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1
Customer Thinking and Brand Choice

Introduction: learning what evokes the brand or store in customers’
minds

Research on consumer automatic-unconscious and strategic-cognitive
processes in associating brands with evaluative attributes (i.e., best quality;
best value; slowest service) offer valuable tools for marketers wanting to
understand the primary associations (i.e., the drivers) a brand owns in the
minds of customers. A few such drivers connect to the brand that the
consumer identifies as her primary choice. With the research methods
described in this book, advertising and marketing strategists also learn
which, if any, consumers retrieve their brand automatically-unconsciously
in connection for important evaluative attributes.

Marketing strategists may make the mistake of advertising an attribute
and benefit consequence that their brand cannot possibly possess. This
failure-to-connect may be the case because a competing brand dominates
the market with respect to this particular attribute or benefit. Strategists
may also err in advertising a quality or benefit that has little or nothing to
do with their brand’s ability to attract and maintain primary customers.
Given that consumers can easily summon up a brand as first coming to
mind for a specific attribute, a handful of such automatic associates are
demonstrably valuable in predicting brand choice behaviour.

Because most automatic brand associations are likely grounded in reality,
this research offers a valuable tool for improving product and service offer-
ings to consumers. Furthermore, research on attitude-accessibility connecting
brands with evaluative beliefs is particularly essential for building paramor-
phic models of consumer unconscious and cognitive processes – especially
unconscious processes involving bottom-up agendas. The empirical models
demonstrated in this text fit well with Howard’s (1989) proposal for limited
problem-solving situations. Research presented herein also provides circum-
stantial evidence in support of the associate-to-cue proposition and choice
sequence proposed by Holden (1993, p. 387): “By placing cues known to
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facilitate retrieval in the choice situation, the probability of brand evocation
is increased, and thereby increases the probability of choice of the brand –
without evocation, the probability of choice is zero.”

This monograph is the product of applied and theoretical studies con-
ducted and reported in part by the authors. The work reflects generally the
authors’ philosophical partiality for working with commercial enterprises
in preference to relying upon government and social funding bodies for
monies when conducting business related research. Consequently, much of
the work included herein tests and expands existing marketing and con-
sumer psychology theories in an applied commercial framework. Not-
withstanding this, parts of the research – Chapter 7 in particular, is research
conducted entirely on an experimental basis funded primarily by the
authors with the aim of commercial marketing applications at a later date. 

Each chapter is a separate self-contained research study. Taken in their
entirety, the chapters present a common theme of research pertaining to
some aspect of cognitive processing models of brand choice behaviour.
What follows is a brief outline of the text organisation and a synopsis of
the contents of each of the chapters. 

Understanding why customers buy your brand

Chapter 2 explores automatic-unconscious processing of information
associated with brand recall. In this chapter evidence is presented that a
consumer’s top-of-mind brand name associations with a few traces of in-
formation are robustly correlated to brand choice behaviour. The evidence
demonstrates that consumers can quickly retrieve a brand name from their
long-term memories when asked an unaided recall question for specific
attributes – such as, for automobiles, “most reliable” and “best styling.” Not
only are these unaided brand name responses useful for understanding
primary brand choice behaviour but also for learning why a brand appeals
to some customers and not to others.

This chapter further explores how when shopping, a customer is likely to
refer to a limited number of evaluative attributes and select the brand auto-
matically associated with these attributes. The chapter reviews the relevant
psychological and consumer research literature on automatic-unconscious
processing. The details of the method and results of a field study to test the
hypotheses are described. It culminates with a discussion and conclusions
important for advertising research and marketing strategy formulation.

Customer portfolio analysis

Chapter 3 examines how customer portfolio analysis may be of use for
improving retailers’ efforts effectively to position their stores in the minds
of consumers. In this chapter a customer portfolio for a store is demon-
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strated to include new-primary, loyal-primary, and defector (formerly
primary) customers, as well as intermittent customers who shop chiefly at
competing stores. Customers’ attitude-accessibility with regard to first-
linking a specified store with evaluative attributes can offer valuable in-
formation on the shopping behaviour of customers in a store’s portfolio.

Several hypotheses related to customer portfolio analysis and store
attitude-accessibility are examined. The principal hypothesis is that the
attitude-accessibility of the major supermarkets competing in the same
metropolitan area will differ substantially among loyal, new, competitors’
customers, and defector customer segments for each store. More specific-
ally, for a given store, greater shares of loyal and new customers will exhibit
positive, store attitude-accessibility profiles compared to non-customers
and defectors.

The results of a cross-sectional telephone survey of 317 supermarket
shoppers are described, and the findings support the hypotheses. The
chapter concludes with recommendations for planning changes in retailing
positioning strategies and for monitoring success of implementing these
strategies.

Understanding near and distant customers

Holden and Lutz (1992) propose that the reason consumers evoke differ-
ent brands from long term memory into working memory is that differ-
ent associates (e.g., benefits, attributes) have stronger links to some
brands than others. This proposition is examined further in Chapter 4 for
associate-to-store evocations for supermarket shopping, in a market en-
vironment where several competing supermarkets are readily accessible
for shopping. 

Chapter 4 expands on the central proposition of Holden and Lutz (1992)
by offering additional related hypotheses: (H1) each competing store has a
unique constellation of a few (3 to 7) associates that evoke the store’s name
among its primary customers; (H2) in associate-to-store retrievals, substan-
tial differences occur in the proportions of a store’s primary consumers
evoking the store’s name for a benefit among those consumers living
closest to their primary store versus consumers living closest to competing
stores; (H3) consumers are able to retrieve one or more competing stores
(versus their primary store) for being “worst” on one or more benefits – for
example, when asked to name the supermarket having the highest overall
food prices.

The chapter reviews the relevant psychological and consumer research
literature on automatic-unconscious processing and concludes with an
application of the theory to store choice. The research in this chapter is of
use to retailing strategists who seek an understanding of the causes for the
gains and losses between competing stores.
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Modelling bank loyalty

Keller (1993) demonstrates that raising awareness of a brand increases the
probability that the brand will be a member of a set of brands that receive
serious purchase consideration. In Chapter 3 it was demonstrated that a
brand’s attribute-to-brand evocations would vary amongst the brand’s port-
folio of customers – ranging from new, loyal, defector and competitor.
Chapter 5 examines in detail to what extent these evocations differ
between various levels of brand consciousness along with how they may
interact with switching behaviour, loyalty, commitment and perceptions of
risk.

More and more, financial services institutions recognise that customer
ownership is a notion that can no longer be treated casually. Customer
retention is regarded as a critical component of long-term profitability and
survival. Competition has caused institutions to introduce permanent
measures aimed at both maintaining and retaining profitable customer
relationships. Much of the revolution is technology driven, with Internet
banking playing a key role in a plethora of new products, services and
brands aimed simultaneously at wooing new customers and retaining exist-
ing ones. Consequently, insight into brand switching behaviour amongst
financial services customers is central to understanding how retention can
be affected in the new knowledge economy.

Past research (Mittal and Lee, 1989; Goldsmith et al., 1991) reports a pos-
itive relationship between customer involvement and commitment. The
research suggests further that commitment is a part of brand loyalty.
However, little work has been done to explore the correlation between a
customer’s involvement and/or commitment with the financial services
institution and the propensity to switch between institutions. Moreover, an
examination of the role Internet banking may play in brand switching
behaviour is absent.

Colgate and Stewart (1998) demonstrate significant variations pertaining
to how remotely the customer wishes to deal with his or her bank.
Nevertheless, little effort has been directed towards investigating whether
or not the individual customer’s perception of switching costs has an
impact on the type of relationship he or she has with the financial services
institution. With regard to this, Chapter 5 examines to what extent per-
ceived switching costs affect a customer’s propensity to switch financial ser-
vices institutions. Furthermore, we examine the role Internet banking may
have in changing the present situation. 

Prospect theory (Kahnemann and Tversky, 1979) is a descriptive model
of decision-making under risk. This concept is examined generally in rel-
ation to brand switching behaviour amongst financial services customers
and in particular amongst holders of Internet accessible bank accounts.
Chapter 5 also examines what is usually considered an intervening variable
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between customer loyalty and customer retention – the action control
paradigm. Attentive to this theory, the research reported herein evaluates
how it may be linked to customer switching behaviour amongst financial
institutions.

Changing customer expectations requires marketers to interact differ-
ently and in most cases in an anticipatory manner. Because financial insti-
tutions will seek to offer increased convenience to bank customers by
encouraging them to engage in virtual interactions, branding and customer
loyalty issues will become particularly important in testing the validity and
extending the theory of the previously mentioned constructs. Chapter 5
examines how concomitant higher levels of satisfaction and control con-
nected with the virtual bank account may or may not increase customer
loyalty.

Finally, will the perception and reality of lower switching costs associated
with Internet accessible online bank accounts lessen the perceived risk cus-
tomers’ associate with changing banks? If so, will this increase the propen-
sity of customers to switch financial institutions? To date, very little
research has addressed this issue (Hermanns and Sauter, 1999). Chapter 5
concludes with an examination of this issue and proposes specific recom-
mendations for marketers of financial services and products.

Knowledge and experience

How does a customer’s knowledge and experience with a product or service
interact with and/or increase net returns on advertising? Chapter 6 exam-
ines this issue through the lens of a quasi-experiment in advertising
research. Quasi-experiments are tests of the effects of changing levels of
outcome variables (e.g., sales levels) caused by treatment variables (e.g.,
advertising and linkage-advertising) when random assignment has not
been used to create equivalent comparison groups from which treatment-
caused change is inferred (Cook and Campbell, 1979, p. 6). Research pre-
sented in this chapter utilises nonequivalent but comparable groups to
examine causal relationships between linkage-advertising and multiple
dependent customer variables such as knowledge and experience. Linkage-
advertising is the literature and related materials given to customers who
respond to advertisers’ offers of these materials (Woodside, 1994). Linkage-
advertising “links the up-front advertising to the sale with additional argu-
ments and benefits which the up-front advertising [i.e., the print or
broadcast advertisement that includes the linkage offer] didn’t have space
or time to include” (Rapp and Collins, 1987).

Chapter 6 describes a large-scale field study of tourists frequenting Prince
Edward Island, Canada. The study is an application of a quasi-experiment to
determine the impact of linkage-advertising on several dependent variables.
The method and results presented support the use of quasi-experiment
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designs in advertising research and the general proposition that linkage-
advertising likely causes substantial changes in multiple consumer variables
such as knowledge and experience. Chapter 6 also describes how the results
from the field study can be used to estimate the return on investment of the
linkage-advertising program.

First, we illustrate two quasi-experimental designs: a one-group post-
test-only design and a quasi-experimental design with predicted higher
order interaction effects. The first is used widely in assessing the effects of
linkage-advertising but is not recommended. Next we depict the applica-
tion of the method and results to data from the large-scale field study.
Lastly, we examine the net revenues of the linkage-advertising program
and the role consumer variables such as knowledge and experience may
play. Recommendations are made for using quasi-experiments in advertis-
ing research.

The role of cognitive ability ( g)

Though Fazio and colleagues (1989) established linkages between response
latency (RTs), attitude and behaviour towards the brand, research in the
consumer behaviour and marketing disciplines continues to ignore the role
that human cognitive ability may play in the process. Are measures of
response latency to unaided brand recall questions just proxy measures of
reaction times to elementary cognitive tasks (ECT)? If this is the case, then
what role if any does human cognitive ability as measured by g (general
intelligence) play both in brand recall and in directing consumer attitudes,
behaviours and decisions towards the brand? 

ECTs are typically dissimilar to conventional cognitive ability tests in
that test items require no reasoning or problem solving actions by the
subject. Since ECTs are unlike IQ tests, which incorporate test items based
on previously acquired knowledge, psychometric g can be systematically
and independently studied. ECTs are designed to generate data from which
individual differences in discrete processes such as stimulus apprehension,
discrimination, choice, visual search, and information retrieval from short-
term memory scan (STM) and long-term memory (LTM) can be ascertained.
The tasks are typically so uncomplicated that each person in the study can
execute them effortlessly with few if any errors. Test errors, if any, should
not be the result of a lack of understanding of the task requirements by the
subject in the study.

While unaided brand recall tests the strength of the brand, the study of
its dependence on human factors such as cognitive ability may provide
marketing managers with new knowledge about customers. An experiment
was conducted first among children to understand the relationship
between general intelligence (g) test scores and varied measures of response
latency to tasks of unaided brand recall (TOMA) for high involvement and
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low involvement products. The research was then repeated as a large-scale
study of adults living and residing in the London metropolitan area. Results
from both the pilot study of children and the large-scale study of adults are
reported herein.

Even though research by the authors and others have demonstrated that
attitude-to-brand accessibility is an automatic-unconscious process, no pre-
vious research in this area has explored to what degree unaided brand recall
could be affected by the speed of human information processing and by
implication working memory (WM) capacity. Could it be that consumers
with higher levels of g, who are demonstrably more capable of processing
information at faster speeds, are able automatically to access and retrieve
more brand information in a unit of time? If so, this would imply that
consumers with higher levels of cognitive ability are likely to have 
more information available to them in the strategic processing phase of
decision-making.

The hypotheses that this chapter explores propose that a subject’s ability
automatically access to brand names in memory and recall them in a timed
unaided brand recall test is governed in part by the subjects information pro-
cessing ability as reflected by g. It is further hypothesised that at a fundamen-
tal level, the recognition of advertising stimuli, the retrieval of information,
the provision of a heuristic for brand evaluation, and the ultimate relevance
decision that determines further higher-level processing, are all ultimately
governed by human cognitive ability or general intelligence (g).

The purpose of the research is to offer preliminary evidence to the effect
that “human variables” controlling for consumer behaviour necessarily
include, together with age and gender, human cognitive abilities as well.

Conclusion

This chapter provides a review of the main findings for each of the chapters
in this monograph. A brief discussion of the strategic and practical implica-
tions for marketers is included on a chapter-by-chapter basis. The final
chapter includes also a to the point examination of the limitations that
encompass the whole of the research, as well as avenues for future research.
Future research should advance the research in Chapter 7 with respect to
the role human cognitive ability may play in consumer brand recall, choice
and other behaviours.
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2
Automatic-Unconscious Process Models
of Primary Choice

Three realities

In the globally integrated consumer oriented societies of 21st Century, there
are three realities all marketers must eventually come to terms with when
advertising and marketing a brand: 

• Customers have very limited attention spans; 
• They devote little time or effort to processing information about brands

or stores; and 
• They have access, desire, or ability to retrieve easily only a few bits of

information about brands or stores included in their long-term memo-
ries (see Olshavsky and Granbois, 1979; Kassarjian, 1981). 

This chapter offers evidence that a consumer’s top-of-mind brand or
store-name associations with a few bits of information, such as “most
reliable” and “lowest overall prices,” relate strongly to the consumer’s
shopping and buying behaviour. For brand and store choice, Tigert
(1983) refers to these few associate-to-brand or store retrievals as “hot
buttons.” These hot buttons are a brand’s “determinant attributes” 
(cf. Alpert, 1971). Thus, this chapter argues and demonstrates em-
pirically that the following view about customers is overstated and
misleading:

Subjects just do not care much about products; they are unimportant to
them. Although issues such as racial equality, wars, and the draft may
stir them up, products do not. Hence, the emerging conclusion must be
that true attitudes about these items most likely do not exist for many
subjects. Bicycles, colas, and toothpaste generally do not have attitudes
associated with them. To claim that attitudes about these products do
exist is to claim that subjects “give a damn” about them. [Most] subjects
do not. (Kassarjian, 1981)
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The evidence here is that customers can quickly name a brand or a store
(i.e., retrieve a name from their long-term memories) when asked what
brand (or store) first comes-to-mind for specific bits of information, such
as, for automobiles, “most reliable” and “best styling” and, for grocery
stores, “most convenient for you” and “lowest overall food prices”; and
that these top-of-mind brand (or store) name responses are robustly cor-
related with customers’ primary brand and/or store choices. 

Discovery of such information is useful for learning why some brands are
appealing to some customers and unappealing to other. Furthermore,
research in this chapter demonstrates that customers should not be asked
for the thoughts that first come-to-mind for a given brand or store. Rather,
it is recommended that marketers work backwards by asking customers to
name the brand or store that first comes-to-mind for each of a limited
number of bits of information – possible determinant attributes. 

Listed below are two principal reasons marketers and advertisers should
work backwards when seeking to discover the underlying nature of their
brand. First, a customer is able automatically to evoke only a few brands or
stores from long-term memory. This process is analogous to a customer
going to a file drawer in her or his head and retrieving a folder containing
some names and evaluations. The customer must then process and select
the most representative name to answer the questions (see Grunert, 1988;
1990). Consequently, when shopping, a customer is likely to refer to a
limited number of evaluative attributes – hot buttons – and select the
brand or store automatically associated with these hot buttons. Second,
when marketers work forwards by asking a customer what thoughts first
come to mind about a given brand or store, three assumptions are made:
(1) the brand or store mentioned is in the customer’s long-term memory,
(2) she or he can retrieve that particular name, and (3) that name will be
retrieved easily. Often all three of these assumptions are incorrect. 

This chapter first presents a review of relevant psychological and con-
sumer research literature on automatic-unconscious processing. Then
formal hypotheses follow from the literature review. The third section and
the appendix describe details of the method of a field study to test the
hypotheses. The chapter then closes with a discussion and conclusions
relevant for advertising research and marketing strategy.

Literature review and theoretical foundations 

In consumer research, Grunert (1988; 1990) emphasises that two kinds of
cognitive processes can be distinguished, namely automatic and strategic
processes.

1. Automatic processes are mostly unconscious. These processes are
learned. They change very slowly, and are not subject to the capacity
limitations of working memory. 
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2. Strategic processes are also known as conscious thinking. They are
subject to capacity limitations, but they can be easily adapted to situ-
ational circumstances.

The vast majority of consumer decisions are in fact not based on a large
degree of conscious thinking. A lot of information processing is uncon-
scious. To name just a few examples: the cognition of outside stimuli and
the decision to select them for conscious attention are unconscious
processes. The integration of new information with information already
stored in memory is an unconscious process. Retrieval of information from
long-term memory into working memory is unconscious as well. The basic
pattern is clear: unconscious information processing sets the limits within
which conscious information processing can occur (Grunert, 1988).

Defining automatic-unconscious processing 

Shiffrin and Dumais (1981) provide a practical definition of automatic-
unconscious processing: the activation of some concept or response when-
ever a given set of external initiating stimuli are presented, regardless of a
subject’s attempt to ignore or bypass the distraction. Based on the concept
of automatic-unconscious processing, Fazio (1986) and his colleagues
(Fazio, Powell, and Herr, 1983; Fazio, Powell, and Williams, 1989) propose
and empirically support a model of the process by which attitudes guide
behaviour. According to Fazio’s attitude-accessibility model, attitudes guide
appraisals of objects (such as brands and possibly retail stores) only if they
have been activated from memory upon observation of the object. The
model includes the view that behaviour in any given situation is a function
of the individual’s immediate perceptions of the attitude object in the
context of the situation in which the object is encountered. “Hence, the
accessibility of the attitude from memory is postulated to act as a critical
determinant of whether the attitude-to-behaviour process is initiated”
(Fazio et al., 1989).

Measuring attitude-accessibility

How can attitude-accessibility be measured? Two methods demonstrate
high inter-method reliabilities (Pearson r’s above .80): the subject’s top-of-
mind brand order mention in response to requests to name her or his most
preferred brand; and the speed of responding (a latency measure) to the
question of whether or not the subject likes or dislikes a brand when the
brand’s name is observed or mentioned (cf. Fazio, 1986).

In a related but separate stream of studies from the marketing and con-
sumer research literature predating the more recent work in social psycho-
logy (Fazio et al., 1983; Fazio et al., 1989), several researchers (using other
expressions of the same concept) hypothesise automatic-unconscious
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processing as a moderating link between the relation of attitude and behav-
iour (cf. Axelrod, 1968; Cohen, 1966; Gruber, 1969; Haley and Case, 1979;
MacLachlan, 1977; MacLachlan and LaBarbera, 1979; MacLachlan, Czepiel,
and LaBarbera, 1979; Aaker, Bagozzi, Carman, and MacLachlan, 1980).
Cohen (1966) is most specific in providing a theoretical rationale for a “level
of consciousness concept” as an important determinant of “the amount of
brand strength”.

Total [unaided] recall of a brand relates to brand attitudes, which range
from strongly favourable to indifferent and even to negative feelings
toward the brand. Position of [unaided] recall of a brand among total
brands recalled is highly related to differences within the range of brand
attitudes, and therefore to brand behaviour. Total [unaided] recall can be
divided into three levels of consciousness, which successfully separate
widely divergent attitudes towards brands. Brands that are recalled at the
first level of consciousness (earliest) are more favourably viewed than those
recalled in the second level of consciousness. The brands recalled in the
second level of consciousness are more favourably viewed than those
recalled in the third level of consciousness. Brands that produce favourable
action (those regularly used and with a high switch-to potential) will be
recalled almost exclusively in the first level of consciousness.

Axelrod (1968; 1986) demonstrates that top-of-mind-awareness (TOMA)
of a brand is a sensitive and stable measure that can serve as an intermedi-
ate criterion for predicting brand-choice behaviour and brand-switching
behaviour. Axelrod (1968) emphasised the need for developing valid and
reliable intermediate survey indicators of whether or not marketing and
advertising influence product and brand-choice behaviour because of the
greater expense and time necessary for experiments to measure the impact
of marketing and advertising actions on such behaviour. Based on the
empirical findings, he suggested top-of-mind-awareness measures as one of
two useful intermediate criteria to be associated strongly with product and
brand-choice behaviour (the other measure found useful by Axelrod was
the constant sum method). Other researchers demonstrate a strong link
between (unaided) brand awareness and market share and offer the conclu-
sion that managers can use awareness data for measuring potential market
share (Gruber, 1969; Burke and Schoeffler, 1980).

Other measures of automatic-unconscious processing

MacLachlan (1977) and colleagues (e.g., Aaker et al., 1980) verify that
response latency (defined by MacLachlan as the length of time taken by a
respondent to make a paired-comparison choice) is a valid measure of
strength of preference. Aaker et al. (1980) found that the combination of
measuring response latency and paired comparisons is superior to constant
sum measures, even though the best single indicator of brand preference is
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the constant sum. “Thus, in many situations, such as telephone interview-
ing, where the constant sum measure is unwieldy but the recording of
response latency is not, the paired comparison/response latency approach
might be preferable.”

Hoyer and Brown (1990) demonstrate in a controlled experiment of
peanut butter brand-choice that unaided brand awareness is a dominant
choice heuristic among awareness-group subjects versus subjects with no
brand awareness. Subjects with no brand awareness tended to sample more
brands and selected the high-quality brand on the final choice trial
significantly more often than those with brand awareness. Hoyer and
Brown (1990) point out that the consumer in many purchase situations is,
at best, a passive recipient of product information and one who tends to
spend minimal time and cognitive effort in choosing among brands (also,
cf. Hoyer, 1984); they refer to several streams of research beginning with
the early work of Titchener (1912, p. 33): “What … is the feeling [i.e., that
experienced upon recognition]? In experiments upon recognition it is vari-
ously reported as a glow of warmth, a sense of ownership, a feeling of in-
timacy, a sense of being at home, a feeling of ease, a comfortable feeling. It
is a feeling of pleasure in its affective quality, diffusively organic in its
sensory character.” 

Research on retail store choice behaviour 

In research on retail store choice behaviour, the limited value of using any
intermediate criterion to indicate the impact of marketing actions on retail
store choice has been implied strongly at least by Doyle (1977) and his col-
leagues (Doyle and Gidengil, 1977; Corstjens and Doyle, 1989). Corstjens
and Doyle (1989) point out that “research into how consumers choose
shops is usually dated from Martineau’s (1958) concept of store image.
Reviews of the stream of studies in this area have been presented by
Wyckham, Lazer and Crissy (1971), May (1975), Ring (1979), Pessemier
(1980), Peterson and Kerin (1983), and Downs and Haynes (1984). But
despite the vast literature on store image and positioning the theoretical
and practical implications are rather disappointing.” As Rosenbloom (1983)
concludes, direct evidence of a link between a store’s image and its capacity
to attract and maintain patronage is difficult to obtain. The evidence that is
available is usually fragmentary and indirect and does not provide a
sufficient basis for proving in a rigorous way the relationship of store image
to consumer patronage. 

While few would argue with Doyle (1977) and his colleagues that the
most reliable means of measuring the impact of marketing actions on store
choice behaviour is via field experimentation and direct sales measures,
research on attitude-accessibility of retail store evaluations may indicate
attitude-accessibility to be an important moderating variable affecting the
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value of image measures as intermediate criteria of store choice behaviour.
Consequently, the additional benefit of using valid and reliable intermedi-
ate criteria measures of store choice might be added possibly to the benefits
of low cost and high speed of store attitude research. 

The term “intermediate criteria” is used here as intended by Axelrod
(1968), that is, a variable between marketing actions (i.e., advertising,
pricing, store layout, and others) and customer purchases. An intermediate
criteria is an indicator of influence of marketing actions on customer pur-
chases. One of the limitations of the study reported in this chapter is that
the study does not include a marketing experiment involving manipulating
marketing actions and examining the impact of such manipulations on
both the intermediate criteria of attitude accessibility and customer pur-
chases. Our aim is to confirm and extend the work of several scholars 
(cf. Cohen, 1966; Axelrod, 1968; Tigert, 1983; Kopp, Eng and Tigert, 1991)
that customers’ unaided top-of-mind retrieval of a brand or store name in
response to a general category question or evaluative attribute question is
associated positively and strongly with their primary purchase choice of
brand or store.

Some indication of the substantial influence of attitude-accessibility as a
moderating variable between store image and store choice is provided by
the work of Tigert (1983). For three sets of studies of retail food, fast food,
and do-it-yourself primary store choice, Tigert (1983) asked respondents,
“Please tell me all things considered, the single most important reason you
shop at the store where you shop most often.” The respondents were also
asked to name the second most important reason. Tigert (1983) used this
open-ended, direct questioning method to learn the determinant attributes
for store choice for each store among sets of competing stores; he used
Alpert’s (1971) definition of determinant attributes, “those attributes pro-
jected by the product’s [store’s] image which lead to the choice of the
product [store] may be called determinant, since they determine preference
and purchase.”

For retail, food store-choice data collected in Toronto, Cleveland, and
Tampa, Tigert (1983) performed a comparative analysis between the pro-
portions of total mentions of attributes using the open-ended approach
and logit coefficients estimated from forced-choice store ratings data for the
same sets of competing stores. He reports that both approaches identified
geographical convenience as the most determinant attribute. In all three
cities, low prices was the second strongest attribute in the direct, question-
ing data, but in Tampa, friendly, courteous service ranked second in the
logit analysis, followed by price. Tigert (1983) concludes that the high cor-
relations (r > .80 for the data from two of the three cities) between direct-
questioning and the rating data indicate “that the direct-questioning
technique is a reasonably valid method of identifying determinant attrib-
utes [of store choice].”
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Hypotheses

(H1) The most accessible attitudes that associate a given store with evalu-
ative store attributes are highly predictive of primary store choice. Based on
the discussion in the literature review, the primary objective of this study is
to investigate the hypothesis (H1) that the most accessible attitudes that
associate a given store with evaluative store attributes are highly predictive
of primary store choice. Following the insights of Grunert (1988) and the
research streams reviewed from psychology (e.g., Fazio et al., 1989) and
marketing (e.g., Cohen, 1966), it is proposed that retail store customers are
able automatically to access and retrieve from their long-term memories for
associating first with evaluative attributes (e.g., lowest overall food prices,
most convenient location, or largest selection of foods) and that such auto-
matic associations accurately predict primary store choice, that is, the store
where the customers shop for most of their product needs.

If the empirical study confirms the first hypothesis, a series of proposi-
tions related to the first hypothesis may be developed and tested as a set of
additional hypotheses on attitude-accessibility and primary store choice.
For example, for retail food stores, (H2) a store that dominates competing
stores in being named most often by customers in a market area as their
primary store will be the store named most often first (activated from
memory) for one or both of the two most determinant attributes found by
Tigert (1983): most convenient location and lowest prices. While accessibil-
ity to attitudes toward other attributes (e.g., quality, selection variety, speed
of checkout) are likely to be associated with primary store choice, a given
store identified most often by customers in a market area to be their
primary store would also need to dominate its competitors in being named
earlier when these customers are asked about store attributes found to be
the most determinant of supermarket store choice.

However, not all competing stores are likely to be retrieved by their
primary customers for specific evaluative attributes. For example, a store
having noticeably higher overall food prices than its competitors’ is
unlikely to be retrieved by its primary store customers when asked which
store first comes-to-mind as offering the lowest overall food prices.

The practical value of testing the automatic-unconscious processing
among customers in linking store names to evaluative attributes is to learn
the extent that such links are contributing or hurting the store in sustain-
ing its primary store customer base. That is, which automatic links between
the store and evaluative attributes are being made by customers that really
do contribute to sustaining the store’s share of primary store customers? It
is demonstrated herein that (1) primary customers of different stores make
automatic links to different evaluative attributes with their respective
primary stores and that (2) such linkages provide accurate predictions of
primary store choice. 
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(H3) Strong positive correlations exist between positive evaluative
attributes and primary choice. The identification of a customer’s primary
store is associated positively with accessing the same store from his or
her memory for positive evaluative attributes. Thus, (H3) strong positive
correlations are predicted among the store being named for positive
evaluative attributes and being named as the subject’s primary shopping
store.

(H4) A few and similar determinant attributes are useful in predicting a
substantial share of the variance. Consequently, (H4) a few and similar
determinant attributes are useful in predicting a substantial share of the
variance of primary store choice for each store in a set of competing stores.
These two hypotheses – H3 and H4, reflect the proposition that for store X
to be identified by some customers as their primary store, then store X
must be highest in accessibility for one or more positive determinant attrib-
utes even when only a few customers name store X as their primary store.
Thus, customers identifying store X as their primary store will be likely to
name store X first as having the lowest overall food prices, even when most
other customers identify the same store as having the highest overall food
prices.

Method

The hypotheses were tested using survey data collected from a telephone
survey completed in 1989. A representative sample of 400 households was
drawn from households with telephones from a small city (a population of
75,000) located in the southern region of the United States. Random-digit-
dialing of the last four telephone numbers among banks of household tele-
phone exchanges known to be in use was completed.

Adult female or male household members responsible for doing most of
the shopping for groceries to be consumed at home completed the inter-
views. Four attempts during early evening hours and on Saturdays and
Sundays were used to reach each household included in the sample. Adult
members of 73 percent of the households reached agreed to complete the
survey. A total of 301 useable interviews were completed. 

Results

A total of 11 supermarkets were identified by one or more respondents as
their primary store. However, as summarised in Table 2.1, one store, Super
One, was identified by 47 percent of the 301 respondents as their primary
store, and the three stores identified most often were the primary stores for
80 percent of the respondents. Table 2.1 summarises the details on store
name and evaluative attribute accessibility for the three stores named by
most of the respondents as their primary stores.
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