CH.9  CONCEPT OF MEASUREMENT
Opening vignette – O Magazine: 

· Emotional Optimizers – Personal growth, want to feel empowered

· Practical Optimizers, More autonomous in approach, act on infor/education on topic

· Opportunity Seekers, Need opportunity to actually change, more sedentary.  Watching the world go by.

· Onlookers, least interested in personal growth/change.  Rooted in past, but active.

Bank:  Confident Risk-takers, Secure Planners, Emulators, Financial Apprehensives

Assigning numbers or labels to objects, persons, states or events.  STEPS

MEASUREMENT PROCESS

1. IDENTIFY CONCEPT OF INTEREST – Abstract/generalized

2. DEVELOP A CONSTRUCT – simplify environment

3. DEFINE CONSTRUCT CONSTITUTIVELY – set identifying boundaries.  Rules that exclude other similar concepts and include all qualifying criteria

4. DEFINE CONCEPT OPERATIONALLY – observable characteristics and their assigned values.  Creating a bridge between the theoretical and the real-world.

5. DEVELOP MEASUREMENT SCALE – 

· Nominal (gender), 

· Ordinal (observable order, ranking, rating), 

· Interval (distance between points are equal and computations possible:  mean, Std Dev, R2, t and F tests.  Arbitrary zero point.

· Ratio – absolute zero point.  Weight, height, count, monetary value, area, time

6. EVALUATE RELIABILITY AND VALIDITY –

· Random Error – always present.  Function of random sample

· Systematic error – at least somewhat controllable/identifiable.

Reliability – produces consistent data with minimal random error

· Test retest – remeasure w/same instrument.  Stable e.g. teacher rating

· Equivalent form – scores correlate on 2 or more different instruments

· Internal consistency – equivalence – different samples of items correlate with one another 

Validity

· Face – “looks like” it measured what was intended


· Content – qualitative input, using various techniques to validate finding

· Criterion-related – Predictive:  future criterion value can be estimated

· Concurrent: predictive and criterion vary together.  

· Construct:  Convergent degree of correlation among various constructs of same variable.  Discriminant do not vary together

SINGLES AND SINGLE BY CIRCUMSTANCE RATHER THAN BY INTENT  

Active lifestyles, Impulsive, Brand Loyal

Constitutive definitions Definitons
· Convenience, self-centered, easy to use
· Variety, greedy, search for more variety rather than be loyal to brand
· Innovation, short attention span, look for new

Operational definitions Questions
· Convenience, How much time invested? What kinds of food buy?  How often eat in restaurant?...

· Variety, How many different brands in one category do you consume?  Do you finish one thing before trying something else?

· Innovation, How easily do you abandon satisfactory brand?  Do you have to be the first to have a product?

Levels of Measurement

· Shopping time and # of brands (ratio data)

· Psychographic measures (ordinal) ski, beliefs, etc.

· Kinds of food (nominal)

CH 10  MEASUREMENT SCALES

ATTITUDE:  Motivational, emotional, perceptual and cognitive process regarding how a person interacts with the environment.  Include values, beliefs and ethics.

ATTITUDE AND BEHAVIOR – THE PURCHASE DECISION

1.) Involve the consumer

2.) Attitude must link to actual behavior – now or in the future

3.) Influence of others (Mavens, Opinion Leaders, Reference Group) in purchase decision must be considered

4.) Special situations (season, time constraint, available resources) influence

5.) Attitudes toward alternative solutions/brands must be considered

6.) Strength of feeling important.  No feeling means little measurement value

SCALING – assigning numbers to an object’s properties in order to characterize it

Extensive libraries of scaling tools are available, so it is often unnecessary to invent

Scales can be:

· Easy to construct

· Easily understood by survey respondents

· Easy to administer and interpret

· Provide output that is reliable and valid

UNIDIMENSIONAL SCALES – measure one attribute of a concept, respondent, object

MULTIDIMENSIONAL SCALES – measure several dimensions; e.g. wealth, price sensitivity, appreciation of fine motor cars

Attitude measurement involves nominal or ordinal data.  Occasionally, one can measure using interval data scales.

TYPES OF RATING SCALES

1. GRAPHIC RATING SCALES – often category type of data ordinal data where response is relative to position on a continuum.  For analytical purposes, the data are treated as interval data.  Fatigue can be a factor in over utilization of such scales in a questionnaire.

2. ITEMIZED RATING SCALES – response is limited to ordered number of items.  Likert Scale (Level of Agreement) is a type of itemized rating scale.  Consistency in base descriptor (will buy/will not buy), from the perspective of the respondent, very important.

3. RANK-ORDERED (COMPARATIVE) SCALES –produces easy-to-use ordinal data.  Important to include all relevant choices to be ranked.  Ford, Chevy, Dodge, but possibly exclude MB.

4. Q-SORTING – an extensive rank-order process involving a number of sorting exercises on a single deck of alternatives/attributes.  Often done with drag-and-drop computer programs, rather than cards.  Helps to identify segments of individuals that have similar attitudes toward the subject through Factor Analysis of some other type of analytic process.

5. PAIRED-COMPARISONS – easier to select one item from a set of two, than to rank order a larger number of choices.

6. CONSTANT SUM – respondent allocates set number of points or “votes” to two or more attributes. Often used in advertising testing.  Allow the respondent to offer a tie score to two attributes, if that is their impression.  Does not require a ranking, per se.

7. SEMANTIC DIFFERENTIATION – rating on a 7-point scale, the polar descriptors of a given attribute.  Consider Love/Hate – not a polar continuum.  Controversy regarding how to control for “halo effect”.  How does one rate if not knowledgeable on the item being rated?  Do respondents pay enough attention to mixing of “positive” versus “negative” descriptors on the rating scale?  Is Old-fashioned necessarily bad and modern necessarily good?  What’s the difference is the subjects are banking and ice cream?

8. STAPLE SCALE – center-anchored descriptor with strength of response indicated by positive or negative (usually 5 points each way) positioning from anchor.

9. LIKERT SCALE – indicates level of agreement regarding a statement.  Process described in the book is seldom utilized.  Usually mean scores of all rated items are analyzed.  Scale always sorts Positive left, Negative right.  Wording of attribute of interest must conform to this somewhat subjective structure.

10. PURCHASE INTENT SCALE – used in sequential research efforts as product development/improvement efforts migrate toward commercialization.  Results generally compared to other benchmark experiences relevant to intent vs. actual action.

COMMENTS FROM THE REAL WORLD

The “In Practice” commentary on page 300 of your textbook is right on the mark.  One of the greatest problems in acquiring data with high utility is to focus on the environment and the interviewee.  If you change the number of points on scales (e.g. 5 versus 7), the placement of “negative” and “positive” qualities on the array, etc, confusion will emerge.  Despite a more purist, academic approach to research, simplicity is key.

