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Assessment Exercise

Background

Brand Sensitivity, Brand Functions and their Predictors
Brand sensitivity, defined as the extent to which consumers take the brand itself into account in the evaluation process, has proven to be an important variable to take into account when shaping a brand strategy (Kapferer & Laurent, 1983).

Brand sensitivity arises from a set of roles or functions which the brand plays in the choice process, and which explains 65% of the variance of brand sensitivity for pooled data over a wide range of products (Kapferer & Laurent, 1983). Galí (1994) reviews the literature on brand functions and, after carrying out extensive qualitative analyses (focus groups), defines 6 brand functions, 4 of which coincide with those defined in the classic work of Kapferer and Laurent (1983).

· Guarantee: The extent to which a good brand guarantees a high-quality product.

· Simplification: The extent to which the brand conveys information which makes the product choice easier.

· Differentiation: The extent to which each brand can be associated with specific product characteristics and the fulfilment of specific consumer needs.

· Symbolism: The extent to which other people will judge the consumer or will get an idea of his or her personality from the brand he or she uses.

· Mentalization: The extent to which the brand can help enhance the self-perceived personality.

· Generic: The extent to which a particular brand is used in common language to refer to a kind of product rather than to the brand itself.

Galí also develops a measurement instrument for the 6 dimensions, which constitutes a substantial modification of the original questionnaire in Kapferer and Laurent (1983). An assessment of the reliability of the scales is also made.

Galí and Coenders (1996) conjecture that the extent to which the consumer thinks that the brand can play each function can be explained by a set of situational variables describing the subjective relationship of the consumer toward the product and the choice process. The authors particularly consider:

· perceived brand differences.

· perceived competence of the consumer to make the choice.

and the dimensions of consumer involvement defined in Laurent and Kapferer (1985).

· Importance and consequences: The perceived importance and personal meaning of the product and the seriousness of the consequences of a mispurchase.
· Sign value: The symbolic or sign value attached to the product.

· Pleasure value: The hedonic value of the product, its ability to provide pleasure or an emotional atachment.

· Probability of mispurchase: The subjective probability of making a mispurchase.

In all, the questionnaire used in Galí and Coenders had 49 items related to the above-mentioned brand functions and explanatory situational variables. The items measuring brand functions were taken from the questionnaire in Galí (1994). The items measuring the dimensions of involvement can be found in Laurent and Kapferer (1985); the items measuring the remaining situational variables in Kapferer and Laurent (1983).

Questionnaire: 

All items were in a 5-point Likert format (1=totally disagree, 5=totally agree). The number at the left of the item name shows the ordering. A (-) sign shows that Items which were reverse-scored (i.e. totally agree=1, totally disagree=5) Items grouped regarding the dimensions defined in Gali (1994) and (Kapferer & Laurent, 1983), which are not necessarily the dimensions of the final model. It is shown below.
Brand functions:

Guarantee:

 2
GUARANT1
With a well-known brand I am sure to buy a better ...

20
GUARANT2 
Among several ... which are similar, buying a well-known brand warrants me a higher quality.

28
GUARANT3 
When I buy a ... if I want a high quality I have to buy a well-known brand.

Simplification:

 3
SIMPLIF1 
When I buy a ... to look at the brand helps me to choose.

13
SIMPLIF2 
To look at the brand of ... makes the choice easier.

29
SIMPLIF3 
To look at the brand helps me to know if a ... has a high quality or not.
30
SIMPLIF4 
When I buy a ... it is not worthwhile to spend a lot of time looking at the characteristics of the product. Looking at the brand is enough.

32
SIMPLIF5 
When I buy a ... to look at the brand is enough for me to choose a good product.
35
SIMPLIF6 
To look at the brand helps me to distinguish the different ...
Differentiation:

11
DIFFER1 
Only a few brands of ... offer what I am really looking for.

16
DIFFER2 
I relate each brand of ... to certain diferential characteristics.

22
DIFFER3 
Not all the brands of ... have the Characteristics I want.

26
DIFFER4 
To look at the brand helps to distinguish the differential characteristics of ...

Symbolism:

10
SYMBOL1 
Tell me the brand of ... you buy and I'll tell you who you are.

21
SYMBOL2 
When I see a person I do not know, I can build an Idea of how he or she is depending on the brand of ... he or she buys.

24
SYMBOL3 
When people buy a ... the brand gives them a bit of personality.
33
SYMBOL4 
From knowing the brands of ... that a person consumes, I can get to classify how that person is.

48
SYMBOL5 
Regarding ... the brand reflects the way of being of the person who buys and consumes it.

Mentalization:

23
MENTAL1 
When people buy a ... the brand helps them reinforce their self-concept.

31
MENTAL2 
The brands of ... that I bay give me some information of the way I am or I'd like to be.

34
MENTAL3 
When buying a definite brand of ... I get myself away from the rest of the people.

Generic:

14
GENERIC1 
Sometimes, when referring to brand 'x' of ... I am in fact referring to any ... at all.

25
GENERIC2 
With some brands of ... , when you ask for the brand you are simply refering to the generic product category, rather than to the brand 'x'

27
GENERIC3 
Many times, people refer to brand 'x' of ... while they in fact mean a kind of product rather than the specific brand.

Brand sensitivity:

 5
SENSIT1
When I buy a ... I take the brand into account.

17-
SENSIT2   
Regarding ... the brand is not very important. 

46
SENSIT3
When I buy a .... I look at the brand. 

Consumer involvement:

Importance of product and of consequences of a mispurchase:

 1-
IMP RIS1
The topic of ... leaves me completely indifferent

 8
IMP RIS2
Having bought  a... that does not adjust to my wishes is very annoying.

36
IMP RIS3
One could say that the topic of ... is interesting to me.

37
IMP RIS4
I would be very worried if, after buying a ... I should find out that I have made a mistake.

39
IMP RIS5
I attach ... a great deal of importance.

42-
IMP RIS6
If one makes a mistake when buying a ... its consequences are not very serious.

Sign value:

15
SIGN1
The ... that I buy reflect a little bit the kind of person that I am.

41
SIGN2
The ... that one buys reflect a little bit the way one is.

47
SIGN3
One can get an idea of somebody's way of being from the ... he or she chooses.

Pleasure value:

 4
PLEASUR1
.... is a bit of a pleasure for me.

19
PLEASUR2
I enjoy buying myself a ...

40
PLEASUR3
When one buys a ... one offers oneself a present.

Probability of making a mispurchase:

 7
P MISPU1
When we buy a ... we are never sure of having chosen the right ones.

43
P MISPU2
To choose a ... is quite complicated.

44
P MISPU3
When we buy a ... we are not completely sure of having chosen properly

45
P MISPU4
When I am in the shop and find myself in front of a lot of ... I feel a bit deoriented to choose.

Perceived brand-differences:

 9-
PER DIF1
Nowadays, all brands of ... are good.
12-
PER DIF2
I think that all brands of ... are about the same.
38-
PER DIF3
If we leave some details aside, there are no true differences among the brands of ...
Perceived competence to make the choice:
 6
COMPET1
I know how to choose a ...

18-
COMPET2
Regarding ... I do not precisely consider myself to be an expert.

49
COMPET3
I know everything which has to be taken into account to compare the different ....

Data Collection
138 respondents returned the questionnaire. Out of those, 29 corresponded to the products jeans, beer and coffee (questionnaire version QUESTIO=1), 21 to jeans, cars and batteries (QUESTIO=2), 32 to jeans, washing-up liquid, and tv sets (QUESTIO=3), 29 to jeans, pasta and toilet paper (QUESTIO=4), and 27 to jeans, high-quality sparkling wine and mineral water (QUESTIO=5). The first digit in the respondent code (INTERVI) also shows the questionnaire version.
The respondents were distributed as follows: 31 were full time MBA students, 46 part time MBA students, 17 Marketing diplomature students, 24 recycling-course students, and 20 Phd. students. 119 were male and 19 female. 29 were aged 25 or under, 54 between 26 and 30, 27 between 31 and 35, and 28 over 35. AGE and GENDER are the available background variables.
The file was rearranged so that a case represented the evaluation of one product by one respondent. 5 of the questionnaires were incomplete, which led to 409 cases. The product evaluated is shown in the PRODUCT variable.
Exploratory Data Analyis and Data Cleaning
Before the stage of model-fitting some exploratory data analysis were carried out so as to spot outliers which may seriously distort the estimated covariance or correlation matrices among the different questionnaire items.

The first step carried out was to attempt to correct some of the mistakes possibly made by the respondents when filling the questionnaire. 

One common such mistake is to overlook that an item is reversed. Responses 1 and 2 to a reversed item were corrected to 5 and 4 respectively if the responses of the same respondent to all the remaining items of the dimension were 4 or 5. Responses 5 and 4 to a reversed item were corrected to 1 and 2 respectively if the responses of the same respondent for all the remaining items of the dimension were 1 or 2. The same was done for items whose meaning is not reversed but whose gramatical formulation is negative, in the cases in which we thought that this could mistake the respondent (P_MISPU3, and DIFFER3).

The second step was to drop from the sample those careless respondents who did not take the questionnaire seriously. These respondents can be distinguished because they often give completely inconsistent answers to items with a similar wording. 

In order to detect these respondents we considered 9 sets of similarly worded items. GUARANT1 with GUARANT2 and GUARANT3, SIMPLIF1 with SIMPLIF2, DIFFER1 with DIFFER3, DIFFER2 with DIFFER4, GENERIC1 with GENERIC2 and GENERIC3, SENSIT1 with SENSIT3, PER_DIF2 with PER_DIF3, SIGN1 with SIGN2, P_MISPU1 with  P_MISPU3. An inconsistency was defined as answering 1 to one item in the set and 4 or 5 to one or more of the remaining items in the set or as answering 2 to one item in the set and 5 to one or more of the remaining items in the set. Respondents who committed 4 or more such inconsistencies were dropped from the sample. In all, 11 respondents out of 138 were dropped. The final data set contained 375 cases, some of which contain missing data.
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Task that will be assessed

Each student must use part of  the data described above to write a short research paper (15 pages maximum). The choice is free, and the number of possibilities is very large as shown below. Students are free to use their own data as well, but they should consult the professor.
Possibilities Regarding Data:
· Pooled data of all products. Since the product JEANS is 5 times more frequent in the dataset than any other product, 4 fifths of the cases corresponding to JEANS could be randomly dropped. Standard errors and tests statistics based on the (2 statistic cannot be interpreted as each respondent appears several times and thus the data are dependent.
· Data of the jeans product. The other data should be deleted. 

Possibilities Regarding Estimation:

· Treat variables as ordinal and use listwise deletion. Then SPSS data have to be imported into PRELIS and a polychoric correlation matrix and its bootstrap sampling variances and covariances must be computed.
· Treat variables as continuous and use maximum likelihood with missing data. Then SPSS data have to be saved into a fixed format ASCII file and read into LISREL.

· Treat variables as continuous and use maximum likelihood with robust standard errors and test statistics and listwise deletion. Then SPSS data have to be imported into PRELIS and a covariance matrix and its sampling variances and covariances based on fourth order moments must be computed.
Possibilities Regarding Model:

· CFA model of brand functions.
· CFA model of consumer involvement.

· Two-group model of one or two factors by gender. Factor invariance test.

· Model predicting brand sensitivity from brand functions.
· Model predicting one of the brand functions from consumer involvement and other variables. 
· Use a very simple CFA model with one or two factors and compare the three types of analysis above with a “standard analysis”: treat variables as continuous, use maximum likelihood with ordinary standard errors and test statistics and listwise deletion.
Warning: not all items in the questionnaire are valid!

