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ABSTRACT

Involvement has been well documented in marketing literature. Zaichkowsky, (1986) 

wrote the seminal paper wherein he first presented the construct of involvement wherein 

he discussed the antecedents of involvement that is personal characteristics, object 

characteristics and situational characteristics. Involvement has been one of the 

determinants in variant choice decisions; however antecedents of involvement need to 

explore to understand the influence of other variables. Earlier studies have investigated 

the role of involvement in product choice decisions. Involvement also influences loyalty 

decisions. There has been considerable level in terms of products that are classified in 

terms of high and low involvement product category.  Antecedents of involvement are 

definitely varied for different products. Present research attempted to investigate 

antecedents of involvement for product variants of buyers in western zone of India. 

Western zone of India represents cities with a high economic growth rate and also youth 

consisting of more than 50% of population. The relationship was explored through 

regression analysis and a regression model was proposed through automatic linear 

modeling. It was found that out of eight product variants i.e. 4 formula/ content based 

product variants and 4 pack size based product variants, only one product variant i.e. 

soft drink bottle size has a significant relationship. Product variant experience and 

pleasure were the principal antecedents of involvement for bottle size soft drink. Pack 

based product variant were intuitively believed in terms of convenience and it was more 

aligned for bottom of pyramid buyers. Present research has explored a new dimension of 

pleasure which was sought by buyers through bottle size soft drink. Also, the role of 

variant experience played a significant role in determining the role of involvement. The 

findings may be interpreted for determining the level of involvement in variant choice 

decisions.

Keywords: Involvement, Product Variant, Variant Choice, Bottle size soft drink, 

Regression Analysis

1  INTRODUCTION

Involvement has been well documented in marketing literature. Various forms of 

involvements have been documented viz., ego involvement (Sheriff and Cantril, 

1947), advertising involvement (Krugman, 1966), purchase involvement (Slama 
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and Tashchian, 1985). Also an  inclusive list of 23 major involvement instruments 

has been provided by O’Cass (2000) for a period of 40 years from 1960s to 1990s.  

Zaichkowsky, (1986) wrote the seminal paper wherein he first presented the 

construct of involvement wherein he discussed the antecedents of involvement that 

is personal characteristics, object characteristics and situational characteristics. 

Involvement has been one of the determinants in variant choice decisions; however 

antecedents of involvement need to explore to understand the influence of other 

variables. The present research is investigating the antecedents of purchase 

involvement of youth for product variants. Product variant is “a distinct unit within 

a brand or product line that is distinguishable by size, price or appearance” (Kotler, 

1997). A product variant is either formula (content) based or package size based or 

form based.

2  LITERATURE REVIEW

2.1  Variety Seeking

In 50s and 60s there have been studies in the related areas using descriptors like: 

“activity seeking” and “curiosity drive” (Fowler 1967), “novelty-seeking” (Finger 

and Mook 1971), “sensation-seeking” (Zuckerman, Kolin, Price, and Zoub (1964),  

“exploratory drive” (Nissen 1951), spontaneous alternation (Hosada 1964), optimal 

stimulation level (Hebb and Thompson 1954), incongruity seeking (Hunt 1963), 

innovative proneness (Rogers,1957), exploration erg (Cattell 1957), venture 

someness (Robertson 1970), variety position (Maddi 1968), optimistic behavior, and 

collative stimulus properties (Berlyne 1968).

The interdisciplinary review provided by McAlister and Pessemier (1982) explored 

various psychological explanations for variety seeking behavior. To minimize the 

discrepancies in the meaning of the term “variety” , they have included switching 

among product variants, switching among service alternatives, switching among 

various activities, and so forth under the umbrella of "varied behaviors” and 

prepared a taxonomy.

Various researches have neglected the product category specific phenomenon and 

its effect on variety seeking behavior. It is observed that in addition to need for 

variety, the importance or meaningfulness of the task (i.e. product specific 

phenomenon) sometimes provide stimulation (Berlyne 1967). It means that though 

need for variety is an important factor; the role of and meaning of the task is vital in 

providing stimulation. Fiske and Maddi (1961) have provided the theoretical 

framework for the exploration of the product category differences in variety 

seeking behavior intensity.



2.2 Product Variants

Product variant is “a distinct unit within a brand or product line that is 
distinguishable by size, price or appearance” (Kotler, 1997, p 432 cited by Govers et 
al, 2005). Some researchers have used SKU and product variants as synonymous 
terms (Giang et al, 2009, Fader and Hardie, 1996). A product variant is either 
formula (content) based or package size based or form based. 
The significance of product variants for manufacturers, marketers, retailers and 
buyers is large. Most of the variant that are introduced in the product line is to tap 
new buyer base and satisfy heterogeneous buyer needs.  Some of the important 
points of introducing product variants are: 
Wider needs satisfaction, influences buyers’ choice, increased brand choice, frame 
of reference and higher perceived quality.

2.3 Involvement

Zaichkowsky, (1986) wrote the seminal paper wherein he first presented the 
construct of involvement. In this paper he discussed the antecedents of 
involvement that is personal characteristics, object characteristics and situational 
characteristics. A buyer can be involved in various objects or stimuli, including for 
example, products, advertisements of products, purchase decisions and/or 
consumption of products (O’Cass, 2000) and brand decisions (Mittal, 1989) cited by 
O’Cass and Choy, (2008). Purchase decision related to a product or service for a 
buyer implies the need for buyer involvement. A buyer while products and services 
get involved in various objects or stimuli. Involvement is not related with one 
dimension for a buyer. A buyer is involved in number of instances. In fact the buyer 
involvement may be subjective driven. 

Muncy and Hunt, (1984) have found buyer involvement to be engaged with a 
buyer’s value system. The value system works at the back of the buyers’ mind. It is 
the value system that defines the buyer perception towards product attributes 
related stimuli and brand related stimuli. The involvement of the buyer is therefore 
driven by the value system.

Different Conceptualization of Involvement 

According to Houston and Rothschild (1978) and Rothschild (1979) there are three 
forms or types of involvement, viz, a) Enduring b) Situational and c) Response. 

Research under involvement is based on above classification made by Houston and 
Rothschild (1978) and Rothschild (1979). Richins and Bloch (1986) have further 
expanded the classification by explaining the differences between enduring and 
situational types of involvement.  Richins and Bloch (1986) proposed that enduring 
involvement includes all those long association of buyer with product class that 
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may be reflected through extensive information search, brand knowledge and 
brand commitment. According to Mittal (1989) situational involvement is a 
temporary association that allows the buyer to be associated with a situation. When 
the excitement of such occasion recedes situational involvement also recedes. The 
third form of involvement that was described by Richins and Bloch (1986) is the 
response involvement. Response involvement is confined to paying attention, price 
conscious and awareness about brand difference (Kassarjian, 1981; Stone, 1984 cited 
by Michaelidou et al, (2008)).

In summary, literatures stressed on the importance on the role of involvement in 
purchase decisions however, the antecedents of involvement especially in a variant 
choice decisions has not been explored. 

3  RESEARCH METHODOLOGY

The research attempts to identify antecedents of involvement for variant choice 
decisions. The research was descriptive in nature. The scope of study was restricted 
to youth in Pune city. Youth were identified in the age group of 16 to 25 years. The 
researcher had followed the process stated by Ajzen and Fishbein (1975 & 1980) in 
the ‘theory of reasoned action’. The components of ‘Theory of Reasoned Action’ are 
three general constructs.

• Behavioral intentions 
• Attitude 
• Subjective norm

The researcher conducted a survey on the listed variables through five points Likert 
scale. Further, the constructs were identified i.e. product variant experience, 
product personality similarity, pleasure, benefit convenience. 

Product categories were chosen on the basis of variant availability (multiple 
formulations, package sizes) and popularity amongst young buyers. The choice 
was validated through the young buyers (business school students). The scope of 
the study was restricted to four product categories: Toothpaste, Ice cream, Biscuit 
and Soft drink. Only formula (content) based variant and package based variant 
were studied. 

Comparison with each sub variants with content based and packaged based 
variants will have few respondents for each sub variants and number of variants 
and also the large number of attributes can explode to an unmanageable size.

Structured questionnaire - self-administered, and interviews were used to gather 
sufficient data from an adequately large number of respondents (435). Involvement 
was measured with two item statements (for toothpaste content based product 



The information criterion is used to compare to models. Models with smaller 
information criterion values fit better. 

Table 2: Model Building Summary

Target: loginvolvement

102

Determining Antecedents Of Involvement Of Youth For Product Variants

variant):
• I have a strong interest in content of my toothpaste
• I would choose my content of my toothpaste very carefully 
The questions in the questionnaire were structured. Purposeful Non probability 
sampling plan was adopted. Purposeful non probability sampling is undertaken in 
non-experimental (non-interventionist – use of random selections) (Chris Hart, 
2005). Under purposeful non probability sampling units are hand – picked on the 
basis of how they represent a population or category to which they belong. 

The survey was undertaken for eight product variants with eight versions of 
questionnaire. The key concepts were described. Vignette approach, wherein short 
consumption stories are narrated so as to relate with the purpose of the research, 
was used. Vignette approach origins from the quantitative research tradition 
(Alexander and Becker, 1978) and is used by researchers to administer the survey 
research and also its variants are used in qualitative research while conducting 
personal interviews.

4  DATA ANALYSIS

The relationship was investigated through automatic linear modeling on SPSS 20. It 
was found that out of eight product variants i.e. 4 formula/ content based product 
variants and 4 pack size based product variants, only one product variant i.e. soft 
drink bottle size has a significant relationship. 

Variable involvement was computed to log for normalizing. The model is 75% 
accurate and it is reliable for its accuracy. Automatic linear modeling is preferred to 
identify variables in terms of choosing best subset model on the basis on adjusted 
R2. It was found that product variant experience, pleasure and benefit convenience 
are significant in the model. 

Product Variant: Bottle Size Soft Drink

Table 1: Model Summary 



The model building method is Best Subsets using the Adjusted R Square criterion. A 
checkmark means the effect is in the model.
 
Table 3: Regression Analysis for Involvement of buyers for soft drink bottle size 

Notes: *p<= .005; Adjusted R2 = .730; Standard error of estimate = .13770

5 DISCUSSION AND CONCLUSION

Earlier studies have investigated the role of involvement in product choice 
decisions. The product choice decision helps in understanding the choice decision 
employed by the buyer during the purchase decision. The role of involvement has 
been underlined in the literature review especially in the context of product choice 
decisions and reinforcement behavior. Involvement also influences loyalty 
decisions. Present research attempted to investigate antecedents of involvement for 
product variants. The relationship was explored through regression analysis and 
model was proposed through automatic linear modeling. It was found that there is 
a significant relationship for bottle size soft drink. Product variant experience and 
pleasure were the principal antecedents of involvement for bottle size soft drink.

Pack based product variant were intuitively believed in terms of convenience and it 
was more aligned for bottom of pyramid buyers. Present research has explored a 
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new dimension of pleasure which was seek by buyers through bottle size soft drink. 
The finding seems to be effective the role of bottle shape in choice decision amongst 
youth. Also, the role of variant experience played a significant role in determining 
the role of involvement. The findings may be interpreted for determining the level 
of involvement. Hence, the pleasure and product variant experience act as 
antecedents for the involvement decisions of the buyers. Role of the involvement 
has already been detailed by the researcher in its role in influencing loyalty or buyer 
reinforcement behavior. 

According to Giang et al, (2009) large size variants appeal more to the older buyer 
segment and small size variant appeal more to a young buyer segment. The present 
research has contributed in identifying the pleasure appeal of young buyers 
towards bottle size soft drink. It has also demonstrated in identifying the 
antecedents of involvement i.e. the role of pleasure and product variant experience 
in product variant choice decisions. The marketers and practiceners may adopt 
suitable policy with respect to pleasure and variant experience to increase the level 
of involvement.   

REFERENCES

• Ajzen, I. and Fishbein, M. (1970), The prediction of behavior from attitudinal 
and normative variables, Journal of Experimental Psychology, Vol. 6, October, 
pp. 466-87.

• Alexander, C. S., & Becker, H. J. (1978). The use of vignettes in survey research. 
Public opinion quarterly, 42(1), 93-104.

• Berlyne, D. E. (1968), The Motivational Significance of Collative Variables and 
Conflict, in Theories of Cognitive Consistency: A Sourcebook, ed. by R. P. 
Abelson, et a. Chicago: Rand McNally & Co., 257-66.

• Berry, Leonard L. (1979), The Time-Buying Consumer, Journal of Retailing, 55 
(Winter), 58-69

• Cattell, R. B. (1957), Personality and Motivation Structure and Measurement, 
New York: Harcourt, Brace & World.

• Fader, P. S., & Hardie, B. G. S. (1996). Modeling Consumer Choice among SKUs. 
Journal of Marketing Research, XXXIII (November), 442–452

• Finger, Frank W., and Mook, Douglas G. (1971), Basic Drives, Annual Review of 
Psychology, Palo Alto: Annual Reviews, Inc., 22, 8-9.

• Fiske, D. W., & Maddi, S. R. (1961). Functions of varied experience.
• Fowler, Harry (1967), Satiation and Curiosity: Constructs for a Drive and 

Incentive-Motivational Theory of Exploration, Psychology of Learning and 
Motivation, Vol. I, eds. K. W. Spence and J. T. Spence, New York: Academic 
Press. 157-277.

• Govers, P. C. M., & Schoormans, J. P. L. (2005). Product personality and its 
influence on consumer preference. Journal of Consumer Marketing, 22(4), 
189–197

104

Determining Antecedents Of Involvement Of Youth For Product Variants



105

Prestige International Journal of Management & IT-Sanchayan, Vol. 4 (2), 2015, pp. 99-107 ISSN : 2277-1689 (Print),
2278 - 8441 (Online)

• Hart, Chris (2005). Doing Your Masters Dissertation. Sage Psychology, 28, 6, 
477-82.

• Hebh, D. 0. and Thompson, W. R. (1954), "The Social Significance of Animal 
Studies,'" in Handbook of Social Psychology, ed. G. Lindzey, Reading, Mass.: 
Addison- Wesley, 551-2.

• Fusayama, T., Ide, K., & Hosoda, H. (1964). Relief of resistance of cement of full 
cast crowns. The Journal of Prosthetic Dentistry, 14(1), 95-106.

• Houston, M.J. & Rothschild, M.L. (1978). Conceptual and methodological 
perspectives on involvement. In: Hunt, H.K. (Ed.), Advances in Consumer 
Research 5, Ann Arbor MI: Association for Consumer Research, pp. 184-187.

• Hunt, J. M. V. (1963), Motivation Inherent in Information Processing and 
Action, in Motivation and Social Interaction-Cognitive Determinants. Ed. O. J. 
Harvey, New York: Ronald Press, 35-94.

• Kassarjian, H. H. (1981). Low Involvement: A Second Look. Advances in 
consumer research, 8(1).

• Kotler, Philip (1980), Principles of Marketing. Englewood Cliffs, NJ: Prentice 
Hall. and Gerald Zaltman (1971), Social Marketing: An Approach to Planned 
Social Change, Journal of Marketing, 35 (July), 3-12

• Kotler, P., & Scheff, J. (1997). Standing room only: Strategies for marketing the 
performing arts. Harvard business press.

• Krugman, H.E. (1966), The measurement of advertising involvement, Public 
Opinion Quarterly, Vol. 30 No. 4, pp. 583-96.

• Maddi. Salvatore R. (1968), The Pursuit of Consistency and Variety in Theories 
of Cognitive Consistency: A Sourcebook, ed. R. P. Abelson, et al., Chicago: Rand 
McNally, 267-74

• McAlister, Leigh and Edgar Pessemier (1982), Variety Seeking Behavior: An 
Interdisciplinary Review, Journal of Consumer Research, 9 (December), 311-22

• Michaelidou, N., & Hassan, L. M. (2008). The role of health consciousness, food 
safety concern and ethical identity on attitudes and intentions towards organic 
food. International Journal of Consumer Studies, 32(2), 163-170.

• Michaelidou, N., & Dibb, S. (2009). Brand switching in clothing: the role of 
variety-seeking drive and product category-level characteristics. International 
Journal of Consumer Studies, 33(3), 322–326.  

• Mittal, B., Lee, M.S., (1989). A causal model of consumer involvement. Journal 
of Economic Psychology 10, 363-389

• Muncy, J.A., Hunt, S.D., (1984). Consumer involvement: definitional issues and 
research directions. In: Kinnear, T.C. (Ed.), Advances in Consumer Research 11, 
Provo UT: Association for Consumer Research, pp.193-196.

• Nissen, Henry W. (1951), "Phylogenetic Comparison," Handbook of 
Experimental Psychology, ed. S. S. Stevens, New York: John Wiley & Sons

• O’Cass, A. (2000), An assessment of consumers’ product, purchase decision, 
advertising and consumption involvement in fashion clothing, Journal of 
Economic Psychology, Vol. 21, pp. 545-76

• O'Cass, A., & Choy, E. (2008). Studying Chinese generation Y consumers' 



106

Determining Antecedents Of Involvement Of Youth For Product Variants

involvement in fashion clothing and perceived brand status. Journal of Product 
& Brand Management, 17(5), 341-352.

• Richins, Marsha L. and Peter H. Bloch (1986), After the New Wears Off: The 
Temporal Context of Product Involvement, Journal of Consumer Research, 14 
(September), 280-85.

• Robertson, T. S. (1910), Consumer Behavior, Glenview, III. Scott Foresman & 
Co.

• Robertson, A. (1970). Some optimum problems in individual selection. 
Theoretical population biology, 1(1), 120-127.

• Rogers, E. M. (1957), Personality Correlates of the Adoption of Technological 
Practices, Rural Sociology, 22, 267-8.

• Rothschild, M.L., (1979). Advertising strategies for high and low involvement 
situations. In: Maloney, J.C., Silverman, B. (Eds.), Attitude Research Plays for 
High Stakes, American Marketing Association Proceedings, pp. 74-93.

• Sherif, M., and M. Cantril. The Psychology of Ego Involvement. New York: John 
Wiley and Sons, 1947

• Slama, M.E. and Tashchian, A. (1985), Selected socioeconomic and 
demographic characteristics associated with purchasing involvement, Journal 
of Marketing, Vol. 49 No. 4, pp. 72-82

• Zaichkowsky, J.L. (1985), Familiarity: product use, involvement or expertise? 
Advances in Consumer Research, Vol. 12, pp. 296-9

• Zaichkowsky, J. L. (1986). Conceptualizing involvement. Journal of 
advertising, 15(2), 4-34.

• Zuckerman. M, Kolin. E. A., Price, L., and Zoub, I. (1964), Development of a 
Sensation-Seeking Scale, Journal of Consulting Psychology, 28, 6, 477-82.


	Page 1
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9

