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attacks may be made with regards to non-salient attitudes since
these would be the most vulnerable. That is, competitors might
attack on non-salient issues in order to gain a foothold from which
further attacks could be launched. The use of defensive measures
to protect non-salient attitudes could prevent competitors from

getting such a foothold.

Suggestions for Future Research,

Because many of the differences reported in this study were
not significant, replications of this study would be very useful. But,
there are a number of other areas in which work is needed and
questions need answering.

Work should be undertaken to determine how universally appli-
cable defensive advertising based on Inoculation theory might be.
Thus, groups other than students should be studied. Included in this
is the need for work with clusters of people with similar personality
types or psychographic profiles.

Studies should be undertaken that relax some of the controls
used in this study. More realigtic advertisements, having pictures
and headlines, should be used. The effect of multiple exposures
should be investigated. So too should the effect of multi-media
campaigns., Ultimately, a field study totally free of restrictions

should be undertaken,
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The findings of this research should be expanded to encompass
the situvation in which multiple brand loyalty exists. What happens if
it is the second choice brand that is attacked? What happens if one
preferred brand attacks another preferred brand?

This study fo;:used on attitudes toward a brand of toothpaste.

If 2 different product with a different level of psychological im-
portance to the individual were used, what would the findings be?

Does Inoculative defensive advertising work best with non-
salient attitudes? Does a hoomerang effect exist when there is a
lack of correspondence between the exerpimental messages and the
attitude in question?

As the above suggestions and questions indicate, knowledge
about the relationship between comparative advertising, Inoculation
Theory, and the prevention of negative attitude change is in its

infancy. Much work remains to be done,
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BRAND LOYALTY

The concept of brand loyalty has been of interest since the early

1950's when Advertising Age ran George H. Brown's series of

articles on the subject. 1 It was not until 1971, however, that a
comprehensive conceptual definition of brand loyalty was put forth,
At that time, Jacoby defined brand loyalty as being:

(1) the biased (i.e., non-randomn), (2) be-
havioral response (i, e., purchase),

(3) expressed over time, (4) by some de-
cision-making unit, (5) with respect to one
or more alternative brands out of a set of
such brands, and (6) is a function of psy-
chological (decision-making evaluative)
processes.

Although conceptual definitions of brand loyaliy have been lacking,
numerous operational definitions have been used. Frank, Massy, and

Wind have identified four major approaches to operationally defining

1George H. Brown, "Brand Loyalty--Fact or Fiction?'" Adver-
tising Age, 23. . (June 19, 1952), pp. 53-55; (June 30, 1952) pp.
45-47; (July 14, 1952) pp. 54-56; (July 28, 1952) pp. 46-48; (August
11, 1952) pp. 56-58; (September 1, 1952) pp. 80-82; (October 6, 1952)
pp. 82-86; (December 1, 1952) pp. 76-79; (January 26, 1953) pp. 75-76.

2J.'a.co’b Jacoby, "Brand Loyalty: A Conceptual Definition, "
Proceedings, 79th Annual Convention, American Psychological
Association, 1971, pp. 655-656.
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brand loyalty; brand choice sequence; proportion of purchases;
repeat purchase probabilities; and brand preference. 3
For purposes of this study, Jacoby's conceptual definition
was accepted. Operationally, brand loyalty was defined in terms
of stated preference and proportion of purchases, thereby com-
bining two approaches that were used in the past. Each respondent
was asked to select his preferred brand from a list of competing
brands. This method was the same as that used by Guest in 1964. 4
The method, however, only partially indicates the existence of
brand lovalty., As Jacoby pointed out, preference statements must
be accompanied by biased -purchasing behavior. > Therefore, re-
spondents were also asked what percentage of their purchases was
of the preferred brand. Answers to this question indicated the de-
gree to which the behavioral component of brand loyalty existed.

This measure was used to indicate the degree to which brand loyalty

itself existed,

3R. E.Frank, W. F. Massey, and Y. Wind, Market Seg-
mentations Englewood Cliffs, New Jersey: Prentice-Hall, 1972,
p. 69.

41 ester Guest, "Brand Loyalty Revisited: A Twenty Year
Report, " Journal of Applied Psychology 48, (1964), pp. 93-97.

5J'a.c:oby', Loc. Cit,
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STUDY: 1439: BRANDS PURCHASED BY STUDENTS: 1975

Your school is one of a large number of schools from all parts
of the United States that are being studied to determine whether or
not university students in different parts of the country buy the same
brands of a number of commonly purchased products., Please help

us with this study by filling out the following short questionnaire.

Instructions

The questionnaire consists of six sections. Each section will
contain two questions. Please read each question and place a check-
mark next to the appropriate answer.

Fach section of the questionnaire applies to a different class
of products. If you do not use the product class being considered,

write Does Not Apply across that part of the questionnaire.

You are being asked to provide us with your name. This is
being done so that you can be contacted if a follow-up study is
needed. No embarassing questions are being asked, Nevertheless,

all answers will be handled as confidential information.,
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Name:

School:

Year: Freshman Sophomore

Junior Senior

Section 1

1. What is your favorite brand of toothpaste ?

Aim Gleem
Close-Up Pepsodent
Colgate Ultra-Brite
Crest Other (Please Specify)
2. When you buy toothpaste, how often do you buy your favorite
brand ?
0 - 50%
51 - 75%
76 - 100%
Section 4

3. How often do you use mouthwash?

5 - 7 times per week
2 - 4 times per week
Once a week or less

4. What is your favorite brand of mouthwash?

Cepacol Micrin
Lavoris Scope
Listerine Other (Please Specify)

5., When you buy mouthwash, how often do you buy your favorite
brand?

0 - 50%
51 - 75%
76 - 100%
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Section 3
6., How often do you use shampoo?
5 - 7 times per week

2 - 4 times per week
Once a week or less

——— e e

7. What is your favorite brand of shampoo?

Breck

Clairol Herbal Essence
Earthborn

Head & Shoulders
Johnson's Baby Shampoo
Prell

Tegrin

Other (Please Specify)

8. When you buy shampoo, how often do you buy your favorite brand?

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

Section 4

9. What is your favorite brand of deodoran%?

Arrid Right Guard

Arvrid Extra Dry Secret

Ban ' . sure

Dial Ultra Baa 5000____

Other (Please Specify)

10. When you buy deodorant, how often do you buy your favorite brand?

0 - 50%
51 - 75%
76 - 100%
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Section 5
11, How often do you use a pain reliever?
3 or more times a week
Once or twice a week
Less than once a week
12. What is your favorite brand of pain reliever?
Anacin Excedrin
Bayer Aspirin St. Joseph's Aspirin
Bufferin Tylenol
Other (Please Specify)
13. When you buypain relievers, how often do you buy your favorite
brand?
0~ 50%
51 - 75%
76 - 100%
Section 6

14, What is your favorite brand of shaving cream?

Colgate Instant Shave
Gillette Foamy
Noxema

Palmolive Rapid Shave
Rise

Other (Please Specify)

15, When you buy shaving cream, how often do you buy your favorite
brand?
0 - 50%
51 - 75%

76 - 100%
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This package contains several ads followed by a short
guestionnaire, Please read the ads and then fill out the question-
naire. Do not read the questionnaire until you have read all of
the ads. Do not refer back to the ads when you fill out the
questionnaire.

This study will be conducted over a three day period ending
at 5:00 P, M. Friday, April 30 Please do not talk about it with
people who have not yet filled out a questionnaire
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EXAMPLE: SUPPORTIVE ADVERTISEMENT

Are you undecided about what toothpaste to use? We believe
Crest is the best toothpaste on the market today. No one can top it
when it comes to getting teeth white. And, it works to keep your mouth
odor-free for hours,

Crest polishes your teeth to the natural whiteness that you want.
And it does so in a gentle, safe manner. You end up with the shiny
smile that you've always wanted.

Crest also protects you against embarassing.mouth-odor. Crest
kills the germs and bacteria that cause bad breath. You can spend the
day confident that your breath is free from odor.

Whiteness and odor-free breath: Two factors you should consi-

der when deciding on a toothpaste. Tuvy Crest and get both.
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EXAMPLE: ATTACK ADVERTISEMENT

If you brush with Crest there are two things you should know
about your brand and new Phillips toothpaste. Phillips is safer for
your teéth than Crest. And, Phillips leaves your breath fresher
than Crest.

Why is Phillips safer for your teeth? Crest uses abrasive
powders to clean and whiten your teeth. Abrasive powders can rub
away the enamel from your teeth, destroying their natural protection.
Phillips uses safe, liquid cleansers to clean and whiten without dam-
age.

How is Phillips better for your breath than Crest? Phillips
contains a concentrated mouthwash that is designed to fight the germs
and bacteria that cause bad breath., Crest does not contain mouth-
wash or any other ingredient specifically designed to fight bad breath.
It cannot do as good a job.

Do you want a toothpaste that cleans and whitens gently and
leaves your breath fresh? Or would you prefer a tough, abrasive
tooghpaste that wears away tooth enamel and does nothing to fight bad

breath., It's your mouth. You decide.
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EXAMPLE: ATTACK ADVERTISEMENT

1f you brush with Crest there are two things you should know
about your brana and new Phillips toothpaste. Phillips is safer for
your teeth than Crest. And, Phillipa leaves your breath fresher
than Crest.

Why is Phillips safer for your teeth? Crest uses abrasive
powders to clean and whiten your teeth. Abrasive powders can rub
away the enamel from yéur teeth, destroying their natural protection.
Phillips uses safe, liquid cleansers to clean and whiten without dam-
age.

How is Phillips better for your breath than Crest? FPhillips
contains a concentrated mouthwash that is designed to fight the germs
and bacteria that cause bad breath. Crest does not contain mouth-
wash or any other ingredient specifically designed to fight bad breath.
It cannot do as good a job.

Do you want a toothpaste that cleans and whitens gently and
leaves your breath fresh? Or would you prefer a tough, abrasive
tooghpaste that wears away tooth enamel and does nothing to fight bad

breath, It's your mouth. You decide.
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EXAMPLE: INOCULATIVE

You might hear one of ocur competitors claiming that Crest is
harmful to your teeth and ineffective in fighting bad breath. These
claims are false and should not be believed.

You might hear that Crest gains its whitening capability from
abrasive powders that can wear away tooth enamel. Sure, we use
abrasives. DBut, these abrasives will not wear down tooth enamel.
The abrasive level of Crest is about one-fourth the level allowed by
the U. S. Department of Health, Education, and Welfare and less than
one-half the level found to be safe by the American Dental Association.
Crest whitens safely.

You might also hear that since we have no ingredient designed
exclusively to fight bad breath that we cannot leave your breath fresh
and clean., Poppycock. The ingredients that we use to kill decay-
causing germs and bacteria also kill the odor-causing germs and
bacteria. No special ingredient is needed.

No matter what you might hear, Crest is safe for your teeth and
effective in fighting bad breath. If you use Crest you know. If you

don't, you should try it.
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EXAMPLE: RESTORATIVE ADVERTISEMENT

You've probably heard a competitor claim that Crest is harmful
to your teeth and ineffective in fighting bad breath. These claims are
false and should not be believed.

Our competitor claims that Crest gains its whitening capability
from abrasive powders that can wear away tooth enamel. Sure, we
use abrasives. But, these abrasives will not wear away tooth enamel.
The abrasive level of Crest is about one-fourth the level allowed by
the U. S. Department of Health, Education, and Welfare and less than
one-half the level found to be safe by the American Dental Association,
Crest whitens safely.

Our competitor also claims that since we have no ingredient
designed exclusively to fight bad breath that we cannot leave your
breath fresh and clean. Poppycock. The ingredients that we use to
kill decay-causing germs and bacteria also kill the odor-causing germs
and bacteria, No special ingredient is needed,

No matter what you have heard, Crest is safe for your teeth and
effective in fighting bad breath. If you use Crest you know, If you

don't you should try it.
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EXAMPLE: FILLER ADVERTISEMENT

Kolestral: The first deep-down beauty treatment for your hair.
No matter how damaged your hair may be, Kolestral can make it look
healthy, beautiful, and alive again. Right from the first treatment,
you'll get results that will astonish you.

That's because with Kolestral you get the first conditioner to
penetrate deep into each damaged, porous hair shaft to give it new
softness, bounce, and shine. Special natural conditioning ingredients
will work wonders in 30 minutes or less.

So give your hair a fresh start with Kolestral., It's the inter-
nationally famous conditioner that's actually a deep-down treatment.

You'll love your hair.
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EXAMPLE: FILLER ADVERTISEMENT

For beautiful hair, more people choose Wella Balsam than any
other conditioner in the country. Here's why. Wella Balsam is the
original balsam conditioner, Wheather your hair is long or short,
Wella Balsam can make it silky soft, shiny, and easy to comb, all
in one minute.

Our imitators tried to fool you by copying our bottle and our
name, but they couldn't copy Wella Balsam's performance. So they
can't fool the millions of people who choose Wella Balsam over all
other hair conditioners.

For long hair or short, get Wella Balsam, America's favorite

conditioner.
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EXAMPLE: FILLER ADVERTISEMENT

Ban Basic, the anti-perspirant spray without aerosol propellants,
does a lot for you. Ban Basic provides all day protection against odor.

Ban Basic is concentrated so it's more economical. A three
cunce size lasts at least 75% longer than leading eight ounce aerosols.
Because it has a higher level of anti-perspirant ingredient per ounce
and no propellants,

Will you prefer it to the aerosol you're using now? Well, we
gave Ban Basic non-aerosol spray to the entire town of Sonoma, Cali-
fornia to try. Aﬁd aerosol users preferred Ban Basic more than 2 to 1

over their regular spray. We think you will too.
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EXAMPLE: FILLER ADVERTISEMENT

Ban Basic, the anti-perspirant spray without aerosol propellants,
does a lot for you. Ban Basic provides all day protection against odor.

Ban Basic is concentrated so it's more economical. A three
ounce size lasts at least 75% longer than leading eight ounce aerosols.
Because it has a higher level of anti-perspirant ingredient per ounce
and no propellants.

Will you prefer it to the aerosol you're using now? Well, we
gave Ban Basic non-aerosol spray to the entire town of Sonoma, Cali-
fornia to try. Aﬁ_d aerosol users preferred Ban Basic more than 2 to 1

over their regular spray. We think you will too.
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EXAMPLE: FILLER ADVERTISEMENT

We can't be absolutely positive that Clairol Sunshine Harvest
Shampoo is the finest on the face of the earth but it just possibly
could be. We haven't tested all shampoos, but we have tested lots of
them - baby shampoos, dandruff shampoos, and natural ingredient
shampoos - and among all these, we've never tested a better shampoo
according to consumers than Sunshine Harvest.

Sunshine Harvest Shampoo is a non-alkaline, low pH shampoo
which is gentle enough to use every day. It contains protein condi-
tioners so that your hair will be smooth and silky. And perhaps one
little surprise - according to consumer preference tests, Sunshine
Harvest Shampoo cleans as well as the leading alkaline pH shampoo.
And to top it all off, we give you a choice of six exciting fruit fra-

grances. Just pick the one you like best.
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The following pages contain 19 statements about various brands
of consumer goods. Following each statement will be a2 15 point scale,
For each statement, place an X in the box that indicates the degree
to which you agree with the statement. Please do this for all of the
questions, even if they pertain to brands that were not advertised in
the package that you have just read.
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Clairol Sunshine Harvest is gentle to your hair.
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Strongly Disagree Uncertain Agree Strongiy
Disagree Agree
Clairol Sunshine Harvest gets your hair clean.
Strongly Disagree Uncertain Agres Strongly
Disagree Agree
Clairol Sunshine Harvest is good for your hair.
Strongly Disagree Uncertain Agree Strongly
Disagree Agree
Kolestral revives dry, damaged hair.
Strongly Disagree Uncertain Agree Strongly
Disagree Agree
Kolestral Is good for your hair.
trongly Disagrea Uncertain Agree Strongly
Disagree : Agree
Wella Balsam revives dry, damaged hair.
Strongly Bisagree Uncertain Agree Strongly
Disagree Agree
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13,

Wella Baisam is good for your hair.
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|

Strongly Disagree Uncertain Agree Strongly
Disagree Agree
Ban Basic Stops Under-arm wetness effectively.
Strongly Disagree Uncertain Agree Strongly
Disagree Agree
Ban Basic Is safe and QenTle to your skin.
Strongly Disagree Uncertain Agree Strongly
Disagree Agree
N
Ban Basic is economical.
Strongly Disagree Uncertain Agree Strongly
Disagree Agree
Right Guard stops under-arm wetness effectively.
Strongly Disagree Uncertain Agree Strongly
Disagree Agree
Right Guard is safe and gentle to your skin.
Strongly Disagree Uncertain Agree Strongly
Disagree Agree
Right Guard is economical,
Strongly Disagree Uncertaln Agree Strongly
Disagree Aaree
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Crest is the safe way to whiten your teeth.
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]

Strongly
Disagree

Disagree

Uncertain

Agree

Strongly
Agree

Crest provides long lasting protection against bad breath.

Strongly Disagree Uncertain Agree Strongly
Disagree Agree
Crest is an effectTive decay-fighting toothpasie.
Strongly Disagres Uncertain Agree Strongly
Disagree . Agree
Phitlips is the save way to whiten your teeth.
I
l -
Strongly Disagree Uncertain Agree Strongly
Disagree Agree
Phiilips provides long lasting protection against bad breath.
Strongly Disagree Uncertain Agree Strongly
Disagree Agree
Phillips is an effective decay-fighting toothpaste.
Strongly Disagree Uncertain Agree Strangly
Disagrea Agree
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Your help is vitally needed! LSU students enrolled in marketing
courses are being asked to participate in a study designed to measure
advertising meaning. Only about 20 minutes of your time will be need-
ed. On Wednesday through Friday of this week I will be in Himes 2-D
from 8-12 and 1-4. Please come by at your convenience and help make
thisg study a success.

It would be nice if everyone who participates in this study could
be given a prize, Financial limitations prevent this. But, each stu-
dent who participe;.tes will be asked to put his name on an index card.
At 4:00 p. m. on Friday one of these cards will be selected at random.
The individual named on that card W:i.].'l. receive a $25.00 gift certifi-
cate from Goudchaux's.

Again, I urge you to participate in this study. When you come
by to do so, please let me know that you have been randomly assigned
to Group A.

Thank you very much for your cooperation.
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While a doctoral student at 1..S, U., Mr. Abramson served as
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