capacity relaled to the braud name, 6.5)
advertising other than rezolo or pristed advertisiuag, s=nd 8) healtbh. This
oraer remsins preciticaliy intact regurdiess of the mode of {racbiocuution
of resulis.

“e For yum, magasings, and gersasl, the sttributes of the proaduct

seenvd to be the wmost lwporitant resson Lor preference, whessss lor radio,

tire, typewriter, suscline, soliticy, coifee, and ruzor, use al home was

the most lmportact influence in brand grelereuce. The vithor products
studied depen.ed upon both dowestic use snd atiribuces iairiy equaliye

3. in the cese of coifee and ragor, a iurge number of children had
not developed sny prefwrence,

4o I nhaa no agpreciable roelaticnsilily to reasous lor prulorencsa

5. In general, thooe not aware of the orand they preferred teuded
%o iive ressone i the came proportious as lonose awnre ol the prsisrred
brand. However, those not aware ol the preferred brapd tended not to
report the reason lor thelr preisrence tov & greater extent than those
aware of the vreferred brand.

6. The children mere fasmiliar «ith brends tended to give responses
in the sane proportion as the childreu not familiar with brsucs except for
the following instances. Hesponses referring to attribules were given
more often by those familier then those not fmuillar with brancs. UOa the
otnsr nend, the rouy not familiar with branas responded with don't .now

or no srelfersuce more ofbern

Ixd

ha. the group familizr with brends.
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7. Ho significant differences in ressons were found for different
ages.

8. The higher snd lower econumic groups tended to respond in the
SANE MARDOT. |

9« ‘The rank order of agreement rfm‘_ reasons for preference hy the
child and repsons for purchese by the Toiher ylelded a rank order wréw
lation of .7Z. Further, the mother tended to give attributes of the
product ap the reason for purchuase more than the child whereas the child
tended to give domestic mm the remson for preference sore than the

mothers



CHAPTER VI

DLSCUOB10N OF RESULTS

This sbudy wos designed to test the bypoihesis that brand loyalty

is ;resent In children, and also to gather svidence pertinent to the rese-

song for brend urererence. UVate on brend swareness were gathered to serve

a8 & framework for the two main problems. OStandard verisbles of sge, eco-

N

nomic status, I, and nusber of siblings in the family were relsted to
the data obteined.

The results from the siudy of bhrand swarensss indicate that sn ipe
crease in brand eswareness occurg witn increasing age, l.e., a grester pere
centage of older chilluren are aware of brand nemes thas are youiger ¢nil-—
dren. This 1s in sireemest with the results of Jansasens end Hahn previ-
ously discussed. However, inusmuch as the psreents;e of cnlldren aware
of brand aames at a siven age level vuries [rom product o product there
is evidence that swareness of toe bLrands for different products arises atb
dif'ferent ages. Belween tns sexes, no significsnt dililsrences in brande-
awarensss «ere found. 4 rough seguence of appearance ol awareness of
brands for producis was found, but an attempd to discover related grougs
of products in which awereness developed et the gsie time proved unsuccess—
fule. It may be that the ranking obtained is asctuelly a rank order of ihe
development of ihe child's intsrest in diflerent products; agein uo direct
svidence on this point is svailubl:. Holchkisg wud Franken found t.al,
alitough frequency ol purchuss was not relsted to the Iirst brund recolled
by their subjects in a conirolled essociation test, Irequency of use wus,
but since their study employed difiersut subjlects and a ii'lerent muthod-

ology, it is not surprising thal the results of the  resent ziudy sre not
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in complets s reeuent.
The relstiosshiys of the standard varisbles, age, ceconomic status,
14, and number of siblings, ylelded some interesting compsrisons. QOne

aight expect thet the larger the nusber of children in & fawily, the

grester would be the brand awareness by resson of the yrester {recusucy
of use enjoyed by some productsz, aand also since giblings have grester
opportunity to discuss tneilr foveorite brands. Oun the contrary, this
shudy shows no slioniflicant relatlionshi) betwsen asvareness of brands sngd
numbar of giblings.

Botr economie status snd IG, however, do show relationshi: with sware~
ness. In generel, laproved ecouomic status lg accompenicd by an increcse
in swareness, but g large .art of the total varlsnce ls conlributed by the
lowest ol the four eecmemic groups. This sugoosts tont ouce this minisuns
sconoaic jrous is sweseded, there 1s iittle or no relationzhnipy bestween
ecnpomic group and awareness, but amexbers of the lowesst sconomic group
are more Lizely to imow less aboul brand names than the obhor three groups.
It mey well ve thoet thilsz group bag iess opportunity Lo see and hewr Lrand
advertising througnh a lack of the amaveanlzges wkore coumon Lo the u.per aco-
anorice roups.

In many respects, ths relallonshi, between I and ewereness may be
gubjected to the .zme sort of analysis. Although the differences beiween

he percentuse sstislying the criteriocn of awareneszg in each I{ classifi-
cation sre sipnificeat, the largest portion of the total verlance is con-
tributed by the lower IQYgroups. Azein a sinlous scors is indicated asbove
which there iz Little or no velaticnsbip bebwsen 1§ and awareness, Lut
below wnich ithere is mores likelihood of wnol ancweling than kaoowing sbout
brends. A&lthough no siznilicant diiferences appesr belwesn lhe upper

grouss thers 1s a suqsgestion that lnere amay also be a maximuasz score sbove



71

which awsareness ol brancuse is not as freguent. This ig shown by a de—
cline in the number of children aware of brands alter & particular I
score has been resched. This pjoint varies for dirferent products.

The study of btand prefsrence from age to age indicated that loy-
alty exists for sgecific brands. Comparisons of all bLrands of & product
sl one time suyyested thal brand loyalty did not exist but en ansliysis
of specilic branus led w another kind of comparison. When more specific
comparisons were mude coansidering each brand ssparately they showed the
existence of loyalty in sbout 50% of the brands studied. & further com-
parison between the percentage preferring ewch brand st aye 2 snd at age
17 end 13 showed that the percents were not sipynificantly different in
about 704 of the comparisous, indicsting that although the percentage of
cihrildron referring the various brasus st each azs level may {luctuate
considersbly, in about 70k of the cases, ths braud bes cbout the sane
percentage of chilaren preflerring 1t st the finsl ags lovel studied os
at the firgt s e level studied.

One very imporitant conslderation to be noted ig thatl brund loyslty
mgy e consloiersbly influenced by definite changes in the environmental
brekground. &n example of this is clenrly illusitraied in the case of
Lypenriters. The brands of typewriters meintaln approzizetely thelr rel-

1,

ative position in regere lu perceat of chlldren prelerring them up to

nigih wchool ape; Loen thsre i o large ana suaden incrssse in ihe ouuber
of children uraferring hoyal Typewriter. 4 checx witsn the high school
showsd thet the tysing depertment hud Just lnstallsd s new szet of Royel
Typewritsrs wnd 1t would appecr that this wos a major [uetor in groduc—
ing the shary incresse in ,relerencs for this brand of iy.esriter. This

kind of inrluence is of comsiderable importance to the sovertiser, since
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it indicated that [uctors of this kind are important in bullding brand
preference.

The study of reasons for brand preoference yieided dats which seom
to be supported from iaternul evidence in the study. In genersl, the

main twe rezsons {or praference siven by the crnildren were douwostic use,

or use lu the home, and reasons glven by virtus of gtirivutes of the
brand. For all breskdowns mscde, those twe feoetors stend out es ihe i
portant ones. A breakdowan for IL indicsted that thore wos no relation—
ship betwoen 1L and types of ressons for urelsrence excent in a Tuw 556~
cific instances in snich those with nilgher Iu'es tanded to give gther
ressons more freqguentily than those with lower IL's. Along with I§, eco-
nomic statusg 4id not seen to heve muy relstionshic with the zind of rea-
son given for prefereance, nor did the age of the subjects rslate to the
type of ressong given. It thus seems that the type of reasons . lven for
mrelerence meintein the same rolstive standing regordless of the Iy,
economic status, or aye zroup to which the c¢hild belonise

Two other kinds of comperiseons vere m:zde with resscns for praference;
the Tirst, the relstionshipy betw:aen those kpowing the brand they greferred
ve. thore pot knowing the .rend; soxd secondly, ihe relstlonsiiy between
those sassing the criterion of swarenesg vs. those not paseing the critere
fon of awarenses {or the brands of products in gensral. In the sain, e

gonificant Jilference obilainsd bsiween the perceuntage answering don't snow

to the cuestion of why they oleked s particular brung, those not fundlier

witn the branc they preferrsd gilving don'l s00wW 88 & respoape with jreat-

ar frecuency than those who were fasiliar witn tre rrand relerred. FPree
sumably those children who «ld not «now why they crsierved a particulsr

brand would hove iwo courses open to then at a later time, eilrer to
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change thelr orelerence to it en adequalte reascn whes oge bocane ayuper—
ent, or to mailntein their prelerence aud to it a ressou to this yrefere
encs,

The second comparison wes wmede betuesen those who ¢lg and those who
did not setisfy the criterion of swiurenes:z. The former may Le cuusidered

o

1o ghow & nore veried knovle s of

"

breancs then the latter., This coaparie
son showed that those who wers more funiliar with browcs rendec to give
regponses referring to stiribtutes of sroducts aw a rewsun Lor prulerence

itk

t-lrl
i

whereas those less fomiliar with brands tended to snswor don't xucw ur

to indicate no prefsrence. This suzgests thoet greater familisrity with

brands in gencral nmight lead to & wore sormanent _roference since the
pros and cons of the various bLraunds wmiht have been ssighed vheress Lack
of familiarity with brands agein would lead eitour L. & change in refer-
ence to azree with 2 reason Yor preferenee 'or a ralisusalized resson Ior
preferencs to gyree with an esariicr sstablished proferenc.. Thoe sctaal
kind »f change awsite future study.

& comparison of children's ressons {or grelerence with wolhers! reue-

d
4]
[
¥
&

gons f{or surchase ghosed & high relationebi;, Hoot of the reasot

directly releted with the execeptlon ol shtributu and

mothers tended to give domestic use o8 s roascon with lers [resgusacy taan

the eniidren, ami tended to sive zliributes of the roduct will grealer
frequency than the chliid. It seeng fron thsse reculis bthat, L1 we asssune

the mothers' purchase tends to te in pencral &ccord wilh preference, soxe-—

where between the last age level studicd in ehiicren and lhe tise they

i

begin to purchese for themselves, gtiributes o Lhe brand becoae wore

s st

important =8 2 ressou for preference. lovever, tils ds Sidy o ngpotuesis.

Since this study wiz esgentially explorstory, mony su,gcstions lor



The

further study are [resented. IV is believed that & study of swareuncus 1is
not & compulsory snitecedent to ¢ stuuy of prelerence or resgons {or L1eé-
ference. Howewer, an interesting problem in respect to ithe sge at which
the ¢hlid is able to diiTerentiate covrectly groduct names abu Dranc nanes
is worthy of study.

Obviocugly a atudy by individuald follow-up is dewirebie o & CLets un
the resulis obialnes irTom this cross—secilonal situdy of brend Loyslty.
Further, however, some attempt should be wade to securu dats on youuger
chiidren to try and determine the lower lisit st whien brand preferencag
are indiczted, and & continuetion of thne study ol prederences al bhigober
age levels until the bept check upon Lhe intiusnco ol sarly Jrelereunces
can be mesde, that of zotual buying bebsvior.

The aspsct of motivation for prererence and purcnase oilers a aovel
fruitful field of study. & further study of ressons using approxiaately
the sane technicue used pere but wiilh & more rigerous clagsiticatory
scheme for reasons is incicsted. Purthsrmore, & study o!f indluences in
themselves iz imporitant. Although an aliribute ol the product is an ade-
guatec resson for prelerence, it is believed that belore ihe persou can
cive an sttribute of the product he must firvi use the product or have
been influenced in some wsy b0 snew sbout the attriovute. Therefors, sll
those who name gn altribute as & reason lor prelerence snouls LE EXpPUSEGL
to & morsz rigorous uestioning to deolercine how they knew about Wie aiili-
bute, anc if they :new sbout the attribute {ros using ihe .roduct o cneek
on what isiluecueced them to buy the groduct origlaally shouwld Le awds.
Therefsre two types of guestioning appesr to bz laoporitant, nuasly, (Ues-
tions concaraning the ressons thet prowm,ted original preierence or use,

aung cuestlons conceralng the resasons for contliusd prelerent.: O Use.



Stwiles of this kind would of necesuily reguire & longer end wore Come-

plete iaterviev provecurs wilh highly {ralned loterviewsrs. Gion

it would Le femsiblie to liuitl ol products studles wua bo lry
o precsot & wmore complote list of brands for each product.

Another poszibllivy for furthsr study wouls ve the establisnmeni of
& mouel situoatlon in whdceh ths ondid would rmege his reisrsiice Qoo &
woie maluls Lasls, l.¢., he would choowse ony Wrend rebtiere Lhaun other
popeible brands in an ootual sit ofr n whieh he woule Tocelive eilner
the product iitsedil or something symboelic of the uroduci, aad would 8y
for his cholece in the seme ratico that he would pay in mun asctusd buyiag

ituation. in this way his preference would involve not oaly statiug a

preisrence in a theoretlczl situstlion bul sctuslliy meking o cholce asg he
would in & resal life situstlon. The procedurs would have Lo Le compglux
and so at the present iime no sppropriute plen has been dovised.

gore Peasible from o practical solot of vwisw would Le a series of
enpirica. cnecks upon pcluzl buying benavior of the eniide This would be
pogslible 1 “he zid of & neighborheod druggist or grocer could be enlicled.
Vaerious expericental chonses could e Inlroduced ang Lns resgonses of the

®

cinild noted. Along with this, the aid ol the wothsr Couse Lo soliciled

by naving her nots whai reclo progrues the ehild iictensd e, an what

A £ B
brends of food ureducis the chlld aelerred. In the srolicinery stagoes

of such & study a clinicel epproach iy indicatoed put as o sullicient nuk-

atetisticel trestment woula become poscibie.

ber of cuses wore
atudies of the ind Indicated woudd sdd matorieliy to an undor: land-

inrg of the sirnificsnce of brand names in cally Life. Hovever, until

suen acditions to the peneral lund of knowlecye cal be obiained lrom cun-

troiled observetion, the resent study may serve two soln purposes. dn
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the firast place, the rssultﬂ abt&in@& provide tentative conalusions which
may be of lmmediste valu& to the pruﬁtut gﬁvwrtiger who will interpret
the uanclusians 13 the ight ¢f tha conéitiqns uuasr whxeh the data vere
cﬁﬁaiﬁ;ﬁi In the~ﬂeeund placa, thia,ﬁtuﬂy ahnulﬁ sarva aﬁ & rnﬁawanca
point for fnrthar ﬁhu&y by dnliaeating the field and by an&iaating general
directions for the eatahli&hﬂtm% af‘mara ri*ié aontrnlﬁ and alaaaifiaaw

lﬁians unforeseenr when the ?raaant a%u&y'w&a concelived,



3.

.
Sow

L%
.

Ga

7o

B

BIBLIOGLASHY

porcen, Hell He Letersination of confusicsn in trace-uark
conflict cuses. Horvard University ursdusie School of
Business Acsinistration, Business hosssren Stucles, 4o. 10,
Vole. &3, Hoe 8, 1936, 34 0p.

Gelssler, L. %. dszsociation-rezcilons appiicd to ldess of
comnsrelert brands ol Usoilier artlclsd. Ja dPps Feverpla,

1917, 1, ppe £75-290.

Hotchitios, . Be and H. Be Froukeu. ZThe Lessdershi. of
Averticed Branog. Hew forks Doublscsy, Yoge and Com any,

Botenkiss, G. B. and k. B, Frankeu. The Measwrsmont of
Acvertiping B:irecis. Rew York: durper sund Droibsre,
197 248 ppe

Janspens, &. snd H. Haknn, Iatiuence de la oublicitd sur
ltenient. Les Traveil Huseln, 4536, IV, gpe 385=400.

Hixon, H.ke Frincipiss ol Advertising. Ned forks
BeGrow-Hili, Iuc., 1937. 3541 spe  (beoc pe 120)

Paynter, Riehsrd e A rsyeholosicsl wtudy oi Trade-ssrk
Infrin enent. Archives of royeholozy, Ho. 4e, L&D,

Hew lorkt The Sclencs Fress. T¥ pp.

hailer, G. 4o The sssoclstion beselicn Tine «s & B485uUle
of Famiiiurity with sug the Use ol advertviseu Commodltius.
Unjsubiisnes s A. Thesis, unlc disle University, i¥35.

(45 reportud oy Burtt, H. & Pavorwlery of puverdising.
Hew Yorks Houphton Mirriin Cowm_oany, Ivice 473 e




APPENDIX I

COMPLETE TABULATIONS OF DATA
SED IN THE STUDY




TABLE I.

BRAND BHAMES UUED DIVILED ACCLLDING 10

PROTUCT

PHODUCT BRAKD 1 BHAND 2 —_ BEAND 3 BRAND 4 BRAND 5
Coffee Chase & Sanborn ¥ilkens Bokar Hed Circle Maxwell House
Typewriters Bemington Hoyal Corona Underwood L.C.5mith
Stores Lansburzh Kann Gurfinkel Hecht ¥oodvward & Lothrop
Automobiles Plymouth Ford Packard Chevrolet Buiek
Gasoline Shell Sunoco Esso Gulf Texnco
Razors Durham-Duplex Schick Gen Glilette Rollse
Masazines Time Libarty Colliers Sat~kve-Pogt Life
fiatches Gruen Ingersoll Waltham Bulova Hamilton
Tocth Paste Pepsodent Todent Colgate Toel Ipana
Soap Palmolive Ivory Lux Camsy Lif«buoy
Cereal Quaker Ouils ¥heaties Bslston Croam of Wheat Post Tousties
Polities Communiist Republican FarmeLabor Socialiset Vemocrat
Bread Wonder Bond Junbo Jul-Lee-tright Koesters
Tires Goodyoar Loe Goodrich Firestone Fisk
Gum Wrigleys Beenans Dentyne Beachnut Black dack
Radios 3tromberg~0url Genoral blec. Rs C, A Pnileo Stewart-Warner

6L
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TABLE III

DISTRIBUTIOH OF SUBJLCTS ACCORD-
ING TO AGE AND ECULOMIC STATUS

AGE

7418 19110 |11 {12 |13 14 | 15 |16 |17 |18 |[Total

136 3| 317156l 55 |0} o0/l 4«4
2 |27 |31 | 32 |27 |2z |22 |34 |38 |43 |18 |10 | 306

25 133 | 37 | 28 129 {39 [41 | 56 |4x 19 |10 360

10

+9)
w
Ny
3
»
3

@ O |
W
(1
O
~3d

N
o3

4169 183 1 84 {70 170 178 133 1105 193 |40




TABLE 1V

GISTRIBUIT I OoF SURIRCTE ACCURD-
IBG 40 &GE AND HUsBRE OF BIBLINGE

AGE

Hoas of

ﬁibiingq Ty 8] 9} W0 A1} 14} 13 | a4 | 15} do | A7 | 18 [Totel
Q Lliz tis | 11 T & & {13 V1= | 13 3 7} 110
i < len |48 30 18 L Ld, «3 3= ed V7 F £330
“ Lils i8] 18 | 20 | x« L7 lex | &9 | 0 | LU 5 1 196
2 D 8l &1 10w L, 113 11l | 19 7 & 1 1:0

P i Tee 1 )

over O 8111} 18] 1% 81 5 122 | O] 17 | 13 < | 155

Total 4168 jB83 1 84 ] 7o | T | T8 |93 JA05 | 93 | 4D | <3 | siim

®i gublectls
L subjectty

BES URALOER
nusber of aiblings undinown
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TabBLse ¥

DISTIIBUYION OF SUBJCIS
ACCOERDIRG TU Aus &BD IQ

AGE
15 71 8l 9 | 10 [11] 12| 13 {14 15 {16 |17 {18 |Totel
Helow ‘ .
o of 3] 1| ofz{ af 1 {o0l ofjoloal 9
o , 1
3 O 2| 4 Wz 1 5| 4f 5| r}| 3|zl 39
93:; of11] 11 | 13 6 B¢ 11 |lo| X6 {1z |1z & | 124
1109 of1n| 21 | 13 {10 15} 15 jzof 23 |36 {15 | 6| 178
ey 1) 6] | o1x jau| 7| 17 {7 o3 |29 | 5 | 1| 165
1z0- : , A .
= of 7} e | 5 ju| 9|17 ji1sf 12 | 7| 3|1 93]
L s o4 v st o4l 315t 3]ofrfol ;
. 3124) 35 | 30 [23] 25| 9 | 6y 3 |3 { 3 4|17
4169 83 | 34 |70 ] 70! 78 {93105 |93 |40 |23 | vrem

#1 subject's &.e not knowm



TABLE VI

DICTEIBUTICH OF SUBJECTE ACCORD-
IRG 10 Ig £HD ZOONOmIC STATUS

(93]

Iege A B G o Total

Below
B0 0 1 8 O 9

ro
)
Sud
&
H
(“-
£
]

50-99

100-

109 178

&
E

150~ v
119 16 e 64 13 165

120-
149 5 46 36 5 92

130
up 3 <0 8 Q 31

Total 34 244 303 54 635

e S ey
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Criterion

TYPE OF 1OWE

OQCCUPATIONS OF
HEADS OF
FAMILILS

AUTOIH0BILLES

AUTOHATIC
REFRIGELATURS

THLEPHONE

A Econonic Group

Large one-fauily, 8
or more roomg ususlly
with garsge for one
and frequently two
cers, Usually two or
more bathrooms.

Exscutives and suc-
seesful professional
people.

90 to 95% own one or
more (in the Far west
and some parts of the
Mid VWest practically
1004) .

85 to 100% nave ons.

Almost 100% have tele-
phones in their home,.

B Economic Uroup

Mainly moderate size
one-family houses,
some of the bLest two
family und duplex
houes, and woderately
expensive apartment
housese

Averaze prolessional
people and the bulk

of the average of
better paid white col-
lar jobs. & few nighly
peid skilled mechanics
and craftsmen., Success-
ful retail store owners.

60 to 804 own one, a
few own two older or
less expensive cars.

70 to 90% have one.

Between 70 end 90%
have a telephoue.

C kconomic Group

Bmall one-~-family
houscs {airly well
kept, wnany two-family
houssg and older,
cheaper apsriments,

Skilled workers in
both tradeg and ifmec-
tories, police and
firemen in many ci-
ties, lruck drivers
and poorly pald white
coilar jobs. Sweall
retall store managers
and owners.

40 to 70% own onse.

4U to 70% have one.

A wide range depending Telspnone ownersiip an

on location -~ <0 to
80%, averaying sbout
50p for the whole
country.

D Zeonomie Group

Ran down one-femily
houses, poor two-
family and tenements

Unskilied labor, wmenm-
ploye:s, junltors, and
many of the unsikiiled
and poorly peid fac-
tory workers. Usuelly
inecludes 211 or most
of the negro sections.

20 to 40k (on the west
coast about 50%) own a
car but {requently an

old one 6 to 10 yesrs

old.

10 to 30% have one,

some southern cities
1s almost CF. Average

o%
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Sk SORS FOR PHEFLRENCE®

Viii

PROLUCTS
@ 4:3 (3] ] g
Mos 'a E: 3 . | .?{ o e
Heasons for = Holdl o A8 leloi 8lalas I
gﬂ @& & (o] O Bl oerd | D | Sy 2 | Dy 3 [
S8 B389 glAlRIE Y Rloia |5 |3
gi A PPl 3 8 B ol @ |0lw (00 L o
Prefarence M| D) ]| D] s Ol e il O s (8 e
Attribute 3516775113135 10|25 47} 8|15118[ 3 | 6| 4 43 40§ 31
Dogestic Use 36,20| 4]33|43|58|6|27|53(48] 51| 28] 45| 4§ 43| 4z | 38
boreonat n 9 z| 1l12| 1| 4] 5] o] 2| 4] 5| 2} 3| 4 o 1| 3
discellaneous 4L1 31 41 8| 51 31 3| 31 61 6| 3] 31 1} 9 o 3} 3
Don't Znow 70 4110118 5]10116] 8116) 7113110(10) 4 & 41 9
Ho Preference 78 3] 4110] 5]10110| 916110} 7j44)30| 3] i 4 {1l
Radio Program 110107 1] 0} 19 5]0] 0] 1] 4 =2f 1) 3] 5| <«
”m.-x uUd maerlal 110101310} 1 =)0l 0!l «f QO] 410101 1
Works there O 0j ol 1] 6200100110010 L)0; 1
Uther Acvertising Ol OV O Xl Ly Ly Ly O 0 6 Oy O 07 9 Qi d 1
Heelth ol olojolololol1jojolo]jojojoj ol o
Hot the buyer e IRCR IO I N VR V) ol ol af ol o) opal 9o 0
#411l Migures sre percents of L71 cases.
Perceats in the total volumn are begcd ob aa N of 4236
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TABLL IX

PHREENTSY STATED RLASONS FOR PREFEHENCE
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1
3
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0
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DISTRIBUTION BY rRODUCT QF CHILDRIN'S RIASCHNS
FOR PRAFELEHCE 2CCOLDING T0 oCOMUsIC STATUSH®

Eecnomice Group A& and B

FR - PO A B T BT

A N O - B A

= S A @ & O oo ;ﬁ 2 8 8 S 8 4 zg S8
att. S 16 55 43 10 € 87 32 50 55 61 10 49 14 96 6| 618
Radio o 2 i) £ < 3 i 16 & 7 8 ¢ 19 o i £ 62
Print ¥ 6 o £ 0 4 1 4 9] < 0 1 e 4 1 O £5
Do Ul 138 49 49 49 81 54 v 25 o8 52 332 74 546 69 5 b4 797
¥ork i i 5 1 4 9 g 1 0 o a 0 S 1 Qo 2 17
PaSugd3 1@ 1 10 6 3 3 & 4 0 0 0 1 T 3 4| 65
Ue Aivd O i 1 0 8] i . z g a U G O & 1 1 14

ealth| O O 0O 0 ¢ O 0 G 8] Q & C o U i g 3
Hobuye | U i J U ] I 3 8 o ] U G J G 1 G 5
#¥isc. 3 g o) 3 7 & 2 ' 1 1 < 10 4 12 6 5 85
IS W 1l =3 g 1l 8 17 4 e 3 ie 13 18 7 G 13 16} 196
o Irefde 12 4 C 1, 25 £ léﬁm 4 2 13 i¢% 7 10 4 Ll i

Economic Group T tnd D

Att. 14 19 38 49 17 g 90 35 03 59 64 le 59 26 104 <31 681
Rardio ) 1 0 Q £ P4 ¥ 9 £ 1 5 G “ 1 0 0 31
Print 0 £ Q0 Q < 6 ) b 0 0 o o Q9 1 O i i3
D, e [39 40 65 47 75 62 b 44 56 €4 39 69 61 60 773 87
Work Q 1 10 ¢ 2 O 1 © o 0 g ¢ 0 0 J i 15
P, Sugy 1 <0 2 15 5 4L 3 & 0 g 0 b £ 4 1 09 T4
O. AGvi O 1 s 1 1 U 2 0 0 G 0 Q 0 1l G 0 16
Health| O J 8] 0 a3 U o g U 1 P 0 1 0 0 0 4
H. Buy} O 1 o Qg o Q g < o Q0 Qg O g 0 O 0 3
Misc., | 4 12 6 3 1 < 5 4 0O 0 5 6 4 5 4 3l 64
D.K. 17 &5 g9 15 18 8 &6 21 9 9 3 <& 3 10 13 18} 211
HoPref {54 13 3 5 i€ 42 4 13 5 1 1z 24 3 17 6 7hi2d

#*The number of
K 1s 2112

The number of
B is <160

cases for the high economis status is 132, the tolal colum

cases for the low econowis status is 135, the total column
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TABLE XTI

DiSTRIBUTIOH BY rHODUCT OF CHILDrEN'S
REASOKS FOR PRLFEHENCE ACCORDING TO I.Q.*

__Hign Lo fabove M0)

5 o
i g [ 2] ig w0
S @ '§ ® lg & '§ & i; . fé o = Q
HEEEEERERE R ERETE
S & & &5 5 & 2 & & 8 8 & B Od 5 8
Att. 3 12 35 32 6 6 70 20 38 38 49 8 44 10 78 13
Hedlo ) 3 1 © =2 2 1 1 7 2z 3 7 0 3 0 o =2
Frint { O 3 0 0 1 6 0 =2 ¢ 0 o 0 0 5 0 1
DaU. 31 34 37 36 60 48 19 29 48 47 23 54 40 45 1 54
¥ork o 1 8 1 O © 0o 0O 0 O O o 0O 0O 0 1
PSug.} 1 11 1 9 4 1 O 8 3 0 ©o O @& 4 1 3
Qv © 1 1 © © 0 © L G © O & 0o 7 0 0
Health| © 0O O 9 ¢ 0 © o9 © ¢ 1 © @ 0 1 0
H.Buy.|O 1 0 0 0 O 0 3 0 0 O O O ¢ 1 9
Mise. | 2 4 6 5 3 1 z £ Q O 2 7 5 10 4 41
DeK. 4 12 9 10 10 6 4 19 5 10 9 16 3 10 9 10 J146
Mo Pref54 8 1 2 £ 7 2 O 7T 13 & .7 3. .53

o Low loge  (below 1i0) , . ,
Att. 13 15 40 39 14 6 68 30 48 D4 48 9 4l 19 83 e {549
Redio §7 1 © O 1 3 0 10 0 2 3 0 7 0O 0 048 34
Print {0 3 © 1 1 3 1 1 O 9 © O O 0 0o 0ojf1w
.. 34 38 59 44 G4 5% 30 32 57 51 39 65 53 61 9 60 1748
Eork i 1 5 o € O 09 ¢ 9 U 0O L 0 1I D 1115
FoSug. |2 18 1 11 3 4 5 6 1 0 o0 0 1 €& 2 17367
Ouaive {0 1 £ 1 9 1 O 1 O G O 0O 0 s 0 o1
Health {0 < @ ¢ @ © ¢ 0 © O 3 0 0 O 0 © 3
NBuy. {0 1 0 0 O © QO 2 ©O 0 0 0 O O v U 3
Misc. 4 5 2 3 3 = 4 4 1 1 5 4 3 3 3 3 1t50
D.K. Eg 2 7 13 14 14 5 20 6 8 8 16 7 7 14 16 1196
NoPref.38 13 = 6 12 3 § 12 5 2 1z 4 6 16 7 9 Z20g

#The nuaber of cases ifor the hish IL.L. group is 98, the total column N is 1568
THe number of cuses for the low IQ. ygroup is 118,the total column N is 1838
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Lester 2o Gusst, Uoctor of Philosophy, ii4l

‘Major:t Psychology

h Genetic Stud; of Brend Loyslty

Bir%ct d by Dr. John G. Jenxins

in theeig, 93 Vords in abetract, 55¢
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.

This =ztudy was cesigned to test the nypothesis that brand ioyally
ig present in chiloren and vo study ite determinents i loyzlty ls feund
to exist. Date aleo wore collected on the developuent of brand asware-
ness,

The subjects were 313 children ages 7 to 18 who vwers teswted and
interviewed ln selecltod deryland zchools. They were ali prosented with
an awarencss test and o preference quesilocasire. lumedistely after the
completion of the preference guestiilonnaire, onc Lhird of tho respondents
were selocted at random for personel intsrviews during wiich they vere
asxed their reoassone for braad preferency. A perscoual iotsrview willhi the
mothsrs of these chilaren was alss obtained in order to galher indorma~—
tisn a3 to the brands used for 15 different products and the reasous
for their purchase. The regulis were relatoed to the standard variables
of age, econcmic svatus, I(, aad numbor of piblings in the [aunily.

Awarenczas o brend dames was found tu incresce with an incresse in
ase, but awasreness was nol relatsc e number of siblings. Within limits,
awareness increassd as botlk economic siatus sud 1§ incremscd bav there
wee indication of the eristence of a auinisum ecouowmic Level ovslow which
a disproportionate mamber of ckildren fuiled to salisiy the criterioun of
awsreness. A rough reuking of tie order in woich uhie branos for differ-
enl uvrocucts become kuown wul obtained.

Further dete indicetes thel althouph brand loyally dows not exist

for all brande of & product in gensrul, ioysity does exist for specific



brands in about 505 of thwe cases, wnd furthersors, that the brand . refer—
snce at syge & cowperod wilh ages 17 and 18 combined, irrespective of fiuce
tuatione in the interis, wies the zase in aboul 70% of the coses.

A rouxh raunding of tae order ol lazpirstance of varisug rsagons for pre-
ference wus obltalusd which resmalosa praciically eonstanit For all compuri~-
song. In generul, no differsnce in the percesnte;e giving eseh of the rea—
sons sas found when sither seonomle grouy or IU was dichotoslzed into a
lover and higher grouy, sod further, the percentupe giving sach ol the reoe
gontsd ¢id not change with 8.6.

& compsrison belwsen those who <new the nsme they prolerred with those
who did not, resulted in no dilfierences exceyt that th  latter grou, tead-

£

ad b rescond with more don't snow ansvers. A&

ariner comparison Letweaen
thoese that aesw {our or more of the orands for & groduct with those who

S

did not, showed thet the foramer grou. bepded 1o nase atiributes of the .ro-

duct as o reason lor urelerence whorsas the Llatier grou,. tendec either not

to xnow the resson for thelr prelerence or to indicets ng greierence.
The major coucluslons from this study sres

1. An incrzase lu sge is woeompanied by an lucresse in aswreness for
coumarcial brands.

P The wain reistioushlips lound indiecsts thail, wilbin Lloits, an lncresse
in Is or economic stmbus iz scocompanicd by sn locrease in awarene: s.

3. Brand loyaelty was foumd to exiet for sgpecific brauscs iu aboul 508 of
the brands studled. Hovewver, lhe amount of loyelty existing wus found
te be & tusction of the method ol mezgurement.

4»  An snaelysis ol reasons or preference rusulisd in lhe sstablishment of
a rank orarr of importence of ressons [or proderenco.

5 Heltinr scononle siatuse, sge, por Ik 1 relat ¢ 1o he £ind of reascn



+ -

piven, bat the depree to which the chlld L fasilisr with brends is

rajiatsd Lo the tyne of raason sliven.



