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ABSTRACT

The purpose of this study was to‘predict
consumer behaviors by application of Fishbein's
behavioral prediction model. The study was carried
out in Istanbul with 388 housewives. Brand loyalty
behavior was conceptualized as a function of the
consumer's beliéfs about brand switching behavior (Bi);
the consumer's evaluation of Bi; and the consumer's
motivation to comply with her significant other's
dpinions.

Brand loyalty towards three product groups,
margarine, detergent and shampoo, was studied. The
study was composed of a qualitative part which examined
the salient beliefs and salient referents of the
consumers and a quantitative part which measured the
strength of these salient beliefs, their evaluation,
and the consumer's motivation to comply with the salient
referents.

The results showed that consumers who had
negative attitudes toward brand switching were higher
in brand loyalty than those who had positive attitudes
and that consumers high in motivation to comply with
social referents who encourage trying new brands of
products were lower in brand loyalty that those low in

motivation to comply.



These results were in line with the predictions
of Fishbein's model. It was shown that with this model
consumetr behaviors could be predicted and variance in

consumer behaviors could be accounted for.
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INTRODUCTION

1. PROBLEMS OF CONSUMER PSYCHOLOGY

Consumer psychology is a branch of psychology
which deals with the behavior, especially purchasing
behavior, of individuals as consumers (Hansen, 1972).
One of the maiﬁ research tasks of consumer psychology
is to find out what distinguishes the buyers from the
nonbuyers of a product. "Why do consumers buy one
brand rather than the other?" "What are the psychologi-
cal dimensions which characterize the user and
differentiate him from the nonuser?" Such gquestions are
among the main questions which consumer psychology tries
to answer (Herzog, 1966).

‘In order to explain variances among consumer
behaviors, reseércheré have been interested in the
possibility of obtaining personality data which could
then be related to purchasing behavior. The Advertising
Research Foundation (1966) made attempts to predict
buying behavior from demographic and personality traits,
but it was found that in~§redicting buying behavior i
these factors cannot account for variance. ARF notes
that the personality test used, the Edwards Personal
Preference Schedule, was a limitation of results. ARF

also points out that more appropriate measures that are



designed to tap traits which are relevant to consumer
behavior might be more successful.

The problem of accounting for variance among
individuals' behaviors and developing measuring devices
to predict 'behaviors is not limited to consumer
psychology. Social psychology has tried to find an
answer to this’problem for years. Indeed, the problem
of consumer psychology is an extension of this basic

problem in social psychology.

2. CAN ATTITUDES PREDICT BEHAVIORS?

Social psychologists have tried to predict the
overt behaviors of individuals by measuring their
attitudes.

Allport (1967) viewed "attitude" as "the most
distinctive and indispensable concept" in social
psychology. Wrightsman (1977) indicated that the reason
behind its centrality is the assumptidn‘that attitudes
are related to overt behaviors. In other words, social
psychologists give importance to the concept "attitude"
because they view it as a concept that can be used for
the prediction of overt behaviors. Therefore much
attitude research has been based on the implicit
assumption that increased knoWledgé of attitudes wili

lead to better understanding and prediction of behaviors.



However, La Piere's (1934) study, which is now
considered as one of the classic studiés of social
psychology, failed to verify the postulated relation
between attitude and behavior. In this study, La Piere
was unable to find a correlation between attitudes
toward Chinese and behaviors toward them.

Other studies about attitude-behavior relation
have yielded inconsistent results. Ajzen and Fishbein
(1977) reviewed 109 empirical studies on the relation
between attitudes and behavior. In these studies, a
total of 142 attitude-behavior relations were reported.
In 46 of these the relation between attitude and
behavior was not significant, in 57 of them the relation
was low or inconsistent and only in 39 of them was the
relation significant. |

With these results it could be said that there is .
little evidence supporting the hypothesis that knowledge
of an individual's attitude toward some object will
allow one to predict the way he will behave with respect
to the object. Psychologists have tried to find an
explanation that could account for these nonsignificant
results.

Ajzen and Fishbein (1974a, l974b) summarized
these attempts to provide explanétions by grouping them

into four main categories. The first type of explanation



criticizes the definition of attitude. Ajzen and Fish~-
bein cited several researchers who aréued that attitudes
are multidimensional. Allpo;t (1935) and Triandis
(1971) also criticized the definition of attitude as a
unidimensional concept which includes only the affective
component. Thgy argued that the reason for the inability
to predict behaviors from attitudes is the narrow
definition of attitude. Accordinq to these critics, the
definition of attitudekmust include cognitive, affective
and conative cdmponents. From this definition it follows
that single attitude scores cannot adequately represent
the three components and thus cannot predict behaviof
accurately. But, as indicated by Fishbein (1967b), this
view was not accompanied by a technique for measuring
these ﬁhree components, and investigators continued to
measure attitude by obtaining single scores that
essentially measuré the affective component.

The second group of explanations has suggested
that the object of the attitude was not the same as
that toward thch the behavior was directed and
criticized the measurement instruments.

The third type of explanation derives from Doob's
behavior theory analysis of attitudes which postulates
that the relation between attitude and behavior is

modified by past reinforcements. Therefore two persons



may have the same attitude bﬁt behave differently as a
result of their different reinforcemeﬁt histories. Fish-
bein, Ajzen, Landy and Anderson (1970) submitted these
explanations to empirical tests. In the experiment
subjects worked with two confederates on a task. Each
subject was differentially reinforced by the
confederates auring the experiment. Measures were
obtained of cognition, affect, conation and perceived
reinforcement by the confederates. But neither in
combination nor in isolation did these variables permit
significant prédiction of task behavior, (cited in Ajzen
and Fishbein, 1974Db).

The fourth group of explanations focuses on other
variables sgsuch as social norms, habits, personality
characteristics, etc. in addition to attitudes as
factors influencing behavior. One of the advocates of
this view, Triandis (1971), indicated that behavior is
a function of attitudes, norms, habits and expectancies
about reinforcement. But although these factors have
been pointed out, they have not been systematically
investigated (Wicker, 1971).

Fishbein (1967b) has presented a theory that
attempts to integrate the other determinants of behavior
into a single conceptual framework. With this theory the

other determinants of behavior can be systematically



investigated.

3. FISHBEIN'S BEHAVIORAL PREDICTION MODEL

Fishbein's theory is an adaptation to social
behavior of Dulany's (1968) theory of propositional
control which was developed within the context of
studies of vérbal conditioning and concept attainment;
In fact, Dulany's theory leads to the prediction of
overt behavior. Fishbein, by adapting this theory to
social behavior, has taken into account other variables
which interact with attitudes to determine behaviors.

Before going onto the explanation of Fishbein's
model, let us explain the concept of attitude as Fish-
bein has defined it. Fishbein (1967a) has defined
"attitude" as a learned disposition to respond to an
object or class of objects in a favorable or unfavorable
way, and has operationalized it as the evaluative
dimension of a concept. Other types of meaning which an
object may have for a person were excluded from the
definition of attitude and were defined separately, as
belief. Belief has beenrdefinedras the individual's
hypotheses concerning the nature of objects and the
types of actions that should be taken with respect to
them. Belief has been operationaiized as a concept's

position on the probability dimension. Fishbein and



Raven (1962) have differentiated betwecn beliefs in an

object and beliefs about an object. Belief in refers to

the existence of the object, belief about refers to the
belief in the existence of a relationship between the
object and some other object. According to Fishbeln
(1967b) attitude toward any object is a function of the
strength of beiiefs about the object and evaluative

aspects of those beliefs:

However, it must be pointed out here that it is
only the individual's salient heliefs which serve as
determinants of attitude. Rosenberg (1956) has found
that estimates of attitude based on a consideration of
an individuwal'g sallient beliefs (those obtained by
subiject's questionnaire answer Lo an open-endead
guestion) were more accurate than estiwates based on a
congideration of 35 beliels selected on an a priori
basis.

Fishbein (1967¢) has c¢laimed that conceptualiza-
tion of attitudes in this way will increase the under-
standing of attitude-behavior relation. With this
definition investigators will be able to measure the

attitudes toward the appropriate stimulus object.
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Fisbein's theory (l96fbi, which leads to the
prediction of an individual's intentionlto perform any
behavior, is based on the above mentioned defdnition
of attitude. Behavioral intention, according to Fish-
bein's theory, is taken as the immediate antecedent of
overt behavior. One of the important properties of this
theory is to measure the subject's intention to perform
the specific behavior which the investigator is
interested in predicting; Fishbein, depending on Dulany'
s theory, claimed that if the specific behavioral
intention could be predicted, then the overt behavior
could also be predicted with great accuracy. The more
generalized the intention becomes, the lower will be
its correlation with a gpecific beha&ior. Indeed, the
39 significant attitude-behavior relations mentioned
by Ajzen and Fishbein (1977) in their review of empirical
research were the ones which measured specific attitudes
toward appropriate objects.

Fishbein's model for the prediction of behavior

can be summarized as follows:



An individual's intention to perform a
specific act, with respect to a stimulus
object, in a given situation, ‘is a
function of the following:

la. His beliefs about the consequences
of performing a particular behavior
in a given situation: that is, the
probability or improbability that
the performance of behavior X will
lead to some consequence Yy (Bi).

lb. The evaluative aspect of B,, that is,
the S8's evaluation of Y (éi).

2a. A normative belief, that is the
subject's belief about what he should
de in this situation (NB).

2b. His motivation to comply with the

norm, that is his desire or lack of
desire to do what he thinks he should

do (Mc). (Fishbein, 1967b, p.488).

Algebraically, this model can be shown as follows:

- N '
B BI= {Z BiaJ -{~{}T_NBi Mci}
-1

i WO W

1

By this formulation, the norms governing a
certain behavior in a situation and an individual's
motivation to comply with them are taken into account,
in addition to the individual's attitudes toward
performing that behavior. Normative beliefs may include
the individual's belief about what he pérsonally feels

he should do or the individual's belief about what his
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significant others say he should do.

Let us try to rephrase and explaih Fishbein's
theory again, briefly. According to Fishbein, behavior
towards objects and others isra function of the inter-
action of two determinants: one personal in nature and
the other reflecting social influence.

On the pérsonal side, a person who believes
that performing a given behavior will lead to mostly
positive outcomes will hold a favorable attitude toward
the behavior, while a person who believes that performing
the behavior will lead to mostly negative outcomes will
hold an unfavorable attitude. Therefore, .it would be
important to understand the saliency of the beliefs hold
about the consequences of a certain béhavior, the
strength of each salient belief (e.g. probability-im-
probability of the consequence) and the emotional
evaluation of the consequences prescribed by the beliefs
(e.g. desirability-undesirability of the consequence).

On the social influence side, the person's’
behavior is alse a function cf beliefs, but beliefs of
a different kind, namely the person's beliefs that
specific significant individuals or reference groups
think he should or should not perform a given behavior.
These beliefs underlying a person's éubjective norms

are termed as normative beliefs. In trying to understand
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the behavior of the person it would be also important
’to understand the degree to which he is motiQated to
comply with the judgements of these referents.

As can be noted, at times, the weight of
personal beliefs may be dominating, and thus the
behavior will be performed accordingly, disregarding
social influence, while at times, social influence may
exert more weight, the person disregarding personal
beliefs.

Fiéhbein has tried to provide an explanation of
the inconsistent results of attitude-behavior studies
without expanding the definition of attitude. The
studies conducted by Ajzen and Fishbein (1972, 1974b)
according to Fishbein's theoretical model, have support-
ed this model. Fishbein's formulation has contributed
to the understanding of attitude-behavior relation, and
enabled investigators to predict the behaviors of

individuals.

4. APPLICATION OF FISHBEIN'S MODEL TO CONSUMER
PSYCHOLOGY
Fishbéin‘s modellcan be applied to consumer
psychology in order to predict consumer behaviors. As
indicated earlier, attempts to predict consumer behavior

and to account for variances in consumer behavior have
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failed. The application of Fishbein's model to consumer
behavior may produce better results. In this framework,
Bi would be the consumer's beliefs about performing a
certain behavior (buying or using Brand X or brand
switching, etc.); a; would be the consumer's evaluation
of Bi; NB would be what the consumer's significant
others think he/she should do and Mc would be his/her
motivation to comply with his/her significant others'
thoughts (Hughes, 1971). |

This study will try to predict consumer behaviors
with Fishbein's model. There are a range of consumer
behaviors. In this study "brand loyalty" behavior of
consumers will be predicted by studying consumers'
attitudes toward brand switching. Howeﬁer, as indicated
by Fishbein, the probability of predicting specific
behaviors from general attitudes is very low. Therefore
attitudes toward brand switching in three classes of
products will be examined. The products that will be
used in this study are detergent, margarine and shampoo.
Although these are frequently consumed products, studies.
have shown that consumers dévelop beliefs about these
'small ticket purchases and may perceive risk while
switching brand of these products (Cox,‘l967; Cunningham,
1967a, 1967b). These products are selécted for the study

because determination of brand loyalty in these



13

frequently purchased items will be easier.

Brand loyalty has interested marketers for years
because it is an important purchasing behavior which
differentiates consumers, and it is a phenomenon which
is important for marketers. Almost every consumer goods
marketing plan ﬁas among its high priority goals the
objective of encouraging current consumers to buy the
brand repeatedly (Cunningham, 1967a). For these reasons
brand loyalty has become an important research area for
consumer psychology. In fact, research about brand
loyalty is an extension of the main research task--
identifying differences between the buyers and nonbuyers
of a product--of consumer psychology.

In trying to find out the reasons behind brand
loyalty and the behavioral correlates of brand loyalty,
the concept has been defined differently by @ifferent
researchers. Therefore results of these studies are not
always comparable. First let us review the different
definitioﬁs of the concept then summarize the studies
about the phenomenon.

Engel, Kollat and Biackwell/(l973) grouped
different definitions of brand loyalty into four
categories: 1) brand-choice sequeﬁces; 2) proportion of
purchases} 3) brand preference over ﬁime; 4) other

measures of loyalty.
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1) Brand Choice Sequences: Sequence of the brands
purchased leads to different brand loyalty categories.
Purchasing of the same brand continucusly is called un-
divided loyalty (AAAARAA); purchasing of two different
brands successively is called di&ided loyalty (ABABABA);
purchasing of two different brands in a different
sequence is called unstable loyalty (AAABBB); and
purchasing of different brands is called no loyalty
(ABCDEF) . Tucker (1964) used this type of definition by
defining brand loyalty as three successive choices of
the same brand.

2) Proportion of Purchases: Brand loyalty is
defined as the proportion of total purchases within a
given product category devoted to the»most frequently
purchased brand. UDefining brand loyalty this way has
led to the concept of multikrand loyalty, in addition
to providing a more guantifiable measure of brand
loyalty. For example, dual-brand loyalty according to
this definition would ke the percent of total purchases
devoted to the two most favorite brands.

3) Brand Preference Over Time: In contrast to the
‘above mentioned approaches which employ actual purchase
data in defining brand loyalty, this type of definition
uses preference statements over time. Guest (1966) has

defined brand loyalty in this way.
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4) Other Measurements of Loyalty: Engel, et al.
(1968) have noted that some researchers have employed
a combination of two or more of the above criteria in
defining brand loyalty, or have defined it differently.
For example, Cunningham's (1967a) definition evaluates
probable behavior as an indicator of brand loyalty when
confronted with the absence of one's favorite brand.

Engel, et al. (1968) have indicated that the
definitions mentioned above cause some problems.
Researchers using different definitions would treat
similar cases differently, and therefore it would be
difficult to compare and synthesize findings. Also it
is important to differentiate bétween fintentional" and
"spurious" loyalty. Repeat purchase behavior is a
necessary, but not a sufficient, condition for true or
intentional brand loyalty. In ofder to be truly brand
loyal, the consumer must hold a favorable attitude
toward the- brand in addition to purchasing it repeatedly.

Let us try to summarize the studies about brand
loyaltf? Numerous. studies have been conducted in order
to find out the reasons behind brand loyalty and the
behavioral correlates of brand loyalty.

While satisfaction with an existing brand seems
a sufficient reason for brand loyalty, Brown (1952) and

Cunningham (1956) found that some consumers seemed more
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brand loyal than others, and that some product
categories generated more brand loyalty, (cited in
Cunningham, 1967b). These results suggest that other
factors are also involved.

~Bauer (1967) has mentioned the concept of "brand
lethargy" as perhaps an important determinant of brand
loyalty. Brand lethargy suggests that there is a certain
amount of effort required in changing brand and that it
may simply not be worthwhile for the consumer to do so.

Cunningham's study (1967b) which attempted to
study the relationship between perceived risk and brand
loyalty, is one of the few studies which found
significant relations. The way Cunningham has
conceptualized the perceived risk resembles the first
part of Fishbein's equation, Biai'

Carman (1970) hypothesized that empirical analyses
were showing no significant relationships between brand
loyalty and the characteristics of the shopper- not
because none existed, but because these analyses were
made on an inadeguate data base, using overly simple
models. He used an entropy measure of loyalty based on
purchase data alone and the Morgan-Sonquist automatic
interaction detector scheme (AID) to analyze the results.

He did find some correlates of brand loyalty and

concluded:
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1. The single most important predictor of brand
loyalty is store loyalty and personal chéracteristics
of consumer will explain differences in store loyalty.

2. Loyalty is positively correlated with the
extent to which the housewife socializes with her
neighbors.

3. The characteristics of consumers which are
associated with brand loyalty differ between products.

The present study will attempt to study
consumers' attitudes toward brand switching behavior in
order to explain their brand loyalty behavior in the
framework of Fishbein's theory.

The hypotheses of the study are: |
y/IT Those who have negative attitudes toward
brand switching will be high in brand loyalty behavior

and those who have positive attitudes toward brand
switch}ng will be low in brand loyalty behavior.

y// 2. Those who are motivated to compl? with the
social referents who think she should switch and try
new brands of products will be low in brand loyalty,

and those who are not motivated to comply with them

will be high in brand loyalty.

C oy /o ayT)
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METHOD

GENERAL PROCEDURE OF THE STUDY

This study gonsiéted of two sections. The first
section was composed of group discussions and is
referred to as the qualitative part. The second section,
the quantitative part, was a survey.

In the qﬁalitative part of the study, group
discussions were used as the means of obtaining
information about salient beliefs hold by housewives
toward switching brand of margarine, detergent, and
shampoo. The salient referents who affect the buying
decisions of housewives were also examined in these
group discussions.

The content of these discussions was analyzed
and the information gathered about housewives' salient
beliefs and salient referents was used to construct a
guestionnaire. This questionnaire was applied to a wide
range of housewives in order to get more reliable
results. The results obtained from the interviews was

subjected to statistical analysis in order to test the

hypotheses of the study.

RESPONDENTS

Qualitative Part. Three group discussions each consist~
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‘ing of 7 housewives were carried out. The members of
each discussion group were selected from different
regions of Istanbul in order to vary the demographic
characteristics of group members. Women who were married
and who were over 18 years were selected for group
discussions. Housewives with these characteristics were
referred by housewives whc were known by the researcher.

Quantitative Part. 388 housewives who were over 18 were

interviewed in Istanbul. The cluster sampling method

was employed in the selection of respondents because it
was impossible to construct a sampling frame in which
the sampling units werevthe sampling elements themselves.
fstanbul has been divided into 42 areas by the
Municipality Administration. 13 of these areas were
selected randomly. From each of these areas three
neighborhoods were selected. In each neighborhood 10
households were selected and interviews were conducted

with the housewives over the age 18 in these households.

PROCEDURE

Qualitative Part. The group discussions were started

with a broad gquestion such as, "We want to get an idea
about how housewives go about purchasing everyday items,
such as let us say margarine. We have very little

information about the decision process, so your thoughts
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are very valuable for us." The group members were en-—
couraged to communicate with each other. The discussions
were directed towards the beliefs of housewives about
switching brands of margarine, detergent, and shampoo.
The leader tried to find out whether or not they switch
brands and what are the advantages or disadvantages of
switching brands according to them. The people who
affect their purchasing decisions, salient referents,
were discussed also. Each discussion took about half an
hour or so. Thé leader tried to summarize and terminate
the discussions after she had enough information about
the above mentioned topics.

Quantitative Part. The guestionnaire, which was develop-

ed in light of the information gathered in the first
part, was applied to 388 housewives in a face to face
situation. The questions were asked to respondents by
an interviewer in the respondent's home. Before the
beginning of the interviéws, interviewers were given
general training in conducting interviews, and specific

training with regérd to the content of the interview.

ASSESSMENTS

Qualitative Part. The group discussions were tape

recorded subjected to content analysis by a group of

fjudges.'Each of the judges evaluated the content of the
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discussions separately. Each judge was asked to rate

the beliefs in terms of their saliency and the consensus
among the judges was taken as the basis for selecting
the salient beliefs. The same procedure was followed

for the selection of salient referents.

Quantitative Part. A questionnaire was constructed by

the researcher by using the "salient beliefs" and the
"salient referents" obtained in the’qualitative part
as the basis. |

The questionnaire included bipolar scales for
measuring the strength of each salient belief, emotional
evaluation of the consequences prescribed by the beliefs,
the strength of normative beliefs and the motivation to
comply with them. Fishbein and Raven (1967) have shown
that Osgood's semantic differential could be used in
measuring the above mentioned dimensions. Ajzen and
Fishbein (1974b) have also used seven-point scales in
order to measure subjects' attitudes towards an act,
normative beliefs and motivation tc comply.

The questionnaire constructed for this stuy
included the. following measﬁres (See Appendix A for the

complete form of the questionnaire):

1. Aact: Subject's attitudes towards switching brands

of margarine, detergent and shampoo were measured.

According to Fishbein's theory (1967b), attitude toward
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performing a behavior is a function of the strength of
beliefs about the consequences of that behavior and
evaluative aspects of those consequences prescribed by
the beliefs. Therefore the measure of attitude towards
the behavior included two different measures; one for
the strength of salient beliefs, the other for the
evaluative aspects of these beliefs.

Salient beliefs about switching brands of
margarine, detergent, and shampoo were rated on seven-
point bipolar scales with end points defined by the
words probable and improbable, (A section of the first
nineteen items correspond to Aact).

For the measurement of evaluative aspects of the
consequences, the subjects were asked, "In general, in
deciding whether or not tb change your brand of margarine,
detergent, or shampoo, how important to you is e€ach
consequence?" and they were requested to rate each
consequence on a seven-point scale with end points
defined by the words important—notrimportant, (B section
of the first 19 items). Each salient belief (Bi) was
multiplied by the corresponding evaluation (ai). These
products of Biai were summed for the different product
groups , (zz_Biai).

2. NB and Mc: The subject's perception of the expecta-

tions of other people concerning her brand buying
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‘behaviors and the subject's motivation to comply with
these perceived expectations were measured.

Measures of normative beliefs were taken on
seven-point scales with end points defined by the words
probable-improbable, (Items 20,22,24,26,28,30,32,34).
The subject indicated the probability that each of her
referents expected her to change her brand of margarine,
detergent and shampoo. Motivation td comply was
measured by asking the subject to indicate the
probability that she would comply with the expectation
of each referent. A measure of motivation to comply was
obtained with respect to each referent, (Items 21,23,
25,27,29,31,33,35). Subjects rated th:ee salient
referents for margarine and detergent, and two referents
for shampoo.

Each normative belief (NB) was multiplied by the
corresponding motivation to comply (Mc). The products
of NB(Mc) were summed across all the referents.

3. Brand Loyalty: A measure of brand loyalty was
constructed by using preference statements; actual
purchase data was not used. For each product five
questions were asked. The subjects were asked to rate
their probable behaviors when faced with the described
situation on a seven-point scale with end points defined

by probable-improbable. The questions constructed for
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the measurement of brand loyalty aimed to differentiate
between "spurious" and "intentional" brand loyal
’consumers, (Items 36 to 50).

The sum across the five probability scales

resulted in a measure of brand loyalty.



RESULTS

A stepwise multiple regression analysis was
conducted to test.the hypotheses and to determiné the
predictive relationship between two independent
variables-attitude towards the behavior (switching
brand) and motivation to comply with the social
referents-and the dependent variable, brand loyalty.
The same analysis was repeated for the three different
product groups, margarine, detergent and shampoo. These
results are presented in Table 1 for margarine, Table 2
for detergent and Table 3 for shampoo.

Hypothesis One stated that those housewives who
have negative attitudes toward brand switching will be
higher in brand loyalty than those who have positive
attitudes toward brand switching. The results of the
regression analysis for attitudes toward brand switching
indicate that the difference in brand loyalty between
those who have positive attitudes and those who have
negative attitudes is significant (F=65.09, p (.001 for»
margarine; F=95.51, p<:.001 for detergent; F=96.32,
£><.001 for'shampoo). Thése results support the first
hypothesis for all the product groups.

Hypothesis Two stated that subjects high in

motivation to comply with social referents who encourage
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trying new brands of products will be lower in brand
loyalty than those low in motivation to comply. The F
values shown on Tables 1, 2 and 3 for different product
groups indicate that consumers who are high in
motivation to comply and consumers who are low in
motivation to comply have significantly different brand
loyalty scores (F=34.93, p <{.001; F=56.65, p .001;
F=54.41, p<.OOl).

Summarizing the regression analysis, the F values
on Tables 4, 5 and 6 show the levels of significance
attained as each new predictive variable is added to the
regression equation.

The results of the analysis for all the product
groups indicate that the independent variable of
attitudes toward the behavior is a better predictor of
brand loyalty.

The addition of the independent variable
motivation to comply to the equation does not add much
predictive power to that of attitudes toward the
behavior in the case of margarine. That is, knowing the
compliance motivation of the respondents does not help
us in improving our prediction of the brand loyalty
behavior to a great degree (F=4.23, p¢<.05).

However, the addition of the independent variable

motivation to comply to the equation increases the
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predictive power of the equation significantly in the
case of detergent (F=14.45, p <.001) and shampoo

(F=10.20, p <.001) .
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TABLE 1- The Results of Multiple Regression Analysis
for the Relation Between Attitﬁde Towards
Behavior, Motivation to Comply with the .
Social Referents and Brand Loyalty for

Margarine.

Variables D.F. |Sum of Squares x square F

Attitude

towards 1 2098.25 2098.25 *

switching | 386 12441.41 32.24 |©°-09

brand

Motivation

to comply 2 2233.59 1116.79 .
- 34.93

with sociall| 385 12306.07 31.96

referents

*» o001

**p .001



29

TABLE 2- The Results of Multiple Regression Analysis
for the Relation Between Attitude Towards
Behavior, Motivation to Comply with the

Social Referents and Brand Loyalty for

Detergent
Variables D.F. | Sum of Squares X square F
Attitude
towards 1 3315.50 3315.50 *
switching | 386 13398.49 34,71 | 2°-°1
brand
Motivation
to comply 2 3800.32 1900.16 ¥
with social| 385 12913.67 33.54 | 00-03
referents
*» {.001

w001
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TABLE 3~ The Results of Multiple Regression Analysis
for the Relation Between Attitude Towards
Behavior, Motivation to Comply with the

Social Referents and Brand Loyalty for

Shampoo

Variables D.F. Sum of Squares X Square F

Attitude

towards 1 2665.36 2665.36 "

switching | 386 10680.57 27.66 | 20-32

brand

Motivation

to comply 2 2941.01 1470.50 ok
- 4.41

with social| 385 10404.91 27.02 | °

referents

*p {.001

X*p <.001
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TABLE 4~ Summary Table for the Multiple Regression
Analysis on the Relationship Between Attitudes
Toward Behavior Motivation to Comply with the

Social Referents and Brand Loyalty- MARGARINE

Variables Multiple R R B Beta F

Attitude

towards .37 .14 | -.43 | -.37] 61.64"
behavior

Motivation
to comply

with the .39 .15 .10 .09] 4.23
social

referents

*5> .001; d.£.=1,386

#*p (.05 ; d.£.=2,385
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TABLE 5- Summary Table for the Multiple Regression
Analysis on the Relationship Between Attitudes
Toward Behavior, Motivation to Comply with the

Social Referents and Brand Loyalty- DETERGENT

Variables Multiple R R B ~ Beta F

Attitude
towards .44 .19 | -.47 | -.40 |79.73"

behavior

Motivation
to comply
with the .47 .22 .03 .17 | 14.45**
social

referents

*p (.001; G.f.=1,386

**p.<.001; da.f£.=2,385
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TABLE 6- Summary Table for the Multiple Regression
Analysis on the Relationship Between Attitudes
Toward Behavior, Motivation to Comply with

Social Referents and Brand Loyalty- SHAMPOO

Variables Multiple R R B Beta F

Attitude
towards .44 .19 | -.48 | -.42 |86.79%

behavior

Motivation
to comply
with the .46 .22 .03 .14 |10.20™
social

referents

*p {.001; d.£.=1,386

*#p (.001; 4.£.=2,385
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Together the two independent variables account
for approximately 15 percent of the (R2=.15) variance
in brand loyalty, mostly through the predictive
contributions of the attitude toward the behavior for
margarine.

In the case of detergent (R2=.22) and shampoo
(R2:.22), approximately 22 percent of the variance of

brand loyalty is accounted for by attitudes toward

behavior and motivation to comply in combination.



DISCUSSION AND CONCLUSION

The purpose of this research was to apply Fish-
bein's model of behavior prediction to consumer
psychology in order to predict consumer behaviors. The
relationship between the two components of the model-
attitudes toward behavior and motivation to comply with
the social referents-and the behavior of consumers was
examined. It was expected that this model would work for
consumer behaviors and that, with the help of the two
components of the model, consumer behaviors could be
predicted.

The results seem to be in line with our expecta-
tions; the first hypothesis, that housewives who have
negative attitudes toward brand switching are higher in
brand loyalty than those who have positive attitudes was
supported. The second hypothesis was also supported,
showing that housewives who are high in motivation to
comply with social referents who encourage trying new
brands are lower in brand loyalty than those who are low
in motivation to comply. Thus, the present study provided
support for'Fishbein's model and showed that this model
couldybe applied to a range of behaviors.

Fishbein has developed this model in order to

predict behavior accurately by integrating attitude and
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other determinants of behavior. Fishbein has defined
attitude as a unidimensional concept. He has pointed out
that although attitude has been defined as a multi-
dimensional concept only the affective component is
measured and treated by researchers as the essence of
attitude. Therefore he tried to bring the definition of
attitude into closer harmony with the techniques by
which attitudes are measured by including only the
affective component in the definition of attitude. He
defined the other two components, cognitive and conative
components, as beliefs.

In short, he has defined attitude towards an
object as a function of the strength of beliefs about
the object and evaluative aspects of those beliefs.

In this theory of behavioral prediction Fishbein
has included another component besides attitudes towards
the object. This component, called the normative
component, consists of the norms governing a behavior in
a certain situation and the person's motivation to comply
with these norms. With this model of behavioral predic--
tion it has been possible to predict behaviors of
subjects more accurately (Ajzen and Fishbein, 1972, 1974Db).

The present study provided additional support for
this model in the area of consumer péychology and showed

that the model is applicable to different types of
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behavior. The main aim of the study was reached. It was
shown that with this model consumer behaviors could be
predicted and variance in consumer behaviors could be
accounted for.

In the framework of consumer psychology, the
first component of Fishbein's model Biai was taken as
the consumer's beliefs about performing a certain
behavior and the consumer's evaluation of these beliefs.
The second component, NB-Mc, was conceptualized as what
the consumer thinks his/her significant others think he/
she 'should do and his/her motivation to comply with
his/her significant others' thoughts.

The study also found important results about brand
loyalty behavior of consumers.

First of all, it was found that there is a
significant relationship between one's attitude towards
brand switching and brand loyalty. Attitudes toward brand
switching in margarine, detergent and shampoo were
examined separately because the probability of predicting
specific behaviors from general attitudes (such as
attitude towards brand switching in general) is rather
low. Therefore attitudes found in this study could not
be generalized to other products. In order to study
brand loyalty towards other producté; attitudes towards

brand switching for those products should be looked at.



38

In order to determine consumers' attitudes
towards brand switching, beliefs about the conseguences
of brand switching and their evaluation of these beliefs
were examined. Housewives who believed that brand
switching would lead to mostly negative outcomes held
an unfavorable gttitude towards brand switching, hence
held a favorable attitude toward brand loyalty.

In case of margarine, those housewives who
believed that changing the brand of their margarine
would change the taste and smell of the food that they
cook with margarine in an unfavorable Qay were higher
in brand loyalty than those who believed that a new
brand of margarine would not change the taste and smell
of their food. Those who were higher in brand loyalty
also believed that their family might not like a new
margarine, that a different brand might not melt so
easily as their favorite brand, that the color of a new
brand might be different, that a new brand might be
difficult to digest, and.that changing their brand will
not help them to save money.

In the cése of detergent, those higher in brand
loyalty believed that they might not be able to find
the cleanliness they are used to if they changed their
brand of detergent. Brand loyal detergent users also

believed that the smell and the softness of their clothes
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might change in an unfavorable way if they should try a
new brand. They also believed that their family might
not like a new detergent, and that a different brand
might harm their skin and cause damage to their clothes.
They do not believe that changing their brand will help
them to save money.

Brand loyal shampoo users believe that changing
their favorite brand might cause their hair to become
dirty more quickly, might cause dandruff, and that they
might not find the brilliance and softness they are
used to.

For the normative component of the model, the
social referents who affect the buying behaviors of
housewives were examined. In the qualitative part of the
study, it was found that relatives, neighbors, friends
and grocers were the salient social referents who are
most likely to affect housewives' margarine and detergent
buying behavior. The same referents except grocer were

true for shampoo, also.

Those houséwives who believed that her social.
referents thought she should try new brands and who
.were high in motivation to comply with these social
referents were lower in brand loyalty than those who

were low in motivation to comply.

The independent variable motivation to comply



40

with the social referents increased the predictive power
of the equation more in the case of detefgent and shampoo
than margarine. This finding is in line with Fishbein's
theory which indicates that wéights of the components
change according to the specific behaviors studied. But
in all product groups, attitude towards the act carried
most of the weiéht in the prediction of brand loyalty.
The implication of this result for marketers is that if
the aim is to change brand loyalty of consumers, their
attitudes toward this behavior (for these product groups)
should be taken as a target. Changes induced in attitudes
toward behavior would be predicted to have significant
effects on brand loyalty behavior.

Future research could account for other types of
consumer behavior by using Fishbein's model. Consumers'
attitudes towards specific brands and the probability
that they would try those brands could be studied with

this model also.
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APPENDIX A

" THE QUESTIONNAIRE



Size gunluk tuketin maddeler inder mardarin. deterjan ve sampuan
hgkkinda bazi cumleler cluvacagim. ) =N .cumlelérda belivtilen
Tlh}rl&ra ne devece katilip Eatilmadiginizi el ivbmesiza
1st1yofum, fyiries bu cumlelerde belirtilen creliiklerin
Cgonuclariv) b mallarda kullanmakta clduguruz markavi degisticrip
degistirmemenizi  ethilemesi acisindan chemini  belirtmenizi de
vica eodiyorum.,

1.8u e:n'\c.ia . kullandigim  margarinden farkli  biv  marka  macgarin
yemebklerimin tadini degistivebilir,

o

(1 EE?INLIHLE AT I Y Y ORLIM (3 BIRAZ EATILMIYORUM
(e) QL?QHCQ FoAT TLT Y ORUM (4) FIERIHM Ch) GLDUEDSE EATILMIYORLM
(3 BIFRAZ EATILIYORUM YOk C7) HESINLIELE KATILMIYORUM

B,

(1) EESTHLIELE ONEMLI (5) RBIRAZ OMNEMBLE
(&) OLDUECA OREMLT (&) FIERIM (&) OLDUECH ONEMSIE
(3) BIRMAZ ONEMLT YO (7)) KESIMLIELE OMEMSBIZE

—

2.50  anda  bullandigimdan  Farkll biv macka  margacin vemeklerimi

Eokusumw deglistivebiliv.

(1) FESINLGTELE EATIL DY ORLM (%) BIRGE EATILMIYORLM
(82) 0LDUEDA EATILIYORUM {4y FIKRIM CH) DLDLEOE KAT TLMIY OFLIM
BIRAZ EATILIYORUM YO8 07 KESIHMLIELE RaTIHOM DY ORUM

(1) EESINLIELE COMEMLI (5 BIR
OLDUECA  ORNEMLT (&) FIKRIM Cédry L
CIMEEPIL. T O 7y KL

B.4u anda kullandigim margarinin markasind degistirdigimde, pafada
tasarvuf edebilirim,

.

(1) EESTHLIELE EATILIYORLM (59) BIRAZ KATLLMIYUORLE

() DLDUKCA EATILIYORLIF 14 FIRRIM (&) GLDUFEA EATILMIYRLE
(3) Ik FAT TL T Y EOIRUM RN (7 S LNLIFLE FATILMIYORUP
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B

(1) HESIMLIELE ONEMLT {50 F{ I F:#\":
(2) OQLDUECS QMEME T (&) FIERIM €é) A
(3) BI w OMEMLLT Y Ok (79

4,  Bu ﬁndm bullandigim margarinin mavkasinl degistivrivsem ailem
hosuna gl tnevebiliv,

A

{ 1 _) HErﬂNl TEA AT T T YORUM (m) EIROAE EATTLEFLYORLIM
() L:ll.‘,l.ll‘ll_llli.LlF-‘l. Hf‘if TL Ty ORI (4 FIERIM Cérd ALDURCE EATILMIYORLIM
(3 BIRAE EATILIYORUM Yk, (7 RESIMLIFELE HATIH.MIYORU

=38

(1) EESINLIFLE CNEMLI (&) BIRAE oMM
€2) OLDURCA GNEMIZT ta) FIRRI () OLTHICH ONEMSIE
(3 BIRAS ONEMLT ¥ Ok 7 SELAL TRLE QREMS

o]

S, Huw oanda kullandigim margarinin markasini degistivicsen  vye
aldigim margarin kolay erimeyebilir.

A
(1) KESINLIELE KATITYORUM (5) BIRAE EATILMIVIELM

(2) OLDUKCA KATILIYORUM (4) FIERIM (&) OLDUKCA AT ILMIYORUM
(B) RIRGZ EATILIYORUM YO (7) KESINLIELE KATILMIYORL
B

(1) FESINLIKLE CNEMLT (%)
() OLDUKCA UNEMLI ta)y FIKRIM (&)
(3) BIRAT (NEMLT YOk, (7)

H.B0 anda kullandiaim margarinin  markasinl  degistivicsem  ye
aldigim margarinin rengl istedigis g bl olmavabi liv.

EML TELE !'tﬁ‘lTll 1\'()F\l|ll (5 BIkAd In]lll‘l]rf\hl il
{8 ) QLD CE BAT DL TYOHRUM (4) FIERIM (&Y OLDUECH FATTLMEY U
(3) RIFATZ HATILIYORUM YO (7)) FESTNLIFLE RATHMEYORL

.

(1) EESINLIELE ONEMLT (5 BIRGAE OrREME TS

Ry OLDUECS ONEMLT fh43 FIERIM ( L OURGS QMRS |

(3 BWEIRAS ORNEMLT YOk (7)) FESINLIRELE l.'.liNl.... AE1E
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= [ R . AT [N AR R, 1 5 ] ] ‘
f.ag _.anda kullandigim  mavgarioin markasini  degistivivsen  yen
aldigim margarinin hazml zor olabiliv.

4,

(i) RESINLIKELE KATILIVORUM (5) BLRAZ KATLILMLYORUN
t2) OLDURLA FEATILIYORUM () FIERIM (b)) OLDUIECA AT LMDV IRUM
(3) BIRAE KATILIYORUM YO (7) FESTNLIMLE EATILMIYORUM

Fta

(1) EEGSTNLIELE ONEMILT : CEY OBTRAD ONET

(E?.) [%l...I.?l-it.-.l'.lf'ﬁ DMERL T (4) FIERIM G ) OLDUECA OREFMETE
(3) BHIRAY OMEMLI Y (IE. 7y IR IELE OMER

B.Devamli kullandigim camasiv deterjanimi  degistiricrsem. sainag i
alistigim femizligl bulamayabilivim.

M.

(1) EESINLIRELE EATILIYORUM {5 BRIRAE EATILMIVORUM

(2 OLDUCS EaT L TYORUM {a4) FIKRIM (&) OLDURLAS EATILMEYORUM

(3 BIRAS EATILIYORLM Y Gk (7)) RESINLTELE RATILFEYORUM
B.

(1) RESIMLIELE CONEMLZS (3 BIRAZ OMEMSIZ

() OLDURCH ONEMLI (4) FIERIM (&)Y OLDURCHS ONEMSTE

(3 A OMERMLT ¥ OH (7) FESIMLIMLE ONEMSIL

S.Devamli  kullandigim deterjandan Tavrkli b deterjan kullanirsa
ellerim dabha cok yipranabiliyr.

A

(1) EESTMNLIK AT L LY ORUM ¢y BIRAE HAT MDY ORUM

CEY O OLDUKRCS AT ILEY QR (4) FIERIM (H) OLDURCA BT ILRT Y CRLIM

(3 BIRAE HATILIYORUM O (7)) EESIMLIFLE EATILMIYORUM

.

C1) ERESTMOIELE QREMLT 5y BIRGE ORNEMSBITE
£8y OLDUECS OREMLLT Chy FIRERLM (4 OLDUECA OfET
() BIRAS ODNEMLL YOl (7)) EESTNLIELE DRE

10.5u EXRIE: bullandigimdan favrkl i bair detey jan bullanivse
camamivlarim eskisi kadar guzel kokmayabiliy.
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(1) EESTNLIKLE E&TILIYORUN —“—'-—__«’:;—). q-%:'.t [;f'
(2) CLIUMCS REATILTYORUM (4 FIERTHM (6 OLDLYE
(3) BIRAZ EATILIVORUM Yk )
E.

(1) EESTMNLIVLE ONEMLI

EAT LM T Y URLIM
£ AT T T Y ORUM
EESTMLIELE #£aTIHLMIYORUM

L L L Akl Gt 1k i e e e v e e A WAL it B BA wem i e e o i it Snld UL o AR el i ket A e

(5 BIRAGD OMEMBES

(2} (“HHU!L‘.{-\ (E!-I‘\IEI‘.'IL... I Ch4) FIFRIM (&) OLDLIECH ONE &?s
(3) BHIRAZ OMEMLE R iy (7)) FESINLOTELE OMNE H_ﬂ -

Li.Eullanmdigim deter jandan  baska bir  deterjana gecersem  maddi
tasariruf saglavabilivim,

A,

(1) KESINLIFLE KATILIY i.JF{LlI‘-’I (5 BIRAS KATILMIYORUM

() OLODLECES FaTILIVORUM {4) FIERIM (&) OLDAECH EATILMEYORLE

(3 BIRAD EATILIVORUM YOk (7)) EESIMLIELE EATLZHIYORUM
.

(1) EESINLIELE ONEMLI (5 I*] RV E\NL ME1E
(2) OLDUECA ONMEMLT (4) FIERIM (HY DL IS OREMESLE
(3) BIRAZ OMEMLI Yk (7)) EESINLIFLE OMEMSEE

12.5u anda kullandigimdan farkll biv deter jan ul Lanlsan
camasivliarim eskisi kadar yunusak olmayabilir.

a.
(1) EESINLIELE EATILIYORUM | (5) BIRAY EATILMIYORUM

(2) OLDUKDA EATILTYORUM (4) FIEEIM (&) OLDUECA EATILMTYORUM

(3) BIRAZ KATILIYORLM YOR (7) EEGINLIKLE KAT LM YORUM
L. '

(1) FESIMLIELE ONEMLI (5) BIRAR
(2) GLDUKES ONEMLI (4) FIERIM (&)
(3) RIRAT OMEMLT VO (7

13,580 ardd & bullandigimdan farkli bir deter jan bullanivsam
camasivlarim daha cabuk yipranabilly.

(A1

(1) EESINLIELE EATILIYORUM (%) BIRAZ EATILMIYORUM

¢y OLDUECA EATI TYORUM (4) FIFRIFM {4 DLDUECH BAT LT URLM

(3) BIRe P T T T Y ORUM WOk 7)) RESTNLIFLE EATILMIYORUM
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E.

(1) HHSINHIHLE ONEML. T (%) BIHAE ONEMSTE
:g) QLquuﬂlQNEULI 4y FIKRIM £6) OLWECA OMEMSLIZ
i3 1 } E‘E [\ (: - E] MEMIZT YO C7) BEGIMLTELE OMEMSIE

1},Su. aviedia Luligndlglm deter jandan farkli bir deterjan  kullanivsa
ailemiv hosuna dlbmavebilir,

A.

(L) HESIN%IHQE.ﬁHTILIYDRUM ) BIRAZ KATILMTYORUM
\ ? } ['ll DUl [;f-"j H"\ TIL I Y EFRLIM T4) FIERIM (&Y OLDUKCA FaTink Iy oRumM
(3 BIRAZ EATTLIYORUM YOk 70 EESTROIELE EATILMIYORUM

E.

- 0SS N SR PR BT BT chir et e 1 Y ke o Al s 4ot S h ALl T SP3 e = okl fyidn ot At L ' YT i AMd AT oo e o

(1) RESIMLIFLE OMEM.I (5 BIRAE OMEMSITE
(2) ['Eil..l':)U}:iCﬁ CINERLT {4} FIKRIM (&Y QLDUECH ONMEMSIE
(3) BIRAE ONEMLI YOk 7)) EESTMLIELE ONEMSTE

- T TN BT ot et e Ll L UL e e ey Rt et Sy S e L P TS el ket AL ar ASH e 1 T i i S e S v i R L SRR ST A A e AL 1 oA T v Fom e b S e

19.Eullandigim  sampuani degistivmer saclavimin vaglanmasina nede
olabilir.,

.

(1) EESTNLIKLE FATIL IYORLM (5) BIRAGD EATILMIYORLM

(2 OLDURDS KATILIYORUM (%) FIKRIM (&)Y OLDUKCHE RATILMIYORLM
(3) BIRAZ EATILIYORUM Yk, (7)) EESTNLTRLE FATILMIYORUM
E.

(1) KESINLTELE OMEML.I (5 BIRAZ ONEMBYE

() OLDUECA ONEWLI L4 FIKRIM (&) OLDURSA ONEMS S
(3 BIRMAZ QHEFLT Y Ok (7)) FESINLIELE CONEMSIE

ia.Devamli  Eullandigim sampuanil degistivrmelk saclarimda  hkepeklery
vapraltyi 1iv.

A .

(1) FESIMLIELE FaTILTYORUM (S BTy FATILMIYORLM

(2)y OLDLECE EATILIYIORLM (43 FIERIM (a0 OLIECA EaTILMI Y ORLIM
(3) BIFAZ HATILIYORUM WOk (7)) WESTHLIFLE FEATILMIYORLE

B,

1y E TR TELE ONEMLY (D) BIRAZ O 1
(2) DLDUECHS CIMEPMLT ‘ (4) FIRRIM (6 OLIECA ONEMESTE
(3) BIRAS OWEMLI ¥k C7Y EESTNLIRLE ONEMBTE
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gljtiigmll Lullandlglm sampuanl deglistivivsem saclarimda dolulme
1] & R

.

(1) KESIMLIKLE KATIL 1\mﬁt1r-1ww—--__wu_“mc-;:—.1_';-;-“_'_*'“-7':__7‘—T_:T“_"“‘
, P ARLE KATILT : RTRAZ KATILKTYORLIM

(2) OLDUKCA KATILIYORUM (4) FIKRIM (&) OLDUKCA FaT ILITYORUA
(3) BIRAZ EATILIYORUM YOk (7)) RESINLTELE EATILMIYORUM

B.

(1) FESIMLIELE ONEMLLL : (5 BIRAZS DRNEM!
(?) QFQUﬁCﬁ QNEHLI Ca4) FIKRIM (&) OLDUECA OniE
(3 BIRAE ONEMLI Y ik (7 EESINMLOTELE (OME

18. Fullandigim  sampuani seqgistiricsem veni  kullanacagim  sampua
saclariml daba paviak yvapabilir.

A

(1) RESINLUIELE EATILIYORUM (5 BIRAS HATILMIYORUM

(&) OLDURCS HATILIYORLIM (4) FIKRIM (A OLDUECES EAT LAY QRN
(9 BIRAE EATILIYORUM Y O C7) ERESTMLIFLE ATILMIVOIRLM
H.

(1) EESIMOTELE ONEMLT (5 BIRAT ONEMSYE

(2) OLDUCE ONEMLE (4) FIERIM {60 QLOUWECHS OrEMSIE

() RIRAD ONEMLT Y Ok (7)) FEESITNLIELE ONEMZRTE

19.Eullandigin sampuanl degisticvirsem vyvenl kullanacagim  sampua
gaclarimi daba yususak vapabilir.

A

(1) K TORATILIYORUM (%) BIRAD EATILMIYORLM

(&) OLDURCAS FATILIVORLM (4 FIKRIM (&) DLDUEDS a7 LM TYORLIM
{(3) BIRONZ EATILIYORLIM R s (7)) RESTHNLIELE EATTLMIVORUE

v e P e PR T AN Y e A 7R 45T SR N P £ LIPS Yo A P AP g bt rrad SIS frmry et LR TS B £ e LS Pt e P e i Mok S Skt b (4 Fetee A s M BrAS aiLs SIS e ShEd i ey e e SheY e it Pt s S St et e

R.

(1) EESINLIFLE ONEMLI (350 BIRAE OMEMSBTE
i) (HLDUESS CNEMLT (4) FIERIM Cér)  HLDUIECA ORED
(3) BIRAZ ONMEMLI YOk C7) RESINLITELE ONEMST S
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gu polquEﬁ @t}baren ckuyacagim cumleleve yalmizeoca ne derece katilip
katilmadiginizi belivtmenizs vica edivorum.

T AR . g w ” s h CRETT A . . 4 I 3 ' 1 .
.Ml le lcgv|emdehm kadinlan deneyip memrun  kaldiklari et gaim 1y
mairkalarini benim de kullanmami tstevier.

.

(1) HE?IH%IHPE FATILTYORUM (5 BIRAZ FATILLMIYORUM
(?) ULQQELQ ﬁ@TILIYURUﬁ ta) FIERIM (&) DLDUECA EAOTILMIYORUM
(3 BIRAZ KATILIVORUM Ok (7 EESINMLIELE EATILMIYORUM

21l .Genelde, ajile ceviramnidel i Eadinlarinm  margarin Eorusundal: ]
tavasivelerimi dinlerim.

(3) BIRAGE EATITLMIYORLM
(4) FIERIM CHY OLDUECH EATILMEYORUM
Y Ok (7)) KESIMLIFELE EATH_MIVORUM

(1)
(e

(3

cREomsularim ve  ackadaslarim deneyip memviun kaldiklari Mar a1y
markalarini benim de kullarmmami isteriee.

A

(1) RESTHNLIRLE EATILIYORUM (5) BIRAZ EATTILMIYORLM

(2 DLDURCS waTILIYORUM (4) FIERIM (&) CLDUKES EATILMIYOIRUM
(3) BIRAY EATILIYORUM YOk (7)) KESTNLIFLE FATILMIYORUM

23, Benelde, arkadaslarimin ve kemssulac-imin margaric konusundak
taveiyvelerinit dinlerim.

A

Ly FESINLIELE EATILITYORUM () BIRAZ EATTLMIYORDM
(2 OLDUECA HATILITYORUH (4) FIERIM (AH)Y OLDUECA EATILMIVORUM
(3) BIRAZ EATILIYORUM YOk (7)Y KESINLIELE EATILMIVORUM

R2a.0lisveris etbigim dukkan sahibl tavsiyve ettigl margarin mavkasin
kullanmami  d=ster,

A

(1) BESINLIELE EATILIYORUM £9) BIRAL FATDHMIVORUM

(2 QLDUECH EATILIYORUM 4} FIKRIM (&) QLDERCA EaT DLH DY ORIM
(3 BIRAZ KATILIYORUM YOIk (7)) EESGTNLIFLE EATILMIYORUM
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= ™ e gm “ - o K . - . . . .
Eu.&gnglde? .al}EVE¥15 ettigim dukban sahibinin margarin konuswndak
taveiyelerini dinlerim,

A.

(1) HESINFIHFENHHTILIYURUM () BIRAZD KATTLMIYORUM
(2 Clll_.l.?l.l!"‘ ',é-\. E.f-“-n Ly ‘f_’ DREUM (4) FIKRIM CaY OLDURCH KaT T T GRLIM
(3) BIRAZ EATILIYORUM YOk (7Y FESINLIELE EATTLMIVORUM

26.0ile cevremdekl kadinlar kendi deneyip memnun kaldiklari deterja
markalarini benim de kullanmami isterler.

ﬁl

(1) KESTMUIELE EATILIYORLUM (5) BIRAZ EATILMIYORUM
(2) OLDUECA EATILIYORLM (4 FIKRIM () OLDUKDCA KATILMIYUHRLE
(3 BIRAZ KATILIYVORUM Y [ (7)) FESIMLIKLE EATILMIYVORUM

27 enelde alle cevremdalk kadinlarin deter jan Lonusudak
taveiyelerini dinlerim.

a.

(1) FELIMLIELE EATILIYORUM (50 BIRAZ EATILMLYORUM
12) CLDURCHE AT T YORUM £4) FIKRIM (&) CLDURCH ATILMEYORURM
(3 BIRAE KATILIYORUM YOl (7)) FESINMLIKLE EATILMIYORURK

28, Eomsularim  wve ackadeslarim deneyip memnnun kaldiklari deterja
markalarinli beninde kullanmami isterler.

(218

1) EESINLIELE FATILIYORUM (5 BIRAD EATILMIYORUM

(2} OLDUKCA HKATILIYORUM (i) FIERIM (&) OLDUKCA EATIILMIVORUM
(3) BIRAZ KATILIYVORLM YOk 7y RE FATILMIYORUR

29, Genelde, arkadaslarimin ve komsularimin deterjan  konusundal
tavsivelerinlt dinlerim.

.

(1) EESIMLIELE HQTILIYGRUM (3) BIEAZ EATILMIYORUM
() OLDURCA KATILIYORUM (4) FIRRIM (e OLDLEOA FATILMIYORUIM
{3y BIR EAT LT Y ORUM YOl (7)) FESINLGIELE EATILMIYORU

0. Alisveris ettigim dukkan sahibi  tavsiyve ettigl deter)
markasini hkullanmami ister.
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A.

(1) VESIMLIKLE KATILIYORUM (5) BIRAZ EATILMIYORUM
(R) OLDUKCA KATILIYORUM (4) FIERIM (&) DLDUKECA EATILMIYORUM
(3) BIRAZ KATILIYORLM YO (7) KESINLIKLE AT ILMIYORUR

- e Co e Chs
d1. Genelde, alisveris ettigim dukkan sahibinin deter jan konusundal
tavesivelerint dinlerim.

A.

(1) EZE’.S ITNLTELE EATILIYORLM (3 BIRAS KATILIMIYORLM
(e i;ll..DL.|}=ii[3ﬁ FATILTYORLM (&) FIERIM (6) CLDUECA KaTILMIYORIIM
(3) BIRAEZ EATILIYORUM Yk, {7 FESINLIELE EATILMIYORUY

32. Allemdeki kisiler kendi denedikleri. memoun kaldiklari 55 & T[T LA
kullammami isterler.

A

(1) RESIMLIELE KATILIYORUM (%) RIRKAZ hHFILMIYGRUM

{27 OLDUECHA EATILTYORLM (q) FIKRIM (&) OLDURGA EATILMIYORUM
(3) BIRAZ KATILIYORUM YOk, (7)) KESINLIFKLE EATILMIYORU

33. Geneldes allemdeki kisilerin sampuan konusundaki tavsivelevris
dinlerim.

.
(1) KESINLIKLE EATILTYORUM (5) BIRAT KATILMIYORUM

CEY QLDUECA EATILIYORUM (4) FIKRIM (&) OLDWECA EATILMIVORLE
(3) BIRAE EATILIYORUM YOK {7) KESINLIKLE KATILMIYORU

34, Arkadaslarim  kendi deneditkleris memnun kaldiklari sampua
kEullavmani isterler.

(A"

(1) HES EATILTYUORLUM (5 BIFAZ HATILMIYORLIM

€2 DLODUEA EATILIYORLM (i) FIKRIM (&)Y OLDLHCHA FEaT LMY ORLM
(3 BIRAS EATILIYORLM YOk (7)) FESINLIKELE EATILMIYORU

= Genteldes arkadaslarimin  sampuan  konusundakil tavsivelerd

Wt n

dirilerim.
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.

(1) FESTNLIELE KATILIYORUM (5 BIRAZ EATILMIYORUM
(@ 9L:1..Mf;m_‘. KATILIYORUM (4) FIKRIM (&) DLDUKCA KATILMIYORUM
(3) BIRAZ EATILIYORUM YOk (7) EESINLIKLE HATILMIYORU

36, Hep aynl margarinl kwllanicim.

.

(1) FIES INLIELE KATIL TYORUM (5) BIRAZ EATILMIVOMUM

€2} EJLI. I..")Lil_ yORAT TR TYORUM (4) FIkRIM (&) QLDUECHE E&TTLMIYORUM
(3) RIRAS KATILIYORUM Y O (7) FESINLIKLE KATILMIYORU

37. Alisverise ciktigimda givdigim dukkanda istedigim margari
bulamazsam baska biv margario &alicvim.

A

€1 FESINLIELE FEATILIYORUM (5 BIRAGE EATILMIYORUM

(2) COLDUHCA FATILIYORUM (4) FIKRINM (&) OLDUECA &aTILMIYORUM
€3 Bl F\F‘tfl EAT I IYORUM ¥ Ok C7) RESIMUIELE KATILMIYORU

3. Kullandigimdan farkli bir margarin hediye dagitiliyorsa o
alirim.

.

(1) FESINLIELE EATILIYORUM (5 BIRAZ EATILMIYORWM

(2 OLDURCA RaTIL ITYOHRLIM (4 FIKRIM (&) OLDUKCA REaATILMDYORUM
{3 BIRAZ EATIL lYDi\UH Y O (7)) FESINLIELE HATILMIVORU

39. Girdigim dukkanda istedigim marka macgarini bulamazsam bul s
kadar ararim.

A .

(1) EESINLIFKLE HATILIYORUM (%) RIRAZ EATILMIYORUM
2y OLDUEDS KT L IYORLM (4) FIKRIM (&) DLDLECH KATILMIYORLIM
(%) BIRAE KATILIYORLUM YO (7)) EESINLIELE EATILMIYVORL

40, Kapici istedigim margarini getirmemisse yollar degistirtirim.

A .

1) EESTNLIFELE EATILLYORUM (%) BIRAZ KATILMIVORUM
2y OLDUECA EATILIYORUM (a4 FIERIM (H) FH DURCHA EATILMIYORUM
(3) BIRAZ EATILIYORUM YK (7)) KESI NI._]'i.L..EZ EaAT TLM I Y ORL
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41, Hep ayni marka deterjani kullanmivim.

.

TR T T T U TN M (U i S i 5 T AL A L e e 1 0 4 s e (i S LD 11 s A B AL BLL SBH did et semh e e S S e S S iatD bt 34 A deke oAt oAt T o 4k SHHHE oY PO e e e oS S LTy A e

(1) BEESINLIELE EATILIYORUM (3) BIRAZE EATILMIYORUR
(e C:‘!L. DURECA ©ATILIYORUR (4) FIERIM (&) OLDUECHA KATILMIYORLM
(3) BIRAZ EATILIYORUM Y Ok (7)) EEBINLIELE HATIHMIYORW

4. Alisverise ciktigimda girvdigim dukkanda istetdigin deter jan:
bulamazsan baska bir deterjan alirim.

.

(1) FESIMLIFLE EA&TILIYORUM (5} BIRAS EATILMIYVORUM
(2} OLDURCA HEATILIYORUM (a) FIEKRIM (&) OLDURCH RATILMIYORUM
(3) BIRAS HATILIYORLUM YOk (7)) FESINLIELE HATILMIYORU

43.  Kullandigimdan farkli biv deterjan hedive dagitilivorsa o
alirim.

A

(1) FRSTIMLIFLE EATILIYORUM {(5) BIRALZ EATILMIYORUM

(2 OLDURCHS EATILIYORUH (4) FIERIM (&) DLDURCE FKATILMEYORUM
{3) BIROGE EATILIYORUM YOl (7)) BRESINMLIELE EATTLIMIYORLUI

G4, Givdigim dubkkanda istedigim marka deterjani bulamazsam bula
badar ararim.

M.

(1) HESINLIELE EATILIYORUM (5) BIRAZ EATILMIYORLM

(82 OLDUECHA EaTILTYORLIM (4) FIERIM {6H) OLDUECA EATELMIEYORLM
(3 BIRAD EATILIYORLM YO (7)) EESINLIFLE EATILMIYORU

4%, Kapici istedigim deterjani getirmemisse yollar degistivtivim.

.

(1) EEBTMLIFLE FATILIYORUM (5 BIRAZ FATILMIYORUM
12) OLDUESCA HKATILIVORUM (4) FIERIM (LY OLDURCA HATITLMIYORUM
(3 BIRAZ EATTLIYORUM Yk, (7)) EESINLIELE EATILMIYORU

ora v T PrTs A S €7 A nam e meiee rrre Frase oMyk LI iR B Hat e Wi W RS P F g O PR e s (U AR T2 TIMTS 1ITE PR S S g ey et Fihet S TR SR ST T B G e s T ey gy e e e - .

G6, Hep ayni marka sanpuani kwllanivim.
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(1) EESTHLIELE KATILIYORUM Ry BIRAD FATILMIYORUM
() [;i | If.)l.J }_iﬁ Ciﬁ B r\ TILIYORUM (4) FIERIM () DLDUKCS EATILMIYORLIM
(3) BIRAZ EATILIYORLM YOk (7)) FESINLIELE EATILMIYORUM

47. Alisverise ciktigimda girdigim duklkanda istedigim  sampuani
bulamazsam baska bir sampusn alirim.

[S1

(1) FESINLCIEL

FATILIYORUM Gy BIRAZ HATILMIVORUM
(2} OLOUECA EATILIYORUM (4) FIRRIM (6} OLDUKCS EATILMIYORUM
(3) BIRAS KATILIYORUM Rl (7) BESINLIKLE EATILMIYORUM

48.  Fullandigimdan farkli birv sampuan hedive dagitilivorsa ona
alirim.

A

(1) FEEBINLIELE EATILIYORUM (8 BIRAD KATILHMIYUORUM
(2) OLDUKEE EATILIYORIM () FIERIM (&) OLDUECS FATILFIYORLIM
C3) BIRADS FATILIYORUM YOk (7)) RESIMLIELE KATILMIYORUM

49, Girdigim dukbkanda istedigim marka sampuani  bulamazsam  bulan
kadar ararim,

(A1

(1) RESIHNLIELE EaTILIYORUM (5 BIRAZ RATILMIVORUM
(2) OLDUECA EATIL IYORUM (4 FIERIM (&) DLDUECHA FATTLMIYORUM
(3) BIRAZ EATILIYORUM YL {7) EESINMLIFLE EATILMIYORUM

S0, Eapici istedigim sampueni geticvmemisse yollar degistiviivim.

1, Medewml Duruiminuz.

Evllwnernanuannun ED)
Fekar o oaenrmnewewa lid)
DUl cwnnanuwannnawt3)

2. Dogum tarihinizi/vasinizi soylermisiniz ¥

M M M H & # M ET A MR AN mn RPN KW HR A G R EHNHARANER N RDA R
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