Consumer Involvement in Product Choice:

Risk

Introduction

During the past five decades, consumer involvement has
received notable attention as it is considered to have
paradigmatic implications for consumer decision making.
However, most studies on consumer involvement are
conducted in developed economies and more specifically
in the US (O’Cass, 1998) and very few in emerging
economies like India. There is a need for further studies
on consumer involvement spanning varied cultures and
contexts so as to widen its applicability.

Perceived risk is considered to be a key antecedent of
consumer involvement (Rothschild, 1979; Laurent and
Kepferer, 1985, Andrews et al. 1990; Dholakia, 2000; Jain
and Sharma, 2000). Understanding the relationship between
perceived risk and involvement is important as it provides
insights into the responses of consumers in purchase
decisions and thus helps marketers design appropriate
marketing initiatives. Perceived risk can be decomposed
into several types of risks and the relationship between
. consumer involvement and each of the types of risks can
be examined. However, not many studies have attempted
to do so. Considering the above gap, a study was conducted
to examine the relationship between the decomposed
perceived risk and consumer involvement in an emerging
economy like India. The results of the study are presented
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in this paper.
Consumer Involvement - Introduction

Consumer involvement is a source of explanation for the differences in the degree of
both mental and physical effort of a consumer and his decision making (Beharrell and
Denison, 1995; Laaksonen, 1993). Inspite of a long tradition of research on this
construct, there are many contradictory views as to what consumer involvement is
and what it is not. For example, consumer involvement is considered to be perceived
personal relevance (Petty and Cacioppo 1981; Antil 1984; Celsi and Olson 1988;
Sharma 2000), as a motivational state (Bloch, 1982; Mittal, 1989; Sharma, 2000), and
in a phenomenological view (Petty and Cacioppo, 1981, Greenwald and Leavitt, 1984).
However, Mittal (1989) argued that there has been an agreement among various
scholars that consumer involvement is a motivational force leading to consumer
behaviour and action. Mittal defined consumer involvement as “an unobseryable state
of arousal or interest evoked by stimulus or situation having drive properties’. For the
purpose of this study involvement is considered to be a motivational force.

Level of involvement is related to product, advertising, message, programme, situation
(Petty and Cacioppo, 1981; Laurent and Kepferer, 1985) and behaviours like purchase,
and response (Antil, 1984; Bloch and Richins, 1983, Slama and Taschian, 1985). Though
involvement can take place at various levels other than product, Finn (1983) argues
that the level of motivation results from product attributes and relatedness of the
product to the consumer’s psycho-social needs and wants. Products that are highly
priced, having complex features, and high perceived risk have high involvement levels
and products which are low priced, have simple features and low perceived risk have
low involvement levels from the consumers (Zaichkowsky 1986, Jain and Sharma,

2002).
-Perceived Risk

Perceived risk is defined as the uncertainty that consumers face when they cannot
foresee the consequences of their purchase decisions (Schiffman and Kanuk, 2002).
It is a good explanatory variable of consumer behaviour and explains risk perception
and risk reduction methods of consumers. Taylor (1974) feels that determination of
consumer behaviour is dependent upon the detection of perceived risk. Mitchell and
Boustani (1994) while investigating pre and post purchase risk perception and reduction
strategies identified that risk is inherent in all the stages of consumer decision making
process. Cox (1967) emphasized that risk emerges from any of the following three
factors; (i) uncertainty as to buying goals, (ii) possible adverse consequences if the
purchase is made (or not made) and (iii) which of several purchases (like product,
brand, model) best matches the buying goals.
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Risk has two dimensions namely, uncertainty in purchase and consequences of
mispurchase. Added perceived risk which is the fear that the product does not match
the goals of purchase has been classified into six types viz. (i) financial, (ii) performance,
(iii) physical, (iv) social, (v) psychological and (vi) time risks (Cox and Rich, 1964;
Roselius, 1971; Jacoby and Kaplan, 1972; Kaplan et al, 1974; Stone & Gronhaug,
1993).

While financial risk is the apprehension that the product will not be worth its cost,
performance risk is the worry that product will not perform as expected. Physical
risk is the fear to self or others that product may cause whereas social risk is the
concern that poor product choice may result in social embarrassment. Psychological
risk is the concern that the poor product choice will bruise the consumers’ ego and
time risk is the apprehension that the time spent in product search may be wasted if
the product does not perform as expected. It is important to note that risk types may
be present in isolation or in combination of any of the six types mentioned above.
Further, they can also vary in degree for a given situation (Gemunden, 1985).

Perceived Risk and Consumer Involvement

Since Bauer introduced perceived risk to marketing in the early 60s the concept has
received wide recognition both by practitioners and academicians especially consumer
involvement researchers. Perceived risk is viewed as an important antecedent of
consumer involvement (Lastovicka and Gardner, 1978; Rothschild, 1979; Antil, 1984;
Laurent and Kepferer, 1985; Zaichkowsky, 1985; Andrews et al., 1990; Jain and
Sharma, 2000). Hupfer and Gardner (1971) argued that though risk cannot be equated
with involvement, it is a sufficient condition to make the consumer involved in a
product. Rothschild (1979) considers that the amount of uncertainty and / or the
possible consequences of a decision would involve an individual to a greater or lesser
extent. Out of the four components of Laurent and Kepferer’s (1985) consumer
involvement profiles; viz., hedonic value, symbolic value, risk importance and probability
of purchase error; last two are related to risk. In some recent studies, it has been
identified that risk played a minor role in low involvement products like ball point pens
than it did for their high involvement product like trainers (Quester and Lin, 2003).
Recently conducted studies also revealed that perceived risk acts as an antecedent to
consumer involvement for innovative and high involvement products (Hynes and Lo,
2006; Kim, 2005). Overall, studies have shown that higher the perceived risk of a
product, higher is the involvement in the product (Laurent and Kapferer, 1985; Jain
and Sharma, 2000). As risk is positively related to consumer involvement, the following
hypotheses are proposed for statistical testing.

H : Higher the uncertainty in purchase of a product, higher the consumer
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involvement in the product

H,: Higher the consequences of mispurchase of a product, higher the consumer
involvement in the product

H.: Higher the perceived financial risk of the product, higher the consumer
involvement

H : Higher the perceived performance risk of the product, higher the consumer
involvement

H.: Higher the perceived physical risk of the product, higher the consumer
involvement

H,: Higher the perceived social risk of the product, higher the consumer involvement

: Higher the perceived psychological risk of the product, higher the consumer
involvement

H,: Higher the perceived time risk of the product, higher the consumer involvement

Methodology

This study employed an exploratory design and was undertaken in three stages. As
part of the first stage, literature was reviewed and later, in the second stage, a pilot
study was conducted. In the pilot study. two products were selected i.e. television
(high involved) and toilet soap (low involved). These products were selected as they
have a wide usage rate and hence reduce non-response. Fifteen consumers were
interviewed for about 30 minutes each. Interviews focused on the reasons for
purchasing various products, choice of the products, consumer involvement and
consumer decision making process. Interviews helped in understanding how consumers
are involved in the purchase decisions with respect te the products chosen and how
they pecceive the risk associated with the product. Later, on the basis of the review
of literature and information gathered through interviews, hypotheses were formulated
for statistical testing. In the third stage, survey method was employed for data
collection. Respondents were interviewed with structured questionnaire having both
open and closed ended questions on the identified dimensions. Five field reporters
(students pursuing their management graduation) were chesen to administer the
questionnaire to the sample respondents. They were given instructions on how to
administer the questionnaire.

Sample respondents were chosen from various occupational categories from two
major cities in the state of Andhra Pradesh-Hyderabad and Warangal. The occupational
categories were restricted to five on the basis of convenience which include doctors,
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lecturers, engineers, lawyers and executives of various business organizations. The
restriction was also done to optimize the time and cost resources. Forty respondents
from each of the select occupations were contacted from Hyderabad totaling to 200.
Thirty respondents from lecturers and lawyers categories, twenty five from doctors
and engineers and twenty two business executives were selected from Warangal
totaling to 132. The aggregate sample for the study was 332.

Operationalisation of Consumer Involvement

As discussed elsewhere, involvement has been widely researched and it has resulted
in multiple definitions and dimensions. Several scales have been developed on
consumer involvement that used Likert like formats to bipolar (Semantic Differential)
scales. The construct was measured on a range of levels starting from four to seven

and included six to over thirty items.

For the purpose of this study, Zaichkowsky’s (1985) unidimensional conception of
involvement was adapted. Zaichkowsky presented a 20 items bipolar seven point
scale called Personal-Involvement-Inventory (PII) to measure consumer involvement.
This scale is simple and applicable across products, brand decisions and advertisements
as stimuli. Though there are some minor weaknesses (Mittal, 1989) in the instrument.
it is one of the most widely used scales and tested for various validity measures and
reliability across cultures. In the Indian context; it was used in few studies like Sharma

(2000).

For this study’ the scale was modified by converting the bipolar items into Likert like
scales. This is a departure from what Zaichkowsky (1985) who argued that Likert
scale items were problematic “because items that seemed to be appropriate for
frequently purchased goods did not seem to apply to durable goods and vie versa”.
But we resorted to Likert like scales primarily because during the preliminary field
visit bipolar items were not easily understood by the respondents. Moreover, the
construct was measured on a five point scale instead of the seven point bipolar scale
as used by Zaichkowsky as we observed in our pilot study that respondents could not
identify significant difference between two intervals on a seven point scale.

The adapted scale of Zaichkowsky’s Personal Involvement Inventory (PII) had 20
items measuring the consumer involvement of two products separately. As the items
were measured using a five point scale with minimum value of | and maximum value
of 3, the theoretical values of the responses for each product would be in the range of
20 to 100.
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Operationalisation of Perceived Risk

Perceived risk has been decomposed into two dimensions and five types. Each of
these is represented with an item. All the items were measured on a five point Likert
like scale. As the items were measured using a five point scale with minimum value
of 1 and maximum value of 5. The theoretical values of the responses for each
product would be in the range of 1 to § for each dimension and types of perceived
risk. All the items are presented in Appendix —I.

Analysis of Results

Consumer Involvement

Cronbach Alpha values (Table 1) for television and toilet soaps stood at 0.6993 and
0.6773 respectively. As a result of adapting scale to the local conditions, reliability
scores are less than that of PII proposed by Zaichkowsky (1986) in her study. However,
alpha values less than .600 indicate the presence of a reasonable level of internal
consistency within the items of the scale (Malhotra, 1993) and hence the scale has

been used for further analysis.
Table 1

Involvement Continuum

Product y Low to Moderate Hi Total
Low. - }'Moderate | ‘ToHigh th =
ey 8 52 124 148 332
Television (2.4) (15.7) (37.3) (44.6) (160)
(Cronbac a = 0.699)
Mean 56 60 6419 | 73.56 57.52
217 e V2 36 8 332
Toilet Soap Number (63.4) (21.4) (10.8) @4 (100
(Cronbac @ =0.677)
Y I »
el 51,15 60.69 65 76 5529

No. of Items: 20, ltems measured on five point Likert like seale

Figures in brackets indicate percentages

Mean scores of involvement levels obtained from the PII scale for two products
(Table 1) television and toilet soaps are 67.52 and 55.29 respectively. Scores indicate
that involvement level for television is higher than toilet soap. On the basis of the
quartile scores, the mean scores are classified into four and termed as; low involved
(below 57), low to moderately involved (58 — 62), moderate to highly involved (63 —
66) and high involved (above 67) respectively. Classification of mean scores (Table
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1) indicate that the distribution of consumer involvement for each product is varying.
For each product there are low involved, low to moderately involved, moderate to
high involved and high involved consumers. The table also reveals that majority of the
consumers for television is either highly involved or moderate to high involved. For
toilet soap majority of the consumers are low involved.

Perceived Risk

Cross tabulation of consumer involvement and dimensions and types of perceived
risk with respect to television and toilet soap are drawn and presented in Table 2.
Initial reading indicates that mean scores of uncertainty in purchase and consequences
of mispurchase are different for different levels of consumer involvement for both
the products. Also, total mean scores of uncertainty in purchase and consequences of
mispurchase of television are higher than soap.

Table 2

Descriptive Statistics

below 57 58-62 63 - 66 67 and above
TV TS ™V TS TV TS ™ TS

Uncertainty [ Mean 2.00 246 | 238 | 270 3.13 2.83 3021 3575

s T w7 | rie | 19 | 13 | wae] 139] 089
Consequences | Mean 4.00 187 377 1.80 4.23 1.61 412 250
L T 063 | 043 | 055 | 066 | 049| o081] 033
b | Mea | 400 | 20| 323 | 272 | 342 | 32| 387) 248
SD ; 080 | 043 | 090 | o0s0 | 11s| o] 03s
Pettormance | Mean | 300 | 20s] 423 | v8s | 413 | 300| 20| 213
Fisk SD : 095 | 043 | 079 | 061 | 083| 06t] 035
physicatriss Mo | 200 | 28] 254 ] 200 | 232 | 32| 245 2.13
SD - 083 | 075 | 068 | o069 [ 1is] 107 03s
Socialrisk | Mean | 400 | 96| 331 | 207 | 316 | 298| 307 200
SD : 089 | 128 | 068 | 130 | 133] 133] -
Psychological | Mean | 200 | 188 246 | 223 | 1es | 233] 216] 200
risk SD : 075 | 075 | K21 0.7 17| res| -
Timerisk | Mean | 200 | ws2| 200 [ 213 | 177 | 236] 227 2.3
SD ; 082 | o056 | 097 | o066 | 097| 108] 035

Here. TV = Television, TS = Toilet Soap, S.D = Standard Deviation
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involvement in the product

H,: Higher the consequences of mispurchase of a product, higher the consumer
involvement in the product

H,: Higher the perceived financial risk of the product, higher the consumer

involvement
: Higher the perceived performance risk of the product, higher the consumer
involvement

H_: Higher the perceived physical risk of the product, higher the consumer
involvement

: Higher the perceived social risk of the product, higher the consumer involvement

H.: Higher the perceived psychological risk of the product, higher the consumer
involvement

H,: Higher the perceived time risk of the product, higher the consumer involvement

Methodology

This study employed an exploratory design and was undertaken in three stages. As
part of the first stage, literature was reviewed and later, in the second stage, a pilot
study was conducted. In the pilot study, two products were selected i.e. television
(high involyed) and toilet soap (low involved). These products were selected as they
have a wide usage rate and hence reduce non-response. Fifteen consumers were
interviewed for about 30 minutes each. Interviews focused on the reasons for
purchasing various products, choice of the products, consumer involvement and
consumer decision making process. Interviews helped in understanding how consumers
are involved in the purchase decisions with respect te the products chosen and how
they pecceive the risk associated with the product. Later, on the basis of the review
of literature and information gathered through interviews, hypotheses were formulated
for statistical testing. In the third stage, survey method was employed for data
collection. Respondents were interviewed with structured questionnaire having both
open and closed ended questions on the identified dimensions. Five field reporters
(students pursuing their management graduation) were chosen to administer the
questionnaire to the sample respondents. They were given instructions on how to
administer the questionnaire.

Sample respondents were chosen from various occupational categories from two
major cities in the state of Andhra Pradesh-Hyderabad and Warangal. The occupational
categories were restricted to five on the basis of convenience which include doctors,
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lecturers, engineers, lawyers and executives of various business organizations. The
restriction was also done to optimize the time and cost resources. Forty respondents
from each of the select occupations were contacted from Hyderabad totaling to 200.
Thirty respondents from lecturers and lawyers categories, twenty five from doctors
and engineers and twenty two business executives were selected from Warangal
totaling to 132. The aggregate sample for the study was 332.

Operationalisation of Consumer Involvement

As discussed elsewhere, involvement has been widely researched and it has resulted
in multiple definitions and dimensions. Several scales have been developed on
consumer involvement that used Likert like formats to bipolar (Semantic Differential)
scales. The construct was measured on a range of levels starting from four to seven
and included six to over thirty items.

For the purpose of this study, Zaichkowsky’s (1985) unidimensional conception of
involvement was adapted. Zaichkowsky presented a 20 items bipolar seven point
scale called Personal-Involvement-Inventory (PII) to measure consumer involvement.
This scale is simple and applicable across products, brand decisions and advertisements
as stimuli. Though there are some minor weaknesses (Mittal, 1989) in the instrument.
it is one of the most widely used scales and tested for various validity measures and
reliability across cultures. In the Indian context; it was used in few studies like Sharma

(2000).

For this study the scale was modified by converting the bipolar items into Likert like
scales. This is a departure from what Zaichkowsky (1985) who argued that Likert
scale items were problematic “because items that seemed to be appropriate for
frequently purchased goods did not seem to apply to durable goods and vie versa”,
But we resorted to Likert like scales primarily because during the preliminary field
visit bipolar items were not easily understood by the respondents. Moreover, the
construct was measured on a five point scale instead of the seven point bipolar scale
as used by Zaichkowsky as we observed in our pilot study that respondents could not
identify significant difference between two intervals on a seven point scale.

The adapted scale of Zaichkowsky's Personal Involvement Inventory (Pl1) had 20
items measuring the consumer involvement of two products separately. As the items
were measured using a five point scale with minimum value of 1 and maximum value
of 5, the theoretical values of the responses for each product would be in the range of
2010 100,
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in this paper.
Consumer Involvement - Introduction

Consumer involvement is a source of explanation for the differences in the degree of
both mental and physical effort of a consumer and his decision making (Beharrell and
Denison, 1995; Laaksonen, 1993). Inspite of a long tradition of research on this
construct, there are many contradictory views as to what consumer involvement is
and what it is not. For example, consumer involvement is considered to be perceived
personal relevance (Petty and Cacioppo 1981; Antil 1984; Celsi and Olson 1988;
Sharma 2000), as a motivational state (Bloch, 1982; Mittal, 1989; Sharma, 2000), and
in a phenomenological view (Petty and Cacioppo, 1981, Greenwald and Leavitt, 1984).
However, Mittal (1989) argued that there has been an agreement among various
scholars that consumer involvement is a motivational force leading to consumer
behaviour and action. Mittal defined consumer involvement as “an unobservable state
of arousal or interest evoked by stimulus or situation having drive properties’. For the
purpose of this study involvement is considered to be a motivational force.

Level of involvement is related to product, advertising, message, programme, situation
(Petty and Cacioppo, 1981; Laurent and Kepferer, 1985) and behaviours like purchase,
and response (Antil, 1984; Bloch and Richins, 1983, Slama and Taschian, 1985). Though
involvement can take place at various levels other than product, Finn (1983) argues
that the level of motivation results from product attributes and relatedness of the
product to the consumer’s psycho-social needs and wants. Products that are highly
priced, having complex features, and high perceived risk have high involvement levels
and products which are low priced, have simple features and low perceived risk have
low involvement levels from the consumers (Zaichkowsky 1986, Jain and Sharma,

2002).
Perceived Risk

Perceived risk is defined as the uncertainty that consumers face when they cannot
foresee the consequences of their purchase decisions (Schiffman and Kanuk, 2002).
It is a good explanatory variable of consumer behaviour and explains risk perception
and risk reduction methods of consumers. Taylor (1974) feels that determination of
consumer behaviour is dependent upon the detection of perceived risk. Mitchell and
Boustani (1994) while investigating pre and post purchase risk perception and reduction
strategies identified that risk is inherent in all the stages of consumer decision making
process. Cox (1967) emphasized that risk emerges from any of the following three
factors; (i) uncertainty as to buying goals, (ii) possible adverse consequences if the
purchase is made (or not made) and (iii) which of several purchases (like product,
brand, model) best matches the buying goals.
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Risk has two dimensions namely, uncertainty in purchase and consequences of
mispurchase. Added perceived risk which is the fear that the product does not match
the goals of purchase has been classified into six types viz. (i) financial, (ii) performance,
(ii1) physical, (iv) social, (v) psychological and (vi) time risks (Cox and Rich, 1964;
Roselius, 1971; Jacoby and Kaplan, 1972; Kaplan et al, 1974; Stone & Gronhaug,
1993).

While financial risk is the apprehension that the product will not be worth its cost,
performance risk is the worry that product will not perform as expected. Physical
risk is the fear to self or others that product may cause whereas social risk is the
concern that poor product choice may result in social embarrassment. Psychological
risk is the concern that the poor product choice will bruise the consumers’ ego and
time risk is the apprehension that the time spent in product search may be wasted if
the product does not perform as expected. It is important to note that risk types may
be present in isolation or in combination of any of the six types mentioned above.
Further, they can also vary in degree for a given situation (Gemunden, 1985).

Perceived Risk and Consumer Involvement

Since Bauer introduced perceived risk to marketing in the early 60s the concept has
received wide recognition both by practitioners and academicians especially consumer
involvement researchers. Perceived risk is viewed as an important antecedent of
consumer involvement (Lastovicka and Gardner, 1978; Rothschild, 1979; Antil, 1984;
Laurent and Kepferer, 1985; Zaichkowsky, 1985; Andrews et al., 1990; Jain and
Sharma, 2000). Hupfer and Gardner (1971) argued that though risk cannot be equated
with involvement, it is a sufficient condition to make the consumer involved in a
product. Rothschild (1979) considers that the amount of uncertainty and / or the
possible consequences of a decision would involve an individual to a greater or lesser
extent. Out of the four components of Laurent and Kepferer's (1985) consumer
involvement profiles; viz., hedonic value, symbolic value, risk importance and probability
of purchase error; last two are related to risk. In some recent studies, it has been
identified that risk played a minor role in low involvement products like ball point pens
than it did for their high involvement product like trainers (Quester and Lin, 2003).
Recently conducted studies also revealed that perceived risk acts as an antecedent to
consumer involvement for innovative and high involvement products (Hynes and Lo,
2006; Kim, 2005). Overall, studies have shown that higher the perceived risk of a
product, higher is the involvement in the product (Laurent and Kapferer, 1985; Jain
and Sharma, 2000). As risk is positively related to consumer involvement, the following
hypotheses are proposed for statistical testing.

H: Higher the uncertainty in purchase of a product, higher the consumer
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