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CHAPTER 1 

THE STUDY OF CONSUMER BEHAVIOUR 

1.1 INTRODUCTION 

The 1980s have ushered in an era of extrelne competitive 

pressure for the modern business organisation. In previous 

times many business organisations have succeeded simply because 

of t he excellence of their products, with little concern or 

attention being paid to the wants and needs of potential cus­

t~ners. As the business environment has become more compe­

titive, however, the point of focus has changed. There is 

ample evidence which suggests a correlation between success in 

business and firms which have adopted a marketing-orientated 
philosophy of business. 1, 2, 3 

The evolution of marketing as a discipline has been hastened in 

recent times by the need of the firm to survive in the face of 

increasing competition. 

aspect as follows:-

Philip Kotler elaborates on this 

"As human history speeds toward the year 2000, with 
its awe-inspiring problems and opportunities, the 
subject of market ing is attracting increasina att en­
tion from companies, institutions and nations." 

This "increa si ng attention" i s occurring because of the reali-

sat ion that sheer product excellence alone will not 

:nean that the f irm will succeed in establishing a 

satisfied customers in the long tenn. It is the 

tile so-called ",narketing concept" which provides 

necessarily 

group of 

adoption of 

the oppor-

tunity for the firm to develop a c~npetitive edge which will 
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more likely eventuate in success . The marketing concept is 

more fully discussed later in this chapter, but Kotler raises 
the following argument for the adoption of a marketing orien­
tated philosophy of business. 

"1. The assets of the firm have little value without the 
existence of customers. 

2. The key task of the firm is therefore to create and 
hold customers. 

3. Customers are attracted through promises and held 
through satisfaction. 

4. Marketing's task 
to the consumer 
satisfaction. 

is to define an appropriate promise 
and to ensure the delivery of 

5. The actual satisfaction delivered to the customer is 
affected by the performance of the other departments. 

6. Marketing needs influence or control oveS departments if customers are to be satisfied." 
these 

Marketing is essentially a study of exchange processes and 

relationships and has developed because of issues neglected by 
sciences such as economics .6 Marketing, in fact, occurs when­

ever one social unit strives to exchange something of value 
with another social unit'? 

In order to more fully understand the importance of a marketing 
orientated philosophy of business, it is useful to examine 

selected definitions of marketing. For the purposes of this 
study, the terms "business organisation" and "firm" are used 

interchangeably. 

1.2. THE IMPORTANCE OF MARKETING 

The following definitions have been selected from the litera­
ture because they represent a cross-section of writers from 

differing backgrounds and yet common threads exist in all of 

these definitions . 
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1.2.1 Marketing defined 

Kotler's definition of marketing is rooted in human behaviour. 

This is appropriate because of the relevance of human behaviour 
to the study of consumer behaviour which is discussed more 

fully 1 ater. Kotler defines 
directed at satisfying needs and 
cesses" . 8 

marketing as "human activity 

wants through exchange pro-

Rosenberg, on the other hand, defines marketing as follows:-

"Marketing is a matching process based on goals and 
capabilities, by which a producer provides a market­

. ing mix (product, services, advertising, distribu­
tion, pricing etc.) t~at meets consumer needs within 
the 1 imi ts of soci ety." 

McCarthy refers to "micro-marketing" as being: 

"The performance of activities which seek to accom­
plish an organisation's objectives by anticipating 
customer or client needs and directing a flow of 

. need-satisfying goods 8nd services from producer to 
customer or client." 1 

Stanton's definition of marketing completes the selected list 
of definitions. Stanton defines marketing as:-

"A total system of interacting 
designed to plan, price, promote 
satisfying products y~d services 
potential customers." 

business activities 
and distribute want­

to present and 

There are elements within the definitions which are common to 
all five definitions. They are:-

Identifying and satisfying customer's needs and wants. 

The performance of interacting activities. 

An exchange process involving the firm and its customers . 
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tach of these common ele,nents will be examined in turn: 

(a) Identifying and satisfying customer's needs and wants 

Because the business environment is very competitive, this 

element is important to the success of the fi nn. It is 

the imperative to identify the needs and wants of cus-

tamers and then sat i sfy the,n, that has ensured 

of the marketing orientated firm 

the 

in survival and growth 

compet it i ve t i Illes. Kotler refers to the i ,nportance of 

needs and wants as follows:-

"The starting point for the discipline of 
marketing lies in human needs and wants. 
Mankind needs food and water, clothing and 
shelter to survive. Beyond this, people have a 
strong desire for recreation, education and 
other services. They have strong preferences 
for partic~~ar versions of basic goods and 
servi ces." 

If the firm is aware of those "preferences" and produces 

good sand 

that firm 

services in accordance with the preferences, 

is likely to build up a loyal group of customers 

and therefore overcome competition. 

(b) The performance of interacting activities 

The activities are often referred to in the literature as 

the marketing mix which McCarthy defines as "the controll­

able variables which the company puts together to satisfy 

this target group.,,13 This is also often referred to as 

"the four P's of marketing" which involve product develop­

ment, pricing, promotion (advertising) and place (distrib­

ution) • 

These are the set of activities which are undertaken in 

the marketing process but with the needs and wants of 

customers of prime importance at all times. 
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As McCarthy states, "it is not to supply goods or services 
which are convenient to produce •• ••• 14 The activities of 

the various departments within the firm should have one 

common objective which should follow as a direct result of 
the directions ' given by the marketing department. As 

stated previously the wants and needs of customers will 

determine the direction of the marketing department. 
McCarthy confirms this as follows:-

"This does not mean that marketing should take 
over production, accounting and financial acti­
vities. Rather, it means that marketing by 
interpreting consumers' needs - should provide 
direction for thess activities and seek to 
co-ordinate them." 1 

(c) An exchange process involving the firm and its customers 

Within the marketing process, the customer's needs and 

wants are identified and goods and services are developed 
to satisfy those needs and wants. This occurs in the set 

of activities known as the marketing mix. The marketing 
process is, however, incomplete unless an exchange process 

takes place. Kotler suggests that there are four condi­
tions necessary for exchange to occur: 

.1. There are two parti es. 

2. Each party has something that could be of 
value to the other. 

3. Each party is capable of communication 
and delivery . 

4. Each party iS6 free to accept or reject 
the offer.· 1 

It is then up to the parties 

that will leave them both 
exchange takes place. 

to find the terms of exchange 

better off and if so, an 
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All of the marketing definitions which have been examined 

have merit because they either directly or indirectly 

embrace the three elements of what is known as the market­
ing concept. 

1.2.2 The Marketing Concept 

The emergence of the marketing concept has evolved from a new 

way of business thinking which is geared to satisfying customer 
needs. Stanton defines the marketing concept as follows: 

"The marketing concept is based on three fundamental 
beliefs. First, all company planning, policies and 
operations should be oriented toward the customer. 
Second, profitable sales volume should be a goal of a 
firm. Third, all marketing activities in a firm 
should be 17organisationally integrated and co­
ordinated." 

The marketing concept therefore is based on: 

(al Customer or consumer orientation. 

(bl Profit orientation. 
(cl Integration. 

These fundamental beliefs are now examined further. 

(al Customer or Consumer Orientation: 

The two terms, customer and consumer, are used inter-

changeably in this study. 

Walters and Paul as follows:-

The consumer is defined by 

"A consumer is an individual who purchases or 
has the capacity to purchase, goods and 
services offered for sale by marketing 
institutions in order to satisfy personal or 
household needs, wants or desires."18 
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The consumer orientated firm will busy itself with identi­

fying the needs and wants of consumers and produce goods 

and services to satisfy those needs and wants. The 

product-orientated fi rm, on the 
allegiance to its product and embodies 

other hand, 
a philosophy 

seems to say, 'we sell what we can make' ."19 

"pays 
which 

However, the marketing concept is also often confused with 
the selling concept. The two concepts are contrasted by 

Levitt as follows: 

"Selling focuses on the needs of the seller, 
marketing on the needs of the buyer. Selling 
is preoccupied with the seller's need to 
convert his product into cash; marketing with 
the idea of satisfying the needs of the 
customer by means of the product and the whole 
cluster of things associated wit20 creating, 
delivering and finally consuming it." 

Consumer orientation is therefore a central element of the 

marketing concept as the following authors point out:-

Gordon Foxall 

" Fi rstly, the success of any fi rm depends 
above all on the consumer and what he or she is 
willing to accept and pay for; secondly the 
firm must be aware of what the market wants well 
before production commences and, in the case of 
technological industries, long before production 
is even planned; and thirdly consumer wants 
must be continually monitored and measured so 
that, through product and market dev210pment, 
the firm keeps ahead of its competitors." 

Zaltman and Wallendorf: 

"Consistent with ~ontemporary marketing thought 
consumers 2~re the focal point of any marketing 
activity. " 
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Clearly, anyone can ·be a consumer but what is significant 
about their role is: 

(il Different consumers will not necessarily demand the 
same goods or services. 

(i il Choice on the part of the consumer 
element of the consumer process. 

choice the consumer must play the 
maker. 

is an essential 
In exercising his 

role of decision 

(iiil The needs of the consumer will only be satisfied 

once two conditions have been met: first, these 

needs must be identified through the use of relevant 
marketing activities, and, second, products or 
services must be designed and marketed specifically 

to meet those needs. 

Therefore in today's competitive business environment 
there is little doubt of the need to develop a greater 
understanding of the consumer especially in his capacity 
as a decision maker. 

The vital role of the consumer is confirmed by Schiffman 
and Kanuk as follows: 

"As consumers we play a vital role in the 
health of the economy local, national and 
international. The decisions we make concern­
ing our consumption behaviour affect the demand 
for basic raw materials for transportation, for 
production , for banking ; they affect the 
employment of the working and the deployment of 
resources, the success of some industries and 
the failure of others. Thus, consumer behaviour 
is an integral factor in the ebbs and flows of 
all business i2 a consumer-oriented society 
such as our own." 3 
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(b) Profit Orientation 

a necessary part of The profit motive is 

concept for it provides an answer to the 
go in trying to satisfy far a firm should 

the marketi ng 
question of how 
the needs and 

wants of consumers. No firm can survive in the long term, 

even by totally satisfying consumer needs and wants, 
without making a profit. This is confirmed by Miller et 
al who state that "the whole raison de'etre for the 

existence of a firm in a capitalist system is to make 
profits".24 

. The inclusion of the profit motive within the marketing 

concept has an additional benefit for the firm that adopts 

the marketing concept. It ensures that there is not a 

preoccupation with achieving large 
no regard being given to profit. 

importance of long-term profits as 

volumes of sales with 
Rosenberg emphasises the 

foll ows:-

"Under the marketing concept, it is long-run 
profits that should be sought. Because of 
large production or marketing expenses called 
for in launching a product, profits may be low 
or even non-existent in the short run. Long-run 
profits are often used to measure the balance 
between customer satisfaction

2
gnd the organisa­

tion's financial efficiency." 

(cl Integration 

Miller et al define marketing as" •.• total systems of 

interacting business activities designed to plan, price, 

promote and distribute "26 It is apparent from this 
definition that marketing constitutes a combination of 

activities which make up the marketing mix and which must 

complement one another. In addition to the need for the 

various elements of the marketing mix to be well integra­

ted, it is essential that, for the marketing concept as a 

philosophy of business to be effective, it permeate the 

whole business organisation. 



10 

The advantage to · the firm of integrating all departmental 
activities towards the marketing concept, is discussed by 

McCarthy in a comparison 

tion orientated firm and 
marketing concept: 

between conditions in a produc­

one which has adopted the 

"Ideally all managers should .work together­
because the output from one department may be 
the input to another. But managers in produc­
tion-orientated firms tend to build 'fences' 
around their own departments Each depart­
ment runs its own affairs for its own benefit. 
There may be meetings to try ·to get them to 
work together but usually each department 
head comes to such meetings with the idea of 
protecting his own department's interests 
In a firm that has accepted the marketing 
concept, however, the fences come down. There 
are still departments, of course, because there 
are efficiencies in specialisation. But the 
systems effort is guided by what customers want 
- instead of what each department would like to 
do. "ZI 

In addition the adoption of the marketing concept within 
the organisation will benefit key members of staff in 

establishing a unity of purpose as described by Sessions: 

"Thus uni ty of purpose and outlook will create 
a situation in which the key executives fee1

2
gt 

home, no matter where they are in the company" 

Having established the importance of the marketing concept 
to the firm, it is appropriate to examine the environment 

in which the consumer goes about his transactions and 

purchasing activities. This "consumer environment" is 

better ;known as a market which is discussed in the next 
secti on . 
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1.3 THE DEFINITION OF A MARKET 

The following definition of a market is attributed to Stanton: 

"A market may be defined as a place where buyers and 
sellers meet and function, goods and services are 
offered gfor sale, and transfers of ownership of title 
occur."Z 

The definition of a market clearly incorporates the conditions 

of exchange discussed in 

to state that "a market may 
a previous section. Stanton goes on 

also be defined as an aggregate 

demand by potenti al buyers of a product or service. ,,30 How­

ever, for the purposes of this study, perhaps the most useful 

definition of a market is, " ••• people with needs to satisfy, 
the money to spend and the will i ngness to spend it. ,,31 

Any successful marketing programme must be based on both a 

thorough quantitative as well as a qualitative analysis of the 

market. The quantitative as well ·as a qualitative analysis of 
the market. The quantitative aspects of a market are those 

which give an indication of the size of the market, both in 
terms of the number of consumers and amount of purchasing power. 

In terms of the definition of a market expressed above, the 
quantitative aspects relate to: 

(a) peopl e wi th needs to sati sfy, and 
(b) the money to spend 

More specifically, a 
concerned with the 

economic factors: 

quantitative analysis 

following types . of 
of a market will be 
demographic and socio-

(i) Regional population distribution e.g. geographic location 

(ii) Urban - suburban - rural populations 

( iii) Age 
(iv) Sex 
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(v) Family life cycle - such as marital status 

(vi) Other categories such as race, religion, nationality, 
education and occupation. 

(vii) Distribution of disposable income 

(viii) Allocation of disposable income amongst various 
categories of goods and services. 

The qualitative analysis of a market will help to identify in 

broad terms, potential opportunities and threats for the 

marketer. As Miller et al state, however: 

" when it comes to determining which particular 
brands or products consumers are g01ng to purchase, 
or when it comes to designing elements of the market­
ing mix so as to maximise the possibility of consu­
mers buying a particular brand rather than some other 
brand, conventional socio-economic data are of little 
predictive value. One now needs to examine qualita­
tive aspects of the target market. These qualitative 
aspects refer3~0 consumers' behaviour in the purchas­
ing process." 

Thus the qualitative aspects of a market ie consumer purchasing 

behaviour is of great significance to the development of 

successful marketing programs. Consumer behaviour, as it is 

known from here on, is defined and discussed in the next 
section. As this study progresses, it will become apparent as 

to why there is an increasing emphasis and research in this 

subject. The importance to the marketer is best summed up by 

Walters and Paul as follows: 

" a better understanding of people in the process 
of consuming can lead to more efficient marketing 
operations".33 

It is now appropriate to define and discuss the subject of 

consumer behaviour. 
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1.4 CONSUMER BEHAVIOUR 

The literature abounds with many definitions but the Engel, 

Blackwell and Kollat version is chosen for its simplicity and 
clarity: 

" those acts of individuals directly involved in 
obtaining and using economic goods and services 
includi ng the decision processes that precede and 
determine these acts."34 

The important elements of the definition are: 

(a) . The individual 

(b) Obtaining and using economic goods and services 

(c) The decision processes that precede and determine product 

purchase and use . 

These elements are now more fully discussed: 

(a) The Individual 

The "individual", referred to in the definition, can have 

several roles such as purchaser, initiator, influencer or 
user. This is summarised by Loudon and Della Bitta as 

foll ows: 

"Some purchase situations involve at least one 
person in each of these roles, while in other 
circumstances a single individual can take on 
several roles at the same time. For example, in 
one situation a wife (initiator and influencer) 
may ask her husband (buyer) to pick up a parti­
cular cereal on his shopping trip because their 
child (user) said she wanted it. At another 
time the husband could act as the initiator, 
buyer and user by purchasing the cereal for 
himself. "35 
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Because of the complex relationship that could arise out 
of the interaction of these respective roles of the 
consumer, the focus of this study will be on the buyer, 
the individual who actually makes the purchase. This, 
however, is not to deny the importance of personal 
influence etc., and the persons who bring that influence 
to bear on the buyer in the purchasing process. 

The "individual" consumer may be divided into two classes 
viz. household or personal consumers and industrial consu­
mers. The basic difference between these two classes of 
consumer is to be found in their reasons for purchase. 

The household or personal consumer purchases goods and 
servi ces for hi sown di rect personal use, whil e the 

industrial consumer will purchase goods or services for 
resale. For the purposes of this study, the household or 
personal consumer will be the focus of attention. 

(b) Obtaining and using economic goods and services: 

This is the process of consumption which may be defined as 
foll ows: 

"Consumption is a 
before a product3~s 
we 11 beyond it." 

process which begins well 
purchased and which extends 

(c) The decision processes that precede and determine product 
purchase and use: 

In the previous paragraph reference was made to the con­
sumption of goods and services. However, the decision 
process which surrounds product consumption begins long 
before any action such as "purchasing" or "using" occurs 
and continues long after consumption itself. 
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As Loudon and Della Bitta state: 

" consumer behaviour is seen to envo1ve a 
mental decision process as well as physical 
activity. The actual act of purchase is just 
one stage in a series of mental and physical 
activities that occur over a period of time. 
Some of these activities precede the actual 
purchase, while others follow it. However, 
since all are capable of influencing the 
purchase, they will be considered as part of 
the consumer's behaviour."37 

The above analysis of consumer behaviour indicates that 

there is an obvious relationship between human and 
consumer behaviour. The next section discusses this 

relationship. 

1.4.1 Consumer and human behaviour: 

There is a clear link between consumer and human behaviour . 
James McNeal, for example, believes that "consumer behaviour is 

a sUb-division of human behaviour",38 while Loudon and Della 

Bitta maintain that: "viewing consumer behaviour in such a 

broad context suggests that it is actually a subset of human 

behaviour".39 Schiffman and Kanuk also maintain that: 

"consumer behaviour is simply a subset of the larger field of 
human behaviour.,,40 

The importance of 

consumer behaviour 

this conclusion is that the student of 
has at his disposal a set of well developed 

disciplines in the field of human behaviour. These are known 

as the behavioural sciences and include: psychology, socio­
logy, social psychology, social anthropology and economics. 

Accordingly these disciplines have a major contribution to make 
towards the study of consumer behaviour both in an explanatory 

and investigatory sense as Schiffman and Kanuk stress: 
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"Although the study of consumer behavi our is of 
relatively recent origin, its underpinnings are 
rooted in strong scientific evidence that has emerged 
from many years of research by sHentists 
specialising in the study of human behaviour." 

The study of consumer behaviour is thus firmly rooted in human 

behaviour and in the next section the importance of the study 
of consumer behaviour is discussed. 

1.4.2 The importance of the study of consumer behaviour: 

The importance of the study of consumer behaviour can be 

summarised as follows: 

(a) Marketing decision-making is aided by a knowledge of not 
only "what" consumers need or desire but also "why" they 

desire or need the goods and services they 

they behave in the purchasing process. 

absence of a study of consumer behaviour with 

buy, and how 

In fact, in the 

regard to a 

particular brand or product class the most appropriate 
product mix can only be designed by accident. 

(b) As a direct result of this ((a) above) the quality of life 

i s 

of 

improved through a 

goods and services 
firms to their customers. 

continual revision and development 

offered by marketing-orientated 

(c) As an academic exercise, there is an overall better under­

standing and appreciation of the complexity of decisions 

facing consumers and, at the same time, a better under­

standing of motives and decision processes as consumers. 
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(d) Zaltman and Wallendorf add the perspective that the field 
of consumer behaviour is relatively unexplored and is an 

excellent context in which to develop and test theories 
from virtually every scientific area concerned with human 

behaviour. 43 

(e) The study of consumer behaviour has brought about a 
realisation that the consumer has certain rights to be 
protected. For example, the right to be protected from 

product failure, the right to product safety and the right 

to expect full satisfaction from his purchase. 

Breach of these rights can be extremely serious when dealing 

with certain categories of products such as pharmaceuticals and 

drugs, for example, where serious side effects are detected 

only after a period of time in the market. The consumer's 
inalienable right to be protected has in many ways lead to the 

rise of consumerism made popular by Ralph Nader and others in 

the United States of America. 

The study of consumer behaviour is thus an important tool for 

marketing. 

1.5 SUMMARY AND CONCLUSION: 

Consumer behaviour itself is an "emergent subject of study with 

the majority of effort coming in the last 30 years . The study 

of consumer behaviour has developed in tandem with the emer­

gence of the marketing concept and the consumer-orientated 

(marketing) philosophy of business. In fact this is best summed 
up by Walter Woods in his attempt to explain the development of 

the scientific approach to the study of consumer behaviour. 
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!'The late emergence of systematic knowledge and 
theories of consumer behaviour was not due to a 
previous lack of consumer problems or of problems in 
dealing with consumers, but rather to the fact that 
other problems had taken precedence. Historically, 
the highest priority had been given to problems 
associated with obtaining and producing consumab1es. 
Humans have been so preoccupied with finding, 
growing, extracting, capturing or producing consuma­
b1es, that only secondary consideration has b~3n 
given to the nuances of why and how peop1 e consume." 

Thus having established the reasons for studying consumer 

behaviour and its importance to marketing, it is now possible 

to proceed to analyse the role of the consumer as decision 
maker within models of consumer behaviour . This is the subject 

of the next chapter. 
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CHAPTER 2 

MODELS OF CONSUMER BEHAVIOR 

2.1 INTRODUCTION: 

Having introduced and defined the study of consumer behaviour 
in Chapter 1, it is now possible to introduce models of con­
sumer behaviour. Chapter 2 will begin with a general look at 
various models of consumer behaviour and will culminate in the 
choice of model to be used as a framework for the empirical 
component of this study. 

2.2 THE USE OF MODELS FOR CONDUCTING RESEARCH: 

2.2.1 The nature of a model: 

Engel et al define a model as follows: 

"A model is a replica of the phenomena it is intended 
to designate; that is, it specifies the elements and 
represents the nature of the relationships among 
them. As such, it provides a testable "map" of reali­
ty, and its utility lies in the extent to which 
successful pre~iction of behaviour or outcomes is 
made possible." 

Walters and Paul state their definition as follows: 

"A model can also be considered to be any simpl i­
fied expression (in malhematics, words or symbols) 
of related phenomena." 

In the context of consumer behaviour the area in which predic­
tion is required is in the area of decision making. Therefore, 
a consumer behaviour model is "a simplified replica of consumer 
decision-making phenomena."3 
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As Zaltman and Wallendorf comment on consumer behaviour models 

"Usually the modelled behaviour is the decision­
making process. A model tells us something about the 
properties or activities of the phenomenon of con­
sumer behaviour. Thus it is a framework, a schema, a 
representation of what is believed to actua14Y occur 
when consumers make decisions about purchases." 

The popular style of depicting models of consumer behaviour is 
in elaborate flow charts and although these can be confusing, 
the use of models of consumer behaviour offers a significant 
number of advantages even if finite detail of the exact rela­

tionships among elements is not available due to a lack of 
research. 

It is now appropriate to examine the advantages and uses of 
Models of Consumer Behaviour. 

2.2.2 Advantages and Uses of Models of Consumer Behaviour : 

Several advantages and uses of models of consumer behaviour 
have been identified. Engel et al list the following: 

( 1 ) Explanatory Variables are Specified: Because of 
explanation and prediction of the factors that 
consumer motivation became possible. 

this, 
shape 

(2) Research Findings can be Integrated into a Meaningful 
Whole: In the absence of a well formulated model, the 

1 iterature can become "a bewildering maze" while the model 
provides a discrimination system to determine relevant 
factors. 
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(3) Explanations- are Provided for the Performance of the 

System - Because a model is able to refer to the func-

(4) 

ti ona 1 relationship between the 
predictions are possible with some 

variables, behavioural 
degree of accuracy. 

Avenues for fruitful research are revealed The process 
~~~~~~~~~~~~~~~ 

of determining accurate models leads to the opening of 

research opportunities where gaps in knowledge are found. 5 

Gordon R. Foxall adds to the list of advantages as follows: 

(5) "Models are capable of drawing together, integrating 
and inter-relating research results which have been 
collected in a variety of contexts and of which the 
separate explanatory power is limited . " 

(6)" (Models) can also assist in the forecasting of 
aggregate consumer demand and in the prediction of 
the buying decisions that will be made by specific 
segments of heterogenous markets." 

(7) " •.. finally, the use of models has pedagogical advan­
tages in that it allows 6knowledge to be structured 
and simplifies explanation." 

While there are many advantages and uses of models, perhaps the 

most important is their ability to identify and specify the 

the constituent var iables. However, the relationship between 

use of models also carries with it certain disadvantages and 

these will be discussed in the following section. 

2.2.3 Disadvantages, Anomalies and Impracticalities of Models of 
Consumer Behaviour: 

Zaltman and Wallendorf refer to the "dysfunctional consequen­

ces" of modelling consumer behaviour: 
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n many of the model s are 
make the study of consumer 
complex than it truly is." 

greatly simplified 
behaviour appear 

and 
less 

(2) n ••• models draw artificial distinction~ between con­
cepts that in actuality are inseparable". 

Other shortcomings of models are: 

(3) Only limited or small scale testing of consumer behaviour 
models has taken place and because of inadequate "state of 
the art" testing, it will continue to be difficult to 
adequately test the more complex models. 8 

(4) It is felt because of their "abstractness", models of the 

."consumer choice process" are unlikely to aid the manage­

ment decision process. This is because of the "abstrac­

tions from reality" which render models of consumer 
behaviour "poor guides to the 'real world",.9 

(5) "The relationships between the variables which are 
included in a given model frequently seem arbitrary, 
indicating that the models could be fundamentally 
restructured if rather different weightings were 
accorded to one or other of many factors wrbCh are 
known to influence actual consumer decisions." 

This is again part of the problem of trying to empirically 
measure the validity of consumer behaviour models. 

Notwithstanding all the above stated shortcomings, the use 
of models in consumer behaviour is necessary and justi-

fied. As Engel et al conclude, the obj ecti ves of any 

model, namely to encompass relevant variables, specify 
relationships and attempt to explain a process, can sti 11 

be met even in the absence of empirical val i dity: 
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"Models are an absolute necessity and the lack 
of definitive empirical verification does not 
invalidate them if the constructs and hypothe­
sis taken by themselves, are consistent with 
present knowledge of the behaviour process. 
The heuristic

1 
value in itself warrants the 

whol e effort. ,,1 

Having analysed the advantages and disadvantages of 
models of consumer behaviour, it is now possible to 
examine selected consumer behaviour models. In the 
next sections the discussion will be divided into two 
parts, namely, a simple model of consumer decision 
making and then more comprehensive models of consumer 
behaviour. 

2.3 A SIMPLE MODEL OF CONSUMER DECISION MAKING: 

a& 

It is useful in order to aid understanding, to look at a 
simple model of consumer decision making, before progress­
ing to the more complex and comprehensive models. The 
model, shown in Figure 2.1 and designed by Schiffman and 

Kanuk 12 was never designed to address all situations or 
to "provide an exhaustive picture of the complexities of a 
consumer decision".13 

Its value, rather, is that it represents a 

most relevant concepts in Chapters 1 and 2 

summary of the 

of this study. 
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A SIMPLE MODEL OF CONSUMER BEHAVIOUR. 

Social-cultural env ironment: 
I 

I 
Input 

Proce ss 

Output 

1. Family 
2. Informal sources 
3. Other non-commercial 

sources 
4. Social class 
5. Subculture and culture 

L 

Consumer 
decision making: ]-I" -

I 
I 
L 

Need 
recognition 

Psychological fie l d: 
1. Motivation 

1 2. Perception 
14---------1 3. learning 

Prepurchase 
search 

~ 
Eval uation 

of 
alternatives 

4. Personality 
5. Att; tudes 

- j 

_.J Exper i ence I 
- +-

Postdecision - J 
behaviour: r - --l 

r:P-u-rc~h-a-se-:------' I 
1. Trial I 
2. Repeat purchase 

J 

Postpurchase evaluati on I 

L_ 

FIGURE 2.1 
SOURCE: 

A SIMPLE MODEL OF CONSUMER BEHAVIOUR 
Schiffman L.G. and Kanuk L.L. 
CONSUMER BEHAVIOUR 

Prentice - Hall Inc., Englewood Cliffs 
U.S.A. - 1978 p. 438 

I 
I 

_-.J 

I 
.-J 

• 
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This -model consists of 3 phases as illustrated in Figure 2.1 

(a) Phase One - Input: 

This phase represents the source of data about particular 
products which influences the values, attitudes and 
behaviour of the consumer towards those products. It is 
the source from which the consumer actively or passively 
gathers information about the products. This phase 
consists of Marketing Inputs such as elements of the 

marketing mix which are product, media advertising, 

pricing and distribution. It also consists of Social­

cultural Inputs which consist of non-commercial influences 

such as 

and so on. 

family, informal sources, social class, culture 

For example, it is reasonable to expect that 

opinions 

influence 

and pressure from peer groups exert some 
on purchase behaviour. 

Referring to Figure 2.1, it is important to note 

illustrated by a two-way arrow, the consumer may 
seek brand information or the brand information 

directed at the consumer. 

(b) Phase Two - Process: 

that, as 
actively 

m~be 

It is in this phase that the internal influences of the 
psychological field become part of the decision process by 

affecting what the consumer feels, needs or wants. 
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The process component consists of the following elements : 

Need recognition 

This is when the consumer realises that, "there is a 
difference between what is and what should be."14 It is 

essentially the beginning of the problem solving mode of 
this model. 

Prepurchase search 

Having become conscious of a need, the consumer will then 

begin to search his environment to find ways and means of 
meeting that need and reducing the state of tension in 

which he finds himself. In this prepurchase stage the 

consumer needs to gather information to enable him to : 

( 1 ) I denti fy the different brands from which the 
choice will be made . 

(2 ) I denti fy the criteria that ought to be used in 
eva1 uati ng alternative brands. 

( 3) Reduce any perceived risk which may be associated 
with the product class in question. 

The extent of i nforma ti on gathering for (1) above will 
depend on the consumer's previous knowledge and experience 

and the extent of the problem and perceived risk . The 
criteria the consumer will identify in (2) above will 

normally comprise product attributes that are important to 
consumers generally. The perceived risk in (3) above may 

be either of a social, economic or physical nature or even 
a combination of all three: 
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Evaluation of AJternatives 

In this stage of the model, all information gathered 
during the prepurchase search is evaluated and the various 

benefits of the alternatives assessed by the consumer. As 

stated, this will be done according to a set of criteria 
that was also established in the prepurchase search stage. 

If after this, a choice is made, the process phase is 
complete. However, if a choice from the alternatives is 
not made, the information passes into the experience of 
the consumer and is stored in the psychological field. 

(c) Phase Three - Output 

This phase consists of (l) purchase behaviour and (2) 

purchase evaluation. These stages should increase 
post 

the 
consumer's satisfaction with his purchase. 

These stages are amplified below: 

(l) Purchase Behaviour 

There are 2 types of purchase that the consumer can make: 

(i) Tri a 1 Purchase: 

A small quantity of a product is 

"try the product for the fi rst 

Shoaf conclude as follows: 

bought by the consumer to 

time". Schoemaker and 

"Research evidence indicates that when a 
consumer purchases a new brand about which he 
may be uncertain, he tends to purchase a 
smaller quantitys that he would if it were a 
familiar brand. ,,1 
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of particular interest 
of this study especially 

and relevance to the 
as to where that consumer 

chooses to make that trial purchase. 

(ii) Repeat Purchase: 

This is self-explanatory and relates to the important con­

cept of brand loyalty which is a state desired by most 
firms because of the attendant benefit of stability in the 
market place. 

(2) Postpurchase Evaluation: 

With the purchase of any product, but particularly with the 

trial purchase, post-purchase evaluation takes place. 

Shoul d there be any lingering uncertainty or doubt, the 

consumer is at this stage subjected to post purchase cognitive 

dissonance. This uncertainty or doubt really arises out of an 

intitial condi ti on of risk perception of the consumer. James 

W. Taylor describes the situation as follows: 

"The central problem of consumer behaviour 
Since the outcome of a choice can only 
the future, the co~~umer is forced to 
uncertainty or risk." 

is choice. 
be known in 
deal with 

Although the consumer is at this stage aware of the outcome, 

some uncertainty can sti 11 exist. This post purchase 

dissonance is defined by Zaltman and Wallendorf as follows: 

"Cognitive dissonance is a state of 
discomfort due to the disequili9rium 
between two congnitive elements." 

psychol ogi cal 
or dissonance 
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While Festinger defines "cognitive elements" as: 

" any knowl edge, opi ni on or bel i ef abOU\ghe 
environment about oneself or about ones behaviour." 

The consumer will attempt to reduce this post-purchase cogni­
tive dissonance in several ways: 

(a) By rationalising the decision as wise; (b) Seeking out 

information from advertisements that support his purchase 
decision; (c) In 
the consumer will try 

order to confirm his purchase decision 
to persuade others to follow his 

purchase example; (d) Other owners of the same brand 
will also be important sources of reassurance. 

However, if the product finally 
will discontinue its use and 

disappoints, the consumer 
the information will be fed 

back through to the psychological field as experience 
which will in turn influence future purchases of products 
of a similar nature. 

Shelby Hunt cites the following as a "prescription for 
action .•. based on cognitive dissonance theory."19 

"The existence of possible negative post­
purchase feelings indicates the marketer might 
benefit from directing some of his communica­
tions to the recent buyer, rather than all of 
them to the potential buyer. The recent buyer 
may need assurance that he has made the right 
choice. If he is in the dissonant state, he 
will be looking for supportive evidence in ~Be 
forms of advertising and other communications." 

In summary, the simple model of consumer behaviour is not 
intended to be all-encompassing but rather will serve as a 
useful summary of the concepts used 
models. It is necessary now to 
complex models which specifically 

processes. 

in the more complex 
proceed to those more 
deal wi th deci si on 
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Three models have been chosen for discussion here. The 
first of the three (1) The Nicosia model was one of the 
first comprehensive models of its kind and is included 
because of the strong impact that it had when it was 
published. The other two models are: (2) The Howard­
Sheth model and (3) The Engel, Kollat, Blackwell (E.K.B.) 
model. 

These last 2 models have been continually revised to 

reflect changes in the discipline. Also, as Engel et al 
state, these two models: 

• receive the lion's share of citations in 
published literature reviews and empirical 
studies, thus further ~ystifYing their inclu­
sion in this context." 

2.4 THE NICOSIA MODEL 

According to the literature, the Nicosia model is the only one 
which specifically includes the selling firm. This is a part 
of the dyadic approach of the Nicosia Model where, although the 
emphasis is on the consumer's half of the 
still specifically included. The 
between the firm and the ionsumer is 

system, the 
relationship 

highlighted 

fi rm is 
therefore 
in thi s 

model. The conclusion is that the model is interactive because 
the firm affects the consumer, (through its advertising 
messages) and the consumer affects the firm (through purchase 
responses). 

This is confirmed by Walters and Pau1 22 as well as Zaltman and 
Wallendorf23 and Schiffman and Kanuk24 . 
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The Nicosia Model is divided into four 
the span between source of a message 
{2} search and evaluation; 
feedback. 25 

{3} the act 

!!!.MJ: FI'OI'I'I tt. Souru r:I a M.a.o;e to a Con .. ",..,', Attltud. 

~.!!!.!!.! 

Firm', 
Attributes 

FIGURE 2.2 

SOURCE: 

SvCfi .ld 2 

O=c> Consurrwr', 
AttTibutet 

C.."".ciolly 
predi lpOIi tiON) 

Fi.ld.(: The 
Foodbod< 

THE NICOSIA MODEL 

Nicosia F.M. 

0 
Experlenc.e 

0 
Consun"f'tion 

S""-

Purchasing 
Behavior 

CONSUMER DECISION PROCESSES 

major fields 
to the consumer 

viz: (l) 

attitude; 
of purchase, and {4} 

Attltvd. 

0 Fi.ld 2: Se<rch 
(or, and Evg[\.IOt1on 
or, ~-£nd(,) 
Ralotion(.) 
(I\-e-kllon FIord) 

0 
M:.tl'lotion 

0 Fi.ld:1: The 
~Pvrc:haM 

o 

Prentice-Hall Inc., Englewood Cliffs - 1966 
p.156 

, 
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2.4.1 Field One From the source of a message to the consumer 
attitude: 

The literature appears to view the Nicosia model 
formulated al ong the same lines as a computer program. 
proposed by Schiffman and Kanuk: 

as being 
This is 

"The Nicosia Model is an elaborate comR~~er flowchart 
of the consume r decision making process.' 

Walters and Paul use similar terminology to describe the inter­

action of the firm's attributes and the consumer's attributes, 

the output of which is an attitude towards the firm's product 

based on the consumer's interpretation of the message :27 

"In the subfield 1, the attributes of the firm and 
the consumer's attributes are programmed into the 
model in much the same manner as a computer program". 

Therefore, based on the information gained in subfield one, the 
consumer forms an attitude in subfield two and then proceeds to 
search and evaluate . 

2.4 . 2 Field Two Search and Evaluation : 

The consumer now searches for relevant information and gathers 

in the information of the firm's brand and other alternatives 
and evaluates the information. The model then illustrates a 

positive response to the fi rm's brand and the output of this 

field is motivation. 

2.4 . 3 Field Three Act of Purchase: 

The consumer, now suitably motivated, purchases the firm's 

product from a specific outlet. 
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2.4.4 Field Four Feedback: 

The results of the purchase are now fed back to the firm as a 

stimulus (sales data) and also to the consumer as he goes 

through the process of storing and using the product. The 
information is fed through as experience which in turn in 

future will affect the consumer's attitudes and predispositions 

concerning future messages from the firm. 28 

2.4.5 Evaluation of the Nicosia model: 

Engel et al state: 

"The Nicosia model had 
published, but it has 
elaboration and empirical 

a strong impact when it was 
never received necessary 

support."ZY 

While this shortcoming is important, the same authors highlight 
a bigger deficiency: 

"Furthermore it is (sic) has never
30

been revised to 
reflect changes in this discipline." 

For example, the model assumes 
towards the firm's brands from 

a constant positive attitude 
subfield two onwards. No 

provision is made for rejection of the brand after this point . 

This is particularly important as in the Nicosia model the 
consumer appears to be following a favourable path and no need 
exists to consult others in his purchase decisions. 

Zaltman and Wallendorf offer the following advantages of the 
Nicosia Model: 

(1) The Model recognises the many steps that l ie between 

attitude formation and actual behaviour. 
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(2) The Model is also strong in showing change in consumer 
attributes due to the experience of considering, choosing, 

purchasing, and using a product. 31 

The same authors however list the following weaknesses: 

(1) The model presents problems when used to make predictions. 
The linkages show flows rather than causation. 

(2) The model is not very explicit in describing how and when 
the consumers' or firms' attributes function. To be expla­

natory, the model needs more elaboration on this point. 32 

The model is of little use for the analysis of personal 
influence as it largely ignores this aspect of consumer 

behaviour. This weakness is overcome to a great extent in the 

following two models which are outlined in next sections. 

2.5 THE HOWARD-SHETH MODEL: 

The literature hails the emergence of the Howard-Sheth model as 
the leader in "sophisticated theory of consumer behaviour".33 

Other authors such as Schiffman and Kanuk also favourably 

describe the model as follows : 

"The Howard-Sheth 
earlier systematic 
theory of consumer 

Model is a major 
effort to develoo a 
decision making."J4 

revlslon of an 
comprehensive 

The Howard-Sheth 
revised in 1974. 

revised version 

model was first published in 1969 and then 

deta i 1 

For the purposes 

is selected for 

of this study the latter, 

discussion because of its 

and relevance. The 1974 revised model incorporated the 

element, "exogenous variables", which was omitted 

versions published by Schiffman and Kanuk35 and 

important 

from the 

Zaltman and Wallendorf 36 The 1974 revised model illustrates 

the important interaction between the exogenous variables and 

the other elements of the model. 
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Howard and Sheth explain the assumptions on which their theory 
is based as follows: 37 

2.5 . 1 The Assumptions: 

(1) "We assume that br and choi ce is not random but systemati c 
and the task we have undertaken in developing this theory 

is to formulate a structure that enables us to view it as 
a system". 

(2) "First, we assume that buying behaviour is rational in the 

sense that it is within the buyer's "bounded rationality" 

" 

(3) "Second, we are attempting to build a positive theory and 
not an innovative theory". 

(4) "Third, if brand choice behaviour is assumed to be system­
atic, then it can be observed in certain standard ways". 

2.5.2 Four Major Components: 

Four major components are used by Howard and Sheth to explain 

brand choice behaviour over time . These components are as 
foll ows: 

(1) Input variables 

(2) Output variables 

(3) Hypothetical constructs 
(4) Exogenous variables 

(1) Input variables 

These variables include the actual .make-up of a brand with 
which the consumer comes in contact. These are price, 

quality, availability etc. and are known as significative 

stimuli. 
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Included here as well are those symbolic stimuli normally 
depicted in picture or symbol such as in advertising. 

Finally social stimuli are generated by the social envir­
onment and the most obvious example is "word of mouth" 
corrmunication. 

(2) Output Variables: 

Although most of the literature 

VARIABLES" Howard and Sheth refer 

refers to "OUTPUT 

to these variables as 

"RESPONSE VARIABLES", the use of which is described below: 

"The wide variety of consumer responses can 
be easily appreciated in the diversity of 
measures used to evaluate advertising effec­
tiveness."38 

These responses or output variables are said to be: 
buyers observable responses to stimulus inputs.,,39 

" the 

These output variables in order of response are: 

( a) Attenti on: This is a buyer's response that indicates 
the magnitude of the buyer's information 

intake. 

(b) Comprehension: This is the store of knowledge about a 
brand that the buyer possesses at any 
point in time. 

(c) Attitude: 

(d) Intention: 

This denotes the buyer's attitude towards 

a brand. It is an evaluation of the 
brand's potential to satisfy the buyer's 

motives. 

lie. to buy a particular brand). This is 

the buyer's forecast of which brand, the 

buyer will purchase. 
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(e) Purchase 
Behaviour: 

This is the overt manifestation of the 
buyer's 
with any 

predisposition, in 
inhibitors that may be 

conj uncti on 
present. 

In Figure 2.4 the functional relationship between the variables 
is shown. The solid lines depict the direction of the 
behaviour sequence while the dotted lines depict feedback. 

Purchase 

t 
Intention' 

t 
Anitude' 

t 
Brand comprehension' 

t 
Attention' 

--------- ..... .., 
I 
I 
~ 

__ ---------J 
----------l 
__ ---------J 

~ 
_---------J 

FIGURE 2.4 FIVE OUTPUT VARIABLES IN HOWARD-SHETH MODEL 
SOURCE: Zal tman G. and Wall endorf M. 

CONSUMER BEHAVIOUR: BASIC FINDINGS AND MANAGEMENT 
I MPLI CATIONS 

John Wiley and Sons, U.S.A. 1983. 
p. 626 
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(3) Hypothetical Constructs: , 

Within the processing unit, are a number of intervening 
variables which are represented by hypothetical constructs 

These constructs are to do with (a) PERCEPTION and (b) 
LEARNING. 

(a) Perceptual Constructs: 

(il 

( i il 

These constructs serve the 
obtaining and 
anyone of the 

processing. 
three stimul i 

function of i nformati on 
The information can come from 

mentioned under "input". 

These perceptual constructs consist of: 

Sensitivity to information the degree to which the 
buyer regulates the stimulus information flow. 

Perceptual Bias 
according to bias. 

Distorting or altering information 
The consumer may well distort the 

information as it enters his experience. 

(iii) Search for information - Searching actively for informa­
tion about different brands and/or their different 
characteristics. When this happens and an active rather 
than passive search for information is carried out, 
perceptual bias is reduced. 

(b) Learning Constructs: 

(il 

In this phase there are 6 defined learning constructs all 
of which serve the function of concept formation which is 
a major component of decision making. 

Motive This is an impetus to action and raises the 
buyer's general motivational state, thereby rousing him 

to pay attention to environmental stimuli. 
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(i i) Brand Potent i a 1 of the evoked set -

Narayana and Harkin refer to the "evoked set" in their 

study as follows: 

" .,. the consumer is likely to reduce his deliber­
ative dileruna by narrowing the category further and 
loaking his purchase selection from a s,naller Qroup 
of brands, often referred to as an evoked set." 40 

A buyer who is familiar with a product class has 

evoked set of alternatives from which he may choose 

an 

in 

order to satisfy his motives. This is the buyer's 

perception therefore, of the ability of brands in the 

evoked set to satisfy goa 1 s • 

(iii) Decision Mediators These are the buyer's mental rules 

for matching alternatives with motives and ranking them 

in terms of their want-satisfying capacity. 

(iv) Predisposition This is a summary of (i), (ii) and (iii) 

above. It refers to the buyer's preference toward brands 

in the evoked set which is expressed as an attitude 

toward them. 

(v) Inhibitors - These are forces in the environment which 

create important disruptive influences on the actual 

purchase of a brand. Typical examples are price and time 

pressures . 

(vi) Satisfaction This is the degree to which consequences 

of a purchase measure up to the buyer's expectation of it. 
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(4) Exogenous Variables: 

These variables are not well defined in the model as they are 
external to the 

cantly influence 

buyer. 

buyer 

However, 

decisions. 

these variables can signifi­

Howard Sheth wrote the 
following with respect to the significance of the exogenous 
variables. 

"Incorporating the effects of these exogenous varia­
bles reduces the unexplained variance, or error in 
estimation, which it is particularly essential to 
control under field conditions."41 

This concern for empirical stability is one of the features of 
the Howard-Sheth model and as a result the model is one of the 
few that has been empirically tested. Having discussed the 
components, it is necessary to examine the dynami cs of the 
model. 

2.5.3 Dynamics of the Howard-Sheth model: 

The operation of the model is briefly as follows: With 

reference to Figure 2.3, the process starts when the buyer is 

exposed to an input stimulus and the buyer takes note. The 

stimulus is subjected to perceptual bias as a result of the 
influence of the buyer's predispositions as affected by the 
buyer's motives, decision mediators 

variables will also be influenced by 

and evoked 

the modified 

set. These 

i nformati on 
and the variable will influence the consumer's disposition to 

purchase. 

The consumer's actual purchase is influenced by the consumer's 

intentions and the inhibitors with which he is confronted. A 
post-purchase evaluation then takes place and any resultant 

satisfaction increases the consumer's predisposition toward the 

brand. Thereafter, as the consumer acquires more information 
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about brands, there will be less external search for informa­
tion and the consumer will exhibit more routine purchase 
behaviour. 

2.5.4 Evaluation of the Howard-Sheth model: 

The literature clearly acknowledges the heuristic value of the 
Howard-Sheth model such as discussed by Zaltman and Wallendorf : 

"The Howard-Sheth model, through its 
power, has particularly benefitted the 
human behaviour".42 

heuristic 
study of 

However, many shortcomings are evident in spite of the fac t 
that the model is one of few that have been empirically tested. 
Engel and Blackwell cast doubt on the validity of the studies 
that have been conducted on the model as follows: 

"Most of the studies under consideration dealt only 
with a ve(y small part of the total 12 equation 
system". 'IS 

Other shortcomings cited by the literature are as follows: 

0) The model is limited in its generality and is applicable 
to i ndi vi dua 1 buyer behavi our r ather than coll ecti ve 
decision making. 

(2) Although one of the strengths of the model is that it has 
been empirically tested, the empirical research has not 
confirmed all of the propositions included in the model. 44 

(3) The model does not make sharp distinctions between exo­
genous and other variables . 
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When attempting to analyse a single variable, for 

example, opinion leadership, there are many influencing 

factors allowed for in the model, and their interaction 

is so c~nplex, that a meaningful analysis is precluded or 

even ilnpossible. 45 

However, as stated, the model in general has been accepted as a 

"significant contribution" to the state of the art of consumer 

behaviour and a summary of its utility is quoted from Zaltman 

and Wall endorf : 

"The Howard-Sheth model, despite its flaws, was a 
significant contribution towards understanding 
consumer behaviour. It unified many unrelated 
findings and provided the groundwork for future 
research. Also, it included magy of the basic 
components of consumer behaviour." 

2.6 THE ENGEL, KOLLAT AND BLACKWELL MODEL: 

t·1uch has been written about the val ue of the work of Engel, 

Kollat and Blackwell on the subject of consumer behaviour. In 

particular, their model, referred to here as the LK.B. model, 

is highly respected. Loudon and Della Bitta state as follows: 

"The Engel-Kollat-Blackwell model ... is the latest 
refinement of one of the most resa7cted views of 
consumer behaviour of the last decade." 

The E.K.B. model is illustrated in Figure 2.5. 

Si,nilar to the Howard-Sheth model, the E.K.B. model is based on 

learning processes. 

process. 

The ~nphasis is on the information search 
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The revised form.of the E.K.B . model has the benefit of drawing 
from the. Nicosia model and the Howard-Sheth model as well as a 
great deal of published research in consumer behaviour at the 

time. 
with 

The revised model, 
the state of the 

therefore, was changed in accordance 
art. The authors themselves did not 

expect to empirically test their model in the same way that the 
Howard-Sheth model had been tested. 48 

As can be seen from Figure 2.5, the variables are grouped into 
6 categories: 

(1) Information input 

(2) Information processing 

(3) Decision process stages 
(4) Product - brand evaluations 
(5) General motivating influences 
(6) Internalised environmental influences. 

These variables impact upon the decision process which consists 
of five activities which occur over time: 

(a) Problem recognition 
( b) Information search 
( c) Al ternative evaluation 
(d) Choice 
(e) Outcomes 

The flow of arrows in the model illustrate the directions of 
influence that specific variables exert on the decision process . 

2.6.1 The decision process variables: 

These relationships are more fully discussed below. 
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(a) Problem Recognition 

This occurs where there is a difference between the 
actual state of affairs of the 

sumer's concept of an ideal 
follows: (see Figure 2.5). 

consumer and the con-
state. This can occur as 

(a) Through internal activation of a motive 
(b) Confronting external stimuli which have influenced 

the consumer's information and experience. 

Action occurs when the consumer perceives a large enough 

difference between the actual and ideal states. 

(b) Information Search 

This stage of the decision process is fundamentally 
important to the research presented in chapter 3, 4 and 

5, as it is here that the consumer begins the activity of 
collecting information. This starts with a rapid and 

largely unconscious review of information and experience 

stored from beliefs and attitudes which have influenced 

the consumer's preference towards brands. 

If there is not sufficient information from internal 

sources, an external search is made. The consumer is 

exposed to a variety of informational inputs called 

stimuli which can arise out of personal sources. This is 
where the ·word of mouth" opinions and advice of "opinion 
1 eaders" can be so important. In the next chapter, the 

role of the "opinion leader" will be examined. Other 

stimuli can also be the mass media. 

One ' of the major roles performed by opinion leaders is 
the reduction of perceived risk on the part of consumers. 

Bauer describes the concept of perceived risk as follows: 
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"Consumer behaviour involves risk in the sense 
that any action of a consumer will produce 
consequences which he cannot a8gicipate with 
anything approximating certainty". 

consumer is thus confronted in a perceived 
situation wi th two dimensions, namely, uncertainty 
consequences. Withi n those dimensions, the degree 

risk that a consumer perceives will i nfl uence 
purchase decision . 

risk 
and 
of 

hi s 

. Perceived risk is considered to be subjective for, as 
Loudon and Della Bitta state: 

" ..• the risk involved in a 
is perceived by the consumer 
bear a 5strong relationship 
exists." U 

purchase decision 
and mayor may not 
to what actually 

The kinds of risk that a consumer perceives in a purchase 
situation falls into the following categories : 

(a) Financial risk - The consumer stands to lose money if the 
brand does not perform or needs unexpected maintenance. 

(b) Performance risk - The brand may not work properly. 

(c) Physical risk - The brand may be a threat to health, or 
dangerous. 

( d) Psychological risk 
sumer's self-image. 

the brand may not suit the con-

(e) Social risk - The brand may negatively affect the way 
others think of the consumer. 

(f) Time loss risk - Brand failure can cause a waste of time, 
convenience and effort.51 
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When the consumer perceives risk in a purchase 
he is very likely to search for information 

reduce the perceived risk. Engel et al confirm 

situation 
to hel p 

thi s by 
stating that, " •.• as a generalization, the greater the 

degree of perceived risk •.• the greater the propensity 
to search.,,52 Ross concurs by stating that, " 

engaging in word-of-mouth communication about a product 
is an important way of reducing risk".53 

All informational inputs are 

processing activities which, 

2.5 are used by the consumer to 

subjected to information 

as can be seen from Figure 

derive meaning from the 

external stimuli. The information processing stage is 
highly selective in nature and can significantly alter 

the meaning consumers derive from stimuli in the external 

environment •. Therefore, if a very influential person, 
ie. an opinion leader passes on advice at this stage, it 

is likely to have a profound influence on the purchase of 
a particular brand. 

(c) Alternative Evaluation 

Information plays a critical 

tives through i nfl uenci ng 

role in evaluating alterna­

evaluative criteria and 
beliefs. Evaluative criteria are standards by which 
various brands are judged. The evaluative criteria ar e 
derived from the consumer's underlying goals or motives 

and from information derived from the environment. 

Beliefs are the consumer's estimation of the degree to 

which alternative brands possess the evaluative 
characteristics that the consumer has identified. 

Prior to choice, the consumer's attitude comes into 
account. This is a negative 

the consequences of using a 

influence a consumer's purchase 

or positive evaluation of 

brand. The attitudes will 

intentions, which are the 
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subjective . estimate of whether a particular purchase will 
be made'. Other i nfl uences on purchase i ntenti ons are 

normative compliance, the extent to which the consumer is 

influenced by others and anticipated circumstances . 

Normative compliance is yet another factor where the 
influence of an opinion leader can be felt. 

{dl Choice 

Just pri or to the choice of brand being made, unantici-

pated circumstances can temporarily or permanently delay 

the choice, for exampl e, a sudden drop in income. 

However, if this does not occur, a purchase usually 

foll ows. 

tel Outcomes 

If the outcome is positive, this results in satisfaction 

which is stored in information and experience for future 

use. If, however, 

dissonance. This 
information and so 

the outcome is negative, the result is 

doubt often generates the need for more 

a secondary search takes place. 54 

2.6.2 Evaluation of the E.K.B. model : 

The following are considered by Loudon and Della Bitta to be 

the strengths of the E.K.B. model: 

tal The model considers many variables influencing consumers 

and the emphasis on the conscious decision making process. 

{bl "Al so the flow of the model is easy to follow 
and is quite flexible. For example, the 
authors recognise that in numerous purchase 
decisions, many of the detailed steps are 
passed through very quickly or are bypassegs as 
in the case of habi tual purchase behavi our" • 
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(cl Zaltman and Wallendorf point out in addition that the 
E.K . B. model serves as a framework for integrating and 

reporting findings of empirical research in consumer 
behaviour. 56 

(dl Sternthal and Craig sum up the positive aspects of the 
E.K.B. model by stating: 

"The model is a useful devi ce for the pur pose 
it was intended to achieve; it or gani 57s the 
vast knowledge about consumer behaviour." 

Loudon and Della Bitta however also criticise the E.K.B. model 
as follows: 

"The primary drawback appears to be a vagueness 
regarding the role of some variables. For example, 
the influence of environmental variables is noted, 
but their rgAe in affecting behaviour is not well 
specifi ed." 

Zaltman and Wallendorf concur ·with this view 59 and add that, 
"the LK.B. model has never been tested, and it is not clear 
that it could be".60 

However, these criticisms do not destroy the validity of the 
E.K.B. model, particularly in terms of its predictive ability . 
The model is undoubtedly one of the most refined available and 
as such, it has escaped relatively unscathed from the critical 
attentions of authorities in the field of models of consumer 
behaviour. 

2.7 CONCLUSIONS AND SUMMARY: 

The general conclusion is that among the models described in 

this chapter, the E.K.B. model is best suited to provide a 
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framework 
chapters 

foll owi ng 

for the study conducted by the writer and outlined in 
3," 4 and 5. This conclusion is drawn from the 

factors: 

( a 1 

(b 1 

The Nicosia model is rejected because of the 
that have been discussed earlier in this 

shortcomings 
chapter but 

particularly because the model largely ignores personal 

influence. The comparisons below are therefore between 
the E.K.B. and Howard-Sheth models. 

The LK.B. model devotes considerable attention to 
information searching and intention to purchase. This 

is, accor di ng to Za ltman and Wall endor f, "the maj or 
contribution of the Engel, Kollat and Blackwell model".61 

This 
1 arly 

aspect 

as it 
is of great importance to this study particu­
is in the information stage, that the 

consumer is abl e 
perceived risk. This 
emphasis and prominence 

to gather information to reduce 
aspect does not have the 

in the Howard-Sheth model. 
same 

(cl The decision process stages are clear and well defined in 
the E.K.B. model. This is not the case in the Howard­
Sheth model as Loudon and Della Bitta confirm: "The large 
number of interacting variables and their involved 
definitions are perhaps too complex for maximum 
usefulness".62 

(dl An important difference between the E.K.B. and Howard­
Sheth models is the treatment of attention and search 
which the Howard-Sheth model considers as being identical. 

The E.K.B. model, 
sizes the prior 
shows the present 
inadequate for 

on the other hand, "expl icitly hypothe­

activation of an internal search which 
state of belief and attitude to be 

a purposeful decision".63 The E.K.B . 

model is of greater use to this study because it accepts 
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consumer uncertainty in the pre-choice stage. Personal 
influence and opinion leadership is given an opportunity 

to play an important part in gathering information for 
the "purposeful decision". 

(e) In the same way the Howard-Sheth model ignores the 
variable of dissonance whi ch in the E.K.B. model is a 
function of choice and beliefs . 64 Dissonance on the part 
of the consumer can lead to further information search at 
which point personal influence and opinion leadership can 
play an important role. 

Although the above factors weigh heavily in the favour of 
the selection of the E.K.B . model, either model coul d be 
used as a basis for thi s study and by the same token , 
both have shortcomings. Engel et al themselves state 
that lI any model will fall short given present 
knowledge of the subject and problems encountered in 
conceptualization and measurement".65 

The choice of model, however, is based on the factors 
discussed above and as Engel et al state, according to , 
"individual taste and preference given the high 
degree of simil arity between the 1 eadi ng contende r s". 66 

This chapter has sought to introduce the concept of buyer behaviour 

models and has concentr ated on those models concerned with the deci-
sion making process. An analysis of the Shiffman and Kanuk model of 
Consumer Decision-making was examined before moving through to the 

more complex Nicosia model. 
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The two later models,. the Howard-Sheth model and the E.K.B. model, 
conclude the chapter with the .choice of the E.K.B. model as the 

framework for this study. 

In the next chapter, the concepts of Personal Influence and Opinion 

Leadership will be examined in the context of information search, 
evaluation of alternatives, and, finally, the product or brand choice. 
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CHAPTER 3 

PERSONAL INFLUENCE AND OPINION LEADERSHIP 

3.1 INTRODUCTION: 

In chapter 2, the EKB model was identified as giving particula r 

emphasis to the 

stage in the 

information search and intention to purchase 

overall consumer purchasing process. It was 

that the consumer is very likely to search for established 

information to help 

making purchasing 

product or service. 

reduce perceived risk, and to assist him 
decisions within particular classes 

in 

of 

Loudon and Della Bitta explain why the consumer might search 

external sources of information after having searched his own 

experience and internal sources of information: 

" if an internal search does not provi de 
sufficient information about products, or how to 
evaluate them, the consumer will engage in an 
external information search and more extensive 
problem-solving behaviour. This results in exposure 
to a variety of informational inputs called stimuli, 
which can arise from personal sources (friends and 
salespeople) as well as published or mass-media 
sources". 

Midgley emphasises the relevance of the Howard-Sheth and the 

E.K.B. models to the external search process: 

"The idea that consumers may undertake external 
(overt) search for information prior to a purchase 
decision, has been widely popularized by conceptual 
models such as those of Howard and Sheth (1969) and 
Engel, Kollat and Blackwell (1973). These models 
imbue the concept of search with certain connota­
tions of a systematic approach to decision making, 
utilizing a variety of information sources and with 
clear evaluative criteria . "2 
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In this chapter, the subject of personal influence is intro­

duced and the opinion leader as a specific source of external 

information is examined. 

3.2 PERSONAL INFLUENCE 

In chapter 2, it was established that the consumer will enter 
into an information search process when confronted with a brand 
choice, when there is insufficient information for that choice 

and when there is an element of perceived risk. It has also 

been established that, having sifted his own experience, the 

consumer is likely to search among external sources for that 

information. Another stage of the EKB model where "information 

search" can take place is at the "outcome" stage, where, if the 

consumer experiences dissonance, a search for information takes 

place in an attempt to confirm the wisdom of the choice. 

As i dentifi ed by Loudon and Della Bitta, there are two categor­
ies of external information: personal, such as friends and 

sales people, and non personal, such as the mass media. With 

regard to personal sources of external information, what is of 
great importance is the proposition that the consumer is also 

likely to seek information and advice from persons whom they 

perceive will render reliable advice. These are people whom 

the consumer will normally 

to 

respect 
emul ate. 

and either consciously or 

Their impact as "opinion subconsciously 
1 eader s" shoul d 

aspire 

not be underestimated. 

The interest of students of consumer behaviour in interpersonal 

communications over the years is expressed by Reynolds and 

Well s: 

"Marketers, public administrators, and consumers all 
recognise the need to understand this phenomenon and 
have begun to probe for answers to such questions 
as: Under what circumstances do consumers turn to 
others for advice in preference to or to the 
exclusion of advertising? What determines how many 
sources of information consumers consult before they 
buy or reject a product? and what sources are 
consulted for what products."3 
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The -s i gnifi cance of i nterpersona 1 communi cati ons is further 

enhanced by the following contribution from Foxall: 

"An intriguing and influential theory about the role that 
is played by groups in the communications process arose 
from Lazarfeld's studies of the 1940 U.S. Presidential 
election. The fears of many intellectuals that the mass 
media were unduly influential in moulding public opinion 
were shaken by the finding that .virtually no voters in 
that election appeared to have been influenced through 
formal channels of communication. It became apparent 
from empirical investigations of the process of mass 
communication, that 'people come to the media as to other 
messages, seeking what they want, not what the media 
intend them to have' and further that as people have 
considerable choice between the media's offerings and 
because people are distant from the sources of messages 
reaching them through the media, they rely greatly on 
their social groups for a context within which to inter­
pret messages received via the formal communications 
system. ,,4 

3.2.1 Interpersonal Influence between Consumers: 

This potentially influential source of information for the 
consumer is defined by Walters and Paul as follows: 

"Interpersonal i nfl uence refers to the fact that the 
attitudes, feelings, actions and so on, of 
individuals are affected by communications from 
others witg diverse social and cultural 
backgrounds. " 

It is important to understand how communications take place 

between the consumer, the marketing firm and any potential 

person who may be consulted by the consumer. 

3.2.2 Models of Communication: 

There are 3 views of how communication takes place between 

consumers and the marketer. 
following models: 

a. One-Step Model 

b. Two-Step Flow Model 
c. Multistep Model 

These are represented by the 
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a. One-Step Model 

FIGURE 3.1 

SOURCE: 

..J-. Consumer 
rV , 

Media 

~ 
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2 

~ Consumer 

" 
3 

ONE-STEP MODEL 

Loudon D. L. and Della Bitta A.J. 

CONSUMER BEHAVIOUR 

Mc Graw Hill Book Company 

p.266 

Figure 3.1 shows how marketers first perceived the proces s of 

communication as being one way from the marketer to consumers. 

The expectation, for example, is that the consumer will notice 

an advertisement, absorb the content, be persuaded by it and 

finally buy the product. This view is obviously naive and is 

criticised by Loudon and Della Bitta as follows: 

"This model has been criticised, however, for its 
simplification. First of all, few messages actually 
reach consumers and those that do are not likely to 
elicit a response directly. Product sales are 
influenced by many other marketing and extraneous 
variables in addition to the promotional 
c0lTl11unication . ,,6 
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The next stage of development in communication research was 

recognise that there were both imper sona 1 channels (such 
mass media) and personal channels ( such 

communication between the marketer and the 

the development of the Two-step flow model. 

b. Two-Step Model 

Media Opinion 
leader 

FIGURE 3.2 TWO-STEP FLOW MODEL 
OF COMMUNICATION 

-" 
tv 

~ 

L-1\ 
• 

SOURCE: Loudon D.L. and Della Bitta A.J. 

CONSUMER BEHAVIOUR 
Mc Graw Hill Book Company 
p.267 

as i ndi vi dua 1 s) 

consumer. This 

Consumer 
1 

Consumer 
2 

Consumer 
3 

to 

as 
of 

was 

The Two-step flow model represents the intermediate stage 
between the one-step and mUlti-step models and moves away from 
the theory that communications between the marketer and the 
consumer moved in an exclusively direct flow. 
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Cognisance was now taken of a "two-step" process whereby 

one influential individual received information from the 
mass media and then passed this onto consumers. This is 

described by Hawkins et al as follows: 

"While information is ultimately 
individual, in a substantial number 
more groups filter, interP5et 
information for the individua1." 

processed by 
of cases one 

or provide 

an 
or 

the 

While an improvement on the one-step model, the two-step model 
was considered to be, " ••. too simplistic to account for most 

communi cati on flows". 8 

Loudon and Della Bitta added their criticisms as follows: 

"1. It suggests that an absolute leader exists for 
each informal group, when actually all group 
members have some amount of opinion leadership. 

2. Information is assumed to flow only from the 
mass media who disseminate it to followers -
actually followers are also in touch with mass 
media but not to the same degree as leaders. 

3. It is not always influence that is transmitted 
interpersonally but in some cases simply 
informationg which may be relatively free of 
i nfl uence." 

Because of these limitations, the multistep theory described in 

part (c) of this section, is more readily accepted as an 
accurate representation of personal influence. 10 
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c. Multistep Model 

!Xed flow 

Marketing firm's 
promotional messages 

Relevant market segment 

Multistep flow 

Marketing firm's 
promotional messages 

~ 

Relevant market segment -----

FIGURE 3.3 THE MULTISTEP FLOW OF COMMUNICATION 
SOURCE: ,Hawkins 0.1., Best R.J. and Coney K.A. 

CONSUMER BEHAVIOUR - IMPLICATIONS FOR 

MARKETING STRATEGY 

Business Publications, Inc. Texas 

p.220 

In figure 3.3 the mass media feeds information to the 

influential individuals, called opinion leaders, who process 

the information, interpret it and pass it onto some consumers . 

Of course, these consumers are also receiving information from 

the mass media and from non-opinion leaders known to them. 

There is, 

consumers 

therefore, 

and often 

for more information. 

an exchange of information between 

a request from consumers to opinion leaders 

This theory is more suitable to this study and is supported by 

research evidence. 11 What is of prime importance here is the 
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interaction between the consumer and the so-called "opinion 

leader" and, having established a workable model of communica ­

tion flow between marketer and consumer, it is appropriate to 

proceed to a discussion of opinion leadership. 

3.3 OPINION LEADERSHIP 

It is necessary in the first instance to define the concept of 
opinion leadership. Engel et al define opinion leadership as 
foll ows: 

"Opinion leadership refers to the degree to which an 
individual influences others in a given choice sit­
uation. Those who do a disproportionately large 
amount of influencing are called "opinion leadei~" 
in those situations in which they exert influence." 

Of opinion leadership, Kassarjian and Robertson wrote the 
foll owi ng: 

"One of the most researched roles in the marketing 
literature is that of the opinion leader i.e. the 
individual within a grouD

3 
to whom others turn for 

information and advice."l 

Therefore, for opinion leadership to evolve, it is necessary 

for persons (called opinion leaders), to influence others 

(called opinion receivers) on a subject of mutual interest. 

This is summed up by Schiffman and Kanuk in their definition of 

opinion leadership : 

What 

"Opinion leadership is the process by which one 
person (the OplnlOn leader) informally influences 
the actions and attitudes of others who Imay be 
opinion seekers or merely opinion recipients." 4 

sets opinion leadership apart from other forms of 

communication is that, in this instance, the communication 
takes place between two or more people, none of whom represents 

a commercial selling institution. 
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The literature is unani,nous about the existence of individuals 

who will usually be dominant in tenns of offering advice or 

infonnation about a specific product or product 

person is the "opinion leader" referred to 

category. That 

in this study. 

Glock and Nicosia add their perspective about the i,nportance of 

opinion leaders: 

'Opinion leaders act not only as channels of 
information but also as a source of social pressure 
toward a particular choice, and of social su~gort to 
re-inforce that choice once it has been made.' 

Therefore, the opinion leader also functions as a source of 

information at the important stage of post purchase search for 

information to overcome post purchase dissonance. 

Having established from the literature that opinion leaders 

exist, it is necessary to determine which characteristics are 

most common among opinion leaders. 

3.3.1 Characteristics of Opinion Leaders: 

The conclusion of 

opinion leader will 

to influence but 

within that group.16 

the 1 i terature is that in genera 1, the 

he is 1 ikely belong to the same group 

will probably have a 

that 

higher social status 

Berelson and Steiner concur with the statement that: 

'Opinion leaders exist in virtually all primary 
groups. By and large, opinion leaders are like the 
rank and file of their associates but of slightly 
higher educational or social status; they give much 
greater attention to the mass media on the topics of 
their opinion leadership; they are better informed, 
more partisan, and more active than their asso­
ciates. Opinion leaders differ for different topics 

but they have in common their channeling of the 
irnpersonal content of mass communications in the 
personal stream of influence.,ll 
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What is clear, 

every facet 

occurs, their 

of 
is that 

1 ife 

opinion 

and, while 

scope and range 

leaders normally exist for 
a certain amount of overlap 

of i nfl uence tends to be 

confined to a specific category. 
more fully later in this chapter. 

This aspect is discussed 

Irrespective of the category in which the opinion leader is 
influential, there are common characteristics which can be 
found in most opinion leaders. Here again, the literature is 
fairly unanimous in its analysis of the characteristics of the 
opinion leaders. 18 ,19,20,21,22,23,24,25,26,27,28,29,30,31. 

3.3.1.1 Social Standing and Group Belonging: 

a. The opinion leader is likely to be part of the general 
group that he influences but will be at a higher social 
status. 

b. He will tend to have more social participation than his 

foll ower s. 

c. He wi 11 be more norm abi di ng and more loyal to group 

standards and values. 

d. He will be more cosmopolitan than his followers, that is 

more oriented beyond the community of the group. 

e. 

f. 

He will be a person who closely personifies the 
values and norms and is likely to have greater 

with members of the group which he influences. 

group's 
empathy 

He wi 11 be 
membership and 

participation 

a person with greater 
will 

organizational 

·participation 

in formal and 

than non-leaders. 

and 
i nforma 1 

have greater 

social activities 
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3.3.1.2 Knowledge and Interest: 

a. Generally, opinion leaders will have a greater interest 
in and knowledge of the area of influence. In the same 

way, an individual who is very knowledgeable about a 

topic valued by the group will probably be an opinion 

1 eader . 

An opinion leader's knowledge is of particular value with 

regard to those products with which a large amount of 
perceived risk, whether economic, social or physical, is 

associated for those products with which little or no 

perceived risk is associated, consumers may not go to the 
trouble to interact with opinion leaders but may simply 
rely on information gleaned from non-personal sources. 

b. The opinion leader will have a higher degree of self 
involvement i n his subject than his followers and will 

thus be a more avid reader of material on related issues. 
The opinion leader will also be more knowledgeable about 

related new product development. 

c. A qualification in a particular subject will enhance an 
i ndi vi dual's rol e as an opi ni on 1 eader in that subject. 

d. Opinion leade rs have greater exposure to mass media than 
non-leaders. This is especially true when relevant to 
their own area of competence or interest. At the same 

time, the opinion leader tends 

technically accurate and 

to use more 

widespread 

information than do his followers. 

3.3.1.3 Personality Traits: 

impersonal, 

sources of 

An area in which debate is taking place is the extent to which 

it is possible to identify common personality characteristics 

of opinion leaders. While some studies have found few, if 

any, common characteristics, others have identified certain 
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distinguishing personality characteristics of opinion leader­

shi p. The 1 atter , however, have tended to be in specifi c 

instances rather than ina general sense. 

The literature however, is fairly consistent in considering 

the following personality traits as characteristics for 
opinion leaders. 

a. 

b. 

Opinion leaders 
non-leaders and 

relate to opinion 

tend to be 

accordingly, 

leaders. 

more 

people 

gregarious than 

find it easy to 

Opinion leaders have been 

stable, assertive and 

found to 

1 i keab 1 e. 

be more 

They are 

depressive or self deprecating and tend to 
self-confident. 

emotionally 

also less 

be more 

c. Opinion leaders have a positive self-image insofar as 
they perceive themselves as more interested in the area 

for which they are opinion leaders than do non-leaders. 

3. 3.1.4 Innovation: 

a. Opinion leaders tend to have more favourable attitudes 

toward both new products as a concept and new products 
within their specific area of influence. 

b. As a result, oplnlon leaders will be more likely to try 
new products than non-leaders and will reflect greater 
commitment to trying new products than non-leaders. 

3.3.1.5 Availability and Information Flow: 

a. An individual who is available and readily accessible and 

active in the interpersonal communications process will 

have a better chance for a leadership position. 
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b. By being available, the opinion leader creates the 
opportunity for a flow of information and influence to 

and from himself. In order for this communication to 

take place and for the person in 

an oplnlon leader, one or 

characteristics will apply : 

question to qualify as 

more of the following 

il Non-leaders will normally ask for advice from the 
opinion leader about the subject in question. 

i i ) The opinion 1 eader will be accustomed to 

spontaneously givi ng advice on the subject in 
question without asking or prompting. 

iii) Non-l eader 5 wi 11 usually heed the advi ce of the 
opinion leader. 

iv) Non-leaders will usually spontaneously pass on the 
advice of the opinion leaders to other "non-leader" 
friends or acquaintances. 

v) 

Thus by 

1 eader 

when the 
opinion 

The opinion leader will always, or 
the logical problem solver for 

question for the non-leader. 

most often, be 
the subj ect in 

referring to the characteristics above, the opinion 

can be i dentifi ed. This will be especially important 

rol e of the pharmacist and pharmacy assistant as 

1 eader is di scussed 1 ater . It is important to 

understand the extent of i nfl uence of the opinion 1 eader which 

is discussed in the next section. 
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3.3.2 The extent of the Influence of the Opinion Leader: 

The question arises here as to whether opinion leaders will be 

"yeneral o~inion leaders" ie. able to influence others on a 

wide variety of subjects or "specific opinion leaders", 

appealing on a li lnited specialised basis only. 

Engel et ar refer to "monomorphic", that is, product specific 

influence and "polymorphic", that is, influence overlapping 

many product areas. Their conclusion is that although in 

early times, opin ion leadership was held to be monomorphic, 

there is a growing body of evidence to 

polymorphic theory. This is based on a prenise 

opinion leader s for related products but not all 

support a more 

that there are 

products. 32 

Other authors, suc h as Joseph R. Mancuso, are less 

about the polymorphic theory. He quotes Katz and 

as foll ows: 

optimistic 

Lazarsfeld 

"Similarly Katz and Lazarsfeld found in another 
study that there was little over-lapping 
opi ni on leaders from product to product 
suggests that diffeS3nt products are associated 
different leaders." 

amo ng 
which 
with 

However, the 

literature is 

general conclusion that can be drawn from the 

with specifi c 

across 

that opinion leadership will at best be category 

the overlap being confined to a limited degree 

nlis conclusion is summed up effectively by 

Loudon 

subjects. 

and Della Bit ta: 

"The existence of generalised opInIon leaders or 
more precisely, opinion leadership overlap, does not 
mean, however, that such individuals are opinion 
leaders for all product categories. One study of 
seven product intere st areas, for example, found 
that only about 3 pe rcen t of the re sponde nts

4
were 

opinion leaders for at least five of the items."J 



3.3.3 

80 

Having examined the extent of the influence of the opinion 

1 eader, it is important to understand the si gnifi cance of the 

opinion 1 eader and to what extent the marketer can make use of 

opinion 1 eader s for his products. 

The Importance and Uses of Opinion Leadership: 

The significance of oplnlon leadership is best summed up by 
Walters and Paul as follows: 

"The significance of oplnlon leaders on consumer 
behaviour cannot be overestimated. The opinion 
leader is a trend-setter who accepts risk and 
uncertainty of new products, services and market 
innovations. The opinion leader then interprets, 
evaluates and guides thS general acceptance by other 
consumers of new ideas.,,3 

Therefore the 
between the 

opinion 
marketer 

leader provides the 
and the consumer. 

important bridge 
This enables the 

marketer to use opinion leadership to full effect in terms of 

the following: 

a. The marketer can use opinion leaders to disseminate new 

product information. 

b. If the marketer can convince relevant opinion leaders of 

the excellence of his products, an important chain of 

word-of-mouth advertising will have been initiated. 

c. The marketer, knowing the characteristics of opinion 

leaders for his products, can more easily reach opinion 

leaders and test his products among them. 

d. The marketer has the option to create oplnlon leaders for 

his products, particularly if the profile of those 

opinion leaders is well-established. An example of this 

occurred with the establishment by record companies of 
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Teen Boards to review records and discuss their findings 

with friends. Those chosen 

presidents, sport captains, 

were 
etc. 36 

invariably 
I n an 

class 
actua 1 

experiment of this nature, the result was 
records which were under review reached 

tha t sever a 1 

the top ten 

charts in the trial cities 
place. They did not reach the 
ci ti es. 37 

where this experiment took 

top ten charts in other 

The importance and use of opinion leaders has thus been 

illustrated by the points above. It is now important to 

examine a framework for exploring consumer's acceptance of new 

products because of the importance of new products to both the 

marketer and the consumer. This is called the "diffusion of 

innovations" and is discussed in the next section. 

3.4 THE DIFFUSION OF INNOVATIONS 

Robertson discusses the importance of the literature and 
research on the diffusion of innovations as follows: 

"The diffusion literature, as developed across a 
number of disciplines offers for consideration a 
fairly well-developed theoretical framework which 
applies to the flow of information, ideas and 
products. It is the integration of this framework 
with the traditional marketing framework which can 
advance our understanding of how new products gain 
consumer acceptance, and can suggest meansS of 
improvement in new-product marketing strategies."J 

studi es on the Although there have been many empirical 

adoption of new products, Everett Rogers 

structure for diffusion research. 39 
developed the basic 
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This view is confirmed by Engel et al as follows: 

"The most influential researcher in the diffusion 
literature is Everett Rogers, whose book Diffusion 
of Innovations provided the basic structure for 
diffusion 40search in marketing and other 
disciplines." 

The diffusion process which is based mainly on Rogers' work 

consists of three elements: 

1. The Innovation 

2. The Adoption 

3. Categories of Adopters 

Each of these elements is discussed in the following sections: 

The Innovation: 

It is clear from the literature that there has been a great 
deal of difficulty in defining an innovation, that is, what 
constitutes something which is new. 41 ,42 To overcome this 

problem, 
on the 

This is 

Thomas Robertson developed a range of newness based 

product's effect on established consumption patterns. 

as follows: 

1. Continuous innovation: 

This is minimally disruptive of established behavioural 

patterns and normally involves the introducti on of a 

modified product rather than a totally new concept. An 
example of a continuous innovation is fluoride toothpaste. 

2. Dynamically continuous innovation : 

This is somewhat more disruptive, but is not likely to 

disrupt established behavioural patterns. It may require 

a new product or merely a major modification of an 
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established product. An example of a dynamically 

continuous innovation is an electric toothbrush. 

3. Discontinuous innovation: 

This requires the 

patterns. Examples 
televisions and new 
personal computers. 43 

The Adopti on: 

establishment 

of discontinuous 
high technology 

of new behavioural 

innovations are 
products such as 

The process of adoption is depicted in figure 3.4 and is also 

stages of drawn from Thomas Robertson's work. 44 The 

i nnovation adoption are as follows: 

i) Awareness: 

Here the potential 
of a product. He 

adopter finds out about 

has little information 

formed attitudes about it. 

the existence 

and no well 
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Adoption I 
ir 

Trial 

ir 
Legitimation 

11 
Attitude 

it 
Comprehension 

it 
Awareness 

FIGURE 3.4 
SOURCE: 

iil Comprehension: 

THE ADOPTION DECISION PROCESS 
ROBERTSON T.S. 
INNOVATION BEHAVIOUR AND COMMUNICATION 
Holt. Rinehart and Winston-New York 1971 

p.75 

This is where the consumer becomes aware of what the 

product is and can do . 
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iiilAttitude: 

The adoption process usually stands or falls at this 
point where the consumer develops an attitude towards the 
product. An unfavourable attitude at this point can 
terminate the adoption process. 

iv) Legitimation: 

This stage depends on a 
innovation on the part 

favourable attitude toward the 
of the consumer who now becomes 

convinced that the product should be adopted. In order 
to do this, the consumer draws on current knowledge or 
gathers additional knowledge. 

v) Trial: 

If trial of the product is not possible, the consumer 
might use it in a hypothetical situation or in a limited 
way. 

v il Adopti on: 

At this stage, the consumer decides whether to use the 
product on a full-scale, full-time basis. Continued 
purchase or use of the product fulfills the adoption 

process. 

The opinion leader can be very influential in the adoption 
process, particularly at the awareness, comprehension and 
legitimation stages when information is sought by the consumer. 

3.4.3 Categories of Adopters: 

In general, different people will not adopt an innovation at 
the same time and a useful classification of adopters is on 
the basis of time of adoption. Each of the classes or groups 

is summarized below,45 and is illustrated graphically in 

Figure 3.5. 
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Adopter Categorization 
on the a.lil d Innovttivenesa 

EArly 
Majority 

34% 

1-2sd l-Id. 

Lat. 
Majority 

34% 

1+ od 

The innovativeness dimension, as measured by the time at which an individual 
adopts an innovation or innovations, is continuous. However. this variable may be 
par1itioned into five adopter categories by laying aft standard deviations from 
the average time of adoption. 

FIGURE 3.5 

SOURCE : 

a. Innovators: 

ADOPTER CATEGORIZATION ON THE BASIS 
OF INNOVATIVENESS 

Rogers ·E.M. and iihoemaker F.F. 

THE COMMUNICATION OF INNOVATIONS: 
A CROSS CULTURAL APPROACH 

The Free Press, New York, 1971. 
p.23 

This group has been found 

They are the first to try a 

turesome and eager to try 

opinion leaders but are not 

to represent 2,5% of a market. 

product and are quite ven­

out new ideas. They are often 

necessarily so . They have 
greater risk capital than 

are cosmopolitan. They 
others, are 

are also 

well educated, and 

disseminators of 

information as described by 

B1 ackwell: 
Engel. Kegerreis and 
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"Innovators , compared with the general popula­
tion perceive themselves to be more active 
disseminators of new products information than 
IDOSt people. These self-ratings were verified 
by the new fact that 90% of those using a new 
automotive diagnostic ce ntre told at least one 
other person about it, and lee overwhelming 
majo rity were highly satisfied." 

b. Early Adopters: 

This group nonnally accounts for 13,5% of a given ma r ket . 

This group is the first to adopt the new idea after its 

general release. This group is also more likely to have 

the greatest degree of opinion leadership in most social 

systems and is also well integrated within the local 

community.47,48 This group enjoys greater social status 

than the later adopters and are overprivileged in terms 

of education, 

other community 

"watching the 

renuneration and 

members. 49 Their 

occupat i on compared with 

role tends to be one of 

innovator" and adopting the innovation when 

it appears to be a success. 

c. Early Majority: 

This group represents 34% of a given market. Their domi­

nant characteristic is one of "deliberateness" and this 

group tends to be mo re conservative than the early adop-

ters. They have slightly above-average education and 

social status. They will tend to wait for evidence of 

successful adoption and use by others before considering 

adoption. 50 

d. Late Majority: 

This group also accounts for 34% of a given ma rket. 

Their dOlninant characteristic is "scepticism" and they 

will not adopt until majority opinion legitimises the new 

product's utility."1 The late majority are above average 
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in age and below average in education, social status and 
income. They belong to few formal organisations and tend 

to exhibit 1 ittl e opinion leadership. This group relies 
in the main on i nforma 1 sources of information and 
i nfl uence. 

e. Laggards: 

This group constitutes 16% of the market. Their dominant 

feature is one of tradition. 52 They are lowest on social 

status, income and education. Laggards are suspicious of 
innovation and often of those who offer it. Their point 
of reference is the past and they tend to be more family 
and religion orientated. They rely very little on mass 
media for information but will rather consult friends who 
hold similar beliefs. 

These adopter categories can be of use to the marketer in 
developing a framework for managing an innovation's 

diffusion, particularly if he is abl e to i denti fy and 
reach his i nnovati on's potenti a 1 innovators and early 
adopter s with advertising, sampling or other means of 
getting these two groups to experiment with the 
i nnovati on. This would, in effect, begin the process of 

the diffusion of innovations. 

The opinion leader 
providing the link 

can pl ay an important role in 
between the marketer and the consumer 

by disseminating positive information about the 
innovation if he is an innovator or early adopter of the 
i nnovati on. 

It is now possible to conclude this chapter with a 
discussion on the role of the pharmacist and/or the 
pharmacy assistant as a possible opinion leader . 
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3.5 THE PHARMACIST AND PHARMACY ASSISTANT AS AN OPINION LEADER 

The crux of the research presented in the following chapters 

is to determine whether the consumer perceives the pharmacist 
and/or the pharmacy assistant as an opinion leader. In order 

to do this, a comparison should be made between the 

characteristics of the pharmacist and pharmacy assistant and 
the characteristics of opinion leaders in general as listed 
previously. 

Before such a comparison can be accomplished, it is 

to define the pharmacist and pharmacy assistant 

purposes of this study. 

necessary 

for the 

The Pharmaci st: 

The pharmacist will be defined for 

research as, "the person who fill s 

pharmacy and who is normally found 

pharmacist has the relevant professional 
usually the owner of the pharmacy. 

The Pharmacy Assistant: 

the purposes of this 
prescriptions in the 

in the dispensary". 

qualification and 

The 

is 

The pharmacy assistant will be defined for the purposes of 
this study as the sales assistant behind the counter in a 
pharmacy. It is not usual for this person to be qualified in 

any way past high school. 

By applying the characteristics established earlier, it should 

be possible to conclude whether or not the pharmacist and/or 

pharmacy assistant qualifies as an opinion leader. This will 
be empirically tested in the research study in Chapters 4 and 

5. 
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Much .has been written abput the r 01 e and importance of the 
pharmacist in his re1 ati onshi p with the public. Straughn, for 

example, wrote of the pharmacist filling a "buffer zone" 

between patient and doctor: 

"The pharmacist operates in a type of 'buffer zone' 
where he relates to both patient and doctor. As 
regard to the patient, he is in the best possible 
position to see medicines in daily use and action 
among his customers. He deals with queries on 
side-effects. He is trained to discern interactions 
which may lnJure the patient's health. He can 
percei ve if a therapy is fai 1 i ng to 1 i ve up to 
expectation."S3 

Meyer and Vassi1atos, however, found in their study that 

respondents were less complimentary about the role of the 
pharmaci st: 

"A chemist is no more than a glorified merchant •.• 
I go to my chemist often for shampoo, a moisturizer, 
sweetners and sometimes a prescription. In the 
latter case, the lady brings me my medicine The 
white-coated pharmacist himself remains something of 
an enigma behind his barrier of bottles and pills 
Quite frankly, I have no faith in any pharmacist. 
F or any ai 1 ment I consult my dg~tor. After all he 
is a professional - isn't he." 

The divergent nature of the two 

resolved by deciding whether the 

quotations above 

pharmacist and/or 

will be 

pharmacy 
assistant qualifies 
This will be further 

research study. 

as an opinion leader as discussed above. 
resolved by the empirical results of the 

Characteristics of Opinion Leadership - with reference to the 
Pharmacist and Pharmacy Assistant: 

The following sections are comparisons drawn from the 

discussion on characteristics of opinion leaders in section 
3.3.1. The known characteristics of the pharmacist and 
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pharmacy assistant 
in section 3.3.1. 

have been compared with the characteristics 
The conclusion will be whether or not the 

pharmacist and/or pharmacy assistant can be considered to be 
opinion leaders. 

3.5.1.1 Social Standing and Group Belonging: 

a. The Pharmacist: 

On a prima facie basis the pharmacist appears to satisfy 
the characteristics under this heading as he is likely to 
be part of the general group of "health care advisors" 
such as doctors, dentists and para-medics, 
likely have a higher social status because 

and will 
of ' his 

professional qualifications. Because most pharmacists 
belong to at least one formal pharmaceutical organisa­
tion, such as the Pharmaceutical Society of South Africa, 
they have the opportunity at least to have greater 
participation in formal organisations. 

It is difficult to draw conclusions on limited knowledge 
and evidence on whether the pharmacist will likely 
personify the group's values or whether he will be norm 

abiding or not. 

b. The Pharmacy Assistant: 

The position of the pharmacy assistant as opinion leader 
is not as clear cut as that of the pharmacist. 

There is no evidence to show that the pharmacy assistant 
is likely to exhibit any of the characteristics under the 
heading of social standing and group belonging. It is 
reasonable to assume however, that the pharmacy assistant 
is likely to be selected from the same group as the 

customers of the pharmacy. 
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3.5.1.2 Knowledge and Interest: 

a. The Pharmacist: 

The pharmacist again 
leader in this area 
greater interest in 
i nfl uence. Similarly, 

clearly qualifies as an opinion 
as he undoubtedly would have a 

and knowledge of the area of 
the pharmacist would have a high 

degree 
1 ike ly 
medi a. 

of self-involvement in his subject and would 
be an avid reader of specialist pharmaceutical 
His academic qualification obviously adds to the 

weight of opinion leadership and while no comment can be 
made about his exposure to mass media, a safe assumption 
would be that he would tend to use more impersonal, 

technically accurate sources of information by virtue of 
the nature of his business. 

The conclusion here is that the pharmacist qualifies 
easily as an opinion leader which is further confirmed by 
Hawkins et al as follows: 

"For some product categories, 
professional oplnlon leaders 
are important opinion lsgders for 
of health care products." 

there are 
Pharmacists 

a wide range 

This is confirmed by Nel in her study using respondents 
in the Western Cape Area. 

"They (the consumer s) consi der that the 
benefits of shopping at their community 
pharmacist are: Expert advice, wide range of 
merchandise, convenience agg hygienic, clean 
and hassle free atmosphere." 
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b. The Pharmacy Assistant: 

Here agai n a 
reasonable 

conclusion 
to assume 

is 
that 

difficult. It 
the pharmacy 

is however, 
assistant by 

virtue of her position might be 
greater interest and knowledge in 

work. The extent of this will be 
the next chapters. 

perceived to have a 
the area in which they 

tested empirically in 

However, the pharmacy assistant will not normally hold any 
academic qualification in pharmaceutics and no conclusion can 

be drawn regarding her exposure to mass media or subject 

specific material. 

3.5.1.3 Personality Traits: 

This is a difficult area for generalisation for either 
pharmacists or pharmacy assistants and the only conclusion is 
that by the nature of their occupation, the success of their 
business will depend to a great extent on the relationship 
between their customers and themselves. This is because the 
consumer is more likely to heed the advice of someone with 
whom he has a good relationship. 

3.5.1.4 Innovation: 

Here again, a similar conclusion can be drawn for both the 
pharmacist and pharmacy assistant. This is that they are both 

1 ikely to have an interest in and hopefully a favourable 

attitude towards new products and concepts in their field. 

The pharmacist would have this attitude because of the 
potential benefit to his business and the pharmacy assistant 
because of the nature of her tasks. This is also important 

because of the number of possible queries about new products 
from potential customers. 
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3.5.1.5 Availability and Information Flow: 

a. The Pharmacist: 

Clearly, the pharmacist as health care professional is 

more readily available to the public than for example a 
doctor. In addition, the pharmacist's services as 
advisor are free. By being available, the pharmacist 
creates the opportunity for the flow of information to 
the consumer. He is positioned as a "junior doctor". 

The extent to which the pharmacist's advice is sought, 

heeded and passed on, is part of the research study and 
no conclusion can be drawn at this stage. 

b. The Pharmacy Assistant: 

The pharmacy assistant is also readily ~vailable to the 

general public but here doubt exists as to the extent to 

which the general public will heed advice given by the 
pharmacy assistant. This too, will be part of the 

research study. 

3.6 SUMMARY AND CONCLUSION: 

This chapter has focussed on the subject of personal influence 
and its application within the EKB model. The significance of 
personal influence as a form of interpersonal communication 
was stressed and the models of communication were discussed. 

The concept of oplnlon leadership was introduced through these 
models and this concept was thoroughly analysed, resulting in 
a list of characteristics of opinion leadership. 
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CHAPTER 4 

THE OBJECTIVES OF THE RESEARCH, HYPOTHESES AND 
RESEARCH METHODOLOGY 

4.1 INTRODUCTION 

The theoretical base to this study having been laid in the 

previous three chapters, this chapter is devoted to discussing 

the specific objectives of the empirical section of the study, 

the formulation of the hypotheses and the underlying research 
methodology. 

4.2 THE OBJECTIVES OF THE STUDY 

4.2.1 The main objective: 

(il TO ESTABLISH WHETHER WHITE, FEMALE COI~SUMERS WITHIN THE 
JOHANNESBURG METROPOLITAN AREA PERCEIVE THE PHARMACIST TO 
BE AN OPINION LEADER FOR PURCHASES OF HEALTH AND BEAUTY 
AID PRODUCTS. 

(ii) TO ESTABLISH WHETHER WHITE, FEMALE CONSUMERS WITHIN THE 
JOHANNESBURG METROPOLITAN AREA, PERCEIVE THE PHARMACY 
ASSISTANT TO BE AN OPINION LEADER FOR THE PURCHASES OF 
HEALTH AND BEAUTY AID PRODUCTS. 

4.2.2 The secondary objectives: 

(i) TO ESTABLISH WHETHER PURCHASES OF HEALTH AND BEAUTY AID 
PRODUCTS IN A PHARMACY ARE RELATED TO TIME FACTORS, THAT 
IS, IS THE PHARt<1ACY CHOSEN AS A PURCHASE POINT AS A TIME 
SA VI NG MEASU RE? 



103 

(ii) TO ESTABLISH WHETHER PURCHASES OF HEALTH AND BEAUTY AID 
PRODUCTS IN A PHARMACY ARE RELATED TO ECONOMIC FACTORS, 

THAT IS, IS THE PHARMACY CHOSEN AS A PURCHASE POINT IN 
ORDER TO SAVE MONEY? 

(iii) TO ESTABLISH WHETHER THE WHITE, FEMALE CONSUMER IS MORE 
LIKELY TO CONSULT A PHARMACIST OR PHARMACY ASSISTANT 
ABOUT THE PURCHASE OF PRODUCTS THAT ARE PROFESSIONAL OR 
ETHICAL IN NATURE AS OPPOSED TO THOSE WHICH ARE OF A 
DAILY HYGIENE NATURE. 

4.3 THE FORMULATION OF THE HYPOTHESIS 

Gordon Davis identified that the thesis project represented a 
process of reducing uncertainty.1 The same author expands on 

thi s vi ew by stati ng that, "the student must reduce the 
uncertainty by reducing the number of possibilities he is going 
to consider".2 

Cr i sp defi nes the hypothesi s as "a tentati ve theory or 
supposition set up and adopted provisionally as a basis for 
explaining certain facts or relationships and as a guide in the 
further investigation of other facts or relationships".3 

The hypothesis, therefore, is the important tool which develops 
the framework for the study and sets up the objectives to go 
about reducing the uncertainty of the subject of the study. 

In the previous chapter a survey of the literature was used to 

substantiate a number of assumptions on which the hypotheses 
were based. In Chapter 1, the role and importance of the 

consumer as a decision maker and business influencer was 
examined in terms of the marketing concept. The examination 
culminated in a discussion of consumer behaviour and its 
relevance to the study. 
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In Chapter 2, the discussions on consumer behaviour were 
expanded into an analysis of models of consumer behaviour in 

order to establish a decision-making model which would serve as 
a framework for determining the role of personal influence in 
decision making. 

In Chapter 3, 
decision making 

the importance of personal influence in purchase 
was determined. This led logically to a 

discussion of opinion leadership. Having identified the major 
characteristics of an opinion leader it was then possible to 
compare the roles of the pharmacist and pharmacy assistant 
respectively, as potential opinion leaders for the purchase of 
health and beauty aid products. 

The conclusions to be drawn from the literature survey is that 
there is evidence to suggest that the pharmacist qualifies as 
an opinion leader as stated above, while judgement on the 
pharmacy assistant was reserved, pending the outcome of the 
empirical study. 

Arising out of this is the following major hypothesis and 
secondary hypotheses: 

4.3.1 The major hypothesis: 

THE PHARMACIST IS PERCEIVED AS AN OPINION LEADER BY WHITE, 
FE~IALE CONSUMERS I N THE JOHANNESBURG METROPOL !TAN AREA FOR THE 
PURCHASE OF HEALTH AND BEAUTY AID PRODUCTS. 

THE PHARMACY ASSISTANT IS PERCEIVED AS AN OPINION LEADER BY 
WHITE, FEMALE CONSUMERS IN THE JOHANNESBURG METROPOLITAN AREA 
FOR THE PURCHASE OF HEALTH AND BEAUTY AID PRODUCTS. 

4.3.2 The secondary hypotheses: 

(i) PURCHASES OF HEALTH AND BEAUTY AID PRODUCTS IN A PHARMACY 
ARE UNRELATED TO TIME FACORS, THAT IS, A PHARMACY IS NOT 

CHOSEN AS A PURCHASE POINT AS A TIME SAVING MEASURE. 
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(ii) PURCHASES OF HEALTH AND BEAUTY AID PRODUCTS IN A PHARMACY 
ARE UNRELATED TO ECONOMIC FACTORS, THAT IS, THE PHARMACY 

IS NOT CHOSEN AS A PURCHASE POINT IN ORDER TO SAVE MONEY. 

(iii) THE WHITE, FEMALE CONSUMER IN THE JOHANNESBURG 
METROPOLITAN AREA IS MORE LIKELY TO CONSULT A PHARMACIST 

OR PHARMACY ASSISTANT ABOUT THE PURCHASE OF PRODUCTS THAT 
ARE PROFESSIONAL OR ETHICAL IN NATURE AS OPPOSED TO THOSE 
WHICH ARE OF A DAILY HYGIENE NATURE. 

4.3.3 The secondary hypotheses explained: 

(i) Time and economic factors: 

This refers to secondary hypotheses (i) and (ii). The 

major hypothesis proposes the pharmacist and pharmacy 

assistant opinion leaders for the purchase of health and 
beauty aid products. Secondary hypotheses (i) and (ii) 

propose, therefore, that the consumer will not purchase 
health and beauty aid products in a pharmacy because of 
time (convenience) or economic (price) factors. The 

prime motivation for using the pharmacy as a place of 

purchase would be one of information searching and risk 

reduction. 

(ii) Health and beauty aid products: 

The choice of health and beauty aid products for 
inclusion in the hypothesis owes itself to the fact that 

this category of products is consistently available both 

in pharmacies and in other store types such as 
supermarkets, cafes or general dealers. 

The spread of products chosen within this category for 

the purpose of analysis is described below : 
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(a) . Headache remedies 

This product category, because of its ethical nature, 

would probably require some professional endorsement or 

advice from a quasi-medical source such as a pharmacist. 

This is because the consumer would want to reduce the 

perceived risk of purchasing a headache remedy. As has 
been established in previous chapters, an opinion leader 

can play a positive role in helping to reduce perceived 
risk. 

(b) Sun protection products: 

to those who This category 

from sunburn 
appeals 

rather than those 
require 
seeking 

protection 
a "gol den 

suntan". Here again endorsement or advice would probably 
be sought from a quasi-medical source who would function 

as an opinion leader in helping to reduce perceived risk. 

(c) Toothbrush: 

While this product category would benefit from medical or 

dental endorsement, a toothbrush also lends itself to 

"impulse" purchasing where the consumer might use 

previous experience and information as a basis for the 

purchase decision in store. The degree of perceived risk 

experienced is likely to be less than the previous two 
categories. 

(d) Beauty shampoo: 

Th i sis a 
fr om the 
likely to 

specialised beauty category, being distinct 

"family-type" shampoo. The purchase deci si on is 
be drawn from advice and experience from 

various sources with no 

risk 

obvious opinion 

is therefore 

leaders being 

likely to be apparent. Perceived 

reduced through personal experience and trial and error. 
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(e) Deodorants: 

This is another product category which is personal in 

nature and the purchase decision for which is also likely 

to be made on a per sonal experience and informati on 

basis. There is again no obvious opinion leader to 
assist in reducing perceived risk. 

By determining the degree to which the consumer is influenced 

by the pharmacist or pharmacy assistant in 

decision of the above categories, it will 

establish: 
be 

the purchase 

possible to 

(i) The degree of opinion leadership by product category. 

(ii) The validity of secondary hypothesis (iii) as stated in 
section 4.3.2. 

4.4 DEFINITION OF THE POPULATION 

Kinnear and Tayl or define a 
aggregate oS all the elements 
the sample." 

population as being," the 
defined prior to the selection of 

This definition is complemented by the definition of a universe 

(used interchangeably with population) by Boyd and Westfall: 

"The universe is the entire group of items 
researcher wishSS to study and about which 
to generalise". 

which the 
he pl ans 

It is important to clear ly identify the target population and 
then select a sample of that population within which to conduct 

the research. The calculation of the sample size and the 
samp 1 i ng method used are di scussed 1 ater under "sur vey des i gn" • 

In terms of the major hypothesis formulated in section 4.3.1, 

the population was restricted to white, female consumers. This 
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choice was supported by the All Media and Product Survey (AMPS) 

which found the heavy users of toiletries and health and beauty 
aid products to be white females. 6 

This was further confirmed by a research study conducted by 

Readers Digest in 1978 which showed that in excess of 80% of 

toiletries were purchased by white, female consumers. 7 

4.5 THE SURVEY DESIGN 

It was clear that a great deal of data had to be collected to 

test the hypotheses. In order to gather the data, a survey 

technique had to be designed in accordance with the objectives 

of the mai n research study. As Cr i sp states, "the survey 

technique is widely used to gather from external sources, 
different types of information not otherwise available".8 

The questionnaire is the most widely accepted method of data 

collection The importance of the questionnaire is summed up 
by Kinnear and Taylor: 

"Data collection forms 
most studies. All 
personal, telepgone and 
questionnaire". 

are a central component 
three communication media 
mail interviews - rely on 

of 

a 

Kinnear and Taylor define the questionnaire as, ".. a 
formalised SChedule for collecting data from respondents".10 

The other commonly known method of data collection is 
observation. This method is not as commonly used as the 

questionnaire method and has certain weaknesses. In terms of 
this study, the most glaring weakness is as stated by Boyd and 

Westfall : 

"Probably the most limiting factor 
observation is the inability to observe 
as attitudes, motivations and plans."ll 

in the use of 
such thi ngs 
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Because these variables are vitally important in the study of 

opinion leadership, observation was ruled out as 
collection technique. 

a data 

There are three different methods of gathering information 

using a questionnaire: 

(i) Personal interview 

(ii) Telephone interview 
( iii) Ma il 

Because of the 1 ength of the 
nature, the telephone interview was 
the use of the telephone 
II randomness" of the sampl e by 
respondents without telephones. 

questionnaire 
dismissed, 

might have 
excluding 

and its complex 

particularly as 
invalidated the 

those potential 

The nature of the study dictated that certain attitudes and 

opinions would have to be clearly identified in the course of 

the questionnaire. It would thus have been necessary to probe 
in certain instances and it was also necessary to obtain 

spontaneous answers dependent on certain information supplied 

by the interviewer. For these reasons, it was concluded that 

the mail interview would not have been suitable in these 
circumstances. In addition, it was recognised that in a mail 

survey there are always the potential difficulties of ambiguity 
and misinterpretation. 

On the other 

researcher a 

hand, 

greater 

the personal interview affords the 

forms of communication. 
measure of flexibility than the other two 

In addition, the personal interview 

questionnaire where a lot of data needs 

personal interview would also not 

1 ends 

to be 
itself to 
coll ected. 

along 

The 
interfere with the chosen sampling method, by upsetting the 

random selection of respondents. 
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After. weighing up all the advantages and disadvantages, it was 

decided to conduct personal interviews. 

4.5 . 1 The questionnaire: 

The obj ecti ve of the questionnaire is to collect data which 
wi 11 permi t the major and secondary hypotheses to be accepted 
or rejected. The collection of objective data is dependent on 
the quality of the questionnaire design. 

As Kinnear and Taylor have stated: 

"The design of a questionnaire is more of an art 
form than a scientific undertaking. There are no 
series of steps, . ~rinciples or guidelines which 
guarantee an effective and efficient questionnaire 
... The only way to develop this still is to write a 
questionnaire, use it in a series of interviews, 
anal yse

12
the weaknesses and revise the question­

naire. 1I 

In the course of designing the questionnaire, a pilot study 

was undertaken. Attention was paid to layout, method of data 
measurement and collection and type of question. 

4.5 . 1.1 The questionnaire layout: 

Because the physical 1 ayout 

its 
the 

questionnaire can influence 

care was taken to keep 
possible, notwithstanding 

conducted on a personal basis. 

that 

and reproduction of a 
success with respondents,13 

questionnaire as simple as 
the interview would be 

The questionnaire format was divided into the following 
sections: 
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Section 1 

Demographic information classified according to: 
Age 

Language 

Working/not working 

Marital status 

Socio-economic groups 

Number of children in household 

Occupation of head of household 

Section 2: Question 1 

This was a qualification question designed to confirm that the 

respondent was a recent user of health and beauty aid products. 

Section 3: Questions 2 - 4 

These questions were designed to develop the motivation of the 
respondent for purchasing health and beauty aid products in a 

pharmacy and in all other store types. 

Section 4: Questions 5 - 9 

In this section the pharmacist and pharmacy assistant were 
introduced as possible i nfl uences. The respondent was probed 
as to the extent to whi ch these two groups influence her in 
her purchase habits of health and beauty aid pr oducts. This 
section also established the extent to which the advice was 

heeded and/or passed on. 

Section 5: Questions 10 - 14 

The questions in this section were designed to address 
specifi c issues not yet covered in secti ons 1 4. The 
responses of these questions were to provide clues towards 

proving or disproving the hypotheses . 
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Section 6: ' Questions 15 - 17 

This final section was the opportunity for the respondent to 
sum up attitudes and opinions held towards the pharmacist and 

pharmacy assistant. This was done via a semantic differential 
technique which is elaborated on later. 

4.5.1.2 Wording of questions: 

In the selection and wording of the questions, care was taken 

to avoid the following, all of which could have distorted the ' 
results: 

(i) Ambiguous questions 

(ii) Questions exceeding the ability of the respondent to 
answer 

(iii) Questions which suggested an answer to the respondent. 

(iv) Questions which required an answer which the respondent 

was unwilling to give. 14 

The pilot study assisted in the process of eradicating sources 

of bias and ambiguity and the responses gave clues to keeping 

questions 

suspected 

as simple as 
in the pilot 

the use of the semantic 
were carefully chosen 

possible. In fact, where bias was 

study, many questions were changed. In 

differential, the bipolar statements 

so that the respondents would not feel 

that there was either a correct or incorrect answer. In 

addition, the words chosen 
directly denotively opposite. 

for the scales were not always 
A more detailed discussion on 

semantic differential follows in the next section. 

4.5.2 METHODS OF DATA COLLECTION AND MEASUREMENT 

It is clear that a major part of the study would be devoted to 
collecting and measuring attitudes of the consumer towards the 

pharmacist and pharmacy assistant. Although marketers are 

increasingly wanting to measure attitudes, the state of the 

art of attitude measurement is still in its infancy.15 The 

explanation for this is given by Boyd and Westfall: 
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"These problems stem from the fact that no stan­
dardized counting or measurino

6 
scales to measure 

attitudes have been developed."r 

It is evident that . traditional direct questioning techinques 
and observation would not be effective in the measurement of 

attitudes. It is difficult to measure the construct of 
attitude which exists in the minds of individuals and is not 
directly observable. 17 Therefore, the emphasis shifts to the 

measuring instrument and the 

a set of "yardsticks" in 

attitudes. 

researcher is required to develop 

the questionnaire for measuring 

It was decided to use attitude scaling, the process which "has 

been applied to the process of developing measuring devices .•. 
to measure the attitudes of individuals. d8 

Kinnear and Taylor further illustrate the value of attitude 

scaling as follows: 

"Attitude scaling in marketing tends to focus on 
the measurement of the respondent's beliefs about a 
pr oduct's attributes (cognitive component) and the 
respondent's feelings regarding the der~rability of 
these attributes (affective component)". 

Although in this study, the main area of interest is not prod­

uct attributes, but rathe r the influence and importance of the 
pharmacist/pharmacy assistant in the decision of purchases of 

health and beauty aid products, the principles remain the same. 

4.5.2.1 Scaling Technigues used : 

Four different techniques were 

tionnaire. This was done because 

offered by each technique. A 

where full use could be make 

used in 
of the 

specifi c 

of the 

compiling the ques-

specific advantages 

technique was used 

advantages of the 

technique and where the disadvantages did not affect the type 

of question being used. 



The 'four techniques were: 

(i) RANK ORDER SCALE 

(ii) SEMANTIC DIFFERENTAL 
(iii) LIKERT SCALE 

(iv) VERBAL RATING SCALE 

(i) RANK ORDER SCALE 
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When dealing with a respondent chosen purely at random, 

this technique presents advantages such as simplicity, 

ease of administration and understanding by the 

respondent. It has special relevance to this for "it is 

argued that the technique is similar to the purchase 

decision process and forces respondents to discriminate 
among products in a realistic manner".20 

Although when utilising this method, the quality of the 

measurement of attitudes is limited, the technique is 
particularly appropriate to Questions 3 and 5 in the 

questionnaire (see appendix 1) where a simple ranking of 

the order of importance of certain attributes is needed. 

The crux of this technique is "to rank various objects 

with regard to the attitude in question".12 

(ii) SEMANTIC DIFFERENTIAL 

This is one of tne most popular attitude measurement 

techniques whose main application has been in company 

and brand image studies. 22 The technique is therefore 

well suited to those questions designed to identify the 

image of the pharmacist/pharmacy assistant in the eyes 

of the consumer. These are Questions 15 and 16 in the 

questionnaire (See appendix 1). 
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The technique which grew out of research conducted at 

great many 

to secure 

the University of Illinois, originally used a 
bipolar adjectives which were employed 

people's reactions to the objects of interest. 23 

The semantic differential typically requires the 

respondents to evaluate an item by making a mark at the 
appropriate place on a seven point rating scale bounded 

at each end by bipolar adjectives. As stated by 
Churchill, however, and as it appl ies to this study, the 

use of semantic differentials in marketing studies has 

been different from the traditional approach: 

"The approach in marketing has been somewhat 
different from the general thrust. First, 
instead of applying the basic adjective pairs 
to the objects of interest, marketers have 
generated items of their own. These items 
have not always been antonyms, nor have they 
been single words. Rather, marketers have 
used phrases to anchor the ends of the scale, 
and some of these phrases have been 
attributes possessed by the product. Since a 
negative amount of the attribute is often a 
meaningless notion, lack of attribute has 
been used as one end of the scale and a great 
deal of the attribute as the other. Second, 
instead of attempting to generate evaluation, 
potency, and activity scores, marketers have 
been more interested in developing profiles 
for the brands, stores, companies, or 
whatever is being compared, and tota12acores 
by which the objects could be compared." 

(iii) LIKERT SCALE 

The Likert Scale involves a list of statements related 
to the attitude in question. The respondents are asked 

to indicate the degree of agreement or disagreement with 

each of the statements. Each degree of agreement is 

given a numerical score and the respondent's total score 

is computed by summing these scores from all the 

statements.25 
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The Likert scale is used for Question 17 and 
provides an extremely useful indicator of how the 

consumer perceives the advice of the pharmacist 
and pharmacy assistant. 

(iv) VERBAL RATING SCALES 

This is another frequently-used scale 
research. 26 Respondents are asked 

in marketing 
to indicate 

their position by selecting among verbally 

identified categories . Although there are a 

number of issues surrounding the construction of 
the rating scale, the technique is simple, yet 

effective. 

The key strategy was to tailor-make each question 

to the objectives of the questionnaire. The 

questions which utilised this technique addressed 

the subject of the perceived extent of influence 
of the pharmacist and pharmacy assistant on the 

decision making process of health and beauty aid 

products. The relevant questions in the 

questionnaire are numbers 6 - 9 (See appendix 1). 
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4.5.3 The Sample: 

The population of this study was defined 

is obvious that the entire population 

in section 4.4. It 

cannot be researched 
because of the impracticality of conducting a census which 
Kinnear and Taylor define a census as "all available elements 
of a defined population.,27 

A sample is, therefore, drawn from the population. 

The whole concept of sampling rests on the law of statistical 

regularity which states: 

"If a small number of items called a sample is 
selected at random from a large number of items 
called a universe or population, the sample will 
tend to have the same characteristics as the 
universe aDd will have them in the same 
proportion.,J2 

There are two variables which will indicate the reliability of 

the sample: 

1. The method of selecting the sample 
2. The size of the sample. 

These variables are discussed in the next sections. 

4.5.3.1 Sampling method: 

It is important that each person in the population must have 

an equal chance of being selected for the sample. This 

procedure is known as probability random sampling. 29 Within 

this procedure, the sampling is done 

rules that leave no discretion 

by mathematical decision 
to the researcher or field 

interviewer. The validity of this technique is illustrated by 
Boyd and Westfall: 
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"Probability sampling 
technique available 
objective measure 8f 
sample estimate.,,3 

a. Area stratified sample: 

is the only salopl ing 
which will provide an 

the reliability of the 

In addition to drawing the sampling via the probability 

random sdlilpling technique, it was decided that the 
sample would be further stratified by area. Strdtifica­

tion refers to the process of sUb-dividing the universe 

to be sampled into groups which are mutuallyexclu­

sive. 31 In this case the stratified sample chosen was 

the Johannesburg Metropolitan Area. It is both 

logistically difficult and expensive to adequately 

research consumer respondents on a national basis. 

The Johannesburg Metropolitan Area was selected because: 

(i) It represents a sizable portion of the health and 

beauty aid market. 

(ii) It is a large single city representing a cross 

section of the target population. 

When analysing the results of the study (see Appendix 2) 

it is interesting to note that the only way that the 

sample would not be representative of White South 

Africans to any degree is that there was under-represen­

tation of Afrikaans-speaking respondents. The percen­

tages appearing are, however, what would be expected of 

a Johannesburg-only sampl e. 

The split between English and Afrikaans speaking people 

is shown below. A comparison is made between the sample 

in this· study, the national average and the Johannesburg 

average: 
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National Johannesburg The Sample 

English 

Afrikaans 

43% 

57'10 

All Media and Product Survey 1984 

73% 85% 

27% 15% 

The South African Advertising Research Foundation 

However an analysis of the data reveals no significance 

in the results of the interviews on a language basis. 

b. The selection of the sample 

Because of the difficulty in conducting personal 

interviews among consumer respondents, a field staff was 

employed to conduct the personal interviews. 

The control of the field staff and 

design of the questionnaire, as well 

tion and analysis of the data 

writer. 

their activities, the 

as the interpreta­

were completed by the 

The random sample selection method is described below as 

this was the method used in both the main and pilot 

studies. 

To comply with the needs of an area stratified random 

sample, the census was used to detennine the number of 

households in each area to be included. These figures 

were used to detennine the number of interviews per 

area. By using a random number generator, the suburbs 

actually to be included in the sample were selected. A 

random starting point in each suburb was selected for 

each interviewer. 
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A long route was drawn at random for the interviewer to 

follow as the interviewer counted houses to determine 

where the intervi ew was to be conducted. An interviewer 

was not pennitted to deviate from this route. A series 

of random numbers was drawn for each interviewer to use 

to determine which specific houses were to be visited 

the interviews. The interviewer was to 

least three times in an attempt to find the 

at hane, and the repeat visits were to be at 

to conduct 

return at 

respondent 

different times of the day or evening and on different 

days of the week. 

After three documented attempts, if the respondent 

still was not at home, the interviewer was to use 

another random number to select a replacement household. 

4.5.3.2 The size of the sample: 

In order to estimate the accuracy of any sample results, the 

nor'nal distribution theory is employed. This states that for 

any large population, most of the units within that popula­

tion, for any given characteristic, will cluster around the 

mean. 33 

It is important to consider how the size of the sample 

affects the accuracy of the results. Closely associated with 

the normal distribution theory is the concept of standard 

deviation which indicates the measure of dispersion around 

the rnean. 34 
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MEAN 

3S 23 S S 2S 3S 

68% 

95% 
99,7% 

FIGURE 4.1 AREA UNDER THE NORMAL CURVE 

SOURCE: Kinnear T.C. and Taylor J.R. 

MARKETING RESEARCH - NJ APPLIED APPROACH 

McGraw-Hill 800k Company - New York 1979. 

p.207 

With reference to Figure 4.1, it has been shown that if a 

sample is drawn at random from a normal distribution then: 

a. 68% of those samples would fall within + 1 standard 

deviation (S) of the population's mean. 

b. 95% of those samples would fall within + 2 standard 

deviations (2S) of the population's mean. 

c. 99,7% of those samples would fall within + 1 3 standard 

deviations (3S) of the popul ation's mean. 
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4.5.3.3 Confidenc~ intervals: 

Where: 

Therefore, for example at 35, the researcher is 99,7% sure 

that the result will reflect an accurate response from the 

sample. Clearly, working to 5 (one standard deviation) is 

not acceptable, for to exclude 

which falls outside 5 would be 

32% of the normal distribution 

unreliable. The value asso-
ciated with each 
co-efficient. 35 It 

68% co-efficient of 

standard 

must be 
i ndi cates 

error is known as the confidence 

emphasized that a confidence 

that the sample is accurate 
within certain limits called confidence intervals. 

These confidence intervals can be calculated as follows: 

(P . Q) (Z)2 
6 x = 

Ns 

P = The proportion of a population processing a certain 
characteristic. 

Q = The proportion of a population not processing a certain 
characteristic. 

Z = The desired confidence co-efficient. 

Ns = The sample size. 

6x = The standard error. 

The standard error is used in calculating 

interval. It is a measure of dispersion around 
the sample as opposed to a population. 

the confidence 

the mean of 

Therefore, as this relates to the study, the following are 

the values: 

(,5 . ,5)(2)2 
6 x = 

200 

= ,0707 = 7% 
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The values for P and Q respectively are assumed to be 
50% : 50%. This requires a larger sample than any other 
ratio, i.e. this is the worst possible situation . 

The required confidence co-efficient in this case is 25 or 
.95%. 

Therefore, with a sample size of 200, for example the 
researcher can be certain that the true proportion of 
respondents who consider the pharmacist/ pharmacy assistant to 
be an opinion leader, 1 i es between 43% and 57%. 

Therefore: the confidence i nterval 
co-efficient = 95%. 

= 14% and the confidence 

The confidence interval is thus affected by: 

1. The val ues for P and Q i n that the closer they approach 
50% : 50%, the 1 arger the interval. 

2. The higher the confidence co-efficient so the larger 
the confidence interval . 

3. The larger the sample size, the smaller the confi dence 
interval. 

4. 5.3.4 The sample site: 

Utilising the standard error / confidence interval, it is now 

possible to calculate the sample size to achieve valid, 
accurate results. 

The formula is as follows: 

P.Q 
Ns = 

AE 2 
-) 

Z 



Where: Ns ; Sample size 

P.Q.; Probability of a population possessing/not possessing 

a certain characteristic. The 50 : 50 maximum is assumed in 

the absence of any evidence to the contrary. 

Z ; The desired confidence co-efficient expressed in standard 

deviations; 2. 

AE ; Allowable error in the sample, that is, the desired 

level of accuracy between the sample and the universe; 7%. 

Therefore: 

,5. ,5 
Ns ; 

( ,07)2 
rT) 

; ,25 

( ,0049) 
4 

; 204 

The required sample size is, therefore, 204 and, as can be 
seen by results in Appendix 2, the actual sample was 251 

which incorporated an allowance for the "not at homes". 

4.6 THE PILOT STUDY 

The Pilot Study is the stage in the research process in which 

fundamental problems in a survey can be corrected. 36 The 

pilot study that was conducted, detected a number of weak­
nesses in the questionnaire as well as some terminology that 

the respondents did not understand. 

By changing the questionnaire in accordance with this 

experience, more meaningful data was able to be collected in 

the main study. 
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Boyd et al state that pilot studies "are best done by 
personal interview even if the study is to be handled by mail 
or telephone. ,,37 Because the main study was to be conducted 

by personal interview, this was convenient and the respon­
dents in the pilot study were of the same target audience and 

were chosen in the same random style as the main study. 

A total of 20 interviews was conducted (which was 10% of the 
sample si ze) for although .as Crisp says, "the scale of the 
pilot study need not be very 1 arge", 38 it was necessary to be 
certain that the flow and understanding of the questionnaire 
was assured . 

The pilot study was very useful in refining the question­
naire, and changes were made in the following: 

(i) Some of the descriptions in the semantic differential 
were altered. 

(ii) Question 11, involving the "ideal source of advice", 
was added. 

(iii) Some words were simplified to aid understanding. 

(iv) More concise instructions were able to be written for 
the interviewers. 

(v) The ranking questions were simplified to overcome the 
complex nature of those questions. 

The results of the pilot study did illustrate, however that 
the original questi onnaire needed relatively few changes 
before going out to the field. 
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4.7 CONCLUSION 

The questionnaire in its -final form was then sent to the 
field and the results collected over a period of 4 weeks. 

The writer believes that everything possible was done to 
ensure that the results obtained were an accurate reflection 
of whether or not the consumer perceived the pharmacist and 
pharmacy assistant as an opinion leader. 
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CHAPTER 5 

THE EMPIRICAL RESULTS OF THE RESEARCH PROGRAMME 

5.1 INTROOUCTION 

This chapter is devoted to a discussion of the responses 

obtained in the personal interviews conducted by the field 
staff employed to conduct the interviews. The majority of the 
data collected appears in Appendix 2 in tabular form. Where 
applicable some of the data is reproduced in tabular form 
within the text. This is done to aid understanding and prevent 
continual cross referencing between the text and the appendices. 

5.2 RESPONSES TO THE PERSONAL INTERVIEW 

A total of 251 respondents were inter viewed although a sample 
of 204 was required. As stated, this was done to allow for the 
"not-at-homes". The sampling procedure is described in Chapter 
4 and the field staff reported that there was less than 2% 
i nci dence of "not-at-homes" (no one home at the randoml y 

selected homes) and that there was therefore minimal 
substituting . Another comment from the field staff was that 

the interviews ran with relative ease with most respondents 
exhibiting no confusion about the subject matter. 

5.3 PRESENTATION OF THE RESULTS 

The quantitative data obtained from the research study appears 
in the text in this chapter in tabular form. It is this data 
which was analysed and which served as a basis for proving or 
disaproving the hypotheses established in Chapter 4. The data 
also appears in Appendix 2 which is a summary of raw data from 

the completed personal interview questionnaires. All aspects 

relating to the practical execution of the research study were 

completed by the writer. These are 1 i sted below for reference : 
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(a) The design of the questionnaire 
(b) The testing of the questionnaire by means of a pilot study 
(c) The determination of the sample size 
(d) The determination of the sampling method 
(e) The determination of the area from which sample was drawn 
(f) The analysis of the raw data 
(g) Summary of raw data (Appendix 2). 

5.4 INTERPRETATION OF RESULTS 

5.4.1 Demographics 

The demographic profile of the sample is shown in Table 1 
below. As noted earlier in Chapter 4, the only way in which 
the sample would not be representative of white South Africans, 
to any degree, is that there is an under-representation of 
Afrikaans speaking respondents. The percentages appearing are 
however, what would be expected of a Johannesburg-only sample. 
The respective demographic breakdown between English and 
Afrikaans speaking people is shown in Section 4.5.3.1 (a) in 
the previous chapter. 

TABLE 1 - DEMOGRAPHICS 

PROFILE OF THE SAMPLE 

TOTAL RESPONDENTS 251 
No. '.t - -

AGE 
lB - 24 17 6,8 

25 - 34 65 25,9 

35 - 49 115 45,8 
50+ 54 21,5 

LANGUAGE 
ENGLISH 213 84,9 
AFRIKAANS 38 15,1 



EMPLOYMENT 
WORKING 
NOT WORKING 

MARITAL STATUS 
MARRIED 
SINGLE 
WIDOWED/DIVORCED/SEPARATED 

SOCIO ECONOMIC * 
A 

B 

C 

D 

HOUSEHOLD INCOME (PER MONTH) 

UP TO R600 
R600 - R999 
R1 000 - R1 599 
R1 600 - R1 999 
R2 000 - R2 999 
R3 000 - R3 999 
R4 000 - R4 999 
R5 000 + 

FAMILY STATUS 

1. SINGLE YOUTHFUL RESPONDENT 
2. YOUNG MARRIED - NO CHILDREN 
3. MARRIED WITH CHILDREN 
4. OLDER MARRIED - NO CHILDREN 
5. OLDER SOLITARY 
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TOTAL RESPONDENTS 251 
No. % 

116 

135 

193 
17 

41 

35 
107 

93 
16 

No. 

. 9 

7 

25 
40 
58 
56 
37 
19 

13 
7 

155 
51 
25 

46,2 
53,8 

76,9 
6,8 

16,3 

13,9 
42,6 

37,1 
6,4 

% 

3,6 
2,8 

10,0 
15,9 
23,1 
22,3 
14,7 
7,6 

5,2 
2,8 

61,8 
20,3 
9,9 

* An explanation of socio-economic groups is given below for reference: 
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CLASS A - Homes of substantial wealth which for the most part are 
located in the best section of town. 

CLASS B - Families living in well furnished, well kept homes, and in 
cities, may live in the more expensive blocks of flats. 
Although these homes are less pretentious than the "A", they 

are usually found in the better part of town. 

CLASS C - This class includes the largest portion of the families in 
town. These homes, as a rule, will be small single dwellings 

and the moderately priced blocks of flats, well kept and 

reasonably well furnished. 

CLASS D - These are families who may be living in the poorer parts of 
the town and in sub-economic housing schemes. 

The socia-economic rating is determined by taking both the respon­
dent's home and suburb, and the husband's occupation, into considera­
tion. 

5.4.2 The Major Hypothesis: 

It is now possible to analyse the data in terms of the major 
hypothesis which is restated below: 

THE PHARMACIST IS PERCEIVED AS AN OPINION LEADER BY WHITE, 
FEMALE CONSUMERS IN THE JOHANNESBURG METROPOLITAN AREA FOR THE 
PURCHASE OF HEALTH AND BEAUTY AID PRODUCTS. THE PHARMACY 
ASSISTANT IS PERCEIVED AS AN OPINION LEADER BY WHITE, FEMALE 
CONSUMERS IN THE JOHANNESBURG METROPOLITAN AREA FOR THE 
PURCHASE OF HEALTH AND BEAUTY AID PRODUCTS . 
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5.4.2.1 Qualification question: 

TABLE 2 THE NUMBER OF RESPONDENTS WHO HAVE RECENTLY USED HEALTH 
AND BEAUTY AID PRODUCTS 

Q.la In the last 30 days (month) have you used any of the following 
products? 

Headache tablets, capsules and powders 
Toothbrush 
Deodorant - either aerosol, roll - on or stick 
Beauty shampoo such as Flex, Milk Plus 6, 

Sil kience, etc. 

YES -
~Jo • 'l', 

179 71 

246 98 

243 97 

213 85 

NO -
No. 'l', 

72 29 

5 2 

8 3 

38 15 

Q.lb During the last year have you used a sun protection product? 

No. 'l', 

YES 175 70 

NO 76 30 

With reference to Table 2 above, the only relevant observation 
is the hi gh recent usage of each of the health and beauty aid 
products. This is however, not surprising, as the nature of 
the products lend themselves to daily usage for hygiene 
purposes. 
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5. 4.2.2 Usual place of purchase of health and beauty aid products: 

TABLE 3 USUAL PLACE OF PURCHASE OF HEALTH AND BEAUTY AID PRODUCTS: 

Q.2 Please indicate where you usually purchase each of the follow­
ing products. 

PHARMACY 

No. '.t 
Headache remedies 124 50 
Toothbrush 42 17 
Deodorant 36 14 
Beauty Shampoo 31 12 
Sun Protection Products 65 26 

SUPERMARKET , 
CAFE, GENERAL 
DEALER, OTHER 

No. '.t 
113 45 
207 83 
210 84 
201 80 
136 54 

DON'T KNOW/ 
CAN'T 

REMEMBER 

No. '.t 

1 -
- -
1 -
1 -
4 2 

HAVE NEVER 
PURCHASED 

No. % 

12 5 
2 -
4 2 

18 8 
46 18 

Table 3 shows where the respondents normally purchase their health and 
beauty aid products. It is interesting to compare the table above with 
the share that pharmacy holds of the same product categories according 
to the A.C. Nielsen Organisation 1: 

NIELSEN SHARES (OF PHARMACY) 
Headache remedies 

Toothbrushes 
Deodorant 
Beauty Shampoo 
Sun protection products 

'.t SHARE OF VOLUME 
40% 

10'.t 
15% 
15% 
40% 

As expected, the respondents are more likely to buy pharmaceutical/ 
ethical products such as headache remedies at a pharmacy on a regular 
basis. Although not up to the national Nielsen average, sun protec­
tion products are purchased on a proportionately higher basis than the 

other 3 products. The assumption here, is, that because of the nature 
of the product, that is, sun protection, the respondent is more likely 
to require advice for that purpose, than for the purchase of the other 

3 product groups. 
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5.4.2.3 The pharmacist and pharmacy assistant as opinion leader: 

TABLE 4 

The issue regarding whether the pharmacist and/or the 
pharmacy assistant is perceived by the consumer as an opinion 
leader can now be addressed by analysing the data in Appendix 
2 and referring to table 4 below. 

For the sake of consistency, where possible, the difference 

in the position of the pharmacist versus that of the pharmacy 
assistant will be illustrated. 

Section (a) The importance of the pharmacist's and pharmacy 
assistant's advice: 

By referring to Table 4 (questions 6a(i) and 6b(i)) below,it 
is possible to analyse the relative importance of the advice 
of the pharmacist and the pharmacy assistant in the purchase 
of health and beauty aid products. 

THE IMPORTANCE OF THE ADVICE OF THE PHARMACIST AND PHARMACY ASSISTANT 
IN THE PURCHASE DECISION OF HEALTH AND BEAUTY AID PRODUCTS 

Q.6a (i) Supposing you needed advice regarding the purchase of any of 
the following products: Have you ever sought the advice or 
recommendation of a pharmacist for that purchase? 

YES NO 

No. % No. % 

Headache remedies 120 47,B 63 25,1 

Toothbrush 14 5,6 86 34,3 
Deodorant 11 4,4 80 31,9 

Beauty Shampoo 17 16,8 65 25,9 

Sun Protection Products 56 22,3 66 26,3 

CAN'T 
REMEM­

BER 
No. % 

4 1,6 

3 1,2 

4 1,6 
3 1,2 

- -

HAVE NEVER 
PURCHASED IN 
A PHARMACY 

No. % 

64 25,5 
148 59,0 
156 62,2 
166 66,1 

129 51,4 
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Q.6a(iil I f "Yes''', how wi 11 i ngly was the advi ce gi ven? 

Those who have had advice 
from a pharmacist 

Very willing 
Willing 
Reluctant 
Very rel uctant 
Can't remember how willing 

Have not had advice from 
the pharmacist 

HEADACHE 
REMEDIES 

120 

107 
13 

-
-
-

131 

TOOTH­
BRUSH 

14 

12 
2 

-
-
-

237 

SUN PRO­
DEODORANT TECTI ON 

PRODUCTS 

11 56 

10 50 
1 6 

- -
- -
- -

240 195 

BEAUTY 
SHAMPOOS 

17 

13 

2 

1 

-
1 

234 
-

Q.6b (il In the same situation, have you ever sought the advice of 
the pharmacy assistant? 

YES NO 

No. '.t No. 

Headache remedies 56 22,3 122 

Toothbrush 25 10,0 78 

Deodorant 28 11 ,2 72 

Beauty Shampoo 34 13,5 58 

Sun Protection Products 45 17,9 72 

48,6 

31,1 

28,7 

23,1 

28,7 

CAN'T 
REMEM­

BER 
No. '.t 

3 1,2 

- -
- -
1 0,4 

1 0,4 

HAVE NEVER 
PURCHASED IN 
A PHARMACY 

No. '.t 

70 27,9 
148 59,0 

151 60,2 

158 62,9 

133 53,0 
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Q. 6b(ii) If ·Yes·, how willingly was the advice given? 

HEADACHE 
REMEDI ES 

TOOTH­
BRUSH 

SUN PRO­
DEODORANT TECTION 

PRODUCTS 

BEAUTY 
SHAMPOOS 

Those who have had advice 

from a pharmacist 56 25 28 45 

Very willing 42 19 21 38 

Willing 12 6 7 7 
Reluctant - - - -
Very rel uctant - - - -
Can't remember how wi 11 ing 2 - - -
Have not had advice from 

the pharmacy assistant 195 226 223 206 

After analysing the data, the following observations were made: 

(i) A very high proportion of respondents (47,8%) have sought 

the advice of the pharmacist for the purchase of headache 
remedies and by contrast the relative proportion of 

respondents, (22,3%) which have sought the advice of the 

pharmacy assistant is low. In absolute te rms however, 
22,3% can be considered a reasonably high proportion of 

respondents that have sought advice from a pharmacy 

assistant, especially in comparison with other health and 

beauty aid products. 

The data also shows that approximately 1 

would consult a pharmacist and 1 in 4 

consult a pharmacy assistant for the 
headache remedy. 

in 2 persons 

persons would 

purchase of a 

(ii) The degree of advice sought over the range of health and 

beauty aid products reduces for the other 4 products. It 

is significant that for the purchase of the two products 

that are more for daily use, that is, the toothbrush and 

deodorant, the respondent is more likely to ask the advice 

of the pharmacy assistant than the pharmacist. 

34 

24 
9 

-
-
1 

217 
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Tilis is ~robably because of the less technical nature of 

those products, the choi ce of whi ch woul d tend to be ,nore 
subjective. Put another way, this would be termed a low­

involvement purchase which does not require high-invol ve ­

Inent purchase decision making. Hawkins et al state that 
"in a low-involvement purchase, one is not likely to seek 

an opinion leader,,2. This would be where there is a l ow 

degree of perceived risk on the part of the consumer. 

(iii) Point (ii) above tends to support the theory that opinion 

leadership is category specific as the evidence suggests 

that advice is sought to a greater extent in the areas 

such as pharmaceuticals in which the pharmacist is more 

qualified. 

With reference to Table 4 above [question 6a(ii) and 6b(ii)] it 

is important to note the fol1owing : 

( i ) 89% of those receiving advice from a pharmaci st and 75 'to 

receiving advice from a pharmacy assistant about the 

purchase of a headache remedy stated that the advice was 

given very wi 11 ingly. In fact, over a range of 406 

responses only 2 coul d not remember how wil1ing the 

pharmacist was and only 1 thought that the pharmacy 

assistant was reluctant to give advice willingly. Th e 

willingness to give adv i ce is an important characteris­

tic of opinion leadership for which both the phannacist 

and the pharmacy assistant qualify in this case. 
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(ii) No significance can be attached to the other products 

because of the small base of replies. However there was 
a significant response to sun protection products which 

follows the pattern in (i) above, albeit on a base which 

is approximately half the size. This pattern illustrates 

again, that the pharmacist and pharmacy assistant is 

perceived by the consumer to be willing to give advice. 

Section (b) The spontaneous advice of the pharmacist and 

pharmacy assistant: 

In Table 5 below, (questions 7a and 7b) the extent to which the 

pharmacist and pharmacy assistant spontaneously offer advice to 

consumers about their purchases of health and beauty aid 

products is shown. This is another characteristic of opinion 

leadership which was discussed in Chapter 3. 

TABLE 5 THE SPONTANEOUS ADVICE OF THE PHARMACIST AND PHARMACY 

ASSISTANT 

Q.7a When you have been browsing or trying to decide which brand to 

buy, has it been the habit of the pharmacist to offer advice 
for the purchase of the following products without your 

prompting or asking? 

YES 

No. % 

Headache remedies 48 19,1 

Toothbrush 18 7,2 
Deodorant 16 6,4 

Beauty Shampoo 16 6,4 

Sun Protection Products 28 11,2 

NO 

No. % 

189 75,3 

222 88,4 
224 89,2 

225 89,6 

215 85,7 

CAN'T 
REMEM­

BER 

No. % 

14 5,6 

11 4,4 

11 4,4 

10 4,0 

8 3,2 
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Q.7b In the same situation, is it the habit of the pharmacy 

assistant to offer advice for the purchase of the following 

products without your prompting or asking? 

YES 

No. % No. 

Headache remedies 64 25,5 179 
Toothbrush 41 16,3 203 

Deodorant 48 19,1 196 

Beauty Shampoo 56 22,3 189 
Sun Protection Products 54 21,5 192 

NO 

% 

71,3 

81,7 

78,1 
75,3 

76,5 

CAN'T 
REMEM­

BER 

No. % 

B 3,2 

5 2,0 

7 2,8 

6 2,4 

5 2,0 

The following observations were made: 

(il There was a general 
advice offered by both 
assistant. 

low-level incidence of spontaneous 

the pharmacist and the pharmacy 

(ii) The fact that the pharmacy assistant scored higher than 
the pharmacist is attributable to the nature of the 

pharmacy assistant's day to day function where they come 

into contact with the public on a far more frequent basis 

than the pharmacist. This creates greater opportunity for 
offering advice. 

Generally the responses to this section were too low to be 

significant and no conclusion could be drawn from them . 
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Section (c) The heeding of the pharmacist's and pharmacy assistant's 
advi ce: 

Once the consumer has been offered the advice, the key to 
deciding opinion leadership, is the extent to which she heeds 
the advice. Reference is made to Table 6 below (questions 8a 

and 8b). 

TABLE 6 THE HEEDING OF THE PHARMACIST'S AND PHARMACY ASSISTANT'S ADVICE 

Q.8a To what extent do you heed the advice of the pharmacist? 

HEADACHE 
REMEDIES 

TOOTH­
BRUSH 

SUN PRO­
DEODORANT TECTION 

PRODUCTS 
BEAUTY 
SHAMPOOS 

~ % No. % No. % No. % No. % - - - -

Almost always 80 31,9 15 6,0 10 4,0 39 15,5 12 4,8 
Often 26 10,4 3 1,2 3 1,2 13 5,2 4 1,6 
Seldom 13 5,2 3 1;2 3 1,2 8 3,2 6 2,4 
Never 6 2,4 5 2,0 5 2,0 5 2,0 5 2,0 
Have not had advice 

from the pharmacist 126 50,2 225 89,6 230 91,6 186 74,1 224 89,2 

Q.8b To what extent do you heed the advice of the pharmacy assistant? 

HEADACHE 
REMEDIES 

TOOTH SU N PRO- BEAUTY 
- DEODORANT TECTION BRUSH SHAMPOOS PRODUCTS 

~ % No. % No. % No. % No. % - - - - - - - - -

Almost always 25 10,0 17 6,8 13 5,2 20 8,0 17 6,8 
Often 20 8,0 11 4,4 16 6,4 21 8,4 20 8,0 
Seldom 23 9,2 9 3,6 12 4,8 16 6,4 13 5,2 
Never 19 7,6 15 6,0 17 6,8 15 6,0 17 6,8 
Have not had advice from 
the pharmacy assistant 164 65,3 199 79,3 193 76,9 179 71,3 184 73,3 
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The following observations were made: 

( i ) Here too, the only significant, positive responses were 
to the pharmacist's advice on headache remedies and sun 
protection products. For the rest, the majority of the 
respondents had not had advice from the pharmacist (or 
the pharmacy assistant for that matter). 

( i i ) Of the 125 respondents who had received advice on 
headache remedies from the pharmacist, 64% claimed to 
heed the advice, "almost always" . A further 20,8% woul d 
heed the pharmacist's advice "often", making a total of 
84,8% positive responses to the pharmacist's advice. 

(iii) The comparable statistic for sun protection products was 

80% although this was off a lower base of 65 respondents. 

(iv) In the case of the pharmacy assistant, the respondents 

who had received advice were split in their assessment 
of the advice as the table below illustrates : 

Positive Negative 
Headache remedies 51,7 48,3 
Toothbrushes 53,8 46,1 
Deodorant 50,0 50,0 
Sun protection products 56,9 43,1 
Beauty shampoos 55,2 44,8 

where: positive is "almost always" and "often" and negative 
is Iiseldom il and Iineverl'. 

The conclusion in this section is that for those respondents 

who had received advice from a pharmacist, well over 80% 
would heed that advice indicating a high degree of opinion 

leadership. However in the almost 50: 50 situation of the 

pharmacy assistant, it is difficult to come to any definite 

conclusion on opinion leadership . 
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Section (d) Passing on the advice of the pharmacist and 
pharmacy assistant: 

Conclusions in this section are based on the data in Table 7 
below (questions 9A and 9B). 

TABLE 7: THE EXTENT TO WHICH THE ADVICE OF THE PHARMACIST AND 
PHARMACY ASSISTANT IS PASSED ON: 

Q.9a Supposing you were happy with the advice given to you by the 

pharmacist, to what extent would you spontaneously pass that 

advice on to someone else? 

HEADACHE 
REMEDIES 

TOOTH­
BRUSH DEODORANT 

SUN PRO­
TECTION 
PRODUCTS 
No. % 

BEAUTY 
SHAMPOOS 

No. % No. % No. % No. % 

Almost always 53 21,1 11 4,4 7 2,8 31 12,4 13 5,2 
Often 40 15,9 8 3,2 7 2,8 21 8,4 5 2,0 
Sel dom 17 6,8 4 1,6 3 1,2 5 2,0 4 1,6 
Never 15 6,0 3 1,2 4 1,6 8 3,2 5 2,0 
Have never had advice 

from the pharmacist 126 50,2 225 89,6 230 91,6 186 74,1 224 89,2 

Q.9b Supposing you were happy with the advice given to you by the pharmacy 

assistant, to what extent would you spontaneously pass that advice on 
to someone else? 

HEADACHE 
REMEDIES 
No. % 

TOOTH­
BRUSH 

No. % 

DEODORANT 

No. % 

SUN PRO­
TECTION 
PRODUCTS 
No. % 

BEAUTY 
SHAMPOOS 
No. % 

i 
Almost always 20 8,0 15 6,0 14 5,6 16 6,4 17 6,8 : 
Often 28 11,2 11 4,4 14 5,6 25 10,0 22 8 8 I , , 

Seldom 17 6,8 10 4,0 10 4,0 9 3,6 13 5,2 1 
Never 22 8,8 16 6,4 20 8,0 22 8,8 15 6,0 ; , 
Have never had advice from 1 
the pharmacy assistant 164 65,3 199 79,3 193 76,9 179 71,3 184 73,3 



146 

The value ~f advice from opinion leaders can be measured by the 
extent to which that advice is passed spontaneously from one 
consumer to another. This was the crux of questions 9A and 
96. The following observations were made: 

(i) The results were very similar to those of the previous 
section in that in over 80% of those receiving advice, 
the advice from the pharmacist was likely to be passed on 
while, on average, in 50% of the cases, the advice of the 
pharmacy assistant was likely to be passed on. 

(ii) Generally, the consumer (respondent) was less likely to 
pass on advice than to heed the advice herself, but this 
was a marginal difference. 

The pharmacist again qualified as an 
basis while it was again difficult 

opinion leader on this 
to categorically judge the 

position of the pharmacy assistant as opinion leader. 

Section (e) The profile of the pharmacist and pharmacy 
assistant: 

Conclusions in this 
below (Questions 16a 

section 
& b). 

are 
In 

based on the data in Table 8 
this semantic differential 

section, the respondents were asked to rate the pharmacist and 
pharmacy assistant according to several criteria/descriptions. 

The results are also illustrated below in Figures 5.1 and 5.2. 
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TABLE 8 THE PROFILE OF THE PHARMACIST AND PHARMACY ASSISTANT: 

PROFILE OF THE PHARMACIST 

Q.16a In dealings with pharmacists how do you rate them in terms of their 
influence over you and your purchases of health and beauty aids? 

I nfl uenti a 1 56 56 43 26 13 19 38 No i nfl uence 

Knowledgeable in Not knowledgeable in 
health matters 127 69 35 15 3 1 1 health matters 

Professionally Professionally 
up-to-date 136 67 31 12 2 3 0 behind times 

Efficient 141 71 21 15 2 0 1 Inefficient 

We 11 informed in Badly informed in 
general matters 107 70 35 35 1 1 2 general matters 

Knowledgeable in Not knowledgeable in 
beauty matter s 22 50 47 86 11 19 16 beauty matters 

PROFILE OF THE PHARMACY ASSISTANT 

Q.16b In dealings with pharmacy assistants how do you rate them in terms 
of their i nfl uence ove r you and your purchases of health and beauty 
aids/ 

Infl uential 27 40 40 51 23 23 47 No influence 

Knowledgeable in Not knowledgeable in 
health matters 30 28 62 56 26 22 27 health matters 

Professionally Professionally 
up-to-date 44 56 55 65 16 B 7 behind times 

Effi ci ent 91 69 48 29 10 2 2 Inefficient 

We 11 informed in Badly informed in 
general matters 46 65 51 65 10 7 7 general matters 

Knowledgeable in Not knowledgeable in 
beauty matter s 47 72 53 56 8 8 7 beauty matter s 
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FIGURE 5.1 THE PROFILE OF THE PHARMACIST: 
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FIGURE 5.2 THE PROFILE OF THE PHARMACY ASSISTANT: 
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From Figures 5.1 and 5.2 and Table 8, the following observa­

tions were made: 

TABLE 9 

(il There was an extraordinarily high rating for the 
pharmacist where the "extremely" positive description 

achieved the highest score by a wide margin in almost · 
every category. The exception was the "knowledge in 
beauty matters" category, which while was positive in 

total, had the highest number of responses in the 
"indifference" description category. 

(iil The pharmacy assistant also received an extremely 

positive rating, although not to the extent of the 
pharmacist. Of significance was the high rating for the 

efficiency and knowledge of beauty and general matters 

categories which achieved the highest scores in the 
"extremely" or "very" description categories. 

Both the pharmacist and pharmacy assistant qualify as opinion 

leaders based on the evidence in this section by virtue of 

the above evidence. 

Section (fl The image of the pharmacist and pharmacy 

assistant: 

The conclusions in this section are based on the data in 

Table 9 below (Question 171 

LIKERT SCALING : THE IMAGE OF THE PHARMACIST AND PHARMACY ASSISTANT AS 

ADVISOR OR STOREKEEPER/COUNTER ASSISTANT 

Q.17 I am going to read some statements to you. Please indicate how 

much you agree with the statements. 
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NEITHER 
STRONGLY AGREE NOR STRONGLY 
DISAGREE DISAGREE DISAGREE AGREE AGREE 

.. _-- _._ .. .. .. . . - ---_ .... --- --- _ . ~.- -.- .----------_ .. "." .. -.--
No. % No. % No. % No. % No. 

The pharmacist gives 

sound advice that can 

be relied upon 7 2,8 3 1,2 17 6,8 132 52,6 92 

The pharmacist is no more 
than a storekeeper 132 52,6 99 39,4 7 2,8 12 4,8 1 

The pharmacy assistant 

gives sound advi ce that 
can be relied upon 8 3,2 31 12,4 98 39,0 94 37,5 20 

The pharmacy assistant 

is no more than a 

counter assistant 22 8,8 99 39,4 41 16,3 80 31 , 9 

--------_ .. .• . _--- - ----- . . _----_._----_ .. 

From this table, the following observations were made: 

(i) The pharmacist clearly has a sound credibility with the 

respondents with only 4% doubting the soundness of his 
advice. There was a strong objection to the notion that 

the pharmacist was "no more than a storekeeper" with 52,6% 

"strongly disagreeing" and 39,4% "disagreeing" making a 

total of 92%. 

(ii) The pharmacy assistant did not rate as highly as the 

pharmacist but in total achieved a high rating on sound 

advice with a total of 45,4% positive and 39,0% indif­

ferent leaving only 15,6% of the respondents doubting the 

advice of the pharmacy assistants. The respondents also 

objected by a total of 48,2% that the pharmacy assistant 

was "no more than a counter assistant". However, the 

number that agreed, plus those that strongly agreed with 

this was much closer at 35,5%. 

9 

% 

36,6 

0,4 

7,9 

3,6 
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The respondents valued the advice of both the pharmacist and 

the pharmacy assistant and saw them both as more than store­
keepers and counter assistants although the weight of support 
was overwhelmingly beh i nd the pharmacist. 

Section (g) The ideal person for advice: 

The conclusions in this section are based on the data in Table 
10 below (Question 11). The respondents were asked to nominate 
the ideal person to whom they would turn for advice regarding 
the purchase of the health and beauty aid products. 

TABLE 10 

THE IDEAL PERSON FOR ADVICE ON THE PURCHASE OF HEALTH AND BEAUTY AID PRODUCTS 

Q.11 Who is the ideal person to whom you would turn ·for advice regarding the 
purchase of each of the following products? 

SUN 
HEADACHE TOOTHBRUSH DEODORANT PROTECTION BEAUTY TOTAL 
REMEDIES PRODUCTS SHAMPOOS 

No. '.t No. '.t No . '.t No. '.t No . '.t No . - - - - - - - - - - -
Doctor 124 49,4 - - 4 1,6 24 9,6 1 0,4 153 
Pharmacist 113 45,0 25 10,0 40 16,0 93 37,1 35 13 ,9 306 
Pharmacy Assistant 1 0,4 10 4,0 22 8,8 19 7,6 21 8,4 73 
Beauty Consultant 
in Pharmacy - - - - 4 1,6 2 0,8 6 2,4 10 

Friend/ Member of 
Family 2 0,8 5 2,0 38 15,1 20 8,0 13 5,2 78 
Dermatologist - - - - 5 2,0 19 7,6 - - 24 

Dentist - - 155 61,8 - - - - 2 0,8 157 
Hairdresser - - - - - - - - 80 33,1 80 
Working Colleague - - - - 1 0,4 1 0,4 - - 2 

Other Beauty 
Consultants - - - - - - - - - - -

, , 
-

12 , 
24 , 
5, 

° 
6. 

1 
12 
6. 

° 
-
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SUN 
HEADACHE TOOTHBRUSH DEODORANT PROTECTION BEAUTY TOTAL 
REMEDIES PRODUCTS SHAMPOOS 

No. % No. % No. % No. % No. % 

Other (Specify) 
No-one 9 3,6 52 20,7 127 50,6 54 21,5 83 33,1 

Would Never Buy 2 0,8 2 0,8 1 0,4 10 4,0 1 0,4 

Advertising - - 2 0,8 1 0,4 2 0,8 2 0,8 

Other Beauty 

Consultants - - - - 8 3,2 7 2,8 4 1,6 

From the responses shown in Table 10, the following observa­

tions were made: 

(i) In terms of total responses, the pharmacist aChieved the 

highest scores (24,5%) with particular significance in 
the headache remedy (49,4%) and sun protection (37,1%) 

categories . In the latter case, it is especially 

significant to note that the pharmacist was rated ahead 

of the dermatologist for advice on sun protection 

products. This is probably attributable to the overall 

availability and accessibility of the pharmacist versus 
the other options. This is an important characteristic 

of opinion leadership which was discussed in Chapter 3. 

(ii) The pharmacy assistant did not fare too well in this 

rating overall with only 5,8% of the total responses. 

However this is because of the respondents having the 
choice of more qualified options such as doctors, 

pharmacists and dermatologists. 

The position of the pharmacist in this section is clearly one 

of opinion leader and while the pharmacy assistant achieved 
support for the sun protection, deodorant and beauty shampoo 

categories, they did not enjoy general appeal. 

No. % 
, , 

325 26,0 
16 1,3 

7 0,6 ' 

19 1,5 
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The data concerning the major hypothesis is thus analysed and 

presented and the conclusions appear in section 5.5, towards 

the end of this chapter. 

5.4.3 The secondary hypothesis: 

5.4.3.1 

It is now possible to analyse the data in terms of the second­
ary hypotheses which are restated here for easy reference: 

1. PURCHASES OF HEALTH AND BEAUTY AID PRODUCTS IN A PHARMACY 
ARE UNRELATED TO TIME FACTORS, THAT IS, PHARMACY IS NOT 
CHOSEN AS A PURCHASE POINT AS A TIME SAVING MEASURE. 

2. PURCHASES OF HEALTH AND BEAUTY AID PRODUCTS IN A PHARMACY 
ARE UNRELATED TO ECONOMIC FACTORS, THAT IS, A PHARMACY IS 
NOT CHOSEN AS A PURCHASE POINT IN ORDER TO SAVE MONEY . 

3. THE WHITE FEMALE CONSUMER IN THE JOHANNESBURG METROPOLITAN 
AREA IS MORE LIKELY TO CONSULT A PHARMACIST OR A PHARMACY 
ASSISTANT ABOUT THE PURCHASE OF PRODUCTS THAT ARE 
PROFESSIONAL OR ETHICAL IN NATURE AS OPPOSED TO THOSE 
WHICH ARE OF A DAILY HYGIENE NATURE. 

The importance of the reasons for purchasing health and 

beauty aid products in a pharmacy: 

The conclusions in this section are based on the data in 

Tables 11 and 12 below (Questions 3 & 5). The respondents 
were asked to state their reasons in order of importance 

for purchasing the health and beauty aid products in a 
pharmacy. 



TABLE 11 THE IMPORTANCE OF THE REASONS FOR PURCHASING HEALTH AND BEAUTY AID PRODUCTS IN A PHARMACY 

Q.3 RESULTS ARE EXPRESSED IN TOTAL MENTIONS: 

Recommendation of a friend/family 
Availability of professional advice 

Low cost 
Convenient location 
One-stop shopping 
Advertising by pharmacy 
Professional products should be 

bought from professional outlets 

Availability of credit 
Delivery facilities 
Don't know/Can't remember 

Have never purchased in a pharmacy 

Other (Please specify) 
Only available at pharmacy 

All Other 

HEADACHE 
REMEDIES 
No. % 

2 0,8 
64 25,5 
8 3,2 

83 33,1 
22 8,8 
2 0,8 

56 22,3 
26 10,4 

31 12,4 

8 3,2 

- -

4 1,6 

50 19,9 

TOOTH-
BRUSH 

No. - % 

3 1,2 
15 6,0 
5 2,0 

50 19,9 
25 10,0 
2 0,8 

10 4,0 
18 7,2 
18 7,2 

12 4,8 
151 45,5 

- -
23 9,2 

' . 
'SUN PRO- BEAUTY GRAND DEODORANT TECTION SHAMPOOS TOTAL PRODUCTS 

No. % No. % No. % No. % 

3 1,2 3 1,2 4 1,6 15 o 8 . , : 

10 4,0 30 12,2 18 7,2 137 7,8 

6 2,4 4 1,6 6 2,4 29 1,6 

47 18,7 54 21,5 46 18,3 280 15,9 

21 8,4 18 7,2 16 6,4 102 5,8 

5 2,0 5 2,0 4 1,6 18 1,0 

3 1,2 23 9,2 10 4,0 102 5,8 

20 8,0 17 6,8 18 7,2 99 5,6 

16 6,4 17 6,8 13 5,2 95 5,4 

11 4,4 9 3,6 9 3,6 49 2,8 

160 49,2 141 40,2 171 52,6 696 39,6 

2 0,8 4 1,6 - - 10 0,6 

21 8,4 23 9,2 10 4,0 127 7,2 

I--' 
U1 ... 



TABLE 12 

RANKIlJG QUESTION - IMPORTANCE OF OTHER OUTLETS AS A PURCHASE POINT: 

RESULTS ARE EXPRESSED IN TOTAL MENTIONS : 

Recommendation of a friend/family 
Availability of professional advice 
Low cost 

Convenient location 
One-stop shopping 
Advertising by pharmacy 
Professional products should be 

bought from professional outlets 

Availability of credit 
Delivery facilities 
Don't know/Can't remember 

Have never purchased in a pharmacy 

Other (Please specify) 
Only available at pharmacy 

All Other 

HEADACHE 
REMEDIES 

TOOTH­
BRUSH 

SUN PRO­
DEODORANT TECTION 

PRODUCTS 
No. % No . % No. % No. % 

2 0,8 3 1,2 3 1,2 3 1,2 
64 25,5 15 6,0 10 4,0 30 12,2 

8 3,2 5 2,0 6 2,4 4 1,6 

83 33,1 50 19,9 47 18,7 54 21,5 
22 8,8 25 10,0 21 8,4 18 7,2 

2 0,8 2 0,8 5 2,0 5 2,0 

56 22,3 10 4,0 3 1,2 23 9,2 
26 10,4 18 7,2 20 8,0 17 6,8 

31 12,4 18 7,2 16 6,4 17 6,8 
8 3,2 12 4,8 11 4,4 9 3,6 

- - 151 45,5 160 49,2 141 40,2 

4 1,6 - - 2 0,8 4 1,6 
50 19,9 23 9,2 21 8,4 23 9,2 

- -~ 

BEAUTY GRAND 
SHAMPOOS TOTAL 
No. % No. % 

4 1,6 15 0,8 
18 7,2 137 7,8 
6 2,4 29 1,6 

46 18,3 280 15,9 

16 6,4 102 5,8 

4 1,6 18 I,D 

10 4,0 102 5,8 
18 7,2 99 5,6 
13 5,2 95 5,4 
9 3,6 49 2,8 

171 52,6 696 39,6 

- - 10 0,6 
10 4,0 127 7,2 

! ..... 
01 
01 
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From the ' data in Tables 11 and 12, the following observations 

were made: 

(il The main reason for purchasing health and beauty aid 

( i il 

products in 
with a share 

a pharmacy was 
of total responses 

the 
of 

"convenient location" 
15,9%. 

added to 
convenience 

the "one stop shopping" share of 
factor a total share of 

Thi s, when 
5,8% gave the 
21,7%. The 

"avai 1 abil ity of 
products should be 

professional advice" and "professional 
bought from professional outlets" 

achieved a total share of 13,5%. 

"Low cost" was not a popular reason for shopping in a 
pharmacy with only a total share of 1,6%. This was 
confirmed in Table 4 where the main reason for 
switching outlets was for one of "cheaper pri ces" • 

This, significantly, was ahead of "one stop shopping". 

The conclusions ~hat can be drawn from this section are that 
contrary to the first secondary hypothesis, the respondents 
appeared to use the pharmacy to purchase their health and 
beauty aid products because of the convenient location and 
~=--'~ 

one stop shopping. At the same time, it was confirmed that 
the pharmacy was not used as a purchase point to save money. 
This confirmed the second secondary hypothesis. 

5.4.3.2 Professional and ethical products : 

stated that 
advice of 

the 
the 

In the third secondary hypothesis, it was 
respondent was more 1 ike1y to ask the 
pharmacist or pharmacy assistant, where that purchase was of 

order to test this a professional and ethical nature. In 
secondary hypothesis, an analysis was made of the data in 
Table 5 (Questions 6a(il and 6b(ill which appeared previously 
in Section 5.4.2.3 (subsection (all. 
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The following observations were made: 

(i) There was a definite tendency for the respondents to seek 
advice from the pharmacist on a larger scale for headache 
remedies (47,8%) and sun protection products (22,3%) than 

the other products such as toothbrushes (5,6%), deodorants 

(4,4%) and beauty shampoos (16,8%). 

(ii) The same trend occurred with the pharmacy assistant 

although the difference between the product groups was 

smaller as illustrated below: 

Headache remedies 

Sun protection products 
Beauty shampoos 

Deodorants 

Toothbrushes 

22,3% 

17,9% 

13,5% 

11,2% 

10,0% 

It can be concluded therefore that, based on the evidence in 

this section, the third secondary hypothesis has been proved. 

5.4.4 Additional evidence: 

As an aid to drawing the final conclusions the following 

sections were based on various tables. 

Section (a) The profile of the pharmacy: 

This section is based on table 13 below (Question 15). In 

this section the image and profile of the pharmacy in the 

eyes of the respondents was determined by the use of semantic 

differential. The following observations were made: 
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TABLE 13 

SEMANTIC DIFFERENTIAL SECTION PROFILE OF THE PHARMACY 

Q.15 How do you perceive condi ti ons in a pharmacy? 

Friendly/courteous 147 63 25 11 3 1 1 Unfriendly/discourteous 
Competitively priced 20 24 26 41 44 47 49 Expensive products 

Personal attention 125 58 25 26 5 7 5 Self service 
Accessible 116 67 32 20 6 6 4 Inaccessible 
Specialist 96 67 36 36 5 5 6 General dealer 

(i) In general the pharmacy has an extremely attractive image 
with the exception of pricing where the respondents 
perceived the pharmacy to sell "expensive products". Of 
greatest significance was that 50% of respondents rated 
the pharmacy as offering "extremely personal attention" 
whil e a further 33% rated the pharmacy either "very 
personal" or "personal". This is significant ,in the 
overall assessment of opinion leadership in pharmacy 
because of the personal attention and availability of 
information which would encourage consumers to seek 
information in the pharmacy to reduce perceived risk about 
purchases of health and beauty aid products. 

(ii) The respondents saw pharmacy as a "specialist outlet" and 
not a "general deal er outl et" by a si gnifi cant margi n. 

This too contributes to the overall image of pharmacy 

containing expertise that does not exist in other 
outlets. The accessibility of the pharmacy also rated 
very highly, this being another important characteristic 
of opinion leadership. 



159 

Section (b) Information booths in supermarkets: 

The conclusions in this section are based on the data in 
Table 14 below (Question 12) 

TABLE 14 

INFORMATION BOOTHS IN SUPERMARKETS 

Q.12 Do you see the need for a manned information booth in the 
supermarket to provide information regarding products in the 
health and beauty aid category {i.e. similar to the products we 

have listed above? 

No. 
YES 113 45,0 -
NO 99 39,4 -
INDIFFERENT 39 15,5 

The following observation was made: 

Although more respondents 
booth for information on 

(45,O%) agreed that an information 
health and beauty aid products in 

supermarkets was a good idea, the margin was not large. This 
appears to indicate that shoppers in supermarkets have probably 

decided on their purchases and there was not a high level of 
interest in having information available. 

It could be concluded that the respondents are likely to look 
elsewhere for advice when necessary. 
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Section (cl The training of demonstrator ladies in supermarkets : 

The conclusions in this section are based on the data in Table 

15 below (Question 13) 

TABLE 15 

THE TRAINING OF DEMONSTRATOR LADIES IN SUPERMARKETS 

Q.13 You have probably already seen the ladi es in supermarkets who 
act as demonstrators for various companies' brands, and who 

hand out samples and coupons. Do you believe that if these 

ladies were trained correctly, you would ask their advice 

regarding the purchase of the following products? 

YES NO INDIFFERENT 

No . % No . % No. % 

Headache Remedies 124 49,4 99 39,4 28 11,2 

Toothbrush 137 54,6 86 34,3 28 11,2 

Deodorant 139 55,4 78 31,1 34 13,5 

Beauty Shampoo 149 59,4 71 28,3 31 12,4 

Sun Protection Pr oducts 136 54,2 81 32,3 34 13,5 

The following observation was made : 

(il The results were similar to the previous section but there 
was a variance in the responses to the different product 
groups. The respondents felt that the demonstrator ladies 
could perform a useful advisory role as follows : 

Beauty shampoos 
Deodor ants 

Toothbrushes 
Sun protection products 

Headache remedies 

59,4% 
55,4% 

54,6% 
54,2% 

49,4% 
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This tends to confirm the conclusion that the more ethical the 
product, the more likely the respondent would be to seek more 

professional or qualified advice elsewhere . 

Section (d) Where new brands are purchased: 

The conclusions in this section are based on the data in Table 
16 below (Question 14). In this section the respondents were 
asked to nominate the outlet they would choose if · it were 
necessary to choose a new brand of the health and beauty aid 
pr oducts. 

TABLE 16 

WHERE NEW BRANDS DF HEALTH AND BEAUTY AID PRODUCTS ARE PURCHASED 

Q.14 Suppose you develop a problem with your regular brand of the 
following products. Where are you more likely to go to purchase 
a new br and? 

PHARMACY 

No. % 

Headache Remedies 164 65,3 
Toothbrush 79 31,5 
Deodorant 72 28,7 
Beauty Shampoo 74 29,5 
Sun Protection Products 107 42,6 

The following observation was made: 

SUPERMARKET 
CAFE, GENERAL 

DEALERS 

No. % 

64 25,5 
146 58,2 
147 58,6 
141 56,2 

99 39,4 

INDIFFERENT 

No. % 

23 9,2 
26 10,4 
32 12,7 
36 14,3 
45 17,9 

(i) Here again the ethical/professional products achieved the 
highest scores in pharmacy with headache remedies 65,3% 

and sun protection products 42,6%. The other product 
groups all achieved their highest scores in supermarkets: 

Toothbrushes 58,2%, Deodorants 58,6% and Beauty shampoos 

56,2%. 
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- CHAPTER 6 

THE CONCLUSIONS AND IMPLICATIONS OF THE RESEARCH PROGRAMME 

6.1 THE FINAL CONCLUSIONS: 

Having analysed and discussed the results of the research, 
possible to make the final conclusions. 

6.1.1 The major hypothesis: 

6.1.1.1 The pharmacist: 

The empirical evidence suggests an 
perception of the pharmacist as an 
respondents. This is particularly 
recommendation of professional and 
pharmacist qualifies 
empi ri cal evi dence 

as an opinion 
discussed in 

overwhelmingly positive 
opinion leader by the 
significant in the 

ethical products. The 
leader based on the 

detail in the previous 
sections. This is according to the following characteristics: 

0) 

(2) 

(3) 

(4) 

( 5) 

( 6) 

He is accustomed to being asked advice 
beauty aid products. 
He is perceived to be well qualified. 
His advice is heeded by the majority of 
He willingly gives advice. 
The respondent is likely to pass on 
consumers. 
The pharmacist is 
able, efficient, 

perceived to be 
professionally 

influential. 

about health and 

respondents. 

his advice to other 

extremely knowledg-
up-to-date and 

(7) The pharmacist is rated as the ideal person from whom to 
ask advice for the purchase of health and beauty aid 
products . 

(8) The pharmacist is perceived to be accessible to the 
general publ ic. 

It is concluded therefore, that the pharmacist qualifies as an 
opinion leader with the only reservation being the extent of 
his influence that is the extent of opinion leadership overlap 
over the health and beauty aid products is limited. 
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6. 1.1.2 The pharmacy assistant: 

The position of the pharmacy assistant is not as clear as that 
of the pharmacist. On the positive side, the respondents had 

the following perceptions: 

( 1) A reasonably 
sought advice 

high proportion of respondents (22,3%) 
from the pharmacy assistant for the 

purchase of headache remedies. 
(2) The pharmacy assistant rated relatively higher than the 

pharmacist on product groups such as toothbrushes and 
deodorants. 

(3) 

(4) 

( 5) 

( 6) 

The pharmacy assistant is extremely accessible. 
The pharmacy assistant willingly gives advice. 

The pharmacy assistant is 
efficient, well informed and 

The respondent's perception 

perceived to be knowledgable, 

professionally up-to-date . 

was that the pharmacy 
assistant's advice was generally sound. 

(7) The pharmacy assistant spontaneously offers advice on 

health and beauty aid product purchases. 

However, the following perceptions by the respondents require 
further comment before concluding whether the pharmacy 

assistant qualifies as an opinion leader: 

( 1) The respondents were spl it in their heeding and passing 
on of the pharmacy assistant's advice. 

(2) The pharmacy assistant did not achieve a hi gh score as 
the ideal person from whom the respondents would seek 
advice . 

In the case of the latter point, it must be conceded that the 
respondents would be more likely to consult a more qualified 

person such as the pharmacist or a doctor, given that the 

ideal situation exists, where these persons were easily 

accessible. The fact that these professions were chosen ahead 

of the pharmacy assistant does not rule them out as opinion 
1 eaders. 
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In the case of (1) above the pharmacy assistant did not rate 
as well as the pharmacist but in absolute terms the respon­

dents who received advice from a pharmacy assistant would heed 

the advice or pass it on, in 50% of occasions. Based on this 
and the evidence in the previous sections, it is concluded 

that the empirical evidence weighs in favour of the pharmacy 

assistant being regarded as an opinion leader. The fact that 
the pharmacy assistant is very accessible and available to the 

general public contributes significantly to this conclusion. 
In addition, the overall positive perception of the pharmacy 

by the respondents must further contribute to this conclusion 

as the pharmacy assistant has a vital role to play in the 

setting of the tone and thus the resultant image of the 
pharmacy in the eyes of the consumer. 

It is submitted therefore, that the major hypothesis has been 
proved. 

6.1.2 The secondary hypotheses: 

The conclusions regarding the secondary hypotheses were drawn 
in the discussion of the results and are summarised below: 

1. It was disproved in Section 5.4.3.1 that purchases of 

health and beauty aid products in a a pharmacy are 

unrelated to time factors as the pharmacy had been chosen 
by the maj ori ty of respondents because of "conveni ent 
location" and "one stop shopping". 

2. It was proved in Section 5.4.3.1 that purchases of health 

and beauty aid products in a pharmacy were unrelated to 

economic factors as the respondent considered the 
pharmacy to be expensive in comparison to food stores 

etc., where they shopped for "cheaper prices". 
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3. It was proved in Section 5.4.3.2 that the white, female 

consumer in 

1 i kely to seek 

the · Johannesburg 

advice from the 

Metropolitan Area was more 

pharmacist or pharmacy 

assistant about professional or ethical products than 
those of daily hygiene nature, as it was illustrated that 

advice for headache remedies and sun protection products 

was sought more readily than the other product categories. 

The overriding conclusion is that the pharmacist and pharmacy 

assistant are important marketing tools to the firm. This 

conclusiton is underlined by Meyer and Vassilatos who came to 
a similar conclusion in their study (but from the pharmacist's 

point of view). 

"The retail pharmacist has not yet realized the 
full extent of, or achi eved to full capacity, hi s 
professional role. Inadequate communication and 
some misconceptions on the part of the public seem 
to be strong contributing factors to full profes­
sional Dotential of the pharmacist not being 
tapped."l 

In view of this study and the importance of both the pharma­
cist and pharmacy assistant in the eyes of the consumer, the 

marketers of health and beauty aid products would be well 
advised to ensure that their products are well known by the 

pharmacist and pharmacy assistant. 

6.2 IMPLICATIONS OF THE RESEARCH: 

The discussion of the implications of the research is 

divided into: 

(a) The implications to the marketer 

(b) The implications to the pharmacist 
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(a) The implications to the marketer: 

(il 

The research poses some interesting implications to the 

marketing organisation which markets products to the 

consumer through the pharmacist. These are summarised as 

foll ows: 

Most marketing organisations 
and potentially powerful force 

are neglecting an important 

in the dissemination of 

good product information about their products by not 

making the pharmacist aware of their brands and keeping 

the pharmacist up-to-date. 

(ii) An opportunity exists to make greater use of the pharmacy 
assistant in the dissemination of product information by 

keeping the pharmacy assistant aware and updated on 
relevant product information. 

(iii) An opportunity exists to stimulate the opinion leadership 

position of the 
tacitly endorse 

pharmacist can 

pharmacist about 

pharmacist 

products 

tell you 

" 

by 

with 
more 

using the pharmacist to 

slogans such as, "Your 
about ••• " and, "Ask your 

(iv) Based on the evidence in the research, consideration 

should be given to selling analgesics and sun protection 

products on a "pharmacy-only" basis even where a wider 

( v) 

distribution in food stores is possible. This is to 

capitalise on the consumer's habit to ask advice from the 

pharmacist for these two product categories. 

An opportunity exists to position the pharmacy assistant 

as a beauty and daily hygi ene consultant. This is 
because the consumer both respects the advice of the 
pharmacy assistant and tends to seek advice on these 

product categories. 
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(vi) Greater use can be made of journals which advertise to 

assistants, to communicate pharmacists and pharmacy 

product information. 

(vii) Demonstrator ladies do not represent a significant 

opportunity to provide the consumer with advice and/or 

product information. 

(viii) The supermarket remains an important distribution outlet 
particularly for products where there is little perceived 

risk in the purchase decision. This applies to products 
of a daily hygiene nature such as beauty shampoos and 

toothbrushes. 

(b) The implications to the pharmaCist: 

(il If the pharmacist is unsure of his role as "junior 

doctor" or "storekeeper,,2, this research confirms the 

value the consumer places in the pharmacist as opinion 

leader. 

(ii) The pharmaCist needs to capitalise on that strength and 

encourage the consumer to visit him for advice . This 

will create additional traffic through the pharmacy. 

( i i il The pharmacist could exploit the perception by the 

consumer of the value of the advice of the pharmacy 

assistant. This could be done by ensuring a high calibre 

of staff which is highly trained 
will encourage customers to come 

advice from the pharmacy assistants 
more traffic through the pharmacy. 

and motivated. This 
to the pharmacy for 

and thereby create 

(iv) The pharmacist needs to dispel the perception that the 

pharmacy is an expensive place in which to shop. 
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(v) The pharmacist could make a feature of his convenience 

( vi) 

(vi i) 

services such as 
deliveries. This needs 
in a creative manner. 

location, credit facilities and 
to be communicated to the consumer 

The pharmacist needs to capitalise on his role as health 
care advisor and his accessi bi 1 i ty by continuing 
spontaneously to provide medical and health care advice 
to his customers. This is against a trend where the 
pharmacist is tending to withdraw from the front of the 
pharmacy into the dispensary. It is vital to the 
continuing existence of pharmacy that the pharmacist 
remains accessible to the public. 

In addition to (vi) above, the pharmacist shoul d 
encourage the consumer to seek his advi ce by dealing 
with questions and enquiries courteously and in a helpful 
manner. This basic principle is often overlooked 
currently, as the pharmacist is tending to treat 
questions as "nuisance value" and time wasti ng. 

(viii) In terms of the profile of the pharmacy, the pharmacist 

would be best advised to ensure that a friendly, 

courteous and personal attention image of his store is 
retained and exploited. Current media campaigns such as 

"Your pharmacist can help" and "Your pharmacy is where 

you can get help" are going a long way to achieving this 
objective. 

6.3 DIRECTION FOR FURTHER RESEARCH: 

The fact that pharmacists and pharmacy assistants are 

perceived as opinion leaders in the purchase decision of 

~h~e~a~lt~h~~a~n~d~b~e~a~u~t~y~a~i~d products opens up the following 
directions for further research: 
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(a) To establish a correlation between pharmacists who adopt 

a liberal advisory attitude and service in their 
pharmacies and the commercial success of that pharmacy. 

(b) To establish the extent to which the consumer will switch 
from the pharmacy to purchasing in a supermarket after 

receiving advice 

assistant. 

from the pharmacist or pharmacy 

(c) To examine the future role of the pharmacy in the light 

of increasing medical costs and on the other hand, 
increasing competition from the supermarkets. 

(d) To determine the extent to which the accessibility of the 

pharmacist is being affected by the increasing practice 
to withdraw into the dispensary. 
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QUESTIONNA IRE 

lXS 185/5 Q."'. 1 6 1 1 1 1 1 
;>GZ [A.~:AGE ! ""RKIX WIDJl>EQ/ SO:: I o-a:c!-l:M!S 

~ WJRKIX MARRIED SINGLE DlVOOC.:.tV 
18- 24 25- 34 135- -19 50 ... ~G .. / 0l'HUI. AFR. / BJ'IH SEPARATED A 3 1 Cl 
7-1 2 

1 
3 4 8- 1 2 9- 1 2 10- 1 2 3 11- 21 31 

Good mornin9/ai~noonlevening. My none is and I ~rk Eo r DSA, an int.ernational ~rket rte sear::h 
Ccr.pany.. he have Cee.'1 c::mn.issioned to concil..:cc a survey to a:isess t.'1e degree of inilueoce exerted by be Pla='.acist 
and P1aodC/ assistant:. on conSlmE;r purchases ·of .a grou~ of heal:.'l care and t:eauty produ:::-ts. Pl~se may I cal.:< to tl'le 
person res~nsi!:Jle for p.lrchasing toile tries and heal~" care pl:"odocts .. 

• GoeimlOre!-midci:!g/ -raand. My naam is en ek 'NeCk vir IMSA, 'n interrasionale 
:-a.r:ma vo rsi:1gsnaa t.s ka P!?I .. Ons i s gevra an 'n Opra.Ire te maak. an die mate van invlced te skat wat uitgeoe.fen word eeu: 
die apt.e.<er en apt-o.ek- assistent ap inkopies van verbruikers van ' n groep van gesond'leids- en sJcDonheidsprc:xiu;cr;2: .. l'dg 
ek assecl.i ef :net die persoon praat wat verant"o'ICIOrdeH k is vir die aanJcoop van toiletgeri e<oo'e en gesondle idsprcduk:.e. 

m.."fE : mTE: 

ADCRESS: INl"rnVI EIlER: 00. I I I 
aro:KED, 

Ei\CK-an:x:KED: 

W/ O, 

~ONE: ( mY) 

(NIGiT) -

NUnI::er of adults in house.~old . CJ 12 
• Aantal volwassenes in die huishoudinq . 

N~ of children in household. 
(AG<S 18 CR LESS . LIVIl'G AT .8CMB) I I 13 

• Aant:al kinders in die huishoudinq. 

N;eS of children in household. 
• CuC.ercD:me van idnde.rs in die huishouding. 

2 years and younger 
• 2 jaar en jonger 14-l 

- 3 - 5 2 
6 - 9 3 
10 - 12 4 

13 - 15 5 

16 - 18 6 

1 

0 

4 

Cc:u;:a.tion of head of household . 
15-16 CD • 2eroep van die hoof van die huishouding . 

-

I . 

I 

·1 
I , 

I 
i 

I 
I 

1 
I 

I 

I 

I 
I 

I 
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sm;C\RD " 
. 

O.l.a In t.":.e last. 30 days (lront..') have' jIOU used any of the followi.l'lg prooucts? 

• Gedu:rende die afgelope -30 Cae (naandl het u enige van die volgende produkt.e ge.bruik? 

YES 00 
.JA • NEE 

Headache . tablets, capsules and~s 
17-Y X • Hoo.f9YTl tablette, l<a.psu.les en p::eiers 

Tcothhr\lsh 
• TanCel::ccse1 1 2 

Decxbrant - ei~,er aerosol, r011-on or stick. 

• Decxbrant - of aerosol, aanrol of stiffie 4 5 

Be:tuty shaap::o 5ud1 as ?lex, Milk plus 6, SUkience, etc. 
• sJ<oonheidssjanp:::e soos Flex, Milk Plus 6, Sillience, ens. 7 8 

O.lb D.lring the last year have you used a sun protection prodoct? 

• Bet. u gedureJ'.ee die afgelo~ jaar I n son!:es~ddel gebruik? 

YES 
.JA 20-1 

NJ 
• NEE 2 

~5 "ro'S" ME 
~ 11: 0.2 .. . 

S!!ai CARD " Q.2 Please indicate lo1here you uswlly p.n-chase eadl of the following prcdu::ts. 

• I:ui asseblief aa.n waar u gewoonlik elk: van die 1"Ulgende produkte aanl<cop. 

SUPER-iA.RKET , OON'T FJUOI 
CM"E, GENERAL (7IN'T HAVE NEVER 

mA!W.CY DEAlER, ornER REMEMBER P~ClASED 

• APmEK • SUPERMARK, • WEE!' NIEI • BET N::G 
FAFEE, M.GEMENE RA.N NIE NOOIT AAN-
8l\NllEIAAR, IU'IrER ONrnCO NIB GEKrXlP NIE 

Headache remedies 
• HoofpyrmidCels 2l-Y X 0 1 

Toothbrush 
• Tandei::orsel 2 3 4 5 

re:xhrant 6 7 8 9 

Eeeuty Sharrpxl 
22-Y • Skoonheidsjanpoe X 0 1 

Sun Protection Produ::ts 

• SonteskernmidCels 2 3 4 5 

SHa<C\RD A 
Q.Ja If you usually or have ever p,rrchased the following prcxiucts in a [:har:nacy I what is the main reason why you have 

plt"chased ••••••• in a p"am\acy? 

• As u gewoonlik of coit die volgende. produkte by 'n a~teek gekoop het , vir watt.er hoofrede het u ooit . .•• • • •• by 
'0 apteek ge.i<l::x:lp? 

Q.3b Wlat is t.~e secorxi /lOSt imexn:"tant reason? 

• wat was die t',.oeede I::elangrfute rede? 

0.3c W'lat is the t.'1ir::l IfDSt important reason? 

• Wit WlS die derde t:elangrikste rede? 

Q.3d Any ot.'1er reasons? 

• ~ge ander rede? 

PLEASE MM.K 'mE APPROPRIATE BU:CX FOR 'mE l1:SI' IMFClRTANI' RE7'.SON WI'IH A 
lMPCRr1.Nr REASON, E'lt:. 

-1-
1 

AND A -2- FOR 'lEE SEDJND MJS'T 

PLF.i\SE EN:OORAGE m RESFONIDll'S TO GIVE ALL REASO~. IF NECESSARY, m:lBll. 

(PLEASE CXlNl'D7CE ON SEXT PAGE) 
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0.3 ICONrI:ru'!O) 
, 
, BE>J>\CHE SL"II P!lal'EcrIQ' BEAUTY 

R.c.."""o{EDIES 'l1XlI!l8RUSH PRODOCTS S"dl\MPXS 
• ecoFPYN- - • TANl:EB)RSEL oroOORANr • SONBES~Thl.":' • SKCX)t-HElDS-

MlDDELS PRQ!XJIa"E SJA.'1POES 
123-32) 133-42) ( 43-52 ) 153- 62) (63- 72) 

Rocanrencacion of a friend/family 
• Aa.'lJ::evee.l deur vriend/vriendin/familie 

Availability of professioral advice 
• 8eski..<baar!leid van professionele advies 

I.DII cost 
• Lae Jcoste 

Convenient location 
• Ge.rieflike ligSinq 

OrE-stop shopping 
• Eenstop-.inJcopies 

Aevertising by IDaatlacy 
• Achrerte.ring d;ur apteek 

Professional prod.lrts should be lDught 
frc:m professional outlets 

• Professionele prcrlukte t:ehcort aa.n-
gekoop te t,r,urd van professionele 
afsetpmte (winkels) 

Availability of credi t -
• Beskilliarheid van ia:"ediet . 

Delivery facilities 
• Afleweringsfasiliteite 

D:ln't knew/ can I t ranenber 
• 'i'Eet ni~~n nie onthOll nie Y Y Y Y Y 

Have never purchased in a p"ar.nacy 
• Bet oog oooit van ' n aptee.k. gel<oop nie X X X X X 

Other (Please st;:e::ify) 
• Ander (S~ifiseer asseblief) 

-

!OlCM CARD A 
80 -@ 

0.4 Have you out of choice ever p.Irchased the following prcd~...s at an outlet other than a p,annacy? 
0 net u uit eie k:euse ooit die volgenoo prcx:lukte by 'n ander afsetpmt (winkel) as 'n apteek gekoop? 

HAVE NEVER 
'lES NJ IlJN'T REMEMBER P<RCHASED 

oJA o NEE • KAN mE ONlllaJ • HET :-n:; tc:)IT 
>lIE AAN:i£N:X)p NIE 

Headache raredles 
• Hoofpyn:nideels 12-Y X 0 1 

Toothbrush 
• Tandetorsel. 2 3 4 5 

De>:lorant 6 7 8 9 

Sun Protection Prodocts 
• Sonbes~ingspradukte 13-Y X 0 1 

Eea.uty Sharrpoo 
2 • Skoonheids janpoe 3 4 5 

IF ~. jNJro 
CD ro ALL FR:Jcu:TS, 
Q.5 CD ro 0 .6 

I 
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SIlCW CARll A 
Q.Sa If yru an.s',.;ered "Yes" to any of the prcxl.u::-..s in Q.4,t.o.'hat '...taS t.'1.e rrain reason why you purchased t.'1.ese prodocts 

• 
outside of the P1aJ:macy? . 
As u -.Ja- tot. enige van die produkte in V.4 g:snbrlo::>rd het, wat "'laS die hooErede waaran u die prod~e buite die 
apteeic gei<Dop heel 

Q.Sb 

• 
lhat \6S t.'e second rrost izrcortatlt reason? 
~t '..as die t:-~ telangrfrst.e rede? 

O.Sc 

• 
1hat was t.'1e t.'1ird rrost imp::lrtant reason? 
W:lt 1e.S die derde t:elangrikste reee? , 

Q.Sd Arri other ~ns? 
Enige ander redes? · , 

1 ) 0leap:!I' ~ices 

• Gcedkope.r pryse 

) 
OI:e-Stop Shopping 

• Eenstop-inkopies 
(2 

) 
Better displays 

• Beter uitsta.l..ling 
(3 

) 
Convenient lcx:ation 

• Get" ieflike ligging 
(4 

) 
wider range of products 

• Grote.r verskeidenheid produ.kt.e 
(S 

) 
Ad<Jertising 

• Adverteer 
(6 

) 
Did not ~ advice anymore 

• Bet nie !lEer advies nodig nie (7 

) 
Availability of credit 

• aeski.!d:aa.rheid van krediet 
(8 

other {Please s-peci£yl 

• AOOer 
(SfeSifiseer asseblief) 

-

1st 14-18 

2n\ 19-23 

3rd 24-28 

Rest 29-33 

!ID>Jl'\QlE 
REMEDIES 

• HOOFPYN-
MIllCE:rS 

" 

SUN~O EE.\lJrY 
=mRUSH P!«l()(rl'S SHJ\.'!POCS 

• T.A..'IDEB'JRSEL CElJOOJWlr • SON8ES~= • SImmEIDS-
PROOURTE SJA."'fi'OES 

-
, . -

-
-
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Per your info:c:Jation to assist you in the next q\2stions, t.'1e following e:<pl.a.ration is given: 'Ihe person wtlo makes up 
~ur prescri;::Jt.ion in th.e fha.cnacy and ...no is noz:mally found in the dispmsary is the fbarmacist. 'lbe sales assistant 
t:ehind the- counter is t."le fha.cnacy assistant . 

• Vir u inligting, QfI u te help ;net die volgende vrae, wxd die vo!gende verduideliking vers10f. Die persoon wat u 
voorskrif in die apt.eek berei, en ...,ie gec..o:Jnl.ik in die ap1:eek gevind word, is die a~ker. Die verkoo~ssistent 
aqt.er die toontank is die aptekers-assis'Cent. 

Q.6a(i) SllgIDSing you needed advice regarding the p.lt'chase of any of the following prcd\rts: Have you ever sought the 
advice or recaarendation of a fba.z:nacist for that purchase? 

. ' Verooderstel eat u advies oodig gehad het. met ootrekJci.ng tot die aaruoop van enige van die volgende prcxlukte.o 
Het u coit die advies of aa.nbeveUng van die apteke.r in u keuse van daardie aanko!;l! gevra? 

Headache renedies 
• Roofpynmiddels 

Toothbrush 
• Tandetorse1 

r:e::xhrant 

Beauty ~ 
• Skoonheidsjarrp:E 

Sun Protection ProdUC'tS 
• Sonteskenningsprodukte 

S!Klf CARll B 

= oJA 

34-Y 

2 

6 

35-Y 

- -
2 

~ 
IF Yl!S. 
00 TO 
O. 6a(ii) 

Q.6a.{ii) If "Yes", how willingly IoIaS the answer given? 

00 CAN I T REMEMBER 
o NEE • PAN NIE OtmlOO 

mE 

X 

3 

7 

X 

3 

~ 
IF 00 TO 
ALL morx.x:TS. 
OOTOQ.6b 

0 

4 

8 

0 

4 

HAVE NE\.TER 
RJROlASED 
IN ~ PHAl<>IACY 

• HET N::::G N:OIT 
VAN 'N APreEK 
GEl([X)P NIE 

1 

5 

9 

1 

5 

• Indien "Ja~ hoe gewilUg was die ant-HOard versi0.f? 

IWJl',CHJl SUN l?ROI'B:TIO 
REMEDIES TOCll'HBRUSH PROOOCTS 

• HOOFPYN- • TANDEIDRSEL IlElJ!XlAANr • SONBES' 
MIllDEtS PRODUKTE 

Very willing 
• Baie gewillig 36-Y 37-Y 4 3B-Y 

Willing 
• GeoIillig X X 5 X 

Relu:tant 

• Teensinnig 0 0 6 0 

very r elu::tant 
• BUe teensinnig 1 1 7 1 

Can't rememl::er how willing 
• Fan me ont.'1ou hoe gewillig nie 2 2 B 2 

Save rot had advice fran the· 
Fhamacist 

• Ei7'1: nie advies van die apteker gehad 3 3 9 3 
Ole 

fEAlJrY 
SHAMP<X'6 

• 5 KCOtflEIDS-
SJ1\MPOES 

4 

5 

6 

7 

8 

9 
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Q .. 6bCi) In the sure situation, have yoU ever sought the advice oE the [ila.ona.cy assistant? 
• ~ In dieseliee situasia., het u coit die advies of aanreveJ.ing van 'n apt-oeiassistent gevra? 

HAIlE NEVER .. 
PrnOlASEO 

YES 00 CAN'T~ INAP!lAlM\CY .. 
oJA o NEE • F1I.N NIB ONTHCO • FIET ;:0:; t-t:OIT 

- !lIE VAN 'NAPl'E:EK 
GElmP NIE 

Headache renedies 
• ~oofpyn:n.iddels 39-Y X 0 1 

Tcothbrush 
• Tandel:x:lrsel 2 3 4 5 

IJeo<hrant 6 7 I 8 9 

_uty Sharrp:>o 
40-Y X 0 1 • Skoonheidsjarrpoe 

Sun Prote::tion Products 
• Sonl::eskermiogsprodukte - 2 3 4 5 

IPi. }ID ro 
00 ro AIL ffiOrn:TS, 
O.6b(iil 00 ro 0.7 

Q.6b(ii) If ':'Yes-.,I.hcw willingly \laS the advice given? 
.. .. . . - IMien -Jail; hoe gewi.llig ~ die ant-~d verskaf? 

very willing 
• Bale gewillig 

Willing 
• Gerlillig 

Reltrtant 
• Teensinnig 

Very reloctant. 
• Baie teensinnig 

can't. renenl:er how will.ing 
• ¥an me onthou hoe gewi.Uig nie 

Eave oot. had advice fran the 
phannacy assistant 

• Het nie advies van die apteek-a.ssisten 
gehad nie 

SI!C>/ CJ\RD A 

Jill>.OAOlE 
REMEDIES 

• HCOFPYN­
MIDDELS 

41-Y 

X 

o 

1 

2 

3 

SON PROrEcrro, 
=lJSH PRODOCTS 

• TANIEBJRSEL DIDOORANr o SONBES== 
PROOUJ<rE 

42-Y 4 43-Y 

X 5 X 

0 6 0 

1 7 1 

2 8 2 

3 9 3 

1M3 185/5 

lEAury 
SHAMPCX:E 

• SI<OJmEIDS-
SJAMPJES 

4 

5 

6 

7 

8 

9 

Q.7a Yllen you have teen browsing or trying to decide ....nic.' !:rand to buy, has it been the habit of the fha.mlacist to 
offer advice for the prrchase of the following products without your pronpting or asld.ng? 

• Tecwyl u inkopies eben, en tot In Cesl:.ri.t rroet Kern oar watter handelsmerk an te l<oop, is dit die gewoonte van 
die apteker em hulp aan te bied ret die a.an.koop van die ~lgende prcxiukte sorrier u aansporing of versoek? 

HAIlE NEVER 
P<ROlASEO 

YES 00 CAN'T REMEMBER IN A PHARMACY 
oJA o NEE • FAN NIE OmEaJ • HET N::Xi OCOIT 

NIE VAN 'N APl'EEK 
GEl<OOPNIE 

Headache remedies 
• HcofpyrmidCels 44-'i X 0 1 

Tcothbrush 
• Tandeb::lrsel 2 3 4 5 

Deoc:brant 6 7 8 9 

Beauty Sha."tlXX> 
4S-'i X 0 1 • Siaxlnheids jan;:ce 

Sun Protection ProdUC1:.S 
• Sonl::esk:er:ningsprodukte 2 3 4 5 
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Q..7b In t.lo"e sa.ae situation, is it the habit of the t;:haJ:Inacy assistant to offer advice for the purchase of the 

; 0 , following prcdu:7...s wi. thout JOUI' pranpting or asking? 
In dieselide situasie is dit die ge-..oonte van die apt.eek-assistent .an raad. aan te hied aet die a.ankcop van die 
volgende p:'odukte soOOe.r u aansPJring at ve.rsoek:? 

HAVE NEVER 
F<lRaJASED 

YES 00 o.N'T REMDU3ER IN A PtfARolACY 
oJ>. o NEE • mN NIE ONl'HCU • HEr :-oG N:XJ IT 

mE VAN 'N APl'EEK 
GEI<J:X)p mE 

Headache reredies 
• Ho:Ifpyrmiddels 46-Y X 0 1 

T=t:hbrush 
• Tandel::orsel 2 3 4 5 

llecdJrant 6 7 8 9 

_utyS~ 
47-Y X 0 1 • SkI:::x:lnheidsjanpoe 

Sun Protection Products 
• Son1:eske.mlingsprcdukte 2 3 4 5 

SHCW cruu::s A AND C 
Q.8a To \o1hat extent cD you heed the advice of the Plannacis t? 

• Tot watter IlBte gee u ag op die raadgewing van die apt:.eker? 
-

. =am SUN ""Om:TIa> EEl\UrY 
REMEDIES '!1X1rnBRUSH .PROCOCTS SHl\MPOCS 

• HOOFPYN- oTANrEro= oroOORANr o SONBES • SKOON!E.ID5-
MIDDEIS PROllUIITE SJl\MPOES 

A.l.most al<..ays 
48-Y 49-Y • O:trcrent al.tyd 50-Y 51-Y 52-Y 

Often 
• Gereeld X X X X X 

Selcbn 
• Selde 0 0 0 0 0 

Never 
• Nooit 1 1 1 1 1 

Have not had advice fran the 
{ila.anacist 

• Het ole advies van die apteker 2 2 2 2 2 
gehad nie 

Q.8b To ...nat extent cb you heed the advice of the d. .? 

• Tot watt.2r aate het u die advies van die . no<lJ.g? 

=am SUN PRom::TION EEl\Ury 
REMEDIES 'l'CC'IHBRUS'd """COCTS SHA.'!POCS 

• HOOFPYN- • TANDEOORSEL oroOORANr • SONBESKERoIm:;S .SKDJmEIDS-
MIDDELS PRODURTE SJl\MPOES 

Allrost al;.ays 
• c:mt.rent altyd 3 3 3 3 3 

Often 
• Geree.ld 4 4 4 4 4 

Selcbn 
• Selde 5 5 5 5 5 _er 
• Ncoit 6 6 6 6 6 

Have not had advice fran the 
ph~cy assistant 

• Ret nie advies van die aoteek-
assistent gehad nie . 

7 7 7 7 7 
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-
sa:wCUU:SA 

0_""· . ~~, hapPy with the advice given to · you by t.'e ~az:macist. to what extent would you s!;Ontaneo.lSly 
~s t.'1at acWice on to sareone else? 

tot watter rtate sou u hierdie raad • veronderstel U "'6S tevrede mt die raad deur die apt.ek2.r aan u versJaf, 
sp:mtaan aan iernand an&!.rs oordra? 

ro= mE WILL ""VB INmE " S AUlICE ro 

BE'J>\CHE SUN PR01'El:TIO BEAury 
IIDffiDIES 'l'COOOlR USH PRODo:'l'S SHA'iPOCS 

.8COFPYN- • T.AJ.'IDEIDRSEL CfDOOAA..'lr • SONllESKEF.~= • SI<COf'HEmS-
I<IDOEI.S ffi()[){)KrE SJAMPOES 

All:nstalways 
53-Y 54-Y 55-Y 56-Y 57-Y 

• CiIc'ent altyd 

Often -
• Gereeld 

X X X X X 

Sel<bn 

• Selde 
0 0 0 0 0 

Never 

• lbJit 
1 1 1 1 1 

HaVe never had advice fran the 
~cist 

2 2 2 2 2 • Bet. rog rooit advies van die apteke.r 
gebad nie 

--
0_9b Supposing you were ha~ wit."" the advice given to you by the p,aDIlaCY assistant,' to -....nat extent would you 

s::ontaneoosly IBsS that advice on to 5areOC2 else? 

• Veronder"stel u o;.es tevrede rret die raad deur die apteek-assistent aan u versltaf, tot watter mate sou u hierdie 
raad spontaan aan iemand anders oordra? 

HE>.!l'\CHE SUN P9.O'I'EI:TIO BEAury 
REMEDIES 'l'COOOlRUSH PRODo:'l'S SH1>MPOO5 

• BOOFPYN- • TANDEIDRSEL DEDIXlAANr • SONBESKERM~ • SIOJttiEIDS-
I<IDOEI.S mOOOKl'E SJAMPOES 

Alnost always 
3 3 3 3 3 • cm:.rent altyd 

Often 

• Geree.ld 
4 4 4 4 4 -

Sel<bn 

• Selde 
5 5 5 _ 5 5 

Never 

• Ncxlit 
6 6 6 6 6 

&:!ve never had advice fran the 
~cy assistant 

7 7 7 7 7 • Bet rog 0001 t advies van die apteeJc.-
assistent gehad nie 

SllOW Cl\RD A 
0_10 Asstm'e t..'\ac t..-.o new brands of each of the following proo.octs are nt:hI available on t..'e rrarket. One brand is only 

available in rhaz:macies,and the other only in supe.:c.ma.rkets. Wlic.' of the 1:'.0'0 brands are you rrore likely to 
buy? 

• Neen aan dlt twee n~ hande.lsrerke van elk: van die volgende produkte nou op die mark I::eskikl:::aar is. Fen 
han~k is slegs in apteke l:eskiid:aar en die ander net in supe.ona.rkte. watter van die twee handelsnerke sal 
u aeer ·..oa.arskynlik kIx>p? 

O~Y CAFES, 
F!!A!lMACY SUPERMARKE.'TS, 
ONLY GENEl1AL O£ALER.S INDIFFERENr 

• SLEGS • SLEGS PAFEES, • ONPARTYDIG 
APl'EEK SUPERMARRTE, 

AIGEMENE HANOEL\ARS 

Headache rerredies 
• Hoofpyrmidaus 58-Y X 0 

Tc:ot.."lbrush 

• Taneeoorsel 1 2 3 

Decd:>rant 4 5 6 

_uty Shampoo 
59-Y • Skoonheidsja.rT:poe X 0 

Sun Protection ProdUC'Cs 
• Sonbes~ingsprodukte 1 2 3 
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i SOCW=. 
:O.ll \ollo is :",e ~ person to ...nan you It.Ould turn far advice regarding t."e plI"chase of each of the followi...,g 

products? 
i • • wie is die !TeeS iCea.le ~s(Xm wie se raad u sou vra ingeval u raad ncxiig het aet die aankoop van die volqende 

j produkt.e? 

-
IlEl\Q\QIE SUN PROl'B:TIO SEAury 

, REl<EDIES IDJI'HBRUSH PRODo:TS SHA.'1P'XG 

I 
• HOOFPYN- • TAi.'ImEORSEL DElJOJRA."ll' • SON!£S=~I>lQ • Sn::otHEIDS-

I MIDDELS PROIlUKl'E SJIIMP.)ES 
; , Do::tor 
; 

• Coktar 
60-Y 6l-Y 62-Y 63-Y 64-Y 

, 
FhaJInacist. , 

• Apceker 
X X X X X 

Fba..cnacy Assistant 
0 0 0 0 0 • Apt.eek-assistent 

, . Beauty consultant in fhannacy 
1 1 1 1 1 . • Skoonheidsraadgewer in apteek --.. 

: 
Friend/nenbar of family 

; • Vriend/lid van familie 2 2 . • 2 2 2 
I 

i Cer.natologist. 
i • Dermatoloog (buisartsl 3 3 3 3 3 

: Dentist 
, 

• Tanda= 
4 4 4 4 4 

: Hairdresser 
• BaarkaP!;Er/ster 5 5 5 5 5 

. 
Working colleague 

6 • Wer kende koUega 6 6 6 6 

, Other I:::eauty consultants 
7 7 7 7 • Alxle.r skconheidsraadgewers 7 

Other [Please specify) 

• Ander 
(Sp!sifi.seer asseblief) 

0.12 Do you see the need for a rre.nned infonnation tooth in the supecnarket to provide infotmation regarding prcducts 
in the health and t:eauty aid category (Le . s.imilar to the prodocts 'He have listed alxIve)? 

• Sien u die tehoefte aan 'n t:ema.nde inligtingshoekie in die supe.onark an inligting te verslc:af in vert:and rret 
p:rodukte in die gesonci1eids- en skoonheidshulpniddels (dit wil se dieselfde prcdukte \tla.t to genoem is)? 

YES 
.JA 65-1 

N:) 

• NEE 2 

INDIFFERENr 
• ONPARl"iDIG 3 
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I -
! 

S!lC< = A 
jQ-l3 Yeo r.ave p.c::i:ably 3lrady seen the ladies in supenna..rkets who act as &rronstrators for varicus ccrrpa.nies' branCs~ 

and....no hand out sanples and COUp::lllS. Ib you 'l::Elieve t.'1at if these ladies were trained corre:Uy, you '-O.1ld ask 

I 
I their advice regar:iing the p.lI'chase of the following products? 
I 

! 
0 U he:. seke.r I:eeds die mrre.s in supe.crarkte gesien wat die produkte van verskillenee finnas d3r0nstteer en \oat 

koe9=Jnre uit:ei.ic.. Is U loan rening cat indien die dastes rehoorlik opgelei is, u sal raad vra in verl:and rret die 
i a.a.rW:lcp van di e volgende produkte? 
i 
; YES 00 L'lDIFFERENr 
; 

oJA • NEE • ONffiRTYDIG , 
. : 

; Headache r~es 
I • Boofpyrmiddels 66-Y X 0 
, 

! .- Tcothbrush 

• TandeOOrse1 1 2 3 

I , Deo<hrant • 5 6 , 

, _uty Shan<= 
7 8 9 , • Skconheids jarr;:x::e 

I 
Sun Protection Products . 

; • ScnI:esketmingsprodukte 67-Y X 0 

S8CW CARD A 
:Q.1~ SUpp:lse you develop a problem with your regular l::rand of the following products. Mlere are you. rrore likely to go 

to p.lI'chase a new bcand'? 
- 0 Veronderstel dat u In proclean ontwikkel net u g~ne handelsmerk van die volgende prcdukte. IIl>ar sou u neer 

- r - wa.a.nkynlik ' n nlJ\ole produk g:ian koop? 

! 
~ SHOOLD l!I! SEEK~AImCE FOR~ ·mE , CHWlLL . DE.T :-rIVE OCU:T WlLL BE 

, SUPER.'1ARKET, CAFE 
ffiARMl\CY GENEl1AL DE>\LERS INDIFFERENl' 

• APIrnK • StJPrnMARKTE, • ONPARl'YDIG 
iQIFEES, 

AIGEMENE HANIEIAARS 

Beadache raredies 
• Hoofpyrmiddels 68-Y X 0 

: 
T=thhru.sh 

• Tande.i:orse1 
1- 2 3 

; 
Deo<hrant • • 5 6 

_uty Shan<= 
7 8 9 , • Skoonheidsjartp:)@ 

Sun Protection Products 
• Soni:eskerni.ngsprodukte 69-Y X 0 

80 -@ 
'lSE PtJRPQSE OF 0.15 A...'ID 0 . 16 IS TO G\o:;E '!HE OPINION OF COl&.MERS ON BCW'THEY PERCEIVE CONDITIOt-S m'IRE ffiAR.1ACY AND 
'IHE EXTENI' OF THE INFLu::N:E OF 'mE ffiAR'1ACIsr AND ~ ASSISTA..~. mERE ARE 'lliUS. 00 RIGHT AND WRON:; ANSiF.ltS - WHAT 
IS IMPC:lRTAm' IS 'ffiEIR PERSO~ OPINION. 

'IHE RESRJNDEN!' IS REQUIRED 'IO PL\CE A CRCSS (X) rn AN'{ rox. A.T THE FOrm' WHIC-I BESl' DES:RIBES mE RESFONDENr' 5 OPINION 
WITH REG\RO'ID rnai STA'IDlE.'fl'. '!HEY MA,Y CiCDSE A.;."l'l ONE OF THE OPTIONS PROJIDED IN EACn BJX. 

'!HE BJX IN THE ~ILE REPRESENI'S THE MIDromr OR romr OF INDI..FF'ElI.E..'CE 'ID rn.CH DESCRIPrrON AND IS IlIERE FOR YaJR 
'Gt1I!l!\N:::E. 

RPAO ClJ! D6mOCTIONl .. 'mEN TmN @GB AND GIVE QlES'I'IONN!\.IR 'IO RESFONrENr .. 

! , , 
I would lLIce ;tOll to indicate how you fe.rcel ve conditions in the thaonacy t1t ccrnpleting the table I::elow. Please mark a 
cross (X) in the !:ox ...nich test descriees your opinion. 'D1e Cox in the middle is t he s:oint of no opinion ( i.e . 
indiffererx:e) Wlile the Cox closest to each descripti on is the (lYJst extrene degree of that description. Please refer 
to the exarrple J::efore proceeding • 

.. Ek. wil M eat u noet aandui hoe u toestande in 'n apteek opnerk de:ur die tabel hieronder te voltooi.. plaas asseblief 
'n kruis (X) op die p.mt \IOat u rrening die I::este t:esl<=yf. Die pmt in die midde.l Ilerteemroordig die punt van 
onrartydigheid en die punt naaste aan elke beskrywing is die rrees I::esondere rrate van eaardie beskrywing. Lees 
asseblief die voorl:eeld \o"'OOCmt u tegin. 

1 

i 
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Hew d:, ~ ferceive corxli tions in a {:tIa.anacy? 
• Hce mark u toestande op in . • n apteek? 

A B c o E p G 

0000000 friemily/ courteous 
• vriende.lik/I::elee.fd 

. .; . 
Point.i\ reflects: 

• Punt A refl..ekteer: 
Yoo l:elieve t.'le fharmacy is ext.rerely friendly . 
U 910 die apteek is uiters vrie!lCelik. 

Point 8 reflects: 
• Punt B reflekteer: 

Point C reflects: 
• Punt C refle~: 

Point 0 reflects: 

Yoo relieve t..'1e fila.cnacy is very friendly. 
a 910 die apteek is l::B.ie vriendellk. 

You t:elieve t.'1e ~az:macy is fairly friendly. 
U glo die apteek is redelik vriend.elik. 

Indifference to ei t. '"J.er descri ption. 
• Punt 0 refle~...r : o is om:artvdiq wat alt'..".;e die I::eslcywings !::etref . 

Point E reflects: You I::elieve the Iila.tmacy is fairly unfriendly. 
• Punt E reflektee.c: 

Point P reflects: 
• Punt F refle.kteer: 

o 910 die apteek is red.elik onvriendelik. 

You telieve the p,aJ:maCY is v%Y unfriendly. 
0' glo die apteek is !:aie onvnendehk. 

Point G reflects: 
• Punt G reflektee.r: 

Yoo. telieve the J;hatmacy is ext.rarely unfriendly. 
U 910 die apteek: is !liters onvriendelik. 

0.15 
• 

Hoi Cb you p:.rceive coOOitions in a f:ha.zmacy? 
Bee rrerk u toestande op in 'n apteek? 

friendly/courteous 0 D 0 • vriendelWb:!:leefd 

canpetitively priced D D 0 • kanpeterend geprys 

personal attenti on D D 0 • persoonlike aandag 

accessible 0 D 0 • toeganklik 

specialist D D 0 • sfeSialis 

D 0 
D D 
D D 
D 0 
D D 

D D 
D 0 
D 0 
D D 
D D 
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unfriendly/discourtecus 
• onvriendeliklont:ele<>..fd 

' .: 

unfriendly/discourteoos 
17/ • onvriendelik/onl:::eleefd 

expensive prcdu::ts 
18/ • duur produkte 

self service 
19/ • selfbediening 

inaccessible 
20/ 

• ontoeganklik 

general dealer 
21/ • algmene handelaar 

Q.l6a In dealings with t:harnacists hOW' d:> you rate them in teJ:ms of their infllEClCe over you and your purchases of 
hellt., and l:eauty aids? 

• I.e U onderhandelinge rret aote.'te.rs hoe skat u bulle in terme van hUlle invloed op U en u aankoop van gesoncheids­
en skoomeidsniddels? 

infllEntial 
• l;einvloedl:aar 

lax:lwledgable in heal t.' 
natters 

• goed ingelig anttent 
gesond1eidsai<e 

professionally up-to-date 
• JrOfessioneel op chtum 

efficient 
• bekwaam 

well infoJ:lIled in general 
aatters 

• geed Lngelig antrent 
algeroene sake 

b:Jwledglble in t:eauty 
rmtters 

• goed ingelig antrent 
skoonheidsake 

DDDDDDD 
DDDDDDD 

DDDDDDD 
DDDDDDD 
DDDDDDD 

DDDDDDD 

no influence 22/ 
• geen invloed 

not knowledgible in 
health matters 23/ 

• nie goed ingeUg antrent 
gesondleidsake. 

professionally behind 
times 24/ 

• professioreel. nie op 
chtumnie 

inefficient 25/ 
• ontE.i<wa.am 

badly infonned in genera 
mtters 26/ 

• swak ingelig antrent 
alganene sake 

not knowlerlg3ble in 
t:eauty matters 27/ 

• nie geed ingelig anttent 
skoonheidsake nie 
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-
c.16b In dealbgs 'ofii -:...'":. ci1anrac'( assistants how Co you rate them in t:e.nns of their infl~nce CNer you and your 

p.:r~ of :-:~1~'1. and CeaL.."t:y aids? 

• 10 ooCe"~deli.-:ge net apteei< assistente, hoe skat u hulle tret retrekki.ng tot hulle invlced oor u en u aankr:x:lp 
va..D gesondleids- en sknonheidsnidde.l.3? 

infll.Ential 0 0 D D D 0 D no infll:eOC'e 2B/ 
• !:einvloed!:aa.r • geen invloed 

Jcn::lwled;;able in heal:..'" not kn~ledgabl~ in 
:mttecs D 0 D D D D D healt..'1 rrat~s 29/ 

• g::ed ingelig crntrent • nle geed lngel19 omtrent 
gesondleidsa.<e gesond1eidsake 

-
D D D 0 

professionally behind 
professiomlly up-to-d:ite D D D tines 30/ 

• professioreel op da t:.lm • professionee1 nie op 
> <htum nie 

efficient D D D 0 D 0 D inefficient 31/ 
• tEk>;aam • ontE.I<wa.am 

well infoz:ned in general - bldly informed in genera 
rra.tters D D D D D D D mtters 32/ 

• geed inge1ig antrent • S'W'ak ingellg antrent 
algaoone sa.I<.e alganene sake 

krxuledglble in b=auty 

D D 
oot kno;..rledg3.ble in 

mtters D D D D D reauty rratters 33/ 
• geed ingelig antrent • nie geed ingelig antrent 

skoonheidsa.ke skoonheidsake rue 

Q. 17 I am going to read .sore statenents to you. Please indicate hCM mu::h you agree with the statanents. 
• Ek gaan In J;BaI !:ewer ings aan u lees. Toon asseblief aan tot watter rrate u rret die I::ewerings saamst.em. 

NEI'rnER 
5'rnON:iL Y !'J3REE NOR 5lR01'U.Y 
DISAGREE DISAGREE DISAGREE !'J3REE AGREE 

• STEM • STEM NIB • GEm VAN .STEM .STEM 
IIEFINITIEF SAAM NIB 1WEE NIE SAAM DEFDlITIEF 
NIE SI\AM SI\AM 
NIB 

'nle ~cist gi ves sound advice that can l::e 
relied \lOOn 

• Die apt:eker gee goeie raad ;"aarop staatgamak 34-1 2 3 4 5 
kan word 

The !;ilannacist is no rrore than a storekeeper 
35-1 • Die apte.1.::er is nie vee! rree:r as In -",inkelier nie 2 3 4 5 

'!he Fhannacy assistant gives sound advice that 
can I:e relied upon 

• Die apteek-assistent gee goeie raad ;"aarop 36-1 2 3 4 5 
staatgemak. kan 'oolOrd _ 

'ttl.e fharmacy assistant is no rrore than a counter 
assistant 37-1 2 3 4 5 

• Die aptueek-assistent is me veel. rreer as 
, 
n 

tooni:nnk assistent me 

--
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SIK>I CARD 0 
Q.lB COO.ld you please tell ttE ...nat your ap~CJ)(imate household incc:rre J;& rronth (before deductions) is? 

• . Ran u asseblief vir my se Wilt:. u I::enaderee huishoudelike inJ.a::mste per ::raand (veor aft.:'ek.kings) is? 

== 
GIVEN ESTIMATE 

Op to R600 
78-Y 79-Y • Tot en tret R600 

"R600 to R999 X X 

RlOOO to RlS99 a a 

Rl600 to R1999 1 1 

R2000 to R2999 2 2 

R3000 to R3999 3 3 

R4000 to R4999 4 4 

RSOOO and over 
• RSOOO en rreer 5 5 

Did not know/Refused 
• Het nie geweet nie/Geweier 6 6 

(~ro 
~) 

80 -© 

. 
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APPENDIX 2 

RESEARCH RESULTS 

TABLE 1 - DEMOGRAPHICS 

PROFILE OF THE SAMPLE 

TOTAL RESPONDENTS 251 
No . % -

AGE 
18 - 24 17 6,8 
25 - 34 65 25,9 
35 - 49 115 45,8 

50+ 54 21,5 

LANGUAGE 
ENGLISH 213 84,9 
AFRIKAANS 38 15,1 

EMPLOYMENT 
WORKING 116 46,2 
NOT WORKING 135 53,8 

MARITAL STATUS 
MARRIED 193 76,9 
SINGLE 17 6,8 
WIDOWED/DIVORCED/SEPARATED 41 16,3 

SOCIO ECONOMIC * 
A 35 13,9 
B 107 42,6 
C 93 37,1 
D 16 6,4 



HOUSEHOLD INCOME (PER MONTH) 

UP TO R600 
R600 - R999 
R1 000 - R1 599 
R1 600 - R1 999 
R2 000 - R2 999 
R3 000 - R3 999 
R4 000 - R4 999 
R5 000 + 

FAMILY STATUS 

1. SINGLE YOUTHFUL RESPONDENT 
2. YOUNG MARRIED - NO CHILDREN 
3. MARRIED WITH CHILDREN 
4. OLDER MARRIED - NO CHILDREN 
5. OLDER SOLITARY 

186 

No. 

9 

7 

25 
40 
58 
56 
37 
19 

13 
7 

155 
51 
25 

% 

3,6 
2,8 

10,0 
15,9 
23,1 
22,3 
14,7 
7,6 

5,2 
2,8 

61,8 
20,3 
9,9 

* An explanation of socio-economic groups is given 
reference: 

below for 

CLASS A - Homes of substantial wealth which for the most part are 
located in the best section of town. 

CLASS B - Families living in well furni shed, well kept homes, and in 
cities, may live in the more expensive blocks of flats. 
Although these homes are less pretentious than the IIA", 

they are usually found in the better part of town. 

CLASS C - This class includes the largest portion of the families in 
town. These homes, as a rul e, wi 11 be small si ngl e dwell­
ings and the moderately priced blocks of flats, well kept 
and reasonably well furnished. 

CLASS D - These are families who may be living in the poorer parts of 
the town and in sub-economic housing schemes. 

The socio-economic rating is determined by taking both the 

respondent's home and suburb, and the husband's occupation, into 
consideration. 
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THE NUMBER OF RESPONDENTS WHO HAVE RECENTLY USED HEALTH AND 
BEAUTY AID PRODUCTS : . 

QUALIFICATION QUESTION 

Q.la In the last 30 days (month) have you used any of the following 
products? 

YES NO 
No. 'j', No. 

Headache tablets, capsules and powders 179 71 72 

Toothbrush 246 98 5 
Deodorant - either aerosol, roll-on or stick 243 97 8 
Beauty shampoo such as Flex, Milk Plus 6, 

Silkience, etc. 213 85 38 

Q.lb During the last year have you used a sun protection product? 
'j', 

YES 175 70 

NO 76 30 

'j', 

29 
2 
3 

15 

TABLE 3 : USUAL PLACE OF PURCHASE OF HEALTH AND BEAUTY AID PRODUCTS : 

Q.2 Please i ndi cate where you usually purchase each of 
following products. 

SUPERMARKET, DON'T KNOW/ 

the 

PHARMACY CAFE, GENERAL CAN'T HAVE NEVER 
DEALER, OTHER REMEMBER PURCHASED 

No. 'j', No. 'j', No. 'j', No. 'j', - -
Headache remedies 124 50 113 45 1 12 5 

Toothbrush 42 17 207 83 2 
Oeodorant 36 14 210 84 1 4 2 
Beauty Shampoo 31 12 201 80 1 18 8 
Sun Protection Products 65 26 136 54 ' 4 2 46 18 
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TABLE 4 

THE IMPORTANCE OF THE ADVICE OF THE PHARMACIST AND PHARMACY ASSISTANT IN 
THE PURCHASE DECISION OF HEALTH AND BEAUTY AID PRODUCTS 

Q.6a (i) Supposing you needed advice regarding the purchase of any of 
the following products: Have you ever sought the advice or 
recommendation of a pharmacist for that purchase? 

CAN'T HAVE NEVER 
YES NO REMEM- PURCHASED IN 

BER A PHARMACY 
No. % No. % No. t No. t - -

Headache remedies 120 47,8 63 25,1 4 1,6 64 25,5 

Toothbrush 14 5,6 86 34,3 3 1,2 148 59,0 

Deodorant 11 4,4 80 31,9 4 1,6 156 62,2 
Beauty Shampoo 17 16,8 65 25,9 3 1,2 166 66,1 
Sun Protection Products 56 22,3 66 26,3 129 51,4 

Q.6a(ii) If "Yes", how willingly was the answer given? 

Those who have had advice 
from a pharmacist 

Very willing 
Willing 
Re 1 uctant 
Very rel uctant 
Can't remember how willing 
Have not had advice from 

the pharmacist 

HEADACHE 
REMEDIES 

120 
107 

13 

131 

TOOTH­
BRUSH 

14 
12 

2 

237 

SUN PRO­
DEODORANT TECTION 

PRODUCTS 

11 

10 
1 

240 

56 
50 
6 

195 

BEAUTY 
SHAMPOOS 

17 
13 

2 

1 

1 

234 
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Q.6b (il In the same.situation, have you ever sought the advice of the pharmacy 
assistant? 

CAN'T HAVE NEVER 
YES NO REMEM- PURCHASED IN 

BER A PHARMACY 

No. % No. % No. % No. % - - -
Headache remedies 56 22,3 122 48,6 3 1,2 70 27,9 
Toothbrush 25 10,0 78 31,1 148 59,0 
Deodorant 28 11,2 72 28,7 151 60,2 
Beauty Shampoo 34 13,5 58 23,1 1 0,4 158 62,9 
Sun Protection Products 45 17,9 72 28,7 1 0,4 133 53,0 

Q.6b(ii) If ·Yes·, how willingly was the advice given? 

HEADACHE TOOTH- SUN PRO- BEAUTY 
REMEDIES BRUSH DEODORANT TECTION SHAMPOOS PRODUCTS 

Those who have had advice 

from a pharmacist 56 25 28 45 34 

Very willing 42 19 21 38 24 
Willing 12 6 7 7 9 

Reluctant 
Very reI uctant 

Can't remember how will i ng 2 1 
Have not had advice from 

the pharmacy assistant 195 226 223 206 217 
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TABLE 5 THE SPONTANEOUS ADVICE OF THE PHARMACIST AND PHARMACY ASSISTANT: 

Q.7a When you have been browsing or tryi ng to decide which brand to 
buy, has it been the habit of the pharmacist to offer advice for 
the purchase of the following products without your prompting or 
asking? 

CAN'T 
YES NO REMEM-

BER 

No. % No. % No. % -
Headache remedies 48 19,1 189 75,3 14 5,6 
Toothbrush 18 7,2 222 88,4 11 4,4 
Deodorant 16 6,4 224 89,2 11 4,4 
Beauty Shampoo 16 6,4 225 89,6 10 4,0 
Sun Protection Products 28 11 ,2 215 85,7 8 3,2 

Q.7b In the same situation, is it the habit of the pharmacy assistant 
to offer advice for the purchase of the following products with-
out your prompting or asking? 

CAN'T 
YES NO REMEM-

BER 

No. % No. % No. % -
Headache remedies 64 25,5 179 71 ,3 8 3,2 
Toothbrush 41 16,3 203 81,7 5 2,0 
Deodorant 4B 19,1 196 78,1 7 2,8 
Beauty Shampoo 56 22,3 189 75,3 6 2,4 

Sun Protection Products 54 21,5 192 76,5 5 2,0 
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TABLE 6 : THE HEEDING OF THE PHARMACIST'S AND PHARMACY ASSISTANT'S ADVICE: 

Q.8a To what extent do you heed the advice of the pharmacist? 

HEADACHE TOOTH- SUN PRO- BEAUTY 
REMEDIES BRUSH DEODORANT TECTION SHAMPOOS PRODUCTS 

No. './, No. './, No . 'j', No. 'j', No. './, -

Almost always BO 31,9 15 6,0 10 4,0 39 15,5 12 4,8 
Often 26 10,4 3 1,2 3 1,2 13 5,2 4 1,6 
Seldom 13 5,2 3 1,2 3 1,2 8 3,2 6 2,4 
Never 6 2,4 5 2,0 5 2,0 5 2,0 5 2,0 
Have not had advice 
from the pharmacist 126 50,2 225 89,6 230 91,6 186 74,1 224 89,2 

Q.8b To what extent do you heed the advice of the pharmacy assistant? 

HEADACHE TOOTH- SUN PRO- BEAUTY 
REMEDIES BRUSH DEODORANT TECTION SHAMPOOS PRODUCTS 

No. './, No. './, No. './, No. 'j', No. './, 

Almost always 25 10,0 17 6,8 13 5,2 20 8,0 17 6,8 

Often 20 8,0 11 4,4 16 6,4 21 8,4 20 8,0 
Seldom 23 9,2 9 3,6 12 4,8 16 6,4 13 5,2 

Never 19 7,6 15 6,0 17 6,8 15 6,0 17 6,8 
Have not had advice from 
the pharmacy assistant 164 65,3 199 79,3 193 76,9 179 71,3 184 73,3 
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TABLE 7 THE EXTENT TO WHICH THE ADVICE OF THE PHARMACY ASSISTANT IS PASSED ON: 

Q.9a Supposing you were happy with the advice given to you by the pharmacist, 
to what extent would you spontaneously pass that advice on to someone 
else? 

HEADACHE TOOTH- SUN PRO- BEAUTY 
REMEDIES BRUSH DEODORANT TECTION SHAMPOOS PRODUCTS 
No. % No. % No. % No. % No. % - -

Almost always 53 21,1 11 4,4 7 2,B 31 12,4 13 5,2 

Often 40 15,9 8 3,2 7 2,8 21 8,4 5 2,0 

Seldom 17 6,8 4 1,6 3 1,2 5 2,0 4 1,6 

Never 15 6,0 3 1,2 4 1,6 8 3,2 5 2,0 

Have never had advice 

from the pharmacist 126 50,2 225 89,6 230 91,6 186 74,1 224 89,2 

Q.9b Supposing you were happy with the advice given to you by the pharmacy 

assistant, to what extent would you spontaneously pass that advice - on 
to someone else? 

HEADACHE TOOTH- SUN PRO- BEAUTY 
REMEDIES BRUSH DEODORANT TECTION SHAMPOOS PRODUCTS 
No. % No. % No. % No. % No. % - - -

Almost always 20 8,0 15 6,0 14 5,6 16 6,4 17 6, 1 

Often 28 11,2 11 4,4 14 5,6 25 10,0 22 8 ' , . 
Seldom 17 6,8 10 4,0 10 4,0 9 3,6 13 5 . , 
Never 22 8,8 16 6,4 20 8,0 22 8,8 15 6, 

Have never had advice from 
the pharmacy assistant 164 65,3 199 79,3 193 76,9 179 71,3 184 73, 
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TABLE 8 THE PROFILE OF THE PHARMACIST AND PHARMACY ASSISTANT: 

PROFILE OF THE PHARMACIST 

Q.16a In dealings with pharmacists how do you rate them in terms of their 
influence over you and your purchases of health and beauty aids? 

Influential 56 56 43 26 13 19 38 No i nfl uence 

Knowledgeable in Not knowledgeable in 
health matters 127 69 35 15 3 1 1 health matters 

Professionally Professionally 
up-to-date 136 67 31 12 2 3 0 behind times 

Efficient 141 71 21 15 2 0 1 Inefficient 

We 11 informed in Badly informed in 
general matters 107 70 35 35 1 1 2 general matters 

Knowledgeable in Not knowledgeable in 
beauty matters 22 50 47 86 11 19 16 beauty matters 

PROFILE OF THE PHARMACY ASSISTANT 

Q.16b In dealings with pharmacy assistants how do you rate them in terms 
of their influence over you and your purchases of health and beauty 
aids/ 

Influential 27 40 40 51 23 23 47 No i nfl uence 

Knowledgeable in Not knowledgeable in 
health matters 30 28 62 56 26 22 27 health matters 

Professionally Professionally 
up-tO-date 44 56 55 65 16 8 7 behind times 

Efficient 91 69 48 29 10 2 2 Inefficient 

Well informed in Badly informed in 
general matters 46 65 51 65 10 7 7 general matters 

Knowledgeable in Not knowledgeable in 
beauty matters 47 72 53 56 8 8 7 beauty matters 
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TABLE 9 

LIKERT SCALING THE IMAGE OF THE PHARMACIST AND PHARMACY ASSISTANT AS 
ADVISOR OR STOREKEEPER/COUNTER ASSISTANT 

Q.17 I am going to read some statements to you. Please indicate how 
much you agree with the statements. 

The pharmacist gives 
sound advice that can 
be relied upon 

The pharmacist is no more 
than a storekeeper 

The pharmacy assistant 
gives sound advice that 

STRONGL Y 
DISAGREE 

No. % 

7 2,8 

132 52,6 

can be relied upon 8 3,2 

The pharmacy assistant 
is no more than a 
counter assistant 22 8,8 

DISAGREE 

No. % 

3 1,2 

99 39,4 

31 12,4 

99 39,4 

NEITHER 
AGREE NOR STRONGL Y 
DISAGREE AGREE AGREE 

No. % No. % No. % 

17 6,8 132 52,6 92 36,6 

7 2,8 12 4,8 1 0,4 

98 39,0 94 37,5 20 7,9 

41 16,3 80 31,9 9 3,6 



195 

TABLE 10 

THE IDEAL PERSON FOR ADVICE ON THE PURCHASE OF HEALTH AND BEAUTY AID PRODUCTS 

Q.11 Who is the ideal person to whom you would turn for advice regarding the 

purchase of each of the following products? 

SUN 
HEADACHE TOOTHBRUSH DEODORANT PROTECTION BEAUTY TOTAL 
REMEDIES PRODUCTS SHAMPOOS 

No. '.(, No. '.(, No. '.(, No. '.(, No '.(, No. -
Doctor 124 49,4 4 1,6 24 9,6 1 0,4 153 

Pharmacist 113 45,0 25 10,0 40 16,0 93 37,1 35 13,9 306 
Pharmacy Assistant 1 0,4 10 4,0 22 8,8 19 7, 6 21 8,4 73 
Beauty Consultant 
in Pharmacy 4 1,6 2 0,8 6 2,4 10 
Friend/Member of 
Fami ly 2 0,8 5 2,0 38 15,1 20 8,0 13 5,2 78 
Dermatologist 5 2,0 19 7,6 24 
Dentist 155 61,8 2 0,8 157 
Hairdresser 80 33,1 80 
Working Colleague 1 0,4 1 0,4 2 
Other Beauty 

Consultants 

Other (Specify) 

No-one 9 3,6 52 20,7 127 50,6 54 21,5 83 33,1 325 

Woul d Never Buy 2 0,8 2 0,8 1 0,4 10 4,0 1 0,4 16 
Advertising 2 0,8 1 0,4 2 0,8 2 0,8 7 
Other Beauty 
Consultants 8 3,2 7 2,8 4 1,6 19 

'.(, -
12,2 

24,5 

5, E 

O, E 

6, 2 
1, S 

12, E 
6, 4 

0,1 

26, 0 

1,3 
0,6 

1,5 
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TABLE 11 

RANKING QUESTION - IMPORTANCE OF PHARMACY AS A PURCHASE POINT 

Q.3a If you usually or have ever purchased the following products in 
a pharmacy, what is the main reason why you have purchased 
••••••••.• in a pharmacy? 

Q.3b What is the second most important reason? 

Q.3c What is the third most important reason? 

Q.3d Any other reasons? 



TABLE 11 

Q.3 RESULTS ARE EXPRESSED IN TOTAL MENTIONS: 

Recommendation of a friend/family 
Availability of professional advice 
Low cost 
Convenient location 
One-stop shopping 
Advertising by pharmacy 
Professional products should be 

bought from professional outlets 
Availability of credit 
Delivery facilities 
Don't know/Can't remember 

Have never purchased in a pharmacy 
Other (Please specify) 

Only available at pharmacy 
All Other 

HEADACHE 
REMEDIES 
No. 'j', 

2 0,8 

64 25,5 

8 3,2 

83 33,1 

22 8 ,8 

2 0,8 

56 22,3 

26 10,4 

31 12,4 

8 3,2 

4 1,6 

50 19,9 

TOOTH­
BRUSH 

No. 'j', 

3 1,2 

15 6,0 

5 2,0 

50 19,9 

25 10,0 

2 0,8 

10 4,0 

18 7,2 

18 7,2 

12 4,8 

SUN PRO­
DEODORANT TECTION 

PRODUCTS 
No. 'j', No. 'j', 

3 1,2 3 1,2 

10 4,0 30 12,2 

6 2,4 4 1,6 

47 18,7 54 21,5 

21 8,4 18 7,2 

5 2,0 5 2,0 

3 1,2 23 9,2 

20 8,0 17 6,8 

16 6,4 17 6,8 

11 4,4 9 3,6 

BEAUTY 
SHAMPOOS 

GRAND 
TOTAL 

No. 'j', No. 'j', 

4 1,6 15 0,8 

18 7,2 137 7,8 
6 2,4 29 1,6 

46 18,3 280 15,9 

16 6,4 102 5,8 

4 1,6 18 . 1,0 

10 4,0 102 5,8 

18 7,2 99 5,6 

13 5,2 95 5,4 

9 3,6 49 2,8 

151 45,5 160 49,2 141 40,2 171 52,6 696 39,6 

2 0,8 4 1,6 - 10 0,6 

23 9,2 21 8,4 23 9,2 10 4,0 127 7,2 

..... 
<D 
--J 
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TABLE 12 

RANKING QUESTION - IMPORTANCE OF OTHER OUTLETS AS A PURCHASE POINT: 

Q.5a I f you answered "Yes" to any of the products in Q. 4, what was the 
main reason why you purchased these products outside of the 
pharmacy? 

Q.5b What was the second most important reason? 

Q.5c What was the third most important reason? 

Q.5d Any other reasons? 

RESULTS ARE EXPRESSED IN TOTAL MENTIONS: 

HEADACHE TOOTH- SUN PRO- BEAUTY 
REMEDIES BRUSH DEODORANT TECTION SHAMPOOS PRODUCTS 

No. ')', No. ')', No. ')', No. ')', No. ')', - - - -

Cheaper prices 142 56,6 193 76,9 194 77 ,3 137 54,6 180 71, : 
One-stop shopping 118 47,0 168 66,9 168 66,9 113 45,0 149 59, L 

Better displays 3 1,2 8 3,2 5 2,0 4 1,6 7 2, £ 
Convenient location 88 35,1 114 45,4 110 43,8 80 31,9 103 41, ( 

Wider range of products 26 10,4 43 17,1 53 21,1 27 10,8 46 18, : 
Advertising 5 2,0 7 2,8 5 2,0 4 1,E 

Did not need advice anymore 12 4,8 11 4,4 12 4,8 8 3,2 9 3, E 

Availability of credit 3 1,2 4 1,6 4 1,6 3 1,2 4 1, t 

Other (Pl ease speci fy) 
All Other 10 4,0 14 5,6 11 4,4 5 2,0 10 4, ( 

Do Not Know 2 0,8 1 0,4 2 0,8 1 o ' , 
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TABLE 13 

SEMANTIC DIFFERENTIAL SECTION : PROFILE OF THE PHARMACY 

Q.15 How do you perceive conditions in a pharmacy? 

Friendly/courteous 147 63 25 11 3 1 1 Unfriendly/discourteous 
Competitively priced 20 24 26 41 44 47 49 Expensive products 

Personal attention 125 58 25 26 5 7 5 Self service 
Accessible 116 67 32 20 6 6 4 Inaccessible 
Specialist 96 67 36 36 5 5 6 General dealer 

TABLE 14 

INFORMATION BOOTHS IN SUPERMARKETS 

Q.12 Do you see the need for a manned information booth in the supermarket 
to provide information regarding products in the health and beauty aid 
category {i.e. similar to the products we have listed above? 

TABLE 15 

YES 
NO 
INDIFFERENT 

No. 
113 

99 
39 

% 

45,0 
39,4 
15,5 

THE TRAINING OF DEMONSTRATOR LADIES IN SUPERMARKETS 

Q.13 You have probably already seen the ladies in supermarkets who act as 
demonstrators for various companies' brands, and who hand out samples 
and coupons. Do you believe that if these ladies were trained 
correctly, you would ask their advice regarding the purchase of the 
following products? 

YES NO INDIFFERENT 

No. % No. % No. % - - -
Headache Remedies 124 49,4 99 39,4 28 11 ,2 
Toothbrush 137 54,6 86 34,3 28 11,2 
Deodorant 139 55,4 78 31,1 34 13,5 
Beauty Shampoo 149 59,4 71 28,3 31 12,4 
Sun Protection Products 136 54,2 81 32,3 34 13,5 
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TABLE 16 

WHERE NEW BRANOS OF HEALTH AND BEAUTY AID PRODUCTS ARE PURCHASED 

Q.14 Suppose you develop a problem with your regular brand of the 
following products. Where are you more likely to go to purchase 
a new brand? 

SUPERMARKET 
PHARMACY CAFE, GENERAL INDIFFERENT 

DEALERS 

No. '.t No . '.t No. '.t - -
Headache Remedies 164 65,3 64 25,5 23 9,2 
Toothbrush 79 31,5 146 58,2 26 10,4 
Deodorant 72 28,7 147 58,6 32 12,7 
Beauty Shampoo 74 29,5 141 56,2 36 14,3 
Sun Protection Products 107 42,6 99 39,4 45 17,9 



201 

BIBLIOGRAPHY 

AMPS 19B4 STUDY 
South African Advertising Research Foundation 
Johannesburg South Africa 

Bauer R.A. 
"CONSUMER BEHAVIOUR AS RISK TAKING" 
American Marketing Association 1960 

Boyd H.W., Westfall R. and Stasch S.F. 
MARKETING RESEARCH : TEXT AND CASES . 4TH EDITION 
Homewood, Illinois: Richard D. Irwin 1977 

Boyd H.W. and Westfall R. 
MARKETING RESEARCH - TEXT AND CASES 
Richard D. Irwin Inc. Homewood Illinois 1972 

"THE BURGER THAT CONQUERED THE WORLD" 
Time Magazine September 17, 1973. 

Churchi 11 G.A. 
MARKETING RESEARCH: METHODOLOGICAL FOUNDATIONS, 2ND EDITION 
Hinsdale, Illinois: The Dryden Press, 1979 

Crisp R.D. 
MARKETING RESEARCH 
New York: McGraw-Hill 1957 

Davis G.B. 
"A SYSTEMATIC APPROACH FOR MANAGING A DOCTORAL THESIS" 
European Institute for Advanced Studies in Management 
- October 1972 - Brussels 

Engel J.F., Blackwell R.D. and Kollat D.T. 
CONSUMER BEHAVIOUR - 3RD EDITION 
The Dryden Press U.S.A. 197B 



,,', . 
'. , 
:'; 
" 

202 

Engel J.F., Kegerreis R.J. and Blackwell R.D. 
"WORD-OF-MOUTH COMMUNICATION BY THE INNOVATOR" 
Journal of Marketing Vol 33 July 1969 

Engel J.F. and Blackwell R.D. 
CONSUMER BEHAVIOUR - 4TH EDITION 
The Dryden Press U.S.A. - 19B2 

Festinger L. 
A THEORY OF COGNITIVE DISSONANCE 
New York : Ron Peterson 1957 

Foxall G;R. 
CONSUMER BEHAVIOUR 
Croom Helm Ltd., London 1980 

Glock C.Y. and Nicosia F.M. 
"SOCIOLOGY AND THE STUDY OF CONSUMERS" 
Journal of Advertising Research Vol 3 September 1983 

Greenberg B.A., Goldstucker J.L. and Bellenger D. 
"WHAT TECHNIQUES ARE USED BY MARKETING RESEARCHERS IN BUSINESS?" 
Journal of Marketing Vol 41 April 1977 

Hawkins D.I., Best R.J. and Coney K.A. 
CONSUMER BEHAVIOUR - IMPLICATIONS FOR MARKET STRATEGY 
Business Publications, Inc. Texas 

Howard J.A. and Sheth J.N. 
"A THEORY OF BUYER BEHAVIOUR" 
Kassarjian H.H. and Robertson T.S. 
PERSPECTIVES IN CONSUMER BEHAVIOUR 
Scott Foresman, Glenview, Illinois 1973 

Hunt S.D. 
"POST-TRANSACTION COMMUNICATIONS AND DISSONANCE REDUCTION" 
Journal of Marketing. Vol 34, July 1970 



203 

Kassarjian H.H. and Robertson T.S. 
PERSPECTIVES IN CONSUMER BEHAVIOUR - REVISED 
Scott, Foresman and Company. Glenview, Illinois 

Kinnear T.C. and Taylor J.R. 
MARKETING RESEARCH - AN APPLIED APPROACH 
McGraw-Hill Book Company - New York 1979 

Kotler P. 
"A GENERIC CONCEPT OF MARKETING" 
Journal of Marketing April 1972 

Kotl er P. 
MARKETING MANAGEMENT : ANALYSIS, PLANNING AND CONTROL 
Prentice Hall Inc., Englewood Cliffs, N.J. 1967 

Kotler P. 
MARKETING MANAGEMENT - ANALYSIS, PLANNING AND CONTROL FOURTH EDITION 
Prentice-Hall Inc., Englewood Cliffs, New Jersey 1980 

Lehmann D.R. 
MARKET RESEARCH AND ANALYSIS 
Homewood, Illinois: Richard D. Irwin 1979 

Levitt T. 
"MARKETING MYOPIA" 
Harvard Business Review July - August 1960 

Loudon D.L. and Della Bitta A.J. 
CONSUMER BEHAVIOUR : CONCEPTS AND APPLICATIONS 
Mc Graw Hill Inc U.S.A. 1979 

Mancuso J.R. 
"WHY NOT CREATE OPINION LEADERS FOR NEW PRODUCT INTRODUCTIONS" 
Journal of Marketing Vol 33 July 1969 

McCarthy, LJ. 
BASIC MARKETING - A MANAGERIAL APPROACH. 7TH EDITION 
Richard D. Irwin Inc. Homewood, Illinois. 



204 

McGown K.L. 
MARKETING RESEARCH : TEXT AND CASES 
Winthrop Publishers Inc. Cambridge, Massachusetts 1979 

McNeal J.N. 
DIMENSIONS OF CONSUMER BEHAVIOUR 
New York: Appleton - Centuary - Crofts 1965 

Meyer G. and Vassilatos C. 
"THE RETAIL PHARMACIST - PROFESSIONAL OR SHOPKEEPER?" 
South African Pharmaceutical Journal Vol 50 
December 1983. 

Midgley D.F. 
"PATTERNS OF INTERPERSONAL INFORMATION SEEKING 

FOR THE PURCHASE OF A SYMBOLIC PRODUCT" 
Journal of Marketing Research Vol 50 February 1983 

Miller P.A., Roome W.B. and Staude G.E. 
MANAGEMENT IN SOUTH AFRICA 
Juta and Co. Limited, Cape Town. 

Myers J.H. and Robertson T.S. 
"DIMENSIONS OF OPINION LEADERSHIP" 
Journal cif Marketing Research Vol 9 February 1972 

Narayana C.L. and Markin R.J. 
"CONSUMER BEHAVIOUR AND PRODUCT PERFORMANCE AN ALTERNATIVE 

CONCEPTUALIZATION. 
"Journal of Marketing Vol 39, October 1975. 

Nel E.M. 
"ATTITUDES TOWARDS PHARMACY" 
South African Pharmaceutical Journal Vol 48 April 1982 

Nicosia F .M. 
CONSUMER DECISION PROCESSES 
Prentice-Hall Inc. Englewood Cliff, New Jersey 



Nielson A.C. 
BI-MONTHLY TOILETRIES INDEX 
January/February 1985. 

Reynolds F.D. and Wells W.O. 
CONSUMER BEHAVIOUR 
Mc Graw Hill Book Company 1977 

Robertson T.S. 
CONSUMER BEHAVIOUR 
Scott Foresman and Company 1970 

Robertson T. S. 

205 

INNOVATIVE BEHAVIOUR AND COMMUNICATION 
Holt, Rinehart and Winston, New York 1971 

Robertson T.S. 
"THE PROCESS OF INNOVATION AND THE DIFFUSION OF INNOVATION" 
Journal of Marketing Vol 31 January 1967 

Rogers LM. 
DIFFUSION OF INNOVATIONS 
New York Free Press 1962 

Rogers E.M. and Shoemaker F.F. 
CO~lMUNICATION OF INNOVATIONS 
New York Free Press 1971 

Rosenberg, L.H. 
MARKETING 
Prentice-Hall Inc., Englewood Cliffs, New Jersey. 

Ross I. 
"PERCEIVED RISK AND CONSUMER BEHAVIOUR: A CRITICAL REVIEW" 
Advances in Consumer Research Vol.2. 1975 

Schiffman L.G. and Kanuk L.L. 
CONSUMER BEHAVIOUR 
Prentice-Hall Inc. Englewood Cliffs U.S.A. 1978 



206 

Schoemaker R.W. and Shoaf F.R. 
"BEHAVIOURAL CHANGES IN THE TRIAL OF NEW PRODUCTS". 
Journal of Consumer Research Vol 2, April 1974. 

Sessions R. 
"THE MARKETING CONCEPT IN ACTION" 
47th National Conference Proceedings. Chicago 
American Marketing Association 1964 

Stanton W.J. 
FUNDAMENTALS OF MARKETING - FOURTH EDITION 
Mc Graw Hill Co. Inc 1975 

Sternthal B • .. andCraig -CS-;---
. . _" .-.- . 

CONSUMER BEHAVIOUR - AN INFORMATION PROCESSING PERSPECTIVE 
Prentice-Hall Inc., Englewood Cliffs, New Jersey - 1982 

Straughn J. 
"A MEETING PLACE FOR DOCTORS AND PHARMACISTS" 
South African Pharmaceutical Journal 
Vol 49 November 1982 

"THE SHOPPING BASKET" 
Reader's Di gest 
Johannesburg South Africa 1978 

Taylor J.W. 
"THE ROLE OF RISK IN CONSUMER BEHAVIOUR" 
Journal of Marketing Vol 38, April 1974 

Walters C.G. and Paul G.W. 
CONSUMER BEHAVIOUR - AN INTEGRATED FRAMEWORK 
Richard D. Irwin Inc., Homewood Illinois 1970. 

Woods W.A. 
CONSUMER BEHAVIOUR 
Elsevier North Holland Inc. New York 1981 

Zaltman G. and Wallendorf M. 
CONSUMER BEHAVIOUR: BASIC FINDINGS AND MANAGEMENT IMPLICATIONS 
John Wiley and Sons U.S.A. 1983 


	SUTTNER R S-MComm-TR86-42a
	SUTTNER-TR86-42b

