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Abstract 

The initial motive for undertaking this research, was a desire to better understand those 

factors which were said to affect the diffusion of ethnic foods. In attempting to develop 

the general methodology for this study, the author revisited seminal studies on 
diffusion of innovations, word-of-mouth, opinion leadership, and innovator / early 

adopter influence. During this process, the author discovered Feick and Price's (1987), 

emergent "Market Maven", theory. Said to be distinctly different from opinion leaders 

and early adopters, market mavens were not only believed to have a higher awareness 

of general marketplace information, but also more source credibility than other word- 

of-mouth influencers. Employing a replication study approach, a telephone survey of 
400 households in urban, suburban and rural north Bedfordshire was undertaken. The 

author found that the market maven construct was not a purely US phenomenon, but 

was also present in the UK. Developing further Feick and Price's (1987) preliminary 
investigations, this study confirmed that (in common with related opinion leadership 

studies), it had not been possible to identify market mavens using demographic / socio- 

economic variables. VAiilst classifying market mavens remained problematic, the 

author was nonetheless able to confirm Feick and Price's (1987) earlier findings, that 

market mavens had an inherently increased propensity for general marketplace 
information gathering. As this behaviour was considered by the author to be unique to 

market mavens, the construct was employed to test those factors, said to affect ethnic 
food diffusion, with interesting, if largely inconclusive results. 

The author concluded, that the potential of the market maven construct in the diffusion 

of innovations process was significant, particularly as a conduit for internal word-of- 

mouth information in the business-to-business / industrial marketing context. In that 

situation, market mavens' heightened awareness of, and active search for, general 

marketplace information, would make them ideal targets for the type of marketing 

communication message that innovators and opinion leaders alike, reputedly ignore. 
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1. An Introduction To The Research Study 

This study, developed out of the author's initial desire, to better understand the factors 

which had led to the rapid development of the UK ethnic food industry (see Table I- 1). 

Preliminary investigations revealed that immigrants, international travel, mass 

communication and restaurant patronage, were often being cited as influential in the 

diffusion process, however, there was an almost total lack of empirically based 

supporting evidence. 

Table 1-1 UK Ethnic Food Sales (Excludes Takeaway and Pizza Sales) 

Year L Million % Change Year-On-Year 

1985 829 - 

1986 861 4 

1987 920 7 

1988 983 7 

1989 1055 7 

1990 1129 7 

1991 1235 9 

1992 1346 9 

1993 1457 9 

1994 1577 8 

1995 1722 9 

1996 1881 9 

1997* 1987 6 

1998* 2102 6 

1999* 2198 5 

2000* 2269 3 

(* Estimated) 

Source: Euromonitor / Mintel / Keynote / Frost & Sullivan / The Grocer / Industry Data 
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1.1 Re-discovering Diffusion Theories 

As is often the case in doctoral research, the need to develop an appropriate 

methodology requires the researcher to broaden the parameters of his original literature 

search. It was during this process, that a significant breakthrough was made. The 

author thus rediscovered an aspect of marketing, so often dismissed in one page in 

most mainstream marketing texts. That aspect being diffusion of innovations theory, 

and in particular the effect that "internal" word-of-mouth communications had, on the 

adoption process. 

After reading more recent articles on diffusion of innovations theory, Rogers' seminal 

study on diffusion of innovations (Rogers 1962) was revisited. This led on to an 

examination of evolutionary work carried out by Bass (Bass 1969). Following a 
detailed consideration of the literature, the author felt that the "internal" word-of- 

mouth aspect had become somewhat neglected of late. This, despite the fact that (as 

detailed in the literature review), many authors considered word-of-mouth to be 

substantially more influential in the trial and subsequent adoption of new products, 

services, health promotions etc., than "external" advertising communication 
techniques. At this point, the author was persuaded by the arguments forwarded in the 

literature, that diffusion of innovations studies, held the answer to the quest for a 

suitable methodological framework. 

1.2 Feick and Price's (1987) Market Maven Construct 

A further breakthrough, was the discovery of Feick and Price's article on a new 

category of "information seeker" (Thorelli and Tborclli 1977), termed the Market 

Maven (Feick and Price 1987). A Yiddish word loosely interpreted as "know-all", the 

term "maven" was used (by some respondents to a pilot study investigating the 

shopping habits of US consumers), to describe persons who were significantly more 
knowledgeable about general marketplace issues, than their peers. 
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Feick and Price (1987), considered market mavens to be a new category of internal 

word-of-mouth information diffuser; especially active in the accumulation of 

marketplace information. Exhibiting significant differences to other diffusers of 

information, such as opinion leaders and early purchasers (adopters) / innovators, this 

new category was considered by Feick and Price (1987), to have great potential as an 

information conduit. A conduit through which marketing communications could be 

channelled and diffused, in a more targeted and potentially more effective manner, 

than had previously been possible. 

Until relatively recently, opinion leaders were considered to be the only source of 

reference in a "traditional" social system. As brokers of information who were 

consulted by others rather than offering unsolicited advice, their influence was 

predicated around a limited number of factors, such as social status, experience, or age. 

These were all factors which were said to enhance their source credibility (Solomon 

1994). A credibility which was however, prone to rapidly diminish, the less knowledge 

and experience of the particular issue in question, the opinion leader was perceived to 

have (Shiffman and Kanuk 1994; Solomon 1994). This marked them out as 

significantly different from other word-of-mouth influencers (see Figure I- 1). 

The early adopter / innovator, was the next category felt to be influential in the 

information dissemination process. Their enthusiasm for recent acquisitions were 

typically conveyed through product related conversations, to other potential adopters. 
The desire to be seen as a pioneer, with product experience, involvement and expertise, 

and a propensity to actively engage others in product related conversation, clearly 

marked them out as being very different to opinion leaders. However, as with opinion 
leaders, it was said that their source credibility could also be questioned, as views 

expressed during their conversations could be biased by post-purchase, dissonance 

reduction behaviour (Shiffman 1994). 
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Figure 1-1 Awareness Agents In The Diffusion Process -Opinion Leader, Early Adopter and Market 
Maven Categories 
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The discovery by Feick and Price (1987), of a new type of information seeker which; 

a) did not necessarily have to have direct product experience to be considered 

knowledgeable; b) exhibited a proactive attitude to information seeking; and c) was a 

better source of general marketplace information (than other information seekers such 

as opinion leaders and early purchaser / innovators), led the author to conclude that the 

internal word-of-mouth diffusion process, merited further, more detailed examination. 
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1.3 General Research Approach 

Feick and Price (1987), suggested that the market maven may indeed be more effective 

than the other two categories for diffusing information, specifically on general changes 
in a product's marketing mix (see Figure 1-2). 

The author felt that before proceeding any further, the Feick and Price (1987) study 

needed to be replicated in order to ascertain its validity in a UK context. There were 

also aspects of the original study (specifically those dealing with issues of 

classification / identification of market mavens), which in Feick and Prices' (1987), 

Cranfield University Silsoe College CF De Vita 1997 

Figure 1-2 Significant Differences Between The Internal Word - Of- Mouth Awareness Agents 



6 

own view, were considered to be underdeveloped. It was therefore felt that a 
contribution towards this aspect, could be made here. 

The author also felt, that if the market maven construct did indeed exhibit the 
information seeking and general marketplace awareness that Feick and Price (1987) 

had found, then there were other potential uses for it. Here, it was posited that their 
(apparently), increased propensity for, and more proactive approach to, information 

gathering (than either the general population or other information seeker categories), 

made them ideal candidates for examining the validity of those ethnic food diffusion 

influencing factors, mentioned earlier. The argument being that persons such as market 

mavens (who according to Feick and Price 1987), "exhibit a higher propensity to 

collect and disseminate information than any other group of information brokers"), 

would be both more reliable, and more likely to remember what it was that influenced 

their purchase of a product or service, than other members of a population. 

1.4 The Thesis Structure 

Divided into eight chapters, the first provides the reader with an overview of the nature 

of the study, and summarises both the diffusion of innovation process, and provides an 

overview of the ethnic food industry. This relates specifically to research aims one and 

two (section 2.1), and is the underpinning for the research statements described in 

detail in chapter two. 

Chapter two, develops for the reader, the reasons for undertaking the study, outlines its 

aims, provides a research statement, sets out objectives, delineates the scope and states 

such limitations considered germane to this research. 

Chapter three contains the literature review on the theory of diffusion of innovations, 
including word-of-mouth communications theory, and opinion leadership theory. The 
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chapter concludes with a detailed discussion of the general marketplace influencer 

concept, and in particular the market maven construct. 

The fourth chapter, reviews the literature on the growth and development of ethnic 

foods, highlighting in particular, those factors which were considered to be influential 

in the dissemination and adoption of such products. 

Given the replication / comparative study nature of the work, chapter five contains a 

detailed discussion of Feick and Price's (1987) original market maven study, including 

the methodology they employed, and an analysis of key findings. 

Empirical research design and methodology, is covered in chapter six. Issues such as 

the methodological approach, the research problem, general hypothesis and operational 

aims, together with the specific hypotheses to be tested, are related in detail. The pilot 

study, final questionnaire design and resultant differences from that of Feick and Price 

(1987) are also covered here, as is the issue of determining sample size. This chapter 

ends, with a detailed discussion of the survey implementation and other practical issues 

regarding data collection. 

The survey results (and critical discussion thereoO, are covered in chapter seven. 
Analysis methods, and acceptable statistical significance levels are stated, followed by 

broad demographic / classification issues. Testing of the market maven construct and 

analysing its demographic characteristics follows. Ethnic food diffusion, and related 
influencing factor results, complete this particular chapter. 

Conclusions are drawn in the final chapter (chapter eight), and include a summary of 

empirical findings, a discussion of the research contribution and both theoretical and 

commercial implications. Methodological limitations and recommendations for future 

studies, conclude this thesis. 
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2. Research Aims And Objectives 

This chapter introduces the overall aim, objectives and scope of the research 

programme. A research programme, which developed from the author's desire to better 

understand the theory of diffusion of innovations, word-of-mouth theory and Feick and 

Price's (1987), new market maven construct. 

Based upon a replication of Feick and Price's (1987), study of the "Market Maven: A 

Diffuser of Marketplace Information", the author believed that this newly identified, 

active and (reportedly), highly influential category of information diffuser, needed to 

be tested and developed further. If the construct were supported, it would lend 

credence to Feick and Price's (1987), assertions that the category could have 

significant potential in information diffusion amongst potential adopters of new 

products. And would clearly assist marketing and product managers to further target 

and refine their communications messages, to meet the specific requirements of the 

market maven category. 

The research was undertaken by the author over the period 1991 - 1996. 

2.1 General Research Aims 

This research programme was driven by the following associated, but ultimately 

distinct aims : 

1. "To establish whether or not the original Feick and Price (1987) market maven 

construct exists in a UK context, and should it be proven to exist, to develop 

further our ability to identify and describe respondents with significant market 

maven attributes". 

2. "To employ the market maven construct to test if the long held assertion that 

travel, ethnic minorities, restaurant patronage, television and print media have a 
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significant influence on respondents' awareness and adoption of etlmic food 

products". 

2.2 The Research Objectives 

The above-stated aims, stressed the author's desire to advance (in a small but hopefully 

significant way), the general debate on diffusion of innovations, and in particular the 

influence of internal word-of-mouth communications on that process. A process which 

until relatively recently was thought to be dominated by two categories of influential 

information seekers (opinion leaders and innovators), but which Feick and Price 

(1987), suggested should be joined by a third (equally influential), market maven 

category. 

Building upon the work carried out in the USA by Feick and Price, it was the author's 
intention to test the market maven construct in a United Kingdom context, primarily to 

ascertain whether or not the construct was culturally bound only to the United States of 

America, or if indeed it appeared in much the same form elsewhere. 

Additionally, the author wished to employ the market maven construct, to test the 

validity of a number of factors said to significantly affect the diffusion of new ethnic 
foods. A sector of the retail grocery sector, chosen because of; a), its consistently high 

growth rates; and b) high levels innovation. 

The most active, and arguably the longest established sub-sector of the ethnic food 

business, was that of pasta and pasta based food products and sauces. This, coupled 

with other factors such as the level of consumer awareness, and the fact that there are 

pasta-based products in all product life cycle stages, led the author to concentrate on 

this particular category. 
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2.3 The Thesis Statement 

Adhering to Popper's views on the role and applicability of thesis statements (Popper 

1969), the general hypothesis for support or refutation in this thesis was that: 

"UK respondents neither support the Feick and Price (1987) market maven Diffuser of 

Marketplace Information concept, nor confirm the historical assertions that travel, 

mass communication, advertising or the presence of ethnic minorities in a host 

population are significant factors in diffusing ethnic food products in the UK 

marketplace". 

2.4 The Research Scope and Constraining Factors 

In the author's opinion, the twin issues of research scope (extent), and research 
limitations (boundaries), were so interrelated that they could not be separated. Thus, 

the simple act of defining the research scope, dictated the research boundaries. Which 

after finther consideration, often leads to a review or reassessment of the original 

research scope. This dynamic relationship is finther influenced by other complicating 

constraints, of which (arguably), the two most influential are the availability of time 

and finance. These were particularly influential here, given the self funding and part - 
time nature of this research. These factors influenced the maximum number of valid 
interviews which could be afforded (400), and also limited the geographical scope of 

the study to one area, situated relatively near to the author. 

The time-based constraints, were mainly a function of the registration period of the 

part-time Ph. D. This meant that for practical purposes, the data collection aspects of 

the work had to be completed early in the final year. Such other limitations placed 

upon this research, were mainly imposed by methodological factors (chiefly due 

replication study issues), and are discussed in detail in chapter six. 
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3. Diffusion Of Innovations, Word-Of-Mouth 
Communications And The Market Maven -A Literature 

Review 

This chapter, seeks to provide the reader with a review of the previous research and 

relevant theories, associated with this research study. It also endeavours to develop 

these, in line with the nature of the research problem. In order to remove any possible 

confusion or ambiguity, the first section is dedicated to the clarification of those terms 

used within the literature review. This is proceeded by an in-depth analysis of the 

origins and development of the theory of diffusion of innovations. A review of the 

associated word-of-mouth communications theory follows, together with an in-depth 

analysis of the participants involved in such communications. These are specifically, 

opinion leaders, early adopters / purchasers and market mavens - credited by Feick and 

Price (1987), as marketplace generalists. 

3.1 A Definition of Diffusion 

"Diffusion is the process by which an innovation spreads. The 

diffusion process is the spread of a new idea from its source of 
invention or creation to its ultimate users or adopters. The essence of 

the diffusion process is the human interaction in which one person 

communicates a new idea to another person. Thus, at its most 

elemental level of conceptualisation, the diffusion process consists of 

(1) a new idea, (2) individual A who knows about the innovation and 

(3) individual B who does not yet know about the innovation. The 

social relationships of A and B have a great deal to say about the 

conditions under which A will tell B about the innovation, and the 

results of this telling" (Rogers 1962, p 13). 
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3.2 A Definition of Innovation 

"An innovation is an idea perceived as new by the individual. It 

really matters little, as far as human behaviour is concerned, whether 

or not the ideas is "objectively" new as measured by the amount of 

time elapsed since its first use or discovery. It is the newness of the 

idea to the individual that determines his reaction to if' (Rogers 

1962, p 13). 

3.3 Origins and Development of Diffusion Theory 

Research on the diffusion of innovations, can be traced back to two main schools of 

thought. The first being the German-Austrian and the British schools of diffusion in 

anthropology (whose members claimed that the most changes in a society resulted 
from the introduction of innovations from other societies). The second from the French 

sociologist Tarde (1903), who was the first to propose the S-shaped diffusion curve 

and to cite the role of opinion leaders in the process of "imitation". 

The oft quoted "revolutionary paradigm" for diffusion research, occurred forty years 

later, when two sociologists published their seminal study, of the diffusion of hybrid 

seed corn among Iowa farmers in the USA (Ryan and Gross 1943). Of import here, 

was the fact that it continued to be held to be the "classic" model of the diffusion of 

new ideas; positing that innovations were communicated a) through certain channels; 

b) over time; among c) members of a social system. From this work, diffusion theory 

was adopted by a wide cross-section of the scientific establishment, and used in a 

variety of fields from educational and marketing studies, to (most of all), rural 

sociology (Rogers 1962). 
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This section continues, with a detailed discussion of Rogers' (1962), development of 

adopter categories, followed by an analysis of developmental (but distinctly different) 

work, carried out by Bass (1969). A discussion of parallel developments in diffusion 

theory follows. The section concludes, with a comprehensive examination of those 
factors, which are said to significantly affect the diffusion of an innovation. 

3.3.1 Rogers 

Rogers' seminal work "Diffusion of Innovations" (Rogers 1962), was in great part a 

synthesis of the various studies (both published and unpublished), that had been 

undertaken in the area of diffusion of innovations. Rogers (1962) justifies the need for 

the text by stating poignantly that; 

"... evidence of the need for this synthesis is the lack of diffusion 

among the various traditions of diffusion research itself. For 

example, educators have largely ignored the difftision findings of 

rural sociologists, and anthropologists have paid no attention to 

either one. Nearly all the understandings about the diffusion of ideas 

are monopolised by several small cliques of research workers". 

Whilst developing many different aspect of the theory of diffusion of innovations, 

Rogers (1962), is noted mainly for developing both the adopter classifications, and the 

adoption curve (see Figure 3- 1). 

Cranfield University Silsoe College CF De Vita 1997 



14 

Figure 3-1 Rogers'Adopter Categories 
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Source: Everett M. Rogers, Diffusion of Innovations (1962), p 162. 

The first of the five adopter categories which make up the curve, were the innovators. 

Rogers (1962), characterised them as being "eager to try new ideas", and felt that 

"venturesomeness" was almost an obsession. In behavioural terms, Rogers (1962), 

concluded that this made them more cosmopolitan in their social relationships, than 

other members of a social system. And whilst they invariably outgrew their "local" 

circle of peers, they tended to seek-out and foster friendships with like-minded 

individuals, irrespective of geographical location. Desirous of "the hazardous, the rash, 

the daring and the risking", this category tended to discount the "occasional debacle", 

in favour of being identified as a leader. However, the prerequisites of having "control 

of substantial financial resources to absorb the loss of an unprofitable innovation, and 
the ability to understand and apply complex technical knowledge", suggests that only 

wealthy individuals could belong to this group (Rogers 1962). 
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Rogers (1962), believed that because the early adopter category only slightly more 
innovative than the average individual, their opinions were considered to be more 

credible / safer, than those of the innovator category. It was to them that other potential 

adopters were said to go for information and advice about innovations. Thus, it was 
from this category, that the greatest number of opinion leaders were said to come. 
Considered as invaluable catalysts for speeding the diffusion process, change agents 
targeted them in particular (Rogers 1962). 

Classified as "deliberate", the early majority category was said to "adopt new ideas just 

before the average member of a social system" (Rogers 1962). Clearly seen as a vital 
link between those considered leaders and those who are inherently followers, 

members of this group were of value "in the process of legitimising innovations". 

Seldom considered leaders, members of the early majority category, were nevertheless 

often willing to adopt innovations. 

The penultimate "late majority" category, typically sought out public opinion, and 

waited until there was a significant amount of consensus, before considering adopting 

an innovation. Characteristically cautious in nature, they were however considered to 

be significantly susceptible to peer pressure (Rogers 1962). 

"Laggards", were believed to be the last to adopt innovations, and whilst they may well 
have been aware of an innovation for some time, they often adopted when the 

innovation had itself been superseded. Holding traditional values and primarily 

associating with like-minded individuals, they were believed to be suspicious not only 

of the innovation, but also of innovators, and those change agents that promote 
innovation (Rogers 1962). 
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3.3.2 The Bass Model of New Product Diffusion 

Whilst Rogers (1962), provided a model for new product diffusion, based upon the 
distillation of a large number of past studies carried out in a variety of disciplines, Bass 

(1969), provided a specific model for undertaking diffusion research in the marketing 
field. 

Figure 3-2,4doptions Due To External and Internal Influences in the Bass New Product Diffusion 
Model 
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Adapted from: A New Product Growth Model For Consumer Durables by Frank M. Bass (1969) 

The Bass (1969), model was a development of previous investigations, which found 

that mass-media (an external influence), and word-of-mouth (an internal influence), to 

be the two main driving forces behind the diffusion of innovation process (Fourt and 

Woodlock 1960; Mansfield 1961). It held, that at the time when a product is first 

launched (t = 0), adoptions due to external influence (mass media), and adoptions due 

to internal influences (word-of-mouth), are the same (see Figure 3-2). However, whilst 

adoptions due to external influences remain constant for a time, before declining 

rapidly, adoptions due to internal (word-of-mouth) influences, increase rapidly. This 

behaviour was predicated upon the view that; a) potential adopters were more likely to 

be convinced to adopt by internal influencing factors (such as product-related 

conversations), than external influencing factors (such as an advertising campaign); 
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and b) the degree of influence remains firmly in favour of internal factors, right 
through the non-cumulative adoption curve. The model also assumed that the adopters 

of an innovation consisted of two distinct groups, one influenced solely by the mass- 

media (the external influence), the other only influenced by the word-of-mouth 

communication (the internal influence). These two groups were respectively named 
"influencers" and "imitators" (Bass 1969). 

Developed primarily as a predictor of product sales (and extensively modified by 

others working in the field of diffusion), the basic Bass model for diffusion equation is 

derived from hazard function (the probability that an adoption will occur at time t 

given that it has not yet occurred), and is given as; 

f(t)/[ I- F(t)] =p+ qF(t) 

Where the density function of time to adoption is given by f(t) and the cumulative 
I 

fraction of adopters at time t is given by F(t). 

3.4 Factors Affecting the Diffusion of Innovations 

VAiiIst Rogers (1962) highlighted the diffusion process and basic adopter categories, 

and Bass (1969) developed the basic diffusion equation, their work was not primarily 

concerned with understanding factors which could significantly affect the diffusion / 

adoption process. This omission was rectified to a great extent by Rogers and 

Shoemaker (1971), who forwarded five separate and distinct product characteristics, 

which they believed affected the rate of ultimate adoption of an innovation. The five 

characteristics were; a) relative advantage; b) compatibility; c) simplicity; d) 

observability; and e) trialibility. 
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Moving away from Rogers and Shoemaker's (1971), purely product-related factors, 

Gatignon and Robertson (1985), suggested that environmental factors were particularly 

influential in innovation diffusion. They felt that diffusion would be fastest when; a) 

the innovation fits in with existing consumption patterns; b) the innovation is 

compatible with societal values; c) the innovation appeals to a homogenous group; and 

d) competition for adopters is intense. Criticising: the "lack of new insights and 

methods on the part of consumer behaviour scholars", Gatignon and Robertson (1985), 

felt that the theory of diffusion of innovations had great potential in the field of 

consumer innovations, but as few academics had sought to investigate this particular 

application, progress had been slow. 

Reviewing the diffusion of innovations research, Gatignon and Robertson (1985), 

suggested that Rogers' (1983), six elements affecting the rate of diffusion, namely: 

1. The concept of the innovation. 

2. Its diffusion overtime. 

3. The personal influence and opinion leadership processes. 

4. The adoption process. 

5. The roles of the innovator and other adopter categories. 

6. The social system or market segment within which diffusion occurs. 

should be augmented to take into account; 

7. The role of marketing (change agent) actions. 

8. The role of competitive actions. 
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Underlining the fact that individual diffusion adoption decisions are influenced by; a) 

personal characteristics; b) perceived innovation characteristics; c) personal influence; 

d) marketing activities; and e) competitive actions, Gatignon and Robertson (1985) 

suggested that marketing and competitive actions, could not only influence a potential 

consumers opinion of an innovation, but materially affect the personal influence 

process. Combining these two new elements, with the results of other studies, 

Gatignon and Robertson (1985), believed they were able to propose a new, more 
integrated model of the diffusion process (see Figure 3-3). 

Figure3-3 Gatignon and Robertson's Model of the Diffusion Process 
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There are three types of propositions represented in Figure 3-3; a) construct 
descriptions (e. g. the level of cognitive processing); b) direct causal relationships (e. g. 

the homogeneity of the social system and the rate of diffusion); and c) interactions 

between concepts (e. g. the effect of personal influence on adoption is moderated by the 

level of cognitive processing). The 29 specific propositions used in the model were 

clustered into six broad diffusion concepts; 

1. The adoption process (propositions 1-4). 

2. Personal influence and opinion leadership (propositions 5-12). 

3. The social system (propositions 13-17). 

4. The diffusion process (propositions 18-22). 

5. Personal characteristics of innovators (propositions 23-26). 

6. Perceived innovation characteristics (propositions 27-29). 

Gatignon and Robertson (1985), concluded that due to the lack of sociologically based 

research in consumer behaviour, the role and effect of personal influence (the most 
basic, underlying component of diffusion theory and diffusion models), remained 

poorly understood. Gatignon and Robertson (1985), also found that the assumptions 

underpinning most of the normative diffusion models, had not been tested by consumer 
behaviour researchers (Gatignon and Robertson 1991b). And that whilst in the past, 
investigations into diffusion of innovations had been largely concerned with the direct 

relationship of main effects and their influence upon adoption, Gatignon and Robertson 

(1985), suggested that future studies should be empirically based, and should 

concentrate (amongst other things), upon the effect of interactions amongst the main 

elements of diffusion constructs, as well as the effects of marketing (change agent) and 

other competitive activities (Gatignon and Robertson 1991b). 
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Most recently, Spence (1994), continued to maintain that innovation decision-making 

was influenced by only two main factors, a) the features of an innovation; and b) the 

characteristics of the decision-maker. The rate of diffusion however, was said to 

depend upon the product characteristics the consumer perceives, and the social and 

economic environment in which the innovation is introduced (Assael 1987). 

Combining both product and environmental issues, Spence (1994) also suggested that 

cost, complexity, visibility, divisibility, comparability, utility, and collective action, 

were the main factors related to the success of an innovation. A more detailed 

discussion of each of these factors follows. 

3.4.1 Product Cost and Pricing Issues 

The role of price in new product diffusion, has been at the centre of a number of 

studies (Balasubramanian and Jain 1994; Paich and Sterman 1993; Bhargava et al. 
1992; Sillup 1992; Jain and Rao 1990; Horsky 1990; Horsky and Simon 1983). Their 

main concern was to correct for Bass' (1969) failure to incorporate this important 

marketing mix variable in the diffusion model. Despite employing distinctly different 

approaches, they all concluded that pricing policy could have a dramatic effect upon 
the ultimate rate of adoption. Setting the right price for an innovative product or 

service, is however, never straightforward. Too high a price, often results in very slow 

adoption rates. On the other hand, too low an initial price, frequently ends in a boom- 

bust cycle, with high growth resulting in premature market saturation (Klepper and 
Graddy 1990). In most cases, an expensive innovation is likely to be adopted more 

slowly than a relatively cheaper alternative, even if the adopter's eventual return on 
investment is likely to be comparably higher (Spence 1994). 

Raman and Chatterjee (1995), also highlighted the importance of pricing in the 

diffusion process, and criticised those pricing models which assume that demand for 

the product (as a function of price), is known with certainty over the complete product 
life cycle. They recommended, that high-tech firms with innovative products (for 
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consumer or industrial markets), who operate in dynamic market conditions, should 
take into account the effects of stochasticity (conditional probability), when developing 

their pricing policy, particularly where demand is influenced by word-of-mouth. 

Finally, in a study of price elasticity dynamics over the adoption life-cycle, Parker 

(1992) found that price played a significant role in the adoption of innovations. 

Significantly, price was found to affect the adoption of both low priced (calculators 

and bed covers), and high priced (televisions and refrigerators), durable goods. Parker 

(1992), rejected the hypothesis that elasticity increases over the adoption life cycle, and 

supported general economic theories, that held that substitution may influence 

adoption elasticity during the latter stages of the adoption life cycle. Parker (1992), 

also found that the direction of price elasticity dynamics appeared to vary across 

categories, and that contrary to the findings of earlier studies (Tellis 1988; Tellis and 

Fornell 1988; Liu and Hassens 1981; Simon 1979), price elasticity appeared to be 

dynamic over the adoption life cycle. Parker (1992) concluded that the manner in 

which price affected the diffusion process (via external influence, internal influence, or 

both), appeared to be product category specific. 

3.4.2 Product Complexity 

Product complexity is said to materially affect the rate of difftision of an innovation. 

Thus, an easy to understand product (or concept), stands a greater chance of adoption, 

than one which is more complex (Assael 1995; Herbig and Kramer (1994); Chaudhuri 

1994; Ziemer (1992); Goslar (1987); Rogers and Shoemaker 1983; Voughn 1980). 

This view was supported by the findings of Dickerson and Gentry (1983), who 

reported that adoption of an innovation was significantly higher, when potential 

adopters already had some knowledge of the innovation. They discovered that users of 

programmable calculators, were much more interested in emergent personal computer 

technology, than were other potential adopters, who considered it significantly more 

complex. 
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A further investigation into the effect of product complexity upon product adoption, 

was carried out by Ellen et al. (1991). They believed that on the whole, firms failed to 

consider the response of the final user when adopting a relatively complex innovation, 

and held that the investigation into individual resistance to technological innovations, 

had been to a large extent, discounted. Their study found that self-efficacy Oudgements 

of one's own performance capability in specific settings), and performance satisfaction 

(positive outcomes from using an existing product or method, creating satisfaction), 

were significant factors in innovation adoption. Their results established that persons 

with low levels of self-efficacy, were found to be more resistant to change, than those 

who felt that they were capable of using the new technology. On the other hand, 

persons who were not satisfied with their current performance, were significantly more 
likely to welcome change, than those who were satisfied with current procedures. 

Herbig and Kramer (1994), suggested that the pressure of modem life (lack of time and 
increased stress levels), was a major reason why people tended to shun complex 

everyday products. Positing that "simplicity will be the keyword for the 1990s", they 
believed that only companies who succeeded in simplifying rather than complicating 

their products, would flourish, and those who do not, will inevitably fail. Herbig and 
Kramer (1994), thus recommend that promotional messages should concentrate on the 

simplicity and usability of a product, rather than promoting technological advances. 

3.4.3 Visibility 

It is said, that consumers often resist intangible innovations, because they are uncertain 

as to how they can satisfy their existing or future needs (Barczack et al. 1992). Assael 

(1985), also maintained that highly visible products (such as clothing and cars), were 

more easily diffused than other products. In both these instances, the key factor is that 
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people have the opportunity to see the product in use, before adopting it themselves. 

This enables them to assess other factors such as risk, complexity or incompatibility. 

Whilst Sudman (1980) concluded that advertising, direct marketing, sales promotion 

and personal selling, were not particularly effective in overcoming consumer resistance 

to new, innovative products; both Levy and Weitz (1995) and Morgenstein and 
Strongin (1992), found that in-store demonstrations were an effective method of 
increasing the visibility of new products. Trade or consumer exhibitions such as "The 

Boat Show" and the "The Ideal Home Exhibition", were also considered excellent for 

promoting new products (Barczack et al. 1992). Compared to conventional new 

product promotion tools, they were said to deliver more integrated messages about the 

new products, due to their use of co-ordinated personal and non-personal information 

sources (Bonoma 1983; Hanlon 1982). 

3.4.4 Divisibility 

The ability to try a product before adopting it, was said to significantly enhance the 

speed of diffusion (Hawkins et al. 1995; Spence (1994); Lowrey 1991). Whilst 

potential car buyers have the option to road-test, or even hire an innovative new 

concept (such as an electric car or multipurpose vehicle), the same cannot be said for 

potentially irreversible medical procedures such as laser treatment for myopia. Here 

the risk is not only financial, but often irreversible. At the other end of the risk scale, 

new food products can be tried relatively easily. The practice of offering trial sized jars 

of instant coffee, small pots of paint for decorating the home, and even a period of free 

access to the Internet are but three examples of how trial can help to reduce risk. 

3.4.5 Compatibility 

Innovations which that are compatible or consistent with an individual's or 

organisation's values and beliefs, have been found to have a faster rate of diffusion 
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than any other (Kitchell 1995; Prendergast and Marr 1994; Rubenstein 1994; Shelly 

1994; Herbig and Cramer 1993; Tiffin and Osotimehin 1992; Herbig and Day 1992). 

High profile failures such as Coca Cola's "Classic Coke", Levi's "Tailored Classics" 

and the Sinclair C5 electric vehicle, were all innovative ideas which consumers felt 

were incompatible with existing values, experiences and needs. 

Often, the rate of adoption is affected by previously introduced ideas. Robertson and 
Gatignon (1986), suggested that compatibility and standardisation were intertwined 

and that the sooner a technology becomes the standard in its field (e. g. QWERTY 

keyboards), the quicker consumers perceived risk of buying the wrong standard 
declines. Herbig and Day (1992), also felt that the more compatible an innovation was 

with the previous idea it is attempting to supersede, the less risk the customer was 
likely to perceive, thus resulting in a quicker rate of diffusion. 

Brokaw and Lakshman (1995) submitted that the diffusion of innovation in 

international markets, can be significantly affected by factors outside the control of 
firms such as culture, economic, geographic, legal and the political environment. And, 

for example, innovations which were insensitive to accepted cultural norms, were 

unlikely to be readily adopted (Chaudhuri 1994; Shelly 1994; Tansuhaj et al. 1991; 

Takada and Jain 199 1). 

Compatibility with corporate culture, and in particular their readiness to adapt to a 

changing environment, can also affect innovation adoption (Kitchell 1995; Deshpande 

et al. 1993). Kitchell (1995) found that "adaptive companies", actively foster 

innovation search, and quickly assimilate new technologies. Companies that did not 

cultivate this type of cultural norm, were found to be less able to change themselves or 

evolve with their environments, and as such were most likely to fail (Weick 1979). 
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3.4.6 Utility / Relative Advantage 

Innovations which were considered to offer significant improvements over existing 

products, were again likely to be adopted much quicker, than those which are 

considered to be little more than gimmicks (Parker 1994). Adoption usually taking 

place, once the relative advantage of the product had been established (Moore 1994; 

Herbig and Cramer 1993; Eastlick 1993). 

In a study of the innovation sponsor - adopter gap, Cavaye (1995) stated that typically, 

sponsors of information technology (IT) innovations, did not engage in any detailed 

financial justification before developing the product. A typical IT adopter on the other 

hand, was found to employ cost/benefit analysis for financial justification and often 

required immediate benefits before deciding to adopt. 

Finally, Day and Herbig (1990) contested the assumption that customers have the 

choice whether or not to adopt an innovation. They found that in many instances, 

industrial firms had no choice, as they were often compelled to innovate in order to 

remain competitive. 

3.4.7 Innovation Decision-Making and Collective Action 

Whilst most decisions to adopt or reject innovations are made at individual level, some 

require group decision-making (Spence 1994). This arises most often in organisational 
decision-making (Twede (1992). 
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Gupta and Rogers (199 1), forwarded four distinctly different types of decision-making: 

1. The individual-optional decision (where the decision is made by an individual 

"independent of the decisions of other members of a system'). 

2. The authority decision (where the decision is made by relatively few individuals in 

a system who "possess power, status or expertise'). 

3. Contingent decisions (made only after a prior innovation-decision). 

4. Collective decisions (made by consensus among the members of a system). 

Gupta and Rogers (1991) further submitted, that many organisational decisions involve 

all four types, and believed this to be the reason why the rate of adoption within 

organisations, was often slow. 

3.5 DeveIopments in Diffusion of Innovation Theory 

Over time, diffusion of innovation theory has been further developed and refined. 
However, in recent times research has become increasingly introspective. Mahajan, 

Muller, and Srivastava (1990) argued over the fundamental issue that the adopters 

called "innovators" in the Bass model, should not be called innovators, because they 

are not necessarily the first adopters of an innovation as defined by Rogers (1962). In 

the same paper they went on to suggest that if one adopts the same analytical logic 

used in the Rogers model to generate the five adopter categories to the Bass model, a 

very similar five unit categorisation paradigm developed. 

Continuing this introspective theme, Tanny and Derzko (1988) criticised the 

communication structure in the Bass model, suggesting that it was incomplete. For 

example, they stated that both potential innovators and potential imitators could be 

influenced by mass-media. Others (Hiebert 1974; Stoneman 1981; Feder and O'Mara 
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1982; Jensen 1982; Oren and Schwartz 1988; Chatterjee and Eliashberg 1989; Lattin 

and Roberts 1989), undertook further developmental research into the diffusion 

models, and forwarded various arguments for analysing adoption decisions at the 

individual level, as opposed to the accepted tenet in both Rogers and Bass models, that 

all potential adopters are ready to adopt at the same time. This was patently not the 

case, as the decision to adopt a new product was individual specific (heterogeneous), as 

opposed to group specific (homogeneous), Mahajan, Muller and Bass (1990). A 

revised model, which conceptualised diffusion as a three-stage process (potential 

adopters - waiting adopters - adopters), had earlier been forwarded by Jain, Mahajan 

and Muller (198 9). 

Kalish (1985), Mahajan and Peterson (1978), Lackman (1978), Sharif and Ramanathan 

(1981), all contested Bass' (1969) assumption that the market potential of a new 

product is determined at the time of introduction, and that it remains unchanged over 
its entire life. It their opinion, they considered that was not based upon sound theory, 

and that (being closely linked with the potential adopter population), market potential 

was constantly changing. By developing extensions to the basic Bass model (in order 

to account for both controllable and uncontrollable external and internal market growth 

variables), Mahajan and Peterson (1978), Kalish (1985) and Horsky (1990), remedied 

this apparent omission. 

Peterson and Mahajan (1978) criticised the Bass (1969) model, because of its 

assumption that the adoption of an innovation does not; a) complement; b) substitute 

for; c) detract from; or d) enhance the adoption of, any other innovation. They 

concluded that innovations were neither introduced into a vacuum, nor did they it exist 
in isolation and that adoption / non-adoption of an innovation often depended upon 
having adopted other (earlier), innovations (e. g. computer software and computer 
hardware). On a similar theme Norton and Bass (1987), suggested that the initial 

model needed to take into account the fact that the nature of an innovation also changes 
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over time. Citing developments in integrated circuit (IC) technology, they extended the 

model by taking in to account the effect of word-of-mouth and substitution / 

cannibalisation consequences across successive IC generations. 

The fact that all diffusion models accepted (by default), that the geographic boundaries 

of the social system do not change over the diffusion process, was also regarded as 

being a weakness (Mahajan and Peterson 1979; Brown 1981). This was clearly 

illustrated by Mahajan and Peterson (1979), in their study of the adoption patterns of 

agricultural tractors in 25 US states during the period 1920-1964. There, they found a 

significant "neighbourhood effect", where adoptions were occurring in neighbouring 

markets, as well as in the one chosen for introduction. Significantly, the further away 

one went from the intended market, the fewer neighbourhood adoptions there were. 

Dodson and Muller (1978), criticised the fact that most innovation models were binary 

in nature. Innovations were treated as either having been adopted or not adopted. Their 

argument, was that this did not take into account other stages in the adoption process, 

such as awareness, knowledge etc. Their work tried to extend the basic model (with 

limited success due to inherent complexities), by incorporating the polynomial aspects 

of the diffusion process. 

A fundamental flaw in the development of diffusion theories, was that of omitting to 

clearly define the influence of marketing strategies in the models. It was argued 

though, that the impact of marketing mix variables have already been incorporated into 

the Bass model (due to the fact that it already contained the three parameters of, 

coefficients of external influence, internal influence, and market potential). However, 

Kamakura and Balasubramanian (1988) and Jain and Rao (1989), showed that price 

affects the rate of diffusion (via the rates of external and internal influence), in a rather 

more significant way than market potential, and empirical studies undertaken by 
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Horsky and Simon (1983), and Simon and Sebastian (1987), showed that whilst 

advertising provided information to innovators, it also influenced innovators. They 

therefore maintained, that the coefficient of external influence in the Bass model 

should be represented as a function of advertising expenditure. And that even though 

advertising may influence innovators (and hence the coefficient of external influence), 

in the early stage of the product life cycle, it is more likely to influence the coefficient 

of imitation, in the intermediate life cycle stage of a new product. In their study, Simon 

and Sebastian (1987), also found the advertising effect to be cumulative over time, 

stating that this was yet another factor not properly accounted for in most difflusion 

models. The Bass (1969) model was also challenged by Simon and Sebastian (1987), 

because it was considered purely a demand based model. It therefore did not take into 

account any disturbances in the supply-side, which may have affected the diffusion 

process. 

Diffusion models, have in the past, been criticised for not explicitly influencing the 

impact of product and market characteristics on diffusion patterns. Empirical studies 
have in fact shown these factors to have a significant impact (Rogers 1983; Tornatzky 

and Klein 1982). 

The fact that the Bass model was based upon first-time buyers and not repeat buyers, 

was also seen as a major omission, given that for many product innovations the 

increase in the number of adopters may consist of both first-time buyers and repeat 

buyers (Mahajan, Wind and Sharma 1983). Norton and Bass (1987) corrected for this 

by assuming that adopters continue to buy, and that the average repeat buying rate over 

the population of adopters remained constant. 

A new model of organisational adoption and diffusion of innovations was proposed by 

Frambach (1993). Drawing from the literature on innovation management and 
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industrial marketing, Frambach (1993) concluded that rapid adoption was positively 

correlated with; 1) the availability, quality and value of the information provided by 

the seller; 2) targeting companies who had a greater capability to process and absorb 
information about innovations; 3) the relative advantage, compatibility, trialability and 

observability of the innovation; 4) the degree of competitiveness within an industry; 5) 

businesses who actively support research and development, and produce unique and 

superior products in the eyes of adopters; and 6) suppliers who understand the needs of 
the customer and actively involve them during development. Product complexity, 

uncertainty surrounding adoption, and expectations of fast technological development 

were considered to be negatively related to rate of adoption. Frambach (1993) stated 
that the success of an innovation was clearly dependant upon a large number of 
influential factors, and that ultimately, non-adoption may well be as attributable to the 

supplier marketing the innovation, as it could the decision-making unit considering it 

for adoption. 

Criticising much of innovation diffusion theory for focusing upon industrial 

innovations rather than goods and services amongst general consumers, Prendergast 

and Marr (1994), took an original approach to Rogers' (1962), concept of innovation 

discontinuance (previously re-visited by Rogers and Shoemaker 1971). Prendergast 

and Marr (1994), however, decided to investigate the specific area of disenchantment 

discontinuance (where the decision to discontinue using a product, or service after 

adoption, is as a result of dissatisfaction with its performance), rather than replacement 

discontinuance (where the decision to discontinue occurs because a product or idea is 

superseded). However, in their study, Prendergast and Marr (1994), found that because 

of market saturation, disenchantment discontinuity was not a significant factor in 

consumer rejection of electronic fund transfer at point of sale (EFTPOS), or the use of 

automatic teller machines (ATM). Here, Prendergast and Marr (1994) concluded that 

conventional diffusion theory was more appropriate, than disenchantment 

discontinuance. 
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3.5.1 Recent Empirical Studies Employing Diffusion of Innovation Theory 

Duke (1990), employed Rogers' (1962) diffusion of innovation theory, to better 

understand the reasons behind the success and failure of two competing innovations; 

videotape and laservision. Duke (1990) concluded that when measured against Rogers' 

(1962) five factors for successful adoption (relative advantage, compatibility, 

complexity, divisibility and communicability), laservision's inability to record, lack of 

compatibility with other formats, impression of complexity, and lack of rental market 

support, meant that failure was inevitable. 

The original Bass (1969) model was employed by Takada and Jain (1991), as a tool for 

analysing cross-national differences in the diffusion of air conditioning units, washing 

machines and calculators, in Pacific Rim countries. There, they found that culture, the 

communications system, time and (particularly) imitation, to have been very influential 

in the adoption process. They also discovered that a marketing manager wishing to 

enter a newly industrialised country (or other Asian markets), with a product which has 

already proven to be successful in the home market, would find that (due to imitation), 

it would be adopted at a much faster rate, than had been the case in its home market. 

The effects of culture upon diffusion of innovations, was also examined by Wills et al. 

(1991). Suggesting that most diffusion studies had taken place in homogeneous 

settings, they found that few comparative studies had been undertaken amongst sub- 

cultures, or indeed completely different cultures. Given that involvement and learning 

were crucial factors in the purchase process, they posited that for the same product in 

different cultures; a) the level of involvement; b) the speed and level of learning; c) the 

mode of learning; and d) the cultural context, could all significantly affect the rate of 

diffusion. Wills et al. (199 1) held, that proponents of global marketing strategies, often 
failed to adapt their offerings to varying local needs, wants and behaviours. However, 
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by simultaneously considering the four critical dimensions (outlined above), global 

products could be successfully adjusted for local markets. 

Based upon Rogers' (1962) and Bass' (1969) diffusion theories, Lowrey (1991) 

employed a qualitative approach, to the study of innovation adoption of consumer 

electronics (specifically television, home audio and telephone communications 

sectors). Lowrey (1991) reported that the ability to try the product before adoption 
(either in-store or with a friend's acquisition), was the most salient aspect of the overall 

process. The lack of compatibility with existing needs, and lack of relative advantage, 

were said to be the main causes of delay in adoption, whilst non-compatibility with 

existing values, was considered to be a major factor in non-adoption. 

West and Sinclair (1992), employed diffusion of innovation theory, to measure 
innovativeness amongst firms in the household furniture industry. Observing adoption 
behaviour over a set of innovations (methodology taken form Midgley and Dowling 

1978), they found that it was possible to segment firms into two groups (innovators 

and non-innovators). They found that innovators differed significantly from non 
innovators on a number of factors such as firm size, technological expertise, 

technological progressiveness, opinion leadership, information sources and the 

cosmopolitanism of the decision-making unit. They suggest that this information could 
be used by commercial and governmental agencies, as a way of targeting a range of 
innovations at those companies most likely to adopt. 

The adoption of new medical technology in the healthcare industry, using the Bass 

(1969) diffusion model, was investigated by Sillup (1992). The products investigated 

were; computed tomography scanners (CT), magnetic resonance imaging (MRI), 

ultrasound, hemodialysis and lithotripsy. Where unit sales data was available from 

launch to date (CT, MRI and lithotripsy), the Bass (1969) model was found to be 
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reliable. Where sales data was incomplete (as with ultrasound, and hemodialysis), 

over-projection or under-projection of initial sales caused problems, particularly when 
determining relative market size. Nevertheless, it was felt that the model could be 

reliably applied in forecasting adoption of a variety of medical technologies-based 

durable equipment. 

The diffusion in the Indonesian market, of palm oil for use in industrial fried food 

production was investigated by Chaudhuri (1994). Employing a case study approach, 
Chaudhuri (1994), was able to confirm that diffusion occurred largely as Rogers' (1962 

and 1983), predicted. In the case of palm oil, the speed of diffusion was enhanced 
because; a) change agent effort had been particularly strong in the early stages of the 

diffusion process; b) the product was superior to coconut oil, on both price and 

performance measures (relative advantage); and c) the product was easily demonstrated 

and tested (trial and observability). Despite the fact that palm oil solidified at low 

temperature (something that coconut oil did not do), word-of-mouth communications 

and product demonstrations, overcame resistance to change. Chaudhuri's (1994) main 

criticism of Rogers' (1962 and 1983) diffusion models, was that they did not take into 

account the role of product price (relative to the competition), in the diffusion process. 
In the highly competitive Indonesian commercial cooking oil market, this was found to 

be a major factor affecting adoption. 

The influence of price in diffusion, was recently addressed by Bass et al. (1994). The 

original Bass (1969) diffusion model, was re-examined, and (for the first time), it was 
decided to include two decision variables, price and advertising. When compared 

against the original model, the predictive nature of the new "generalised" model, was 
found to significantly improved. Despite this, Bass et al. (1994) maintained that for the 

vast majority of cases, the relatively simple Bass (1969) model, was just as effective. 
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Most studies in diffusion of innovations, concentrate upon consumer adoption. 

Parthasarathy et al. (1994), believed that the role (and growing power), of channel 

intermediaries such as retailers, had not been properly examined, nor accounted for. 

Criticising as a "restrictive assumption", the presumption that an innovation is 

available to all potential adopters (see Gatignon and Robertson 1985), Parthasarathy et 

al. (1994) held that retailer resistance to an innovation, could significantly impede its 

supply to consumers, thus influencing product adoption behaviour. Advancing their 

theory of dual diffusion, Parthasarathy et al. (1994) submit that diffusion models, need 

to take into account the fact that products need to initially be adopted by channel 

members, and then by consumers. 

Building upon the work of Conner and Rumelt (1991), Givon et al. (1995) employed 

the Bass (1969) diffusion model, to investigate the effects of software piracy. Their 

main aim was to estimate both lost sales, and the long term impact that piracy had on 

software diffusion. They reported that (when compared to industry data), the model's 

estimate of the number of pirated software in the marketplace, was very close to that 

reported by the industry. 

Finally, Evans (1995) used a modified Bass (1969) model, to examine the diffusion of 

athletic shoes amongst 120 undergraduate business school students. By incorporating 

attitudes and imitation measures into Bass' (1969) original model, Evans (1995) found 

that forecasting the rate of diffusion could be significantly improved. 

3.6 Parallel Developments in Diffusion of Innovation Theory 

Investigations into innovative behaviour and new product adoption / diffusion models, 

whilst often clearly influenced by Rogers' (1962) and Bass' (1969) seminal studies; 

have not always employed the same methodology or modelling techniques. This 
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section broadens the discussion, seeking to give the reader a more complete picture of 

overall research activity. 

Midgley (1976), developed a simple mathematical theory of innovative behaviour, 

based upon differential equations drawn form mathematical epidemiology. Arguing 

that innovation behaviour was inherently more complex than epidemiology, he was 

against producing an abstract stochastic theory which could not be tested against 

reality. Favouring a more deterministic approach, consumer panels were employed to 

measure the adoption of toothpaste, confectionery, detergent and biscuits. The results 

showed, that even the most simple of diffusion models (a two or three parameter 

growth model), would have compared reasonably well against the empirical data. 

Sinha and Chandrashekaran (1992), investigated the reliability of their split hazard 

model, for analysing the diffusion of innovations. Based upon the work of Schmidt and 
Witte (1989), it included both the probability and timing of adoption by 3,689 

individual banking firms, of Automatic Teller Machines (ATM's). The researchers 
found that similar to other split hazard log-normal models (such as Bass 1969), the 

predictive ability of their model outperformed those based upon the work of Mansfield 

(1961). They concluded that such models would be invaluable to marketers when 

segmenting markets, as they could concentrate their marketing efforts, on those 

particular variables which had the effect of hastening the adoption decision. 

Chandrashekaran and Sinha (1995), were concerned with what they considered to be a 

number of apparently inherent flaws in existing diffusion models (such as an 

assumption of single-unit purchase, ignored repeat purchase behaviour and the impact 

of covariates on, for example, organisational innovativeness). They took a notably 
different, Split Population Tobit (SPOT), duration model approach, for determining 

timing and volume of first and repeat purchase of innovations. Testing their theories 
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against empirical investigation of personal computer adoption in 2,126 firms, the 

SPOT model was found to be consistently better at estimating adoption rates, than 

more traditional split hazard models developed from Bass (1969). Accepting that their 

SPOT model required further development, the authors concluded that econometric 

models based on individual-level process descriptions, performed better than models 
that focused purely on aggregate models. These suggested a degree of individual-level 

process homogeneity, that was considered unlikely to exist in the real world. 

A model for predicting adoption and brand switching, based upon a Markovian 

stochastic process, was forwarded by Weerahandi and Moitra (1995). A relatively 

complex model, it incorporated for the effects of diffusion, customer heterogeneity and 
brand switching. A study of customer switching, between two telecommunications 

services (PBX and Centrex), was used to test the model. The results were compared 

against far less complex Bass (1969), and Vilcassim and Jain (1991) models. The 

results proved that the model worked well, and was found to be significantly better 

than Bass (1969), and far superior to Vilcassim and Jain's (1991) model. Weerahandi 

and Moitra (1995), stated that their findings had a number of managerial implications 

for market analysts and planners, particularly in sectors where (as in the 

telecommunications and service industries), there was more than one service provider. 
In conclusion, they felt that as they found a greater inertia against innovation adoption, 

rather than against brand switching, a strategy aimed at increasing the awareness of 
benefits to new customers (such as cost savings, better customer service and enhanced 

capabilities), would be the most effective. 

Concerned with the proliferation of new diffusion models, developed and applied 

specifically for marketing, Parker (1994) also questioned the reliability of such models 
for forecasting purposes. The fact that there were so many (all with different 

specifications), meant that it was not easy for other researchers to know which one was 

most appropriate. Attempting to remedy the situation, Parker (1994) categorised them 
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as; a) first purchase diffusion models (such as Fourt and Woodlock 1960; Bass 1969); 

b) micro-level diffusion models (see for example, Hiebert 1974; Chatterjee and 
Eliashberg 1990); and c) repeat purchase extensions (see for example Mahajan et al. 
1991; Parker 1991). Amongst the many areas for future research also suggested by 

Parker (1994), were; 1) a rigorous and systematic evaluations of diffusion models as 

applied forecasting tools (see also Mahajan et al. 1988); 2) studying the basic validity 

of the diffusion parameters, and the factors which were said to determine their levels 

(see Parker and Gatignon 1992; 1994); and 3) extending diffusion studies so as to be 

able to forecast international or geographic diffusion processes (see Douglas and Craig 

1992; Gatignon et al. 1989). 

3.7 The Role of Personal Influence in Diffusion of Innovations 

Considered a relationship involving two or more persons, in a social system, Merton 

(1957), defined personal influence as communication, involving a face-to-face 

exchange between the communicator and the receiver, which results in changed 
behaviour (or attitudes), on the part of the receiver. Opinion leaders were therefore 

categorised as, persons "who exert personal influence upon a certain number of other 

people in certain situations" (Merton 1957). One of the first to examine the role and 

efficacy of product-related conversations in the diffusion of innovations was Johan 

Arndt. In his study of the diffusion of a new food product amongst a population of 

students in a married student apartment complex, Arndt (1967), found that exposure to 

favourable word-of-mouth information, significantly increased the probability of 

purchase. Similarly, negative word-of-mouth comments significantly decreased 

adoption. In a recent meta-analysis of applications of diffusion models, Sultan et al. 

(1990), found that that of the 213 studies they examined, the diffusion process had 

been affected more by factors such as word-of-mouth, than by the "innate 

innovativeness of consumers". In the author's opinion, despite empirical support 

confirming its efficacy, the power of word-of-mouth communications in the process of 

the diffusion of innovations, remains somewhat underestimated (and undervalued), by 
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practitioners (Czepiel 1975). Therefore in this section, the author will examine in more 
detail, the role of personal influence and particularly that of word-of-mouth, in the 
difftision of innovations process. 

3.7.1 Opinion Leadership Theory 

It is widely acknowledged, that the power and effect of opinion leadership was first 

highlighted in a study of the 1940 United States of America Presidential election, by 

Laza sfeld et al. (1948). The opinion leader category which was discovered, was found 

to occupy an influential role, positioned as it was between the mass media and the 

electorate. Laza sfeld et al. (1948), suggested that "ideas often flow from radio and 

print, to opinion leaders, and from these to the less active sections of the populations". 
Opinion leaders, were thus seen as being instrumental in brokering information 

between those standing for election, and the voters, and were consequently considered 
to have significantly affected voting patterns. 

Numerous investigations into the role and importance of opinion leaders, promptly 
followed those of Laza sfeld ct al. (1948). Lionberger (1951), found that personal 
influence was much more important in the adoption of farm innovations (amongst low 

income farmers in Missouri), than impersonal mass media sources such as radio and 
farm magazines. In a study of Indian fanning communities, Rahudkar (1958) found a 

similar pattern of behaviour. There, neighbour-to-neighbour communication, was 
found to be of greater importance in the diffusion of farm innovations, than any other 

communications channel. 

Opinion leadership theory was further tested by Katz and Lazarsfeld (1955), who went 

on to verify the validity of opinion leadership in a variety of other areas such as food, 

fashion, household goods and cinema-going. Beal and Rogers (1957), also found that 

word-of-mouth communications was more important than any other type of 
information source, in convincing Iowa homemakers to purchase synthetic fibres. 
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Rogers and Cartano (1962), suggested that the outcome of most of the studies that had 

been carried out had "convinced most students of diffusion that it is impossible to 
ignore social relations in the communication of ideas". They went on to cite Katz 

(1960), who stated that rural sociologists were prudent in never assuming that farmers 

did not talk to each other, a fact that had been often overlooked by other 

communications researchers. Katz (1960), suggested that those who undertook 

communications research should alter their image of society from "that of a mass of 
disconnected individuals, to a body of interacting persons interconnected by lines of 

personal influence and opinion leadership". 

Research into opinion leadership had developed sufficiently for Rogers and Cartano 

(1962), to begin the process of synthesising three generalisations for the activity of 

opinion leaders: 

1. That "opinion leaders deviate less from group norms than the average group 

member". They went on to suggest that in previous studies (Marsh and Coleman 

1954; Rogers and Burdge 1962), farmer opinion leaders in progressive 

neighbourhoods were "much more innovative than their followers". However, in a 

more traditional social system, opinion leaders were found to be "only slightly more 
innovative than their followers". 

2. That "there is little overlap among the different types of opinion leaders". This was 
based upon Merton's (195 7), theory that opinion leaders may differ in terms of their 

breadth of their spheres of influence, and that opinion leaders on a single topic 

could be termed as monomorphic (experts on a single field), and that those with 

many areas of interests, polymorphic (experts in several fields). Katz came to a 

similar conclusion in his review of the two step flow hypothesis (Katz 1957). In that 

same paper, Ryan and Gross (1943) and Emory and Oser (195 8), were also cited as 

supporting the general view, that opinion leaders are "usually monomorphic". This 

view was also sustained by Lionberger (1959) in a review of the literature on the 

diffusion of agricultural innovations, where it was said that "unlike findings from 

the urban situation, influentials in farming seem to be influentials in more than one 
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thing". Lionberger (195 9), went on to offer the hypothesis that "the more secular the 

action and thinking of the people, the more likely influence is to be exercised on a 

monomorphic basis". Merton (1957) suggested that the sphere of influence was 

closely linked to the social orientation of opinion leaders, with "locals" more likely 

to be polymorphic, and "cosmopolitans" monomorphic. In support of these views, 
Rogers and Cartano (1962), proposed that "in systems with more traditional norms, 

opinion leaders are more likely to be polymorphic". And suggested that the 

"separation of roles in a more developed society", cause people to have a narrower 

range of experience, than was the case in a more traditional society. 

3. That opinion leaders differed from their followers in "information sources, 

cosmopolitanism, social status and innovativeness". This argument was based upon 

a series of earlier studies, which found that; a) opinion leaders tended to use "More 

impersonal and more technically accurate sources of information" (Lionberger 

1951; Menzel and Katz 1955; Rahim 1961); b) opinion leaders tended to be "more 

cosmopolitan in their communication behaviour and social relationships" 
(Lionberger 1951; Katz 1957); c) there was a tendency for opinion leaders to 

"participate more in both formal and informal organisations" (Katz 1957; Rahim 

1961); d) "opinion leaders have higher social status" (Lionberger and Coughenour 

1957; Lionberger 1959) 

As the theory evolved, the original three generalisations were further developed, and 

diverse insights into the specific factors which characterise opinion leaders, were 

proffered. These split into four distinct areas: 

1. Where the influence that they had amongst a population was considered the 

determining factor (Rogers 1983; Engel and Blackwell 1982). 

2. Where product knowledge marked them out as reference points within a population 

(Assael 1984). 

3. Where information transmission was considered most important (Hawkins et al. 

1983). 
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4. Where no one specific factor was considered dominant, but where all three of the 

above cited factors were combined to a greater or lesser degree (Midgely 1976; 

Robertson et al. 1984). 

The most significant factor which was said to distinguish opinion leaders from all other 

categories of word-of-mouth influcnccrs, was however, the fact that they were 

considered to be significantly involved with the product with which they were 

associated (Bloch and Richins 1983). This was most recently underlined by Chan and 

Misra (1990), who reported that product familiarity and personal involvement were 
factors which were significant in distinguishing opinion leaders from non-leaders. 
Because of this, opinion leadership was considered to be product class specific (Feick 

and Price 1987). 

3.7.2 Opinion Leadership Measurement - The Self -Designation Method. 

At this point, the author considered it timely to include a brief discussion of the 
development of scales used in order to measure opinion leadership, concentrating upon 
the self-designation method refined by Rogers and Cartano (1962), and further 

modified by Feick and Price (198 7) for use in identifying market mavens. 

The methods employed to measure opinion leadership have remained essentially 

unchanged since the 1950's. Lionberger (1953) employed the sociometric approach, 

where a researcher would ask members of a social system (a group of Missouri farmers 

in this instance), whom they would go to for advice or information about a new idea or 

technique. This approach was founded in the rural sociology tradition of research, and 

was said to work well in small communities when the researcher can interview all the 

members of the social system in question. The fact that the respondents all know each 

other is crucial, and the technique worked best where there were a relatively small 

number of opinion leaders Lionberger (1953). Rogers and Cartano (1962), concluded 
however, that whilst it had historically been the most popular method of identifying 
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opinion leaders, the fact that it was not suitable for administering to small samples of 

much larger populations, was a significant limiting factor. 

The second main technique employed to identify opinion leaders, was the key 

informants method. Relying purely upon the subjective judgement of the researcher, 

key informants were selected from within a small social system and asked to designate 

the opinion leaders amongst them (Rogers and Cartano, 1962). A cheaper alternative to 

the sociometric technique (with which it shared many of its drawbacks), it was again 

only really applicable when studying small social systems. 

The third technique was that of self-designation. Developed by researchers / academics 

over a number of years (Lazarsfeld 1944; Laza sfeld 1948; Katz and Laza sfeld 1955; 

Ableson and Rugg 1958; Rogers and Cartano 1962), it involved asking a respondent a 

series of questions which would determine the degree to which he perceived himself to 

be an opinion leader. Rogers and Cartano (1962) suggested that the main advantage 

that this technique had over those previously discussed, was that it "measures the 

individual's perception of the opinion leadership situation, which is actually what 

affects his behaviour". The main disadvantage however, was the reliance on the ability 

of respondents to both accurately assess, and reliably report, the degree to which they 

considered themselves to be opinion leaders. 

Critical of Laza sfeld et al. (1948) for only using two questions in the original political 

opinion leadership scale, Rogers and Cartano (1962) not only modified the original 

questions, but added a further four. This developed into the classic six item self- 

designating opinion leadership scale which has been used (with minor modifications to 

suit particular applications), as the backbone of many opinion leadership studies to 

date. 
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The original six scale items developed to study the diffusion of new farm ideas 

amongst Ohio farmers (Rogers 1961) were; 

1. During the past six months have you told anyone about some new farming practice? 

2. Compared with your circle of friends are you (a) more or (b) less likely to be asked 
for advice about new farming practices? 

3. Thinking back to your last discussion about some new farming practice, (a) were 
you asked for your opinion of the new practice or (b) did you ask someone else? 

4. When you and your friends discuss new ideas about farm practices, what part do 

you play? (a) Mainly listen or (b) try to convince them of your ideas? 

5. Which of these happens more often, (a) you tell your neighbours about some new 
fami Practice, or (b) they tell you about a new practice? 

6. Do you have the feeling that you are generally regarded by your neighbours as a 

good source of advice about new farm practices? 

This technique was a major breakthrough in opinion leadership research, in that it was 

relatively easy to manage / administrate, and above all was not reliant on respondents 
intimate knowledge of a small social system. It was a method which could be 

administered amongst a small sample, the results of which could readily and reliably 
be extrapolated amongst a larger population. 

3.7.3 Innovators/Early Adopter (Purchaser) Theory 

In this section, the author will discuss both the role, and development, of innovator / 

early adopter theory in the diffusion of innovations. 

In terms of consumer behaviour, the influence of early purchasers is considered to be 

either passive or active. In the case of visible products such as clothing or cars, a great 

Cranfield University Silsoe College CF De Vita 1997 



45 

deal of information can be conveyed purely by seeing the product being used by early 

purchasers (typically innovators / early adopters). This is therefore the passive 
transmission of information. On the other hand, active information transmission often 

occurs when innovators / early adopters enter into product related conversations, with 

other potential adopters (Midgley and Dowling 1978; Feick and Price 1987). 

Feick and Price (1987), stated that earlier empirical studies (Arndt 1967; Lambert 

1972), found that there was sufficient evidence to substantiate the basic theory that 

early adopters talk about products. They also cited work carried out by Engel et al. 

(1969), in which it was found that early adopters talked about products for specifically 

product related reasons, and that Baumgarten (1975) not only confirmed these earlier 
findings, but went on to underline the influence that certain early adopters had on the 

adoption process. Feick and Price (1987) also suggested that early adopters talked 

about specific products because of, a) their novelty value; b) the desire to be seen as a 

pioneer; or c) the involvement and expertise that comes from experiencing the product. 

Finally, in a recent study of fashion innovators and opinion leaders, Stanforth (1995) 

also found that innovators played a pivotal role in fashion cycles. Adopting new 
fashion items well before the majority of other consumers were willing to take the risk, 

they were considered to be vital initial adopters of innovative new fashions. 

3.7.4 General Marketplace Influencer Theory -The Market Maven Construct 

Feick and Price (1987) contested previously held assumptions that; a) one could 

understand the most influential facets of interpersonal information exchanges, by 

studying only opinion leaders and early adopters; and b) that it is possible to 

understand interpersonal information usage by examining interpersonal exchanges 

within discrete product classes - and then by aggregating the results across product 

classes, assume that it is possible to obtain a picture of interpersonal influence. 
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Citing the work of Kassaýian (1981), Feick and Price (1987) submitted that "certain 

individuals may be consistently more involved in marketplace activities". than either 

opinion leaders or innovators / early adopters. This behaviour was felt to be 

characterised by; 

1. A propensity to window shop (Hirschman 1980, Raju 1980). 

2. To be measurably more careful and concerned in making purchase decisions 

(Thorelli, Becker and Engeldow 1975; Thorelli and Thorelli 1977). 

3. A heightened awareness of the marketplace (knowing where to shop for certain 
items, where to go to obtain the best price and which outlets are having sales (Slarna 

and Tashchian 1985). 

4. A greater degree of purchase involvement (Slama and Tashchian 1985). 

Feick and Price (1987) suggested that individuals who behaved in this particular 

manner, belonged to a new category of internal word-of-mouth information diffusers, 

which they termed market mavens. 

Setting them apart from opinion leaders and innovators / early adopters, Feick and 
Price (1987) stated that the definition of a market maven "does not require that these 

individuals be early purchasers of products or necessarily even users of products about 

which they have information". Defining them as "individuals who have information 

about many kinds of products, places to shop, and other facets of markets, and initiate 

discussions with consumers and respond to requests from consumers for market 

information". Feick and Price (1987), went on to state that the definition was 

comparable to that of the opinion leader, in that influence "derives from knowledge 

and expertise". However the significant difference was that market maven expertise 

was not product specific, their influence being based more upon "general market 

expertise". 
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However, citing earlier studies on the overlap between the early adopter and opinion 

leader categories (Summers 1970; Summers 1971; Baumgarten 1975; Feldman and 

Armstrong 1975; and more recently supported by the work of Chan and Misra 1990), 

Feick and Price (1987) acknowledged that market mavens could not be completely 

ruled out as early purchasers and / or opinion leaders. In particular when; a) the market 

maven's very marketplace expertise (lead them to market awareness of new products, 

thus increasing their likelihood of being early adopters); and b) the market maven's 

propensity to acquire in-depth information on selected products (was said to increase 

the likelihood that market mavens could also be considered to be opinion leaders). 

Since Feick and Price's (1987) seminal work, market maven research has slowly 

gathered pace. Price et al. (1988) concluded that market mavens did not behave in an 
impulsive manner when shopping. The fact that they made shopping lists, used 

advertising as a way of planning their grocery shopping, budgeted carefully and used 

coupons suggesting that they were motivated by a "desire to make smart buys". 

Slama and Williams (1990) studied market mavens' information provision across a 

variety of different product categories, and that (part from minor variations), they 

found little evidence of selectivity. 

Slama et al. (1993) found that market mavens had an increased propensity to complain 

about products or services than non-mavens, concluding that (given the amount of time 

and effort they took to make "smart buying decisions"), market mavens were 

particularly prone to grudge holding, even years after a particular incident. They 

suggested that firms recognise that complainers are likely to be market mavens, and 

that (given their role of diffuser of general marketplace information), to treat them in 

anything less than an exemplary manner, would be costly in the long term. 
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Market mavens' attitude to direct mail as a source of information was investigated by 

Schnieder and Roberts (1993). They found that attitudes towards direct mail as a 

source of information about products and markets, was moderately related to market 

maven status. Market mavens were found both to receive more direct mail publications 

and have more positive attitudes to them, than other consumers. The authors 

recommended that market mavens be used to; a) promote and legitimise direct mail as 

an appropriate shopping method to consumers who are currently sceptical; b) promote 

and bring legitimacy to a specific direct marketer by promoting them as dependable 

and trustworthy; and c) be used to stimulate word-of-mouth communication about the 

direct marketing company (or product), within their respective social group. 

Employing the Brisoux and Laroche (1980) framework for brand categorisation, Elliott 

and Warfield (1993) found that market mavens consistently had larger; a) salient 
(unaided recall); b) aware (aided recall); c) trial; and d) hold (undecided) sets, that 

other consumers. Significantly, Elliott and Warfield (1993) reported that the observed 
behaviour, held true for a wide range of products, of varying levels of involvement. 

Williams and Slama (1995) investigated the market maven's buying decision patterns. 

They found that market mavens were firstly, less likely to purchase products on 

impulse or out of habit, and secondly, more likely to evaluate both the retail outlet and 

the product brand (using a variety of evaluative criteria), than non-mavens. Notably, 

they reported market mavens' criteria relating to the functional quality of products, as 

being more important to them than "more emotional or less substantive criteria". 

Retailers and manufacturers were therefore advised to emphasis value and service, 

rather than image or location, when targeting market mavens. 

Finally, Price et al. (1995) investigated the reasons why people provide marketplace 

assistance to others. Having analysed altruism, marketplace involvement and 

collectivist consumer tendencies, they found that the greater the consumer's level of 

altruistic motivation the more likely they were to help others. They also found that the 

market maven construct was particularly highly correlated with market helping 
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behaviour. The authors suggested that public policy-makers could encourage market 
helping behaviour by appealing to market mavens' altruistic tendencies, thus 

stimulating faster diffusion. 

3.8 Summary 

This chapter has covered the topic of innovations and the factors that can affect their 
diffusion, such as product complexity, trialability, compatibility, observability, relative 

advantage and marketing actions. Adoptions due to external factors (advertising), and 
internal factors (word-of-mouth) were compared, and whilst advertising was found to 
be important in creating awareness, actual adoption was said to be more likely to occur 

as a result of engaging in product-related conversations with other members of the 

reference group (word-of-mouth). 

Until relatively recently, opinion leaders were considered to be the only source of 

reference for members of a "traditional" social system. They were considered brokers 

of information who were consulted by others rather than offering unsolicited advice. 
Their influence was often based upon factors such as social status, experience and age. 
These were all factors which tended to enhance their source credibility. However, 

opinion leaders were said to be product-category or activity-group specific. The fact 

that they tended to specialise on discrete topics / issues, meant that their source 

credibility this was prone to rapidly diminish, the less knowledge and experience (of 

the particular issue in question), the opinion leader was perceived to have. The role of 
innovators in the diffusion of innovations process, was a relatively recent discovery 

(Rogers 1962). However, in most cases, they were not considered to be as reliable as 

opinion leaders. Their increased propensity for risk-taking, in an almost reckless desire 

to be seen as a pioneer, was said to significantly affect their source credibility. Feick 

and Prices' (1987) market maven construct (a new category of internal word-of-mouth 
information diffuser), seemed to bridge the gap between opinion leaders and 
innovators. Market mavens were said to differ from the other two "information seeker" 
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categories, in that; a) their knowledge was not necessarily based upon personal 

adoption; b) they were believed to have information about many kinds of products; and 
c) they were especially active in the accumulation of general marketplace information. 

A considerable amount of new product information is often exchanged during normal 

group interactions. Communications within groups is often the only source of 
information about certain products. Whilst opinion leaders and innovators can often 

provide much of the information required, their influence is often reduced because of 

concerns about their source credibility. Feick and Price's (1987), new market maven 

category of information seeker, seemed to be less susceptible to such criticism. 

Overall, market mavens seemed to be an exciting new type of information seeker. The 

fact that they sought information on a wide variety of products, were active in the 

marketplace and were easily recognised by others, made them ideal targets for the type 

of marketing communications messages that opinion leaders and innovators / early 

adopters tend to ignore. Because of these apparently unique attributes, the author 
decided to replicate Feick and Price (1987) as part of this study. For reasons of clarity 

and understanding, the original Feick and Price (1987) study is dealt with in detail in 

chapter six, following the next chapter on the review of the growth and development of 

ethnic foods. 
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4. The Growth And Development Of Ethnic Foods -A 
Literature Review 

Closely associated with the author's interest in new product diffusion, was a related 
interest in retail marketing management and in particular the development and 

commercialisation of ethnic food products. Characterised by rapid growth and constant 

change, this was an area of retailing, where the power and influence of the internal 

word-of-mouth communications process, combined with consumers' personal 

experience, had consistently been cited as particularly persuasive in product trial and 

subsequent adoption. 

Apart from a brief overview of both the UK and US ethnic food markets (including a 
detailed analysis of UK pasta sales), this part of the thesis will concentrate primarily 

upon an examination of those factors, which have over many years dominated 

commercial and academic thinking on the diffusion of ethnic foods amongst a 

population. 

Due to the relative paucity of academic research in the specific area of ethnic food 

consumption, the bulk of the information available on this subject is to be found in 

trade journals rather than scholarly works. Similarly, whilst the author was able to cite 

some UK sources, most of the material used in this section, came from a variety of 

North American sources. 

At an early stage, the author also contacted both the major UK grocery retail outlets 

and the manufacturers of ethnic foods, in an attempt to elicit their views on the growth 

and development of the sector. However (for a variety of reasons), the vast majority 

were unwilling to discuss matters of substance. 
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4.1 An Overview of the UK Ethnic Food Market 

Table 4-1 shows the actual (and predicted), UK ethnic food sales by sector, over the 
fifteen year period 1985-2000. 

Table 4-1 UK Ethnic FoodSales - Ercluding Fast Food - By Sector 1985 - 2000 (Value i Million) 

Year Italian Indian Chinese Mexican Other' 

1985 703 58 55 85 

1990 912 115 79 17 6 

1995 1402 168 100 42 10 

2000* 1789 250 130 80 20 

* Estimated 'Includes Greek and Japanese 

Source: Euromonitor / Mintel / Keynote / The Grocer / Industry Data 

One of the oldest, largest, and arguably most dynamic of all, was the Italian sector. In 

1990, total Italian exports of food and drink to the UK, exceeded E580m. In 1995 it 

was estimated to have risen to L762m, and by the year 2000 was expected to exceed 

the E900m mark. After adding products made in the UK (and those imported from 

other countries apart from Italy), the total size of the UK Italian ethnic food sector 
(excluding Pizza products), was estimated to be worth L 1.4bn in 1995 (see Table 4- 1). 

Of the remaining sectors, Indian, Chinese and Mexican style products, accounted for 

over 90% of non-Italian ethnic food sales. However, consumer tastes, were reportedly 

changing. In more recent times, there was growing evidence to suggest that UK 

consumers of ethnic food products were demanding more choice. At the same time, 

there was clear evidence of a significant move away from bland, "sanitised" products, 
towards higher quality, more exotic, spicier, and above all, more authentic products. 
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This was felt to be the reason behind the growing popularity of Thai, Indonesian, 

Malaysian, Japanese and even Caribbean foods (Keynote 1995). 

4.1.1 An Overview of the UK Pasta Market 

At this stage, the author considered it to be appropriate, to provide the reader with a 

brief insight into the UK pasta market, given the fact that (as part of the replication 

study approach), the author had chosen to investigate consumer awareness and trial / 

adoption of pasta and related products. 

Table 4-2, illustrates the growth in consumption of pasta and pasta based products in 

the UK. Growth rates had averaged over 8% per annum across all categories, and (in 

volume terms) at 97,296 tonnes, the amount of dry pasta sold in 1994, was well over 

twice that being sold in 1986 (Pasta Information Centre 1996). 

Table 4-2 UK Pasta Sales By Product Category 1985-2000 (Value f Million) 

Product 1985 1990 1995 2000* 
Category 

Dry 33 74 117 186 

Canned 65 80 95 110 

Ready Meals 24 32 39 51 

Fresh 8 12 18 24 

TOTAL 130 198 269 371 

% Growth 52 36 38 

Estimated 

Source: Pasta Information Centre / Euromonitor / Mintel / Keynote / The Grocer 
Industry Data 

At just over 2kg (see Table 4-3), UK per capita consumption of pasta lagged some way 

behind most other European countries. Consumption was however, predicted to rise 
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steadily (mainly at the expense of potatoes), reaching the 4 to 5kg level by the year 
2000 (Parker-Pope 1994; Pasta Information Centre 1995,1996). 

Table 4-3 Per Capita Consumption of Dry Pasta (Kilograms -Rounded and Ordered by Size) 

Country Per Capita Consumption 

Italy 25 

Greece 8 

France 7 

Portugal 6 

Germany 5 

Spain 5 

Benelux 4 

Holland 4 

Denmark 2 

UK 2 

Ireland I 

Source: Pasta Information Centre 

4.2 The US Ethnic Food Market 

The USA remains the largest, and arguably most dynamic market for ethnic food and 
beverage products in the world. Italian, Mexican and Oriental products consumed 

either at home, in restaurants or purchased from take-away outlets, have over the last 

twenty years, consistently been the most popular segments of what was still a rapidly 
developing market. 

Table 4-4 shows the trend in US ethnic food sales over the period 1975-1995, and an 

estimate of the market size in the year 2000. In only ten years (1975-1985), the market 

grew from just under $5bn to over $22bn. The market was expected to continue to 

grow rapidly, reaching $44bn by the year 2000. 
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Table 4-4 US Ethnic FoodSales in US$ Billion 1975-2000 

Year US$ Billion % Change 

1975 5 

1980 16 220 

1985 22 38 

1990 30 36 

1995 37 23 

2000* 44 19 

(* Estimated) 

Source: Food & Beverage Marketing / Frost & Sullivan / Industry Data 

4.2.1 US Market Trends 

During the 1970's, the US ethnic food market was dominated by take-away pizza, and 

take-away Chinese meals (Processed Prepared Foods 1979). At the time, products for 

in-home preparation and consumption, were restricted to; a) a variety of dry packaged 

products (such as Italian pasta or Chinese noodles); b) sauces (such as Taco dips or 
Spaghetti Bolognese); or c) ingredients (such as soy sauce, or chilli powder). The 

arrival in the early 1980's of the cook-chill process, and the microwave oven, gave 

manufacturers yet more scope for new product development in the ethnic foods sector 
(Food Engineering 1989). 

Whilst Italian and Oriental foods continued to dominate the US market in the early 
1980's, the fastest growing ethnic food segment during that decade was Mexican. This 

was found to have been due to a number of manufacturers, producing a variety of 
Mexican dishes, targeted specifically at the rapidly growing (and increasingly more 

affluent), Hispanic population (Processed Prepared Foods 1981; Restaurant Business 

1985). 
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Table 4-5 US Ethnic Food Sales By Sector in US$ Billion 1985-2000 (Percentage Market Share In 
Brackets) 

Year Italian Mexican Chinese Other' 

1985 11(50%) 4 (18'/o) 6(27%) 0.7(3%) 

1990 13(43%) 9(30%) 7(23%) 2(6%) 

1995 14(38%) 11(29%) 8(22%) 4 (1 IVo) 

2000* 15(34%) 13(300/o) 9(200/o) 7(16%) 

* Estimated I Including Mediterranean/Middle Eastern, Asian and Japanese. 

Source: BCC / Food & Beverage Marketing / Frost & Sullivan / Food Engineering / Industry Data 

Table 4-5 illustrates US ethnic food sales (by sector), during the period 1985 - 2000. 

Despite the fact that the Italian sector was set to remain the largest, its share of the 

market fell from 50% in 1985 to 38% in 1995, and was predicted to fall to only 34% 

by 2000. Sales of the fast developing Mexican sector, had more than doubled in five 

years (from $4bn in 1985 to $9bn in 1990), and stabilised at around 30% of the market. 
Whilst sales of Chinese foods continued to grow steadily, their share of the total ethnic 
food market was gradually declining, from 27% in 1985, down to 22% in 1995. Indian, 

Japanese, Thai, Korean, Vietnamese and Indonesian foods, accounted for the bulk of 
the "other" category, and from rather modest beginnings, sales of these foods had 

grown rapidly, doubling their share of the US ethnic food market every five years. This 

was believed to be primarily, at the expense of the established Chinese sector. 

4.3 Problems With Defining Ethnic Foods 

Characteristically, in a market dominated by constant change and driven in great part 
by the fickle nature of fashion, no one, clear definition has emerged, to describe ethnic 
foods. Commenting on market trends and developments in the USA, Salvage (1981), 

stated that the most popular ethnic food sector of the time, was Italian. However, 

Italian foods were considered to be so deeply rooted in American cuisine, that many 
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analysts refused to consider it ethnic. Furthermore, whilst Pizza was thought to be the 
first ethnic food to acquire national popularity, this same popularity meant that it too, 

was no longer considered to be an ethnic food (Salvage 198 1). This view was 

supported a decade later by Bhati (1991), who reported that buyers for the UK retailer 
Marks and Spencer, had sought inspiration from visiting pizza manufacturers in 

Chicago USA, rather than Naples Italy (traditionally the birthplace of the pizza), in a 
bid to find the next "popular" Pizza recipe. 

The Market Research Corporation of America, also concluded reported that the 

concept of an ethnic food, was an arbitrary one. They stated that the one certain way of 

evaluating whether a product was truly ethnic, was to measure the rate of per capita 

consumption by non-ethnic minorities, compared to the per capita consumption of 
those people of the same ethnic background as the food item itself. Thus, if the per 

capita consumption rate was lower in individuals not of an ethnic background, then it 

could be said to be ethnic. If, however, per capita consumption was higher amongst 

these individuals, then it should not be considered ethnic (Salvage 198 1). 

Similarly, Restaurant Business (1986) investigated the issue of defining ethnic foods. 

Their view was that over time, all popular ethnic foods "mainstream" (sell to all 

segments of the population not just to the ethnic minorities of origin), an thus lose their 

ethnic status. It was also suggested, that the very popularity of an ethnic food, would 

(in the long term), be the main cause of it losing its ethnic identity. In common with 

Salvage's (1981) earlier views, Restaurant Business (1986) suggested that the first 

food this happened to was pizza. A food which had once been considered "an Italian 

exotic", had (due to its very popularity), turned it into an "all American institution". 

Restaurant Business (1986), concluded with the suggestion that this was an on-going 

process, and supported this view by reporting the opinions of a number of industry 

spokespersons. The first, from Taco Villa (a chain of US Taco restaurants and fast- 

food outlets), finther defined "mainstreaming" as, "introducing Americans to products 
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which emphasised not ethnic foods, but good old American ingredients, prepared with 
different recipes, and then offering comfortable, contemporary environments to 

match". The second, the general manager of Pepe's Inc. (a 70 unit Mexican dinner 

house chain based in Chicago), stated that "there is no such thing as a taco salad in 

Mexico, but people are starting to accept ethnic foods into their lifestyles. They want to 

eat lighter today, so we've added salads and seafood to our menu. We make an 
enchilada using shredded sea legs..... do you think anybody in Mexico ever heard of a 

sea leg? " At this stage, it became clear to the author that during the 1980's, 

authenticity was not of primary concern to the majority of US manufacturers and 

retailers of ethnic foods, and that original recipes were viewed as no more than the 

starting point for a new product idea, shell or concept, around which a whole new food 

service and manufacturing industry could develop. 

Canadian Grocer (1986), produced a special issue on ethnic foods, which reported the 

apparent confusion that existed amongst retailers, when asked to state the differences 

between "ethnic", "international" and "speciality" foods. It was acknowledged, that 

these classifications were of little practical use and that (for example), Hungarian jam, 

was a product which, could be considered an "import" (because it came from 

Hungary), "international" (because it came from outside Canada), and "ethnic" (if 

singled out because of its brand name, or Hungarian flavour). Believing this to be a 

major reason why there was a continuing underdevelopment of the ethnic food 

classifications in many traditional supermarkets, Canadian Grocer (1986) suggested an 

alternative; their definition of an ethnic food was, "those foods, indigenous to a people 
from another land, who then seek out the same foods in any new country to which they 
immigrated". However, this definition was somewhat undermined (in the same report), 
by the views of the vice-president of an importer of European food items, who 

personally viewed the term ethnic foods as "old fashioned". In his opinion, 

consumption patterns were changing, and while those immigrants who entered Canada 

during the 1950's and 1960's, tended to buy labels and products with which they were 
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familiar at home, their children's buying habits were not significantly influenced by 

patriotic feelings towards their parent's country of origin. 

Mintel (1991), took a rather narrow approach to the classification of ethnic foods, 

suggesting that only those products originating from countries other than Europe (with 

the exception of Greece), should be considered ethnic. By holding this view, Mintel 

(199 1) were suggesting that Spanish and German foods are common, staple parts of the 

typical UK diet, and therefore could not be considered ethnic, whereas Indian, Chinese 

or even American products could be. 

4.4 Salient Factors in the Diffusion of Ethnic Foods 

Citing material sourced predominantly from the USA, this section aims to give the 

reader an insight into those factors (posited by academics and practitioners alike), 

which over the years, have been said to promote the diffusion of ethnic foods. Those 

most frequently mentioned were; a) the presence of an immigrant population; b) 

increased international travel; c) the growth of mass communication vehicles such as 

television and print media; and d) increased restaurant patronage. The section will 

conclude, with an examination of the role of change agents in the diffusion of ethnic 
foods. 

4.4.1 Risk Aversion Theory of Ethnic Food Diffusion 

Paulson-Box and Williamson (1990), forwarded a model for the development of the 

ethnic food market (see Figure 4-1), which was based upon consumer risk aversion 

theory (Bauer 1960; Taylor 1974). However, it was based upon the untested premise, 

that the development of an ethnic food market proceeds through a series of sequential 

stages from the highest levels of added value, to the lowest level of added value. 
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Figure 4-1 The Development OfAn Ethnic FoodMarket 
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Source: Paulson-Box and WiIliwnson (1992 p 11) 

4.4.2 The Immigrant Factor 

Examining the data on migration patterns into the USA (from pre-Revolutionary days, 

through the great Eastern European and Italian Migrations of the 19th and early 20th 

centuries, onto late 20th century Spanish, Caribbean, Central and South American 

immigration), Tesler (1979), was arguably the first to conclude that immigrants were 

an important factor in the diffusion of ethnic food products. Tesler (1979) suggested 

that because of this, companies should monitor where Americans were travelling to, 

and where the next significant inflow of immigrants originated from; as foods of those 
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countries, would most likely provide timely ideas for important new food products 

categories. 

Salvage (1981), investigated the theory that ethnic food adoption patterns change 

significantly, from one generation to the next. Focusing on the US post-war baby boom 

generation, Salvage (198 1) felt that because it was said to; a) be more mobile; b) have 

new values regarding food; c) comprise far more working women; and d) behave in a 

more individualistic way than previous generations, it should have been much more 
innovative (and thus pursued its own set of tastes and textures), than had actually been 

the case. In fact, baby boomers had eagerly adopted the plethora of convenience foods 

(which had been developed to meet the needs of working women), and rather than 

becoming increasingly individualistic, they tended to adopt products developed for the 

mass market. 

Food Engineering (1984), also believed that immigrants were crucial in the diffusion 

of ethnic food products. It concluded that in the US, the industry that had originally 
developed to cater specifically for the special requirements of the ever growing ethnic 

minority population, had also created interest in ethnic foods, amongst the wider 

population. Snack Food (1986) supported this view, suggesting that unprecedented 
levels of immigrants entering the country, had given rise to the major US food 

manufacturing companies' interest, in developing dedicated ethnic food divisions. 

Reporting significant growth in the UK exotic fruit market, The Grocer (1987), 

suggested that the increase in demand came from the relatively large immigrant / 

ethnic minority population, who purchased the products (primarily) as a way of 

maintaining diets similar to those of which they ate in their native countries. The 

Grocer (1987), concluded that the immigrant population had also been an important 

factor in the ever-widening choice of fruit and vegetables available elsewhere in the 
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UK. And that where previously, only small Asian and West Indian shops stocked 

unfamiliar produce, it had become increasingly more common to see a selection of 

exotica displayed in mainstream supermarkets. 

One of the few empirical studies into the diffusion of ethnic food products, was 

undertaken by Kaynak (1989). Serving as a valuable insight into the differences in 

buyer behaviour exhibited by ethnic minority consumers in the USA, and those 

considered indigenous, Kaynak (1989), suggested that it was the presence of ethnic 
food stores in a locale, which played a significant part in the diffusion process. Kaynak 

(1989), also investigated why "traditional" North American retail outlets, were 

especially poor performers in the ethnic food sector, and provided a number of 

practical ideas for improving the situation. The work uncovered seven distinct factors 

which were found to be particularly influential in the consumer's choice of store. 
These were (in order of importance); a) overall quality of food sold; b) price of 

products sold; c) availability of a meat counter; d) store neatness; e) proximity of 
location; f) customer service / assistance and g) well-organised layout. 

4.4.3 The International Travel Factor 

Processed Prepared Foods (1979), was amongst the first to submit that the main reason 
behind the rapid growth rate of the US ethnic food sector in the 1970's, was increased 

international travel. This hypothesis was supported by Tesler (1979), who drew 

comparisons between the rapid growth in ethnic food consumption, and a tenfold 

increase in US tourism, north into Canada, south into Mexico, east to the West Indies 

and further afield into Europe. In a similar vein, Snack Food (1986), when reporting on 

the reasons behind long-term changes in US dietary habits, concluded that international 

business travel (especially to the Pacific rim region), had been the principal cause of 

the growth in US consumption of Chinese, Japanese and other Asian foods. 
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Food Engineering (1984), posited that the post World War Il US "baby boomer" 

generation's increased international travel, led them to acquire more adventurous / 

experimental eating habits. Considered to have been the catalyst for a more widespread 

change in food consumption patterns, these consumers, were said to search out ethnic 

restaurants (usually small eateries, secluded in ethnic enclaves), which had originally 

set up to cater exclusively for an ethnic minority group. Once they became popular, 
both the cuisine and the fonnat was copied, and in a relatively short period of time, 

chains of restaurants catering almost exclusively for customers not of an ethnic 

minority background, could be found right across the US. 

Whilst believing that an increased preoccupation with healthy eating, and the boom in 

microwave ownership were plausible reasons for the increase in UK ethnic food sales, 
The Grocer (1987), also concluded that increased foreign travel 'was a major 

contributory factor. It was felt that consumers who took foreign holidays, were 

exposed to a wide range of new and exotic dishes. Dishes, which (upon their return to 

the UK), consumers were said to want to continue eating (The Grocer 1987; 1996a; 

1996b). 

4.5 Success and Failure in the Ethnic Food Business 

It was apparent that adapting product and marketing strategies to suit local preferences, 

went some way towards ensuring wider success in the ethnic food business. This was 

clearly illustrated by Saker and Brooke (1989). In their study of ethnic food outlets in 

Birmingham (UK), they found higher than average business birth and death rates 

amongst the city's Asian and Afro-Caribbean food businesses. Saker and Brooke 

(1989), concluded that the chief cause of failure was lack of market orientation, rather 

than any technical factors such as personnel expertise or lack of equipment. In the 

ethnic food manufacturing sector of Birmingham, Afro-Caribbean bakeries were said 

to dominate. However Saker and Brooke (1989), found that over 90% of these 

bakeries' sales were limited to the Afro-Caribbean community, and that the purely 
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ethnic demand did not seem capable of supporting the number of bakeries that had 

opened. It was felt by the researchers, that by advertising, awareness amongst the 

wider (non-ethnic) community, would prove beneficial. But, they found that there was 

a reluctance on the part of the bakeries' owners, to be proactive in attracting new 
business. Investigations into the restaurant and take-away sector in the same area, 
indicated a high business turnover rate (only 6% of the establishments having been in 

business over six years). These outlets were found to be polarised between those 

trading in the "upmarkef' segment (targeting non-ethnic clientele, using selective 

above and below-the-line promotion), and those who catered for "the local market", in 

the poorer areas of Birmingham. As the latter were competing on price and quality 

with the other establishments in their area, it was amongst this category, that the 

majority of failures were expected. 

4.5.1 Authenticity Versus Acceptability - Striking a Balance 

In the author's opinion, much of the underlying reasons for the popularity or otherwise 

of ethnic food products, comes from striking the right balance between authenticity 

and that which was palatable / acceptable. Thus sympathetic modification of an 

original recipe, aimed at satisfying local tastes, was often an essential step. 

Restaurant Business (1984), found that the "monolithic mass market" approach taken 

by the majority of those involved in the US ethnic food trade, was unsustainable, and 

by the early 1980's, the market had fragmented into many smaller, more targeted, 

restaurant and fast food outlets. This occurred primarily out of an attempt to respond to 

local taste preferences, especially in the Oriental and Mexican ethnic food markets. 

The Chinese sector was amongst the first to modify its offerings, responding to 

consumers' desire for foods which were lighter and more sophisticated. Mexican and 

Italian concept restaurants rapidly followed suit, changing their menus to fit this trend 

by offering lighter, more modem and trendier products (Restaurant Business 1984). 
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Lydecker (1985), underlined the rapidly changing nature of the US ethnic food market, 

and reported that both product and concept life-cycles, were becoming ever more 

compressed. Thus, the dilemma faced by most organisations, was that of either playing 
it safe, with tried and tested product lines, decor, and marketing strategies (possibly at 

the risk of boring the customer), or becoming more adventurous (at the risk of losing 

customers who resented change). Reporting the fact that some companies preferred to 

steer a middle course, they quoted the director of public relations for Taco Time 

International (an major US Mexican fast food chain), who succinctly stated "We serve 

Mexican food made to American tastes". 

The importance that consumers placed upon product or recipe authenticity, was called 
into question by Food Engineering (1984). They quoted Campbell's US Director of 
Marketing who (in response to a question on the growing consumption of Italian style 

foods in the home), observed that spaghetti sauces were considered more American, 

than ethnic Italian food. Supporting his underlying assertion that consumers do not 

particularly care where ethnic foods originated, he went on to state that "the best way 

to develop ethnic sales is on a dish by dish basis. The consumer is looking for the merit 

of the individual product. They no longer need "flags" displaying the fact that this is an 

ethnic food". These views seemed to be echoed by the Marketing Manager of Pasta 

Foods (UK manufacturer of pasta products), in an interview published in The Grocer 

(1992). Pasta Foods' company policy (regarding branding and labelling), centred 

around that of reassuring the consumer by giving their products a deliberate "British 

feel", and that although "the purists may find it disheartening, few UK retailers prefer 

the original Italian name for this range of products" (The Grocer (1992). 

Restaurant Business (1986), also investigated success and failure in the ethnic food 

business. Whilst it concluded that being first with a new concept, was essential, 

gauging the right balance between authenticity and acceptability, was regarded as even 
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more critical. Having the consumer accept a product as "the real thing", and 

complementing this with the ambience, value and service they demand (ahead of the 

competition), was considered vital in this highly competitive sector. The essential 
factor highlighted in the report, was that in order to remain in business, both ethnic 
food manufactures and ethnic restaurants, had to be committed to constantly modifying 

product offerings in line with customer needs and wants. It was therefore considered 

necessary to segment markets, and continuously adjust the whole of the marketing mix 
(product, price, place, promotion etc. ), in order to attract, and then retain new 

customers. If successful, this process of constant modification, was believed to be the 

catalyst, which could eventually lead an organisation to make the conscious move 

away from authenticity, towards a wider market appeal. 

In the UK, Paulson-Box and Williamson (1990), briefly examined the issue of what it 

was that constituted an ethnic food. Their investigations led them to conclude, that 

ethnic foods were those foods which originated outside the UK, but which were 

subsequently consumed within the UK by both members of the indigenous population 

and by the ethnic minority groups. In the author's opinion, this has a number of 
failings as a definition, in that it excludes; a) food products produced in the UK by 

ethnic minority groups, using locally sourced ingredients; b) Italian-style foods which 

are manufactured locally; and c) food products such as lasagne and pizza which 
(despite having become so adulterated that they bear little resemblance to the original 

products), continue to be promoted heavily on the basis of their "Italian" origins. 

However, whilst admitting that a valid, supportable definition was essential in order to 

define market size, Paulson-Box and Williamson (1990), forwarded little of practical 

use. 

4.6 Critique of the Literature 

The ethnic foods literature review, had identified the relative paucity of academic 

research in this area. The deficiencies cover areas such as buyer behaviour, new 
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product diffusion and adoption, market development, marketing communications and 
brand management. The fact that most of the information available on the subject came 
from the trade press, was somewhat ironic, given the unwillingness of most ethnic food 

manufacturers and retailers alike, to participate in this study. However, in the author's 

opinion, the most important factor to emerge from this review, was that many (often 

long held), theories and beliefs concerning ethnic food diffusion, continued to be 

forwarded, despite the (almost complete) lack of empirical support. 

In most articles dealing with ethnic foods, the presence of an sizeable immigrant 

minority population, was often cited as the primary reason for trial and adoption 

amongst the indigenous population. Proponents of this theory believed that contact 
between races, led to the exchange of information on dietary habits. This was said to 

lead to trial (the first opportimity often being at the invitation of an ethnic minority 

neighbour or colleague), and ultimately to adoption of the commercial version of the 

product. However, even the briefest of analyses into the role of immigrant populations, 
indicate that other factors may have had as much (if not more) influence, upon the 

eventual success (or failure) of a product. 

In both the US and UK literature, increased international travel was often cited as a 

significant factor in the diffusion of ethnic foods. If this was indeed as influential as it 

was thought, then Spanish cuisine should have been be far more popular in the UK 

than is actually the case; as Spain has historically been the most popular mass-market 

tourist destination for the British. However, there was much anecdotal evidence to 

suggest that in the main, British tourists have rather conservative eating habits, and 

would rather consume familiar dishes in their hotels, rather than risk unfamiliar local 

food. To further reinforce the main tenet of this argument, the recent popularity of 
North African destinations, and the reduced cost of travel to destinations such as the 

West Indies, have not resulted in an wave of new product offerings based upon the 

cuisine of these countries. 
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The belief that a significant amount of awareness and adoption of ethnic foods, was as 

a result of the recent growth in mass communication media (such as television and 

newspapers), was also proffered by many of the writers in this field (The Grocer 

1996c, 1996d, 1996e, 1996f). Whilst there was clear evidence of a recent proliferation 

of cookery and travel programmes / magazines, no one had empirically examined the 

effect that these have had upon the diffusion of ethnic foods. 

It was also evident from the literature review, that a number of authors believed the 
increase in ethnic food consumption, to be a direct result of increased restaurant 

patronage. Whilst the author accepts the fact, that some customers may indeed want to 

recreate (in their own home), a meal they encountered for the first time in a restaurant, 

there was no empirical evidence, to support the view that this behaviour was either 
typical or widespread. 

4.7 Ethnic Food Diffusion and the Role of the Change Agent 

The Oxford English Dictionary definition of a "change agenf' is "one who initiates a 

movement towards social change in a group" (Oxford English Dictionary 1996). The 

change agent is said to have four "essential" roles; a) an observer, b) diagnostician, c) 

strategist, and d) stimulator. And five "operational" roles; i) assisting change, ii) 

ensuring information exchange, iii) problem diagnosis, iv) promoting action, and v) 

establishing working relations (Spence 1994). 

The role and importance of the "product champion" or "change agenf' in the diffusion 

of innovation is particularly well covered in strategic management literature (Kahn 

1995; Fiorelli and Margolis 1993; Loveridge and Pitt 1990; Elmes 1990). 

Organisational. change agents are often seen as idiosyncratic, visionary and highly 
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dedicated individuals, who (mainly working from within organisations), champion new 

products, processes and ideas (Pitt 1990; Nayak and Ketteringham 1986). A clear 

example of change agent influence in ethnic food diffusion was provided by Bhati 

(1991), who stated that Thai foods were initially introduced into Marks and Spencer 

outlets, at the behest of the company chairman. However, because of the lack of 
information, the author was unable to assess (in wider terms), the degree to which 

ethnic food innovation was championed by change agents, working within food 

manufacturing or retail organisations. 

Others had subtly re-interpreted the original meaning of change agents to such an 

extent, that whole organisations (or departments within organisations), were 

considered to be change agents (Hannan and Freeman 1986; Pitt 1990). This was 

clearly illustrated by Gatignon and Robertson (1991), who stated that "the 

classification of a product as an innovation may also depend on the change agent's 

capabilities in proving the advantages to potential adopters and broadening the base of 

adopters by refining the innovation". In the diffusion / development of ethnic foods, 

there were many instances where marketing departments, had adopted a strategy of 

continually modifying the marketing mix in order to widen an ethnic food's appeal 
(Salvage 1981; Lydecker 1985; Restaurant Business 1986; The Grocer 1992). 

Often, when discussed in terms of consumer behaviour, change agents and opinion 

leaders are seen as one and the same person. This was clearly demonstrated by Assael 

(1995), who stated that "change agents are opinion leaders who have more influence 

and credibility than commercially sponsored means such as personal selling and 

advertising in convincing consumers to change their needs and habits". The literature 

suggested that ethnic minorities had been cited as influential in the diffusion of ethnic 

foods (Food Engineering 1984; Snack Food 1986; The Grocer 1987; Kaynak 1989). 

However, whilst there appears to be little (if any) evidence to suggest that their 

influence was widespread, such individuals may indeed be sought out by interested 
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"inforination seekers", such as opinion leaders, innovators / early adopters and market 

mavens, as key sources of information. 

Rogers and Shoemaker (1971) believed that the change agent's position was "located 

midway between the bureaucracy to which he is responsible and the client system in 

which he works". The author believes that there is some evidence to suggest that the 

market maven occupies a similar position in the community, midway between the 

marketing communication source, and the ultimate adopter. 

Finally, the general information seeking / polymorphic nature of the market maven, 

suggests that it should be significantly more receptive to all types and sources of 

marketplace information. It would therefore be consistent with other aspects of the 

construct, to assume that market mavens would, for example, not only be aware of the 
location and reputation of local ethnic food retailers and restaurants, but where / who to 

go to for information, which magazines to read and also programmes to watch. 

4.8 Concluding Remarks 

The literature review process, confirmed the author's original belief, that much of what 

was written regarding the diffusion of ethnic foods, was based on poorly founded 

opinions, which over time, had become somewhat self-perpetuating. There was a clear 
lack of awareness of the established theories on diffusion of innovations, and in 

particular the factors that can materially affect ethnic food adoption. For example, the 

current popularity and rapid diffusion of pizza, had probably less to do with Italian 

emigration or international travel, than with the fact that; a) it was relatively cheap (a 

cost factor); b) it was simple to make (a complexity factor); c) it could be purchased by 

the slice (a divisibility factor); d) it was easily modified to suit most customs and 

cultures (a societal values factor); and e) was compatible with existing consumption 
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pattems (home, take-away, fast food, pizzeria). The author thus felt, that it was time to 

constructively challenge many of the views forwarded in the literature review. 
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5. An Analysis Of Feick And Price's Original Market Maven 
Research 

In order that the reader understands clearly the basis upon which this research was 
founded, this section will discuss in detail the methodology undertaken by Feick and 
Price (1987). To conclude the section, a brief analysis of their findings will also be 

undertaken. This is felt by the author to be necessary due to the replication nature of 
the present study, and the fact that it would be somewhat difficult to measure the 
findings and results of this study without clearly understanding what had previously 
been found. 

5.1 Research Propositions 

In this section, the four propositions formed by Feick and Price (1987), regarding the 

market mavens' characteristics, are outlined. These propositions dealt mainly with 

attitudes and behaviours on the acquisition and provision of marketplace information. 

The propositions compared the attitudes and behaviours of market mavens with those 

individuals who were not considered to be market mavens. 

The first proposition was developed from Kotler and Zaltman (1976), and was 

predicated on the fact that market mavens (attentive as they were to marketplace 
developments), could be expected to find out about new products across product 

categories, before other individuals who were not market mavens. 

Thus their first proposition P, stated; 

"Market mavens will demonstrate earlier awareness of new 

products through; (a) reported early awareness of new products 

across product categories; and (b) awareness of specific new 
brands within several product categories". 
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The second proposition was linked to the fact that the market maven concept, should 

"report more frequent specific information provision across product categories than 

other consumers". The researchers were therefore suggesting that not only should 

market mavens be actively collecting information, they should also be aware that they 

are actively disseminating their knowledge to other consumers. 

Thus P2stated; 

"Market mavens will exhibit higher levels of information 

provision to other consumers across product categories". 

The third proposition that Feick and Price developed, was based upon the propensity 
(or lack of it), of consumers to undertake information searches, to find out about new 

products. This was based upon research investigating the types and sources of 
information used in making a particular purchase decision (Feick and Price 1984; 

Newman 1977), and the categorisation of information seekers (Thorelli and Thorelli 

1977). 

Thus P3 stated; 
"Market mavens will demonstrate higher levels of general 

market information seeking through; (a) readership of 

consumer reports; and (b) the use of diverse sources in 

acquiring market information". 

In a section entitled "Other Characteristics of market mavens", Feick and Price stated 

that "market mavens' involvement with the marketplace ...... should be apparent in other 

marketplace attitudes and behaviours". Citing Guiltinan and Monroe (1980), Kassajian 

(1981) and Slama and Tashchian (1985), they suggested that "the extent of interest in 

and en oyment of shopping, use of coupons, and interest in and attention to 

advertising", were indicators of general consumer involvement. Therefore their fourth 

and final propositionp4was; 
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"Market mavens will demonstrate higher levels of general 

market interest through; (a) enjoyment of shopping; (b) 

attention to advertising; and (c) use of coupons". 

The Feick and Price (1987), study made little attempt to obtain demographic data 

stating that "Because we are examining the existence of market mavens for the first 

time, it seems premature to anticipate the demographic profile of the group". They 

therefore undertook no more than an exploratory investigation into this area. 

5.2 Methodology Employed 

5.2.1 Survey Method and Sampling Issues 

The pilot survey was pre-tested, using a questionnaire administered by telephone, on a 

random sample, in a "large north-eastem metropolitan area" of the USA. The definitive 

questionnaires were administered by telephone during August 1984, using random 

digit dialling to the 48 contiguous states of the USA. Calls were made between 3: 30 

and 9: 30 p. m. local time, and call backs were arranged at mutually convenient times. 

However, the reader was neither informed of the reasons why; a) the other non. 

contiguous states were excluded from the survey; b) what led to the decision not to 

make calls before 3: 30 p. m.; nor c) whether calls were made on Saturdays or Sundays. 

Similarly, the reader was not informed of the level of call-backs, nor the number of 

questionnaires terminated before completion. 

In testing the market maven construct, Feick and Price (1987) were also interested in 

eliciting information on two main product areas; 
1. Food and common household products 
2. Non-prescription drugs and health and beauty products 

In order to obtain the required information, two versions of the questionnaire were 

produced (see appendix 10.1). Essentially identical, one included questions which 
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required a response in relation to the aforementioned group of products, the other a 
response to non-prescription drugs / health and beauty products. 

5.3 Survey Administration 

In order to obtain a representative mix of male and female respondents, researchers 

alternated between the two sexes when telephoning and asking for the "head of 
household". This approach was somewhat unsuccessful as the final breakdown showed 
the sample to be somewhat predictably biased towards females (64% females as 

opposed to 36% males). At the time, the US. population was stated by Feick and Price 

(1987) to have been 57% female and 43% male. 

Feick and Price (1987), reported that both weighted and unweighted data sets (taking 

into account estimated population sex distribution) were analysed, and as there were 
"no differences in substantive conclusions between the analysis", the unweighted 

results would be used. The total number of completed interviews were reported as 

153 1, taking an average of 18 minutes each to complete. 

5.4 Measurement Scales and Construct Validation 

Construct development and validation, is an essential aspect of all research studies and 

particularly so in those of a hypothesis generating nature such as Feick and Price 

(1987). In this section the author will report what Feick and Price were trying to 

establish, how they went about it and what were their results. (For a more detailed 

discussion of the application of tests of construct validity to this research see 6.3.4). 

Telephone interviewing techniques demand a concise approach to questionnaire design 

and administration (Dillman 1978; Groves et al. 1988; Frey 1989). With this in mind, 
Feick and Price were meticulous in developing the items which were going to be used 

to measure the market maven concept. A concept defined as; 
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"individuals who have information about many kinds of 

products, places to shop, and other facets of markets, and initiate 

discussions with consumers and respond to requests from 

consumers for market information" (Feick and Price 1987). 

In order to do this, a set of 40 items (phrases) were generated, in line with their concept 
definition. These were reduced approximately in half by a panel of experts which 
included market academics and marketing research practitioners. The remaining 

nineteen items were administered in a pilot study (n=256). After analysis of the results 

these were further reduced, leaving the following six scale items which were included 

in the final study; 

1.1 like introducing new brands and products to my friends. 

2.1 like helping people by providing them with information about many 

kinds of products. 

3. People ask me for information about products, places to shop, or sales. 

4. If someone asked where to get the best buy on several types of product, I 

could tell him or her were to shop. 

5. My friends think of me as a good source of information when it comes to 

new products or sales. 

6. Think about a person who has information about a variety of products and 
likes to share this information with others. This person knows about new 

products, sales, stores and so on, but does not necessarily feel he or she is 

an expert on one particular product. How well would you say that this 

description fits you? 

In order to establish the existence of market mavens (or at least lend it credence), Feick 

and Price (1987) contended that one should be able to identify others as market 
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mavens. In order to test this theory they included the question "Do you know someone 

other than yourself, who has information about a variety of products, stores, sales etc., 

and likes to share this general information with others? " A follow up question trying to 

elicit the relative importance of such a person (to the respondent), in "finding out about 

new brands or models of products", was also included. 

Equally as important as measuring the market maven concept the researchers also 

wanted to establish the distinctiveness of the concept vis-A-vis the other established 

opinion leader and early purchaser (adopter) categories. Taking the opinion leader 

category first, the authors adapted the traditional scales (Rogers and Cartano 1962; 

King and Summers 1970), to take into account the requirement to test for opinion 

leadership across product categories, rather than opinion leadership within a specific 

product class. A self designating process, the respondent was able to name a brand, 

product type, product class etc., as their area of expertise. 

Using this information, Feick and Price (1987) classified anyone who felt that they 

were knowledgeable about a product, and who was aware that they influenced other 

people about the product, as an opinion leader. "Individuals were defined as opinion 
leaders if they answered "yes" to two questions; Is there a particular kind of product 

that you feel you are very knowledgeable about? If so, do you think that you ever 
influence other people in their purchase of or opinions about this kind of product? " 

(Feick and Price 1987). 

5.5 Opinion Leadership and its ReIationship to the Market Maven. 

Feick and Price (1987), conducted a third pilot study, in order to examine the 

discriminant validity of their market maven and opinion leadership measures. To this 

end, they contacted (by telephone), 303 male and female heads of households in a US 

metropolitan area (using probability sampling techniques), and administered a short 

Cranfield University Silsoe College CF De Vita 1997 



78 

questionnaire. The questionnaire included market maven measures, opinion leadership 

measures and the King and Summers scale items. After undertaking factor analysis, 
Feick and Price (1987) suggested that it indicated the discriminant validity of their 

opinion leadership and market maven measures (see Table 5-1). This was based upon 

their analysis of the two factors which were detected; factor I the market maven factor 

and factor 2 the opinion leadership factor. 

These findings were supported by their respective measures. The market maven 

measures having high loadings on the market maven factor, and weak loadings on the 

opinion leadership factor, and the opinion leadership measure having a high loading on 

the opinion leadership factors and a low loading on the market maven factor. 

Table 5-1 FactorAnalysis Of The Market Maven Items, Opinion Leadership Measures, And King And 
Summers'Scale Items (Feick and Price (1987) 

Scale Item Factor I Factor 2 

MMI(A) . 13 . 42 

MM2 -. 01 . 73 

MM3 -. 07 . 76 

MM4 -. 11 . 69 

MM5 -. 02 . 79 

MM6 . 18 . 39 
OL (b) 

. 55 . 01 

KSIO . 49 . 00 

KS2 . 67 . 12 

KS3 . 61 -. 01 

KS4 . 63 . 01 

KS5 . 37 -. 07 

KS6 . 51 -. 05 

KS7 . 63 . 19 

'MM = market maven scale items (described in text). 
OL - opinion leadership measures (described in text). 
KS - King and Summers opinion leadership measures (see K ing and Summers 1970). 
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Finally Feick and Price (1987), concluded from the analysis of their national survey, 

that 46% of the total sample reported being an opinion leader in some self selected 

product category, and that "The correlation between the market maven and opinion 
leader measure is 0.22". In their opinion. with such a large sample, the correlation was 
deemed to be significant, despite being modest in size. 

Feick and Price (1987), also found (in line with their expectations), that their 

assumption that opinion leadership would require more detailed and technical 

knowledge in many durable product categories, than in many non durable categories, 

was confirmed. A stronger correlation between the market maven and opinion 
leadership constructs in non-durable rather than durable product categories, was said to 

support this. However their findings on the durable goods led them to remark, "Though 

we expected the correlation between the market maven and the durable goods opinion 
leader to be small, we did not expect it to be so near zero" (-0.06 at p<0.05). It was 

their view that these findings confirmed the fact that being a market maven was 
"unrelated to durable goods opinion leadership". 
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5.6 The Early Adopter and its Relationship to the Market Maven. 

In their work, Feick and Price were also concerned with testing the tendency of 
respondents to be early purchasers of products. Focusing on consumer packaged goods, 
they concentrated on measurement of innovativeness in; a) broad product categories 
(food and common household products); b) specific product categories (new coffees, 
frozen entrees and main dishes, diet soft drinks and breakfast cereals); and c) specific 
brands which had been introduced in the year prior to the study (Master Blend, Lean 

Cuisine, Diet Sprite and Post Fruit and Fiber). The non-prescription drugs / health and 
beauty products sample was asked similar questions on; a) their innovativeness in a 
broad sense; b) in specific product categories (pain relievers, vitamins, deodorants and 

suntan products); and c) their trial of Nuprin, Caltrate, Dial Solid and Eclipse brands. 

Analysing the results of this section of their work, Feick and Price (1987), calculated 

mean scores for the three types of innovative measures. They then correlated these 

with the market maven measure. Their findings showed that in the food sub-sample, 

there was a consistent correlation with the innovativeness measures (0.31,0.34,0.31 at 

p<0.01). However in the non-prescription drugs / health and beauty products sub- 

sample, the correlation between the two measures was neither as strong or as consistent 
(0.27,0.23,0.14 at p<0.01). This weaker correlation was explained by Feick and Price 

(1987), as apparently "due to a very low trial of the brands we included". Nonetheless, 

Feick and Price (1987), felt confident enough to suggest that "market maven tend to be 

innovative across a rather broad range of consumer package goods", and also to state 

that the results "suggest that the concepts of the market maven and the innovative 

consumer are distinct". Submitting that "the correlations, though significant are modest 
in size". 
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5.7 The Interrelationship of the Three Influencer Categories. 

In their paper, Feick and Price reported their concerns that the market maven, opinion 
leadership and innovative measures they employed, may actually have been measuring 
different aspects, of a single, general word-of-mouth construct. In order to test whether 

this was indeed the case, they used the Confirmatory factor analysis (specifically 

LISREL) technique, to compare the fit of a model which assumed that a single 

construct was being measured, with the fit of a model which posited three separate 

constructs. As can be seen from Table 5-2, Feick and Price (1987) reported a "dramatic 

and significant improvement in fit (reduction in chi square), from moving from a one- 
factor solution to a three factor solution". And that the results "indicate the three- 

construct conceptualisation is worthwhile, as model fit is substantially worsened by 

forcing the items to be measures of a single construct". 

Table 5-2 Confirmatory Factor Analysis On The Measures OfMarket Maven, Early Purchaser, And 
Opinion Leader 

Factor models Food Sub-sample Drug Sub-sample 

One-factor model X2 (35) = 254.42' X2 (35) = 189.24' 

Three-factor model X'(33) - 107.75' X'(33) - 107.981 

Difference test X'(2) = 146 0 X2 (2)-81.260 

'N = 771 *N= 760 'P <. 00 I 

Feick and Price (1987), conclude this aspect of their study, by confirming their earlier 

views that the results "suggest that after correction for attenuation, the measure of 

market maven achieves discriminant validity and is distinct from the measures of 

opinion leader and early purchaser". Communicating to the reader the stringency of 
this test by citing Bagozzi and Burnkrant (1985), Feick and Price (1987), supported 

their previous statements by declaring that "shared method variance would tend to 
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increase the observed correlation between the measures, making discrimination more 
difficult". 

5.8 Analysis of Results 

5.8.1 Introduction 

In this section or the thesis, the author outlined the main findings of the Feick and 
Price (1987) market maven study, so as to enable the reader to compare the results of 

the common aspects of the two studies. Each of Feick and Price's (1987) specific 

propositions will be addressed in turn, concluding with an analysis of the section 

entitled "Discussion". 

5.8.2 Analysis methods 

The main analysis used by Feick and Price (1987), was that of correlation between the 

attitude or behaviour examined, and the respondents score on the market maven scale. 
They also reported an analysis of variance or chi squared analysis based' upon 

trichotornization (dividing into three equal groups), of respondents into the lower 31% 

("Low"), middle 37% ("Medium") and upper 32% ("High") distribution of market 

maven scores. In reporting results, Feick and Price (198 7), only referred to respondents 

scoring in the "High" category as market mavens. 

5.8.3 P, Possession of Market tnformation 

The first fundamental attribute of a market maven (according to Rick and Price), was 

the possession of general marketplace information. This was ascertained, by measuring 

the average perceived early awareness of new products in four packaged goods 

categories, followed by the average reported awareness of four new brands in the four 

product categories. 
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The results for both the food and drug sub-samples were as Feick and Price (1987) 

expected; in that the higher the report of early awareness of new products across the 

four product categories, the higher the market maven scale score. However, an 

anomaly was reported, in respect of the results of the new brand awareness variable in 

the food sub-sample. Here Feick and Price (1987), reported a weak correlation between 

the new brand awareness and market maven scores, and a low variance between the 

"Low"', "Medium" and "High" market maven categories. Feick and Price (1987), 

assumed that the reason for this result was that the products chosen were well known, 

and therefore all respondents had heard of them. However no explanation was 
forwarded for the fact that the drug sub-sample exhibited similar characteristics, plus 

much reduced actual and mean awareness scores, and that the correlation with the 

market maven scale was also an unimpressive 0.19. 

5.8.4 P2 Provision of Market Information 

The results relating to the proposition that market mavens provide other people with 

specific information on particular packaged goods, confirmed Feick and Prices' (1987) 

thesis that the higher the market maven score, the more frequent the information 

provision. In both food and drug sub-samples, the correlations with the market maven 

scale (0.40 and 0.47 respectively), were even stronger that those in the early awareness 

section. 

5.8.5 P3General Market Information Seeking Activities 

Feick and Price used two measures to test proposition P3, which suggested that market 

mavens were demonstrably more active in seeking general market information, than 

other consumers. The first of the two measures gathered information on the readership 

of "Consumer Reports" (somewhat similar in concept to "Which Magazine" in the 

UK). Those respondents who had read three out of the last four issues (or more than 
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half the issues in the previous year), were considered to be regular readers. The results 

of this test showed that over 50% of regular "Consumer Reports" readers, were market 

mavens, and only approximately 19% of regular readers rated as "low" on the market 

maven scale. 

The second measure, gathered information on the importance of various information 

search activities, and was based upon respondents being asked the question "How 

important are each of the following sources to you in finding out about new food and 

common household products; free samples, magazines, newspapers, radio, television, 

salespeople, relative / friends and browsing / shopping". Again Feick and Price (1987), 

reported a significant difference between market mavens and respondents in "Low" 

and "Medium" maven categories, and that market mavens consistently placed a higher 

importance on all the sources of information in both the food and drug sub-samples. 

5.8.6 P4 Coupon Use, Enjoyment of Shopping and Attention to Advertising 

In testing their fourth proposition, Feick and Price (1987) found that (as they 

expected), the higher the market maven score, the more; a) the respondent enjoyed 

shopping; b) the greater the attention paid to advertising; and c) the greater the use of 

coupons. 

5.8.7 Demographic Variables 

Given the preliminary nature of the study, Feick and Price (1987) decided to 

concentrate upon establishing the existence of the market maven category of word-of- 

mouth marketplace diffuser, rather than develop a demographic profile. This resulted 

in a limited set of results, which suggested that market mavens were; a) more likely to 

be females than men; b) black rather than white; and c) less well educated, than 

respondents scoring "Low" on the market maven scale. Feick and Price (1987) reported 
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no significant differences between the three categories, in terms of their age, income, 

household size or number of children under the age of 18. 

5.8.8 General Media Patterns 

Feick and Price (1987) found that there was a positive linear relationship between the 

number of magazines read by respondents, and their market maven score; with "Higif' 

market mavens reading the most. A similar linear relationship between respondents' 

market maven score, and the amount of television viewing, was also noted; "High" 

market mavens once more watching significantly more television, than other 

categories. 

5.9 Summary 

Feick and Price (1987), felt that the results of their investigations, supported all four of 
the propositions offered by them, which were: 

1. That market mavens "were aware of new products earlier" than other respondents. 

2. That market mavens "provided information to others across product categories" than 

other respondents. 

3. That market mavens "engaged in more general market information seeking" than 

other respondents. 

4. That market mavens "exhibited more general market interest and attentiveness" than 

other respondents. 

Feick and Price (1987), thus maintained that their investigations had demonstrated that 

market mavens were "distinct from opinion leaders and early purchasers", and that 
(significantly), "individuals can recognise the market maven quality in themselves and 

can identify the characteristic in others". Furthermore Feick and Price (1987), stated 
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that their work was the first to establish the fact that consumers were; a) able to 
identify market mavens; b) use them in the decision-making process; and c) able to 
differentiate between a market maven and someone with specifically product-based 

expertise. 

Feick and Price (1987) also accepted previous studies which suggest that there are 

three main groups of disseminators of marketplace information namely; opinion 
leaders, early adopters / purchasers and general marketplace influencers. They believed 

that the market maven, had not previously been clearly defined, but was in fact an 

agglomeration of general marketplace influencers. In addition, they felt that the 

construct played a crucial role in the dissemination of both product specific and general 

market information, and was considered distinct from all other influencer categories, 
including opinion leaders. 

Feick and Price (1987) found that market mavens; a) were aware of new products; b) 

provided information to other consumers across product categories; c) were actively 

engaged in general market information seeking; and d) exhibited general market 
interest and attentiveness (than others in a population). If substantiated, the construct 

could play a key role in word-of-mouth information diffusion, by both passively and 

actively gathering information, and disseminating it in a variety of situations, to 

persons who value the market mavens'advice. 
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6. Empirical Research Design And Methodology 

Ghauri, et al. (1994) emphasised that research should "demonstrate that the candidate 

can systematically handle and analyse a problem, arriving at valid conclusions". 
Stating that the role of a researcher is often to observe, Ghauri, et al. (1994) draw a 
distinction between the observer (who draws conclusions using mere "common 

sense"), and the researcher who employs a systematic, well-argued and ultimately 
testable overall approach to their studies. 

Ghauri, et al. (1994) also highlighted the effects that the researcher's background had, 

upon research orientation. The authors clearly suggesting that "the relationship 
between the methods, data, theories and values" employed in a study, often depended 

upon the research orientation of the individual. Morgan (1983) offered supporting 

arguments for this view, when he stated that the logic of a research strategy, was 

embedded in the links between "Constitutive Assumptions" (Paradigms), the 

"Epistemological Stance" (Metaphors) and "Favoured Methodology" (Puzzle Solving); 

all of which are to a greater or lesser degree influenced by the researcher's Past 

experiences and knowledge base. 

The topic of originality in research was also covered by Ghauri et al. (1994), stating; 

"we believe originality describes studies which create a new 

dimension to already existing knowledge. It implies that there is 

some novel twist, fresh perspective, new hypothesis or assumption, 

or new and innovative methods of handling an already existing topic 

/ knowledge that makes the project a distinctive contribution" 

(Ghauri et al. 1994) 

The author believed that this study met the rigorous requirements outlined above, and 

in the following sections will underline the processes which have been employed in 

order to ensure that the work was; a) original; b) carried out in a systematic way; and c) 
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observed the required level of transparency in all areas, for the work to be both 

arguable and ultimately contestable. 

Finally in this section, the author felt it important to outline the role and contribution 

made to this study, by the original researchers of the market maven. The replication 

study approach employed here was clearly dependant upon being able to locate and 

obtain the assistance of Dr. Lawrence Feick and Dr. Linda Price. Very soon after initial 

contact was made, they agreed that the basic premise behind the research (to test if the 

market maven construct was valid in a UK context), was a viable and interesting 

development of their earlier work. Whilst the Feick and Price (1987) article was 

comprehensive in nature, the all important questionnaire was not included. The 

provision of this (and other supporting documents by Feick and Price), to the author, 

made this replication study possible, and for this the author remains indebted. 

6.1 Methodological Approach 

The two main methodological approaches for undertaking research are the inductive 

and the deductive approaches (see Figure 6-1). The inductive approach was based upon 

empirical evidence, the deductive on logic (Chalmers 1982, Witcher 1990). 

Figure 6-1 The Research Process 

INDUCTION AND 
DEDUCTION 

LAWSAND 
THEORIES 

F INDUCTION DEDUCTION 

FACTS ACQUIREF EXPLANATION A 
THROUGH PREDICTIONS 

OBSERVATIONS 

Source: Chalmers (1982 p6) 
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Induction is based upon the gathering of empirical observations, from which 

researchers make assumptions and thus develop conclusions. For example, one may 

collect information on the number of trains cancelled due to illness amongst train 
drivers (data). The assumption that may then be stated, is that doctors have found that 
illness amongst train drivers depends upon their patterns of exercise during their 

teenage years. The conclusion is therefore, that all health problems are related to 

teenage patterns of exercise. Clearly in the scenario outlined above, there remains the 

possibility that generally, train drivers have significantly different patterns of 
influencing factors which lead to illness; there also remains the possibility that the 

particular sample of train drivers were abnormal. It is therefore generally accepted that 

inductive conclusions cannot be 100 per cent certain. 

The deductive approach is based upon the process of facts (acquired through 

observation), guiding the development of theories and hypotheses, which are, through 

the process of deduction (logical reasoning), either accepted or rejected (Green et al. 

1988, Kerlinger 1973). An example of the deductive approach, would be firstly to state 

the assumption that ice melts when heated. The second assumption would be that 

icebergs are made of ice. The conclusion being, that icebergs melt when heated. 

Ghauri, et al. (1994) champions the "hypothetico-deductive" approach (a combination 

of the above mentioned methods), positing that most researchers and scientists have 

(often unwittingly), been making use of both complementary processes. Clearly the 

research process should ideally begin with an inductive investigation of the particular 

field of interest; closely followed by a period of consolidation (characterised by the 

drawing of general hypotheses), the testing of which, often leads to the establishment 

of cyclical patterns of research, which (by alternating between induction and 

deduction), result in both hypothesis testing / refinement and the development of yet 

more general hypotheses, in new areas of interest. The research methodology 

employed in this study is heavily biased in favour of the deductive approach, given the 

primary desire to test others' work. 
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6.2 Research ProbIem, Propositions and Hypotheses 

The process of developing general research aims into, a research problem, followed by 

research propositions and hypotheses was not a straightforward task, particularly when 
there seems to be little consensus as to what was "best practice". The author found 

numerous cases of academic research, which after having outlined general aims, went 
directly into specific hypotheses. Others (much more deliberate in nature) stated aims, 
developed a research problem (in the form of a question), and then went on to clearly 
define their "testable" hypothesis. Clearly the latter approach was (in the interest of 

clarity and ultimate understanding), by far the best approach, and was the method 
favoured by the author. 

By utilising Confirmatory Factor Analysis (specifically LISREL), Feick and Price 

(1987) established the validity of their market maven construct to the satisfaction of 
their peers. They also investigated market maven behaviour across product categories 

and their awareness of specific new brands. This ground-breaking research was carried 
out solely in the USA, and had yet to be been tested elsewhere. The immediate 

question raised by this pioneering work, was whether or not the market maven 
construct was strictly an American phenomenon, not present elsewhere, or was this 
type of diffuser of marketplace information, present in other countries / societies (as 

was the case with opinion leaders). Whilst this may have be seen by some as a laudable 

objective and clearly of particular relevance to the authors research, whether there 

would be sufficient "originality" in this approach (to satisfy the criteria previously 
discussed in section 6.0) was questionable. It was apparent to the author that further 

investigation was required. 

The fact that Feick and Price (1987) saw their work as exploratory in nature, and by 

their own admittance felt it "premature to anticipate the demographic profile of this 
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group, " allowed the author significant scope to ameliorate the concern expressed over 

the level of "original" contribution. Specifically, it enabled this study to build upon the 

embryonic process of identification and categorisation of the market maven started by 

Feick and Price (1987). However, the procedural rigours imposed by a strict replication 

study approach, meant that in order to glean any further demographic information, 

additional questions had to be asked (as any deletions would dilute the comparative 

nature of the work). Significant additions, would have further lengthened the already 

significant amount of time required to complete the questionnaire. In the end, it was 
decided to incorporate a limited number of new classification / demographic questions, 
in order to both add to Feick and Price's (1987) earlier study, and satisfy the author's 

desire to make a personal / original contribution. 

6.2.1 Investigating a Specific Product Category 

After much deliberation, the required balance was achieved in two related but distinct 

ways. Firstly this was done by substituting Feick and Price's (1987) general product 

categories, for a much more focused analysis of the market maven's awareness of a 

specific product category (that of pasta based foods and associated products). The 

author's use of pasta based foods and associated products, was not an arbitrary choice, 

as the sector had a number of uniquely favourable attributes, including; 

* Pasta and pasta-based foods had been part of the UK grocery scene, for at least fifty 

years. 

* Pasta and pasta-based foods were present in all stages of the product life-cycle 

(from introduction stage through to decline). 

e At the time of writing, the pasta and pasta-bascd foods sector was still the largest of 

the UK ethnic food sectors. 

* The pasta and pasta-based foods sector, was considered by many in the food 

industry, as the most versatile and consistently successful sector, with many 

successftil new products launched every year. 
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Of particular relevance to this work, these attributes meant that respondents' general 

awareness of this food category could be justifiably accepted as high (even if adoption 

was not). 

6.2.2 Investigating Factors Said to Influence Ethnic Food Adoption 

As detailed in the literature review, there were a number of factors said to influence 

ethnic food adoption, namely; a) international travel; b) mass media; c) the presence of 

ethnic minorities; d) increased restaurant patronage. These factors had in the author's 

opinion been perpetuated as "truisms", without there having been much in way of 

research evidence to support them. This work, offered the clear opportunity of 
beginning the process of supporting or rejecting such "truisms", by incorporating them 
into research which not only already focused respondent's minds on awareness and 

adoption of ethnic food products, but uniquely, was in a position to compare the 

responses of market mavens (who were said to be unique amongst word-of-mouth 
influencers, in that they actively "absorb" information, form a wide variety of sources, 

on a wide variety of subjects, in a wide variety of situations), against individuals with 

significantly less awareness of general marketplace issues. 

6.2.3 The Broad Research ProbIem 

To be read in conjunction with sections 2.1 (General Research Aims) and 2.2 (The 

Research Objectives), the broad research problem for this study was; 

"Using a replication study approach to test current Market maven 

theory in a UK context, can we identify, measure and further develop 

this seemingly influential and clearly overlooked internal word-of- 

mouth diffuser of marketplace information? " 
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6.2.4 Propositions, Hypotheses and the Examination of Relationships 

Before stating the hypotheses to be tested in this study, the author felt it wise to discuss 

(albeit briefly), key differences between propositions and hypotheses. 

Frankfort-Nachmias and Nachmias (1996), judged propositions to be part of the 

conceptual frameworks theory, in which "descriptive categories are systematically 

placed in a broad structure of explicit propositions", and believed that propositions 

were "statements of relationships between two or more empirical properties to be 

accepted or rejected" (Frankfort-Nachinias and Nachmias 1996). Neuman (1994) on 

the other hand, defted a proposition as a "logical statement that a causal relationship 

exists between two concepts -a relationship expressed in a theory". His example of a 

proposition was "economic distress among the white population caused an increase in 

mob violence against African Americans" (Neuman 1994). Bailey (1994) believed that 

propositions were "simply statements about one or more concepts or variables", and 

whilst concepts were considered to be the building blocks of propositions, propositions 

were (in turn), the building blocks of theories. 

Kerlinger (1973) defined a hypothesis as "a conjectural statement of the relationship 
between two or more variables". He also suggested that there were two criteria for 

what he termed "good" hypotheses and hypothesis statements; a) that "hypotheses are 

statements between variables"; and b) that "hypotheses carry clear implications for 

testing the stated relations". A statement that lacked either or both these characteristics 

was said to be "no hypothesis in the scientific sense of the word" (Kerlinger 1973). 

Galtung (1973) was arguably the first to defined the difference between propositions 

and hypotheses. He believed that "propositions are about how the world is, hypotheses 

are about how we expect it to be", and concluded that "a proposition is said to be a 
tenable / confirmed hypothesis". 
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The notion that research propositions had a number of subtypes (called hypotheses, 

empirical generalisations, axioms, postulates, and theorems), was proposed by Bailey 

(1994). He went on to argue that a hypothesis "is a proposition that is stated in testable 

form, and predicts a relationship between two or more variables", and defining it as "a 

tentative explanation for which the evidence necessary for testing it, is at least 

potentially available". Finally, Neuman (1994) believed that only when many studies 
have tested a particular hypothesis, and found support for it, could researchers then 

begin to consider the proposition to which it related, to be a true one. This general view 
is supported by the work of Smith (1991) and Bacharach (1989). 

In light of the above discussion, author believes that it is appropriate at this point, to 

state both research propositions and the hypotheses used to test them. 

6.2.5 Research Propositions 

Having established the basic concepts underpinning this study (primarily the diff-usion 

of innovation and the influence of word-of-mouth communication), and clarified the 
difference between propositions and hypotheses, the next step was to define the 

propositions. 

The following, are the general propositions to be tested in this study, and evolved from 

the two main research aims as stated in section 2.1: 

PI: The market maven construct as propounded by Feick and Price (1987), is not 

only a US phenomenon, by is also present in the UK. 

P2: The market maven construct is significantly distinct from the opinion leader and 

early adopter categories of word-of-mouth information providers. 
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P3: Market mavens possess unique demographic and or classification profiles, which 
distinguish them from other members of the population. 

P4: Market mavens assign significantly higher importance to new food item sources 

of infonnation, than do other respondents. 

P5: Respondents in general, and market mavens in particular, believe that 

international travel, the presence of ethnic minorities in a host population, 

television programmes, restaurant patronage and the print media, influence their 
food consumption patterns. 

The first two propositions were clearly aimed at the satisfying the replication / 

comparative study issues inherent in Us research. The third was aimed at furthering 

the process of identifying what demographic characteristics market mavens possess. 
The fourth was predicated upon the author's view, that market mavens should assign 

significantly higher importance ratings to all sources of information, than any other 

respondent. Finally, using the market maven construct as a "control", the fifth 

proposition intended to test those factors said to influence the adoption of ethnic foods. 

6.2.6 Operationalized Aims - Specific Hypotheses to be Tested 

This section aims to provide the reader with a clear, unambiguous statement of the 

specific hypotheses to be tested by this research, which were developed from the 

general statements made in the previous section. 

As stated in chapter three, Feick and Price (1987) forwarded a well-reasoned (and 

empirically supported), argument for the existence of the market maven construct. 
However the author considered it potentially dangerous to accept (without question), 

that the market maven construct was present outside the US. Therefore, this first set of 

specific hypotheses refer to general research aims mentioned in section 2.1, and were 
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intended to establish both the underlying robustness of the construct measures, and 
their applicability in a UK context. Thus; 

HO - The techniques used to identify the market maven construct forwarded by 

Feick and Price (1987), do not appear to be measuring the same behaviour in a 
UK context. 

In the author's opinion the next logical step in the process, was to ascertain whether or 
not the market maven construct existed in a UK context. Thus; 

110 - The same methodology, used to identify the market maven construct 

forwarded by Feick and Price (1987), does not indicate the presence of market 
mavens in the UK. 

Having established the existence of the market maven construct, the replication study 

approach allowed comparisons to be drawn between the two studies, with the primary 
goal of reporting similarities and / or differences. Thus: 

HO - Whilst the market maven construct is evident in the UK, there are no 

significant similarities between the two studies. 

Developed from the third general hypothesis, this second set of specific hypotheses 

were aimed at improving our knowledge of the demographic profile of the market 

maven. To this end the author tested whether or not age, gender, employment, marital 

status, household size, education, qualification, country of birth, ethnic background 

and income were correlated with a propensity to be market mavens. Thus; 

HO - There is no significant relationship between the age of respondents and their 

market maven score. 

HO - There is no significant relationship between the gender of a respondents and 

their market maven score. 
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HO - There is no significant relationship between the employment status of a 

respondents and their market maven score. 

110 - There is no significant relationship between the marital status of a 
respondents and their market maven score. 

110 - There is no significant relationship between household size reported by the 

respondents and their market maven score. 

HO - There is no significant relationship between the highest level of education 

attained by the respondents and their market maven score. 

HO - There is no significant relationship between the qualifications obtained by 

the respondents and their market maven score. 

HO - There is no significant relationship between the country of birth of the 

respondents and their market maven score. 

HO - There is no significant relationship between the ethnic background of the 

respondents and their market maven score. 

I-10 - There is no significant relationship between the total annual household 

income reported by the respondents and their market maven score. 

HO - There is no significant relationship between the geographical location of 

respondents and their market maven score. 

The fourth general hypothesis, was designed to test what the author believes to be an 

underlying and underdeveloped assertion in Feick and Price (1987); specifically, that 

market mavens are significantly more active in the general information gathering 

process than are other members of a social system. Question 26 of the questionnaire 

was (in the author's opinion), a measure of this tendency, and whilst it could clearly be 

argued that assigning importance to an information source was not the same as 

eliciting a measure of use of the particular source, this question would go some way in 
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building up a picture of general respondent behaviour, and compare that with market 

maven behaviour. The specific hypothesis to be tested was therefore; 

HO - There is no significant relationship between the degree of importance 

assigned by respondents to a variety of potential sources of new food products 
information and their market maven score. 

The sixth general hypothesis, aimed at testing the influence of international travel, 

ethnic minorities, television, restaurant patronage and the print media, upon the 

adoption of food products in general and ethnic foods in particular, was tested by this 
final set of specific hypotheses. The underlying rationale was firstly to observe the 

general attitude to the statements used to measure each posited influence, then, to 

compare these scores with those of respondents considered market mavens. Predicated 

upon the confirmation of the existence of the market maven category in the UK, the 

author posited that if any category of respondent was aware of the influence that 

various external factors have upon them, market mavens (with their postulated general 
increased attention to all types of information sources), should prove to be a reliable 

reference point. Finally therefore, this study tested whether; 

HO -A significant majority of respondents do not feel that their food 

consumption habits are influenced by international travel, ethnic minorities, 

television, restaurant patronage or the print media. 

HO - There is no significant relationship between the respondent's responses to 

the statements regarding the influence of international travel, ethnic minorities, 

television, restaurant patronage or the print media and their market maven score. 
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6.3 The Pilot Study 

6.3.1 Introduction 

In any research programme, undertaking a pilot study is considered essential 
(Oppenheim 1992; Bryman 1995). In the case of a replication study, the author 

considered it doubly so, as it was tempting to assume that all possible defects had been 

corrected by previous researchers. Furthermore, when dealing with a relatively under 
developed / researched area, researchers can also make the error of accepting (without 

challenge), that the underlying premises are robust. In order to avoid such errors, it was 
deemed to be prudent to; a) pilot the questionnaire; b) consider the views of a panel of 

experts; and c) analyse the data for construct validity; before attempting the full 

survey. 

The following sections will deal exclusively with the administration and analysis of the 

pilot study, and a discussion of the views of the panel of experts. It will not include a 
discussion of the changes made to the original questionnaire, as this will be dealt with 
in a later section. 

6.3.2 Administering the Pilot Study 

A pilot telephone survey, comprising 40 randomly chosen numbers form the British 

Telecom telephone directory was conducted in the town of Luton, Bedfordshire during 

the second week of February 1995. Administered personally by the author, the 

questionnaire had only minor changes from that originally administered by Feick and 

Price (1987). Modifications were limited to substituting US brands (which were not 

present in the UK marketplace), with similar products, readily available in the UK. At 

this stage, all other variables remained the same. 
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Few problems arose at this early stage. The main one, was ascertaining who considered 
themselves to be the "male / female head of the household". This was part of the 

opening preamble, and was used as a screening question. However, much time was lost 

whilst the members of the household; a) determined what was meant by the "head of 
the household"; b) decided who that was; and c) tried (often fruitlessly), to locate them. 

6.3.3 The Use of a Panel of Experts 

Oppenheim. (1992), suggested that whilst experts can be useful in detecting technical 

errors in questionnaires, they are not substitutes for a properly conducted pilot study. 
Nevertheless he felt that it "may be interesting to have an expert pick your questions to 

pieces". Thus, prior to the pilot study phase of this research, letters and photocopies of 
the first draft of the questionnaire (largely unchanged form the Feick and Price 

original), were sent out to twelve respected UK marketing academics and market 
research practitioners. They were asked to review the questionnaire for content, style 

and flow and to highlight any other issues that they considered to be pertinent. The 

panel of experts were not given detailed information about the study, but were told that 
it was primarily concerned with consumer behaviour. However, after studying the 

questionnaire, the experts often developed their own assumptions as to the nature of 
the work. 

Four of the original twelve experts responded in a constructive manner, with broadly 

similar concerns. The most significant being a unanimous disquiet at the length of the 

questionnaire, which they considered to be far too long for the average respondent to 

complete. It would have been interesting to know, what their response would have 

been had they known that it was to be administered by telephone! Another major 

concern was expressed in relation to questions 18,18A and 18B, where it was felt that 

whilst the trio of questions may have led to some interesting data sets, there was little 

of direct relevance to the study. 
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Other minor concerns (relating to aspects of the language and phrasing), were noted 

and where possible, corrected. However, as many of the panel of experts' concerns 

were confirmed by the findings of the pilot study, the author refers the reader to the 

pilot study results section, and to the final questionnaire section of this thesis, for a 

more comprehensive discussion. 

6.3.4 Testing Market Mavenness for Construct Validity 

When undertaking research in a relatively new and developing area such as this, it is 
important to be satisfied that the main underlying theoretical premises are valid before 

progressing. This is particularly important when one is undertaking a replication study 
based on theory developed in another socio-econornic environment, as was the case 
here. It was therefore considered necessary (at the pilot study stage), to test the 

soundness of the six market maven scale items used by Feick and Price (1987), by 

ensuring that they were indeed measuring market mavenness (rather than some other 

underlying characteristic of the respondent), given that this point there was no reason 
to believe that the market maven construct could be detected in the UK, using the same 
methods that had been used in a US context. 

Before continuing, the author considered this to be an appropriate point at which to 

relate a minor misgiving regarding the interpretation / modification by Feick and Price 

(1987), of the King and Summers opinion leadership scale (King and Summers 1970). 

In their paper Feick and Price (1987), indicated that they used all seven of King and 
Summers' opinion leadership scale items, in order to measure the discriminant validity 

of both the market maven measures and the opinion leadership measures. The extent to 

which the King and Summers scale items were faithful reproductions of the originals is 

not known as they are not reproduced within the paper, but simply cited as a reference. 
However in the final Feick and Price (1987) questionnaire there are no exact copies of 

the six King and Summers scale items, these having been substituted by three 
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(somewhat modified, but rccognisably King and Summers inspired) questions. Tbc 

Feick and Price (1987) market maven measures were questions 3b, 3f, 3g, 3j, 3k, and 

question 12. The two Feick and Price (1987) opinion leadership measures were 

questions 4 and 6, and the three remaining King and Summers questions were 7c, 7d, 

and 7e. 

After detailed consideration and analysis, the author felt that testing the construct for 

validity would either confirm or refute the view that the modified scale items were 

ultimately measuring the same behaviour. This was accomplished in section 7.3 and 
the author decided to continue the study, employing Feick and Price's (1987) 

modifications. 

6.3.5 Available Tests of Construct Validity 

There are two applicable tests for construct validity, Convergent Validity and 
Discriminant Validity (Churchill 1991). In the next two sections the author will briefly 

explain how the tests work, and report the construct validity results of the pilot study. 

6.3.6 Testing Market Mavenness Using Convergent Validity 

Churchill (1991) suggested that for ultimate assuredness, "a construct should be 

measurable by several different methods, " and that the methods should be 

"independent insofar as possible". Responses to such measures should then exhibit a 

high level of correlation in the expected direction. This method of testing construct 

validity is termed Convergent Validity. 

In the pilot study a high level of correlation between the measures existed. Over twenty 

percent of respondents scored high on all the market maven scale items and had high 

positive correlations between the scores. Conversely, over fifty percent of the sample 
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scored consistently low on all the market maven scale items, again with high positive 

correlations between the scores. There was no observed occurrence of the same 

respondent alternating between high market mavenness and low market mavenness 

scores, and only two respondents consistently maintained a neutral "neither agree or 
disagree" stance. 

6.3.7 Examining the Discriminant Validity of the Market Maven Measures 

Discriminant validity can be confirmed when there are low levels of correlation 
between measures which are supposed to be measuring opposing characteristics. In this 

instance, discriminant validity was confirmed amongst all the six scale items. For 

example, those who scored high on the market maven scale item "I like helping people 
by providing them with information about many kinds of products, " consistently 

replied "yes" to the question "Do you think that you ever influence other people in 

their purchase of or opinions about the product which you consider most 
knowledgeable about? " If the response had been consistently "no", the tenet that the 

market maven is active in information diffusion and dissemination, could have been 

called into question. 

6.4 The Questionnaire Design 

In this section, the author will consider the design of the questionnaire for the full 

survey, and will highlight changes that were made due to the results of the pilot study, 

and those required to obtain data on the product categories, of particular interest here. 

For reasons of clarity and ease of understanding, changes to the original questionnaire 

will be included within the general discussion, rather than separating them into a 
discrete section. On the whole however, the replication study methodology employed 
for this research, required that the bulk of the questions remain faithful copies of the 

original Feick and Price (1997) study. 
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6.4.1 Opening Statement 

In the original study, the opening statement included a request to speak to the "male / 

female head of the household". As previously mentioned, this caused problems in the 

pilot study, and was dropped from the full survey. Instead, the market research 
interviewers were instructed to use their discretion but to endeavour to avoid 
interviewing minors. 

6.4.2 Questions I and 2 

The first two questions were used to elicit the extent to which the respondent enjoyed 

shopping, and to ascertain who in the household had most responsibility for shopping. 

6.4.3 Question 3 

Probably the most important question of the survey, question three was subdivided into 

the twelve self selecting questions used to measure opinion leadership, early purchaser 

(adopter) and market maven behaviour. 

6.4.4 Question 4,5,6 and 7 

'Me author assumed that the original reason for asking these questions, was to further 

test the market mavenness of the respondents. This was done by asking them to think 

generally, then focus specifically, upon the product or service which they considered to 

be "most knowledgeable" about. Whilst concentrating upon the particular product, the 

respondents were again asked to respond to the five most directly applicable market 

maven measures. 
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6.4.5 Question 8 to 11 

In questions eight to eleven, respondents were asked; a) whether they knew someone 

who was very knowledgeable about a particular product or service; b) what product(s) 

they were knowledgeable about; c) the degree to which this person was important to 
them for finding out about new brands and models; d) how important the person was to 
them, in the evaluation of different brands or models of this type of product. These 

questions were clearly aimed at ascertaining information on product specialists. 

6.4.6 Question 12 

Somewhat strangely positioned between two sets of similar questions, question twelve 

asked the respondent to think about a person who has all the attributes of a market 

maven and then asked the question "... tell me how well this description fits you". This 

was clearly an attempt to force the respondent into considering the extent to which they 
believed themselves to be market mavens. 

6.4.7 Questions 13 to 17 

Fundamental to market maven theory (posited by Feick and Price (1987), was that the 

market maven construct could only be considered valid, if people were also able to 
identify others as market mavens. This section of the questionnaire was clearly 
designed to test this theory. Identical in many ways to questions eight to eleven, the 

respondent was asked whether were are able to identify someone "other than 

themselves" who had "general marketplace information on a variety of products and 

who liked to share this information with others". Again they were asked; a) how 

important this person was to them for finding out about new brands and models; and b) 

how important the person was to them, in the evaluation of different brands or models 

of the type of product chosen. 
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Questions sixteen and seventeen were used to ascertain if the respondent also 

considered the person identified as a market maven to have specific product 
knowledge. Given the theories posited by Feick and Price (1987), the author assumed 
this to be a control question, given that (in the main), product generalists should not be 

considered by others as product specialists. 

6.4.8 Questions 18 and 19 

Up to this point in the questionnaire, the questions were identical to the original Feick 

and Price (1987) study. From this section forward (whilst the author continued to use 
the same question style and order), there was a difference in emphasis, as the focus 

changed to exploring awareness and adoption patterns of pasta and related products. 
Questions eighteen and nineteen begin this process, by ascertaining general 
information upon the level of enjoyment and frequency of food buying. 

6.4.9 Question 20 

In their original study, Feick and Price (1987), posited that general marketplace 
influencers such as market mavens were more likely to be aware of (and therefore use), 

coupons than other consumers. This was based upon the fact that the mean respondent 

score from their survey was 3.24 (3.00 being "some of the time"), whilst the mean for 

those responding high on the market maven score was 3.45 (4.00 equating to "most of 

the time"). However, in the pilot study carried out for this work, all forty respondents 

stated that they "hardly ever" or "never" used coupons when shopping for food 

products, and therefore eliminating this question from the full survey was considered. 

But, after further consideration and detailed discussion, the author decided to retain it; 

a) as it had been considered (in the original study), to be a reliable and significant 

indicator of market mavenness; and b) to test whether the use of coupons in the UK 

food sector was significantly less than in the US. 
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6.4.10 Question 21 

Clearly a "control" question, question 21 attempted to examine the adoption patterns of 

food products amongst the respondents, and was closely related to Rogers' diffusion of 

innovations categories (Rogers 1962). 

6.4.11 Questions 22 to 25 

This section was similar to the food and general household / non prescription drugs and 

health and beauty products sections employed by Feick and Price (1987). It ascertained 

respondent's; a) adoption; b) new product trial; c) information search; and d) 

information dissemination; of pasta, pasta based foods and associated products and 

sauces. 

6.4.12 Question 26 

Question twenty-six asked the respondent to rate in terms of importance to them, a list 

of eight sources of information for new food items, ranging from free samples, to 

television and browsing / shopping. Past research suggested that those scoring high on 

the market maven scale, should also accord consistently higher importance to all the 

sources of information (Feick and Price 1987). 

6.4.13 Question 27 

Containing a number of recently launched products, this question aimed to test the 

previous studies' assertion that whilst market mavens were said to be generally more 

aware of new products than other respondents, their awareness was not necessarily due 

to adoption. Feick and Price (1987), considered this the prime factor which 
distinguished market mavens from the early purchaser / adopter category. 

Finally in relation to this particular question, "La Favola! ' Egg Pasta was a non-existent 

product, primarily employed as a test for what Feick and Price 1987 termed "yea- 

saying, " (the practice of automatically responding "yes" to a series of questions). 
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6.4.14 Question 28 and 29 

Question twenty-eight and twenty-nine covered general magazine readership and 

readership of the popular "Which" consumer association magazine. Once again, this 

was included in order to test Feick and Price's (1987) findings, that market mavens 

were not only avid magazine readers, but in particular, regularly read magazines 
dedicated to consumer issues. 

In this instance, there was a significant difference between the results of Feick and 
Price (1987), and the results of the pilot study conducted here in the UK. In particular 
in answer to a question on general magazine readership, none of the respondents 

subscribed to the magazines they read. Given the level of subscription rates here in the 
UK, it was decided to drop this particular part of the original readership question. 

6.4-15 Question 30 and 31 

In the original study there was a positive correlation between the market maven score 

and the average number of hours of television watched per day, giving credence to the 

view that market mavens absorb information from many sources including television. 
Given the different viewing patterns between the UK and US, the relatively small 

public broadcast sector in the US and diverse regulatory and cultural factors which 
may affect television viewing patterns, retaining this question was considered more 
than just valid for replication reasons. 

6.4-16 Question 32 

This five part question aimed to directly assess the oft stated assertion that; a) 
increased international travel; b) contact with members of the ethnic minority 

community; c) the growth of television programmes featuring international cuisine; d) 

increased restaurant patronage; and e) the explosion of recipe ideas in print media; had 

contributed to the growth in UK ethnic food consumption. 
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In the author's opinion it would have been counter-productive to ask questions which 
developed into what were essentially memory tests. Questions such as "When was the 
last time you visited an Indian restaurant, " obviously favour those who go on a regular 
basis. Those who go "just for a change". would in the author's opinion be more likely 

to (unwittingly), give erroneous responses. 

More importantly what information would this type of question elicit? Would it be 

correct to assume (for example), that someone who never missed a television cookery 

Programme was significantly more likely to have adopted (as part of their everyday 
diet), a dish that they once saw being prepared? The nature of the relationship between 

these two factors has not been tested. And, as a hypothesis it is clearly contestable. For 

this reason the author attempted to remove all possible ambiguity, and (rather than ask 

general questions), decided to present a series of statements to which a level of 

agreement / disagreement could be expressed. 

6.4.17 The Final Section 

This section contained thirteen questions intended to improve upon the somewhat 
limited demographic profile of a market maven forwarded by Feick and Price (1987). 

For ease of comparison / extrapolation, it was based upon 1992 Central Statistical 

Office Census questions. 

6.4.18 Major Modifications to the Feick and Price Questionnaire 

Minor modifications to the Feick and Price questionnaire have been dealt with in the 

preceding section of this thesis. However, given the use of replication study 

methodology, the author considered it essential at this point, to discuss the reasoning 
behind the major deletions. 
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6.4.19 Not Employing the Two Sub-Set Approach 

In Feick and Prices' (1987) original work, their stated aim was to 64examine a range of 

product categories" and to that end they employed two versions of their questionnaire, 

one with a section dedicated to food and general household goods, the other non- 

prescription drugs and health and beauty products. However, apart form some minor 
factors (discussed in the results section), there was little difference between the two 

groups. For that reason and given the limitations of this work, the author decided not to 

employ a similar strategy, and thus chose to utilise all the available resources in the 

pursuit of answers specific to the ethnic foods issue. 

6.4.20 Deleting the Question Regarding Types of Magazines 

It was clear that questions 18,18A and 18B of the original questionnaire, were 

specifically intended to ascertain the respondents reaction to advertising messages 
delivered via two different types of magazines. Further, the respondents were asked to 

indicate whether their reaction to advertising for a particular product category would 
be the same in two differing magazines. Finally, if indeed the reaction was different, 

the respondents were asked to state whether they would react more favourably to the 
hypothetical advertisement if it were in; a) a news-weekly; or b) a women's magazine. 
The results, at the pilot stage, suggested that respondents were being confused, as 
thirty-eight out of forty responses answered "don't knoAV'. The panel of experts also 

questioned the relevance of these particular questions. As no mention was made in 

Feick and Price (1987), of the findings of these particular variables, it was decided to 

eliminate these questions from this study. 

6.5 Sampling Procedure 

6.5.1 Introduction 

This section of the thesis will discuss the sampling procedure adopted for this study. 
Beginning with the defuiition of the population, the sampling frame will be identified, 

sampling procedure explained and the reasoning behind the choice of sample size / 

Cranfield University Silsoe College CF De Vita 1997 



ill 

sample elements detailed. It will conclude with a section on the specific data collection 

procedure employed. 

6.5.2 Population Derinition 

Given the inherent constraints of a replication study, defining the population of interest 

was relatively straightforward; in methodological terms, it was a close copy of the 

original Feick and Price (1987) study. However, the small but significant changes 
indicated by the pilot study, meant that here, any adult over the age of eighteen 
(regardless of gender) would be considered a valid respondent, and whilst private 
households were targeted, commercial establishments, places of work and / or 

entertainment, were expressly excluded. 

In terms of geographic boundaries, the study was significantly different to Feick and 

Price (1987), in that it was not a nation-wide survey but limited to postcode areas 
MK40 - MK 45. Covering both urban, suburban and rural districts it has at its centre 

the county town of Bedford (see Figure 6-2). 

The area was chosen primarily for its proximity to both the author and to the company 

undertaking the data collection, thus containing background research and telephone 
interview costs. Another advantage was its relatively large immigrant community, 

which (as discussed earlier), is often cited as a major influence in the diffusion of 

ethnic foods. 

Clearly, comparisons needed to be drawn between the findings of this research and 

official statistics available for the area. Rather than continually referring the reader to a 

set of tables in the appendix, the author felt this would be best undertaken in the 
findings section of this thesis. 
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Feick and Price's (1987) nation-wide study covered approximately 200 million 
Americans in forty-eight states, eliciting 1531 responses (or one per every 130,633 

Americans). This study, whilst concentrated in a much smaller area surveyed one per 

every 137,500 UK citizen. However, if one considers that the Feick and Price study 

was split into two sub-samples (the food sub-sample and the drug sub-saniple), the 

comparable response rate for their study is significantly lower at only one per every 
261,266 Americans. 

6.5.3 The Sampling Frame and Sampling Procedure 

Telephone surveys undertaken in the UK posed certain problems not faced by our US 

counterparts, as legal restrictions governed the format in which British Telecom could 

sell telephone subscriber data in the UK. For this reason it was not possible to employ 

random digit dialling (as used by Feick and Price (1987). In this study, the sampling 
frame was the British Telecom telephone directory for the Bedford and District area. 

As random digit dialling was not possible, computer generated lists of random 

numbers up to the integer 300 were produced and distributed to each interviewer. 

Having been sequentially ordered, the interviewers (starting from the first valid 

number), proceeded to dial the telephone numbers in a sequence corresponding to the 

randomly generated list. This was as close to simple random sampling as was possible, 

given the complicating factors discussed above. The limitations and biases of such an 

approach are widely documented in the literature, and mainly rcfer to biases that may 

be introduced by the exclusion from the sample frame of potential respondents who do 

not have access to telephones. (Oppenheim. 1992; Churchill 1991; Cochran 1977). 

However, of greater concern to the author was the growing percentage of ex-dircctory 

subscribers. 
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Clearly a sensitive issue, British Telecom would not provide official figures for the 

number of ex-directory subscribers in the sample area, but the author was unofficially 
informed, that approximately 20% of all British Telecom subscribers in the UK were 
ex-directory; a figure which approached 50% in London and other major cities. The 

growth in both cellular telephone usage, and alternative telephone service providers 
(who do not publish directories), are set to add to the growing problem of using 
telephone communications in this type of research. 

6.5.4 Telephone Survey Issues 

The three main survey research methods used to obtain information from respondents 

are mail questionnaires, personal interviews and telephone surveys. All have inherent 

strengths and weaknesses, as indicated in Table 6-1. Given the replication study nature 

of the work though, the author's choice was restricted from the outset to the telephone 

survey. Nevertheless this section will compare the relative merits and demerits of 

employing such a technique. 

Table 6-1 Evaluation Of Three Survey Methods 

Criterion Personal 
Interview 

Mail Telephone 

Cost High Low Moderate 
Response Rate High Low High 
Control of Interview Situation High Low Moderate 
Applicability to Geographically Dispersed Population Moderate High Moderate 
Applicability to Heterogeneous Populations High Low High 
Collection of Detailed Information High Moderate Moderate 
Speed Low Low High 
(Source: Nachmias 1992: 234) 

Considered a semi-personal method of collecting information, telephone interviews 

were for a time considered far too prone to bias to be of Practical use, as a significant 

portion of the population (those considered to be less affluent), did not have access. 
However the increased adoption of the telephone (up from 73% of US households in 

1958 to 98% in the late 1980's), has to a great extent invalidated this concern. The 
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growing cost of personal interviews, coupled with a reluctance (on the part of an 
increasingly wary populace), to admit strangers into the home, had contributed to the 
ftirther popularisation of the telephone survey as a cost effective technique (Nachmias 
1992). 

In terms of efficiency Oppenheim. (1992), stated "the most obvious advantage of 
conducting structured interviews by telephone is their low cost. It has been estimated 
that face-to-face interviewers spend only about one third of their time in conducting 
interviews, the remainder of their time being taken up by travel and by locating 

respondents". 

Comparative / replication studies, comparing the results of personal interview surveys 

and telephone surveys, did much to allay the concern that the latter of the two 
techniques led to the interviewing of significantly different respondents, and thus to 

significantly different results (Klecka and Tuchfarber 1978; Sudman and Bradburn 

1982; Groves and Kahn 1979). 

Nachmias (1992) also forwarded the view that telephone interviewing "tends to 
increase the quality of the data", as in the main, this type of research is undertaken 
from a central office, which affords a level of control and monitoring not attainable in 

the personal interview. 

Parten (1966) stated that detailed or lengthy information was difficult to obtain by 

telephone, as most people expect telephone calls to be short and that respondents are 

more likely to lose their motivation and desire to co-operate if the interview is lengthy. 

The author also suggests that there was an increased likelihood to give distorted 

responses or even hang up at a critical stage, thus "getting even" with the interviewer 

for disturbing them. However more recent work refutes the "interviewee fatigue" 

theory, suggesting that telephone interviews are no more (or less) prone to this 

phenomenon than any other technique, and that questionnaire length was not a critical 
factor (Dillman 1978; Groves and Kahn 1979). 
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On the negative side, telephone interviewing was said to lead to an increase in non- 

response due to the early termination of interviews (a rare phenomenon in personal 
interviews), and there was a growing reluctance to divulge financial information and 

political views using this technique (Nachmias 1992; Miller 1991). 

6.6 Determining SampIe Size 

Nothing reported in previous studies lead the author to believe that early purchasers 
(adopters), opinion leaders or indeed general marketplace influencers were anything 
but equally distributed in today's society, especially in geographic terms. Having 

accepted this, a general survey with low sampling ratio employing a simple random 

sample technique was considered appropriate. 

Nevertheless arriving at a suitably valid sample size, was less than straightforward, 

given the many estimation techniques available. This was the one aspect which 

consistently elicited the most varied of opinions amongst established academics and 
fellow researchers alike, typical responses ranging from "why bother? " through "how 

big is your budget? " to "the bigger the betterl" Respected authors specialising in the 

subject (Kish 1965), reiterated the complex nature of many of the solutions proffered. 
This was not helped by the characteristics of this particular study, which (for example), 
did not lend itself well to techniques originally developed for testing engineering 

materials. Nevertheless, two techniques were found to be valid in this instance, the first 

being sample size determination when estimating proportions, and the second based 

upon calculating standard effors. The following sections will discuss each in turn, 

together with a more generalised discussion of the constraints which led to the 

determination of the sample size. 
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6.6.1 Estimating Sample Size Using Standard Error as a Guide 

One method which can be applied to estimate a required sample size requires the 

calculation of standard error (Yates 1953; Sampford 1962; Green et al. 1988). In a 
random sample of n (n -I degrees of freedom) from a normal distribution with standard 
deviation cr the standard error of s is given by; 

S. E. (s) =a 
, /rj- 

-2(-n -- -1)T 

thus, if the standard deviation required is set at 2 and the sample at 400, the following 

result emerges; 

S. E. (s) 2 0.07 
%17-98 

If market mavenness conforms to the normal law of variation, one can expect a random 

sample of 400 respondents to exhibit a standard error of ± 0.07. This is in keeping 

with the results of Feick and Price (1987), where those considered to be in the high 

market maven category gave responses (relating to the measures of innovativeness, 

information provision, search activities and market attentiveness within the food sub- 

sample), with associated standard errors falling within the range 0.05 and 0.15. 

6.6.2 Sample Size Determination When Estimating Proportions 

Churchill (1991: 592) suggested the following equation; 

2 7C 7t 

as a valid method for determining sample size, particularly when one is interested in 

ascertaining a specific behavioural trait of a proportion of a population. Given that the 
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main research focus is to determine whether the market maven construct is present in 

the UK, this was also considered an appropriate technique. 

In this instance, the author was interested in estimating the proportion of all the people 
in our sample who scored "High" on the market maven scale. Given the exploratory 

nature of the study, the estimate was considered acceptable within a range of ±5 

percentage points at the 95% confidence level. However, Churchill (1991) stated that, 

"the equation at this stage still contains two unknowns the population proportion being 

estimated and the sample size", and thus was still not solvable. What was required 

therefore, was an estimate of the population proportion. 

Past studies and published data are often forwarded as possible sources of an initial 

estiýate. However neither source was particularly helpful in this instance, primarily 
due to the embryonic state of both research and supporting theory. Even in the original 
Feick and Price study a clear figure for the number of respondents considered to be 

market mavens was not stated. The only possible pointer to a population proportion 

was the statement that 46% of the 1531 respondents could identify others as exhibiting 

market maven characteristics. 

Churchill (1991) suggested a conservative method to estimate sample size. Said to be 

the "worst of worlds" method, this was based upon the notion that the largest sample 

size will be obtained when the product n (I - n). is greatest, as the sample size "is 

directly proportional to this quantity". He went on to state that "this product is, in turn, 

greatest when 7c =0.5, as might be intuitively expected, since if one half of the 

population behaves one way and the other half the other way, one would require more 

evidence for a valid inference than if the situation was more clear-cut and a substantial 

proportion all behaved the same way". Using this as a guide, the equation 
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(2 )2 
0.5(1 - 0.5). 

suggested a sample size of n= 400. 

6.6.3 Cost Versus Sample Size -A Trade - Off 

Cochran (1977) forwarded a practical approach to solving the method for deciding 

upon sample size, based upon the belief that "In the planning of a sample survey, a 

stage is always reached at which a decision must be made about the size of the 

sample .... Too large a sample implies a waste of resources, and too small a sample 
diminishes the utility of the results. The decision cannot always be made satisfactorily; 

often we do not possess enough information to be sure that our choice of sample size is 

the best one". 

In a self funding situation with limited reserves, a balance needed to be struck between 

the size of the sample and potential validity issues. At an average rate of E10.75 per 

completed interview, it would have cost L16,458 to collect the same amount of data as 

in the original study, plainly not a viable option. However at a level of n= 400, the 

twin influencing factors of financial reality and statistical recommendation (so 

important here), would have been met. 

6.7 The Full Survey - Implementation Issues 

6.7.1 Introduction 

At an early stage, the author became aware of the implications of pursuing a largely 

replication study approach to this research process. Principally the fact that the scope 

for employing different data collection methods was greatly limited (if not eliminated 
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completely). Clearly there would be differences between this and Feick and Price 

(1987). Some of these differences would result from (for example), the lack of specific 
information on data collection. Other differences would be purely due to local UK 
factors such as the unavailability of random digit dialling telephone techniques or the 
differences in television viewing habits. Clearly (but without prejudging the outcomes 

of this work), there were going to be factors which could only be attributed to the 

cultural differences between the USA and the UK. However, in order to maintain 

replication study integrity (especially where identification and measurement of the 

market maven construct was concerned), the two studies were kept as similar as 

possible. 

6.7.2 Data Collection - Practical Issues 

Once the telephone interview technique had been chosen, the next decision was how to 

collect the data. The options available to the author were; a) collect the data personally; 
b) employ students to collect the data on the author's behalf; or c) employ a data 

collection agency to undertake the work. The first option to collect the data personally 

was relatively easy to rule out, as the part-time nature of this Ph. D. meant that work 

commitments, would have left very little time to collect the data. 

The second option of employing students to collect the data, was initially considered 

sound. However the practicalitics of setting up a suitable area from which to make the 

telephone calls, training the interviewers and monitoring their progress, probably 

meant as much personal involvement as if the author were to carry out the work 

himself. This, coupled with the prospect of missing a large number of potential 

respondents, due to the closure of offices in the early evening and at weekends, made 

this option not viable. 
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The third option was to employ an external agency to carry out the data collection. 
After a rather lengthy selection process, the contract was placed with an agency 

experienced in academic research, and who also employed interviewers of a mixed 

ethnic background. 

Having chosen the agency, the full survey was begun on the 24th April 1995 and the 

last questionnaire was completed on the 5th June 1995. 
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7. Survey Results And Critical Discussion 

A significant proportion of this study, was based upon the replication of Feick and 
Price (1987). In order to assist the reader, the sequencing of this section of the thesis, 

mirrored where practicable, this earlier study. The first section therefore, covers 
demographic / classification results. This is followed by market maven scale item, and 

related construct validity findings. The third section covers the bulk of the comparative 
study issues and is followed by a comparison of the market maven, opinion leader and 
innovator constructs. The final section deals with the ethnic food influencing factor 

results. 

Before proceeding further, it is the author's considered opinion, that the balance 

between clarity and brevity (in terms of reporting research results), must always 

ultimately favour clarity. It is for this reason, that findings are reported in a 

predominantly tabular format, within the main body of the thesis. Other relevant data, 

can be found in the appendices. 

N. B. Where applicahle, rows or columns may not total 100% hecause of rounding. 

7.1 Measurement ScaIes and Acceptable Signiflcance Levels 

The author feels it timely at this point in the thesis, to briefly address, the subject of 

measurement scales, whilst at the same time however, making it clear to the reader that 

the main thrust of this research is not to test interval scale validity in social science 

attitudinal scales. This debate is continuing apace in other arena, and the author 

considers it inappropriate to go into great depth here. Nevertheless, was felt important 

to state the reason why in this study, one approach was favoured above the rest. 
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7.1.1 Ordinal / Interval Versus Nominal Scales 

By far the majority of scales used to collect the data for this study, were of the Likert 

type. In the main, they asked respondents to express their agreement or disagreement 

with a series of statements. The question as to whether data produced by these scales 

can be treated as interval / ordinal scale data (suitable for parametric analysis), or as 

nominal data (thus confined to non-parametric analysis techniques), remains largely 

unresolved (Crask and Fox 1987; Churchill 1991). 

The author concluded that the particular Likert scales being employed here, were 

relatively untested. To have suggested that on a seven point scale, the distance between 

the adjectives "strongly disagree" and "disagree" was precisely one half of the distance 

between the same "strongly disagree" and "somewhat disagree", would have at best 

have been considered tenuous, and at worst scientifically unsustainable. Considering 

both sides of this parametric versus non-parametric arguinent, the author decided to 

take a conservative approach and assumed that the overwhelming bulk of the data was 

nominal in nature, thus making non-parametric statistical analysis obligatory 

7.1.2 Signiflcance Levels 

In order to avoid type I and type Il errors from occurring, acceptable significance 

levels for this study were set at 0.05 for all relevant non-parainctric tests. For Chi. 

Squared statistics, only those reporting fewer than 10% of cells with cxpcctcd 

frequencies of <5, were considered valid. Finally, only those correlations with a 

positive or negative value above 0.20 at p< 0.005, were viewed as significant. 

7.2 Demographic / Classification Results 

This section of the thesis reported general demographic / classification results. It will 

make direct comparisons between this study and the results of Feick and Price (1987). 
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It will also compare key results, with data from the Office of Population Census and 
Surveys 1991 Census County Report: Bedfordshire (Part I and 2), a publication of the 
Goveniment Statistical Service. 

7.2.1 Gender 

The geographic area from which the sample population was drawn (the county of 
Bedfordshire), had an almost perfectly balanced gender profile in 1991 (see Table 7- 1). 

The majority of respondents to this survey were however females (67%). This 

imbalance was not significantly different from that reported by Feick and Price (1987). 

In that study, 64% of respondents were female and 36% were male. 

Table 7-1 Percentage Of Respondents By Gender: Compared With Census Data (Figures Rounded) 

Gender De Vita (1997) 1991 Census* 

Male 33%(n=131) 50% (n=259,860) 

Female 67% (n=269) 50% (n=264,245) 

*Source: 1991 Census County Report: Bedfordshire (Partl), OPCS. Crown Copyright 

The reason for the imbalance, is not clear. Interviews were spread out evenly both 

during the day, and over the week, specifically in order to avoid missing any one 

particular segment of the population. On reflection however, the interviewer's opening 

statement, which stated (amongst other things), that the work was primarily "a study 

about shopping patterns", may in itself have been a significant contributing factor. 

Despite significant socio-demographic change in recent times (for example the decline 

of the nuclear family), the author suspects that many males who answered, passed the 

telephone over to their wives or partners, as they still did by far the bulk of the 

household shopping. 
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In order to assess the degree to which this imbalance would affect the results, the 

author initially ran all the analyses with both weighted and unweighted data. No 
differences in substantive conclusions between the two analyses were found. 

Therefore, in the interest of comparability, the author elected to report unweighted 

results, as this was also what Feick and Price (1987) elected to do. 

7.2.2 Age 

The mean age for the sample was between 35-39. However the largest number of 

respondents were in the 40-44 age group (see Table 7-2). 

Table 7-2 Percentage OfRespondents ByAge Category: Compared With Census Data (RoundedAnd 
Ordered By Size) 

Age Category De Vita (1997) 1991 Census* 

40-44 18 7 

Under 25 16 10 

30-34 15 8 

25-29 12 9 

35-39 12 

60 and over 12 17 

50-54 

45-49 

75 

66 

55-59 55 

*Source: 1991 Census County Report: Bedfordshire (Part 1), OPCS. Crown Copyright. 

Initially, it was felt that older respondents (those aged between 45 and 59), were 

underrepresented. However, comparable 1991 census data suggests that the opposite 

was in fact the case. This study, had actually obtained a relatively representative 

sample of respondents from the age categories spanning 45-59. However, compared to 

the general population, it had attracted a significantly higher proportion of younger 
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respondents. The author suggests two reasons for this result. The first, that by 

excluding minors from the sampling frame, other age categories would (by default), be 

significantly over represented. The second, that in most households where there is a 

mix of younger and older residents, empirical observation suggests, that the telephone 
is almost always answered by the younger members. 

7.2.3 Country Of Birth 

Unsurprisingly, by far the largest number of respondents were born in England (see 

Table 7-3). However, this was 10% less than the equivalent figure reported in the 1991 

census. 

Table 7-3 Percentage OfRespondents By Country Of Birth: Compared With Census Data (Rounded 
And Ordered By Size) 

Country De Vita (1997) 1991 Census* 

England 75 85 

Elsewhere 

Scotland 52 

Wales 41 

Northern Ireland 

Irish Republic 32 

*Source: 1991 Census County Report: Bedfordshire (Part 1), OPCS. Crown Copyright. 

7.2.4 Ethnicity 

Table 7-4 again confirms the expectation, that the "white" ethnic category would be 

the largest group in this research. However, the percentage of ethnic minority 

respondents, was significantly greater than that reported in the last census. Black 

Caribbean and Indian ethnic groups, were well represented and this vindicated the 
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author's use of a professional data collection service, who employed (whenever 

possible), interviewers from the same ethnic minority groups. 

Table 7-4 Percentage OfRespondents In Each Ethnic Category: Compared With Census Data 
(RoundedAnd Ordered By Size) 

Ethnic Category De Vita (1997) 1991 Census* 

White 84 90 

Indian 

Black Caribbean 32 

Black African 2 

43 

Pakistani 2 

Chinese 2 I 

Other 

Black Other I I 

Bangladeshi II 

*Source: 1991 Census County Report: Bedfordshire (Part 1), OPCS. Crown Copyright. 

7.2.5 Marital Status 

Table 7-5 shows that by far the greatest nwnber of respondents, reported being in their 

first marriage. Single respondents were the second largest grouping, followed by those 

who had re-married. 

Whilst the overall results compare favourably with the 1991 census data, the "single" 

category seemed to be somewhat over-represented. This apparent anomaly, was felt to 

be a result of differences between the marital status categories used in this study, and 

those of the 1991 census. Table 7-5 shows that the census only reported four broad 

marital status categories (single, married, widowed and divorced). If this study's 
figures for single, cohabiting and separated respondents were combined, the figure of 
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33% (whilst still slightly lower than the 1991 census figures), is not nearly as 
anomalous. 

Table 7-5 Percentage OfRespondents In Each Marital Status Category: Compared With Census Data 
(Figures RoundedAnd Ordered By Size) 

Marital Status De Vita (1997) 1991 Census* 

Married (I" Marriage) 49 47 

Single 21 42 

Re- married II not available 

Cohabiting 9 not available 

Widowed 46 

Divorced (Decree Absolute) 35 

Separated 2 not available 

*Source: 1991 Census County Report: Bedfordshire (Part 1), OPCS. Crown Copyright. 

7.2.6 Household Size 

By far the largest percentage of respondents to this study, lived in households 

containing only one other person (see Table 7-6). This was followed by those living in 

four person households. A household of thirteen, was the largest reported. 

Compared with the results of the 1991 census, there were notably fewer respondents 
living in single person households. The fact that this study targeted private residential 

areas, to the (virtually) total exclusion of others, may well have been significant. 
Students living in halls of residence, persons living in hotels, hostels, bed and breakfast 

establishments would all have been missed, as would long-term hospital patients and 

those living in sheltered housing. The 1991 census would have included all these and 

more, thus significantly increasing the equivalent single person household figure. 
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Table 7-6 Percentage OfRespondents In Each HouseholdSize Category: Compared With Census Data 
(Figures RoundedAnd Ordered By Size) 

Number Of Persons Living In De Vita (1997) 1991 Census* 
The Household 

2 32 34 

4 22 17 

3 20 17 

1 11 23 

586 

652 

7 or more 41 

*Source: 1991 Census County Report: Bedfordshire (Part 1), OPCS. Crown Copyright. 

7.2.7 Household Members Under the Age of 18 

The majority of respondents to this study, lived in households containing no children at 

all (see Table 7-7). The next largest percentage of respondents stated that there were 
just two persons under 18 in the household. This was closely followed by 19% who 

reported just one. 

Table 7-7 Number Of Household Members Under TheAge Of 18: Percentage OfSample In Brackets 
(Rounded, 4 nd Ordered By Size) 

Household Members Percentage 

None 49 

2 20 

1 19 

3 7 

4 3 

5 1 

7 or more I 
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7.2.8 Highest Level of Education 

Question 40 identified the highest level of education completed by the respondents. 
Table 7-8 shows that the largest percentage had completed their secondary school 

education (the minimum required by law). Of the rest 14% had continued on to 6' 

form colleges, 20% to colleges of Further Education and 13% to University. The 

majority of those in the "other" category, had obtained professional qualifications 

studying part-time. 

Table 7-8 Highest Level OfEducation Completed: Percentage OfSample (Rounded and ordered by 
size) 

Secondary School Education 50 

F. E. College 20 

6" Form College 14 

University 13 

Other 3 

7.2.9 Income Level 

Table 7-9 illustrates the responses to the last (and possibly most sensitive) question in 

the survey, that of income. In spite of using relatively wide bands, and asking for 

information on household rather than personal income, sensitivity to the question 

resulted in the highest level of none-response of all the questions employed. 
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Table 7-9 Percentage OfRespondents In Each Income Band (Figures RoundedAnd Ordered By Size) 

Non Response 23 

UnderI10,000 19 

L15,000 to L19,999 13 

Over L35,000 II 

L10,000 to L14,999 9 

L20,000 to L24,999 9 

L25,000 to L29,999 8 

L30,000 to L34,999 8 

Reflecting to some extent the results of the question on household size, the largest 

number of respondents had a total annual household income of under E 10,000.13% of 

respondents were in the f 15,000 to f. 19,999 income band, followed by the II% who 

were in the over E35,000 category. 

7.3 Testing The Market Maven Construct 

For reasons of clarity and ease of understanding, the sequencing of this section mirrors 

that of section 6.1 and 6.2., where research methodology was outlined and research 

problems, propositions and hypothesis stated. The first part concentrates on the 

analysis of market maven measurement techniques, construct validation and related 

comparative study issues. The second section on identification of the market maven 

construct in a UK context. The third on classifying the market maven category using 

demographic techniques. The fourth assesses the sample's views of the importance of a 

variety of new food product information sources, and contrasts the results with those of 

the market maven construct. In the final section, the market maven, opinion leader and 
innovator constructs' socio-demographic profiles are compared. 

73.1 Comparing Market Maven Scale Item Results and Reliability Measures 

This study's market maven scale item scores were not normally distributed (see Figure 

7-1). There is positive skew at 0.54 and negative kurtosis of -0.42, with a mode of 12 

Cranfield Univcrsity Silsoe Collcge CF De Vita 1997 



132 

and a median score of 17. However, these deviations from the ideal were relatively 

small, and therefore considered acceptable by the author. Feick and Price (1987), did 

not provide market maven scale distribution statistics from which comparisons could 
be drawn. 

In their preliminary work aimed at developing the market maven scale items, Feick and 

Price reported a number of scale item data and the results of item-to-total correlation 

and Cronbach's Alpha reliability measures. Table 7-10 reports these, and compares 

them with the results of this study. 

Table 7- 10 Comparing The Studies. - Market MavenScale Item Data 

Measures De Vita (1997) Feick And Price (1987) 
Range 6-42 6-42 
Mean Score 18.5 25.6 
Standard Deviation 8.5 8.5 
Item-to-total correlation range 0.28-0.74 0.48-0.65 
Cronbach's Alpha 0.87 0.82 
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Whilst the standard deviation and Cronbach's Alpha figures for the two studies were 

comparable, there was a marked difference in the range of item-to-total correlations. 
The six scale items in the Feick and Price study, ranged between 0.48 and 0.65. At 

0.17, the spread reported by Feick and Price (1987) was less than half that of the 0.46 

found in this study. US respondents therefore, seemed to have a significantly more 
homogeneous response pattern, than their UK counterparts. 

At 25.6 the reported mean market maven scale score for the US study, was 

significantly higher that that found here. The author felt that cultural differences were 
the most likely explanation for this result. In particular, the widely held belief that 
Americans (on the whole), are considered to have a more demonstrative and outgoing 

personality than their more reserved self-effacing, British counterparts. 

The natural reserve of the typical UK respondent, was again reflected in their responses 

to question twelve, the most direct of the six market maven scale questions. There, they 

were asked to; 
"Think about a person who has information about a variety of 

products and likes to share this information with others. This 

person knows about new products and likes to share this 

information with others. This person knows about new products, 

sales, stores, and so on, but does not necessarily feel he or she is an 

expert on one particular product ...... Id like you to tell me how 

well this description fits you". 

When compared to the other five market maven scale items, this question exhibited the 

lowest covariance and correlation figures. A mean score of 3.95 ("disagree 

somewhat"), and a mode of 4 Cneither agree or disagree"), again pointed to it being 

considered by many respondents as a little too "pretentious" to agree with. 
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7.3.2 Using Factor Analysis to test for Market Maven Construct Validity 

Kerlinger (1973) defined Factor Analysis as a "method for determining the number and 

nature of the underlying variables among larger numbers of measures". It was used to 

test the validity of Feick and Price's market maven construct. Whilst it is not the 

intention of the author to undertake an extensive review of the literature to date, the 

author will attempt to convey to the reader fundamental principles of Factor analysis, 
in order to make the results easier to understand. 

Principle component analysis (upon which factor analysis is based) is generally 

considered to have been developed / refined by Hotelling (1933), and was one of the 

very first techniques used in multivariate data analysis. A robust / repeatable analysis 
technique amongst other things it provides valuable summary statistics for any 

correlation or perhaps more importantly covariance matrix. 

The process of arriving at the output is relatively straightforward, and is basically the 

same for all where the responses to a set of questions (variables a) produce a set of 

results b, which go on to form a data matrix c. In extremis the resultant covariance 

matrix d, can indicate one of two things. Either a well-defined pattern of covariation 
between variables which strongly suggests some underlying association, or a random 

collection of insignificant correlations which again merits investigation. 

Factor analysis on the other hand has a far more holistic approach to the treatment of 

the data set than principal component analysis. Green et al. (1988) state that in factor 

analysis the analyst is interested in being able to provide "descriptive rather than 

statistical inference", and that the data matrix is not divided into "criterion" and 

"predictor" subsets. They also add that factor analysis models are "primarily based on 

linear relationships", and that typically the models assume that the data are interval- 

scaled, although nominal / ordinal data can also be accommodated. 
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Most factor analyses firstly produce a simple pair-wise correlation amongst the 

variables being measured. This is usually followed by a factor-loading matrix which is 

the result of employing principle components analysis on these correlations. Factor 

loadings are simply the correlations between the variables and the factors. 

In this study, the R technique of factor analysis was employed (the relationship 

amongst variables thus examined), together with varimax rotation an orthogonal 
(mutually perpendicular and uncorrelated), procedure which tends to produce both high 

and low loadings on each factor. Churchill (1991) states that varimax "attempts to 

clean up the factors in the factor loading table - that is force the entries in the columns 

to be near 0 or 1. The result of employing these techniques lead to the confirmation of 
both the opinion leadership and most importantly market maven construct. 

7.3.3 Results of Factor Analysis Test for Construct Validity 

After employing principal component factor analysis with varimax rotation, a three 

factor solution was produced (see Figure 7-2). Factor one was clearly the market 

maven factor, and factor two the opinion leadership factor. The third factor (apparently 

not reported by Feick and Price 1987), was the complete opposite of the other two. 
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Figure 7-2 Factor Analysis Output. 

--- ---- FAC TOR ANAL YSIS ----- 

VARIMAX converged in 4 iterations. 

Rotated Factor Matrix: 

Factor 1 Factor 2 Factor 3 

Q3B . 77537 . 05853 . 00645 
Q3F . 77223 . 22982 . 10354 
Q3G . 83574 . 18337 . 04229 
Q3J . 84138 . 15945 -. 06583 
Q3K . 87943 . 17345 -. 05588 
Q12 1.44992 . 10638 . 38740 
Q7C . 10292 1.79575 -. 03458 
Q7D . 14264 1.88832 . 03662 
Q7E . 16999 1.83832 . 03653 
Q4 -. 07245 . 02770 1.93712 
Q6 -. 16183 F--. 57297 -. 07779 

At first glance, the appearance of the third factor was felt to be nothing more than a 

minor aberration, probably caused by a relatively underdeveloped opinion leadership 

scale item. Further analysis of the suspect question four (which was Feick and Price's 

(1987) own opinion leadership measure), revealed however, that in this study, it was 

actually set up to measure the opposite of opinion leadership behaviour. It had in fact 

recorded the number of people, who in response to the question "what particular types 

of product or products do you know a lot about? ", replied "none". 

With reference to Rogers' (1962) adopter categories, these respondents were likely to 

exhibit early majority, late majority and laggard behaviour. Relying upon others for 

new product information, and convinced that they had nothing of value to impart to 

others, the author named this third factor the "self deprecators". 

Overall, these results added further support to the author's belief, that cultural 

differences between US and UK citizens, had indeed significantly influenced the way 
in which they responded to key questions. These differences become particularly 
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marked, when respondents are asked to rate the influence that they believe they had 

over others. For example, in this study, the overwhelming majority of respondents who 
reported extensive product knowledge, did not in fact go on to rate themselves as 
opinion leaders. The correlation between the two measures was in fact strongly 
negative. Neither Feick and Price (1987), or more recent market maven studies 
reported this apparently atypical, "reserved" type of behaviour. 

7.3.4 Comparing Opinion Leadership Results 

Table 7-11, highlights the actual differences in opinion leadership reporting. In the 
Feick and Price (1987) study, almost half of the sample reported being opinion leaders 

in a self-selected product category. At 71%, the corresponding figure for this study was 

significantly larger. There were also significant differences in the degree of correlation 
between opinion leaders and market mavens. 

Table 7-11 Comparing The Studies: Opinion Leadership Results. 

De Vita Feick And Price 
(1997) (1987) 

Opinion Leader In Self Selected Product Category 71% Of Total 46% Of Total 
Sample Sample 

Correlation Between Market Maven and Opinion 0.34 0.22 
Leader Scales (P < 0.001) (P<0.001) 

7.3.5 Comparing Innovative Measure Results 

The results of the comparison between the mean innovative measure scores for both 

broad and specific product categories can be seen in Table 7-12. It shows that whilst 
there is little difference between the mean scores for the two categories, at 0.50 

(p=<0.001) the correlation between the market maven and the broad product category 
is notably stronger. At 0.40 (p=<0.001), the increased correlation between the market 

maven and the specific product category variable is also clearly evident. 
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Table 7-12 Comparing The Studies: Innovative Measure Results (Mean ScoresAnd Correlations, 
Figures Rounded) 

De Vita Feick And 
(1997) Price (1987) 

Mean Score Innovative Measurement - Broad Product 2.8 2.7 
Categories (S. E. in brackets) (0.06) (0.04) 

Correlation Between Market Maven and Innovative 0.50 0.31 
Measurement - Broad Product Categories (p < 0.001) (p < 0.001) 

Mean Score Innovative Measurement - Speciric Product 2.8 2.7 
Categories (0.06) (0.05) 
(S. E. in brackets) 

Correlation Between Market Maven and Innovative 0.40 0.34 
Measurement - Speciflc Product Categories (p < 0.001) (P < 0.001) 

7.3.6 Summary 

Despite differences in degree of correlation between measures, and the apparent 
influence of cultural norms, the study had clearly identified the two main elements of 

primary interest, the market maven and opinion leader categories. Factor analysis was 

used to test for construct and discriminant validity. This analysis, confirmed the 

validity and stability of the measurement devices used by Feick and Price (1987) to 
develop their market maven construct. More importantly however, they confirmed the 

presence of similar patterns of behaviour, in a UK context. This enabled the author to 

reject the null hypothesis; 

liý - The techniques used to identify the market maven construct 
forwarded by Feick and Price (1987) do not appear to be measuring 

the same behaviour in a UK context. 

7.4 Identifying Market Mavens in a UK Context 

Having established the reliability of the market maven scale items and construct 

measures, the author's next priority was to ascertain whether or not (by employing the 

same methodology as Feick and Price 1987), the market maven construct could be 

identified in the UK. 
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To recap, the main analysis used in the Feick and Price study, was that of correlation 
between the attitude or behaviour examined, and the respondents' score on the market 

maven scale. They also reported an analysis of variance or Chi-Squared analysis based 

upon trichotornization (dividing into three equal groups), of respondents into the lower 

31% ("Low"), middle 3 7% ("Medium") and upper 32% ("High"), of the distribution of 

market maven scores. In reporting results, they only referred to respondents scoring in 

the "High" categories, as market mavens. 

This study repeated the Feick and Price (1987) trichotomization procedure. SPSS was 

used to divide the market maven scale scores into three categories. Of the 381 

respondents, 124 (or 33%) fell into the "Low" market maven category, with a mean 

score of 9.4.127 (or 33%) fell into the "Medium" market maven category, with a mean 

score of 17.2. And 130 (or 34%) fell into the "High" market maven category, with a 

mean score of 28.2. In this study, the numerical imbalance between the three categories 

was small, and not as marked as that reported by Feick and Price (1987). 

The results, confirmed that the market maven construct, as a concept, was a sound one. 
They also established, that by employing similar measurement techniques and research 

programmes, it was possible to identify market mavens outside the original US 

environment. Most notably, it was able to detect market maven behaviour amongst a 

relatively small number of respondents in an unremarkable (in the strictest sense of the 

word), area of the UK. In the author's opinion it is therefore possible to reject the null 
hypothesis; 

HO - The same methodology used to identify the market maven 

construct forwarded by Feick and Price (1987) does not indicate the 

presence of market mavens in the UK 
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7.5 Consumers' Identification of Others as Market Mavens 

A clear and specific precondition, required to establish the existence of market mavens 

as stated by Feick and Price (1987), was that "consumers be able to identify others as 

market mavens". In their study 46% of respondents stated that they knew someone who 

matched the description offered. At 31%, the same question used in this study, elicited 

a significantly lower percentage of positive responses. 

Table 7-13 Comparing The Studies: Importance OfMarket Mavens In New Product Awareness And 
Evaluation (Percentage OfResponses, Figures Rounded) 

Questions De Vita (1997) Feick And Price (1987) 

Q14 How important is this person to you 28 57 
for finding out about new brands or (Important or Very (Important or Very models? 

Important) Important) 

Q15 How important is this person to you in 
evaluating different brands or models? 

31 55 

(Important or Very 
Important) 

(Important or Very 
Important) 

Table 7-13 compares the results of the follow-up questions 14 and 15. It is clear that at 
28% and 31% respectively, UK respondents considered market mavens to be 

significantly less important to them in finding out about, and evaluating new products, 

than their American counterparts. 

Again the author suggests that differing cultural factors can explain some (if not all), of 

the marked differences between the studies. These results, pointed to the typical British 

consumer being significantly more sceptical of new product claims, than their US 

counterparts. This had the effect of undermining much of the influence that market 

mavens were said to exert. Conversely, US respondents seemed to have a "cultural" 

predisposition to accept and (most importantly), value information from an unrelated 

third party. The relative popularity of celebrity product endorsements used in 

American marketing campaigns, tends to support this view. 
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In cultures, organisations or indeed situations where the level of scepticism amongst 

the population is high, it seems that even market maven influence is diminished. An 

important issue which could seriously inhibit market maven influence, this finding 

clearly requires further investigation. 

7.6 Market Mavens' Possession of Market Information 

According to Feick and Price, the first fundamental attribute of a market maven, is the 

possession of general marketplace information. This was determined in their study, by 

measuring the average perceived early awareness of new products, in four packaged 

goods categories, followed by the average reported awareness, of four new brands, in 

the same four product categories. 

7.6.1 Market Mavens' Early Awareness of General Product Categories 

At this point the two studies began to differ markedly. Here, the product category was 

much more focused, based as it was upon pasta based foods and associated products. 

Nevertheless, as can be seen from Table 7-14, the mean values for the question 

"... how often do you find out about new products in each of the following categories 

before most other people? ", elicited much the same level of negative response. The 

author fclt that this was in part, due to the product categories chosen. And whilst in 

both studies, the more market maven-like the respondent, the less negative the response 

tended to be, even the highest figure of 3.7 reported by Feick and Price (1987), does 

not equate to the "Neither infrequently or frequently" mid point, of the early awareness 

scale. 
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Table 7-14 Comparing The Studies: Contrasting Market Maven Early Awareness OfNew Products In 
General Product Categories (Mean Scores, Figures Rounded) 

Market Maven Categories 

Q24a-Q24f Early Low Medium High Correlation With 
Awareness Measure Market Maven 

Scale 

De Vita (1997) 2.1 2.5 3.4 0.44 

(S. E. 0.17) (S. E. 0.17) (S. E. 0.14) (P< 0.00 1) 

Feick and Price (1987) 2.4 3.2 3.7 0.39 

(S. E. 0.09) (S. E. 0.08) (S. E. 0.11) (P< 0.00 1) 

Despite the overall less positive responses of the UK sample, at 0.44 (p< 0.001) the 

correlation between early awareness and the market maven scale was somewhat 

stronger than that reported by Feick and Price (1987). In neither study however, did 

any of the market maven categories believe that they found out about new products 

before most other people. Notably, these findings failed to confirm Feick and Price's 

views, that "market mavens, will have market knowledge in specific instances 

spanning product categories and brands". 

At this point, the author felt it necessary to contest Feick and Price's assertion, that 

scores "differing in the expected direction", constituted a strong enough justification to 

confirm or reject a specific type of behaviour. In both studies, none of the early 

awareness scores were positive. At best, the most that could be said, was that the more 

market maven the category, the less negative the mean response tended to be. Whilst 

Feick and Price (1987) clearly did not consider this interpretation as flawed, the author 

cannot subscribe to the view that a less negative response, actually equates to a 

positive one! 

Cranfield University Silsoe College CF De Vita 1997 



143 

7.6.2 Market Mavens' Early Awareness of Specific New Products 

In contrast to the previous section, which reported on early awareness of general 

product categories, Table 7-15 compares the results of the specific new products, as 

listed in questions 27a - 27f of the questionnaire. The reader should note that whilst 

Feick and Price (1987) were measuring respondent's awareness of four specific new 

products, here six were used. 

Table 7-15 Comparing The Studies: Contrasting Market Maven Early Awareness Of Specific New 
Products Results (Figures Rounded) 

Market Maven Categories 

Q27a-Q27f New Product Low Medium High Correlation With 
Awareness Measure Market Maven 

Scale 

De Vita (1997) 2.8 3.5 4.3 0.42 

(S. E. . 05) (S. E. . 05) (S. E. . 04) (p< 0.00 1) 

Feick and Price (1987) 3.2 3.3 3.4 0.13 

(S. E. . 07) (S. E. . 06) (S. E. . 05) (p< 0.00 1) 

Feick and Price (1987) conceded, that there was little difference in early awareness of 

specific new products, between the three market maven categories. They concluded 

that this had been due to the products not being as new as they had originally thought. 

Nevertheless, they still considered a mean increase in early awareness of 0.2 across all 

three market maven categories, to be meaningful. The author was less inclined to 

agree, especially as their data was based upon four, apparently well-known products. 

This study's investigation of a more specialist segment of the food industry, resulted in 

a much higher degree of variance. Here, the difference between the three market maven 

categories was wider (see Table 7-15). 1.4 points separated the "Low" and "High" 

market maven categories. 
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At 4.3, the mean awareness figure was significantly lower than the maximum possible 

score of 6, and related to the "neither agree or disagree" mid-point of the scale. This 

figure was affected by the inclusion (amongst the six new products), of a non-existent 
brand. A technique also employed by Feick and Price (1987), the non-existent brand 

was used to ascertain whether respondents (knowingly or unknowingly), had a 

tendency to inflate new product awareness. With the figures for that brand removed, 

mean awareness rises to 4.9. 

The relationship between each of the three market maven categories, and their new 

product awareness results, differed little across the six products used in this study. The 

author decided that there was nothing to be gained by reporting the results of each in 

turn. Produced by a leading Italian manufacturer of pasta products, who has had a high 

profile presence in the UK market for over forty years, the author decided to 

concentrate on the Barilla Cannelloni results. 

Table 7-16 Percentage OfRespondents In Each Market Maven Category Reporting Awareness Of 
Barilla Cannelloni (Figures Rounded) 

Market Maven Categories 

Q 27a Have You Heard Of Low Medium High 
Barilla Cannelloni? 

No 64 48 35 

Not Sure 12 16 9 

Yes 24 36 58 

As can be seen from Table 7-16, awareness of the product changed significantly by 

market maven category. The majority of "Low" market mavens claimed never to have 

heard of the product, whilst "Medium" category respondents were less polarised. On 
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the other hand, most of those in the "High" market maven category, stated that they 
had indeed heard of the product. 

Clearly evident here, and apparent throughout this study, respondents at either end of 
the market maven scale were found to be consistently more assured in the way in 

which they expressed their knowledge, views and opinions, than those in the 
"Medium" market maven category. The reason for this is not clear, and therefore 

merits ftirther investigation. What is clear though, is that these results continue to 
highlight differences between the most market maven-like in a social system and their 

peers. 

7.6.3 Reported Awareness of Non - Existent Brands 

Direct comparisons between the two studies, of the reported awareness of a non- 

existent brand, cannot be made because Feick and Price (1987) did not report this 

result. Table 7-17 suggests however, that it could in fact indicate a worrying market 

maven trait. Whilst the vast majority of respondents stated that they had never heard of 
the fictitious "La Favola" brand, reported awareness clearly increased, the more market 

maven the respondent. This relationship was finther confirmed by a 0.27 (p< 0.001) 

correlation between awareness of "La Favola", and the market maven scale. 

Table 7-17 Percentage Of Respondents In Each Market Maven Category ReportingAwareness Of "La 
Favola A Non-existent Brand 

Market Maven Categories 

Q 27d Have You Heard Of "La Low Medium High 
Favola" Egg Pasta? 

No 73 67 49 

Not Sure 15 10 16 

Yes 11 22 35 
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Whilst the author is not suggesting that market mavens knowingly lie, it is obvious that 

some of them tend to overestimate their new product awareness. If this behaviour were 
to be repeated in other studies, and was found to be an inherent market maven trait, it 

would in the long run, undermine their value as reliable sources of marketplace 
information. 

7.7 Market Mavens' Provision of Market Information 

In Feick and Price (1987), the product categories used to measure information 

provision were so general, that respondents could probably have expressed an opinion 

on all of them! The author felt that as Feick and Price (1987) had already established a 
link between market maven category and a propensity to provide information on a 

variety of new products, there was little to be gained from repeating this particular 

aspect of their study. Here, the author sought to establish whether the same relationship 

would hold, for significantly narrower product categories. 

Feick and Price (1987) considered that the provision of market information to others 

was central to the market maven concept. They measured this behaviour by analysing 

the replies to a set of four questions covering a range of product categories (coffees, 

frozen entrees, diet soft drinks and breakfast cereals), and then reported the mean 
"information provision measure" scores, for each of the three market maven categories. 
The market maven and information provision scales were correlated, and the resulting 

product reported. 

Table 7-18 shows the mean figures for the reported provision of marketplace 
information. In both studies, the lower a respondent's market maven score, the lower 

their provision of new product information score. Overall, the means for this study 

were significantly lower than those of Feick and Price (1987). Once again, neither 

study reported a positive mean response figure. 
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Table 7-18 Comparing The Studies: Comparison OfMarket Maven New Product Information Provision 
Results (Mean Scores, Figures Rounded) 

Market Maven Categories 

Q25a-Q25f New Product Low Medium High Correlation With 
Information Provision Market Maven 
Measure Scale 

De Vita (1997) 1.4 1.8 2.4 0.43 

(S. E. 0.09) 

Feick and Price (1987) 2.1 

(S. E. 0.09 

(S. E. 0.11) (S. E. 0.11) (p<0.00 1) 

2.8 3.4 0.40 

(S. E. 0.09) (S. E. 0.11) (p<0.00 1) 

The author suggests that this particular result was influenced by two factors. The first 

is based upon the previously mentioned hypothesis, that UK respondents consistently 

undervalued their ability to influence others. This reticence would have directly 

affected their response to these questions, and as a consequence would have had a 

depressive effect upon their mean scores. The second, that significantly narrowing the 

product category of interest to that of pasta and related products, would by default, 

result in a larger number of disinterested or inexperienced respondents. Respondents 

whose only option, would have been to reply "never" or "don't know" to the question 

asked. 

A ftirther consequence of narrowing the product choice, was that of a slightly higher 

correlation between product information provision and the market maven scale. At 0.43 

(p=< 0.001) it indicates a slightly more homogenous set of responses. 

Whilst there were clear differences between the two studies' scores for information 

provision, overall the trends are similar. They support Feick and Price's (1987) view 

that there is a link between the information provision propensity of respondents, and 

their market maven score. The overall trend for those scoring higher on the market 

maven scale, to also have a higher mean new product information provision score, is 

confirmed, even after narrowing down the product category under investigation. 
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However, yet again, neither set of results reported positive mean figures. Those in the 

"High" market maven category were merely "less negative", than other respondents 
had been. 

7.8 Market Mavens' Search Activities 

Feick and Price (1987) posit that market mavens should "demonstrate higher levels of 

general market information seeking than other consumers". They commented upon the 
fact that previous research on consumer search activities had been "both product and 

purchase specific (Feick and Price 1984; Newman 1977)". This had resulted in 

findings which were limited in scope, and which concentrated upon measuring the 

types and sources of information used in making a specific purchase decision. 

Rather than repeating the type of research they had just criticised, Feick and Price 

(1987), felt that examining "non-specific" product information gathering behaviour, 

would prove to be more enlightening. The first of the two measures they used to test 

this, involved ascertaining the frequency of readership of the US consumer publication 
Consumer Reports. They justified the inclusion of that particular publication in their 

study, by stating that it "dealt with a variety of issues, covering a wide variety of 

products and services". When combined with the second measure (questions on 
information source importance), a clearer understanding of non-product-specific 
indicators of information seeking patterns was predicted. 
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7.8.1 Which Magazine Readership 

Feick and Price (1987) stated that only those who had read more than half of the issues 

in the previous year, could be said to have demonstrated higher levels of general 

market information seeking, than other consumers. They reported that at 15%, 

respondents in the "High" market maven category were almost twice as likely to be 

regular readers of this type of publication than were those in the "Low" (6%) or 
"Medium" (7%) market maven categories. 

In this study, the consumer publication Which Magazine, was substituted for 

Consumer Reports. Table 7-19 shows that whilst readership rates amongst the "Low' 

and "Medium" market maven categories were similar, only 5% of "High" market 

maven respondents were regular readers. Considerably lower readership levels than 

reported in Feick and Price (1987), the most significant factor was that here, "High" 

market mavens were even less likely to be regular readers than those in the "Low" or 
"Medium" categories. 

Table 7-19 Cross Tabulation - Percentages Of Which Magazine Readership By Market Maven 
Category (Figures Rounded) 

Q29 Which Magazine 
Readership 

Low 

Market Maven Categories 

Medium High 

None 70 65 65 

1 or 2 issues 16 21 21 

3 to 6 issues 6 8 9 

9 isS r7 to U 
y -rllllý, 

10 to 12 issues 4;, ", 4, 3, 
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The conclusions that can be drawn from these results are somewhat limited, and have 

to be qualified by the fact that Which Magazine readership amongst the whole sample, 

was generally low. The reasons for this were either; a) due to chance occurrence 
(sampling error); b) the fact that in the UK Which Magazine is obtainable by 

subscription only, thus limiting potential readership; or c) that the measure does not 
transfer well into a UK setting, possibly as a result of cultural norms and external 

environmental factors. Factors that may for example, lead US respondents to turn to 

the more "objective" sources of information on products and services, that only a 

publication such as "Consumer Reports" can provide. A level of objectivity which is 

probably perceived as missing from other media such as television and radio. Both of 

which are media which often rely upon their very existence on commercial 

sponsorship, and consequently seen as being biased by a significant percentage of the 

audience. 

The author suggest that whilst there may have been elements of all three factors at play 

here, it is the latter which is most likely to explain the difference between the two 

studies. Given that (as will be demonstrated in the following set of results), this result 

seemed to be completely out of character. 

7.8.2 Information Source Importance 

Feick and Price's third proposition was that "market mavens would demonstrate higher 

levels of general market information seeking, through use of diverse sources in 

acquiring market information". However, in their results section, it was not the 

diversity of information sources that was measured, but their rating in terms of 
importance. There is a subtle, but significant difference. 
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Table 7-20 compares the results of this study with those of Feick and Price's (1987) 

food sub-sample. Here the relationship between the market maven categories, and 

information source importance rating, was clearly evident. In each case, the more 

market maven the category, the higher the mean importance rating of the particular 

source of information. 

Table 7-20 Comparing Means OfSearch Activity Measures By Market Maven Category (Feick and 
Price 1987 in Brackets, Figures Rounded) 

Search Activity 
Measures 

Low 

Market Maven Categories 

Medium High Correlation With 
Market Maven 

Scale 

Free Samples 4.8(4.0) 5.0(5.2) 5.7(5.7) 0.20(0.35) 

Magazines 3.8(3.6) 4.3(4.3) 4.9(4.8) 0.29(0.29) 

Newspapers 3.5(3.9) 4.0(4.7) 4.5(5.3) 0.27(0.33) 

Radio 2.7(3.1) 3.3(4.0) 3.6(4.7) 0.24(0.31) 

Television 4.3(3.9) 5.0(4.9) 5.5(5.2) 0.29(0.30) 

Salespeople 2.2(2.3) 2.9(2.7) 3.4(3.5) 0.31(0.27) 

Relatives/ Friends 4.1(4.2) 4.9(4.9) 5.1(5.6) 0.24(0.35) 

Browsing/ 3.9(3.7) 4.6(4.7) 5.1(5.3) 0.28(0.38) 
Shopping 

N 124(228) 127(284) 130(219) 

On the whole, the differences between the two studies were minimal. The exceptions 

were the ratings for newspapers and radio, where here, they were considered to be 

significantly less important than in Feick and Price (1987). The continued popularity of 

the "informative" broad-sheet style of newspaper over the relatively small circulation 

"tabloid" sector, may explain why many US residents still saw this as an important 

source of information. Those in the "High" market maven category considered it to be 

even more important than US television. 
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The proliferation, of often highly specialised and targeted US commercial radio 

stations, together with the relative lack of comparable UK stations, may well account 
for the differences in the rating of radio. 

Transforming / summarising the search activity data into a single aggregate measure, 

enabled the author to further explore the relationship between it, and the market maven 

construct. In this instance correlation of the two measures resulted in a significant 

positive relationship (0.36 p< 0.001). This meant, that as a respondent's market maven 

score increased, so did their rating (in terms of importance), of a variety of new 

product information sources. 

7.9 Market Mavens' MarketpIace Attentiveness 

With their fourth proposition, Feick and Price (1987) forwarded that market mavens 

would typically "give greater attention to the marketplace through greater coupon 

usage, enjoyment of shopping and attention to advertising". Table 7-21, compares the 

two studies. 

In overall terms the results of this study were broadly similar with those of Feick and 

Price (1987). In every category, the higher the market maven score, the less negative 

were the response to the measure. The author wishes to stress however, that in both 

studies, the mean response was "positive" in only two of the five measures (questions 

3c and 3h). 
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Table 7-21 Comparing Marketplace Attentiveness Measures By Market Maven Category (Feick and 
Price 198 7 In Brackets, Figures Rounded) 

Market Maven Categories 

Marketplace Attentiveness Low Medium High Correlation With 
Measure Market Maven 

Scale 

QI To what extent do you enjoy 2.2(2.2) 2.8(2.9) 3.4(3.3) 0.43(0.36) 
shopping? 

Q3c I Often Read 3.3(3.9) 3.8(4.8) 4.7(5.6) 0.32(0.36) 
Advertisements Out Of 
Curiosity. 

Q3h I read advertisements 3.0(3.8) 3.6(4.7) 5.0(5.7) 0.46(0.41) 
because they are a good source 
of information. 

Q18 To what extent do you 2.0(2.2) 2.5(2.7) 3.0(3.1) 0.42(0.35) 
enjoy shopping for food 
products? 

Q29 When you shop for food 2.1(2.7) 2.2(3.0) 2.6(3.5) 0.24(0.25) 
products, how often do you use 
coupons? 

The author also wishes to draw the reader's attention to the fact that, whilst the mean 

marketplace attentiveness measure responses for the UK sample, were consistently 
lower than those reported in the Feick and Price study, three of the five correlations 
between the same measure and the market maven scale were more significant. This 

(coupled with the smaller variance in respondent's answers to the marketplace 

attentiveness rating questions in this study), point to a greater consistency of views and 

opinions amongst this sample, than was the case amongst their US counterparts. 

In order to examine the relationship between marketplace attentiveness and the market 

maven, opinion leader and innovator measures, a single aggregate marketplace 

attentiveness measure (based upon the five individual measures) was developed. A 

correlation coefficient of 0.52 p< 0.001 revealed a relatively strong positive 

relationship between this and the market maven scale. At 0.46 p< 0.001 the correlation 
between the marketplace attentiveness measure and the innovator scale scores, were 
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only slightly lower. A correlation coefficient of 0.24 p< 0.001, indicated a significantly 

weaker relationship between marketplace attentiveness and the opinion leadership 

scale. 

7.10 Market Maven's Demographic Characteristics 

Considered a seminal piece of research, Feick and Price (1987) were more concerned 

with construct development and validity testing, than with classification. Their work 

used general measures, which, for replication / comparative study reasons, were also 

employed here. 

Table 7-22 Comparing Demographic Characteristics OfMarket Maven Categories (Feick and Price 
1987 In Brackets) 

Market Maven Categories 

Variable Low Medium High 

Age 35-39 (43.8) 35-39 (42.0) 35-39 (43.3) 

Education Secondary 6' Form College 6' Form College 

(13.77 years) (13.52 years) (13.17 Years) 

Income L 15,000 -f 19,999 f 15,000 -f 19,999 f. 15,000 -f 19,999 

($28,200) ($25,661) ($26,777) 

Household Size 2.97(2.78) 3.19(2.91) 3.24(3.00) 

Children Under 18 0.89(0.74) 1.15(0.90) 0.94(0.74) 

Gender -% Female 56.4(53.8) 63.1(63.4) 81.7(74.9) 

Marital Status -% Married 55.3(64.1) 63.6(64.5) 61.7(64.0) 

Ethnicity -% White 78.9(92.2) 85.2(88.4) 88.7(82.4) 

Table 7-22 surnmarises the results of the demographic characteristics of the three 

market maven categories for both studies (a more detailed analysis of each 

characteristic is undertaken in following sections). The author draws the reader's 

attention, to the fact that the measurement scales used in the sections dealing with age, 
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education and income were not the same, and therefore the results are not directly 

comparable. Nevertheless underlying trends and distinct differences are clearly 
evident. 

7.10.1 Age 

Table 7-23, shows the percentage of respondents in each of the nine age categories 

used in this study. 

Table 7-23 Percentage OfRespondents In Each Age Category (RoundedAnd Ordered By Size) 

Age Category Percent 

40-44 18 

Under25 16 

30-34 15 

25-29 12 

35-39 12 

60 and over 12 

50-54 7 

4549 6 

55-59 5 

A comparison between this data and actual census data, indicates under-representation 

of some age categories and over-representation of others. Corrective action in the form 

of a weighting factor was required, before further analysis could be undertaken. The 

results in Table 7-24, were therefore normalised for age. 
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Table 7-24 Cross Tabulation OfPercentage OfRespondents In Each Age Category As A Percentage Of 
The Total Sample And By Market Maven Category (Data Weighted And Figures Rounded) 

Age Category % Of Total Sample Low 

Market Maven Categories 

Medium High 

Under25 14 40 31 29 

25-29 12 16 40 44 

30-34 11 33 23 44 

35-39 9 33 35 33 

40-44 10 20 46 34 

45-49 8 36 27 36 

50-54 7 24 40 36 

55-59 7 47 32 21 

60 and over 23 56 22 22 

Feick and Price (1987), reported no significant age difference between the three market 

maven categories. All three had mean ages of between 42 and 44 years old. In this 

study, the mean age was also the same for all three categories, but at in the slightly 

younger 35 to 39 category. However, what is clearly evident from Table 7-24, is that at 
both ends of the age range (and particularly more noticeable amongst the over 55's), by 
far the largest percentage of respondents, are in the Low market maven category. 

In an attempt to obtain a clearer understanding of the relationship between age and 

market maven category, the author combined the nine age categories into three. The 

"younger" category were those under 35. The "middle-aged" category were aged 
between 35 and 49. Those in the "older" category were 50 and above. 
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Table 7-25 Cross Tahulation OfPercentage Of Respondents In Each Age Category By Market Maven 
Category (Data Weighted And Figures Rounded) 

Market Maven Categories 

Age Category Low Medium High 

Younger 31 30 39 

Middle-aged 27 40 34 

Older 45 30 26 

Table 7-25 suggests that a respondent's market maven score decreases with age. Chi - 
Squared analysis was used to test for the statistical significance of these findings. The 

result was a value of 10.1 (4 DF) at a significant p< 0.04 level. This enabled the author 
to confirm, that there was indeed a significant difference in age between market maven 

categories. 

Suspecting that those in the "High" market maven category were younger respondents, 

the association between age and market maven category was investigated finther. A 

Contingency Coefficient of 0.16 (p< 0.04) indicated a relatively weak, but significant 

relationship. The author went on to correlate age by market maven. This again resulted 
in a small but significant negative correlation of -0.12 p< 0.01. Thus, as respondents' 

age increased, their market maven score tended to decrease slightly. These results, 

enabled the author to reject the null hypothesis; 

110 - There is no significant relationship between the age of 

respondents and their market maven score. 

7.10.2 Gender and the Market Maven 

A question which remained largely unanswered by Feick and Price's work, was that of 
the relationship between gender and the market maven. Table 7-26 shows that at 45%, 

by far the largest percentage of male respondents were in the least market maven-like 
Low category, with only 17% in the High. The distribution of female respondents was 
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very different. At 43%, the largest percentage were in the High market maven category, 

and only 26% in the Low. 

Table 7-26 Cross-Tabulation Of Percentage Of Respondents By SexAnd Maven Classification (Figures 
Rounded) 

Market Maven Categories 

Sex Low Medium High 

Male 45 37 17 

Female 26 31 42 

A Chi Square value of 25 (2 DF) at a significance level of p< 0.001, confirmed that 

there was a statistically significant difference in market maven scale score between the 

sexes. At 0.25 p< 0.001, the Cramer's V statistic indicated a relatively small but 

significant relationship. 

Further analysis using the Mann-Whitney U test for two independent groups, resulted 

in a mean rank for the female group of 209. This was significantly higher than the male 

group, which was 150. The value of W= 18418 and the normal deviate was given as 

the Z figure -4.87, at a significance level p< 0.00I. This clearly underlined the fact that 

female respondents in the sample, rated higher on the market maven scale than did 

their male counterparts. 

The author felt that taken as a whole, these results showed that females respondents 

were significantly more likely to be market mavens than male respondents. This 

enabled the author to reject the null hypothesis; 
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HO - There is no significant relationship between the gender of a 

respondents and their market maven score. 

7.10.3 Employment / Education Status 

This section of the thesis examines the nature of the relationship between the 

employment status of respondents and their market maven score. Table 7-27 reports the 

employment / education profile for the entire sample, where by far the largest group 

were in full-time employment, followed by those in part-time employment. 

Table 7-27 Percentage OfRespondents In Each Employment Category (RoundedAnd Ordered By Size) 

Full-time Employment 44 

Part-time Employment 20 

Other 18 

Unemployed II 

Full-time Education 7 

Part-time Education I 

18% of respondents (those in the "other" category), were neither working or studying. 

Of these, by far the largest number said that they were "having a career break". The 

author considered this to be a modem euphemism (substituted by certain astute 

respondents), for being unemployed. As it was impossible for the author to establish 

from the responses, who really was having a career break, and who was actually 

unemployed, no changes could be made. 

Finally a major omission, which passed unnoticed at both the panel of experts and pilot 

study stages in this section, was that of failing to include a "retired" variable. In fact a 

sizeable number of those responding "other" to the question on employment category 

were in fact retired females. 
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Table 7-28 Percentage OfRespondents In Each Employment I Education Category Cross-Tabulated By 
Maven Category (Figures Rounded) 

Employment / Education 
Category 

Low 

Market Maven Categories 

Medium High 

Full-time Employment 30 36 34 

Part-time Employment 23 34 43 

Full-time Education 38 38 24 

Part-time Education 100 0 0 

Unemployed 43 30 27 

Other 39 28 34 

Table 7-28 cross-tabulates employment / education category by market maven 

category. It shows for example, that of those in full-time employment 30% were in the 

Low market maven category and 34% in the High. Before ftirther statistical analysis 

was possible, the number of cells in the table had to be significantly reduced. The data 

was therefore re-coded into three categories; the employed, those in full-time 

education, the unemployed and the "other" category. After initial results, the "other" 

category was dropped from further analyses, as it contributed in a disproportionate way 

to the unacceptably high percentage of empty cells in cross-tabulations. 

Table 7-29, reports the results of these transformations. A cursory glance suggested 

that the employed had a higher probability of being market mavens than those in 

education or the unemployed. 
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Table 7-29 Percentage Of Respondents In Re-coded Employment I Education Category By Maven 
Classification (Figures Rounded) 

Market Maven Categories 

Employment / Education Low Medium High 
Category 

Employed 28 35 37 

In Education 42 36 23 

Unemployed 43 30 27 

Further analysis, employing Chi-Squared statistics to establish whether there was an 

association between employment/education status and market maven category, resulted 
in a value of 6.06 (at 4 D. F) p< 0.19. As the possibility of it occurring by chance was 
19%, the result was not significant. 

Additional re-coding, leaving only the "employed" and "unemployed" categories in the 

analysis, produced a Chi-Squared result with an associated confidence levels of p< 

0.17. Greater than that considered acceptable, the overall conclusion was that there is 

no difference in market maven response between employment / education categories, 

and that the hypothesis, 

HO - Tlere is no significant relationship between the employment 

status of a respondents and their market maven score. 

could not be rejected. 

7.10.4 Marital Status 

Table 7-30 shows the different marital status groupings and their distribution amongst 

the population under investigation. At 49% married respondents were the largest 

group, followed by those who were single. At 2%, the smallest were respondents who 

were separated. 
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Table 7-30 Percentage OfRespondents In Each Marital Status Category (Rounded And Ordered By 
Size) 

Married 49 

Single 21 

Re-married II 

Cohabiting 9 

Widowed 4 

Divorced 3 

Separated 2 

Table 7-31 Percentage OfRespondents In Each Market Maven Category Cross-tabulated By Marital 
Status (Figures Rounded) 

Marital Status Low 

Market Maven Categories 

Mcdium High 

Married 28 35 37 

Single 35 30 35 

Re-married 33 39 28 

Cohabiting 33 25 42 

Widowed 64 36 0 

Divorced 39 39 23 

Separated 33 33 33 

The results of cross-tabulating the categories with the three market maven groups are 

shown in Table 7-3 1. From this, there was no evidence of a significant relationship. 

Re-coding the data into three categories; single / widowed, married / remarried and the 

divorced / separated, enabled Chi-Squared analysis to be performed. A value of 3.52 (4 

DF) P< 0.47 confirmed the lack of relationship between the variables. 
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Thus the null hypothesis; 

HO - There is no significant relationship between the marital status of 

respondents and their market maven score. 

could not therefore be rejected. 

7.10.5 Household Size 

In this part of the study, the relationship between household size and the market maven 

construct was investigated. Table 7-32 reports the percentages of respondents in each 
household category. 

Table 7-32 Percentage Of Respondents In Each Household Size Category (RoundedAnd Ordered By 
Size) 

2 32 

4 22 

3 20 

1 11 

5 8 

6 5 

8 And Above 2 

Living Alone 

7 

Re-coding the nine categories into three (0-3,4-6 and 7 plus), resulted in the following 

cross-tabulation. 
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Table 7-33 Percentage OfRespondents in Each HouseholdSize Category Cross-Tahulated By Maven 
Classification (Figures Rounded) 

Market Maven Categories 

Household Size Category Low Medium High 

0-3 34 33 33 

4-6 31 32 37 

7 Plus 25 50 25 

Table 7-33 suggested no obvious relationship between the measures. Chi square and 

correlation coefficients results confirmed this, both reporting unacceptably high levels 

of chance occurrence. The null hypothesis; 

HO - There is no significant relationship between household size 

reported by the respondents and their market maven score. 

was not therefore, rejected. 

7.10.6 Number of Children 

The fact that a household is large, could mean that it contains an above average 

number of children. On the other hand, it may indicate the presence of older members, 
in an extended family situation. Question 39 "How many household members are 
children under the age of 18?, " was employed in order to resolve this potential 

uncertainty. Furthermore, it made it possible to assess whether the number of children 
in a household had an effect upon the respondent's market maven score. 

Table 7-34, shows the distribution of household members under the age of 18 for the 

whole sample. Again, in order to carry out further analysis, the data was reduced. The 

resulting four groups were then cross-tabulated with the three market maven categories 
in Table 7-35. 
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Table 7-34 Percentage OfRespondents Living in Households With Childen Under 18 (RoundedAnd 
Ordered By Size) 

0 50 

2 20 

1 19 

3 7 

4 3 

5 1 

71 

Table 7-35 Percentage Of Respondents Living In Households With Children Under 18 Cross-Tabulated 
By Maven Classification (Figures Rounded) 

Market Maven Categories 

Number Of Children Low Medium High 
Under 18 

None 35 31 34 

1 

2 

26 42 32 

32 32 37 

3 And Above 33 35 33 

It was clear -that (minor variations accepted), respondents with no children in the 
household, were as equally distributed amongst the three market maven categories as, 
for example, were those with three or more children. Analysis of the relationship using 

Chi-Squared statistics, resulted in a unacceptably high probability of chance 

occurrence. Correlating the number of children in the household variable, with the 

market maven scale also resulted in a very low r-- 0.03, at an unacceptable p< 0.54. 
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7.10.7 Education 

Using the number of years a respondent spent in educational establishments as their 

measure, Feick and Price (1987) found that those in the High market maven category 

spent 0.6 of a year less in education, than those in the Low market maven category. 
The approach here was somewhat different, in that level of education attained was 

considered to be a much more meaningful measure, than number of years studied. 

At first glance, Table 7-36 revealed no obvious trends. Those who completed the bare 

minimum level of study, that of Secondary education, were relatively evenly 
distributed amongst the three market maven categories. For the results of Feick and 
Price (1987) to be repeated, one would expect fewer and fewer of the respondents in 

the subsequent education categories, to be in the "High" market maven category. This 

was plainly not the case. 

Table 7-36 Cross Tabulation Of Percentage Of Respondents In Each Education Category By Market 
Maven Category (Figures Rounded) 

Market Maven Category 

Highest Level Of Low Medium High 
Education Attained 

Secondary School 35 32 33 

6'h Form College 36 19 45 

F. E. College 29 37 34 

University 21 46 33 

By reducing the data into two categories (those educated up to and including 6' Form 

College and those educated at F. E. College and above), it was possible to establish 

whether or not there was a difference between a respondent's education level and their 

market maven category. At 0.07, the Chi-Squared significance level was deemed 

unacceptable. 
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It was therefore not possible to reject the null hypothesis; 

HO - There is no significant relationship between the highest level of 

education attained by the respondents and their market maven score. 

7.10.8 Country of Birth 

This study investigated the extent to which country of birth, influenced a respondent's 

market maven score. Table 7-37, shows somewhat predictably, that the largest 

percentage of respondents were born in England. A significant percentage of 

respondents (I I%) were bom outside the UK and the Irish Republic. 

Table 7-37 Percentage OfRespondents From Reported Country Of Birth (RoundedAnd Ordered By 
Size) 

England 75 

Elsewhere 11 

Scotland 5 

Wales 4 

Northern Ireland 3 

Irish Republic 3 

The results of cross-tabulating each market maven category by country of birth, can be 

seen in Table 7-38. However, at this level of detail, little of note was apparent. Data 

reduction and re-coding into three groups (those born in England, those born in 

Scotland, Wales, Northern Ireland and the Irish Republic, and those bom elsewhere), 

was necessary before further analysis could be undertaken. 
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Table 7-38 Cross Tabulation Of Percentage of Respondents From Each Country Of Birth By Market 
Maven Category (Figures Rounded) 

Market Maven Category 

Country Of Birth Low Medium High 

England 29 34 38 

Scotland 65 15 20 

Wales 54 15 31 

Northern Ireland 23 62 15 

Irish Republic 46 18 36 

Elsewhere 38 40 23 

Table 7-39 Cross Tabulation Of Percentage Of Respondents From Each Country Of Birth By Market 
Maven Category (Figures Rounded) 

Market Maven Category 

Country Of Birth Low Medium High 

England 29 34 38 

Scotland, Wales, Northern 49 26 25 
Ireland And The Irish 
Republic 

Elsewhere 38 40 23 

Table 7-39 and associated Chi-squared statistics of 12 (4 D. F. ) at p<0.01 significance 

level, both indicate that there was a difference in respondent's country of birth and 

market maven category. Further analysis using the Contingency coefficient to indicate 

the strength of association, resulted in a value of 0.18 (p< 0.01). This weak, but 

significant result, suggested that the further away from the current place of residence a 

respondent was bom, the less likely they were to be in the "High" market maven 

category. 
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These findings enabled the author to reject the null hypothesis; 

HO - There is no significant relationship between the country of birth 

of the respondents and their market maven score. 

7.10.9 Ethnic Background 

Table 7-40, illustrates the distribution of the responses to the question "How would 

you categorise yourself in ethnic terms? " 

Table 7-40 Percentage OfRespondents In Each Ethnic Category (RoundedAnd Ordered By Size) 

White 84 

Indian 4 

Black Caribbean 3 

Black African 2 

Pakistani 2 

Chinese 2 

Other 2 

Black Other 

Bangladeshi 

Table 741, is the result of combining the three black ethnic categories into one, the 

Indian, Pakistani and Bangladeshi into a second, and omitting the Chinese and Other 

categories. 
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Table 7-41 Cross-tabulation of Ethnic Category By Market Maven Category 

MAVE Page I of I 
Count 

Row Pct 
Col Pct Row 
Tot Pct 1.00 1 2.00 3.0 0 Total 

ETHNICIT 
White 1 95 ill 116 322 

29.5 34.5 36.0 87.3 
79.8 88.8 92.8 
25.7 30.1 31.4 

Black 2 12 6 2 20 
60.0 30.0 10.0 5.4 
10.1 4.8 1.6 

3.3 1.6 .5 

Indian 3 12 a 7 27 
Pakistani 44.4 29.6 25.9 7.3 
Bangladeshi 10.1 6.4 5.6 

3.3 2.2 1.9 

Column 119 125 12S 369 
Total 32.2 33.9 33.9 100.0 

Chi-Square 

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

Value 

---------- - 

DF 

---- 

Significance 

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

Pearson 11.34858 4 . 02291 
Likelihood Ratio 11.61225 4 . 02048 
Mantel-Haenszel test for 5.99438 1 . 01435 

linear association 

Minimum Expected Frequency - 6.450 

Approximate 
Statistic 

-------------------- 
Value 

--------- 
ASE1 Val/ASEO 

-------- -------- 
Significance 
------------ 

Contingency Coefficient . 17273 . 02291 *1 

Pearson's R -. 12763 . 05197 -2.46SI7 . 01415 *4 
Spearman Correlation -. 15241 . 05072 -2.95428 . 00334 *4 

*1 Pearson chi-square probability 

This was an attempt to establish whether ethnic background, rather than actual country 

of birth was a significant factor in a respondent's ultimate market maven score. It is 

clear from the output, that the proportion of "High" market maven respondents 
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amongst the non-white categories, was significantly different from that of the white 

category. This was confirmed by the Chi-Squared value of 11.34 (4 D. F. ) p< 0.02. 

Having established that a difference existed, was the author correct to suspect that 

white respondents were more likely to be market mavens? At 0.17 (p< 0.02), the 
Contingency coefficient (whilst relatively weak), tended to support this view. 

Overall, the fact that a significant relationship between the two measures was 

established, enabled rejection of the null hypothesis; 

HO - There is no significant relationship between the ethnic 
background of the respondents and their market maven score. 

7.10.10 Total Annual Household Income 

Feick and Price (1987) reported no significant difference between the mean income of 

respondents in each of the three market maven categories. Using a slightly different 

measure, Table 7-42 shows the percentage of respondents in each household income 

category. 

Table 7-42 Percentage OfRespondents In Each Household Income Category (RoundedAnd Ordered 
By Size) 

Under L10,000 25 

L15,000 - L19,999 17 

Over L35,000 15 

L20,000 - L24,999 12 

L10,000 - L14,999 II 

L30,000 -: E34,999 II 

L25,000 - L29,999 10 
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Re-coding, condensed the data into a 40 table format (see Table 7-43). Chi-Squared 

statistics (Value 7.4,6 D. F., p= 0.28), failed to report a difference between market 
maven and annual household income category. 

Table 7-43 Cross Tabulation OfPercentage OfRespondents In Each Annual Household Income 
Category By Market Maven Category (Figures Rounded) 

Income Category Low 

Market Maven Category 

Medium High 

Under 00,000 - 04,999 37 32 31 

; E15,000 -: E24,999 29 31 41 

: E25,000 - L35,000 22 39 40 

Over 05,000 23 44 33 

The null hypothesis; 

HO - There is no significant relationship between the total annual 
household income reported by the respondents and their market 

maven scorc. 

could not therefore be rejected. 

7.10.11 GeographicaI Location 

Does living in a particular geographic location, have any bearing upon a respondent's 

market maven score? Can the constant barrage of external information sources present 
in a large town, desensitise its inhabitants to such an extent that information overload 

occurs (see Jacoby 1984; Schneider 1997; Elliott 1988; Herbig and Kramer 1994), 

resulting in minimal information search activities? Or is the reverse true, in that the 

more a market maven is exposed to information, the more it absorbs. 

Cranfield University Silsoe College CF De Vita 1997 



173 

What about respondents living in rural localities? Does their relative isolation engender 

a more proactive approach towards general marketplace information gathering, or are 
they no more likely to exhibit typical market maven characteristics than individuals 

living in more densely populated areas. Whilst this study is clearly not in a position to 

answer all these questions, it can begin the process, by investigating whether there are 
indeed significant differences between geographic location and market maven score. 

As mentioned in an earlier section, the survey was conducted in and around the county 

town of Bedford, and covered a mix of urban, suburban and rural areas, covered buy 

the postcodes MK40-MK45. Table 7-44, shows that of those who reported their 

postcode, 28% lived in the MK42 area, which covers central-south Bedford including 

the outlying Harrowden and Elstow districts. 26% were from the ccntral-north Bedford 

area MK41, and 18% from the significantly more rural MK43 area. 

Table 7-44 Percentage OfRespondents In Each Postcode Area (RoundedAnd Ordered By Size) 

MK 42 28 

MK 41 26 

MK 43 18 

MK 44 12 

MK 40 10 

MK 45 7 

Table 7-45, shows the results after having been re-coded into two categories; the 

urban/suburban and the rural. 
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Table 7-45 Cross Tabulation OfPercentage OfRespondents In UrhanlSuburbanAnd Rural Localities 
By Market Maven Category (Figures Rounded) 

Market Maven Category 

Locality Low Medium High 

Urban/Suburban 30 33 36 

Rural 37 32 32 

Chi-Squared was used to determine whether there was an association between the 

variables. The resulting value of 0.94 at 2 D. F., and a probability of p=0.62, 
established that there was no difference in geographic place of residence between the 
three market maven categories. The author was therefore unable to reject the null 
hypothesis; 

HO - There is no significant relationship between the geographical 
location of respondents and their market maven score. 

7.11 Importance of Sources of New Food Product Information 

Question 26 of the questionnaire, was intended to measure the level of importance 

respondents assigned to a series of sources of new food product information. This was 
to be used in a general sense to obtain an overview of current trends, but more 
specifically, to enable the author to test the following null hypothesis; 

HO - There is no significant relationship between the degree of 

importance assigned by respondents to a variety of potential sources 

of new food products information and their market maven score. 

In the first instance, aggregating the search activity measures into a single score, and 

correlating this with the market maven scale, resulted in a significant 0.40 (p< 0.001) 

correlation. Further investigation was therefore warranted. 
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Table 7-46 Comparing Means OfSearch Activity Measures By Market Maven Category (OrderedAnd 
Figures Rounded) 

Search Activity 
Measures 

Market Maven Categories 

Low Medium High x 

(12 D. F. )' 

Correlation With 
Market Maven 

Scale 

Free Samples 4.8 5.0 5.7 35 0.20 

Television 4.3 5.0 5.5 40 0.29 

Relatives/ Friends 4.1 4.9 5.1 44 0.24 

Browsing/ Shopping 3.9 4.6 5.1 44 0.28 

Miji-zinii 3.8 .. ......... . ..... .. 4.3 4.9 7", "42 . ......... .. 0.29 

Newspapers 3.5 4.0 4.5 39 0.27 

Radio 2.7'' "3.3 ..... .. 3'. 6' 34* 0.24" 

Salespeople 2.2 
'2'. 

9 
_3.4 

36, 
,031, 

N 124 127 130 

4p<0.001 "p<0.001 

Table 7-46, shows that of the eight categories, the responses to newspapers, radio and 

salespeople, had means of four or below (equal to or below the midpoint neither agree / 

disagree part of the measurement scale). Only free samples, television, relatives / 
friends and browsing / shopping had scores of over five (agree), on the seven point 

scale. For practical reporting reasons, a decision was made to concentrate upon these 

variables. 

7.11.1 Importance of Free Samples 

Before further meaningful statistical analysis could be carried out, the data needed to 
be re-coded from the original seven point rating scale, into a three point 
("unimportanf', "neither unimportant or important" and "important') scale. Table 747 

below, shows evidence of a significant relationship between respondents' degree of 
importance rating for free samples and the market maven categories. 
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Table 7-47 Cross Tabulation Of Percentage OfResponses To 'Free Samples'Search Activity Measure 
By Market Maven Category (Figures Rounded) 

Market Maven Categories 

Degree Of Low Medium High 
Importance 

Unimportant 49 37 15 

Neither Unimportant 36 32 32 
Or Important 

Important 27 33 40 

X2 = 20.3 (4 d. f) p<0.001 

Of those who considered free samples to be unimportant, 49% were in the "Low" 

market maven category and only 15% in the "High". At the other end of the scale, only 
27% of those considering them to be important, were in the "Low" market maven 

category, whilst 40% were in the "High". Chi-Squared statistics went on to confirm the 

existence of a difference in assigned degree of importance, between the three market 

maven categories. 

7.11.2 Importance of Television 

Table 7-48 Cross Tabulation Of Percentage Of Responses To "Television " Search Activity Measure By 
Market Maven Category (Figures Rounded) 

Market Maven Categories 

Degree Of Low Medium High 
Importance 

Unimportant 55 32 13 

Neither Unimportant 35 35 26 
Or Important 

Important 24 34 42 

X2 = 31.2 (4 d. f) p<0.001 
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Table 7-48, shows the degree of importance respondents placed upon television, as a 

source of new food product information. As with free samples, the largest percentage 

of respondents, who considered television unimportant in finding out about new food 

products, were in the "Low" market maven category. The largest percentage of those 

considering it to be important, were once again "High" market mavens. Chi-Squared 

statistics (X2 = 31.2 (4 d. f) p<0.001) confirmed these findings. 

7.11.3 Importance of ReIatives / Friends 

Table 7-49 shows Yet again, that importance rating seems to be closely linked to 

market maven category. The higher the market maven category, the more important 

they rated relatives and friends in finding out about new food items. 

Table 7-49 Cross Tabulation OfPercentage OfResponses To "Relatives I Friends" SearchActivity 
Measure By Market Maven Category (Figures Rounded) 

Market Maven Categories 

Degree Of Low Medium High 
Importance 

Unimportant 53 31 17 

Neither Unimportant 29 37 33 
Or Important 

Important 25 33 41 

X'= 26.3 (4 d. f) p<0.00 1 

7.11.4 Importance of Browsing / Shopping 

Table 7-50, shows the relationship between importance rating of browsing / shopping 

by market maven category. Once more, a significant percentage of those who 

considered browsing / shopping to be unimportant, were in the "Low" market maven 
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category. On the other hand the largest percentage of those who considered it 

important (45%), were in the "High" market maven category. Chi-Squared statistics 
(value 36.3,4 D. F., p< 0.001), confirm that the difference in reporting between the 

categories was significant. 

Table 7-50 Cross Tahulation OfPercentage Of Responses To "Browsing IShopping" Search Activity 
Measure By Market Maven Category (Figures Rounded) 

Market Maven Categories 

Degree Of Low Medium High 
Importance 

Unimportant 51 34 19 

Neither Unimportant 30 44 26 
Or Important 

Important 24 32 45 

X2 = 36.3 (4 d. f )p<0.001 

7.11.5 The Association Between Search Activity Measures and Market Maven 

Categories 

Having established that the three market maven categories did indeed rate the search 

activity measures differently, the Contingency Coefficient was used to test the strength 

and direction of the relationship. Initial impressions, suggested that those who 

responded positively to the four search activity measures, also tended to rate higher on 

the market maven scale. Table 7-51, shows that this was indeed the case. In all four 

instances, a significant relationship was confirmed. 
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Table 7-51 Testing For Strength OfAssociation Between Search Activity Measures And Market Maven 
Category (Rounded And Ordered By Size) 

Search Activity Measure Contingency Coefficient Significance 

Browsing/Shopping 0.30 P<0.001 

Television 0.28 p<0.001 
Relatives/Friends 0.25 p<0.001 

Free Samples 0.23 p<0.001 

7.11.6 Search Activity Measures Summary 

In overall terms, respondents rated free samples, television, relatives and friends and 
browsing / shopping, to be significantly more important to them as sources of new 
food product information, than magazines, newspapers, radio and salespeople. 

Irrespective of the overall view, those in the "High" market maven category 

consistently rated the search activity measures as more important than their "Medium" 

and "LoV' market maven counterparts. 

Of the eight measures, only those which had clearly positive mean scores (above five 

on the seven-point scale), were investigated further. In all four instances, the largest 

percentage of respondents who considered the sources "unimportant", were in the 

"LoW' market maven category. Conversely, the largest percentage of respondents who 

considered the sources to be "important", were in the "High" market maven category. 

In the author's opinion, for those in the "High" market maven category not to have 

considered all the sources of information as more important than other respondents, 

would have pointed to a degree of selectivity incompatible with Feick and Price's 

"generalist" description of the market maven. Such selectivity was not evident in this 
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study and therefore the notion of the market maven as a marketplace generalist, was 

upheld. 

Overall, these findings therefore made it possible to reject the negative hypothesis; 

HO - There is no significant relationship between the degree of 
importance assigned by respondents to a variety of potential sources 

of new food products information and their market maven score. 

7.12 Comparing Market Maven, Opinion Leader and Innovator Constructs 

In section 5.7, the author reported that Feick and Price (1987) had established the 
discriminant validity of the market maven measure, and that it was distinct from the 

measures of opinion leadership and early purchaser / innovator. Interrelationships 

between the three categories are also discussed, but only at the factor analysis level. 

There was no discussion on, for example, socio-demographic differences that existed 
between the groups. It is at this point in this study, having extensively reported the 

results of the market maven construct, that the author can begin to examine and 

compare the three constructs. 

Table 7-52 Market Maven, Opinion Leadership and innovator Correlation Coefficients 

Construct Opinion Leader Innovator 

Market Maven 0.34 (p< 0.001) 0.41 (p< 0.00 1) 

Opinion Leader 0.19 (p< 0.002) 

Table 7-52 shows that the correlations between the market maven, and both innovator 

and opinion leader constructs, are significant. The author thus submits, that (as 

maintained by Feick and Price 1987), whilst irrefutably related, they are separate and 
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distinct, the difference between the innovator and opinion leader construct, being 

particularly marked. 

Table 7-53, shows the results of a cross-tabulation of the three market maven 

subgroups with the opinion leadership subgroups. The Chi statistic confirms the 

association between the constructs, and at 0.29, the Contingency coefficient suggested 

a small but significant tendency for "High" market maven respondents to also be 

"High" opinion leaders. 

Table 7-53 Cross Tabulation Of Percentage OfMarket Maven In Corresponding Opinion Leader 
Categories (Figures Rounded) 

Market Maven Categories 

Opinion Leadership Low Medium High 
Categories 

Low 49 35 17 

Medium 30 37 36 

High 21 28 48 

X' = 26 (4 d. f. ) p<0.00 1 Contingency Coefficient = 0.29 p< 0.00 1 

A similar pattern of association between market maven and innovator categories, was 

apparent in Table 7-54. Again the Chi statistic confirms the association between the 

constructs. At 0.39, the Contingency coefficient suggested, that there is a small but 

significant tendency, for "High" market mavens to also be "High" innovators. 
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Table 7-54 Cross Tabulation OfPercentage Of Market Maven In Corresponding Innovator Categories 
(Figures Rounded) 

Market Maven Categories 

Innovator Categories Low Medium High 

Low 56 36 14 

Medium 26 40 27 

High 19 25 59 

X2 = 60 (4 d. f. ) p<0.00 1 Contingency Coefficient = 0.39 p< 0.00 1 

Having found a degree of interrelationship between the three categories, and having 

confirmed that clear differences (and relationships) exist, the author proceeded to 

examine whether there were any differences in key socio-demographic variables. Table 

7-55 compares these variables by "High" market maven, opinion leader and innovator 

categories. 

In overall terms, it showed that there was little difference between "High" market 

maven respondents and "High" innovator respondents, other than the fact that a 

significantly smaller percentage of "High" innovators were married. The differences 

between the "High" market maven, and the "High" opinion leader categories were 
however, somewhat more prominent. 
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Table 7-55 Comparing Demographic Characteristics Of The Market Maven, Opinion Leader and 
Innovator Constructs (Figures Rounded) 

Variable Market Maven 

Categories 

Opinion Leader Innovator 

Age 35-39 35-39 35-39 

Education 6h Form College 6* Form College 6' Form College 

Income f 15,000 -f 19,999 120,000 - E24,999 115,000 - 119,999 

Household Size 3.2 2.7 3.2 

Children Under 18 0.9 0.6 1.0 

Gender -% Female 82 63 79 

Marital Status -% 62 45 50 
Married 

Ethnicity -% White 89 91 86 

"High" Opinion leaders had higher average incomes, shared their home with fewer 

people, and had fewer children in the household, than their "High" market maven 
counterparts. In overall terms, whilst still in the majority, there were fewer female 

opinion leaders than males. And at 45% there were fewer married "High" opinion 
leaders than either of the other two categories. 

7.13 Ethnic Food Influencing Factor Results 

As mentioned in the literature review, the ethnic food industry had over the years 

enjoyed exponential growth rates in all segments, from the humble pizza, to taco 

sauces, through to oven ready meals. The reason for this growth was historically 

ascribed to four influencing factors. These were, increased international travel, the 

presence of ethnic minority groups, the influence of mass media (television and 

newspapers), and finally an increase in restaurant patronage. Little effort was made to 

measure the validity of these claims. 
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The author was advised during the course of his studies, that the obvious reason for 

this state of affairs, was the inability / difficulty of applying standard research 
techniques to the problem. Clearly a different approach was required. This was where 
the new market maven construct would (if substantiated), prove invaluable, as it was 

planned to employ the active information gathering and dissemination characteristics 

of the market maven, as a way in which to test the aforementioned factors. 

Firstly measuring the degree of agreement (or disagreement) of all respondents to a 

series of five statements, the null hypothesis; 

110 - The majority of respondents do not feel that their food 

consumption habits are influenced by international travel, ethnic 

minorities, television, restaurant patronage or the print media. 

would be tested. 

The market maven construct would then be used to measure the final hypothesis of the 

study; 

HO - There is no significant relationship between the respondent's 

responses to the statements regarding the influence of international 

travel, ethnic minorities, television, restaurant patronage or the print 

media and their market maven score. 

7.13.1 The Importance of Ethnic Food Influencing Factors 

Table 7-56 showed that of the ethnic food influencing factors measured in this study, a 

significant percentage of respondents (78% and 69% respectively), did not consider 

restaurant patronage and television programmes to be influential. In the case of ethnic 

minority friends and foreign travel, whilst the majority considered them to be 
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unimportant, a significant minority (31% and 36% respectively), considered them 

important. 

Tab Ie 7-56 Ethnic Food Influencing Factor Measure (016 Of Responses) By Level Of Importance 
(Figures Rounded) 

Influencing Factor Unimportant Neither Unimportant Important 
Measure Or Important 

Restaurants 78 12 10 

Television 69 13 18 
Programmes 

Ethnic Minority 59 10 31 
Friends 

Foreign Travel 53 11 36 

Print Media 44 22 34 

The least clear-cut result was that of the perceived influence of print media, where 

whilst 44% of respondents considered it unimportant, 22% remained undecided, and a 

sizeable 34% believed that it was an important source of information for new food 

recipes. 

Consequently, whilst the null hypothesis; 

HO -A significant majority of respondents do not feel that their food 

consumption habits are influenced by international travel, ethnic 

minorities, television, restaurant patronage or the print media. 

could not be rejected (given the previously set criteria for acceptance and rejection), in 

reality, the results were not as clear-cut as this may seem. 
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7.13.2 The ReIationship Between Market Maven Category and the Ethnic Food 
Influencing Factors 

To recap briefly, this study confirtned Feick and Price's thesis that market mavens 
were; 

"individuals who have information about many kinds of products, places 
to shop, and other facets of markets, and initiate discussions with 
consumers and respond to requests from consumers for market 

information" (Feick and Price 1987). 

In section 7.11, the information seeking characteristics of market mavens were 
discussed. The fact that respondents in the "High" market maven category, rated eight 

new food item information sources, as being consistently more important to them, than 
the other market maven categories, was significant. Of particular import here, was the 
fact that they were also the only category to record mean scores greater than 5 (agree 

on the seven point scale), for any of the eight sources. The author concluded from this, 

that "High" market mavens appreciated more than most, the importance of external 

sources of information. 

In section 7.13.1, the majority of respondents stated that none of the five ethnic food 

factors had influenced their food consumption habits. This was surprising, as the 
literature review showed that practitioners and academics alike, had for many years 

considered these factors as being the main agents in the diffusion of ethnic foods. The 

author felt, that given their active general marketplace information seeking and 

provision characteristics, market mavens could be used as a standard, against which to 

check these results. 

Following a similar pattern to that reported in section 7.11, mean "High" market 

maven scores for the ethnic food influencing factors, were consistently higher than 

those of the "Medium" and "LoW' categories (see Table 7-57). 
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Table 7-57 Comparing Means Of Ethnic FoodInfluencing Factors By Market Maven Category 
(Ordered, 4 nd Figures Rounded) 

Market Maven Categories 

Influencing Factor Low Medium High x2 Correlation With 
Measure Market Maven 

(12 D. F. )' Scale 

Foreign Travel 2.6 3.3 4.2 44 0.32 

Ethnic Minority Friends 2.4 3.1 3.9 50 0.31 

Television Programmes 2.0 2.3 3.7 76 0.42 

Restaurants 1.7 2.1 2.8 56 0.36 

Print Media 3.1 3.6 4.6 53 0.31 

N 124 127 130 

ap<0.001 bp<0.001 

However on this occasion, not even the "High" market maven category agreed with 
any of the food influencing factor statements (none being rated at 5 or above). It was 
clear, that further examination of each individual influencing factor was necessary, 
before considering the null hypothesis. 

By re-coding the data, it was possible to study which of the three market maven 

categories agreed most with each of the influencing factor statements (see Table 7-58). 

In almost all cases, the proportion of those agreeing, rose significantly from the "LoW' 

to the "High" market maven category. For example, only 14% of "Low" market maven 

respondents stated that they now regularly prepare dishes that they first saw on a 
television programme, as opposed to 68% of the "High" maven category. Similarly, 

only 22% of the "Mcdiumý' market maven category eat in restaurants, because they 

provide them with ideas for meals which they then prepare at home, compared to 56% 

of the "High" market maven category. In all cases, Chi-Squared results showed these 

differences to be statistically significant and Contingency coefficient results, also 

established that "High" market mavens believed that their food consumption had 

indeed been influenced by external factors. 
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Table 7-58 Distribution Of "Agree" Responses To The Ethnic Food Influencing Factor Measure By 
Each Market Maven Category (Figures Rounded) 

Market Maven Categories 

Influencing Factor Low Medium High x2 Contingency 
Measure Coefficient 

Television 14 18 68 62 0.38 
Programmes 

Restaurants 22 22 56 25 0.25 

Ethnic Minority 21 27 52 37 0.32 
Friends 

Print Media 21 28 51 33 0.29 

Foreign Travel 20 31 49 29 0.28 

ap<0.001 1p<0.001 

Whilst strictly speaking, it was not possible to reject the null hypotheses; 

HO - There is no significant relationship between the respondent's 

responses to the statements regarding the influence of international 

travel, ethnic minorities, television, restaurant patronage or the print 

media and their market maven score. 

these results had shown that "High " market maven respondents, were consistently 

more likely to believe that such factors had influenced their food consumption habits. 

This was in agreement with the findings of earlier market maven studies (Elliott and 
Warfield 1993; Williams and Slama 1995; Price et al. 1995), and suggested (at least 

where food consumption was concerned), that market mavens possess a heightened 

awareness of those factors which had influenced them to adopt new products. Clearly, 

given the preliminary nature of this finding, this apparently new market maven trait, 

demands finther investigation. 
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7.13.3 Summary of Market Maven Versus Influencing Factor Results 

This part of the study, further supports the findings of Feick and Price (1987), which 

state that market mavens consistently exhibit a heightened awareness of general 

marketplace information. It has also proved, that those in the "High" market maven 

category, consistently rated a wide variety of information sources higher in importance, 

than those in the "Medium" and "Low" market maven categories. This underlined the 

author's belief, that market mavens not only absorb and retain more information than 

others, but are also significantly more proactive (being in the marketplace rather than 
for example just reading about it), and are willing recipients of a wide variety of 
information. 

These results also lead the author to believe, that the level of involvement of the 

particular media carrying the influencing factor, is an important / influential issue 

which merits further future investigation. For example, in this study, where respondent 
involvement with the media is low (such as television), the relative differences 

between the market maven categories were small and lacked significant trends. On the 

other hand where involvement was significantly higher (e. g. magazines / newspapers), 

the less market maven the respondent, the less they tended to agree with the statement. 
Restaurant patronage, exhibited the most clear-cut of all the results in this respect. 
Whilst the author considers it to be a high involvement activity, in that one participates 
in a series of deliberate decision-making processes (for example choosing the 

restaurant, the food and drink). The level of perceived personal importance and interest 

evoked by the situation, is (in the author's opinion), more likely to be ccntred upon the 

person they are having the meal with, rather than on the stimulus provided by the 

ambience, or indeed the novelty value of the food or drink. Unless the respondent 
happened to be a food writer or reviewer (where risk reduction is clearly not an issue), 

the most common concern voiced by respondents, was that of selecting "the wrong 
dish" in the company of others. A risk which many respondents said they avoided, by 

taking their guests to restaurants which were already well-known to them, and once 
there, ordering familiar, tried and tested dishes. 
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8. Summary And Conclusions 

This work was based upon a self-funded, part-time study, of consumer behaviour and 
it's effect upon the diffusion of innovations. Employing a hypothetico-deductive 

approach, it revolved around a detailed study of Feick and Price's (1987) market 

maven construct, together with an associated investigation into ethnic food difflusion 

influencing factors. 

A replication study approach, enabled the author to firstly test the market maven 

construct, and then compare the findings with those of the original Feick and Price 

(1987) study. Demographic / classification data was analysed, with a view to 

identifying key market mavenattributes. Similarities and differences between the three 

market maven categories, were then examined. The study concluded with an 
investigation into the diffusion of ethnic foods, and the part that increased international 

travel, ethnic minorities, mass communications and restaurant patronage, played in 

their growth and popularisation. The findings have implications for both market maven 

and ethnic food diffusion research. 

8.1 Replication / Comparative Study Issues 

This study was conducted in and around the county town of Bedford, England. It 

covered both urban, suburban and rural areas. A questionnaire was administered by 

telephone. A total of 400 respondents were interviewed. 

8.1.1 Comparing General Demographic Results 

The demographic profile of the sample was broadly representative of the population 

under investigation. There were however, some notable differences. The first 

concerned the proportion of males versus females in the sample. As in the Rick and 
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Price study, females outnumbered males by a ratio of approximately 2: 1. This differed 

markedly from the 1991 census findings, where equal numbers of males and females 

were reported. The fact that both surveys' opening statements included a reference to 

shopping patterns, was felt to have been particularly influential. Weighting for gender 

produced no significant results. For replication study reasons, unweighted results were 

reported. 

The second notable difference concerned respondent age. The sampling frame 

excluded respondents aged under 18. The age profile was therefore expected to diverge 

from the norm. Results showed that the sample was significantly skewed in favour of 
those aged under 45. Whilst weighting for gender produced no significant differences 

in the results, weighting for age did, and was therefore employed to correct the 
imbalance. 

An initial comparison of the marital status classification results, led the author to 

assume that single respondents were over-represented. On closer examination, much of 
the variance could be explained by the fact that the 1991 census, did not have 

individual classifications for separated and cohabiting respondents. If these 

respondents were combined with those who were single, the difference was not nearly 

so anomalous. 

The fourth notable difference between the sample population and the 1991 census, 

concerned the significant under-representation of single person households. This was 

primarily due to the survey's concentration upon private residential areas. Persons in 

hospitals, sheltered housing and bed-sit accommodation for example, would not have 

been included in this study. Tbese, and many other places where single occupancy 

would have been the norm, would have been included in the census. Weighting did not 

significantly alter the results, and was not therefore employed. 
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Given the degree of ethnic diversity present in the sampling area, it was important for 

the sample to include a representative number of ethnic minority respondents. By far 

the biggest percentage of respondents were "white". Nevertheless, a combination of 
telephone interviewing, and the use of experienced interviewers, resulted in more than 

satisfactory ethnic minority participation. 

On the whole, the author concluded from this part of the study, that preparatory work 

on population definition, sample design and size, had resulted in a broadly 

representative sample of the population of interest. A systematic approach to data 

collection and the use of the telephone survey, was also felt to have directly 

contributed to a very low (3%), non-completion rate. However recent developments, 

such the increase in ex-directory subscribers, deregulation, and the growth of cable and 

cellular telephone communication services, are likely to make this method far less 

convenient (or indeed reliable), in the future. 

8.1.2 Market Maven Scale and Construct Validity Result Comparisons 

This section covers market maven scale and construct validity issues. It sununarises 
key factors and compares the results with those reported in Feick and Price (1987). 

The mean market maven scale score for this study, was significantly lower than that 

reported in Feick and Price (1987). The author concluded that the measures used to 

compile the scale, could be influenced by cultural differences. For example, a 

cornerstone of the concept of a market maven, includes provision of information to 

others. In this study, many respondents who said that they knew a great deal about a 

particular product, typically downplayed the influence they had on others. This would 
have had a direct, and depressive effect, upon their market maven scale score. This 

particular behaviour was not noted by Feick and Price (1987). 
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Factor analysis was used to test for construct validity. Applying it to the market maven 

and opinion leadership measures, resulted in a three factor solution. Factor one being 

the market maven factor, factor two an opinion leadership factor and factor three a lack 

of perceived personal influence factor. This result was different from that reported by 

Feick and Price (1987). In their study, only two factors (market maven and opinion 
leadership), were reported. 

Further investigation into the relationship between the market maven, opinion 
leadership and innovator scales, found a high degree of positive correlation between 

the three measures. The distinction between the constructs, was therefore not as 

marked as in Feick and Price (1987). This cast doubt upon the implied notion, that a 

respondent who states that they are very knowledgeable about a particular product, 

cannot possibly be knowledgeable about a wide variety of other products. 

Despite differences in degree of correlation between measures, and the apparent 
influence of cultural norms, this study had clearly identified the two main elements of 

primary interest, the market maven and opinion leader categories. Factor analysis 

confirmed the validity and stability of the measurement devices used by Feick and 
Price (1987), and most notably, they confirmed the presence of similar patterns of 
behaviour in a UK context. 
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8.1.3 The Key Market Maven Attributes 

In this section, the key market maven attributes will be discussed and compared to 
Feick and Price (1987). 

Feick and Price (1987), stated that the first fundamental attribute of a market maven, 

was the possession of general marketplace information. Early awareness of a variety of 

product categories and brands, were the key measures used to test for this. Apart from 

slight variations in mean scores and correlation coefficients, the results of this study 

were broadly similar. 

Amongst the brands used to measure early awareness, Feick and Price (1987) included 

a non-existent "brand". Although not explicitly stated, it was clearly used to ascertain 

whether respondents (knowingly or unknowingly), had a tendency to inflate new 

product awareness. Direct comparisons could not be made between the studies, as 
Feick and Price did not report their results. This study however, found that the higher 

their market maven score, the more they tended to report awareness of the fictitious 

brand. A result with potentially serious implications, further investigations are clearly 

necessary in order to assess market maven reliability. 

Feick and Price (1987), considered the provision of market information to others, as 

central to the market maven construct. Whilst the correlation between the information 

provision measure and the market maven scale was marginally stronger than that 

reported in Feick and Price (1987), the mean scores were significantly lower. 

Supporting the earlier construct validity findings, these results confirm that, in Feick 

and Price (1987) terms, UK respondents consistently undervalued their ability to 

influence others. 
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Feick and Price (1987), also posited that market mavens should "demonstrate higher 

levels of general market information seeking than other consumers". The first measure 
of this behaviour was the reported readership of the US "Consumer Reports" 

publication. Here, "Which Magazine" was substituted for the US title. In this survey, 
the percentage of respondents who were regular readers was small. Feick and Price 

(1987) did not report general readership levels, so it was not possible to make direct 

comparisons. In this study however, "High" market mavens were less likely be regular 

readers, than respondents in the other two categories. This was the opposite of that 

reported by Feick and Price (1987). Given the uncharacteristic nature of the result, the 

author concluded that the measure had not converted well into a UK setting. Further 

work was patently required, before its efficacy, as a measure of information seeking, 

could be established. 

The second information seeking measure, involved the importance rating of various 

sources of new food product information. In this instance, the results for the two 

studies were broadly similar; the higher the market maven score, the more importance 

respondents assigned to the various sources. Transforming / summarising the search 

activity data into a single aggregate measure, enabled the author to further explore the 

relationship between it, and the market maven construct. Correlation statistics reported 

a significant positive relationship. Again, as a respondent's market maven score 
increased, so did their rating (in terms of importance), of a variety of new product 
information sources. Whilst initially this seemed a satisfactory outcome, the author 

questions whether this measure is actually gauging search activity. A respondent may 

consider magazines to be very important in finding out about new food products, but 

can one assume importance equals search? In the author's opinion, a statement such as 
"I buy magazines regularly, because they provide me with a constant source of new 
food product information", would have lead to an improvement in face validity. 
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Finally, according to Feick and Price (1987), market mavens would typically "give 

greater attention to the marketplace through greater coupon usage, enjoyment of 

shopping and attention to advertising". As in the earlier study, the higher the market 

maven score, the less negative were their responses to the measure. Combining the 

questions into a single marketplace attentiveness measure, enabled further analysis to 

be carried out. This revealed a relatively strong correlation between the marketplace 

attentiveness measure and the market maven scale. 

8.1.4 Market Maven Categories - Contrasting Demographic Characteristics 

The demographic profile of the three market maven categories, varied little between 

the two studies. There were noticeable differences in age, education, household 

income, and ethnicity. The remaining three measures; household size, number of 

children under 18, and marital status results (whilst exhibiting some variance), were 
broadly similar to those reported in Feick and Price (1987). These results are broadly 

in line with the findings of previous information seeker studies. The author therefore 

concludes that demographic characteristics arc clearly not cffective in classifying or 
identifying market mavens. 

8.1.5 Examining Market Maven Personality 

Given the current inability to classify market mavens using demographic variables, the 

author re-examined past studies, and (together with the results of this research), 
investigated the relationship between the market maven construct and personality 

types. As this study was not developed with this specific analysis in mind, it is far from 

exhaustive, and the results of this examination should be viewed as purely indicative. 

Personality is considered to be a sturdy and resilient concept, which enables us to 

predict and understand complex human behaviour (Briggs-Myers 1980; McCroskey 

and Daly 1987; Phares 1991; Hjelle and Zeigler 1992; Carver and Scheier 1992). 
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Others, however, question its predictive powers, arguing that; a) people do not always 
behave in a consistent manner when faced with different situations; and b) that some 
individuals personalities are far from stable (Mischel 1968; Aronoff and Wilson 1985). 

Of the differing perspectives in personality theory including; psychodynamic, ego 

psychology, dispositional, leaming-behavioural, social cognitive, cognitive, humanistic 

and phenomenological perspectives (Hjelle and Zeigler 1992), the one that appears 

most appropriate in this context, is the dispositional perspective. 

Traits, needs and motives are the three dispositions said to help direct and energise 
behaviour (Phares 1991). Eysenck's theory of personality types (Eysenck 1947,1952, 

1953,1970), developed from the work on trait theory originally started by Allport 

(1937) and Cattell (1946). 

Eysenck (1947) concluded that there were two fundamental dimensions of 

personalities; a) introversion-extroversion; and b) stability-instability. Eysenck (1947) 

posited that these two dimensions were responsible for the major portion of human 

behaviour, and whilst introverts were generally more oriented to internal stimuli (their 

own reactions, thoughts and moods), and were subsequently more likely to be shy, 

self-controlled and preoccupied, extroverts were more likely to be ebullient, sociable 
individuals, often given to bouts of impulsive behaviour. Mischel (1968) had initially 

been highly critical of Eysenck's work, believing that the concept of personality traits 

as "broad predispositions" was untenable, and that a person's behaviour is controlled 

not by stable traits, but by the special characteristics in which the person functions 

(Mischel 1968). However, this highly dismissive stance was soon abandoned (Mischel 

1973), with later studies (Bowers 1973; Bern and Allen 1974; Snyder and Kendzierski 

1982; Epstein and O'Brien 1985; Kenrick and Funder 1988; Carson 1989; Block 

1989), providing strong support for the trait position. 
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Figure 8-1 Eysenck's Dimensions ofPersonality: Introversion - Extroversion and Stability - An Analysis 
of Market Maven Personality 
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Figure 8-1 shows the position of typical market maven behaviour, when superimposed 

upon Eysenck's (1965) graphical representation of the two fundamental dimensions. it 

is immediately evident, that there appears to be no one, dominant, market maven 

personality trait. 

To date, market mavens have not been found to possess unstable introvert tendencies. 

A number of factors did however, suggest that market mavens had stable introverted 

personalities given their propensity to; a) budget carefully (Price et al. 1988); b) 

carefully evaluate retail outlets and brands (Williams and Slama 1995); c) value the 

functional quality of products over more emotional / less substantive criteria (Williams 
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and Slama 1995); and d) remain in control, not giving in to impulsive behaviour (Price 

et al. 1988; Williams and Slama 1995). 

Other factors suggested that market mavens had an unstable extrovert personality, 

given their; a) increased disposition to complain, and hold grudges for many years 
(Slama et al. 1993); b) active participation in the marketplace (Feick and Price 1987); 

c) over-optimistic estimation of their own product knowledge (see 7.6.3). 

Finally, iýarket maven altruistic market helping and information provision behaviour 

(Price et al. 1995), seems indicative of a stable extrovert Personality. 

As with the earlier attempt to classify market mavens using demographic techniques, 

this analysis of their personality types has proved to be somewhat inconclusive. Whilst 

being altruistic, providing others with information, and being active in the marketplace 

suggests a degree of extroversion in keeping with the main tenets of the construct. And 

a lack of impulsiveness, careful budgeting, valuing product functionality over 

emotional criteria and careful evaluation of both retail outlets and brands, underpins 

the role of thoughtful / credible information provider, the over-estimation of product 
knowledge and (most significantly), an increased tendency to complain and hold 

grudges over a long period of time suggest a touchy / restless side to their character, 

somewhat at odds with what appears to be a rather genial nature. 

8.2 Hypothesis Results 

As well as comparing the findings of this study with Feick and Price (1987), the author 
formulated and then tested a number of hypotheses. The following section summarises 

the findings. 
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8.2.1 Demographic / Classification Findings 

This study underlined the fact that demographic / classification data is not an effective 

method of identifying market mavens. Of the measures employed, a significant 

relationship was found between age, gender, country of birth and ethnic background. 

No significant relationship was found between the market maven scale and 

employment status, marital status, household size, education, income or geographical 
location. Contrary to the findings of Feick and Price (1987, in this study, a young 
"white" female, born in England, was more likely to be a market maven, than any other 

member of the population. 

8.2.2 Market Maven Search Activity Behaviour 

In this part of the study, respondents were asked to rate how important free samples, 

magazines, newspapers, radio, television, salespeople, relatives / friends and browsing 

/ shopping, were to them, in finding out about new food products. Initial analysis, 

reported a significant positive correlation between the aggregated search activity 

measure and the market maven scale. Detailed investigation found that irrespective of 

market maven category, magazines, newspapers, radio and salespeople, were 
(universally), considered unimportant. On the other hand, not only were free samples, 

television, relatives / friends and browsing / shopping, considered important, their 

importance rating increased consistently in relation to their market maven score. Chi- 

Squared statistics confirmed that there was indeed a difference in level of importance 

expressed by the three market maven categories. Contingency Coefficient results 

confirmed that the higher a respondent's market maven score, the more importance 

they tended to place upon the search activity measure. The null hypothesis was 

therefore rejected. 

As mentioned earlier in this chapter, the author questions whether or not the ranking in 

importance of a series of sources of information, actually measures search activity. 

Measuring the degree of agreement to a statement such as "I always try free samples 
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because they are a good way of evaluating new products", would have been more 

valid. However a replication study methodology prohibited major alterations of this 
kind. 

8.2.3 Comparing the Market Maven, Opinion Leader and Innovator Constructs 

This study also investigated the relationship between market maven, opinion leader and 
innovator constructs. The results largely supported the construct validity findings. 

There were modest but significant correlations between the market maven and opinion 
leadership scales and the same was true for the market maven and innovator constructs. 
The association between the opinion leader and innovator scale at 0.19, was however, 

significantly weaker. 

A comparison of demographic data relating to "High" market maven respondents and 
"High" innovator respondents, revealed only minor differences. The main one being 

that significantly fewer "High" innovators were married. The differences between the 

"High" market maven, and the "High" opinion leader category, were more marked. 
Thus, the majority of "High" Opinion leaders were single, had higher average incomes, 

shared their home with fewer people, and had fewer children in the household, than 

their "High" market maven counterparts. Although still in the majority, far fewer 

opinion leaders, were female. 

8.2.4 Ethnic Food Influencing Factors Issues 

Initial analyses, found that the overwhelming majority of respondents did not feel that 

their food consumption habits had been influenced by international travel, ethnic 

minority friends, television programmes, the print media or restaurant patronage. This 

result was somewhat surprising, as many commentators on the subject considered the 

above-mentioned factors had been fundamental in the diffusion of food products 

world-wide. Before accepting these results, the author used the market maven construct 

to test their reliability. Further analysis, showed that despite the fact that the "High" 

Cranfield University Silsoe College CF De Vita 1997 



202 

market maven mean scores, were consistently higher than those of the other two 

market maven categories, even these respondents did not believe that their food 

consumption patterns had been affected by the food influencing factors. 

Examining in more detail the relationship between the market maven construct and 
their food influencing factor responses, showed that there were distinct differences 

between the three categories. "High" market mavens, were found to be consistently 

more likely to agree with the statements, than their "Medium" or "Low" market maven 

counterparts. 

8.3 Conclusions 

The study of communications across groups, has traditionally been closely associated 

with the diffusion of innovations process. The link between diffusion research and 

word-of-mouth communication, is also well established. The role that innovators and 

opinion leaders play in the diffusion of innovations, is equally well understood. Feick 

and Price's (1987) new market maven construct, was however, virtually unknown. 

8.3.1 The Research Contribution 

During the 1980's researchers had identified consumers who appeared to be 

particularly interested in marketplace issues (Raju 1980; Thorelli and Engledow 1980; 

Slama and Tashchian 1985). Together with opinion leaders and innovators, these were 

said to be active "information seekers" Thorelli and Engledow (1980). Feick and 

Price's market maven, was clearly a closely related construct. 

Prior to this work, no-one had attempted to replicate Feick and Price's original 1987 

market maven study. Subsequent studies, focused upon further investigating market 

maven behaviour (Slama and Williams 1991; Schnieder and Rogers 1993; Slarna et al. 
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1993; Williams and Slama 1995; Abratt et al. 1995; Price, Feick and Guskey 1995). In 

all cases, the construct and it's associated research underpinnings, remained largely 

untested and therefore unchallenged. To the author, it seemed that the search for 

marketing applications had been far more important, than that of developing a more 

complete understanding of the construct. As this study developed, it became 

(primarily), an attempt to redress the balance. 

Borrowing much from Rogers and Cartano's opinion leadership scales (Rogers and 
Cartano 1962), the author expected Feick and Price's market maven scale, to be 

relatively robust. Whilst other studies did little more than report Cronbach's Alpha 

scores for internal consistency, both construct and discriminant validity tests carried 

out here, confirmed this. 

However, conflicting with Feick and Price's (1987) earlier findings, this study found 

that the distinction between market maven, opinion leader and innovator constructs 

was not as marked. The degree of correlation between these two measures and the 

market maven scale, was much stronger than reported in any previous study. This 

questioned for the first time, the unwritten premise, that a respondent who rated highly 

on one scale, could not possibly rate highly on any other. The concept of mutual 

exclusivity was challenged. 

The decision to concentrate in this study, on a far more defined segment of the UK 

food market, resulted in a far greater variance amongst innovativeness measure results. 
By focusing on the pasta based products and sauces sector, the author was able to 

demonstrate for the first time, that there was a significant relationship between a 

respondent's market maven category and their new product awareness. Tbus, the more 

market maven the respondent, the more aware they were of a particular product and 

vice-versa. 
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This research broadly supported the Feick and Price (1987) view, that market mavens 
demonstrate higher levels of general market information seeking than other consumers. 
However, whilst the results of general market information seeking behaviour were 
comparable, readership of "Which Magazine", was much lower amongst UK 

respondents. In complete contrast to Feick and Price's results, further analysis found 

that the higher the market maven category, the less likely the respondent was to read 
the magazine. The author concluded that specific magazine readership, was an 
inherently unreliable, and therefore inappropriate measure of information-seeking 

behaviour. 

In common with opinion leadership research, to date, none of the market maven studies 
have yet been able to classify a "typical" market maven. This study was no different. 

The author concluded that demographic / socio-economic measures were of no 

practical use in predicting a respondent's market maven category. In a similar vein, this 

study found that geographic location did not affect a respondent's market maven score. 
Market mavens were equally present in rural, suburban and urban locations. 

Significantly, (as with the majority of opinion leadership studies), both this and other 

market maven related studies carried out since Feick and Price (1987), showed that 

there was nothing to be gained from the use of expensive large-scale nation-wide 

studies. Market mavens were found to be present in significant numbers even in 

relatively small populations. 

8.3.2 Market Mavens Scale and Construct Issues 

Feick and Price's over-reliance upon a rating scale almost entirely based upon self- 

perception, has been criticised before (Williams and Slama 1995). The main weakness, 

was considered to be that some people could rate themselves as more or less influential 

than they actually were. An associated, but significantly more worrying finding to 

Cranfield University Silsoe College CF De Vita 1997 



205 

come out of this study, was that the more market maven-like the respondent, the more 
likely he / she was to report awareness of a non-existent product. To have concluded at 
this point that market mavens knowingly lie, would have been premature. There was 
however clear evidence, that there was a tendency to over-estimate their product 
knowledge. Of fundamental concern, this issue clearly requires further investigation. 

To dismiss it at this stage as an aberration, would in the author's opinion be unwise. It 

could (in extremis), lead to valuable research and commercial resources being wasted 

on what may in fact be a potentially unreliable (and therefore ineffective), marketplace 
influencer. 

The trichotornization process, used to categorise market mavens into "Low", 

"Medium" and "HigW' groups, was also (in the author's opinion), inherently flawed. 

Based upon the number of respondents in a survey, the method employed guaranteed 
(irrespective of their market maven scale item scores), that approximately one third of 

all respondents would fall into the "High" market maven category. If future market 

maven researchers insist on trichotornization, this should be applied to the 

measurement scale, with for example "Low" market mavens scoring between 6 and 18, 

"Medium" market mavens scoring between 19 and 29 and "High" market mavens 30 

and above. The author however, questions the whole concept of "Medium" and "Low" 

market maven respondents, and in an attempt to focus upon the real protagonists, 

recommends that only those respondents who scored 5 and above (on each of the six 

market maven scale items), be considered market mavens. 

To date, the author is alone in criticising the way in which Feick and Price (1987) 

interpreted their results. In particular, it was difficult to accept Feick and Price's 

assertion, that a score which differs across categories "in the expected direction", can 

reliably confirm or reject the behaviour being measured. In the author's opinion, 
irrespective of the degree of negativity, a "less negative" mean score should not be 

interpreted as being more positive. 
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8-3.3 Market Mavens - Credible Sources of Marketplace Information 

This study has shown beyond doubt that the market mavens are one of the most 

receptive audiences for general marketplace information. An active participant in the 

general marketplace information gathering and disseminating process, they are 
considered to have high levels of source credibility, and also to be impartial. Thus, 
information targeted at this individual, is highly likely to be further disseminated 

throughout the wider community. 

Likened by the author to the well thumbed magazine which reappears in many 
locations (usually ending it's life in a waiting room of some description), the 
information held by the market maven can similarly be accessed on many occasions. 
Importantly, this study has also confirmed that other members of the "community" can 

readily identify these "information sponges", which they can metaphorically squeeze in 

order to obtain a wide variety of information. 

8.3.4 Ethnic Food Influencing Factor Measures 

Prior to this work, international travel, ethnic minorities, restaurant patronage and the 

mass media, were believed to have been influential in the diffusion of ethnic foods. 

There was however, little incontrovertible evidence to support this view. In this study, 

respondents were asked to agree or disagree with a number of statements, which were 
designed to measure whether their individual food consumption patterns, had been 

affected by the above-mentioned influencing factors. The results showed that contrary 

to earlier beliefs, none of the factors were considered influential. Whilst accepting the 

preliminary nature of this study, these results cast doubt upon previous thinking, and 

underline the necessity for further investigative work. One way forward, may be to 
follow Gatignon and Robertson's (1985) suggestion, and apply a causal model (based 

upon their modified model of the diffusion process which adds marketing and 
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competitive action dimensions to Rogers' (1983), innovation, personal / opinion 
leadership, adoption, innovator and social system factors), to the problem of 
understanding ethnic food diffusion. 

8.4 Limitations and Criticisms 

In addition to the methodological limitations already identified in section 2.4, in this 

section the author outlines a number of others which are associated with the results 
section of this study. 

Lawrence Feick and Linda Price provided copies of the original questionnaire used in 

Feick and Price (1987), and without their assistance a replication / comparative study 

approach, would have been out of the question. It was however, difficult to determine 

from the questionnaire, what a particular question was trying to measure and therefore 

which scale it was related to. The process of identification, required the author to 

compare these questions with those used in previous consumer behaviour, opinion 
leadership, and diff-usion of innovation studies. Because in some cases those used in 

Feick and Price (1987), had been worded slightly differently to those used in previous 
investigations, the author was forced to make a number of informed assumptions. 
Overall, a process which was clearly far from ideal. 

The author could be criticised for having stuck too rigidly to the original Feick and 
Price (1987) study. For example, much of the re-coding which had to be carried out at 
the analysis stage could have been avoided, if three-point scales had been used, rather 

than the seven-point employed by Feick and Price (1987). In a similar vein, a better 

understanding of both UK consumer publication readership and coupon use in grocery 

shopping, should also have led to the author rejecting these very "American" measures 
in favour of more suitable ones. In hindsight, ascertaining the role and importance of 
television programmes dedicated to consumer issues such as "Watchdog", and 
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respondents' participation in customer loyalty schemes, may have proved much more 

revealing. 

There are concerns regarding the practice of deriving conclusions about behaviour 

based entirely on surveys (Cohen 1979; Daneke 1979). Memory distortion due to the 

passage of time, selectivity and the effects of an (often) artificial setting were said to 

significantly affect the quality of the data (Frankfort-Nachmias and Nachmias 1996). 

To avoid such problems Denzin (1989) championed the "more natural" technique of 

observation rather than the "artificial" interview. Fiske (1986) and Baron and Bronfen 

(1994) suggested that (when resources permitted), triangulation - using a variety of 
data gathering techniques - can help to minimise the degree of specificity of certain 

methods to particular bodies of knowledge. In hindsight, this study would have 

benefited from an additional observational / qualitative research element. 

Criticism could also be directed at the method used to test market mavens' propensity 

to exaggerate product awareness. Despite what seemed rather conclusive evidence, the 

possibility of respondents making genuine mistakes when asked whether they had 

heard of a seemingly plausible product, was not taken into account. Given the 

importance of source credibility, if word-of-mouth communications are to be believed, 

the author should ideally have used a number of additional measures to further 

investigate this point. 

In this study, the degree of correlation between market maven, opinion leader and 

innovator scales were much greater than that reported in Feick and Price (1987). There 

were many instances, where the same respondent could be classed as both a market 

maven and an opinion leader. In some cases, the respondent could be classed as all 

three. The author did not anticipate this outcome, and as a result was not able to further 

investigate these particular results. 
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Finally, as the survey was conducted within a relatively small geographic area, it was 

not possible to test for differences in market mavenness across the UK. Whilst the 

results proved that within the survey area, location had no effect upon market maven 

score, the author could not be certain that this holds true throughout the country. 

Further research therefore is needed, in order to validate these preliminary findings. 

8.5 The Managerial Implications of the Research 

New Product diffusion is accelerated, by targeting marketing communications about 

new products, to consuniers who buy early and who can influence others to purchase 

(Kotler and Zaltman 1976; Feick and Price 1987). Opinion leaders, innovators and 

early adopters have traditionally been sought out as targets, because they are believed 

to been amongst the first to adopt innovations. As they have been shown to engage 

others in product-related conversations, they are also considered to be particularly 

effective in influencing adoption via word-of-mouth. However, the fact that they 

almost always "promote" products which they have personally purchased , tends to 

diminish their source credibility (Bloch and Richins 1983; Chan and Misra 1990). 

In 1987, Feick and Price claimed the existence of a new type of information seeker. 

Named the market maven, it was said to; a) demonstrate higher levels of general 

market information seeking than other consumers; b) absorb information from a wide 

variety of sources,; c) be recognised by other members of the social system; and d) 

enjoy providing others with product information. Importantly, market mavens did not 

necessarily have to adopt a product to be considered by others as knowledgeable about 

it. This was considered a positive factor, which had the effect of increasing their 

credibility in the eyes of others. Most importantly, they were found not to behave in 

the same way as opinion leaders, who often acted as gatekeepers, being selective in 

what information they passed on to others (Spence 1994). 
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The fact that market mavens have been shown to be more proactive, have wider 
interests, and be less likely to knowingly withhold information than opinion leaders or 
innovators, makes them ideal targets for general marketing communications 

campaigns. Their (characteristically), eclectic range of interests, coupled with the fact 

that they have often not adopted the product, means that they both absorb, and then 

pass on to others, many marketing communications messages which are often 
immediately discarded by other consumers. Market mavens are (for example), less 

likely to selectively ignore messages because of past attitudes, experiences or beliefs 

(because the information they have, tends not to be based upon personal product 

adoption or use), and as a result, should be less influenced by them. Similarly, message 

rejection (due to a consumer's lack of immediate need), is also minimised by targeting 

market mavens, as their information gathering behaviour, is not influenced by personal 

need (Feick and Price 1987). 

8.5.1 Using Market Mavens to Communicate Changes in the Marketing Mix 

This study confirmed that market mavens; a) like introducing new products to their 
friends; b) provide them with information about specific products; c) tell them where 

specific products can be purchased; and c) know where to get the best value for money. 
Because opinion leaders, innovators and early adopters tend to be most interested in 

new (rather than modified) products, marketing communications practitioners should 

consider targeting market mavens when trying to communicate general messages about 

marketing mix changes to existing products. 

Market mavens have been shown to be particularly interested in general marketplace 
issues, such as price promotions, changes in distribution channels, or even the addition 

of new product features. Using the retail sector as an example, this behaviour makes 
them ideal targets for information on changes in opening hours, product line extensions 

Cranfield University Silsoe College CF De Vita 1997 



211 

and special offers. Confirmed as being particularly attentive to, and (most importantly), 

active in the marketplace, there are a variety of ways in which marketing information 

(such as leaflets, posters, point-of-sale material and in-store announcements), could be 

channelled through them, on to the majority of less attentive consumers. 

8.5.2 New Food Product Adoption - Influencing Factors 

As outlined in the literature review, the ethnic food market's share of total UK food 

sales, has grown exponentially, particularly over the last two decades. However, the 

underlying reasons for this relatively recent growth in popularity, were not clear. So 

far, attempts to investigate this phenomenon have been rather limited (Paulson-Box 

and Williamson 1990). This study, found that manufacturers and retailers alike, were 

convinced that four main factors; 1) international travel 2) mass communication 3) 

ethnic minorities, and 4) restaurant patronage, were particularly influential in the 

diffusion of ethnic foods. However, the findings of this study, suggest that the issue is 

not nearly as clear-cut as previously thought, and thus requires further investigation. 

Here, respondents did not find foods they first encountered on foreign travels, had now 
become a regular part of their day-to-day diet. An ever-widening choice of affordable 
destinations, may further erode what (apparently) little influence this factor currently 
has. The author therefore believes that resources currently spent by manufacturers and 

retailers, on charting international travel trends (in the belief that they can predict the 

provenance of the next big ethnic food fashion), are largely being wasted and could 

probably be better spent elsewhere. 

Similarly, ethnic minority friends were not considered by respondents, to be a good 

source of new culinary ideas. Irrespective of the underlying reasons for this result, the 

author believes that being both highly critical and unlikely adopters of a product aimed 

at the indigenous market, ethnic minorities are not appropriate targets of a marketing 
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communications campaign. The probability, of negative rather than positive word-of- 

mouth communications being spread amongst non-ethnic members of the their social 

circle, would be high. As the risks involved seem to outweigh any possible benefits, 

the author recommends that ethnic minorities groups should not be targeted as 

potential diffusers of new ethnic food product information. 

There is clear evidence to suggest, that the recent increase in television programmes 
totally dedicated to food and food related issues, has (as far as they were prepared to 

admit), not materially affected respondents' food consumption patterns. Regular food 

features and a plethora of recipes in almost all magazines targeted at women, were 

similarly not considered to be valuable sources of new recipes. Whilst both media may 
be useful for raising short-term awareness, there is some doubt as to their effectiveness 
in changing long-term dietary habits. The author believes that the very popularity of 
television cookery programmes, have added to competitive clutter and information 

overload in such a way, as to seriously impair or inhibit consumer decision-making 

ability (see Malhotra. 1982; Malhotra 1984; Jacoby 1984; Schneider 1997; Elliott 1988; 

Herbig and Kramer 1994). Any additional increases will only further inhibit what is 

(apparently), an already low level of message acceptance. Again, marketers should 

carefully evaluate whether advertising or product placement (in either media), is likely 

to prove effective before embarking on a major promotional campaign. 

Finally, Paulson-Box and Williamson (1990) implied that many people use restaurants 

as sources of new culinary ideas, which they then try to reproduce at home. Again, the 

overwhelming majority of respondents to this survey, did not agree with this view. 
Nevertheless, some producers of branded products such as Hagen-Das, have 

successfully influenced opinion leaders, innovators and early adopters, by having their 
branded ice cream products prominently displayed on exclusive restaurants' menus. 
Whilst this strategy is obviously unsuited to the majority of branded ethnic food 
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products, there may be some specialist segment of the market such as sweets or drinks 

which could benefit from employing a similar approach. 

8.6 Recommendations for Future Studies 

Perhaps the most important contribution that this research has made to the study of 
diffusion of innovations, and in particular the area of personal influence in new product 

adoption, was that of confirming the existence of Feick and Price's (1987) market 

maven construct in a UK context. The replication study approach however, highlighted 

a number of issues which merit further investigation. Similarly, the examination of 
factors said to materially influence ethnic food diffusion, also produced interesting 

preliminary results. These suggested that earlier, widely-held beliefs, now seem to be 

unfounded. It is in this final section of the thesis, that recommendations for future 

studies in both main areas are made. 

8.6.1 Identifying Market Mavens 

As with earlier opinion leadership studies, demographic techniques have once again 
failed to categorise a "typical" market maven. A brief examination of market maven 

personality, was also inconclusive; no one, dominant personality trait emerging. The 

author recommends that future investigations concentrate on alternative methods (such 

as socio-cultural segmentation and psychological / psychographic segmentation), as 
identifying (and therefore targeting), market mavens remains the most intractable 

problem. 

8.6.2 Measurement Scales and the Process of Trichotomization 

This study found nothing of merit in using seven point scale questions in a telephone 

survey. Despite a relatively large sample, the resultant data was of limited statistical 

worth prior to extensive re-coding. Chi-squared statistics were especially affected. The 
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author recommends that in future market maven studies, a three point (agree, neither 
agree or disagree, disagree), scale be adopted 

In similar vein, the author criticised Feick and Price's (1987) trichotornization 

technique, in order to determine "Low". "Medium" and "High" market maven 

categories. The technique has a major failing, in that irrespective of the distribution of 
the market maven scores, approximately a third of all respondents will be considered 
"High" market mavens. The author recommends that these concerns be further 

investigated, and that the alternative of classifying only those respondents with scores 

of 30 and above (on Feick and Price's 1987 original 42 point scale), as market mavens, 
be examined. 

8.63 Discriminant Validity 

Feick and Price (1987) maintained that despite being closely related, factor analysis 
(used to test for discriminant validity), proved that the opinion leader, innovator and 

market maven constructs were indeed distinctly different. In this study, whilst 
discriminant validity was also confirmed, the distinction between the three 
"information seeker" constructs, was much less marked. Not only therefore is there a 

clear need to identify what factors have a significant effect upon discriminant validity, 
the question of when, or indeed if, a market maven can ever have too much (or too 
little), in common with other (related) constructs, needs to be addressed. 

Connected to the issue of discriminant validity, both Feick and Price (1987) and this 

study showed that some respondents could actually be market mavens, opinion leaders 

and innovators, all at the same time. Whilst it was relatively rare for anyone to score 
"High" on all three scales, the fact that a few individuals had, was interesting. Further 

research examining this phenomenon, is evidently required. 
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8.6.4 The Permanence of the Market Maven Construct 

Rather like a corporate balance sheet, this type of research is not able to provide more 

than a "snapshot" of an individuals' current information seeking propensity. And 

whilst it was possible to say with some certainty that a respondent is more market 

maven, opinion leader or innovator-like at the time of interview, it was not possible to 

say whether this particular state is either permanent or ever-changing. There is 

therefore a need to develop other types of market maven study (perhaps of a 
longitudinal nature), which can measure changes in people's market maven attitudes 

and behaviour over a much longer period than has been currently the case. 

8.7 Ethnic Food Influencing Factors 

By. adopting a somewhat quantitative, questionnaire based approach, the majority of 

respondents to this study, tended to discount the influence that international travel, 

ethnic minorities, restaurant patronage and the mass media, had upon their food 

consumption patterns. Given the many other possible influences affecting adoption 
(Rogers 1983; Gatignon and Robertson 1985; 199 1 a; 199 1 b; Spence 1994), it would be 

somewhat premature to suggest that these results were definitive. 

Sociologists, anthropologists and ethnologists (amongst many others), have been 

investigating food and nutritional issues for as long (if not longer), than most consumer 
behaviourists (Mennell 1992). As early as 1962, Rogers criticised the fact that 

researchers interested in the study of new product diffusion, rarely investigated 

research being carried out in other disciplines (Rogers 1962). In this respect, the author 
felt that this study was no better (or worse), than many others. However, it is clear that 

future progress on understanding what actually affects ethnic food adoption, requires a 

much more qualitative, multidisciplinary approach. 
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8.8 Organisational Buyer Behaviour and the Market Maven 
In the study of consumer behaviour, lack of exposure and message rejection (due to 

source credibility and selective perception), are considered to be two of the most 
influential determinants in message acceptance (Assael 1995). In organisational 
buying, targeting, timing, competitive clutter and (perhaps most importantly), internal 

politics, add to the problem (Sheth and Ram 1987). Frambach (1993), also concluded 
that the availability, quality and value of new product information, significantly 

affected both the speed, and probability, of an organisation adopting an innovation. 

Similarly, Frambach (1993), suggested that the adoption of many industrial 

innovations, are often influenced by the fear of "individual blame" (where individuals 

were held responsible solely for their actions, rather than the system [organisation], of 

which they were members). As the decision to adopt or reject an innovation, is 

frequently attributed exclusively to the individual making the decision (rather than 

either supplier, or marketplace influences), the fear of "individual blame". regularly 
leads to innovations being either unnecessarily delayed, or hastily rushed through. 

Given that this study verified the presence of significant numbers of market mavens in 

relatively small social systems (and that as far back as Rogers 1963, opinion leaders 

had been identified even in very small social groups), the author believes that the 
likelihood of market mavens being present in the workplace, is high. Performing much 
the same role of general marketplace information gatherer and disseminator within 

companies, as those market mavens found to be active in the wider community, the 

author suggests that they too, should be well know to others within organisations. 
Their apparent high level of source credibility, and unique, proactive, information 

search and information provision characteristics, would make ideal targets for 

industrial or business-to-business marketing, and would offset many of the effects that 

source credibility, selective perception and individual blame have on innovation 

adoption in an industrial setting. However, as no one has yet to identify them in an 
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organisational, environment, this clearly needs to be investigated before further 

progress can be made. A major departure from the rather narrow potential envisaged 
for the construct by Feick and Price (1987), there is already commercial interest in the 

outcome of such studies. 
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10. Appendices 

10.1 Appendix One - Feick and Price (1987) Questionnaire 

1 12 11 

--Tz 

START TIME 

FINISH TIME 

A)r AVERAGE FINE. 18.42 mimt" 

SHOPPING STUDY 

Melia. my moe Is Z an working on a oaClonvide Study about 
shopping patterns TM ýLsbslnz conducted by the University of Pittsburgh in 
Pittsburgh. Pennsylvania. Kay I please sp. ak to the head of the 
household? (IF SPEAKING WITH APPROPRIATE PERSON. CONTZNIJEJ OTHERWISE ASK To 
SPEAK WITH APPROPRIATE PERSON AND REPEAT FIRST LINZ]. 

I would like to ask you mome questions about how you find out about now 
products and haw you &hop. 

(IT ASKED HOW LONG INTERVIEW WILL TAKE. SAyj only about 10 to 15 minutes]. 

IA. In genýwral. to what extent vxmLd you say that you enjoy shopping? Would 
YOU say... 

READ Z: 2 

SAACKETED 3 31.9 

LM 
*, 21.6 

Not at all? .................... 3 1G. s 

DOES NOT SHOP (skip to q. 2) .. .6 
11-01 

IF RESPONDRNT MIMES ' IT DEPEND21 OW TILE TYPR Of SHOPPINUWJ 
PROMPT THAT IT 13 TN GINIERAL. 

I. 

to your household. who has moat of 
ýjs 

wesponalbility for shopping? 

READ DO YU............................................ 
BRACKETED Do. a eowpon* sleep or ............ 

2 

%. ZST 

Deb 

you a. hare ramponsIbIlItY with 

FOR THOSE 0#0 SHOPJ WSIG 

INDICATES "IT DEP NDS ON THE rY E Of 

IS IN CENERAL. 

I 

1-3 

6-7, 

Figure 10-1 Feick and Price (1987) Questionnaire (Opening Statement) 
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2. Next, I an going to road you several statesent., For ea4h statement 
please Call coo the extent that you agree or disagrao wItb the SLSC*OenC 
UBLOA a7 point scale. where I to STRONGLY DISACRI: 1 and 7 is STRONGLY AGREZ. You COSY use any number between I and 7 to IndIcat* how strongly you agree 
or disagree with the statement. The first statement to... 

START MONGLY STRONGLY DON'T. 
AT X DISAGREE ACREM KNOW 

A. I enjoy trying different brands of 
frequently purchased products. 1234567 10 

4.02 is 14 12 14 1? 12 16 

Z Like introducing saw brands and 
products to my friends. 1234567 

i-J. 94 20 12 12 16 14 11 14 LI) 
C. I often read aivertisoments just 

out of curiosity. 1234567 
;-4.80 12 66 It 12 Is as Lu 

D. I fInd out about now products sooner 
than. most other people. 1234567 

I-3.4S 22 is is is is a9 (2.6) 
E. I am the kind of person who would try 

arty now product once. 1234367 a 
i-4.36 is 99 It IS 14 25 (. 3) 

It like helping people by providing 
them with infor=otton about many 
kinds of peoducts. 1234367 a 

4.41 13 a 12 13 19 IS It (. 4) 
6.;. People ask me for information about 

products. places to shop or sales. 1234567 
4.00 17 12 12 16 1? 14 13 4-3) 

11.1 read advartimoments because they 
re a good source of Informatlon 
bout now products. 1234567 a 

4.73 11 79 12 is 16 27 GO 

1. Magazine advertisements are more 
useful than TV advertissuanto In 
finding cat about specific feature* 
of products. 123A367 a 

I-4.32 13 It 10 Is 17 16 1@ GO 
(J. If someone askd where to set the 

beat buy on several types of 
products. I could toll him or her 
where to shop. 1234567 a 

4.63 It I to 13 to It 20 (. YJ 

Xs)My friends think of too as a good source 
of Information when it comes to now 
products or sales. 1234367 a 

- 4.15 14 9 13 is 20 11 IS (1.4) 

usually try a new product shortly 
after I learn that It Is an the market. 1234567 a it 

i-3.06 to 14 13 14 16 11 14 (. 3) N4 f, 

0 Us numbers In parenthes es are treated as missir-9 for percentage breakdowns and 

corputation of means. 

2 

Figure 10-2 Feick and Price (1987) Questionnaire (Opinion Leadership, Early. 4dopler& Market 
Maven Section) 
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3. In the next few 400stions, we'd Ilk* you to talk about the Products youOre interested in. Some people are very knowledgeable about & particular kind of product. For example. some peapLa know a lot about certain food, heaLth, or drug Items or perhaps electronic equipment or other products. Is there a particular kind of product that you feel you ard very knowledgeable 
aboutf 

314- What Particular tYps of product or products do you know a jor aboutt (WRITE IN PRODUCTS) 

(See attached sheet for br*akdo. As) 

31. X 

3B. (IF MORE TUAN I PRODUCT IN Q. 3A,. ASK). Of the products you Just named. 
'"ch -'04' 8se 700 *30st knowledgeable about? (IT RESPONDENT IS 

EQUALLY KNOWLEDGEABLE" ABOUT TWO OR MORE PRODUCTS. ASKs "WRICH 
ONE PRODUCT WOULD YOU LIKE TO TALK ABOUT? "I 

(see attached sheet for breakdowns) 33,34 

3C. Do YCýU think th8t YOU OVOC InflUenaa other Veopl, in their pUrCt,... 
*I or OFInlona aba"ý (ZOS'; Rr 2118 

-ONA 
FJtOVMT KAMM ZN Q. 3A/3BIT 

88.4 yZS ............................ 1. 
(N-Go? ) ? -? NO ............................. 2 

3-2 NOT SVU ....................... 3 

YES (Ccntldue w1ch Q. 3A) .... I 63.3S 
NO (skip to Q. 4) ............ 2 4s. ys 

22 

33 

3D. Thinking now just of JIMSERT THE ONZ PRODUCT III Q. 3AI321. a. I road 
a short 1"tv Please C811 20 ths ixtenc to which you agree or disagree 
with each stateiment using the I to 7 Scale you used before, where I to 
STRONGLY DISAGREE and 7 is STRONGLY ACRSS. (DO NOT OFFER "DON'T XMW-. 
BUT RECORD LIP THAT 23 THE RSSFOKSZ. ) 

START STRONGLY STRONGLY DON'T 
AT X DISAGREE AGREE KNOW 

()A. I usually find out about 
"a" brands or models of this 
produa t sooner than most people. 

ý-5. DS 
B. I mak* * conscious effort 

to try ".. brands or models. 
i-4.69 

C. T like to talk about this 
type of product. 

i-S. 52 

D. I provide oth*r people 
With specific information 
about pcoducts of this type. 

X-5.53 

E. People Come Up " for 
information an this product 
mare often then to other 
people. 

4.02 
3 

234567 

17 If 19 20 30 

234567 
a9 If 17 20 24 

1234,3 67a 
44 11 10 20 39 ( 0) 

1234367a 

634a le ,m( 0) 

12345'. 7 

9a4 14 is? 1? 26 

36 

40 

Figure 10-3 Feick and Price (1987) Questionnaire (Opinion Leadership, Early Adopter& Market 
Maven Section) 
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A. Do you know someone, other than yourseLf. who Lm very knowledgeable almut 
a Particular typo of product? 

47. ssYES (continue with Q. 4A)... L 
sr. 12NO (skip to Q. 5) ........... 2 

4A, What type of product or producta dooe'this parson kuov a lot about? 
(WRITZ IN FIODUCTS) 

(Seo AttaChad List) 

41 

42.4 

30.5 

45. Now, an a st8le of I to 79 where I IS NOT AT ALL INMRTANT and 7 Is 
VERY IMPORTANT. how important to this patoon to you for flndli&ouc about 
new brands or uodels for this/those type of product(W (DO WFIFER "DON'T 
KNOW" OR "DON'T USE PRODUCT - MOT IMPORTANT". BUT RECORD IT THAT 19 
THE RESPOW51. ) 

NOT AT ALL VltRY DON'T DON'T USE 
IMPORTANT IMPORTANT KNOW PRODUCT 

123436 -7 --F- -V-(. 33 $2 

3.0 2.4 3.6 6.1 15.3 20.4 48.4 1.8) (skip to Q. 3) 

I-5.64 
AC. Again. using cha I to 7 scale, ho- ImPortent to this POT**" to YOU 

, 
glugatipS different brand@ or models of tbL& type of productl in V 

(00 T MR -*DON'T KNOW" OR "DON'T USE PRODUCT - h1OT IMPORTANT'. 
BUT RECORD IF TEAT IS THE RESPONSE. ) 

NOT AT ALL VERY DON'T DON'T USX 
IMPORTANT IMPORTANX KNOW PRODUCT 

123436 T- 'a9 

1.9 IJ 3.3 6.0 17.7 23.0 47.9 (. 3) (. 3) 

1-6.04 

Nýv I'm Rains to road you a description Cc a person, On a scale of I to 
7. whore L Iv NOT AT'ALL LIKE YOU and 7 15 VERY MUCH LIKE YOU. I'd like 
you to call we how well this desoriptiou fits you. "Thick about a person 
who has Information about a variety of p, c4uoto and likes to share this 
Information with others. This person knows about now products. *Ala*, stores, 
and so on, but dona not necessarily feel he or she is an osport-on one 
particular produce. Now wall would-you may that this description fits yout" 

NOT AT ALL LIKE RESPONDENT ........ 1 7.8% 
a S. 6 
3 11.0 

4.52 4 20.2 
5 F5.8 
6 14.8 

VERY MUCH LIKE RESPONDENT ......... 7 13.8 
DON'T KNOW ........................ 8 (1-$, 

4 

53 

34 

Figure 10-4 Feick and Price (1987) Questionnaire (Opinion Leadership, EarlyAdopter & Market 
Maven Section) 
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Do you know someone, other than youirmelfo who has information about 
0 v4rIatY of products, stores, valeev etc. and likes to-shara this 
zenerAl information with others. 

45.8 YES (continue with Q. 6A) 1 35 
64.2 NO (skip to Q. 7) ........... 2 

6A* On a scale Of 1 00 7- "I-CO I In NOT AT ALL IMPORTANT and 7 to 
VERY IMPORTANT. hav Important to this person to you for f1ndjnf, 2Tt about now brands or models? (DO NOT OFFER "DON'T KNOW". BUT RICORD HAT 
15 THE RESPONSE. ) 

ITOT AT ALL VERY DON'T 
IMPORTANT IMPORTANT KNOW 

L234567 36 1.4 1.9 S. 0 10.6 24.5 24.8 31.8 
5) 

i-S. 56 63- Again. using the I to 7 scale. haw Important: Is this person to you 
In evaluating different brands or models? (DO NOT OFFER "DOMPT 
13MUllp 7BUT RECORD IF THAT IS THE RESPONSE. ) 

NOT AT ALL VERY DON'T 
IMPORTANT IMPORTANT KNOW 

234567 1- 37 
1.4 2.3 4.4 12.8 23. S 96.4 19.2 (. 3) 

i-5.51 

6C. Do you also think of this person as being very koavladSeable 
about a particular type of product? 

67.7% YES (continue with 0.60) ............. L 36 
32.311 NO (skip to Q. 7) ..................... 2 
(7.6) NOT SURE/DON'T Y1WW (skip to Q. 7) .... 3 

6D. - What particular typo of product or products in this person very 
knowledgeable about? 

(See AttAched Lfst) 

63, 

NOTES Y=L2UJJH&JLARE REPORTED IN FOLLOWING DWSTIOMS 
7. lit the next set at questions, we'd like to ask you specifically 

sbout non-prescription drugs and health mud beauty products, to perticularp 
to what extent do you enjoy shopping far SSon-vrejcrfvS: io6 druBa aqd health 
and beauty productat Uould you any... 

r":, 
t 17 ...................... 1 4.1 65 

2EAD 2 l. g 
RAC1119TV a ts-wl, 

LIST 'I"- ,4n. 8 
I., , III ..................... S 28.2 

DORS NOT SHOP (skip to Q. 11).. 6 (3-4) 

now frequently do you shop for these kinds of products? Would you say... 

EAD geveral times a 
ýW"'**.::::::::: 22 3:: 8 

""Vly every 'lay -1 66 

4.10 
NACKETED 

About ant-a per we. .......... 3 A5.2 

LIST once or & few t1r. manth. or. 4 33.8 
Less than once Pr h2 ...... $44.2 

DOES IFOT SHOP(Sk1p q. 11) ... 6 (3.6) 

5 

Figure 10-5 Feick andPrice (1987) Questionnaire (Non -Prescription Drugs AndBeauty Products 
Section) 
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9. When You shop for non-preverlption drugs and ! t4alth and beauty products. 
how often do you use coupons? Would you say... 

ly OIL the ti . ............ 1 67 
READ 

rmK.,: r. 
of the time ............... 2 16-2 

3.24 BRACKETED t6onal. of the tim ... 3 V. S. a 
LIST Ord eve r. U-2 H 

NOVer? ......................... 3 fi. 7. 

10. In general. when now non-prescriptlon drugs and health and beauty products 
first appear an the marker which of the following beat describes when ynu 
*to Itkaly to buy the Item. Vould you says 

You are among the very first to buy It ........ 1 4.1 
ROAD Vou buy before the sajority of people ......... 2 8.6 

3.7 W-ACIMTED You buy at about the same time so vicst people. 3 36.8 
LIST V buy somewhat after most people. or ........ 4 11.7 

buy much later than most people? .......... 5 20.1 

tv 

tON'T KNOW .................................... 6 4.7 

1. Next. we would l1ka to ask you how often you y use a few 
products. For each product. pleass, tell me Lt at lease once a 
day. a few tU*a a week, about once a week. 2 or 3 t1mes a months about 
once a month. once every few months. or L*sa'often? 

68 

At- Few About 2-3 About Once 
least times once times once every 

START ozkca a a : few "a M 
AT X a day weak *: ek month so th months - 0 . 

Cough 
medicine, 1 2 343 6 7 69 

- 9.46 1.7 .1 1.1 2.1 6.3 18.2 70.5 
relleveta 1 2 3A3 6 7 

- 4.49 9.5 22.5 14.4 11.1 14.1 12.1 26.2 
Vitamins 1 2 345 -6 .7 

1-3. -Is 42.6 6.0 2.6 2.0 1.1 3.4 42. Z 
Deodorants 1 2 343 6 7 

1-3.58 2.1 1.3 
Suntan productao 
to season 2 343 6 7 73 

A-5.42 6.7 11.2 9.1 5.3 4.9 5.9 6a. a 

12. Uping a7 point scale in wh ich I Is NEVER and 7 to VERY FREQUENTLY, Please 
tell ma to what extent you make a., c*necjqvv effort to try now produt te In 

aseb of. the following c&t&Sovj*sz you may use, any number between I and 7. 

*ID0 NOT READ PRODUCT IF RESPONDENT SAID "t=S OFTEN" TO IT IN Q- III 

START VERY DON'T 

AT X NEVER PREQ. KNOW 

Cough 
medic nee 1 2 3456 7 a 74 

,% 2 93 2 33 11.0 12.2 10.0 9.6 6.2 8.1 CM 
. 

pain ralievets 
. 1 2 3456 7 8 

I-2.56 30.6 14.9 11.9 11. t 10.1 6.0 
56 

6.9 
2 a 

Vitamins 1 2 34 
I- Im 40.1 11.1 11.0 12.6 9.11.4 1 9. 

a 
Deodorant$ 1 2 34 

7 1 7 ( 1) I-3.1a 31.1 12.1 10.3 0.4 11. . . 
Sontsit products 343 7 78 
in season 

3.56 

1 

24.8 

2 

11. S 14.3 Jr.? 17.4 1 11.5 

6 

Figure 10-6 Feick andPrice (1987) Questionnaire (Non -Prescription Drugs AndBeauty Products 
Section) 
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13- Alain. Using LUG 7 point scale In which I to WEYER and 7 Is VERY 
FUQUEHTLY, how often do you find out about new products in each of the 
following categories BEFORE most otber people? (READ 

_ALL 
PROD1=31 

START VERY DDII'T 
AT X NEVER FREQ. ! ME. 

Cough 
medicines 1 2 3 4 5 6 7 79 

1,52 
P L 

46.0 14.7 it. 3 11.3 F. 9 3.7 6.0 (3.41 
& n ev ra fý-3.08 4 

304 .2 13.5 
3 

12.9 
4 

16.2 
22 

ll ? 
'a 

(1.1) 
so 

Vitamins 1 2 3 4 ! 6 ! 1 2/6 A-2.91 41.8 11.7 9.4 12.2 9 3 6.9 S , (2 
Dood ... molls 1 2 3 4 3 6 ý 1 

Im3.31 32.3 10.1 10.7 14.9 14.3 - 8.3 9 (1. 1 
5untsm products, 
in season 1 2 3 4 6 A 

I. 8 2.4 52-0 9.8 9.3 10.4 2 3.8 6.6 .) 

14. Using the same 7 point scalep In which I is NEVER and 7 Is VERY FREQUENTLY. 
please tell as how often you provide other people with. specif ic Information 
an products in each of the following cat egories? LREAD ALL PRODUCTS] 

START VERY DON'T 
A, r-x NEVER FREQ. KNOW 

Cough 
medicines 1 2 4 5 6 7 a 

1-2.27 14.4 7.1 2.9 4.9 
. Pain relievers 2 3 4 6 7 

i-2.83 41.3 12.3 10.8 13.5 0.4 7.3 6.5 f. 3) 
Vitamins 1 2 3 4 5 6 7 a 

i 2.74 47 1 11.5 10.2 7.1 9.1 5.8 0.1 . (. 5) 
Doodo4acm 1 2 3 4 5 6 7 a 

x, 2. % 43.5 ME 12.0 9.3 9.9 5.6 6.9 (-S) 
suntan pro uc: t*s 
In season 1 2 3 4 3 6 13 

i-2.27 $7.1 11.1 1 0.1 8.1 S. 5 2.2 6.0 (A) 

Is. Us are interested in how important each of the following sources of 
Information is to you in findLug out about now nooý-pr4JcrlPtLOu drugs and 
health and beauty products. Again e using a7 p4lut scale, where I Is NOT AT ALL 
DWOILTA$T and 7 In VERY IMPORTANT. plata* tel l me how inportant each source 
U to you. 

START HOW DIFORTANT NOT AT ALL VERY DON'T 

AT X is 
_IMPORTANT 

I"ORTANT MODW 

Fro* sangles 1 2 3 4 5 6 7 a 14 
1.4.90 14. S 6.2 7.4 8,6 13.4 14.7 

6 
36.2 

7 
(. 6) 

a Magazines 1 2 3 4 3 
ý-4.22 15.7 0.9 11.9 133 11.2 

5 
26.7 

6 
16.1 

7 
(. 3) 

Newspapers 1 2 3 4 

I-4.31 143 8.9 1019 16.1 15.9 14. f 19.5 
7 8 

Radio L 2 3 4 5 6 

1 ; 2.92 20.1 13.4 
2 

12 a. 12 7 14. 11.1 
6 

15.1 
7 

C. Talevi on 
R ; 4 63 

'i 
71 14. 1 

7 
O P o a Sale g 
X. 2.82 39.9 IS. S 10.7 10.3 10.1 6.1 

Relatives/Irlands 1 2 3 A 5 6 

x-4.79 8.9 5.9 9.4 12.3 22.3 29.9 
6 8 21 

brommInS/shoppiog 1 2 3 4 5 

4.30 15.4 7.1 10.4 13.7 ? 13 16.3 1 

Figure 10-7 Feick andPrice (1987) Questionnaire (General Media Patterns) 
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16. Every your thousands of new products are offered for sale. As I read you 
a list of mono new products please call m whether or not you have heard 
of each one? (IF RESPONDENT HAS HEARD OF THE SHAND . ASK 17 HE/SHX WAS 
TRIED IT). 

Brand Waimea Heard off Have Ion tried it? 
START 
AT X NO NOT SURE YES YES NO NOT SURE 

Cramacoat 1 
85.0 

2 
1.6 

245 22 
2.6 10.9 

CaltCoce 1 
81.8 

2 
2.6 

343 
1.1 14.4 

0 Eclipse 1 2 34 76.7 1.7 4.7 16.8 
Dial Solid 1 2 345 

45.7 .9 18.5 34.3 

1 2 34 
92.6 1.2 .51.7 

1. Ruprin 1 2 343 27 
SM 1.7 6.1 32.5 (3) 

RESPONSES SPECIFIC TO VERSION TWO END 

17. Now we'd like to ask you a few questions about the magazine& you re&4. 
What m9gaziness, If snyý 4. YOU read or look Into reguLarly, that Los at 
least 3 out of the last 4 Issues? 1PROM What else? ) 

[AFTER ALL MA=IMES RECORDED. THEN LSKJJ AS I repeat the list of 
Sataginam that you road. pLesso tell as whether you subscribe to each one. 
[IT RESPONDENT SMSCRISRS. CIRC1J9 THE "I" UNDER "SUBSCRIBE". ) 

Subscribe 

A. L 

B. 1 31-: 

C. 1 34-'. 

D. L 37-. 1 

E. 1 40-4 

43-4 
j 

4" 

V. 1 49-! 

CHECK IF RESPONDENT DOES NOT SUBSCRIBE TO 
ANY M&GAZIVES 

IF RESPONDENT DID NOT MAKE CONSUMER RJMORTS IN Q- 17v 
- -- - - ASK. Q. 17A. OTHERWISE. SK1P T5 , QQ -TF- 

17A. During the past year about bow many issues of Consumar Imports . It any# 
have you looked Into or road? Would you Say... 

I SIM 32 
24.7 Rik]) 

IRA=DTD 3t 11 6 :: U 
11 LIST 7t91U: 

10 to 12 Lssu&at ........ 5 3.6 
plus requIse r*sde, ýsumer Reports 2.4 

NEVER HURD OF r- ......... 6 
(2.7) 

a 

Figure 10-8 Feick andPrice (1987) Questionnaire (General Media Patterns) 
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I 
LB. In general, If you saw the mans ad appearing In two different types of 

sagaziness 

READ W*u rcto .1 13.3 53 
BRACKEIRD 

[would 

you react dZ; f". rm*. t'1`yY? 
*...::. 

2 16.7 
1W ld you go th 

LIST 
DON'T XNM ......................... 3 (9.8) 

[IF RESPONDENT DOESN'T UNDERSTAND "REACT. " REPLACX WITH "FEEL*. ] 

IDA. Nov let ase ask you abour. a specifla Instance. Think about... 

START 
AT X 

CA newsweekly. much as Time at Nowmwook. 
and 

A woman Ia "gamines such &* Ymmilly Circle or 
Good Housekoeplag. 

FOR VERS10K 2: 
If you saw the mose ad for a now non-prescrIPCIOU drug or health end 
beauty produce In both types or mag*xinsa would you have ... 

MW the *a" resetion. or(skip, to q. 19A) ................ 
59.7 54 

DRAMETED a different reactiont (go to 9.183) ................. 
:: 

2 2311 

LIST 
DON'T KNOW (skip to Q. 19A) ............................. 

3 7,2 

183. Would you react more favorably to the ad if It were in ... 
OF T"OSE WITH DIFFERENT REACTIONS for VerS10A I M' 175 

START 
AT X' 

RKADMETID A navewe*kly .................................... 
I 3S. 4 35 

RRAC or 
LIST A woman's magasinst ............................. 

2 67.1 

D0K'T MM ...................................... 
3 7-6 

19A. tneluding daytIme and evening h0ur*P on a typical weekday -- Monday 
throulh yrid&y _ how Many boure of taleimrou. jnGluding cable and VCR 

time. do you -4teh on the avAVA48? 
45.20 Don4t Watch (act f1bC141404 in co'"tatlon 6ý W'"M) 

39.0 I-r hours 3.48 hours 36.6 3-4 hours 
23.6 Over 4 hours 

198. Including daytime and evening homrs on A, typical day during that 

wmakend - Saturday or Sunday . bow imany hours of tolavision do, You 

w -9 an the av*T6547 Atc 
(10.12) Don't Matth (not Included In ComPutatIOR Of @WAR) 58.5, 
33.1 I-E hours 
34.9 3-4 hours 
32.0 over 4 hour$ 3.91 hours 

9 

Figure 10-9 Feick and Price (1987) Questionnaire (General Media Patterns) 
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TINAL SECricm 

F1nmIIV* We would like to &ak you a few question, about yourself. I would like 
to CwPhaffiz* that all of your responses are complately'confidentw and are for 
statlatical purposes otay. (IF RESPORDENT REFUSES. RECORD "R" FOR AXSWER) 

20. First. Please stop oil when I reach your age group. (READ AMPONSES) 

Under 25 ....................... 1 9-0 60 X 5.15 about 43 yeers old 25 to 29 ...... 
* 
................. 2 13.2 

30 to 34 ....................... 3 13.4 
35 to 39 ....................... 4 11.3 
40 to 44 ....................... 3 9.2 
43 to 49 ....................... 6 7.1 
3D to 54 ....................... 7 8.3 
55 to 59. Or ................... a 6.7 
60 and over? ................... 9.21.1 

21. kre you currently *z%pIdy*dT YES, Full-time (so to Q. 21A).. l 62.2 61 
If "YESO 0 aski to that US. F4Zt-timQ (Xo to Q. 21A).. 2 M 
full-tIme, or part-time? NO (skip to Q. 22) ............. 3 31.7 

RIFUSED (skip to Q. 22) ........ 4 (. 3) 

21A. What Is your occup&tlon? Probe'for specific job title &Rd Industry. 
IF TITLE Z9 LNCLUA PRODS FOR RESPOKSIBILITIES. 

Job Title (see ottached sfwmt) 62.6: 

Industry, (Lot attaChed Shoot) 64.6. 

22. Are you... 

Married (continue with Q. 23) ........ 1 6.1.5 66 
R: 2 Divorced (skip to Q. 24) ............. 2 9.5 
BE CKETED Separated (skip to Q. 24) ............. 3 1.7 
LIST Widowed. or (skip to Q. 14) .......... 4 9.5 

Single? (skip to Q. 24) .............. 5 ISA 

23. Is your spouse currently employed? YES. hkil-ti . ................. 1 63.3 67 
if "YES". salk, Is that YES. part-time ................. 1 6.4 
full-tlme or part-time? No ............................. 3 29.9 

RMSED ........................ 4 (A) 

24. Includins yourselfe hew many people 11ve to Your household. 
(RICOLD NIMBER. IF "I". SKIP TO Q. 26) 

Percont*qv reipoing: 1 11'. 71 
a ILAS F-1 68 

- 3,4 37.6Z 
ever 4 13.32 Los 

25. gow many household smembers are chLldran under the age of LS? 
(RECORD DiUMBER) Of households with chi ldrent 'a- 65F or 42.89 

2- 36.3% 69 
3- 

ovor. 3. 
T"Is 

1.92 

10 

Figure 10-10 Feick andPrice (1987) Questionnaire (Demographic I Classification Questions) 
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26. Pleseo stop as when I Teach the aducstional level you have CCMPI*tod. ME" RESPONSES) ' 

crude school .......................... 1 4.91 70 
Some high school ...................... 2 6.7 
High school graduate .................. 3 33.0 
some college or tachnical school ...... 4 27.7 
College graduate ...................... 5 13-2 
Craduato study without degree. or ..... 6 3.1 
graduate degree received? ............. 7 9.4 

27. Are you... 

Black ................................ 1 9.43 
READ White ................................ 2 $7.6 
BILACKETED HIRPAL41C. or .......................... 3 1.8 
LIST Oriental? .............................. 4 1.0 

other (mpeclfy) 
.3 

20.18 Your tOtsl &nnual household income... 

READ 
I 

Under $30.000 or. (&* to Q. 28A) .... 1 $7.72 71 
SRACXI ZD 430.000 or over? (So to 282) ....... 2 34.5Z LIST 

DOo't RAO* (skip to 0.29) .......... 3 2.32 
Refusal (skip to Q. 29) ............. 4 6.51 

28A. to It ... t 
READ Under 015,000 .................. 1 33.11 73 
BRACKEM $ 15 to $20.000 ................. 2 24-69 
LIST 20 to $25.000 or .............. 3 13-4y 

ft 

$$25 to $30.000? ................ 4 17.2x 

Daim, t ys . ..................... 5 2.31 
Refusal ........................ 6 4.62 

IF AT BOUNDARY. CODE LOWER CATEGORY] 

rGO To Q. 291 

28B. Is At ... 1 [$1300 
to 1 35 000 ................ :1 

30.82 74 
$35 
650 
f7S 
##0 

READ 0 35 to $50: 000 ...... 6- ...... 2 37.92 
BRACMED 0 so to $75.000 ... 6 ............. 3 12-az 
LIST f 75 to $100.000 or ............. 4 S. 01 

0 . 000 and ever? ............. 3.31 

Donflc*know ..................... 6 2.11 
Refumal ........................ 7 8.19 

JIF AT BOUNDARY. COD& LOWER CATEGORYJ 

29. ' Finally, we are checking to make sure that this survey is Cr%,? 1 random. 
I'd like to verify your phone number. (MO FROM CALL SNKZT) 

Is It 

IL 

Figure 10-11 Feick and Price (1987) Questionnaire (Demographic I Classification Questions) 

Cranfield University Silsoe College CF De Vita 1997 



252 

So. Is your phone number currently ItAt*d In the telephone 4Lrectory? (DO 

. 
NOT OFFER RESPONSES). 

Yes ........ L 78.9% 76 
No ......... 2 19.411 

No. but It was supposed 
to be or vill be lLsc*d ....... 3 1.6% 

THANX YOU VERY MUCH PM YOUR COOPERATION. Wit GREATLY APPRZCIATIC YOUR TDO AND BELP. 

31. Record sex M. 10 .......... 1 35.? z 79 
TORIele ........ 1 64.3% 

INTERVIEWER'S NAME 

RECORD PZNISTI TIMS ON PACE I 

12 

Figure 10-12 Feick and Price (1987) Questionnaire (Demographic I Classification Questions) 
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6. Do you know someone& other than yourself. who has Information about 
a varia5y of products. stores. sales. ate. and Likes to. ghsvg this i-&nftral Information with others. 

YES (continue with Q. 6A)... l 33 
NO (skip to Q. 7) ........... 2 

GA. On 0 Dc&16 Of I to 1. Whore I Is NOT AT ALL INPORTANT and 7 is 
VERY DSPORTANT, how Important Is this Person to You for finding Out about 

,; 
w brands or models? (DO NOT OFPER IIDON*T KNOW", IF T ýT 0 BUT i-ECORD 

THE RESPONSE. ) 

Nor AT ALL VERY DON'T 
rMPORTANT TMORTANT KNOW T- 23456 T- 36 

63. Again, using the I PO 7 scale* how Lapartanc to this person to you 
in evaluating different brands or wo4els? (DO HOT OFFER 'WHIT 
KPOW". -AUT RECORD ir THAT IS THE RESPONSE. ) 

NOT AT ALL VERY DON'T 
IXPORTANT IMPORTANT KNOW 

T- 23456 --r- -I- 

GC. Do you also think of this person as being vary knowle4jeable 
about's particular type of product? 

YES (continue with Q. 6D) ............. I 
No (skip to Q. 7) ..................... 2 
NOT SURE/DGN*T INOV (skip to Q. 7) .... 3 

6D. What particular type of product or products Is this person very 
knowledgeable about? 

I1 -1 

57 

sa 

39.60 

63.64 

RESPONSES TO VERSION I 

In the adst set *f 4ametlonev we'd like to ask you specifically about food 
and cession household products. It particular@ to what aztent do you enjoy 
shopping for food and common household prtAucts Would you may ... 

.. 
t Extremely ...................... 1 6-1 

3.3 READ Very Much ...................... 2 
35: 9 

I ZRACKETED SCE10whet ....................... 3 
23.4 

LIST just a little. or .............. 4 
19.2 Not at all? .................... 3 

DOES NOT mor (akip to Q. 11).. 6 (1.4) 

S. 111cm frequently do you shop gar these kinds of pCoducte? Would YOU B8Y--- 

. Iy every d&y .......... 
ý. 1.2 66 :. 

Itm . .l ti"s 4k week ....... .... 2 3.4 
3.01 ORACKETED i AbouC once per week ... -. 3 22.5 

IIST 0 ce or a few tljhae a '. O -4 44.7 
L... tba" *a,: * per most 

L0 

DOZO NOT SHOP CakiP .6 (1.4) 

Figure 10-13 Feick andPrice(1987) Questionnaire (FoodAnd General Household Products Variant) 
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9. When you shop for food and common household product@ a how often do you use 
couponff? Would you say... 

ly all thm ti»a ............ 1 21.4 67 
RLPAD of the CIJ»« .............. 2 13.8 

RACKETZO 13 
rd R R: 
» 26.5 i- 2,96 

"., 
IST ve, .. 4 19.2 dly 

Luavert ......................... 3 17.0 

10. Xn Seneral, -. h*t, mov food and cOmOD household product* f1rat app&ar on ths 
market which of the following best domeribos when you are liltaly to buy 
the Item. Would you says 

You are smong the very first to buy It ........ 1 6.6 68 
KM You buy before the majority of people ......... 1 10.4 

3.39 BRACKETED T buy at about the &a" time as most People. 3 40.2 
LlsT V buy somewhat after most people, or ........ 4 20.4 

S 

buy much later than east people? .......... 3 22.6 

DON'T KNOW .................................... 6 (3.6) 

11. Next, vo would like to Oak you how often you gersonally use a few 
products. For each product. pleame tell me it you use It *t least one* a 
dayo a few Close a week@ about once a week. 2 or 3 t1mas a month. about 
once a Month& once every few Uouths. or less often? 

At- Few About 2-3 About Ones, 
least times once times once every 

START once a &aa few Less 
AT I 'a day week Weak mouth 22. nth !! o"ths often 

() Coffee 1 2 343 6 7 69 
I-2.63 ". 7 4.0 2.1 2.1 2.3 .0 22.5 

Frozen entirsee 
and main dishes 1 2 345 6 7 
1-4.74 6.9 14J . It. 6 10.9 11.3 6.9 37.2 

Dist soft drinks 1 2 343 6 7 
I-4.51 24.2 13.3 S. B -2is 1.7 1.1 19.6 

Beer 1 2 345 6 7 
1- 5.07 8.6 13.0 Ia.? 4.0 6.6 4.4 $1.8 

BreAkfant cereals 1 2 343 6 7 73 
3.02 36.1 22.7 9.1 6.9 4.3 2.7 18.3 

12. Using a7 point scale in vh ; Lch 1 is NEVER end 7 is VERY FMtIZMTLT@ please 
tell me to what extent you make a conscious effort to try new products-in 
each of. khe following catirg orieg. You may use any number between I and 7. 
JDO Wr READ PROD= IT RSSPONVOT SAID "LESS OFTEW, TO IT . 111 Q. ]I] 

START vpxr DOMIT 
AT X NEVER M1Q. XWOU 

Cart** 
1-3.01 

1 
$4.6 

2 
17.4 

3436 
12.6 10.1 CS 6.1 

7 
30.3 

a 74 
. 4) 

Proton entrees 
2 6 343 7 8 

and main dishes 
2-3.69 

1 
13.7 24.2 . 17.6 

. 
19.9 8.7 . 3) 

Dist soft drink* 2 3436 7 a 

It - 3.81 21.9 13.1 13.1 9.8 13.9 13.1 15.2 . 4) 
8 

Beer 1 2 3456 
ý-3.03 30.5 ZI. 2 10.2 13.1 10.5 6.4 

436 a 78 
Breakfast cereals 1 2 3 

1 3) 1-3.71 21.9 14.9 11.7 12.9 14.2 12.0 . 

6 

Figure 10-14 Feick and Price (1987) Questionnaire (FoodAnd General Household Products Variant) 
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U. Againp using the 7 point meals in which I Is NIVER and 7 to VjRjr 
FREQUENTLYv how often do you find out about new products In each of the following categories BEFORE most other people? [READ ALT, PRODUCTS) 

START VERY DON'T 
AT X NEVER "xQ, KNOW 

Coffee 1234567 79 
X-2.95 34.8 15.7 1Z. 0 23.3 11.7 6.1 6.2 (3! 1) 

Frozen encress 
and main dishes 12367a so 
X-2.88 34.3 15.2 14.1 14.3 12.4 S. 8 3.9 (3.2) 

Diet soft drinks 1234367a 2/6 
I-2.94 39.3 12.6 0.1 13.7 10.7 7.7 6.8 (1-0) 

aeor 1234367a 
9-2.4? 62.5 1014 7.5 10.3 9.9 5.2 4.3 13.0) 

Breakfast cereals 1234567a 
N-3.49 26.2 11.6 12.1 14.5 16.4 10.0 S. 4 (2.5) 

14, Timing the same 7 point scalev In which I is MCVZR and 7 Is VIIRT rMUMITLY. 
please tell so how often you provide other people with spealfla Information 
an product& In maZh of the following categarlost (READ ALL ]PRODUCTS) 

START VERY DON'T 
AT X NEVER FREQ. KNOW 

Coffee 1234567a 
X-2.7s 40.5 14.5 13.2 20.7 9.4 *6.7 5.5 ( . 4) 

Frozen entrees 

and naln dishes 1234567a 
X-2. S6 45.9 12.4 12. ) 11.0 10. Z 4.7 3.8 t . 41 

Diet soft drinks I-234567a 
x-2.50 48.0 11.5 20. S 10.5 7.0 6.4 6.4 -6) Beer 123.4367a 
2.20 60.7 9.4 '6.8 8.0 6.4 4.5 4.2 . 4) 

Breakfa, st cereals 123.. 4 3.6-7a 13 
X-r. 9s 38. S 12.0 11.7 11.6 12.4 6.8 7.0 ( . 3) 

L3.. We are Interested In how Important each of. the following SCUTC60 Of 
informarion Is td you Lis finding out about now food and commou household 
Items. Again, using a7 polar scale@ where I Is NOT AT AZZ IKPORTANT and 
7 is VERY INFORTANT.. plassm tell min bow Important each source to to you. 

START ROW DWORTANT NOT AT ALL VIRT DON'T 
AT X is ,I IMPORTANT DWORTANT KNOW 

Free samples 121343678 L4 
K-5.0 10.1 5.7 7.9 7.7 13.0 15.6 37.1 

Magazines 1234367a 
X-4. t$ 12.2 11.3 30.1 14.9 21.1 ; 6.6 13.2 

Newspapers 1234367a 
it. - 4.64 8.3 8.5 11.1 14.2 18.7 19.6 10.8 

Red Io 1234567a 
9-3.94 1ý. o 10.6 23.6 12.2 18.1 11.6 14.2 

Television 234367a 

67 9.4 5.4 9.5 13.0 19.7 17.1 22.6 I-4 . Salespeople Ia34 
.367 

2.79 38 7 17 9 11 4 93 9.9 447.711 (8-6) 
x & 1 

jLe aLivoelfriands 
IA45 

I. 4.86 71 6's 6.4 14.2 21.2 19.9 7 
b8 21 

Arowning/shopping 
12343 

4.56 10.3 7.1 9.2 15.3 23.0 lit. I 

7 

Figure 10-15 Feick and Price (1987) Questionnaire (FoodAnd General Household Products Variant) 
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15. Every year thousands of new products are offered for *&Is . An I read y' u 0 a list of some new products please tell as whether or not you have heard 
of each one? (IF RESPONDENT HAS HEARD or THE BRAND . ASK IF BE/SRIS ItAS 
rRIED IT). 

Brand Names H*ard of? Have you tried it? START 
AT - E. O ZOT SURE YES 12S in KOT SURE 

Loan Cuisine t2 3 45 
20. % -. 5 33.4 44. # .5 Diet SprLte 12 3 45 
10.0 .5 46.2 42.7 .5 Poor Fruit a Mar 12 3 45 
13.5 .1 2! 1.6 55.5 1.0 

C L. A. 12 3 45 
62.1 1.3 9.4 ". 7 1 

Rempit 12 3 45 
21. aL12 .4 3.3 .4 Mastor Bland 12 3 43 
24.2 1.? 28.6 44.1 1. ) 

17. M<w we'd like to ask You a few qu@stL4)ns about th;, Ragasinex you read. 
What Imagazines. If any. do you read or look Into gularly. that Is. at least 3 out of the last 4 Isevest 1PROBEr What *Ins? ] 

(AFTER ALI. MAGAZINES RECORDED. THEM ASKS] As I repeat the list of 
M SmaLnes that you toad. pleas* tell %S& whether you subscribe to each one. JIF RESPONDENT SUBSCRIX99. CIRCLE THE UNDER "SUBSCRI]SE". 1 

Subscribe 

A. 

D. 

G. 

H. 

CHECK, IF RESPONDENT DOES NOT SUBSCIZAR TO 
ANY MA"ZINES 

IF RESPONDENT DID NOT NAME CONSUMER REPORTS IN 4.17. 
ASK Q. 17A. OTRERýW--ISZ. ýXLV TO Q- IS. 

17A. During the post year about how onny issues of Consumer RoPorts olf say. 
have you looked Inc* at rood? Wbuld you may... 

None L 
READ I or 2 issues .................. 
BRACXETED 3 to issua::.; 

r: 
3 

ILIST 7 to Issui 

N:, 41t 

12 Issue@? I ............... S 

HEARD OF IT .............. 6 

12 

27 

26-30 

31-33 

34-36 

37-39 

40-42' 

43-43 

46-48 

49-51 

32 

Figure 10-16 Feick and Price (1987) Questionnaire (FoodAnd General Household Products Variant) 
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In acnerato if you saw the some ad appeariog In two different types Of 
magazinese 

W 
READ 

[W. 
*ýId you react the same way.. or ... 1 33 

BRACKETED v Id you r"ct ftfierontlyl ....... 2 
LIST 

1XW*T ZVOW .......... o .............. 3 

(It RESPONDENT DOESN'T UNDERSTAND "REACT, " REPLACZ WITH "FEEL". ] 

RESPONSES TO VERSION I (CONTINUED) 

19A. NOV let as ask you about a specific Instance. Tb: LnIL about... 
START 
AT X 

A newswe*kly. such as Time Or Newsweek. 
! nd 

A woma" a sagagifte. such an Family Circle or 
Good, Housekeeping. 

rf you aav the same ad for a now food or common household product in 
both types of ma&axlnes would you have... 

READ the name ioaction. or (skip to Q. 19A) .................. 1 GY. 6 34 
MCKETED a different reaction. (go to Q. 182) .................... 2 2S. 4 
UST 

DON'T KNOW (sk1p to Q. 19A) ............................. 3 7.0 

183. Would you react more f"okably to the. ad If it were in ... 

START 
AT X 

11MA A moveweekly .................................... 1 21.1 55 
BRA=T1. or 

0 

LIST A womart's imagatino .............................. 2 6o. 1 

DON'T KNOW ...................................... 3 

Of those who would have a different reaction (n- 1%) 

19A. tucluding daytime and evening houreý on * typical weekday - Monday 
through Friday - how many hour@ of televisiono including table &ctd VCR 
time, do you vatch on the average? II 

19B. Including daytime and evening hours on a typical day during the 

weekend - Saturday or Sunday - how. 1many7houre of talaviflon do you 

w 'K on the over&&*? ate 

9 

Figure 10-17 Feick and Price (1987) Questionnaire (FoodAnd General Household Products Variant) 
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10.2 Appendix Two - De Vita (1997) Questionnaire 

Ma" Mavem I Musim Surwy 

IN 11 11 1 
NXI 4 

Dos 1 11 11951 

Racall Time 

FLnishTi= 

Market Maven Stud 

HeM), may jum lk_. I am working on a satiomvide mody 
about skq*Ag patterns as is being cmulocWl by remambers at Craufmdd UniveakY. 

I would like to ask. you mom quediON about bOwycu find Cut Ebmt - PFCAIM " how YOU #h0P. 

(IF ASKED HOW LONG DrMVIEW WUL TAKE. SAY: '0* about 10 suzzift') 

NOTES ............................... . ....................... ....... ........................ . .................... 
........................................................................................................................ 
................................................ .......................................... . ......... ............ .. 
........................................................................ . .... . ....... . .................................... . ...... ..... 

...... ......................................... . ......................... ...................... 

Figure 10-18 De Vita (1997) Questionnaire (Opening Statement) 
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Market Moves I DRusics SwrM 

OL In general, to wind extent vmxald you mg, that you oquy sho~ Would yox may 

Extrealefy 11 
very M-b 11 
Sonmwhm ]3 
Just a Ime 1 14 
Not a Oil 35 

Q1 In your household, vAm has ofthe responsibility for ShORAW 

Doyan? ............................................. r 11 
Does som%mone else? ......... ............. ... 1 12 
Do you share tesponsibilky with somem elset. ( 11 

QX For each of the following sh"mmats plemse tell MS the extent 04 you Weis or disagree with 
the owemcut axing a sewsm, point scale, whm I im STRONGLY DISAGREE sad 7 is 
STRONGLY AGRM Plew tittle the mumber. 

SUOROY Svonwy Met 
Di Agm Know 

A) I eq* trying differevit brands of 1234 567 a 
, ýequentjy pumthated producm 

B) I like larrodocing new brands gad 1234 S67 9 

products to tay Mends. 

C) I often mad advertisenum Just out 1234 367 a 

o(curiosily. 

D) I find ant about new prcx1mts 1234 367 9 

sooner then meet other People. 

E) lamtheldridefpejoce whowould 1234 347 8 

UY-y-pooduotoom 
11 1 Men helping people by pnrAding 1234 567 8 

them with irdormadom about mny, 
lcinds etproducts. 

C) Peopleasksmallori 1234 567 1 
about praducts. places to shop at 
sales. 

I TaM advertisements because they 1234 567 a 
ma good source of infimmadoa 
about new products. 

Figure 10-19De Vita (1997) Questionnaire (Opinion Leadership, Early Adopter& Market Maven 
Section) 
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*Urkctr4fivý I I)Mbsi=Sarfty S 

ID MazaZins advertisements am nwre 1234S67 
unfid Om TV advattisemma in 
fudog &A obout qwific Soxtutras 
arprodacts, 

if someone saked where to get the 1234567 
best buy on several ftu of 
producu. I o=M tell Woo or bar 
where to okv. 

? Ay hWmk think of we as a good 1234367 
somw ofinformatian wbsn It 
comes to now products or soles. 

I mially tly a now Product shardy 1234562 
aft I loam that it is Old the ftokeL 

Qc in tbe next few questions, we vmdd Uke You to talk about the products I service you we Lnoweded hL Somom 
people an very kmowledgmable WbouLa jjmjjMftldmd otproductl servicc For cocample. -- Ppeopleknow 
a lot about food, bealth or electronic produft What particular types ofprodua or ymd=U do you know a 
lot about? (Please wrise thent down In the spaces provided below. ) 

............................................ 
.............. . .... . ..... .. 

05. Ofthe products you havewtitlem. down. vAdch me am imu manstlumomiledgemble about? 

........ .......... 

Qc Do you t1unk that you cvw influmm other people In their purcban of of OPWOM about the pro&a I 

serwim whicb you consider most ImMedgemble W3out? 

Yes. 
............. 

1 11 
Not Sura.. 

_.. 
( 12 

NcL ........... .-E 33 

Q7. Thirkaggwwjustofth4pmdwilnrviceycamwdiomd(r@Pmt$RrAwtDQS) PIGNAMICOUDSOOkeftbud 
to vAkh you agm of dkqSrwvAjb each Ito 76cals yom mead bdbm 
whm I is STRWGLY DrSAORZZ sad 7 is STROKOLY AMIL P$02W clmk The MIWW. 

Stropsly SOWWY Don't 
Dingres Agm Know 

A) I usually find out about mw brands 1234367a 
cw mocials of this procim I sefyies 
man Mad People 

Figure 10-20 De Vita (1997) Questionnaire (Opinion Leadership, Early Adopter & Market Maven 
Section) 
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B) I nab a commicus C&d to tly now 
brands or no&k 

C) I like to talk abota this Had of 
produm 

D) I provide other pKosmith specifl 
intnuation about products of this 
typa- 

9) People come to IDO for in&rmation 
an this product awe ohm than to 
other people. 

Markot Moven / Diffusim Samy 

234367a 

12 3 4 5 6 7 

12 3 4 5 6 7 

12 3 4 3 6 7 

Do you kww someone. otbar thm ygUrWt WW is Vegy jaKMIQ4gMW, WbM a VaIrticgar In,, ofprodLW 
(PleaseTkk) 

Yell (0-61114, VAth Q9) IV 
No WV to Q. 12) ( J2 

Q9. What pu"lar lypes ctpmdW or pr4A, dmtWspenooknowakt~Plem%Titotbemdmnin 
the slaces pfavided below. 

................... 
.................................. 

.................................................. 

Q. 18. Now, on a sWe of I to 7, vban 1 Is NCYr AT ALL IMPORTARr and 7 is VERY IMPORTAW. how 
Important is Oda person to you. for flodleg out about new brands or models for this I then tM of 
product(sý Please ciftle the minber. 

NCrr AT ALL VERY DOWT DON'T USE 
DdPORTANT NPORTANT KNOW PRODUCr 

123456729 

QiL AOR asiAZ tk I tO 7 OCW@. bow impwW is this pemon to you in "main& diffemat bmnds w modg, 
this typ cf pmduct? Puma cirds *e iwobeL 

N(Yr AT ALL VERY DONT DON'T USE 
DAMTANT DRMTANT KNOW FRODucr 

1234367a9 

Figure 10-21 De Vita (1997) Questionnaire (Opinion Leadership, Early Adopter & Market Maven 
Section) 
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MadLtt Mmit I Diffsdm Surwy 5 

912. "Makaboutap- m "ohm Infixmittim abinit evasisty cfpm&m mW likes to dwe two immsrummign 
vvM others. This person kwm dmA tow pwdum sod Mmm tD Am IN& intwMatim vAth ou=L Tw 
pew kmvA sbmt now prodacts, sales, st=4 and so M bd dou ad nwugwuy fiel he or she is an 
expert an one particular pmdum" On, a me& of I to 7. vAms I is NOT AT ALL LIKE YCU wd 7 Is 
VERY MLXH LM YOU. rd like you to MH ma haw wall ddm description fks yom Please circle the 
number. 

NOT AT ALL VERY DORT 
WELL WEIL KNOW 

12145672 

913L Do you ka*w famooom otba V= yourwK who has bLkwn*ion abolut a varkly 
af7prodacts. simck $Act atm and W= to don dds general laftmotion vAth 
aims? 

Ye$(WotirAjsWhbQI4) t 11 
140 (a# to Q. 11) 1 12 

914. On a KaW of I to 7. whers I is NOT AT ALL DAPORTANT go I ig VERy 
BAPORTAMr, how imporUnt is M person to you for floding out about gew 
brands or nuxlels? Please circle the number. 

NOT AT ALL VERY DON? 
DAMRTANT DAPORTANT KNOW 

1234s671 

QIS. Agoin. using the Ito? scWe, how impamM is MLB pervoci to)mu in evolamdog difbmt bma& or z%*W 

NW AT ALL VERY DONT 
IMPMTANT Do[PORTAHr KNDW 

1234678 

Q16. Do)xu Rlo* think ofdds person as being very kwvA@4p" about a pardadw ýypm ofpcodud? 

Yet (Continue WA Q 17) 
......... .I 

it 
No (SJdp to 1 32 
Not Sure / Don't kww(Skip to Q. 14ý 1 13 

Q17. What pardCular qp of PM&MI or I is this p*non vvy luftevAedge" AbcW O%mme vnft dam 
dmm in the opmes pmvWed below. ) 

................................................. 

Figure 10-22 De Vita (1997) Questionnaire (Opinion Leadership, Early Adopter & Market Maven 
Section) 
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Meriket Maven /DillfisslanSorvey 6 

Q11. I& the saxt at of q=d=i6, vWd like to ask you ipacifically shad Awd prodticts. In particular. to what 
eximit do you oft sfbq4ft for bod producia? Would you al. - 

Extremely it 
V07 Much 12 
somewhat 13 
Just a little 14 
Not at all 15 

919. How1requenflyda you skop lbrthmldzdo ofpro"g? WmAd you ny. - 

Nearly every day 
..... ........ 

11 
Several times a MIL .......... .... 

1 12 
About once per we* ....... . ... _. 

1 13 
Once or a few times & =on& ....... 

14 
Len than om per zwn& ........... 

13 

QX when you shop firr kod pradvicts, how often do you on coupons? Would you say 

Nearly a the tims. III 
MM of the tirm, _ 

1 12 
Someafthelims... 1 13 
H"d3y ever: ............ 

1 14 
1 15 

Q2L In SewrAL when neme food products first on the market. which of the flillowing boa describes who 
you ate ftely to buy the Item. Wouldyou sw. 

You are among the very Bid to buy it. ................. .I 
You buy 1: F Am I- the rAjoft of ]2 
You buy dmit the MU time Is Mod "L ...... 

J3 
You buy somewhat aft most people ................ ... 

1 14 

You buy much law than mod people. ..... __ 
1 35 

You"Uriow 
........ .......................... .. 

( ]6 

Q22. Neaviewould1limtos*youbawodayoupst ayunakwproductLPorowhpm&AMplýaD 

me Ifyou use It at least once a day, a few times a wedr. about Ono a week. IW3 tims a inooth. dVA Orion 
a montX once every few mondut. or [on often? Meese cirds do smasher 

At lost Few times Abow 2-3 Voice About once Law NOW 
once 8a weak 00009 a mouth onces, every few often 
day weak MOO* months 

A) Dry 
puts 
Pmducts 1234678 

Tumed 
Pam 12345671 

Figure 10-23De Vita (1997) Questionnaire (Pasta And Related Food Products Section) 
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MotiedbUvoulDIAMmoloaSurvey 7 

rApok 

Chilled 
PMA 123 4 3678 

D) Pizza 123 4 3678 

Z) Fxub 
Pasta 123 4 567a 

if) pasw 
sauce 123 4 5678 

07J. Using aI Point male to which I is NEVER and 7 is VERY FREQUENTLY. 
pluss, to[[ ine to what extent you tualm a cosuclous WEwt to try now products ix each ofthe following 
categocies. Pleat circle the member. 

NEVER VERY DONT 
FREQ. KNOW 

A) MY P-9 12345 67 a 

3) Tinned Past& 12345 67 3 

Q Cook CkM*d 
pads 12343 67 3 

D) Pizza 11345 67 8 

X) Fresh pans. 12343 67 8 

2) puda &Ik" 11345 67 9 

Qu. A44s, osixg the 7 point oWs in which I is NEVER and 7 is VERY FREQUENTLY, how Oft& do You Slid 

out about new pooducts I& moch of am Wowing compria SZMRE am other WoO97 
Mease eircle the amber. 

NEVER VERY DON"r 
PREQ KNOW 

A) Dry Puts 1234S 67 8 

3) Tinned Pam 12345 67 S 

C) Cook Chillmd 
Ponta 1214S 67 8 

D) pizza 1234S 67 2 

E) Fresk Posts 12345 67 9 

P) Posts Samos 12343 61 a 

Figure 10-24 De Vita (1997) Questionnaire (PastaAnd Related Food Products Section) 
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Maiket Wvw I Mules Ivrn7 I 

Q2L Usingthe same 7 oat Kate to which I is NEVERMId 7 is VERYFREQUENTLY, howaftan dayou 
ywddeodw"lawMqmifkimfonxsdatoapmduminewhefftfollo%ingcab*ocim7 
Meat chvie the lumber. 

NEVER VERY DON'r 
FREQ. KNOW 

A) I)TYPUM 12345679 

B) Tumed Pam 12343671 

Q Cook Chilled 
PMtZ 12345678 

D) Pizza 1234S678 

1) Frach Fasts, 12345678 

F) Pasta Sauce 12345678 

Q26. We an interested in bow Important OwIl Ofthe Mowing sources of inibnoadian is to you in finding aut 
about now food Items. Again wkg a7 point scale, vAkem I Is NOT AT ALL IMPOKTANr and 7 is VEZY 
IMPORTANT. pleass tell me how important owb source is to yo%L Messe dede the amber. 

NOT AT ALL VERY DONT 
MPORTANT DOWANT JUJOW 

A) Froo samples 11345672 

3) Magazines 12343611 

Q Newspapers 1234567 

D) stpmo 12343678 

X) Taimision 12343679 

9) Salespeoiple 1234367a 

G) Relidives I Friends 1234S679 

BMA609 / Shopping 1234567S 

Figure 10-25De Vita (1997) Questionnaire (Pasta And Related Food Products section) 
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bUrkat AUwa I DURW*d SouM 9 

QZ7. Evwyym thousands of mewproducts art cffwW fx sids. Aj I mid you a DA of motum newprodocut, plamme 
tell mo%bedw or w you have hoardarand/ or tried each one. Plemcirclethe member. 

BRAND NANIES HEARD OF rr? HAVE YOUTRIED rr? 

NO NCYr SURE YES NO NCYr SURE YES 

A) Oman 
cammuoni 123456 

13) R11919, Posts 
same 12346 

Q Betchelors 
PSUS V So= 12346 

D) *UFAWW 
Eggposta 123436 

E) Lean Usift 
Chicken and 
Broccolipasta 123456 

P) Dahlia, 
TagLoWle 
Catbonva 123456 

Q28. Now iWd like to ask you a bw questions &bad the smagazinss you read. What oft"=6 ifaq. 
4D you rod or look into regularly, that is of InK 3 out oflite 129 4 ismuss? 

A .................. I ......... I ............ . a............... .... C....... . ..... I .................... .. 
IF NONE 

Q29. During the past year about how many inuss of Which Mmgazins. ifsay. hrn you looked Into or road? 
would you say... 

Nommý ............... I or 2 bsueL 
......... 1 12 

3 to 6 imwK. __. j 13 
7 to 9 i0ma. ....... P 
10 to 12 isswL 15 

Q30. Including dayfirme and evatting it*^ an a typial weelathy - Monday 00 Friday -how may I- of 
tahvision. including cable and VCR time. do you watch an avarqp7 (I 

Q31, Including dqdnw and eveninS hours, on a typical 4my during the weekstud -Seerdw or Sunday -bow 
OHM kours CC1019VISiOn, including Cable sad VCR. Onuk do you V144ch 90 MrAP? II 

Figure 10-26 De Vita (1997) Questionnaire (General Media Patterns) 

Cranfield University Silsoe College CF De Vita 1997 



267 

10 

Q32. FOf eACh Oftht 10DOWiDS Sbitmmo* VkM MU moths ex-pol MA you qM or dims= vAh 
ft smemm =4 m IBM Pdm mmk Whm I is SrRONGLY DUAGREE wd 7 Jo 
MCWGLY AGREE. Mosm cirds *e mmber. 

suonfjy Strawy Don't 
Dimusm ADM r4ow 

A) FOO& wbich I fird nowltow 12345679 
eabmilatmvelebmbomm 
pwl of my 4W to day djeL 

I find friends ftm Moring ethnic 234567 
bad Wv4rA to i nyvA to be a good 
soom of am culinvy ideas. 

I now r*PIATIY 9 PF -A chsho thd 1234 
lfirgtuwcm&TVpmVmme. 

I al in mimrads bmm They prAb 234367 
me with idm fm m@Wm I then pi opm 
Mt hOML 

1) 1 conddw mop. 21na &W newspopm to 1234567a 
be ws invalmWe mm ofinfomtolon lbr 
newredpet 

FINAL SEMOK 

Finally. vA woWd like to aak you a few questions aboul yvanif I vAuld MM to empbasim duet all ofyour 
responses am completely confidential and we for statfaical ramovk pusposes only. 

gn FbIL pleaft IFACJU your age JV74p. 

Undef 25 1 11 45 to 49 16 
251029 1 12 50 to 54 1 17 
30 to 34 1 11 551059 1 Is 
35so39 f 34 60 and ow 19 
401044 1 15 

4PL Are you Cuffently ? CridL more than one ifapplicsible. ) 

In Full - time geoployment. ............... . ... ... III 
In Part - tim employment ......... . ......... -1 32 
In Full - dine 

...... 1 13 
In Pail - been educalics, J4 
unemployed 

................. ............ is 
Otber (Statel ............ ...................... J6 

Figure 10-27De Vita (1997) Questionnaire (Food Influencing Factor Section) 
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budLetN&vm ID[ffloasurwy 11 

9A xym m in fidl cc part -time employment couldym pleme tell we yourjob title and the kubntzy in wkich 
you worL 

M Tifla. .................. . ... ------- - -.... 
Industry ......................................... .... 

Q31L Whgt !a your marital datus? (Procoptonly ifmcauwy) 

singe (Sldp to QU) 
married (Fire MRffiw) (Continue with Q. 37) 1 12 
Ro-married (Costirate, vAth Q. 37) 1 13 

coluditing (Confinuo with Q, 37) 1 ]4 

Divorced (Decres Absolute) (31cip to 0,39) 1 15 

Selarmled. (skip to QI$) 1 36 

Wkb%ed (Sldp 10 Q 33) 37 

937. is your spoum / pafter anployed? 

Yam, Full - Tim II 
Ycs, Past - Tim 12 
No 

...... . ........ . ... 
J3 

Q3L incmigymnelf, how many people Hve in your bousebold? 

Q39. How many bausehold mambere are ckfldr= under the qp of 187 

Q41L Wbat was the bigbast Iml ofeduceliamyou coamplated? 

Secondary School EA=Hcm .................. 
1 31 

6A Fam Callcips ............................. 1 12 
F. M CAMGPý ..................... ................. .. 1 13 

........... .......... 
1 14 

Oduff (piesms vtmtmý ........................... 1 15 

Qu. Hav* you obtainad any ofthe following qualificadOW CrIA am tlm ona iraPPlicaý) 

HNC .............................. 11 NurclAt QualificatialL ........................... 1 17 
12 .... . ................ I is 

Deffft ............................ -. 1 33 19 
PoitgracluessDiplornaL ....... ..... J4 
Matters 15 Nam ---------------- ----------- - ----- -- 
PhD ............... r 16 

Q42. Which is 7M counby of"? 

Englaild ..................................... - -- ------------------ Soodwd ........................................ ................ -.. 1 12 
won .... ....... ................ ... ............. ... .. 1 ]3 
Northam Ireland ........... ...... 

34 
Irish RepuWc ................ . -------- -- ------- -------- is 
Elsewhere (1110A Stliel 

.......................................... 
]6 

Figure 10-28De Vita (1997) Questionnaire (Demographic I Classification Questions) 
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Market Maven I Dffusloq Survey 12 

Q43. How WARM Yom CMCIVNM youmW in etbnic t~ Okomqg only if Devesmy ) 

WhkL --- ---------------- ----- --- --1 11 
Black 1 12 
Black 1 13 
Black Otha (Plem stamý.. -.. . .... ... -1 14 

. ....... . ..... .............. 1p 

PAiA=L ... . .......... . ............. .... )6 
BmWadwhi ....... . ................... 17 
Chimm ....................................... . Any odw edwk group 
mom 10 

Q44. Areyouamd6atFemaw 

Male.... [ 11 Famale-I 12 

Q4& Is your tcW atamd botwhold imcomiL.. 

Undet p 
110.000toft4, "9 1 12 
L13.00010 flt, 999. -... [ 13 
120,000 10 E24,999 E ]4 
f25. OOO to 129.999..... [ J3 
L30.000 to LU, 999 ( 36 
OvK E3S. 000 ........... 1 17 

Thank you very much for your co-cýcn, va greatly mpprociato It. Are there any questiont 3m)u vAsh to ask as? 

Figure 10-29 De Vita (1997) Questionnaire (Demographic/ Classification Questions) 
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10.3 Appendix Three - Construct Validity Data 

Analysis number 1 Listwise deletion of cases with missing values 

Mean Std Dev Label 

Q3B 3.19626 1.91578 1 like introducing new brands and produc 
Q3F 3.28972 1.85639 1 like helping people by providing them 
03G 3.22897 1.96899 People ask me for information about prod 
Q3J 3.83178 1.91356 If someone asked where to ge the best bu 
Q3K 3.27570 1.87238 My friends think of me as a good source 
Q12 4.07477 1.65697 How well do you fit the general Market M 
Q6 1.49533 . 66958 Ever influence others about the product 
Q7C 4.88785 1.78584 1 like to talk about this kind of produc 
Q7D 4.85981 1.80738 1 provide other people with specific inf 
07E 4.65421 1.89689 People come to me for information on thi 
Q4 . 00467 . 06836 What type of product or products do you 

Number of Cases - 214 

lCorrelation Matrix: 

OB Q3F 030 Q3J Q3K Q12 QG 

Q3B 1.00000 
Q3F . 59646 1.00000 
Q3G . 52695 . 65609 1.00000 
Q3J . 55461 . 56226 . 67815 1.00000 
Q3K . 59345 . 61579 . 77871 . 79266 1.00000 
Q12 . 33256 . 34702 . 28109 . 33122 . 29144 1.00000 
Q6 -. 14934 -. 20287 -. 30009 -. 1911S -. 24425 -. 11817 1.00000 
Q7C . 19309 . 21802 . 24633 . 20053 . 21990 . 15040 -. 32632 
Q7D . 15442 . 36897 . 24125 . 29586 . 24871 . 19634 -. 34969 
07E . 18284 . 32190 . 27144 . 27104 . 32571 . 15913 -. 42267 
Q4 -. 04289 . 02628 . 02689 -. 06574 -. 04679 . 07980 -. 05081 

07C Q7D WE Q4 

Q7C 1.00000 
07D . 66710 1.00000 
Q7E . 50406 . 73896 1.00000 
Q4 . 00431 . 04333 . 04873 1.00000 

Determinant of Correlation Matrix - . 0047365 

Table 10-1 FactorAnalysis 
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---- ------- F ACTOR ANALYSI S ----- ------ 

Kaiser-Meyer-olkin Measure of Sampling Adequacy - .7 9748 

Bartlett Test of Sphericity - 1115.9875, Significance - . 00000 

1-tailed Significance of Correlation matrix: 

is printed for diagonal elements. 

03B 03F 03G Q3J Q3K 

Q3B 
03F . 00000 
Q3G . 00000 . 00000 
Q3J . 00000 . 00000 . 00000 
Q3K . 00000 . 00000 . 00000 . 00000 
Q12 . 00000 . 00000 . 00002 . 00000 . 00001 
Q6 . 01448 . 00143 . 00000 . 00251 . 00016 
Q7C . 00229 . 00067 . 00014 . 00161 . 00060 
Q7D . 01193 . 00000 . 00018 . 00001 . 00012 
07E . 00366 . 00000 . 00003 . 00003 . 00000 
Q4 . 26632 . 35115 . 34783 . 16924 . 24797 

Q12 Q6 Q7C Q7D 07E 

Q12 
Q6 . 04230 
Q7C . 01391 . 00000 
Q7D . 00197 . 00000 . 00000 
Q7E . 00993 . 00000 . 00000 . 00000 
Q4 . 122S4 . 22985 . 47499 . 26422 . 23915 

Q4 

Q4 

Extraction 1 for analysis 1, Principal Components Analysis (PC) 

Table 10-2 Factor Analysis Cont 
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lInitial Statistics: 

Variable Communality Factor Eigenvalue 

Q3B 1.00000 1 4.42210 
Q3F 1.00000 2 1.87627 
Q3G 1.00000 3 1.04169 
Q3J 1.00000 4 . 84515 
Q3K 1.00000 5 . 72966 
Q12 1.00000 6 . 54317 
Q6 1.00000 7 . 51110 
Q7C 1.00000 8 . 41220 
Q7D 1.00000 9 . 28909 
Q7E 1.00000 10 . 18184 
Q4 1.00000 11 . 14773 

PC extracted 3 factors. 

lFactor matrix: 

Factor 1 Factor 2 Factor 3 

Q3B . 68303 . 37153 -. 01003 
Q3F . 77877 . 21983 . 07121 
Q3G . 80328 . 29736 . 01350 
Q3J . 78850 . 32781 -. 09208 
Q3K . 82862 . 33608 -. 08399 
Q12 . 45887 . 12883 . 36968 
Q6 -. 44984 . 39703 -. 02334 
Q7C . 51373 -. 60783 -. 10785 
Q7D . 60139 -. 66859 -. 04589 
07E . 59737 -. 61189 -. 04185 
Q4 . 01140 -. 12637 . 93172 

Final Statistics: 

Pct of Var Cum Pct 

40.2 40.2 
17.1 57.3 

9.5 66.7 
7.7 74.4 
6.6 81.0 
4.9 86.0 
4.6 90.6 
3.7 94.4 
2.6 97.0 
1.7 98.7 
1.3 100.0 

variable Communality Factor Eigenvalue Pct of Var Cum Pct 

03B . 60467 1 4.42210 40.2 40.2 
Q3F . 65987 2 1.87627 17.1 57.3 
Q3G . 73387 3 1.04169 9.5 66.7 
03J . 73767 
03K . 80661 

Table 10-3 Factor Analysis Cont. 

Cranfield University Silsoe College CF De Vita 1997 



273 

---- ------- FACT0R ANALYSIS----------- 

Variable Communality * Factor Eigenvalue Pct of Var Cum Pct 

012 . 36383 * 
Q6 . 36053 * 
Q7C . 64500 * 
Q7D . 81079 * 
Q7E . 73302 * 
Q4 . 88420 * 

VARIMAX rotation 1 for extraction 1 in analysis 1 Kaiser Normalization. 

VARIMAX converged in 4 it erations. 

Rotated Factor Matrix: 

Factor I Factor 2 Factor 3 

Q3B . 77537 . 05853 . 00645 
Q3F . 77223 . 22982 . 10354 
03G . 83574 . 18337 . 04229 
Q3J . 84138 . 15945 -. 06583 
Q3K . 87943 . 17345 -. 05588 
Q12 . 44992 . 10638 . 38740 
Q6 -. 16183 -. 57297 -. 07779 
Q7C . 10292 . 79575 -. 03458 
Q7D . 14264 . 88832 . 03662 
07E . 16999 . 83832 . 03653 
Q4 -. 07245 . 02770 . 93712 

Factor Transformation matrix: 

Factor 1 Factor 2 Factor 3 

Factor 1 . 83967 . 5396S . 06113 
Factor 2 . 54291 -. 83702 -. 06813 
Factor 3 -. 01440 -. 09040 . 99580 

Table 10-4 Rotated Factor Matrix 
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10.4 Appendix Four - Market Maven Construct Measure Statistics 

my- 

Valid cum 
Value Label Value Frequency Percent Percent Percent 

Strongly Disagree 1 113 28.3 29.4 29.4 
Disagree 2 72 18.0 18.7 48.1 
Disagree Somewhat 3 60 15.0 15.6 63.6 
Neither Disagree or 4 60 15.0 15.6 79.2 
Agree Somewhat 5 31 7.8 8.1 87.3 
Agree 6 29 7.3 7.5 94.8 
Strongly Agree 7 20 5.0 5.2 100.0 

15 3.8 Missing 

-- 
Total 

------- 
400 

------- ---- - 
100.0 100.0 

Mean 2.977 Std err . 093 median 3.000 
Mode 1.000 Std dev 1.832 variance 3.356 
Kurtosis -. 666 SE Kurt . 248 Skewness . 632 
SE Skew . 124 Range 6.000 Minimum 1.000 
maximum 7.000 Sum 1146.000 

Valid cases 385 missing cases is 

Table 10-5 Question 3B Statistics 
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Q3F I like helping people by proviaing tnem wItn Informat ion 

about many kinds of products. 

Valid Cum 
Value Label Value Frequency Percent Percent Percent 

Strongly Disagree 1 97 24.3 25.1 25.1 

Disagree 2 86 21.5 22.2 47.3 

Disagree Somewhat 3 60 15.0 15.5 62.8 
Neither Disagree or 4 63 15.8 16.3 79.1 
Agree Somewhat 5 35 8.8 9.0 88.1 
Agree 6 26 6.5 6.7 94.8 
Strongly Agree 7 20 5.0 5.2 100.0 

13 3.3 Missing 

-- ----- 
Total 

------- 
400 

----- -- 
100.0 100.0 

Mean 3.028 Std err . 091 Median 3.000 

Mode 1.000 Std dev 1.786 Variance 3.188 

Kurtosis -. 609 SE Kurt . 247 Skewness . 621 

SE Skew . 124 Range 6.000 Minimum 1.000 

Maximum 7.000 Sum 1172.000 

kalid 
cases 387 Missing cases 13 

Table 10-6 Question 3FStafisfics 
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Q3G People asW -me- ? or information about products, places to 
shop or sales. 

Valid Cum 
Value Label Value Frequency Percent Percent Percent 

Strongly Disagree 1 131 32.8 33.6 33.6 
Disagree 2 79 19.8 20.3 53.8 
Disagree Somewhat 3 45 11.3 11.5 65.4 
Neither Disagree or 4 56 14.0 14.4 79.7 
Agree Somewhat 5 27 6.8 6.9 86.7 
Agree 6 30 7.5 7.7 94.4 
Strongly Agree 7 22 5.5 5.6 100.0 

10 2.5 Missing 

Total 
------- 

400 
------- ------- 

100.0 100.0 

Mean 2.864 Std err . 095 Median 2.000 
Mode 1.000 Std dev 1.885 Variance 3.552 
Xurtosis -. 619 SE Kurt . 247 Skewness . 744 
SE Skew . 124 Range 6.000 Minimum 1.000 
Maximum 7.000 Sum 1117.000 

Valid cases 390 Missing cases 10 

Table 10-7 Question 3G Statistics 
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Q3J If someone asked where to ge the best buy on several 
types of products, I could tell him or her where to shop. 

Valid cum 
Value Label Value Frequency Percent Percent Percent 

Strongly Disagree 1 83 20.8 21.4 21.4 
Disagree 2 62 15.5 16.0 37.5 
Disagree Somewhat 3 63 15.8 16.3 53.7 
Neither Disagree or 4 61 15.3 15.8 69.5 
Agree Somewhat 5 45 11.3 11.6 81.1 
Agree 6 41 10.3 10.6 91.7 
Strongly Agree 7 32 8.0 8.3 100.0 

13 3.3 Missing 

Total 
------- 

400 
------- ------- 

100.0 100.0 

Mean 3.450 Std err . 098 Median 3.000 
Mode 1.000 Std dev 1.930 Variance 3.725 
Kurtosis -1.061 SE Kurt . 247 Skewness . 317 
SE Skew . 124 Range 6.000 Minimum 1.000 
Maximum 7.000 Sum 1335.000 

Valid cases 387 Missing cases 13 

Table 10-8 Question MSIatistics 
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Q3K My friends think of me as a good source ot intormation when 
it comes to new products or sales. 

Valid cum 
Value Label Value Frequency Percent Percent Percent 

Strongly Disagree 1 ill 27.8 30.9 30.9 
Disagree 2 73 18.3 20.3 51.3 
Disagree Somewhat 3 42 10.5 11.7 63.0 
Neither Disagree or 4 59 14.8 16.4 79.4 
Agree Somewhat 5 26 6.5 7.2 86.6 
Agree 6 28 7.0 7.8 94.4 
Strongly Agree 7 20 5.0 5.6 100.0 

41 10.3 Missing 

Total 
------- 

400 
------- ------- 

100.0 100.0 

Mean 2.944 Std err . 099 Median 2.000 
Mode 1.000 Std dev 1.869 Variance 3.494 
Kurtosis -. 691 SE Kurt . 257 Skewness . 667 
SE Skew . 129 Range 6.000 minimum 1.000 
Maximum 7.000 Sum 1057.000 

Valid cases 359 Missing cases 41 

Table 10-9 Question 3KSIatistics 
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Q12 How well do you fit the general Mar ket maven description? 

Valid cum 
Value Label Value Frequency Percent Percent Percent 

Not at all well 1 39 9.8 12.0 12.0 

Not well 2 45 11.3 13.8 25.8 

Not particularly wel 3 35 8.8 10.8 36.6 

Neither 4 71 17.8 21.8 58.5 
Somewhat well 5 69 17.3 21.2 79.7 

Well 6 41 10.3 12.6 92.3 

Very well 7 25 6.3 7.7 100.0 
75 18.8 Missing 

------- - 
Total 

------- 
400 

- ----- 
100.0 100.0 

Mean 3.951 Std err . 099 Median 4.000 

Mode 4.000 Std dev 1.777 Variance 3.158 

Kurtosis -. 946 SE Kurt . 270 Skewness -. 124 

SE Skew . 135 Range 6.000 Minimum 1.000 

Maximum 7.000 Sum, 1284.000 

lValid cases 325 Missing cases 75 

Table 10-10 Question 12 Statistics 
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10.5 Appendix Five- Market Maven Construct Reliability Statistics 

Mean 

1. Q3B 3.0420 
2. Q3F 3.1469 
3. Q3G 2.9825 
4. Q3J 3.5839 
S. Q3K 3.0070 
6. Q12 3.9650 

Covariance Matrix 

Q3B Q3F 

Q3B 3.5210 
Q3F 2.1587 3.4871 
Q3G 1.8920 2.3324 
Q3J 2.0175 2.0122 
Q3K 2.0629 2.1007 
Q12 1.1173 1.1841 

Q12 

Q12 3.1707 

Q3B 
OF 
Q3G 
Q3J 
Q3K 
Q12 

Q12 

Std Dev 

1.8764 
1.8674 
1.9403 
1.9098 
1.8296 
1.7806 

Q3G Q3J 

Cases 

286.0 
286.0 
286.0 
286.0 
286.0 
286.0 

3.7646 
2.5752 3.6473 
2.6317 2.5959 

. 9889 1.2065 

Correlation Matrix 

Q3B Q3F 03G 

1.0000 

. 6161 1.0000 

. 5197 . 6437 1.0000 

. 5630 . 5642 . 6950 

. 6009 . 6149 . 7414 

. 3344 . 3561 . 2862 

Q12 

1.0000 

WK 

3.3473 
1.0143 

Q3J 03K 

1.0000 

. 7429 1.0000 

. 3548 . 3113 

Table 10-11 Market Maven Construct Reliability Statistics 
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RELIABIL ITY ANALYS IS SCALE (A LPH A) 

N of Cases - 286.0 

N of 
Statistics for Mean variance Std Dev Variables 

Scale 19.7273 76.7183 8.7589 6 

Item Means Mean Minimum maximum Range Max/min Variance 
3.2879 2.9825 3.9650 . 9825 1.3294 . 1597 

Item Variances Mean minimum maximum Range Max/min Variance 
3.4897 3.1707 3.7646 . 5939 1.1873 . 0447 

Inter-item 
Covariances Mean minimum maximum Range Max/Min Variance 

1.8593 . 9889 2.6317 1.6428 2.6613 . 3461 

Inter-item 
Correlations Mean minimum maximum Range Max/min Variance 

. 5296 . 2862 . 7429 . 4567 2.5957 . 0247 

Source of Variation 

Between People 
Within People 
Between Measures 
Residual 
Total 

Grand Mean 

Analysis of Variance 

Sum of Sq. DF 

3644.1212 285 
2551.6667 1430 

228.4242 5 
2323.2424 1425 
6195.7879 1715 

3.2879 

Mean Square F 

12.7864 
1.7844 

45.6848 
1.6303 
3.6127 

Prob. 

Reliability Coefficients 6 items 

Alpha - . 8725 Standardized item alpha . 8711 

28.0216 . 0000 

Table 10-12 Market Maven Construct Reliability Statistics Cont. 
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ISPEARMANC0RRELAT10NC0EFFICIENTS 

03F . 6017 
N( 378) 
Sig . 000 

03G . 5382 . 6348 
N( 380) N( 382) 
Sig . 000 Sig . 000 

Q3J . 5559 . 5463 . 6351 
N( 377) N( 377) N( 381) 
Sig . 000 Sig . 000 Sig . 000 

Q3K . 6039 . 6402 . 7356 . 7233 
N( 351) N( 3S2) N( 356) N( 355) 
Sig . 000 Sig . 000 Sig . 000 Sig . 000 

Q12 . 3161 . 3576 . 3145 . 3163 . 3232 
N( 317) N( 317) N( 319) N( 315) N( 300) 
Sig . 000 Sig . 000 Sig . 000 Sig . 000 Sig . 000 

Q3B Q3F Q3G 03J 03K 

(Coefficient / (Cases) 2-tailed Significance) 

*. " is printed if a coefficient cannot be computed 

Table 10-13 Market Maven Construct Reliahility Statistics Continued 
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10.6 Appendix Six - Market Maven Scale Data 
MAVEN Market Maven Measure 

Valid Cum 

Value Label Value Frequency Percent Percent Percent 

3 1 .3 .3 .3 
4 2 .5 .5 .8 
5 13 3.3 3.3 4.0 
6 20 5.0 5.0 9.1 
7 12 3.0 3.0 12.1 
8 13 3.3 3.3 15.4 
9 11 2.8 2.8 18.1 

10 20 5.0 S. 0 23.2 
11 17 4.3 4.3 27.5 

12 24 6.0 6.0 33.5 

13 7 1.8 1.8 35.3 

14 16 4.0 4.0 39.3 

15 19 4.8 4.8 44.1 

16 19 4.8 4.8 48.9 

17 is 4.5 4.5 53.4 

18 14 3.5 3.5 56.9 

19 15 3.8 3.8 60.7 

20 14 3.5 3.5 64.2 

21 12 3.0 3.0 67.3 

22 14 3.5 3.5 70.8 

23 9 2.3 2.3 73.0 

24 12 3.0 3.0 76.1 

25 14 3.5 3.5 79.6 

26 12 3.0 3.0 82.6 

27 7 1.8 1.8 84.4 

28 10 2.5 2.5 86.9 

29 10 2.5 2.5 89.4 

30 4 1.0 1.0 90.4 

31 6 1.5 1.5 91.9 

32 4 1.0 1.0 92.9 

33 6 1.5 1.5 94. S 

34 2 .5 .5 95.0 

35 5 1.3 1.3 96.2 

36 3 .8 .8 97.0 

37 2 .5 .5 97.5 

38 4 1.0 1.0 98.5 

39 3 .8 .8 99.2 

40 1 .3 .3 99.5 

42 2 .5 .5 100.0 

3 .8 Missing 

------ 
Total 

------- 
400 

------- - 
100.0 100.0 

MAVEN Market Maven Measure 

Mean 17.912 Std err . 439 Median 17.000 

Mode 12.000 Std dev 8.737 Variance 76.343 

Kurtosis -. 445 SE Kurt . 244 Skewness . 506 

SE Skew . 122 Range 39.000 Minimum 3.000 

Maximum 42.000 Sum 7111.000 

Valid cases 397 missing cases 3 

Table 10-14 Market Maven Scale Scores 
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LOWMAVEN Low Market Maven Category 

Valid cum 
Value Label Value Frequency Percent Percent Percent 

6 20 5.0 16.1 16.1 
7 12 3.0 9.7 25.8 
8 13 3.3 10.5 36.3 
9 11 2.8 8.9 45.2 

10 20 5.0 16.1 61.3 
11 17 4.3 13.7 75.0 
12 24 6.0 19.4 94.4 
13 7 1.8 5.6 100.0 

276 69.0 Missing 

--- 
Total 

------- 
400 

------- ---- 
100.0 100.0 

Mean 9.460 Std err . 203 Median 10.000 

Mode 12.000 Std dev 2.265 Variance 5.128 

Kurtosis -1.270 SE Kurt . 431 Skewness -. 198 

SE Skew . 217 Range 7.000 Minimum 6.000 

Maximum 13.000 Sum 1173.000 

, Valid cases 124 

Table 10-15 Market Maven "Low" Category Scores 

Cranfield University Silsoc College CF De Vita 1997 



285 

MEDMAVEN Me dium Maven Category 

Valid Cum 
Value Label Value Frequency Percent Percent Percent 

14 16 4.0 12.6 12.6 
is 19 4.8 15.0 27.6 
16 19 4.8 15.0 42.5 
17 18 4.5 14.2 56.7 
18 14 3.5 11.0 67.7 
19 is 3.8 11.8 79.5 
20 14 3.5 11.0 90.6 
21 12 3.0 9.4 100.0 

273 68.3 Missing 

Total 
------- 

400 
------- ------- 

100.0 100.0 

Mean 17.228 Std err . 198 median 17.000 
Mode 15.000 Std dev 2.226 Variance 4.955 
Kurtosis -1.155 SE Kurt . 427 Skewness . 181 
SE Skew . 215 Range 7.000 Minimum 14.000 
Maximum 21.000 Sum 2188.000 

* Multiple modes exist. The smallest value is shown. 

Valid cases 127 

Table 10-16 Market Maven "Medium " Category Scores 
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HIGHMAVE High Maven Category 

Valid cum 
Value Label Value Frequency Percent Percent Percent 

22 14 3.5 10.8 10.8 
23 9 2.3 6.9 17.7 
24 12 3.0 9.2 26.9 
25 14 3.5 10.8 37.7 
26 12 3.0 9.2 46.9 
27 7 1.8 5.4 52.3 
28 10 2.5 7.7 60.0 
29 10 2.5 7.7 67.7 
30 4 1.0 3.1 70.8 
31 6 1.5 4.6 75.4 
32 4 1.0 3.1 78.5 
33 6 1.5 4.6 83.1 
34 2 .51.5 84.6 
35 5 1.3 3.8 88.5 
36 3 .82.3 90.8 
37 2 .51.5 92.3 
38 4 1.0 3.1 95.4 
39 3 .82.3 97.7 
40 1 .3 .8 98.5 
42 2 .51.5 100.0 

270 67.5 Missing 

Total 
------- 

400 
------- ------- 

100.0 100.0 

Mean 28.262 Std err . 447 Median 27.000 
Mode 22.000 Std dev 5.101 Variance 26.024 
Kurtosis -. 199 SE Kurt . 422 Skewness . 802 
SE Skew . 212 Range 20.000 minimum 22.000 
Maximum 42.000 Sum 3674.000 

* Multiple modes exist. The smallest value is shown. 

Valid cases 130 

Table 10-17 Market Maven "High" Category Scores 
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10.7 Appendix Seven - King & Summers Opinion Leadership Scale Data 
KINGOL King & Summers Opinion Leadership Scale 

Valid Cum 
Value La bel Value Frequency Percent Percent Percent 

1 43 10.8 11.6 11.6 
2 14 3.5 3.8 15.3 
3 9 2.3 2.4 17.7 
4 9 2.3 2.4 20.2 
5 a 2.0 2.2 22.3 
6 5 1.3 1.3 23.7 
7 3 .8 .8 24.5 
a 4 1.0 1.1 25.5 
9 1 .3 .3 25.8 

10 2 .5 .5 26.3 
11 3 .8 .8 27.2 
12 6 1.5 1.6 28.8 
13 3 .8 .8 29.6 
14 s 1.3 1.3 30.9 
is 5 1.3 1.3 32.3 
16 11 2.8 3.0 35.2 
17 8 2.0 2.2 37.4 
18 7 1.8 1.9 39.2 
19 11 2.8 3.0 42.2 
20 13 3.3 3.5 45.7 
21 11 2.8 3.0 48.7 
22 9 2.3 2.4 51.1 
23 5 1.3 1.3 52.4 
24 14 3. S 3.8 56.2 
2S 20 5.0 5.4 61.6 
26 16 4.0 4.3 65.9 
27 is 3.8 4.0 69.9 
28 10 2.5 2.7 72.6 
29 14 3.5 3.8 76.3 
30 12 3.0 3.2 79.6 

31 9 2.3 2.4 82.0 

32 11 2.8 3.0 84.9 
33 9 2.3 2.4 87.4 

34 4 1.0 1.1 88.4 
35 14 3.5 3.8 92.2 
36 10 2.5 2.7 94.9 
37 2 .5 .5 95.4 
38 a 2.0 2.2 97.6 
39 3 .8 .8 98.4 

40 2 .5 S 98.9 
41 2 .5 .5 99.5 
42 2 .5 .5 100.0 

28 7.0 

--- 

Missing 

....... 
Total 

....... 
400 

---- 
100.0 100.0 

KINGOL King Summers Opinion Leadership Scale 

Mean 19.849 Std err . 621 median 22.000 
Mode 1.000 Std dev 11.975 Variance 143.390 
Kurtosis -1.132 SE Kurt . 252 Skewness -. 281 
SE Skew . 126 Range 41.000 Minimum 1.000 
maximum 42.000 Sum 7384.000 

Valid cases 372 

1 

Missing cases 28 

1 

Table 10-18 King& Summers Opinion Leadership Scale Data 
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10.8 Appendix Eight - Feick and Price Innovation Measure Broad Product 
Categories Data 

INNBROAD Innovation Measure - Broa d Product Categories ý21 

Valid cum 
Value Label Value Frequency Percent Percent Percent 

1 40 10.0 15.8 15.8 
2 39 9.8 15.4 31.2 
3 118 29.5 46.6 77.9 
4 45 11.3 17.8 95.7 
5 11 2.8 4.3 100.0 

147 36.8 Missing 

Total 
------- 

400 
------- ------- 

100.0 100.0 

Mean 2.794 Std err . 066 Median 3.000 
Mode 3.000 Std dev 1.049 variance 1.100 
Kurtosis -. 399 SE Kurt . 305 Skewness -. 183 
SE Skew . 153 Range 4.000 Minimum 1.000 
Maximum 5.000 Sum 707.000 

Valid cases 253 missing cases 147 

Table 10-19 Feick andPrice Innovation Measure BroadProduct Categories Data 
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10.9 Appendix Nine - Feick and Price Innovation Measure Specific Product 
Categories Data 

INNSPECI Innovative Measure - Specific Prod ucts Q23 

Valid Cum 
Value Label Value Frequency Percent Percent Percent 

1 56 14.0 14.3 14.3 
1 12 3.0 3.1 17.3 
1 1 .3 .3 17.6 
1 is 4. S 4.6 22.2 
2 12 3.0 3.1 25.3 
2 14 3.5 3.6 28.8 
2 1 .3 .3 29.1 
2 12 3.0 3.1 32.1 
2 22 S. S 5.6 37.8 
2 7 1.8 1.8 39.5 
2 1 .3 .3 39.8 
2 12 3.0 3.1 42.9 
3 11 2.8 2.8 4S. 7 
3 10 2. S 2.6 48.2 
3 17 4.3 4.3 52.6 
3 22 5.5 S. 6 58.2 
3 16 4.0 4.1 62.2 
3 1 .3 .3 62.5 
3 10 2.5 2.6 6S. 1 
3 1 .3 .3 65.3 
4 28 7.0 7.1 72.4 
4 11 2.8 2.8 75.3 
4 is 4.5 4.6 79.8 
4 13 3.3 3.3 83.2 
4 9 2.3 2.3 85.5 

4 8 2.0 2.0 87. S 

5 6 1.5 1.5 89.0 

5 1 .3 .3 89.3 

5 7 1.8 1.8 91.1 
5 1 .3 .3 91.3 
5 9 2.3 2.3 93.6 
S 10 2.5 2.6 96.2 
5 6 1.5 1.5 97.7 
S 1 .3 .3 98.0 
5 2 S .5 98.5 
6 3 .8 .8 99.2 
6 1 .3 .3 99. S 
6 1 .3 .3 99.7 
6 1 .3 .3 100.0 

8 2.0 Missing 

Total 
--- 
400 

---- ----- 
00.0 100.0 

INNSPECI Innovative Measure - Specific Products 0 

Mean 2.765 Std err . 066 Median 2.833 
Mode 1.000 Std dev 1.306 Variance 1.704 
Kurtosis -. 942 S3 Kurt . 246 Skewness . 256 
SE Skew . 123 Range 5.333 Minimum 1.000 
maximum 6.333 Sum 1083.900 

valid cases 392 missing cases 8 

Table 10-20 Feick andPrice Innovation Measure Specific Product Categories Data 
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10.10 Appendix Ten - Modified Feick and Price Early Awareness Measure Data 
EARLYAW Ear ly Awareness Measure Q24 

Valid Cum 

Value Label Value Frequency Percent Percent Percent 

1 90 22.5 29.1 29.1 

1 6 1.5 1.9 31.1 

1 9 2.3 2.9 34.0 

2 6 1.5 1.9 35.9 

2 10 2.5 3.2 39.2 

2 6 1.5 1.9 41.1 

2 21 5.3 6.8 47.9 

2 11 2.8 3.6 51.5 

2 1 .3 .3 
51.8 

3 3 .81.0 
52.8 

3 7 1.8 2.3 55.0 

3 8 2.0 2.6 57.6 

3 19 4.8 6.1 63.8 

3 7 1.8 2.3 66.0 

3 8 2.0 2.6 68.6 

4 10 2. S 3.2 71.8 

4 a 2.0 2.6 74.4 

4 3 .81.0 
75.4 

4 17 4.3 5.5 80.9 

4 8 2.0 2.6 83.5 

4 3 .81.0 
84.5 

5 4 1.0 1.3 85.8 

5 6 1.5 1.9 87.7 

5 3 .81.0 
88.7 

5 4 1.0 1.3 90.0 

5 1 .3 .3 90.3 
5 2 .5 .6 90.9 

6 1 .3 .3 91.3 

6 3 .81.0 
92.2 

6 2 .5 .6 92.9 
6 2 .5 .6 93.5 
6 2 .5 .6 94.2 
7 4 1.0 1.3 95.5 
7 3 .81.0 

96.4 
7 2 .5 .6 97.1 
7 5 1.3 1.6 98.7 
7 1 .3 .3 99.0 
8 2 .5 .6 99.7 
8 1 .3 .3 100.0 

91 22.8 Missing 
-- 

Total 
------- 

400 
------- ----- 

100.0 100.0 

EARLYAW Early Awareness Measure - Q24 

Mean 2.716 Std err . 099 Median 2.167 
Mode 1.000 Std dev 1.736 Variance 3.013 
Kurtosis . 074 SE Kurt . 276 Skewness . 919 
SE Skew . 139 Range 6.833 Minimum 1.000 

Maximum 7.833 Sum 839.167 

Valid cases 309 missing cases 91 

Table jo-21 modified Feick and Price Early Awareness Measure Data 
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10.11 Appendix Eleven - Early Awareness Measure -Recently Introduced 
Products Data 

NEWAWARE Ear ly Awareness Measure Awareness of Recently Intro duced 

Products Q27a Q27f 

Valid cum 

Value Label Value Frequency Percent Percent Percent 

1 25 6.3 6.3 6.3 
1 7 1.8 1.8 8.0 
1 25 6.3 6.3 14.3 

2 7 1.8 1.8 16.0 
2 35 8.8 8.8 24.8 

2 12 3.0 3.0 27.8 

2 53 13.3 13.3 41.0 

2 28 7.0 7.0 48.0 

2 48 12.0 12.0 60.0 

3 32 8.0 8.0 68.0 

3 53 13.3 13.3 81.3 

3 18 4.5 4.5 85.8 

3 57 14.3 14.3 

-- 

100.0 

Total 
------- 

400 
------- -- --- 

100.0 100.0 

Mean 2.198 Std err . 029 Median 2.333 
Mode 3.000 Std dev . 589 Variance . 347 
Kurtosis -. 748 SE Kurt . 243 Skewness -. 433 
SE Skew 

. 122 Range 2.000 minimum 1.000 
Maximum 3.000 Sum 879.333 

Valid cases 400 Missing cases 0 

Table 10-22 Early Awareness Measure -Recently Introduced Products Data 
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10.12 Appendix Twelve - Information Provision Measure - Pasta and Related 
Products Data 

IPOTHERS In formation Provision Measure - Provision Of-Information. To 
Others Q25 

Valid cum 
Value Label Value Frequency Percent Percent Percent 

1 183 45.8 47.8 47.8 
1 7 1.8 1.8 49.6 
1 18 4.5 4.7 54.3 
2 15 3.8 3.9 58.2 
2 7 1.8 1.8 60.1 
2 7 1.8 1.8 61.9 
2 20 5.0 5.2 67.1 
2 13 3.3 3.4 70.5 
2 9 2.3 2.3 72.8 
3 8 2.0 2.1 74.9 
3 10 2.5 2.6 77.5 
3 7 2.8 1.8 79.4 
3 12 3.0 3.1 82.5 
3 6 1.5 1.6 84.1 
3 10 2.5 2.6 86.7 
4 11 2.8 2.9 89.6 
4 10 2.5 2.6 92.2 
4 2 .5 .5 92.7 
4 4 1.0 1.0 93.7 
4 6 1.5 1.6 95.3 
4 2 .5 .5 95.8 
5 4 1.0 1.0 96.9 
5 1 .3 .3 97.1 
S 1 .3 .3 97.4 
5 1 .3 .3 97.7 
5 3 .8 .8 98.4 
5 1 .3 .3 98.7 
6 1 .3 .3 99.0 
6 1 .3 .3 99.2 
7 1 .3 .3 99.5 
7 1 .3 .3 99.7 
8 1 .3 .3 100.0 

17 
- 

4.3 Missing 

Total 
------ 

400 
------- ------- 

100.0 100.0 

Mean 1.892 Std err . 062 Median 1.333 
Mode 1.000 Std dev 1.208 Variance 1.459 
Kurtosis 2.401 SE Kurt . 249 Skewness 1.532 
SE Skew . 125 Range 6.667 Minimum 1.000 
maximum 7.667 Sum 724.667 

Valid cases 383 missing cases 17 

Table 10-23 Information Provision Measure - Pasta and Related Products Data 
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