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Abstract

The research reported herein concerns a specific stream of research within the general domain

of consumer behaviour. The dissertation attempts to reconceptualise the construct of

involvement and develop an instrument to measure consumers involvement.

Largely, the significance of this dissertation rests in the development and presentation of a

comprehensive model for the conceptualisation and analysis of involvement and key individual

variables that act as antecedents to involvement and consequences of it. The study focuses on

the philosophical and practical questions of involvement's content, nature and the direction and

strength of its relationship with theoretically important constructs. It fundamentally asks the

question: how should the construct of involvement be conceptualised and operationalised, and

what is the relationship between involvement and self-image product-image congruency,

consumer values., product knowledge/expertise, (.onsumer confidence and consumption

consequences.

The methodology is based on the development and administration of a survey questionnaire. A

mail survey was sent to a random sample of 900 students at an Australian University. The

primary analytic procedure for the study was structural equation modeling using the computer

program AMOS. The results of the research indicate significant support for the theoretical

propositions developed in this study. The theoretical formulations of product involvement,

purchase decision involvement, communications involvement and consumption involvement

were strongly supported. Further, the introduction of consumer involvement as a second-order

factor for the four forms of involvement proved significant. Nomological validity between

involvement, values systems, product knowledge, consumer confidence, consumption

consequences and self-image product-image congruency was established. A number of

theoretical and managerial implications for marketers are identified and discussed.
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