Marketing Scales Handbook

Multi-ltem Measures
for Consumer Insight Research

Volume 7

-
Gordon C. Bruner 1l




Marketing Scales Handbook

Multi-ltem Measures
for Consumer Insight Research

Volume 7

(sample version)

Gordon C. Bruner 11

GCBII Productions, LLC
Fort Worth, Texas USA



Marketing Scales Handbook, Volume 7. Copyright © 2013, Gordon C. Bruner Il.
All rights reserved.

ISBN-10: 0615846068
ISBN-13: 978-0-615-84606-4

Reviews of the measurement scales in this book are the intellectual

property of Gordon C. Bruner Il. Unless otherwise noted, ownership and copyright
of the scales themselves is not clear. The overwhelming majority of scales can be
used freely but citations of the original sources or some previous users is expected
when reports or papers are written that refer to the scales.

Published by:

GCBII Productions, LLC

6109 Timberwolfe Lane

Fort Worth, Texas 762135 USA
gcbii@marketingscales.com
817-677-8876

Published in the United States of America.



Preface

Table of Contents

Acknowledgements

Introduction

Scale #

=

LNV~ WN

WWWWWRNNNNNNNRNRNNRRERERRRRPRPRRRR
PWNMNPOWLONOOULEWNREOLOONOUEWNRO

Name

Absorption Disposition

Acceptance of Sexual Violence

Accountability Degree

Acculturation

Aesthetic Appeal

Aesthetic Formality

Affective Response (Negative)

Agentic Orientation

Ambivalence of Product Evaluation

Ambivalence Toward the Object

Anger

Anger

Anger at the Service Provider

Anthropomorphizing

Anticipated Saving Success

Anxiety (General)

Anxiety (Service Usage)

Anxiety (Technological)

Anxiety (Technological)

Attachment to the Brand (Brand-Self Connection)
Attachment to the Brand (Passion)

Attachment to the Brand (Prominence)

Attendance Likelihood

Attitude Confidence

Attitude Toward a Debt Consolidation Loans

Attitude Toward a Low Price Guarantee (Information Focus)
Attitude Toward a Low Price Guarantee (Protection Focus)
Attitude Toward a Self-Designed Product

Attitude Toward Brands in a Product Class

Attitude toward Christmas

Attitude Toward Code Switching

Attitude Toward "Green" Marketing Claims (Believability)
Attitude Toward "Green" Products (Environmental Benefits)
Attitude Toward "Green" Products (Expensive)

Xii
Xiii

o
Q)
(4]
]
O oONOOUD WNRL R

W W WWWWNNNNNNNNNRRRRRRPRPR PR R
U D WNROWOVLONOODULDE WNER OONOTOUDMAWNERO



35.
36.

37.
38.
39.
40.
41.

42.
43.
44.
45.
46.
47.
48.
49.
50.
51.
52.
53.
54.
55.
56.
57.
58.
59.
60.
61.
62.
63.
64.
65.
66.
67.
68.
69.
70.
71.
72.
73.
74.
75.
76.
77.

Attitude Toward Homosexuality

Attitude Toward Offshore Services (Communication Problem)
Attitude Toward Offshore Services (Customer-Foreign-Worker

Disconnect)
Attitude Toward Offshore Services (Data Security)

Attitude Toward Offshore Services (Foreign Worker Enmity)
Attitude Toward Offshore Services (Free-Trade Resentment)

Attitude Toward Playing the Game

Attitude Toward Product-Related Environmental Claims
(Skepticism)

Attitude Toward the Act (Opening Account)
Attitude Toward the Ad (Affective)

Attitude Toward the Ad (Believability)

Attitude Toward the Ad (Focused Nostalgia)
Attitude Toward the Ad (General Nostalgia)
Attitude Toward the Ad (Informativeness)
Attitude Toward the Ad (Intrusiveness)

Attitude Toward the Ad (Novelty)

Attitude Toward the Ad (Pre-Birth Era Nostalgia)
Attitude Toward the Ad (Usefulness)

Attitude Toward the Ad (Violence)

Attitude Toward the Brand (Capabilities)

Attitude Toward the Brand (Hatred)

Attitude Toward the Company (General)

Attitude Toward the Company (Social Responsibility)
Attitude Toward the Investment (Riskiness)
Attitude Toward the Investment (Value)

Attitude Toward the Logo (Clarity)

Attitude Toward the Logo (Interestingness)
Attitude Toward the Low Price Claim (Customer-Oriented)
Attitude Toward the Low Price Claim (Self-Serving)
Attitude Toward the Movie (General)

Attitude Toward the Organization (Admiration)
Attitude Toward the Product (Symbolic)

Attitude Toward the Product (Utilitarian)

Attitude Toward the Product Placement

Attitude Toward the Product-Brand (Hedonic)
Attitude Toward the Product-Brand (Utilitarian)
Attitude Toward the Salesperson

Attitude Toward the Sponsorship

Attitude Toward the Text

Attitude Toward the Website (Design)

Attitude Toward the Website (Image)

Attitude Toward the Website (Online Community)
Attitude Toward the Website (Security)

36
37

39
41
43

47

48
49
50
51
52
53
54
55
57
58
59
60
61
62
63
64
65
66
67
68
69
70
71
72
73
74
75
76
78
80
81
82
83
84
85
86



78.
79.
80.
81.
82.
83.
84.
85.
86.
87.
88.
89.
90.
91.
92.
93.
94.
95.
96.
97.
98.
99.

100.
101.
102.
103.
104.
105.
106.
107.
108.
109.
110.
111.
112.
113.
114.
115.
116.
117.
118.
119.
120.
121.
122.

Attitude Toward the Website (Shopping Enjoyment)
Attitude Toward Word-of-Mouth (On-line)
Attractiveness

Behavioral Activation System

Behavioral Control

Behavioral Control Over the Disease

Behavioral Inhibition System

Belief in Karma

Body Size

Brand Bias (Domestic vs. Foreign)

Brand Familiarity

Brand Foreignness

Brand Personality Appeal (Clarity)

Brand Personality Appeal (Favorability)

Brand Personality Appeal (Originality)

Brand Popularity

Brand Relevance (Risk Reduction Function)
Brand Relevance (Social Demonstrance Function)
Brand Relevance in Category

Brand Switcher

Cart Abandonment (Concern about Order Costs)
Cart Abandonment (Concern about Privacy-Security)
Cart Abandonment (Search for Better Price)

Cart Abandonment Frequency

Cart Usage as a Decision Tool

Cause Participation Intention

Cause-Related Marketing Motive Attributions (Serving Society)

Choice Confusion

Choice Difficulty

Choice Freedom

Cognitive Resource Demands
Cognitive Resource Demands
Commitment to the Brand
Commitment to the Relationship
Commitment to the Relationship
Communal Orientation
Communication Competence
Competence

Competence

Complexity of Calculation Task
Complexity of the Product
Confidence (General)
Confidence in the Company
Confidence in the Socio-Political System
Congruence (General)

87

88

89

90

92

93

94

95

96

97

98

99
100
101
102
103
104
105
107
109
110
111
112
113
114
115
116
117
118
119
120
121
122
123
124
125
126
127
128
129
130
131
132
133
134



123.
124.
125.
126.
127.
128.
129.
130.
131.
132.
133.
134.
135.
136.
137.
138.
139.
140.
141.
142.
143.
144.
145.
146.
147.
148.
149.
150.
151.
152.
153.
154.
155.
156.
157.
158.
159.
160.
161.
162.
163.
164.
165.
166.
167.

Connectedness (General Social)

Connectedness with an Individual
Conscientiousness

Consensus of Reviews

Consequences of Unhealthy Behaviors

Contact Frequency Irritation

Convenience of the Transaction (Digital)

Creativity

Deal Exclusivity

Deal Exclusivity Justification

Debt Consolidation Loans (Non-Interest Issues Importance)
Decision-Making Style (Head vs. Heart)

Design Ability

Desirability of the Food

Difficulty of the Task

Difficulty of the Task

Discomfort (Psychological)

Disconfirmation Sensitivity

Disidentification (Consumer)

Disidentification (National)

Effectiveness of Disease Detection

Efficacy (Recycling)

Effort to Receive Sales Promotion Benefit (Post-purchase)
Effort to Receive Sales Promotion Benefit (Pre-purchase)
Emergent Nature

Emotional Contagion Susceptibility

Emotional Display Response (Negative)

Emotional Display Response (Positive)

Emotional Information Management (Control)
Emotional Information Management (Empathy)
Emotional Information Management (Optimism)
Emotional Information Management (Recognition)
Emotional Receptivity

Engagement with the Ad

Environmentalism

Ethnic Identification

Evaluation of Another Person's Attitude (Incorrect)
Event-Sponsor Congruence

Faith in Intuition

Financial Harmony

Fit (General)

Flirting Superiority

Flow (On-line)

Frustration with the Service Provider

Gentleness of the Product

135
136
137
138
139
140
141
142
143
144
145
146
147
148
149
150
151
152
154
155
156
157
158
159
160
161
162
163
164
165
166
167
168
169
170
171
172
173
174
175
176
177
178
179
180



168.
169.
170.
171.
172.
173.
174.
175.
176.
177.
178.
179.
180.
181.
182.
183.
184.
185.
186.
187.
188.
189.
190.
191.
192.
193.
194.
195.
196.
197.
198.
199.
200.
201.
202.
203.
204.
205.
206.
207.
208.
209.
210.
211.
212.

Goal Attainment Motivation

Greediness of the Company

Guilt

Health Motivation

Helplessness

Imagery Elaboration (Ad Evoked)

Implicit Person Theory

Individualism-Collectivism

Innovativeness (Open Processing)

Innovativeness (Product Trial)

Innovativeness (Technological)

Intention to Recommend

Internet Shopping (Importance of Merchandise Variety)
Internet Shopping (Importance of Off-line Presence)
Internet Shopping (Importance of Price Orientation)
Internet Shopping (Importance of Website Attractiveness)
Internet Shopping Motivation (Affiliation)

Internet Shopping Motivation (Convenience)
Internet Shopping Motivation (Early Adoption)
Internet Shopping Motivation (Personalized Notification)
Internet Shopping Motivation (Price Negotiation)
Internet Shopping Motivation (Stimulation Seeking)
Involvement in the Study

Involvement in the Task

Involvement with Crafts

Involvement with Running

Involvement with the Brand (Signaling)
Involvement with the Reading Task

Joy (Malicious)

Justice (Interactional)

Justice (Procedural)

Knowledge (Subjective)

Knowledge of Brands in a Product Class

Knowledge of Video Game Consoles

Lead User (Domain Specific)

Life Change

Likeability of the Offer

Loan Management Intentions

Locus of Control (General)

Long-Term Orientation (Planning)

Low Price Guarantee Trust Violation

Market Mavenism

Market Mavenism

Market Share Estimate

Material Possession Love (Commitment)

181
182
183
184
185
186
187
188
189
190
192
194
195
196
197
198
199
200
201
202
203
204
205
206
207
208
209
210
211
212
214
215
216
217
218
219
220
221
222
223
225
226
228
229
230



213.
214.
215.
216.
217.
218.
219.
220.
221.
222.
223.
224.
225.
226.
227.
228.
229.
230.
231.
232.
233.
234.
235.
236.
237.
238.
239.
240.
241.
242.
243.
244,
245.
246.
247.
248.
249.
250.
251.
252.
253.
254.
255.
256.
257.

Material Possession Love (Intimacy)

Material Possession Love (Passion)
Meaningfulness (General)

Memory Quality

Mood (General)

Need for Affect (Approach)

Need for Unique Products

Need for Uniqueness (Consumer's)

Need for Uniqueness (General)

Novelty (General)

Observability of Product Usage Outcomes
Opportunity Cost Consideration

Originality

Ownership (Perceived)

Participation (Customer with Service Provider)
Participation Benefits (Relational)
Participation Benefits (Service Quality)
Perfectionism

Personal Cultural Orientation (Ambiguity Intolerance)
Personal Cultural Orientation (Gender Equality)
Personal Cultural Orientation (Independence)
Personal Cultural Orientation (Interdependence)
Personal Cultural Orientation (Masculinity)
Personal Cultural Orientation (Power)
Personal Cultural Orientation (Prudence)
Personal Cultural Orientation (Risk Aversion)
Personal Cultural Orientation (Social Inequality)
Personal Cultural Orientation (Tradition)
Persuasiveness of the Ad

Power Distance

Power Distance

Power Over a Company

Price Promotion Entitlement

Pride

Pride

Product Disposal Intention

Product Evaluation (Food)

Product Evaluation (Food)

Product Evaluation (Self-Designed)

Product Failure Blame Attribution

Product Failure Blame Attribution

Product Failure Severity

Product Failure Severity

Product Usage Barriers

Product Usage Frequency

Vi

231
232
233
234
235
236
238
240
242
244
245
246
247
248
249
250
251
252
253
254
256
257
258
260
261
262
263
264
265
266
267
268
269
270
271
272
273
274
275
276
277
278
279
281
282



258.
259.
260.
261.
262.
263.
264.
265.
266.
267.
268.
269.
270.
271.
272.
273.
274.
275.
276.
277.
278.
279.
280.
281.
282.
283.
284.
285.
286.

287.
288.
289.
290.
291.
292.
293.
294.
295.
296.
297.
298.
299.
300.
301.

Propensity to Plan

Purchase Intention at the Website

Purchase Urgency

Readiness for a Task

Recycling Intention

Reflection

Regret (Anticipated)

Relational Benefits (Economic)

Relational Worth (Acquiescence)

Relational Worth (Advocacy)

Relational Worth (Honesty)

Relational Worth (Immunity)

Relational Worth (Openness)

Relationship with the Company (Mutual Acceptance)
Religiosity (Evangelical)

Repurchase Intention

Retaliatory Behavior (Complaining for Publicity)
Retaliatory Behavior (Revenge)

Retaliatory Behavior (Vindictive Complaining)
Reward Policies (Controlling)

Rhythm

Risk (General)

Risk (General)

Risk (Performance)

Role Clarity (Customer)

Sales Promotion Preference

Satisfaction with Service

Satisfaction with Stock Portfolio

Satisfaction with the Relationship

Second-Hand Shopping Motivation (Avoidance of Traditional
Outlets)

Second-Hand Shopping Motivation (Economic)
Second-Hand Shopping Motivation (Nostalgia)
Second-Hand Shopping Motivation (Socializing)
Second-Hand Shopping Motivation (Treasure Hunting)
Security Importance

Self-Appraisal

Self-Consciousness (Public)

Self-Efficacy (Product Evaluation)

Self-Efficacy (Services)

Self-Esteem (State)

Self-Monitoring (Ability to Modify Self-Presentation)
Self-Monitoring (Sensitivity to the Expressive Behavior of Others)
Self-Regulatory Focus (Overall)

Self-Regulatory Focus (Prevention)

Vi

283
285
286
287
288
289
290
291
292
293
294
295
296
297
298
299
300
301
303
304
305
306
308
309
310
311
312
313
314

315
316
317
318
319
320
321
322
324
325
326
328
330
331
332



302.
303.
304.
305.
306.
307.
308.
309.
310.
311.
312.
313.
314.
315.
316.
317.
318.
319.
320.
321.
322.
323.
324.
325.
326.
327.
328.
329.
330.
331.
332.
333.
334.
335.
336.
337.
338.
339.
340.
341.
342.
343.
344.
345.
346.

Self-Regulatory Focus (Promotion)
Self-service Technology Quality (Customization)
Self-service Technology Quality (Enjoyment)
Self-service Technology Quality (Functionality)
Service Convenience (Access)

Service Convenience (Usage)

Service Quality of the Website

Shame

Shopping Motivation (Role Enactment)
Shopping Orientation (Spatial Economic)
Shopping Orientation (Temporal Economic)
Shopping Skill

Side Effects Likelihood

Side Effects Severity

Similarity (Self to Other)

Similarity to Another Person

Similarity to the Story Character
Skepticism

Skepticism Toward a Store's Promotion
Smoking Intention

Smoking-Related Beliefs (Attractiveness)
Social Comparison Orientation
Sophistication

Speed of Transaction (Digital)
Spendthrift-Tightwad

Store Image

Strength of the Product

Switching Costs (General)

Temporal Orientation (Future)
Temporal Orientation (Future)
Temporal Orientation (Future)
Temporal Orientation (Past)

Temporal Orientation (Present)
Temporal Proximity

Trust in the Brand

Underdog (External Disadvantage)
Underdog (Passion & Determination)
Uniqueness Threat (Consumer's)
Usefulness of the Object

Usefulness of the Product

Value (Social)

Value of the Celebrity's Possession
Value of the Transaction

Video Game Playing Frequency

Video Game Violence

viii

334
336
337
338
339
340
341
342
343
345
346
347
348
349
350
351
352
353
354
355
356
357
359
360
361
363
364
365
366
367
369
370
371
372
373
374
375
376
377
378
379
381
382
384
385



347. Visual Aesthetics Centrality

348. Warmth (General)

349. Website Consultation Intention

350. Website Interactivity (Control)

351. Website Revisit Intention

352. Website Search Intention

353. Website Service Quality (Efficiency)

354, Website Service Quality (Fulfillment)

355. Website Service Quality (Privacy)

356. Website Service Quality (System Availability)

357. Website Usage (Instrumental Need)

358. Website Usage (Relational Need)

359. Willpower

360. Word of Mouth (Hypothetical)

361. Word-of-Mouth (Hypothetical)

362. Word-of-Mouth (Negative)

363. Word-of-Mouth (Support Seeking)

364. Word-of-Mouth Intention (Positive)
About the Author

386
388
389
390
392
393
394
395
396
397
398
399
400
401
402
403
404
405

406



Preface

How exciting it is to produce the seventh volume in Marketing Scales Handbook series! | did not
imagine such a long-lived series was being started when we were working on that first volume in
1989. The problem then was figuring out how to get the book written and published. After all
of this time, the work has become more routine and yet, there are still challenges to getting
each volume done.

For those who have been aware of the release dates of the past volumes in the series, they may
realize that this one is being published relatively soon after the previous one. The primary
reason for this timing is that | am catching up after being so behind in years past. In other
words, the ideal is for scales to be reviewed, assembled into a book, and then released relatively
soon after the journal articles containing the scales have been published. When | was working
full-time in academia, that ideal was not achievable. | was not able to review scales fast enough
to keep up with all of the ones being published. Since my retirement a year ago, however, |
have been able to make a lot of progress in reducing the backlog. It has become more realistic
for me to review scales sooner after they are published, add them to the database, and release
another volume when a reasonable number of reviews have been completed. This way, the
reviews are made available to researchers while the constructs they refer to are still "fresh" in
the discipline rather than several years later when research interest may have waned.

There were several things | did in preparing this volume to assist me in catching up, the first of
which was to focus on scales from a two year period rather than four as previous volumes have.
The scales reviewed in this volume are from articles published in 2010 and 2011. Though it
might be assumed that just two years would have too few scales to justify a volume, the 364
measures reviewed here prove otherwise.

As explained in more detail in the Introduction, there were other ways | raised the bar this time
to limit the number of reviews that would be included. Some scales were ignored or treated as
“see also” if enough uses of them had been reported in past volumes. Another way to limit my
work was to ignore some scales that, while being unique and not reviewed in the past, were
deemed to be “me too” measures of constructs for which a reasonable number of scales had
already been reviewed.

The effect of these inclusion criteria is that the majority of the reviews in this volume are of
scales that are only known to have been reported in one article. A small number have been
used a few times but, unlike Volume 5 in particular, there are no scales that have been reported
in more than five articles from the domain of literature reviewed. That is why most of the
reviews in this volume are only one page long and the book is able to fit 364 scales into just a
little over 400 pages. By the way, those interested in which scales have been used the most
over time are urged to see the little book | released earlier this year that focuses on that very
issue (Marketing Scales Handbook: The Top 20 Multi-ltem Measures Used in Consumer Research,
available at Amazon).



As with Volumes 5 and 6, one of the benefits of this ebook format is that it is much easier for
users to find information of interest compared to the effort required with a paper book. A Table
of Contents is included but users are urged to utilize the Find function that should be available
in the software being used to read the book. Other benefits of the book being in a digital format
are the ability to highlight passages that you consider important to your purpose, being able to
leave comments for yourself on the pages of the text, and the ease with which scale items can
be copied from a review and placed into a questionnaire. While | encourage researchers to use
these scales, | urge them to credit those authors who created a scale or, in those cases where
the origin is unknown, to at least cite some of the authors who have previously used it. While
getting permission to use another researcher’s scale is rarely necessary in the marketing
discipline, users are expected to give credit when measures are not their own because they are
building upon other researchers’ work.

Finally, work has begun on scales that appeared in articles published after the period covered in
this volume. They will be part of Volume 8, if such volume is created. Until then, the new
reviews | write will be added to the database at www.marketingscales.com in a timely manner.
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Introduction

It has been over 20 years since Volume 1 of this series was published. Since then, five more
volumes have been published. They contained descriptions of multi-item scales from scholarly
consumer insight research that had been published in the top marketing journals between 1980
and 2009. (See the table below for a listing of the journals.) This seventh volume covers the
scales that were reported in articles published in 2010 and 2011. As with the earlier books, this
book should not be viewed as a new “edition” that merely revises material published in the
previous handbooks. It is referred to as a “volume” because it covers a different time period

than the other books in the series and its contents are overwhelmingly new. The only scales
from the previous volumes that have been included in this volume are a few for which some
relevant new information was added.

Similar to Volumes 4, 5, and 6, this volume is composed entirely of scales that were used in
scholarly research of “consumers” or related groups of respondents, e.g., shoppers, viewers,
students, patients, citizens, etc. Dozens of the scales in this volume are amenable for use in a
wide variety of contexts and with all sorts of people, including those in an organizational setting
with administrators and/or employees.

To be part of this volume, scales had to be composed of three or more items, have at least a
minimal level of empirical evidence of their psychometric quality, and be reflective measures
rather than formative. Three other criteria were used as well. As described below, one was a
constraint imposed at the scale level, one was a constraint at the construct level, and the final
limit had to do with time.

At the scale level, some measures were not reviewed for this volume because they were the
same or very similar to ones that had been reviewed in previous volumes. The authors who
used those scales were building upon past research and, in general, that is a good practice.
There is value to reporting several studies in which a scale has been used so that other
researchers can have a better understanding of the scale’s psychometric quality across authors,
time, and contexts. Yet, at some point, the effort spent writing a review of the nth usage of a
well-known scale is better spent on measures of “new” constructs or new facets of familiar
constructs. Given this, there are no scales in this book with lots of uses reported over many
years from the domain of literature examined.

Another criterion used to focus the work in this volume is at the construct level and has to do
with the number of unique measures of a construct to review. The greater the number of
different measures of a construct that had already been reviewed in past volumes and are
available in the online database, the less likely that another measure was reviewed for this
volume. While providing some alternative measures of the same construct is helpful, promoting
the endless creation of different scales for any one construct is not desirable. In fact, one of the
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very reasons for producing the handbooks and the scales database was to help researchers build
upon past efforts rather than recreating the wheel. Unfortunately, after all of this time, there
are still researchers who know better and yet continue to develop new scales without providing
evidence that theirs are better in some significant way than the ones that are already available.
Those scales were ignored and effort was focused on constructs (or facets of constructs) with
few if any measures.

The final major criterion used with the review work to help reduce the backlog of material was
to focus on articles from a two year period rather than four as had been done in previous
volumes. (See more discussion of this is the Preface.) An initial examination was conducted of
650+ articles published in six top marketing journals in 2010 and 2011. From that group, 176
articles received greater scrutiny because they appeared to have scales of the type included in
the book. After closer examination, some of those articles were dismissed because the scales
they included did not meet enough of the stated criteria or the authors did not respond to
requests for more information. Ultimately, there were 144 articles from the marketing
literature domain with scales that were reviewed for this book.

As has been true since the beginning, the reviews are organized by scale not just by construct.
That means scales that are the same or very similar in their items are reviewed together under
one title. But, as noted above, there are also scales that apparently measure the same construct
but are so different in their composition that they are listed separately here while sharing the
same title. The latter represent alternative ways that researchers have measured the same or
very similar constructs. Note, for example, Temporal Orientation (Future) for which three
different measures are provided here (#330-#332).

Assigning titles to scales (naming them) is not as simple as it might seem. Several things have
been taken into account: what did the creators call it, what have other users called similar
measures, what is the fundamental construct being measured, how can the scale be described
in a few words, and can the scale title begin with a word that is the same as related scales so
that are they are near each other in the book, e.g., Anxiety (General), Anxiety (Service Usage),
and Anxiety (Technological).

The layout of reviews is exactly the same as followed in the last few volumes. Details about the
type of information found in the various sections of each scale review are provided in the table
on the next page.
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TABLE

Description of the Scale Review Format

SCALE NAME:

A short, descriptive title is assigned to each scale. Several issues are taken into account when
assigning a title and the name may not be the one used by the authors. See discussion above
for more details.

SCALE DESCRIPTION:

A few sentences are used to succinctly describe the construct apparently being assessed and the
structure of the measure. The number of items, the number of points on the rating scale, and
the response format (e.g., Likert, semantic differential) are typically specified. If significantly
different names were used by authors for the measure, they may be noted in this field.

SCALE ORIGIN:

Information about the creation of a scale is provided here, if known. Describing the source is
complicated by the fact that in a substantial number of cases, the authors who use a scale do
not explicitly identify the source. In many if not most of those cases, the scales are original to
those authors and they do not provide details about the scale’s development. Another issue
that is tactfully addressed in this field is when the source information given by authors is
misleading or incorrect, something that occurs far too frequently.

RELIABILITY:

For the most part, reliability is described in terms of internal consistency, most typically with
Cronbach's alpha or construct reliability. In the few cases where it is known, scale stability (test-
retest correlation) is reported as well.

VALIDITY:

There are several types of validity and no one study is expected to fully “validate” a scale. While
it is hoped that authors of each study would provide at least some evidence of a scale’s validity,
the reality has been the opposite. Most studies have not reported much if any information
about their respective scales’ validities. At the other extreme, some authors have provided so
much information in their articles that it is merely summarized in this field. In those cases,
readers are urged to consult the cited articles for more details.
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COMMENTS:

This field is used occasionally when something significant was observed and was deemed
important to point out that did not “fit” well in the other sections. For example, if something
about a scale was judged to be deficient then readers have been urged to exercise caution in
using the scale.

REFERENCES:

Every source cited in a review is referenced in this section. The six journals that were closely
examined for articles with scales are Journal of Advertising, Journal of the Academy of
Marketing Science, Journal of Consumer Research, Journal of Marketing, Journal of Marketing
Research, and Journal of Retailing. Citation of additional journals, books, proceedings, and
other sources are provided when relevant. As stated in the Acknowledgements, in many cases
the scale users themselves were contacted and provided information that helped with the
description. Depending upon the extent of their assistance, they were cited as well.

SCALE ITEMS:

The statements, adjectives, or questions composing a scale are listed in this field. Also, an
indication of the response format is provided unless it is has been adequately specified in the
Scale Description section. For example, if a measure is described as a “Likert-type” then it can
be assumed that the extreme verbal anchors for the response scale were strongly agree /
strongly disagree or some close variant. Where an item is followed by an (r) it means that the
numerical response should be reverse coded when calculating scale scores. Other idiosyncrasies
may be noted as well. For example, when slightly different versions of the same scale are
discussed in the same review then an indication is given as to which items were used in
particular studies.
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SCALE NAME: Aesthetic Appeal

SCALE DESCRIPTION:

Using three, seven-point semantic-differentials, the scale measures the degree to which something is considered
to be interestin ive.

SCALE OR

The s app created by Wang, Minor, and Wei (2011) for use in the experiment they
con . for the scale items from research on the dimensions of websites (e.g., Lavie and
Tracti man and Jons 2000).

RELIA

The alphas for th

e task) and .92 (non-purchase/browse task) with respect to the
treatment groups i

and Wei (2011).

VALIDITY:

With data from a pilot test,
companion scale (aesthetic fo
loadings. Further, with data from t
including aesthetic appeal. Based
scales' discriminant validities.

) perfarmed a CFA on the items in this scale and a

ere were two factors and each had high
ducted on measures of nine constructs,

Il. Evidence was found in support of their

COMMENTS:

Because Wang, Minor, and Wei (2011) created tes e should be taken when using it
with something else.

REFERENCES:

Lavie, Talia and Noam Tractinsky (2004), “Assessing Dimen s of Perceived Visu of Web Sites,”
International Journal of Human-Computer Studies, 60 (3), 269-98.
Schenkman, Bo N. and Fredrik U. Jonsson (2000), “Aesthetics and Preference
Information Technology, 19 (5), 367—7.
Wang, Yong Jian (2013), personal correspondence.

Wang, Yong Jian, Michael S. Minor, and Jie Wei (2011), "Aesthetics and t
Understanding Consumer Responses,” Journal of Retailing, 87 (1), 46-58.

es,” Behaviour and

e Shopping Envi

SCALE ITEMS:*

1. monotonous / fascinating
2. conventional / creative

v

3. unremarkable / impressive

1. The scale items were provided by Wang (2013).



SCALE NAME: Brand Personality Appeal (Favorability)

SCALE DESCRIPTION:

The degree to which a consumer views a brand's personality as being attractive and desirable is measured using
seven, seven-poi adjectives.

SCALE OR

The s dated along with two companion scales (originality and clarity) by Freling, Crosno,
and of scales were called Brand Personality Appeal (BPA). In an impressive number and
qualit tudies, the authors provided considerable evidence in support of their BPA scales’

psycho i i

Although the scal
Freling, Crosno, an

al studies, its alpha was only reported in the article by
and Study 4 (.933). Its temporal stability (seven week

VALIDITY:

Considerable evidence of the scale’ , Crosno, and Henard (2011) beginning with
the unusually thorough amount of and continuing through several studies that
supported claims of the scale's conve i roupgand predictive validities. In Study 3, its
AVE was .729.

REFERENCES:

Freling, Traci H., Jody L. Crosno, and David H. He

ppeal: Conceptualization and
Empirical Validation," Journal of the Academy of Marketin .

SCALE ITEMS:
This brand’s personality is:

satisfactory / unsatisfactory (r)
unpleasant / pleasant
attractive / unattractive (r)
positive / negative (r)

bad / good

poor / excellent

undesirable / desirable

NoakwnE

v

v
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SCALE NAME: Emotional Information Management (Empathy)

SCALE DESCRIPTION:

The scale is composed of five, seven-point Likert-type items that are intended to measure how much a person
believes he/she by what others are feeling and experiencing.

SCALE OR

The s itty, and Sautter (2011) was borrowed from previous research by the lead author
and uhmann, and Thakur 2010). They, in turn, had borrowed ten items from McBane (1995)
who v nidimensional asure of empathy. In contrast, Taute, Huhmann, and Thakur (2010)
create the items, se ing cognitive empathy from emotional empathy. Regarding the latter,
the final ad an alpha of .861 and an AVE of .61 in Study 4 (n = 232 college
010).

The alpha of the scale when Sautter (2011) was .868 (n = 280 college students).

VALIDITY:

ter (2011) provided support for the scale's
scale was .83.

Based on factor analyses (EFA and
unidimensionality as well as its dis

REFERENCES:

McBane, Donald A. (1995), “Empathy and th Perspective,” Psychology &

Marketing, 12 ( July), 349-371.

Taute, Harry A., Bruce A. Huhmann, and Ramendr
and Measure Development in Public Service Announce
Taute, Harry A., Shaun McQuitty, and Elise Pookie Saut
Responses to Emotional Appeals,” Journal of Advertising,

rmation Management: Concept
ng, 27 (May), 417-444.

anagement and

SCALE ITEMS:

I would describe myself as a pretty soft-hearted person.
Other people’s misfortunes disturb me a great deal.

| often have tender, concerned feelings for people less fortunate th
When | see someone being taken advantage of, | feel kind of protecti
I am often quite touched by things | see happen.

nhoNBE
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SCALE NAME: Personal Cultural Orientation (Masculinity)

SCALE DESCRIPTION:

The degree to which_a person believes that males are generally characterized by greater physical strength and
ambition than females is'measured with five, seven-point Likert-type items.

SCALE ORIGIN:

In a series of ‘admirable studies, this scale was created and validated by Sharma (2010) as part of the Personal
Cultgral Orientations instrument. That instrument measures the five dimensions of culture (e.g., Hofstede 1980,
1991) at the individual level using ten scales, two per dimension. After an extensive review of the literature as
well as in-depth interviews with peoplée from diverse cultures, Sharma (2010) generated 96 items for measuring
the propoSed ten factors. He then assessedithe face and content validities of the instrument. Based on the
results, 58 items remained_for examination in the Study 1. Based on data from 588 adult shoppers in Hong Kong
with a mixture of localsqand foreigners, the factor analysis led the author to drop 10 items. The Cronbach's alphas
for the purified scales ranged, from .72 to .85. (The,values per scale were not specified.) Study 2 used a sample
of 1,744 adult shoppers (both locals and foreigners) to, examine various forms of validity (discussed below).
Finally, data from 1,568 employees of a multinational company were used in Study 3 for purposes of replication
and generalization. The reliabilities were not stated per scale but were said to have ranged form .70 to .85.

RELIABILITY:

Only in Study 2 did Sharma (2010) report the internal consistencies for the individual scales of the Personal
Cultural Orientations instrument. The composite reliability for masculinity was .82.

VALIDITY:

In Studies 2 and 3, evidence supporting the following forms of yalidity were provided by Sharma (2010) for this
scale and the others composing the instrument: canvergent, discriminant, nomological, and predictive validities.
Also, in Study 2, alternative models were compared to seefwhich had the best fit to the data. Indeed, the model
in which each of Hofstede's five dimensions is modeled as bi-dimensional‘had the best fit. Overall, the new
instrument shows full configural invariance and partial scalar, metric, and factor covariance,invariance. This
implies that all the items in the instrument are suitable for cross-cultural comparisondof average scores with
similar meanings across Chinese and Westerners. (A similar conclusion appears tofhave been reached by the
author in Study 3 with people from the USA, UK, China, and India.)

COMMENTS:

An issue of concern is that this scale measures a person's beliefs about men in general rather than how the
responding individual is. This way of phrasing the items may be necessary when the respondent is a female’but
for males it would seem that the items should be phrased more personally and<inithe first person, e.g., | am
ambitious or I am more ambitious than most women.

REFERENCES:

Hofstede, Geert (1980), Culture’s Consequences: International Differences in Work-Related“Values, Beverly Hills:
Sage.

Hofstede, Geert (1991), Cultures and Organizations: Software of the Mind, London: McGraw-Hill:

Sharma, Piyush (2010), "Measuring Personal Cultural Orientations: Scale Development and Validation," Journal of
the Academy of Marketing Science, 38 (6), 787-806.

SCALE ITEMS:*

1. Women are generally more caring than men.
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SCALE NAME: Video Game Playing Frequency

SCALE DESCRIPTION:

How much a person plays video games and loves doing so is measured in this scale with three, seven-point items.

SCALE OR

Murray ot state the source of the scale. It seems to have been developed by them for
their scale as a measure of prior knowledge of playing videos games and used it in the
two i ported on having to do with playing video games. Responses in both experiments came
from tralian online panel, 207 participants in Experiment 1 and 114 in Experiment 2.

RELIA

Alphas for the sc
respectively.

ay and Bellman (2011) to be .88 and .90 in Experiments 1 and 2,

VALIDITY:

Murray and Bellman (2011)
scale (attitude toward playing
(Experiment 2).

of the scale's discriminant validity with respect to another
VEs were .75 (Experiment 1) and .78

COMMENTS:

Given the phrasing of item #3, the scale is
certain type of video game. Rephrasing item
the other two items, e.g., | play video games a
items #1 and #2 could focus the scale even more:

ideo games in general and playing a
consistent with the phrasing of
ing the phrase "like this one" to

REFERENCES:

Murray, Kyle B. and Steven Bellman (2011), "Productive Pla nsumer Demand

for Hedonic Experiences," Journal of the Academy of Marketing Science, 39 (3),
Murray, Kyle B. and Steven Bellman (2013), personal correspondence.

SCALE ITEMS:

| play videogames often.
I love playing videogames.

How experienced are you at playing video games like the one that you jus ?1

1. The exact phrasing of this item was provided by the authors (Murray and Bellman 2013). The extreme verbal anchors
played games like this before) and A very great amount of experience (I play games like this at least once a day).

wnN e

v
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