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Preface

This book was begun with the expectation of it being published in typical book form just
as the previous volumes had been. However, as the book was being written, particularly
at the end, it become more and more clear that a change was coming. The first three
volumes had been published by the American Marketing Association (AMA). By the
time the fourth volume was to be published, the AMA had entered into a co-publishing
agreement with Thompson Publishing. A few years after that, Thompson sold that part of
its business to Cengage. In turn, Cengage stopped publishing small niche books such as
this one and that led to me searching for another publisher. Consideration was given for
a short while to managing the printing and physical distribution myself but the challenges
of doing that eventually led me to doing something much simpler: e-publishing. | had
already prepared a pdf version of the book to pass on to a printer so no great change was
required to simply make the document available for download.

One of the benefits of this ebook is that it is much easier for users to find a construct or
author compared to the effort required with a paper book. The Subject Index and Table
of Contents are included but are not as necessary given the Find function available in
Adobe Acrobat. One of the few things | did decide to do especially for the ebook that
would not have been necessary if it was printed was linking. There are many occasions
in the book where in the discussion of one scale another scale in the book is referred to. |
tried to locate all of those instances and link them together for easier access.

It is far from clear if there will be a Volume 6 in this series. The Marketing Scales
Database site (www.marketingscales.com) is the likely successor. It will probably
become the medium through which the scales that have been previously reviewed as well
as those yet to be reviewed will be “published.” Check out the website for further
information regarding the status of the database and how to access it.
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Introduction

Volumes 1 to 4 of this series contained multi-item psychometric scales that had been
included in articles published in the top marketing journals between 1980 and 2001. This
fifth volume covers the scales that were reported in articles published from 2002 to 2005.
As with the earlier books, this one should not be viewed simply as a revision of the
previously published material, in fact, the contents of this volume are predominately new.
The only scales reported in the previous volumes that were reported in this volume are
ones that were used again during the review period. Thus, the first four volumes have
hundreds of scales not contained here. Given that, V5 should be viewed as
complementing the preceding volumes rather than superseding them.

A key difference in this volume and the first four is that is predominantly composed of
scales that were used with consumers. By the time V4 came to be published it was clear
that one bound book could not contain both consumer scales (CB) as well as those for use
in studying aspects of organizational behavior (OB). At about the same time, a reduction
in the number of authors led to a refocusing of efforts. That led to just CB scales being
reviewed. Unfortunately, the review of OB scales was discontinued. Another difference
in this volume is that advertising-related scales are included along with the other scales in
one section. (Previous volumes segregated them in different sections.)

To be included in this volume, scales had to be composed of three or more items, have
empirical evidence of their psychometric quality, and were treated by their users as
reflective measures rather than formative. With those general rules in mind, a review was
conducted of the many hundreds of articles published in six of the top marketing journals
between 2002 and 2005. Ultimately, information from about 270 of those articles led to
the 716 scales composing this volume.

A rule followed in the Marketing Scales Handbook series has been to attempt to describe
multiple uses of a scale in the same review. The problem has been deciding when two
scales that are not exactly the same in their content should be included in the same
review. The simple answer is that uses were combined into the same review when they
appeared to be measuring the same construct and had about half or more items in
common. In some cases, this meant that multiple reviews were written for the same
construct or very similar ones because the scales for measuring the construct were
substantially different in content (e.g., #393-#399, #483-#488, #679-#683). In other
cases, the rule about similarity of items was very difficult to apply. This was most
notably true with the semantic differential versions of Attitude Toward the Ad (#59) and
Attitude Toward the Product/Brand (#108). Although these two have been the most
popular constructs to measure in scholarly marketing research using multi-item scales,
there has been little agreement on how to measure them. They both have been measured
dozens of ways over the last few decades. Several years of working with the hodgepodge
of Attitude Toward the Ad scales led to an initial grouping (Bruner 1998). Unfortunately,
a similar effort to unravel the jumble of scales for measuring Attitude Toward the
Product/Brand has not been as successful in finding subgroups that could be reviewed

xX Marketing Scales Handbook



Introduction
separately. Given that, those scales and several others have been written up together
because, at least on the surface, they appear to be measuring the same construct in
roughly the same way (multiple semantic differentials) and authors have been cherry
picking from a reasonably similar pool of items.

Details of the typical information found in each scale review are provided below.

TABLE

Description of Scale Review Format

SCALE NAME: A short, descriptive title for the scale is assigned for each scale (or set
of scales) that have been reviewed. The name may not be the one used by the author.
The goal was to use a name that was as consistent as possible with the content of a scale
and with other known measures of the construct yet without being overly long and/or
cumbersome.

SCALE DESCRIPTION: A few sentences are used to describe the construct apparently
being assessed and the structure of the measure. The number of items, the number of
points on the scale, and the response format (e.g., Likert, semantic differential) are
typically specified. If significantly different names were used by authors for the measure
then they are usually noted in this field.

SCALE ORIGIN: Limited information is given about the creation of the scale, if known.
Many, if not most, of the scales were developed for use in one study and were not known
to have been used again during the review period.

RELIABILITY: For the most part, reliability is described in terms of internal consistency,
most typically with Cronbach's alpha. In rare cases, scale stability (test-retest
correlations) is reported as well. For those scales which have had lots of uses (e.g., #59,
#108), their reliabilities are summarized in general terms in this field and the reliabilities
for each of the many individual uses are provided in the Scale Items field, as explained
further below.

VALIDITY: Most studies did not report much if any helpful information regarding the
various aspects of a scale’s validity. At the other extreme, some scale authors provided
so much information that it is only summarized in this field and readers are urged to see
the article for more details.

COMMENTS: This field was only used occasionally when something significant was
observed in reviewing and was deemed important to point out to potential users. For
example, if something about the scale was judged to be seriously deficient then
improvement is urged before further use of the scale is made. Also, when other studies
were considered to be potentially relevant to the scale’s usage but were not fully
described in the review for some reason then they were cited as "see also."
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Introduction

REFERENCES: Every source cited in a review is referenced in this section using the
Journal of Marketing style. Titles of the six primary journals which were reviewed and
from which scales were taken (the review domain) are abbreviated as follows:

Journal of the Academy of Marketing Science = JAMS
Journal of Advertising = JA

Journal of Consumer Research = JCR

Journal of Marketing = JM

Journal of Marketing Research = JIMR

Journal of Retailing = JR

Titles of additional journals, books, proceedings, and other sources are written out in full.
As stated in the Acknowledgements, in many cases the scale users themselves were
contacted and provided information that helped with the description. Depending upon
the extent of their assistance, they may have been cited as well.

SCALE ITEMS: The statements, adjectives, or questions composing a scale are listed in
this field. Also, an indication of the response format is provided unless it is has been
adequately specified in the Scale Description section. Where an item is followed by an
(r) it means that the numerical response should be reverse coded when calculating scale
scores. Other idiosyncrasies may be noted as well. For example, when slightly different
versions of the same scale are discussed in the same review then an indication is given as
to which items were used in particular studies. Finally, for those few scales that have
been used dozens of times (e.g., #59, #108), the reliability of the scale is indicated at the
end of a line which also states who the authors were and which items were used from a
larger set. If a study had more than two reliabilities for a scale due to multiple uses, then
just the range is reported. However, if a scale has been described more than once in an
article with slightly different sets of items then the reliability for each usage is reported
separately.
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#36 Attention to the Ad (General)

SCALE NAME: Attention to the Ad (General)

SCALE DESCRIPTION:

The scale is composed of multiple statements using a seven-point response format to
indicate the extent of cognitive resources a person indicates having devoted to an
advertisement, the product in an ad, or a portion of an ad.

SCALE ORIGIN:
The scales were originally developed by Laczniak, Muehling, and Gr

version measured the visual aspects of the ad. A slightly
used with broadcast ads by Bucholz and Smith (1991) t

paid to the written message in an ad. Stevenson,
scale slightly for use with a commercial run at

RELIABILITY:

Alphas of .91, .95, .90, .94, .76 were ions of the scale used by Bruner
and Kumar (2000), Bucholz and S i and Kellaris (2003),
Laczniak and Muehling (1993), and umar (2000), respectively.
Muehling, Stoltman, and G of .94 (written message) and .86
(visual aspects).

VALIDITY:

Kumar (2000), “Web Commercials and Advertising
" JAR, 40 (Jan-Apr), 35-42.

nitive Response to Broadcast Advertising,” JA, 1 (20), 4-17.

oses B. Altsech and James J. Kellaris (2003), “When Does Humor

ibit As Responses: The Moderating Role of the Need for Humor,” JA,
32 (3), :

Laczniak, Russell N., Darrel D. Muehling, and Sanford Grossbart (1989), “Manipulating
Message Involvement in Advertising Research,” JA, 18 (2), 28-38.

Laczniak, Russell N. and Darrel D. Muehling (1993), “The Relationship Between
Experimental Manipulations and Tests of Theory in an Advertising Message
Involvement Context,” JA, 3 (22), 59-74.
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#36 Attention to the Ad (General)

Moore, Robert S., Claire Allison Stammerjohan, and Robin A. Coulter (2005), “Banner
Advertiser-Web Site Context Congruity and Color Effects on Attention and
Attitudes,” JA, 34 (2), 71-84.

Muehling, Darrel D., Russell N. Laczniak, and Jeffrey J. Stoltman (1991), “The
Moderating Effects of Ad Message Involvement: A Reassessment,” JA, 20 (2), 29-38.

Muehling, Darrel D., Jeffrey J. Stoltman, and Sanford Grossbart (1990), “The Impact of
Comparative Advertising on Levels of Message Involvement,” JA, 4 (19), 41-50.

Stevenson, Julie, Gordon C. Bruner 1, and Anand Kumar (2000), “Webpaﬁ Background

and Viewer Attitudes,” JAR, 40 (January/April), 29-34.

SCALE ITEMS:!

How much attention did you pay to

How much did you concentrate on

How involved were you with :
How much thought did you put into evaluating
How much did you notice .

oL E

Bruner and Kumar (2000): 1, 2,5
Bucholz and Smith (1991): 1-5
Cline, Altsech, and Kellaris (2003): 1
Laczniak and Muehling (1993): 1-
Moore, Stammerjohan, and Coult
Muehling, Stoltman, and Grossbar
Muehling, Stoltman, and
Stevenson, Bruner, and ,

>

w

-5

! Most if not all of the studies used verbal anchors on their response scales ranging from none / not at all to very
much.
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#156 Behavioral Intention (General)

SCALE NAME: Behavioral Intention (General)

SCALE DESCRIPTION:

The semantic differential scale measures the stated inclination of a person to engage in a

specified behavior. In most of the studies described below the behavior was a purchase

but the items are general enough to refer to non-purchase behaviors as well ie.g.,
sa

likelihood of shopping at a store, paying attention to an ad, using a coup n early
use of the scale was for measuring a consumer’s intention to deal wit sales

motivation to try the brand if in the market for the product. Some hav
measure patronage intention (Day and Stafford 1997; Ku inney an
Stafford 1996; Wakefield and Baker 1998) while Urba
measure willingness to rent an apartment. As used b
as well as Bansal, Taylor, and James (2005), the s
switching intentions. The various versions of t
items employed as well as the scale stem.
multiple items in common.

SCALE ORIGIN:

Little information was provided in
sets of items they used. Singelibi
such similar sets of item
and from each other. The b

Id have independently arrived at
ilt upon some unspecified source

y item #1 (below) figures prominently in
intention.

ited Oliver and Swan (1989) as the source of
sed the three items that had been used previously
the scale stem.

those books as

Bansal,
their version of t
by t

he set of items used by Choi and Miracle (2004) with
e translations used with Americans.

Reportem consistencies have tended to be very good and have ranged from .80
(Zhang and Budda 1999) to .99 (Jones, Mothersbaugh, and Beatty 2000).

VALIDITY:

In none of the studies was the scale's validity fully addressed. Although not specifically
examining the validity of behavioral intention, Machleit, Allen, and Madden (1993) used
confirmatory factor analysis to provide evidence that another measure (brand interest)
and two measures of behavioral intention (purchase and contact) were not measures of
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#156 Behavioral Intention (General)

the same construct (discriminant validity). Similarly, a couple of tests generally
described by Urbany et al. (1997) provided support for a claim of discriminant validity
for the scale but the details relative to this particular scale were not given.

Using the results of their EFA and CFA tests, Bansal, Irving, and Taylor (2004)
implied that there was evidence in support of this scale’s validity but specific tests of
convergent and discriminant validity were not reported.

Based on the CFA and other tests that were conducted on this and other scales,
both Jones, Mothersbaugh, and Beatty (2000) as well as Madrigal (2000) concluded that
their versions of the scale were unidimensional and showed evidence of &inant
validity.

A correlation matrix was provided by MacKensie and Spre
items in the behavioral intention scale as well as several others th

items measuring related but theoretically distinct cons

COMMENTS:

See also Dabholkar (1994), Dabholkar an
Rentz (1996), Lim, Darley, and Summer
Hagius (1995), and Tripp, Jensen, an

horpe, and
uhwerk & Lefkoff-

REFERENCES:

Ajzen, Icek and Martin Fi iNg Attitudes and Predicting Social
Behavior, Englewo :

Bansal, Harvir S., P. Gregory . Taylor (2004), “A Three-Component
Model of Cu viCe Providers,” JAMS, 32 (3), 234-250.

Bansal, Harvir . nnik St. James (2005), “’'Migrating’ to New

Framework of Consumers' Switching

JARY40 (Jan-Apr), 35-42.
“The Interplay of Product Class Knowledge and Trial

tava and Kunal Basu (1990), “Humor in Advertising: The

of Prior Brand Evaluation,” JMR, 27 (November), 466-476.
v and Gordon E. Miracle (2004), “The Effectiveness of Comparative

AdvertiSing in Korea and the United States,” JA, 33 (4), 75-87.

Dabholkar, Pratibha (1994), “Incorporating Choice into an Attitudinal Framework:
Analyzing Models of Mental Comparison Processes,” JCR, 21 (June), 100-118.

Dabholkar, Pratibha A. and Richard P. Bagozzi (2002), “An Attitudinal Model of
Technology-Based Self-Service: Moderating Effects of Consumer Traits and

Situational Factors,” JAMS, 30 (3), 184-201.
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Dabholkar, Pratibha, Dayle 1. Thorpe, and Joseph O. Rentz (1996), “A Measure of
Service Quality for Retail Stores: Scale Development and Validation,” JAMS, 24
(Winter), 3-16.

Day, Ellen and Marla Royne Stafford (1997), “Age-Related Cues in Retail Services
Advertising: Their Effects on Younger Consumers,” JR, 73 (2), 211-233.

Fishbein, Martin and Icek Ajzen (1975), Belief, Attitude, Intention, and Behavior: An
Introduction to Theory and Research, Reading, Mass.: Addison-Wesley.

Gill, James D., Sanford Grossbart, and Russell N. Laczniak (1988), “Influeace of
Involvement, Commitment and Familiarity on Brand Beliefs and Ati&f
Viewers Exposed to Alternative Claim Strategies,” JA, 17 (2), 33

of Corporate Credibility and Celebrity Credibility on Consum

Advertisements and Brands,” JA, 29 (3), 30-54.
Gotlieb, Jerry B. and Dan Sarel (1991), “Comparative Ad

Role of Involvement and Source Credibility,” JA,

Gotlieb, Jerry B. and Dan Sarel (1992), “The Influence 0 Price
and Source Credibility on Percieved Quality,”
Grossbart, Sanford, Darrel D Muehllng and N I and Visual

Homer, Pamela M. (1995), “Ad Size as
Effort: The Effects on Memory a

ertising Costs and
, 24 (Winter), 1-12.
. Beatty (2000), “Switching

Barriers and Repurchase Inte ), 259-274.

Ko, Hanjun, Chang-Hoan Chp, an 05), “Internet Uses and
Gratifications: A Struc i f Interactive Advertising,” JA, 34 (2)
57-70..

Kukar-Kinney, Monlka and 003), “Consumer Perceptions of
Refund Dept ithe in Price-matching Guarantees: Effects on Store
Patronage,”

1 (1994), “An Exploratory Study of the
ed in the Evaluation of, and in the Intention to

fects Under Alternative Presentation Formats,” JAMS, 22 (3),

., Chris T. Allen, and Thomas J. Madden (1993), “The Mature Brand

(October), 72-82.
MacKenzie, Scott B., Richard J. Lutz, and George E. Belch (1986), “The Role of Attitude
Toward the Ad as a Mediator of Advertising Effectiveness: A Test of Competing

Explanations,” JMR, 23 (May), 130-143.

MacKenzie, Scott B. and Richard A. Spreng (1992), “How Does Motivation Moderate
the Impact of Central and Peripheral Processing on Brand Attitudes and Intentions,”
JCR, 18 (March), 519-529.
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Madrigal, Robert (2000), “The Influence of Social Alliances with Sports Teams on
Intentions to Purchase Corporate Sponsors’ Products,” JA, 29 (Winter), 13-24.

Martin, Brett A. S., Christina Kwai-Choi Lee, and Feng Yang (2004), “The Influence of
Ad Model Ethnicity and Self-Referencing on Attitudes,” JA, 33 (4), 27-37.

Netemeyer, Richard G. and William O. Bearden (1992), “A Comparative Analysis of
Two Models of Behavioral Intention,” JAMS, 20 (Winter), 49-59.

Oliver, Richard L. and William O. Bearden (1985), “Crossover Effects in the Theory of
Reasoned Action: A Moderating Influence Attempt,” JCR, 12 (December), 324-340.

Oliver, Richard L. and John E. Swan (1989), “Consumer Perceptions of sonal
Equity and Satisfaction in Transactions: A Field Survey Approac (April),
21-35.

Prakash, Ved (1992), “Sex Roles and Advertising Preferences,” J
52.

Putrevu, Sanjay (2004), “Communicating with the Sexes,

Schuhwerk, Melody E. and Roxanne Lefkoff-Hagius (
Does Type of Appeal Matter When Advertising a
45-54,

Shimp, Terence A. and Subhash Sharma (1987
Construction and Validation of The CE

Simpson, Penny M., Steve Horton, and

Sinclair, Janas and Tracy Irani (2
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Singh, Mandeep, Siva K.
Comparative Analysi
and Direct Experience,”

Singh, Surendra
Repetition
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Formats: Advertising, Infomercial,

. “The Effects of Length, Content, and
ectiveness,” JMR, 30 (February), 91-104.
ngwook Kim, Reetika Gupta, and Mary Ann

e Too Many Pictures?” JAR, 40 (Jan-Apr), 11-27.

don C. Bruner Il, and Anand Kumar (2000), “Webpage Background
udes,” JAR, 40 (January/April), 29-34.
(2001), “Modality and Offering Effects in Sales Presentations for a

Taylor, Charles R., Gordon E. Miracle, and R. Dale Wilson (1997), “The Impact of
Information Level on the Effectiveness of U.S. and Korean Television Commercials,”
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Attractiveness, Expertise, and the Role of Fit on Brand Attitude, Purchase Intent and
Brand Beliefs,” JA, 29 (3), 1-14.
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Tripp, Carolyn, Thomas D. Jensen, and Les Carlson (1994), “The Effects of Multiple
Product Endorsements by Celebrities on Consumers’ Attitudes and Intentions,” JCR,
20 (March), 535-547.

Urbany, Joel E., William O. Bearden, Ajit Kaicker, and Melinda Smith-de Borrero
(1997), “Transaction Utility Effects When Quality is Uncertain,” JAMS, 25 (Winter),
45-55.

Voss, Kevin E. (2005), Personal Correspondence.

Voss, Kevin E., Eric R. Spangenberg, and Bianca Grohmann (2003), “Measuring the
Hedonic and Utilitarian Dimensions of Consumer Attitude,” JMR, 4&50, 310-
320.

Wakefield, Kirk L. and Julie Baker (1998), “Excitement at the Ma
Effects on Shopping Response,” JR, 74 (4), 515-539.

Yi, Youjae (1990a), “Cognitive and Affective Priming Effects of the
Advertisements,” JA, 19 (2), 40-48.

Yi, Youjae (1990b), “The Effects of Contextual Primi
17 (September), 215-222.

Zhang, Yong (1996), “Responses to Humorous A
Need for Cognition,” JA, 25 (Spring), 15-3

Zhang, Yong and Richard Buda (1999), “M
Responses to Positively versus Negati
(2), 1-15.

SCALE ITEMS:!

unlikely / likely
non-existent / existent
improbable / p.

impossible
uncertain /
would use

© 00Nk wh -

Bansal,
Bruner r (2000): 1, 3, 4 7-point [.91]
Chang (2004): 1, 3,4 7-point [.93]

Chattopadhyay and Basu (1990): 1, 3, 4 [.93]

Choi and Miracle (2004): 1, 3,4 7-point [.91-.93]
Dabholkar (1994): 1, 4, 6 mixed points [.87 & .90]
Day and Stafford (1997): 1, 3, 4 7-point [.93 & .95]

! An asterisk (*) indicates that the actual item used in the indicated study varied somewhat from that shown in
the list. Scale stems have varied depending upon the object of the intention.
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#156 Behavioral Intention (General)

Gill, Grossbart, and Laczniak (1988) 1, 2, 3, 4 [.861]

Goldsmith, Lafferty and Newell (2001): 1*, 3, 4 7-point [.92]
Gotlieb and Sarel (1991, 1992): 1, 3,4[.89 & .93]

Grossbart, Muehling, and Kangun (1986): 1, 3, 5[.92]

Homer (1995): 1*, 3*, 4* 9-point [.97]

Jones, Mothersbaugh, and Beatty (2000): 1, 3*, 4, 8 10-point [.99]
Ko, Cho, and Roberts (2005): 1, 3, 4 7-point [.89]
Kukar-Kinney and Walters (2003): 1, 3, 4 7-point [.91]

Lacher and Mizerski (1994): 1, 3, 4 6-point [.92 & .94]

Li, Daugherty, and Biocca (2002): 1, 3, 5, 6* 7-point [.90 & .79]
Lim, Darley, and Summers (1994): 1, 3, 4 [.90-.94]
Machleit, Allen, and Madden (1993): 1, 3, 4 [>.95]
MacKenzie, Lutz, and Belch (1986): 1, 3, 4 [.88 & .90]
MacKensie and Spreng (1992): 1, 3, 4 [.88]
Madrigal (2000): 1, 3, 8 7-point [.81]

Martin, Lee, and Yang (2004): 1, 3, 4 5-point [.87]
Netemeyer and Bearden (1992): 1, 3,4 [.91& .90
Oliver and Bearden (1985): 1, 3, 4,5 [.87]
Oliver and Swan (1989): 1, 3*, 4, 8 7-poin
Putrevu (2004): 1, 3, 4 7-point [.90-.96]
Shimp and Sharma (1987): 1, 3,5[.8

A

Szymanski (200
Taylor, Miracle,
T| Il'an

=73, 4 7-point [.98 & .97]
int [>.97]

r (1998): 1, 3, 4, 7 7-point [.96]
Yi (199 ©1,3,4[.89&.92]

Zhang (1 , 3, 4 9-point [.80]

Zhang and Budda (1999): 1, 3, 4 7-point [.80]
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Subject Index*

A

Account Planners:  3-5

Actor: 174, 190, 344, 347, 827

Adaptation: 39, 42, 307, 391, 585, 812, 850, 918,
975

Affective Response:  15-16, 20-23, 25-29, 31, 33-35,
37-38, 87, 91-92, 137, 503, 681

Airline:  252-253, 316, 320, 431, 576, 606, 610,
707-708, 747, 778, 950, 953-954, 985-986

Alumni: 261, 453, 665

Ambiguity: 635, 942, 963

Anxiety: 42, 44,93, 391, 451-452, 652, 794, 918,
1016

Arousal: 22, 45, 138, 284-285, 379, 681, 729, 870

Assortment:  349-351, 988

Attachment: 294, 296, 298, 302, 310

Attractiveness: 173, 194, 200, 234, 243, 365-368,
372,374, 977

Attributes: 282, 465, 485, 676, 710, 790

Automobiles: 84, 148, 399, 481, 583, 588, 626, 773,
776

—--B---

Bargains: 695, 700, 878, 979-980

Behavioral Intentions: 67, 69, 163, 231, 239-241,
246-247, 309, 594, 597, 717

Benevolence: 250, 252-253, 689, 961

Boycott: 71, 257-259, 434

Brand Community: 147, 260-263, 474, 578, 599

Brand Extensions: 117, 267-269, 440, 463, 465, 733

Brand Loyalty: 141, 291, 603

Brand Names: 121, 266, 281-282, 438-440, 463,
557, 739

Brand Personality: 271, 273-275, 277, 279

Brands (new): 282-283, 431, 496, 615

Breast Cancer: 451, 499, 591-592, 614

Browsing: 138, 204, 210, 430, 509, 643, 865-866

—-C---

Calm: 27,47,284,478

Cameras: 49, 437, 485

Candidates: 387, 478, 559, 893

Careers: 446, 490, 650, 666, 788

Catalog: 206-209, 211-212, 225-226, 228-229

Celebrity Endorsers: 365, 367, 372, 426

Charities: 122, 129-130, 287-288, 312, 461

Cheating: 469, 613, 826, 856

Children: 442, 444, 446, 450, 561, 612, 666,
731-732, 903

Chocolate: 28, 183, 186, 533

Clothes: 346-347, 431, 480, 484, 626, 856-857

Cognitive Effort: 50, 532, 534, 631, 759

1020 Marketing Scales Handbook

Colors: 94,112,182, 374, 466

Commitment: 263, 291, 293-294, 296, 298-299,
301-304, 306-310, 607

Community: 127-128, 198, 250, 261, 312, 362-363,
665-666, 749, 961

Compensation: 61, 123, 567

Competence: 9, 273, 316-317, 319-321

Competition:  234-235, 305, 314, 415, 593, 600,
602, 696, 936, 970, 994

Complaining:  322-325, 563-564, 567-568, 572, 575,
605, 744, 786-787, 791, 817

Complexity: 328, 406, 410

Computer: 50, 333-334, 426, 497, 584, 793

Confident:  336-337, 387, 395, 403, 412, 451, 456,
580, 645, 661, 743, 784, 791, 818, 824, 974

Conflict: 81, 338, 724, 903-904, 962

Conformity: 340, 488, 813

Congruency: 342, 344, 463

Control:  237-238, 255, 330, 353, 361, 394, 444,
517, 590-591, 612, 685, 689-690, 834

Convenience: 508-509, 512, 859-863

Conversation: 311, 1008, 1017

Costs: 160, 299-300, 421, 614, 695, 761-762,
925-930, 977, 984

Coupons: 132, 240, 535, 537

Courteous: 341, 569, 845, 851, 893

Credibility: 80, 94, 112, 163, 200, 365-368,
370-374, 376-377

Cultural: 381, 383, 420

—--D---

Dealer: 308, 399, 500, 773, 784, 1018

Death: 450, 613, 650

Decision:  6-8, 313, 338, 580, 812, 863

Depression: 42, 389, 391, 652, 794, 918, 1016

Design: 13, 82, 204-205, 485, 964, 993-995

Difficult: 289, 299-300, 328, 338-339, 403,
406-407, 410, 459, 498, 549, 633, 743, 758-760,
918

Discounts: 748, 878, 923

Dissatisfaction: 40, 175, 323, 398, 401, 809

Doctor: 311, 329, 670

Dominance: 45-46, 379, 681, 690

Donate: 287-288, 312, 402, 461

Dull: 47,78, 98, 103, 185, 504, 912

B

Easiness: 406, 409-410, 511

Educational Institution: 453, 665, 788, 896-897,
1017

Effectiveness: 90, 499, 784, 965, 1014

Effort: 85, 119, 201, 289, 306, 308, 353-354, 361,
390, 404, 406, 408-409, 413, 467, 512, 532,



565, 568-569, 571, 589, 596, 633, 663, 702-703,
707, 744, 758-760, 832, 838, 852, 854, 864,
867, 871, 921, 926-930, 932-933, 985-986

Elections: 231, 337, 388, 559, 782, 968

E-mail: 197, 201, 217, 334, 516

Emotions:  16-17, 22, 28-29, 31, 34-35, 37, 39-40,
45, 47, 295, 335, 358, 361, 394, 560, 679, 681,
683, 706, 771, 854, 858

Empathy: 33, 38, 839

Employees: 123, 253, 317-320, 404, 413, 457,
568-569, 571-572, 663, 672, 708, 784, 844-847,
915-916, 931, 953-954

Enjoyment: 138, 352, 457, 513, 540, 931, 988

Entertainment: 209, 513, 827

E-tailer: 198, 201, 205, 213, 221, 223, 607, 750

Ethics: 200, 416, 571, 674, 784

Excitement: 22, 271, 870, 905, 908, 1011

Expertise: 200, 367-370, 372, 375, 377-378,
422-423, 425-427, 578, 581-582, 584-585, 588,
687, 806

S =

Failure: 152, 390, 669

Fairness: 364, 435, 565, 570, 573, 694, 977

Familiarity: 92, 166, 220, 423, 437-438, 440, 519,
577,581, 583, 816

Family: 71, 295, 416-417, 442, 444, 446-450, 814

Fate: 394, 490, 589

Financial: 301, 453, 608, 748, 762, 769, 842-843,
933

Food: 349-351, 448, 456, 659-660, 736, 742, 763,
768, 938

Foreign: 123, 364, 421

Friendships: 251, 261, 749

Frugality: 394, 535, 701, 966

Fun: 26, 66, 86, 138, 147, 185, 194, 210, 218, 283,
350, 352, 457-458, 555, 636, 643, 865-866

Funds: 520-521, 608

Funny: 26, 102-104, 639-640

G-

Goal: 11, 117, 462-463, 465, 520-521

Government: 254, 256, 386-387, 411

Grocery: 59, 129-130, 431, 611, 699, 737, 790, 867,
871-872, 970

Group: 251, 381-383, 490, 502, 745, 813, 827, 887,
898-899, 944

Guilt: 18, 20, 71, 231, 307, 331, 339, 653, 858

—e-H---

Habits: 12, 394-395, 675

Happiness: 382, 490, 502, 560, 619-621, 623, 747

Hassle: 566, 573, 925, 928-929

Health: 57, 151, 183, 456, 491, 591, 660, 764

Hedonic: 184, 186, 352, 545, 547, 642, 870, 873,
876

Helpful: 468, 750, 752, 1013

History: 471, 493, 770

Home: 154, 333-334, 446, 449-450, 461

Subject Index

Honesty: 372, 469, 613, 784
Humor: 34, 102, 104, 639-640
Husbands: 730, 903-904

Ideals: 77,79, 106, 146, 465

ldentification: 261, 296, 303, 473-475

Images: 127, 282, 454, 473-474, 478-481, 483-484,
498, 555, 668, 739, 924, 991, 997

Independence:  488-490, 502

Inferior: 69, 378, 601, 734

Innovations: 144, 311, 315, 406, 711, 751

Innovativeness:  496-497, 615, 667

Intangibility: 459, 498, 937

Intentions:  239-241, 244, 323, 354, 361, 499-500,
593, 599, 608, 722, 757, 1002, 1006, 1012

Interactivity: 997, 1002-1003, 1005-1007, 1009

Interdependence: 381, 488-490, 502

Internet: 207, 209, 212, 218, 226, 229, 412,
507-510, 512-518, 793, 815, 969, 1002, 1006,
1011

Investing:  520-521, 608, 762, 842, 939

Involvement: 48, 293, 522-523, 528-535, 538-540,
542-543, 545, 547, 549, 551, 553-555, 557, 559

Irritation: 34, 77, 87-88, 97, 107, 111, 140, 233, 652

S

Joy: 26, 28, 35, 537, 560-562, 683, 879
Judgment: 57, 395, 818, 839
Justice: 563, 565, 567-568, 570, 572-573, 575

K

Knowledge: 149, 367, 422-423, 437, 456, 577-579,
581, 583-585, 587-588, 661

S

Liking: 26, 98, 125

Losses: 450, 455, 462, 520-521, 924

Low-fat: 456, 660, 938

Loyalty: 133, 296, 303, 307, 593-594, 597-602,
605-610, 748, 756-757, 972

M-

Magazine: 74, 107, 139, 503, 506

Managers: 434, 478, 817

Manufacturer: 61, 123, 134-135, 161, 267, 281,
364, 378, 781

Materialism: 9, 42, 414, 448, 460, 616-617, 619,
621-622, 624-625, 685, 689

Mobile Services: 138, 237, 409, 432, 656, 965

Money: 60, 175, 263, 287-288, 312, 331-332, 353,
402, 442-444, 469, 521, 537, 541, 620, 690,
700, 702, 761-762, 842, 872, 927-928, 967, 970,
974-976, 979-980, 982-985

Mother:  442-445, 730

Motivation: 52, 57, 240, 257, 296, 331, 355-360,
486, 497, 512-515, 520-521, 528, 531, 647, 649,
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Subject Index

659, 872
Music:  64-65, 344, 581-582, 679

--=N---

Navigation: 204, 517-518, 999

Neighbors: 312, 382, 461, 606, 611, 615
Neuroticism: 42, 391, 652, 918

Nutrition: 91, 151, 164, 168, 372-373, 456, 659-661

weeO---

Obligation: 305, 307, 312

Offensive: 14, 54,97, 111, 434

Optimum Stimulation Level: 285, 428, 908
Owning: 147, 262, 545, 616, 686, 777, 993

—eeP---

Packages: 430, 659, 722

Parents: 442, 444, 450, 475, 731, 829

Passive: 478, 602, 1004

Patient (medical): 311, 329, 670

Performance: 145, 148, 187, 237, 476-477, 598,
601, 712, 738, 742, 766-767, 796-797, 1014

Personality: 428, 432, 469, 942

Persuasion: 37, 92, 232, 674-676, 816, 904

Physician: 311, 329, 670, 839

Pictures: 480, 483-484, 498, 828, 943, 991, 997

Pleasantness: 28-29, 162, 218, 679, 681, 909

Policies: 252-253, 256, 316, 320, 573-574, 707-709

Politics: 58, 231, 337, 386-388, 411, 478, 538, 559,
674, 782

Possessions: 147,414, 476-477, 618, 621, 624,
685-686

Power: 687, 689-691

Prevention: 152, 520, 829

Price Consciousness: 698, 701, 703

Price Perceptions:  695-697, 704, 967

Prices (low/high): ~ 701-703, 746, 761, 967

Prices (sale): 435, 974-975

Pride: 706, 744, 879

Privacy: 154-155, 195, 221, 384, 770

Private Label Brands: 59-60

Processing (cognitive): 467, 532, 534, 630, 710, 758

Product Attributes: 485, 654, 754, 959

Product Class: 422-423, 577,579, 581, 583-585,
587-588

Product Usage: 407, 656, 678

Profit: 128, 803, 902, 956

Program (broadcast): 52, 62, 506, 957

Promises: 120, 946, 949, 956

Purchase Experience: 400, 716, 800

Purchase Intentions: 4, 72, 181, 239, 717, 720-723,
725-727,729

___Q___

Qualified: 200, 369, 478, 688, 824
Quality: 220, 739, 790, 848, 915

--R---
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Recovery Efforts: 563, 568, 571, 852

Reference Groups: 150, 154, 490, 745, 887, 899

Refund: 326, 696, 746

Regret: 747,762, 796, 854

Regulations: 254, 256, 829

Regulatory Focus: 145, 152, 829, 831

Relevance: 48-49, 201, 233, 485, 526, 529, 531,
538, 554, 558, 627-628, 752-754

Religion: 250, 340, 755, 945

Repeat Purchases:  149-150, 154, 156-158, 576, 662,
711-712, 748, 756-757

Reputation: 314, 367, 372, 665-666

Restaurant: 344, 404, 430-431, 457, 563-564, 568,
663, 671-672, 722, 742, 756, 774, 778, 836,
852, 857, 893

Retailing: 64, 695, 737, 790, 802-803, 810,
859-863, 909, 915

Retrieval: 94, 148, 403, 410, 743

Rewards: 157, 310, 446, 923, 972

Risk: 57, 254, 281, 428, 431, 451, 520-521, 547,
549, 591-592, 762-763, 765-768, 770, 906, 992

Roles: 54, 896, 963

G-

Safety: 221, 255, 783, 813-814

Sales: 292,698, 700, 702, 816, 878, 967

Sales People: 317, 319, 328, 399, 589, 774, 784,
789, 802, 816-817

Satisfaction: 230, 773, 776, 778, 792, 794-796, 798,
800, 802, 804-805, 807-812

Search: 119, 199, 211, 507, 517, 793, 864, 866, 878,
900, 926, 998, 1002, 1014

Security: 152, 221-222, 813, 815

Selection: 559, 579, 785

Self-concept: 158, 343, 346, 473, 477, 488, 502,
555, 637, 819-820, 828

Self-transcendence: 250, 340, 944, 961

Service Failure: 326, 563, 568, 834-837, 852

Service Providers (changing): 923, 925-928,
930-932

Service Quality: 608, 806, 839-846, 848, 850, 936

Service Recovery: 433, 565-566, 852

Shame: 854, 856, 858

Shopping Malls: 13, 455, 865

Shopping Orientation: 310, 331-332, 455, 508, 700,
810, 817, 859-867, 870-880

Similarity: 267, 269, 282, 343, 381

Sincerity: 114, 190, 251, 277-278, 372, 375, 478,
946

Skills: 268, 330, 367, 370, 518, 687, 889, 930, 994

Smoking: 66, 825, 881-884, 886

Social Influence: 260-261, 263, 882

Socialization: 442, 444, 922

Social Responsibility (corporate): 123, 128, 131,
363

Speed: 790, 901, 1009-1010

Spokesperson:  189-190, 232, 366, 368, 478

Standards: 9, 477, 650

Stimulation: 285, 428, 668, 905, 907-908

Store (grocery): 700, 763, 781, 967, 970



Store Ambience: 64, 379, 909, 911-913

Stress: 42, 354-361, 379, 391, 449, 652, 873, 918,
1016

Switching: 2, 283, 299-300, 428, 430-431, 496,
603-604, 607, 609, 923-936

Symbols: 156, 222, 944

T---

Taste: 481, 736, 938

Technology: 44, 148, 711-713

Teenagers: 66, 442, 444, 730-731, 880, 885-886

Television: 33, 38, 61-62, 84, 107, 191, 346, 506,
714, 957-958

Tense: 18, 42, 284, 653, 918

Terrible: 88, 476-477, 779, 795

Time: 455, 901, 926, 941, 1009

Touch: 492-493, 642, 644-646, 937

Trust: 120, 134-135, 200, 227, 298, 303, 365,
367-368, 372-374, 376-378, 387-388, 412,
707-709, 839, 850, 946, 948, 950, 952-953,
955-956, 983

——-U---
Ugly: 14,78, 366

Uniqueness: 647, 649-650, 823, 959
Usage: 44,67, 132, 269, 327, 373, 417, 853, 963,

Subject Index

965, 1012
Utilitarian: 157, 187, 352

V-

Value (price-related): 206, 524, 536, 541, 966-967,
970

Values (personal/cultural):  9-10, 250-251, 312, 338,
340-341, 446, 461, 617-618, 620, 622-623,
625-626, 633, 686, 689-690, 756, 794, 813-814,
822, 905-906, 944-945, 961-962, 1019

Vanity: 618, 626, 892

Visual: 204, 222, 228, 230, 483-484, 989-990,
992-993, 995

Vividness: 480, 483-484, 996-997

Voting: 231, 337, 387, 411, 559, 782

e W

Watch: 52, 74, 86, 506, 700, 957-958, 991

Web: 192, 194-195, 197, 204, 210, 214-215, 217,
219-220, 222, 224, 227, 412, 507, 510, 516,
518, 607, 851, 901, 998-999, 1002-1003,
1005-1007, 1009, 1011-1012

Women: 54, 446, 499, 903

Word-of-Mouth: 500, 594, 1017-1018

Worry: 43, 451-452, 653, 762, 821, 925

*  The numbers following key words refer to page numbers, not scale numbers. These index terms
have been intentionally selected because they each refer to at least three different scales.
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