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attacks  m ay  be m ade w ith  re g a rd s  to n o n -s a lie n t a ttitudes  since  

these would be the m ost v u ln e ra b le . T h a t is , co m p etito rs  m ig h t 

a tta c k  on n o n -s a lie n t issu es  in  o rd e r to ga in  a foothold fro m  which  

fu r th e r  a ttacks  could be launched. The use o f defens ive  m easu res  

to p ro te c t n o n -s a lie n t a ttitu d e s  could p re v e n t co m p etito rs  fro m  

g ettin g  such a  foothold.

Suggestions fo r  F u tu re  R e s e a rc h ,

Because m any of the d iffe re n c e s  re p o rte d  in  th is study w ere  

not s ig n ific a n t, re p lic a tio n s  o f this study w ould be v e ry  use fu l. But, 

th e re  a re  a n u m b er of o th e r a reas  in  w h ich  w o rk  is  needed and 

questions need answ ering .

W o rk  should be u n d ertaken  to d e te rm in e  how u n iv e rs a lly  a p p li­

c a b le  d e fen s ive  a d v e rtis in g  based on In o cu la tio n  th eo ry  m ig h t be. 

T h u s , groups other than students should be studied. In c luded  in  this 

is  the need fo r  w o rk  w ith  c lu s te rs  of people w ith  s im ila r  p e rs o n a lity  

types or psychographic p ro f ile s .

Studies should be u n d ertaken  that r e la x  some of the contro ls  

used in this study. M o re  r e a l is t ic  a d v e rtis e m e n ts , having p ic tu re s  

and head lines, should be used . The e ffe c t of m u ltip le  exposures  

should be in vestig ated . So too should the e ffe c t of m u lt i-m e d ia  

cam p aigns. U lt im a te ly , a  f ie ld  study to ta lly  fre e  of re s tr ic tio n s  

should be undertaken .
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The findings of th is  re s e a rc h  should be expanded to encom pass  

the s itu a tio n  in  which m u ltip le  b ran d  lo y a lty  e x is ts . W hat happens i f  

i t  is the second choice b rand  that is  attacked? W hat happens i f  one 

p re fe r r e d  b rand  a ttacks  anoth er p r e fe r re d  brand?

T h is  study focused on attitudes  to w ard  a b ran d  of toothpaste.

I f  a d if fe re n t  product w ith  a d if fe re n t le v e l of p sych o lo g ica l im ­

po rtance  to the in d iv id u a l w e re  used, w hat would the findings be?

Does In o cu la tive  de fens ive  a d v e rtis in g  w o rk  best w ith  non­

sa lie n t attitudes? Does a boom erang e ffe c t e x is t when th ere  is  a 

la c k  of correspondence betw een the e x e rp im e n ta l m essages and the 

a ttitu d e  in  question?

A s the above suggestions and questions in d ic a te , know ledge  

about the re la tio n s h ip  betw een c o m p a ra tive  a d v e rtis in g , In o cu la tio n  

T h e o ry , and the p re v en tio n  of n eg ative  a ttitu d e  change is  in  its  

in fan cy . M u ch  w o rk  re m a in s  to be done.
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B R A N D  L O Y A L T Y

The concept of b rand  lo y a lty  has been of in te re s t  s ince the e a r ly

1950 's  when A d v e rtis in g  A ge ra n  G eorge H . B ro w n ’ s s e rie s  of

a r t ic le s  on the sub ject.  ̂ I t  was not u n til 1971, h o w ever, that a

co m p reh en s ive  conceptual d e fin it io n  of b ra n d  lo y a lty  was put fo rth .

A t  th a t t im e , Jacoby defin ed  b ran d  lo y a lty  as being:

(1) the b iased  ( i . e . ,  n o n -ra n d o m ), (2) be­
h a v io ra l response (i. e. , p u rch ase ),
(3) exp ressed  o v e r t im e , (4) by som e de­
c is io n -m a k in g  u n it, (5) w ith  re s p e c t to one 
o r m o re  a lte rn a tiv e  brands out of a set of 
such b ran d s , and (6) is  a function  of p sy­
ch o lo g ica l (d e c is io n -m a k in g  e v a lu a tiv e )

7p ro c e s s e s .**

A lthough conceptual d e fin itio n s  of b rand  lo y a lty  have been lack in g , 

num erous o p e ra tio n a l d e fin itio n s  have been used. F ra n k , M a s s y , and 

W in d  have id e n tif ie d  fo u r m a jo r  approaches to o p e ra tio n a lly  defin ing

* G eorge H . B ro w n , "B ra n d  L o y a lty - -F a c t  o r F ic tio n ?  11 A d v e r ­
tis in g  A g e , 23  (June 19 , 1952 ), pp. 5 3 -5 5 ; (June 30, 1952) pp. 
4 5 -4 7 ;  (Ju ly  14 , 1952) pp. 5 4 -5 6 ; (July 28, 1952) pp. 4 6 -4 8 ; (August
11, 1952) pp. 5 6 -5 8 ; (S eptem ber 1, 1952) pp. 8 0 -8 2 ; (O ctober 6, 1952) 
pp. 8 2 -8 6 ; (D ecem b er 1, 1952) pp. 7 6 -7 9 ; (January  26, 1953) pp. 7 5 -7 6 .

^Jacob Jacoby, "B ra n d  L o y a lty : A  C onceptual D e fin it io n , " 
P ro c e e d in g s , 79th A nnual C onvention, A m e r ic a n  P sych o lo g ic a l 
A s s o c ia tio n , 1971 , pp. 6 5 5 -6 5 6 .
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brand lo ya lty ; brand choice sequence; p rop ortion  of purchases; 

re p ea t purchase p ro b a b ilitie s ; and brand p re fe re n c e .

F o r  purposes of this study, Jacoby's conceptual d e fin itio n  

was accepted. O p era tio n a lly , brand lo y a lty  was defined in te rm s  

of stated p re fe re n c e  and p ro p o rtio n  o f.purchases, thereby com ­

bining two approaches that w e re  used in the past. E ach  respondent 

was asked to se lect his p re fe r re d  brand fro m  a l is t  of com peting

4brands. T h is  m ethod was the sam e as th a t used by G uest in  1964.

The m ethod, how ever, only p a r t ia lly  in d icates  the existence of

brand lo y a lty . As Jacoby po inted out, p re fe re n c e  statem ents m ust

5
be accom panied by biased purchasing b eh av io r. T h e re fo re , r e ­

spondents w ere  also asked w hat percentage of th e ir  purchases was 

of the p re fe r re d  brand. A nsw ers  to th is  question ind icated  the de­

g ree  to which the b e h a v io ra l com ponent of brand lo y a lty  existed.

Th is  m easu re  was used to in d ica te  the d eg ree  to which brand lo y a lty  

i ts e lf  ex isted .

^R. E . F ra n k , W. F . M assey , and Y . W ind, M a rk e t  Seg­
m entations Englewood C lif fs , N ew  Je rs e y : P re n t ic e -H a ll ,  1972,
p. 69.

^ L e s te r  Guest, "B ran d  L o ya lty  R ev is ited : A  Tw enty  Y e a r  
R e p o r t ,"  Jo u rn a l o f A p p lied  Psychology 48, (1964), pp. 93 -97 .

5
Jacoby, L o c . C it.
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S T U D Y : 1439: BRANDS P U R C H A S E D  B Y  S TU D E N T S : 1975

Y o u r school is  one of a la rg e  num ber of schools f ro m  a l l  parts  

of the U nited States that a re  being studied to d e te rm in e  w hether or 

not u n iv e rs ity  students in  d iffe re n t p a rts  of the country buy the same 

brands of a num ber of com m only purchased products. P lea se  help  

us w ith  this study by f il l in g  out the fo llow ing  short qu estio nnaire .

In stru c tio n s

The qu estio nnaire  consists of s ix  sections. E ach  section w ill  

contain two questions. P le a s e  read  each question and p lace  a check­

m a rk  next to the ap p ro p ria te  answ er.

E ach section  of the qu estio nnaire  applies  to a d iffe re n t class  

of products. I f  you do not use the product class being considered, 

w rite  Does N ot A p p ly  acro ss  that p a r t  o f the qu estio nnaire .

You a re  being asked to provide us w ith  your nam e. Th is  is  

being done so that you can be contacted i f  a fo llo w -u p  study is  

needed. No em barassing  questions a re  being asked. N ev e rth e le s s , 

a l l  answ ers w i l l  be handled as confidentia l in fo rm atio n .
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N am e:

School:

Y e a r: F resh m an ____________________  Sophomore

Junior Senior

Section 1

1. What is your fa v o r ite  brand of toothpaste?

A im  __ ______________ G leem  ___________
C lo s e -U p _________________  Pepsodent _______
C olgate _________________ U i t r a - B r i t e  _____
C re s t _________________ O ther (P lease  Specify)

2 . When you buy toothpaste, how often do you buy your fa v o rite  
brand ?

0 -  50% ____________
51 -  75% ____________
76 -  100%

Section 2

3, How often do you use m outhwash?

5 - 7  tim e s  p er week  
2 - 4  tim e s  per week  
Once a w eek o r less

4 . What is  your fa v o rite  brand of m outhwash?

Cepacol  ___________ M ic r in  _________________
L avo ris  ___________ Scope _________ _______
L is te r in e ___________ O th er (P lease  Specify)___________

5, When you buy m outhw ash, how often do you buy your fa v o rite  
brand ?

0 - 50%
51 -  75%
76 -  100%
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S e c t io n  3

6, How often do you use sham poo?

5 - 7  t im e s  per w eek  
2 - 4  t im e s  p er w eek  
Once a w eek or less

7. W hat is your fa v o r ite  brand of shampoo?

B re c k ___________________________________
C la ir o l H e rb a l Essence ___________ __
E a rth b o rn __________________ ____________
H ead & Shoulders__________ ____________
Johnson's B ab y Shampoo ____________
P r e l l_______________________ ________ ___
T e g r in __________________________________
O th er (P le a s e  S p e c i f y ) ______________________________

8. W hen you buy sham poo, how often do you buy your fa v o r ite  brand?

0 -  50% ____________
51 -  75% ____________
76 - 100% _______

Section 4

9. W hat is your fa v o r ite  brand of deodorant?

A r r id    R ig h t G u a r d ______
A r r id  E x t r a  D ry  ______________ S e c re t _____________
Ban   S u r e __________
D ia l  U l t r a  Ban 5000______

O th er (P lease  S p ec ify )______________________

10. When you buy deodorant, how often do you buy your fa v o r ite  brand?

0 - 50%
51 -  75% 
76 - 100%
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Section 5

11. How often do you use a pain re lie v e r?

3 or m ore  tim es  a week  
Once or tw ice a week  
Less than once a week

12. W hat is your fa v o rite  brand of pain  re lie v e r?

A nac in  ________  E x ced rin ______________ __________
B ay e r A s p ir in ________  St. Joseph's A s p ir in  __________
B u ffe rin ______ ________  T y le n o l_______________ __________

O ther (P lease  Specify)_____________________

13. When you buypain re lie v e rs , how often do you buy your fa v o rite  
brand?

0 -  50% __________
51 -  75%___ _________
76 -  100%___ _________

Section 6

14. W hat is your fa v o rite  brand of shaving cream ?

C olgate In stan t Shave ____________
G ille tte  F o am y ____________
N oxem a ____________
P a lm o liv e  R ap id  Shave ____________
R ise  ____________
O th er (P lease Specify) ____________

1 5. When you buy shaving c ream , how often do you buy your fa v o rite  
brand?

0 -  50%
51 -  75%
76 - 100%
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Th is  package contains s e v e ra l ads fo llow ed by a short 
q u estio n n a ire . P leas e  read  the ads and then f i l l  out the question­
n a ire . Do not read  the questionnaire  u n til you have read  a l l  of 
the ads. Do not re fe r  back to the ads when you f i l l  out the 
q u estio n n a ire .

Th is  study w il l  be conducted o ver a th ree  day period  ending 
a t 5:00 P .M .  F r id a y , A p r i l  30 P leas e  do not ta lk  about i t  w ith  
people who have not y e t f i l le d  out a questionnaire
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E X A M P L E : S U P P O R T IV E  A D V E R T IS E M E N T

A re  you undecided about what toothpaste to use? We believe  

C re s t is the best toothpaste on the m a rk e t today. No one can top it  

when i t  comes to getting tee th  w h ite . And, it  w orks to keep your m outh  

o d o r-fre e  fo r h o urs .

C re s t po lishes your tee th  to the n a tu ra l w hiteness that you w ant. 

And it  does so in  a gentle, safe m a n n e r. You end up w ith  the shiny 

s m ile  that you've always w anted.

C re s t also protects  you against em barassing  m o u th -o d o r. C re s t  

k ills  the germ s and b a c te ria  that cause bad b rea th . You can spend the 

day confident that your b rea th  is fre e  fro m  odor.

W hiteness and o d o r-fre e  brea th : Two facto rs  you should consi­

d e r when deciding on a toothpaste. T r y  C re s t and get both.
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E X A M P L E :  ATTACK A D V E R T IS E M E N T

I f  you brush w ith  C re s t there  a re  two things you should know  

about your brand and new P h illip s  toothpaste . P h illip s  is safer for 

your tee th  than C re s t. And, P h illip s  leaves your b re a th  fre s h er  

than C re s t .

W hy is P h illip s  sa fer for your tee th ?  C res t uses abrasive  

powders to clean and w h iten  your te e th . A brasive  pow ders can rub  

away the enam el fro m  your teeth , d estroy ing  th e ir  n a tu ra l p ro tec tio n . 

P h illip s  uses safe, liq u id  c leansers  to  c lean  and w h iten  w ithout dam ­

age.

How is P h illip s  b e tte r for your b re a th  than C re s t?  P h illip s  

contains a concentrated m outhwash th a t is  designed to fight the germ s  

and b a c te r ia  that cause bad b rea th . C re s t does not contain m outh­

wash or any other in g red ie n t s p e c ific a lly  designed to fight bad b rea th . 

It  cannot do as good a job .

Do you want a toothpaste that c leans and whitens gently  and 

leaves your breath  fres h ?  O r w ould you p re fe r a tough, ab rasive  

tooghpaste that w ears  away tooth e n a m e l and does nothing to fight bad 

b re a th . I t ’ s your m outh . You dec ide .
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E X A M P L E : AT TA C K  A D V E R T ISE M E N T

I f  you brush w ith  C re s t th ere  a re  two things you should know 

about your brand and new P h illip s  toothpaste. P h illip s  is  sa fer for 

your teeth  than C re s t. And, P h illip s  leaves your b rea th  fre s h e r  

than C re s t.

Why is P h illip s  sa fe r fo r your teeth?  C re s t uses ab ras ive  

powders to clean and w h iten  your teeth . A b ras ive  powders can rub 

away the enam el fro m  your teeth , destroying  th e ir  n a tu ra l p ro tec tion . 

P h illip s  uses safe, liq u id  c leansers  to c lean  and whiten w ithout dam ­

age.

How is P h illip s  b e tte r for your b re a th  than C res t?  P h illip s  

contains a concentrated m outhwash that is designed to fig h t the germ s  

and b a c te ria  that cause bad b rea th . C re s t does not contain  m outh­

wash or any other in g red ie n t s p e c ific a lly  designed to fig h t bad breath . 

I t  cannot do as good a jo b .

Do you want a toothpaste that cleans and whitens g en tly  and 

leaves your breath  fresh ?  O r would you p re fe r  a tough, abrasive  

tooghpaste that w ears aw ay tooth enam el and does nothing to fight bad 

b re a th . It 's  your m outh. You decide.
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E X A M P L E :  IN O C U L A T IV E

You m ig h t h e a r one of our co m p etito rs  c la im in g  that C re s t  is 

h a rm fu l to your te e th  and in e ffe c tiv e  in  fig h tin g  bad b rea th . These  

c la im s  a re  fa ls e  and should not be b e lie ved .

You m ig h t h e a r th a t C re s t  gains its  w h iten ing  c a p a b ility  fro m  

ab ra s iv e  pow ders th a t can w e a r away tooth e n a m el. Sure, we use 

a b ra s iv e s . B u t, these ab ras ives  w i l l  not w e a r down tooth e n a m e l.

The a b ra s ive  le v e l of C re s t is  about o n e -fo u rth  the le v e l a llo w ed  by 

the U . S. D e p a rtm e n t of H e a lth , E ducation , and W e lfa re  and less  than  

o n e -h a lf the le v e l found to be safe by the A m e ric a n  D en ta l A sso c ia tio n . 

C re s t w hitens s a fe ly .

You m ig h t also h ear th a t s ince we have no in g red ie n t designed  

e x c lu s iv e ly  to fig h t bad b re a th  th a t we cannot leave  your b re a th  fre s h  

and c le an . Poppycock. The in g red ien ts  th a t w e use to k i l l  decay- 

causing germ s and b a c te r ia  a lso  k i l l  the o d o r-ca u s in g  g e rm s  and 

b a c te r ia . No s p e c ia l in g re d ie n t is  needed.

No m a tte r  w hat you m ig h t h e a r, C re s t is  safe fo r your teeth  and 

e ffe c tiv e  in  figh ting  bad b re a th . I f  you use C re s t you know. I f  you 

d o n 't, you should t r y  it .
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E X A M P L E :  RE ST O R A TIV E  A D V E R T IS E M E N T

You 've probab ly  h eard  a co m p etito r c la im  th a t C re s t is h a rm fu l 

to your teeth  and in e ffec tive  in  fighting  bad b rea th . These c la im s are  

fa lse  and should not be b e lieved .

Our com petito r c la im s  that C re s t gains its  w hitening cap ab ility  

fro m  ab rasive  powders that can w ear away tooth en am el. Sure, we 

use ab ras ives . B ut, these abras ives  w i l l  not w e a r away tooth enam el.

The ab ras ive  le v e l of C re s t is about o n e-fo u rth  the le v e l allow ed by

the U . S. D ep artm en t of H ea lth , Education, and W e lfa re  and less than  

o n e -h a lf the le v e l found to be safe by the A m e ric a n  D en ta l A ssociation . 

C re s t whitens s a fe ly .

O ur com petito r also c la im s  that since we have no in g red ien t 

designed e x c lu s ive ly  to fight bad b re a th  that we cannot leave your 

b rea th  fre s h  and c lean . Poppycock. The in gred ien ts  that we use to 

k i l l  decay-causing  g erm s and b a c te ria  also k i l l  the odor-causing  germ s

and b a c te ria . No specia l in g red ie n t is  needed.

No m a tte r  w hat you have h eard , C re s t is safe fo r your teeth  and 

e ffec tive  in fighting bad b re a th . I f  you use C re s t you know. I f  you 

don 't you should t r y  it .
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E X A M P L E : F IL L E R  A D V E R T IS E M E N T

K o le s tra l:  The f ir s t  deep-dow n beauty tre a tm e n t fo r your h a ir .

No m a tte r  how dam aged your h a ir  m ay be, K o le s tra l can m ake it  look  

healthy, b eau tifu l, and a liv e  again. R igh t fro m  the f i r s t  tre a tm e n t, 

y o u 'll get resu lts  th a t w i l l  astonish you.

T h a t's  because w ith  K o le s tra l you get the f i r s t  conditioner to 

penetra te  deep into each dam aged, porous h a ir  shaft to give i t  new  

softness, bounce, and shine. Special n a tu ra l conditioning ingred ients  

w ill  w o rk  wonders in  30 m inutes or le s s .

So g ive your h a ir  a fre s h  s ta rt  w ith  K o le s tra l. It 's  the in te r ­

n a tio n a lly  famous cond itioner that's  a c tu a lly  a deep-dow n tre a tm e n t.

Y o u 'll love your h a ir .
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E X A M P L E : F IL L E R  A D V E R T IS E M E N T

F o r  b e au tifu l h a ir ,  m o re  people choose W e lla  B a ls a m  than any 

other cond itio ner in  the co u n try . H e re 's  w hy. W e lla  B a ls am  is  the  

o r ig in a l b a ls a m  c o n d itio n e r. W heather your h a ir  is long or sh o rt, 

W e lla  B a ls a m  can m ake i t  s ilk y  soft, sh iny, and easy to com b, a l l  

in  one m in u te .

O u r im ita to rs  tr ie d  to fool you by copying our bo ttle  and our 

nam e, but th ey  cou ldn 't copy W e lla  B a ls a m 's  p e rfo rm a n c e . So th ey  

ca n 't fo o l the m illio n s  of people who choose W e lla  B a ls a m  over a ll  

other h a ir  c o n d itio n ers .

F o r  long h a ir  or s h o rt, get W e lla  B a ls a m , A m e r ic a 's  fa v o r ite  

c o n d itio n e r.
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E X A M P L E : F IL L E R  A D V E R T IS E M E N T

Ban B a s ic , the a n t i-p e r  s p ira n t s p ray  w ithout a e ro s o l p ro p e lla n ts , 

does a lo t fo r  you. B an B as ic  p ro v id es  a l l  day p ro te c tio n  against o d o r.

Ban B asic  is  concentra ted  so i t 's  m o re  ec o n o m ica l. A  th re e  

ounce s ize  las ts  at le a s t 75% lo nger than  lead ing  e ight ounce a e ro s o ls . 

B ecause i t  has a h ig h e r le v e l o f a n t i-p e r  s p ira n t in g re d ie n t per ounce 

and no p ro p e lla n ts .

W il l  you p r e fe r  i t  to the a e ro s o l y o u 're  using now? W e ll, we 

gave B an B asic  n o n -a e ro s o l s p ra y  to the e n tire  tow n of Sonom a, C a l i ­

fo rn ia  to t r y .  Ahd a e ro s o l u se rs  p re fe r r e d  B an B as ic  m o re  than 2 to 1 

o ver th e ir  re g u la r  s p ra y . We th in k  you v / i l l  too.
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E X A M P L E : F IL L E R  A D V E R T IS E M E N T

Ban B a s ic , the a n ti-p e r  s p ira n t spray w ith o u t a e ro s o l p ro p e lla n ts , 

does a lo t fo r  you. Ban B as ic  p rov id es  a ll  day p ro te c tio n  aga inst odor.

Ban B asic  is  concentra ted  so it 's  m o re  eco n o m ica l. A  th ree  

ounce s ize  las ts  a t le a s t 75% lo n g er than lead ing  e ight ounce aero so ls . 

Because i t  has a h ig h er le v e l o f a n ti-p e r  s p ira n t in g red ie n t p e r ounce 

and no p ro p e lla n ts .

W il l  you p re fe r  i t  to the a e ro s o l y o u 're  using now? W e ll , we 

gave B an B as ic  n o n -a e ro s o l s p ra y  to the e n tire  town of Sonom a, C a li­

fo rn ia  to t r y .  A h d  ae ro so l u s e rs  p re fe r re d  B an  B asic  m o re  than  2 to 1 

o ver th e ir  re g u la r  sp ray . W e th in k  you w il l  too.
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E X A M P L E : F IL L E R  A D V E R T IS E M E N T

We can 't be abso lu te ly  p o s itive  th a t C la ir o l Sunshine H a rv e s t  

Shampoo is the fin e s t on the face of the e a rth  but i t  ju s t po ss ib ly  

could be. W e h av e n 't tes ted  a ll sham poos, but we have tes ted  lo ts  of 

th e m  - baby sham poos, d a n d ru ff sham poos, and n a tu ra l in g re d ie n t  

shampoos -  and among a ll these , w e 've  n ever tested  a b e tte r shampoo  

accord ing  to consum ers than  Sunshine H a rv e s t.

Sunshine H a rv e s t Shampoo is a n o n -a lk a lin e , low  pH shampoo 

w h ich  is gentle enough to use e v e ry  day. I t  contains p ro te in  condi­

tio n e rs  so th a t yo u r h a ir  w i l l  be sm ooth and s ilk y . And perhaps one 

l i t t le  s u rp ris e  -  accord ing  to consum er p re fe re n c e  te s ts . Sunshine 

H a rv e s t Shampoo cleans as w e ll as the lead ing  a lk a lin e  pH  sham poo. 

And to top i t  a l l  o ff, we g ive  you a choice of s ix  exc itin g  f r u it  f r a ­

g ran c es . Just p ick  the one you lik e  b e s t.
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The fo llow ing pages contain 19 statem ents about va rio u s  brands  
of consum er goods. F o llo w in g  each statem ent w i l l  be a 15 point scale. 
F o r  each s tatem ent, p lace an X  in  the box that indicates the degree  
to which you ag ree  w ith  the s tatem ent. P lease  do this fo r a l l  of the 
questions, even i f  they p e rta in  to brands that w e re  not a d v e rtise d  in  
the package that you have ju s t read .
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I .  C la iro l Sunshine Harvest is gentle to your ha ir.

1 i 1

Strongly 
Disagree

C la iro l Sunsh

Disagree 

i ne Harvest c

Uncertain 

lets your h a ir

Agree 

clean.

Strongly
Agree

| *
*.

Strongly 
Di sagree

C la iro l Sunsh

Disagree 

line Harvest

Uncertain 

s good fo r yoi

Agree 

j r  h a ir .

Strong 1y 
Agree

Strongly 
Di sagree

Kolestral rev

Disagree 

'ives dry, dan

Uncertain 

naged h a ir .

Agree Strongly
Agree

1
Strong Iy 

Disagree
Disagree Uncertain Agree Strongly 

Agree

5. Kolestral Is good fo r  your h a ir .

Strongly 
Di sagree

■Je 1 la Ba 1 sam

Disagree 

revives dry,

Uncerta i n 

damaged h a ir

Agree Strongly
Agree

Strongly
Disagree

Di sagree Uncerta i n Agree Strong 1y 
Agree



148
7 .  W e l l a  B a l s a m  i s  g o o d  f o r  y o u r  h a i r .

n  i

S t r o n g l y
D i s a g r e e

D i s a g r e e U n c e r t a  i n A g r e e S t r o n g l y  
A g r e e

8 .  B a n  B a s i c  S t o p s  U n d e r - a r m  w e t n e s s  e f f e c t i v e l y .

I
1

S t r o n g l y
D i s a g r e e

D i s a g r e e U n c e r t a i n A g r e e S t r o n g  I y  
A g r e e

9 .  B a n  B a s i c  I s  s a f e  a n d  g e n t i e  t o  y o u r  s k i n .

*

S t r o n g l y  
D i  s a g r e e

D i s a g r e e U n c e r t a  i n A g r e e S t r o n g l y  
Ag  r e e

1 0 .  B a n  B a s i c  i s  e c o n o m i c a l .

l
1

S t r o n g l y  
D i s a g r e e

D i s a g r e e U n c e r t a i n A g r e e S t r o n g l y  ■ 
A g r e e

I I .  R i g h t  G u a r d  s t o p s  u n d e r - a r m  w e t n e s s  e f f e c t i v e l y .

S t r o n g  1y  
D i  s a g r e e

D i s a g r e e U n c e r t a  i n A g r e e S t r o n g l y  
A g r e e

1 2 .  R i g h t  G u a r d  i s  s a f e  a n d  g e n t l e  t o  y o u r  s k i n .

|
S t r o n g  1y  

D i  s a g r e e
D i  s a g r e e U n c e r t a i  n A g r e e S t r o n g l y  

A g r e e

1 3 .  R i g h t  G u a r d  i s  e c o n o m i c a l .

-

S t r o n g l y  D i s a g r e e  
D i s a g r e e  (

U n c e r t a i n A g r e e S t r o n g  i y  
A a r e e
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14. Crest i s  the safe  way to  whiten your teeth.

S t r o n g l y  
D i  s a g r e e

C r e s t  p r o v i d e

D i  s a g r e e  

s  l o n g  I a s t i r

U n c e r t a i n  

i g  p r o t e c t i o n  e

A g  r e e  

j g a i n s t  b a d

S t r o n g  I y  
A g r e e

b r e a t h .

S t r o n g l y  
D i s a g r e e

C r e s t  i s  a n  «

D i s a g r e e  

a f f e c t i v e  d e c

U n c e r t a i n  

a y - f i g h t i n g  t o t

A g r e e

s t h p a s t e .

S t r o n g  l y  
A g r e e

S t r o n g  i y  
D i s a g r e e

P h i  1 1 i p s  i s  1

D i s a g r e e  

" h e  s a f e  w a y

U n c e r t a i n  
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Your help  is v ita lly  needed! LSU  students e n ro lle d  in m a rk e tin g  

courses a re  being asked to p a rtic ip a te  in  a study designed to m easu re  

advertis ing  m ean ing . Only about 20 m inutes of your tim e w ill be need­

ed. On W ednesday through F r id a y  of this w eek I  w i l l  be in H im es  2 -D  

fro m  8-12  and 1 -4 . P lease come by at your convenience and help  make 

this study a success.

It  w ould be nice if  everyone who p artic ip a tes  in  this study could  

be given a p r iz e . F in an c ia l lim ita tio n s  preven t th is . But, each stu­

dent who p a rtic ip a te s  w ill be asked to put his nam e on an index ca rd .

A t 4:00 p .m . on F r id a y  one of these cards w i l l  be selected at random . 

The in d iv id u a l nam ed on that card  w i l l  rece ive  a $ 2 5 .0 0  g ift c e r t i f i ­

cate fro m  Goudchaux's.

A gain , I  u rge you to p a rtic ip a te  in  this study. When you com e  

by to do so, p lease le t  m e know th a t you have been random ly assigned  

to Group A .

Thank you v e ry  much for your cooperation.
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