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PREDICT ING NEW PRODUCT SUCCESS: ROLE OF
PRCODUCT-CATEGGRY RELATED VARIABLES

Introguction

Despite the fact that consumer goods companies generally
take considerable care in planning and introducing new products in
the market and usually provide them with adeguate promotional and
distribution support, it is a common experience that new products
often fail to take off. It is also observed that while certain
product catsgories are easier to enter 1ith new products, establi-
shing new products in other categorieg poses serious difficulties.
Can one identify the major characteristics of the product class that
facilitate Qf hinder the initial success of new products? Answer
to this question shoﬁld be of considerable interest to marketing
managements in India who would be in a better position to assess
the chances of success or failure of a new product, given some know-
ledge of the relevant characteristics of the product category they
intend entering with a new product or brand. The research reportad
here is an attempt in this direction. Five different product
cateqories, namely, Tonth Pastes (TP), Washing Powders (WP), Head-

ache Pills (HP), Light Bulbs (LB) and Prassure Cookers (PC) were

The contribution of Messers. Sampath Kumar and Prakash Sathaye
in the conduct of this study is gratefully acknowledged,



chosen for investigation. The major criteria in the choice of the

above product categories were 3

(2) UWide spread familiarity of the houssholds with the product class;
(b) Frequent use of the praduct in the houssholds:

(e) & variety of brands in the product class should be available in
the market: and

(d) The chosen categories should be quite distinct im terms of form
and usage.

Simulatad Buying Situation

Since research intersst was. limited to identifying the
characteristics of the product categories, any diffaerences in brand
attributes, prices, packaging, as well as in promotional and distri-
bution support behind the new brands, had to be controlled for. The
following simulated buying situation was created to control for the
above mentioned differences and to get a measure of potential success

of the hew brands in the chosen categories from the respondents @

Assume yourself in a situation where you need the
following products and have gone to your favourite
store to purchase these items ¢

(a) Tooth Paste (b) Washing Powder (c) Headache
Pills (Aspirin) (d) tight Bulb {e) Pressure Cooker.
Assums again that on your visit to the store, the
-shop keeper shows you a new brand in each of the
ahove products. From their appearancs, all these
new products look as good as the brands you normally
purchase. Also all these new produtts are priced
quite similar to the brand you generally purchasa.



On seeing these new brands, you are reminded
of having seen or heard over the radio advert-
isements about all these five new brands. The
shop~keeper recommends you to try these new
brands and assures you that they will work ae
wall as the brands you normally buy. Please
think about the situation carefully and glve
an estimate of your intention to purchase and
try the new brand in each of the five product
cateqgories.

A ten-point probability scale having "Definitely will not Buy"
on one extreme and "Will Definitely Buy" on the other extreme (with
in-between points appropriately labelled) was used to get an estimate
of the consumer intention to buy and try the new brand. Buying
intentions for new brand of each of the five product categories wers

separately obtained from the respondents on the above indicated scale.

Adequate care was taken to make sure that respondents had fully
grasped the situation before providing their estimates. Oral "play-
back" of the situation was relied upon for ensuring clearer under-
standing and all necessary clarifications were provided till the

situation was accurately "played back".

Thus, some of the important features of the Buying Situation
used, were 3

(a) The new brand was projected to be similar to the pressnt
preferred brand of the consumer in appearance, price, etc.

(b) The company had obtained adequate distribution support for
the new brand and the favourite store of the consumer was
willing to provide assurance about the performance of the
new brand.



{c) The reu brand was well advertised.

(d) Since actual purchase behaviour in such simulated situation is
not possible, buying intentions (BI) wers used as a "proxy"
measure for actual purchases. A number of previous studies have
shoun high correlations betwsen buying intentions and actual
purchases later,

Choice of Predictors

A number of factors can influence the buying intentions of the
consumers about the new brands that are introduced in the market. For
the purposes of this research, nine such variables. were identified for
investigatdon. These were brand loyalty (BL), quality variations among
gifferant brands available in the market (Qu), certainty of untried ::
brands (CUB), danger of cdnsaquences of using untried brands (DC),
consumer visw of price-quality relatisnship in a given product category
(POR), consumers! confidence in their abilities to Jjudge quality of
diffsrent brands (CJQ), complexity in the technology involved in manu-
facturing the product (TC), extent of alternate brand choices already
available in the market (BA) and the amount of usage of the product in
the household (RU). Consumers' perceptions on. these nine variablas
were measured for.the five chosen product categories and their relation~
ships with purchase intentions about new products were examined. for
affectively communicating these complex concspts in a manner easily
intelligible to the average housewife in Ahmedabad, who formed the

sample for this research, operationalizing these variables posed a



difficult challesnge and a great deal of ingsnuity had to be oxercised
in this task. FExhihit I prescnts details of the manner in which these
variables were operationalized in this study. Cach of these variables
is now discuésed to develop the bases for the relationships expected
betwesn these variables and the BI. The specific hypothesas about

these relationships are then formulated.

1. Brand Loyalty (BL): Brand loyalty is a specific type of behaviour

exhibited by consumers in many brand choice decisions. It implies
that the consumer develops a preference or habit for a particular
brand and purchases it repeatedly, giving little or no consideration
to alternate competing brands. It also means that in repeat purcha-
ses of a product, the preferred brand tends to get a favoured
treatment and receives a proportionately larger share of the repeat
purchase behaviour. Raymond Baur2 suggests that brand loyalty is

a means of sconomizing on the decision effort (by substituting habit
for repeated deliberate decisions) and serves as a method of risk
reduction by the consumer. It is, thus, clear that stronger loyalty
to the cu;rently used brand(s) would inﬁibit the iﬁtention to use

a new brand,

2. Quality Variations {Q): Consumers often feel that in some product

categoriss, various brands available in the market are quite similar

in quality (any real differences in performance of these brands are
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percelved as minimal) while in certain other categories, wide
differences in quality of different brands are perceived. FPrevious
research indicates that ceonsumer perceptions about quality variations
among brands in a product class do affect their choice behaviour.
LambertS, for instance, has reported that consumers who perceived
larger variations in quality of available brands generally chose
higher priced brands. It, thus, appears that stronger the perce-—
ptions about guality variations among brands in a product class,

more the resistance on the part of the consumers to buy new brands.
Intention to buy new brands and perceived quality variations should,

therefore, be negatively associated

Certainty of Untried Brands (CUB): Cax? has stated that in every

buying decision, the consumers attempt to identify their buying
goals and then try to match thess goals with brand offerings.
Uncertainty about the ability of the new brand te satisfy purchase
goals will, thus, inhibit consumer purchase intentions towards neuw
brands. Howard and Sheth5 refer to this variable as *Confidence"

and state that confidence is positively related to intention to buy.

Danger of Consequences (DC): Danger of consequences, should the

-

new brand fail to meet consumer expectations, was identified by
Cox4 ag an important dimension of perceived risk. Higher perceived
risk arising out of expected consequences of using an unfamiliar
new brand is, thus, an inhibitory factor in consumer's willingness

to buy new brands.



5. Price-Quality Relationship (PQR): A number of stud1956 have

exzmined the relasticnship between price level of a brancd and

its perceived guality. The general conclusion that emerges is
that while thers are situations where many information cues are
availabls and price has little or no influsnce on perceived
quality, @ positive relationship between price and quality often
exists when 2

(a) Consumer uses price as a predictor of guality, probably
due to lack of other relevant information cues;

(b} Uhen consumor's ability to judge guality is poor; and

(c) When there are wide quality variations between different
brands available in the market.

_ Since the price of the new brand, in the simulated buying
situation used in this study, was 'pegged' at the level of the
current preferred brand, a stronger perception of higher price
being an indicator of better guality would be expected to inhibit

the purchase intentions of the consumers in buying the new brand.

6. Confidence to Judge Quality (C3Q): Consumer confidence in his
ability to judge qgélity often differs from one type of product
to the oéher. Factors like physical characteristips of the product,
use experience, knowledge and backgrouﬁd of the consumar, etc. do
influence judgement abilities of the consumers. One would expect
that in cases where consumer feels quite confident.in Jjudging

quality of different brands in a product class, and to the extent



routinized choice making of old brands leads to monotony and
7

boredom, novelty will bz sought by the consumar by buying a
new brand if in his judgement the now brand offers comparable
or better vazlue than the brands presently used. Ogiluy's8
following advise to marketing practitiomers is perhape basad
on this novelty sseking behaviour 3

Aluays try to inject news into your

hoadlines, because the consumer is

always on the lookout for new produ-

cts or new ways to use an old produ-

ct or new improvements::in - an.old
product.

7. Technological Complexity {(TC): To the extent consumers perceive

certain products more difficult to manufacture and require sophi-
sticated technology, their propensity to try new brands may be
inhibited by their doubts about the new brand having not been
technically perfected. On the other hand, if in their perception
the product is simple to make, they would have little doubt about
the ability of the new brand to come upto a reasonable standard
for lack of adeguate technicazl competence on the part of the
manufacturer. Intention to buy a new brand and pgrception about
the technological complexity involved in its manufacfurs should,

therefore, be negatively related.
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9.

Brand Altcrnatives (BA): Several studies have investigated the

relaticnship between market strusture characteristics and the
consumor brand choice beshaviour. For imstance Farley’s9 study

of congsumer purchases in 17 diverse product categories concluded
that consumers tended to be less loyal towards products whore
many brands wereg available. 0One would, thorefore, expect that
larger the perceived brand alternatives, greater the willingness
to try new brands (unless, ths consumers feel that brands already
available are far too many10, which is not quite true about‘the

-

chosen categories in the Indian market).

Rate of Use (RU): There are contradictory findings about the rate

of use of a certain product in the household and the consumers!
willingness to try new brands. These contradictions, at least

in part, can be attributed to the fact that brand choice behaviour
is product-specific rather than a general attribute. In any case,
while some studies suggest that heavy users tend to be more brand
loyal, others have found no or negative relationships between the
tuo]z Since consumers in Ahmedabad are generally known for their
Mcareful" sbobping behaviour, heavy users, because of higher
expenditures involved, would be generally looking Fof'batter values
and would probably like to try the new brand, particularly when

it is recommended by their favourite shopkeeper. Search for
better value, desire for novelty, as also confidence in the

favourite stors, would more than off-set their conservative behaviour.
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Hypotheses

Based on the foregoing discussion, the following hypothases were

postulated in this research :

H1 2
H2 2
H3 2
H4 2
H5 2
H6 2
H -

7 ?
H8 H
H9 H

Th2 mean measures of tha various variables included in this
study would be upequal, when compared across different product
categories,.

Brand loyalty would be Negatively associated with buying
intentions towards the new brands.

Perceptions about quality variations among different brands
in a product category would be negatively associated with
buying intentions towards the new brands.

Consumer perceptions about certainty of untried brands would
be positively associated with buying intentions towards the
new brands,

Perceived danger.of consequences arising out of using an
unfamiliar new brand would be negatively associated with
buying intentions towards the new brands.

Stronger the perceived relationship of high price with better
guality in a product category, negative would be the association
between price-quality ralationship measures and the buying
intentions towards the new brands (given that new brands are

not higher priced)-

Perceived confidencs to Judge quality of brands in a product
category would be positively associated with buying intentiong
towards new brands. ‘

Perceived technological complexity involved in manufacturing
a product would be negatively associated with buying intentions
towards new brands.

Consumer perceptions about brand alternatives available in
the market would heg positively associated with buying intent=
ions towards the new brands.
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H g ° Rate of use of a product would be positively associated with
1 buying intentions towards the new brands.

H H Based on the zbove mantioned bivariate hypotheses, the following
" multi~variate hypothesis cen be stated 2

BI =X - B, (BL) ~ 8, (av) + B, (cUB) -
B, (oc) - B, (PGR) + B, (CID) -

By (te) + 8, (BA).+ By {rU)

wherecXCo is a constant term, and Bi represent the respective

values of the co-eficients of the independent variables.

SAMPLE

The data for the study was collected from a-cunuenience sample
of 100 housewives primarily drawn from lower—-middle and middle income
households in Ahmedabad. The sample was restricted to educated houseswives,
since measurement instrument was administereq only in English language
and nature of the variables imcluded required a certain lgvel of inte-
lligence to first comprehend complex {though somewhat simplified) concepts
and then pfouide measures on multiple-point scales. Another consideration

in the choice of the sample was that the gelected bouseholds must be

regular users of all the five products included in the study.

Since the primary interest was in determining the strength
and direction of relationships between various product category rslated

variables and buying intentions towards new brands, and no gsneralizations
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about the sample houscholds were envissged, a convenience sample

was considered adeguate for purposes of this study. The questionnaire
was personally administersd to sach Tespondent individually by a
trained investigator who was present throughout the administration
task and ensuredtthat the simulated situation, measurcment scalgs, -
and the meanings of the variablss measured were all clearly uider-

stood by the houseswifs before she provided the various measures.

FINDING

. v

Table I provides means and standard deviationg of all the
ten variables included in the study for each of the five product

sategorises.



TABLE L

MEONS AND STANCARD DEVIAT IONS*

YARTABLE#»

Brand Loyalty

Quality Variations
Certainty of Untried Brand
Danger of Consequences
Price-Quality Relationship
Confidence to Judge Quality
Technological Complexity
Brénd Alternatives’

Rate of Use

Buying Intentions

PROCGUCT CATEGORIES

13

* Standard deviations are given in brackets

3.97
(2.81)

ue

4417
(1.96)

4,69
(1.57)

3.94
{1.83)

3.67
(1.82)

3.54
(1.78)

2.56
(1.80)

2-63 :

(1.74)

5,49
(1.50)

4085'

(1.10)

4,59
(2.64)

HP

5,50
(1.91)

4,23
(1.87)

3.12
(1.82)

3,75
(1.63)

2.94
(1.94)

3.57
(2.11)

4,46
(1.97)

4,57
(1.61)

2,40
(1.60)}

2.00
(2.64)

3.79
(1.81)

3.59
{(1.54)

3.57
(1.84)

3,34
(1.91)

3.68
(1.85)

4.07
(2.00)

40 12
{(1.87)

4,17
(1.64)

3.81
(1.37)

4.24
(2.75)

#*% All variables, except BI, were measured on = seven-point scale,
BI was measured on a ten-point scale.

5.53
(1.93)

4.55
(1.79)

3-28
(1.98}

5.51
(1.75)

4.30
(1.97)

3,35
(2.12)

4.94
(1.75)

4.21
{(1.75)

3.92
(1.49}

2.49
(2.86)
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To test for unequality of meaps across product categories, a
separate onse-way anaiysis of variance was conducted for sach of the

variable. Table II presents results of all the ten Anaovas.

TABLE_II

BNALYSIS OF VARIANCE

Mean sum of sguares B ?
Variables L S

Between | Within 48,7495
1. Brand Loyalty 62.00 4,78 12.90
2. Quality Variations 18.13 2.85 6.38
3. Certainty of Untried Brand 11.32 3.58 3.16
4. Danger of Conseguences 124.70 3.53 35,30
5. Price-Quality Relationship 27.73 3.63 | 7.54
6. Confidence of Judge Quality 52.43 | 3.74 14.02
7. Technological Complexity 85.45 3.55 24.10
8. Brand Alternatives 39.49 2.64 15.00
9. Rate of Use _ 80.77 1.87 43.20
10. Buying Intentions 122.50 ; 7.60 16.00

For all the variables, except CUB, the null hypdthesis about
equality of means across five product categories was rejected atCK% 01

level. For CUB, the null hypothesis was rejected atoX = .025. Ho,
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which postulated that for each of the ten variables the mgans are not

enual across product categories, was,

To
indepsndent
procduct categories.

ions across

correlation anslysis.

test the bi-yariatg hypotheses, H

Table III presents results of the

TABLE 111

EORRELAT IONS WITH BUYING INTENT IONS

theraforse, confirmed.

2 to H1D’ all the nine

variables were correlated with Mmeasures of buying intent-

e

i TP WP Hp | Le PC

!

51, Brand Loyalty —0.31%~0.26% | -0.62% | -0,48% | -0.40%
52. Quality Variations =0.14 § Nweax =0.40% | -0,22% | -0, 22+
3. Certainty of Untried Brand 0,35+« 0,20% 0.27% D.20% | (,25%
4. Danger of Consequences ~0.15 }~0.13 ~0.26% | -0,16 | -0,23%
55. Price;Quality Relationship N 0.13 ~0.14 N N

56. Confidence £0 Judge Quality N N 0.2 0.16 .—0.14

;7. Technolojical C?mplexity N =-0.14 -0.14 -0,10 N

8. Brand thernatiueé 0,10 | 0,14 N D.éﬁ* N

;9. Rate of Use N 0.14 Q. 17%% | 0, 1g4%]

i ;

* Significant atA= .05 or lowsr.

** Significant at = .10,

*** All correlations below .10 are indicated as N (negligible).
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Brand Loyalty was found to be negatively correlated with B1I
across a1l product categories and all the correlstions wers significant

atC{_: 05, H2 was, thus, well supported,

Perceptions about quality variations amonq brands in a product
class wers also consistently found to be Negatively correlated with 81,
though only three of the five correlations were statistically signi~
ficant ato< = .O5. HS was, thus, only partially supported. Though
direction of the relationship was consistent with the hypothesized
relatiﬁnship, correlations in the case of two product categories,
namely Washing Powdsrs and Tooth Pastes, did not turn out to be signi-

ficant.

Consumer perceptions about certainty of untried brands were
found to be positively corrslated with BI across all product cateqoriesg
and all the correlations wers significant atx = ,05. H, was, thus,

well supported.

Perceptions about danger of consequences arising out of the
use of an untried}brand were consistently found to be negatively
correlated with BI‘across all product categories, though only two of
the five correlations were statistically significant at™ = ,05.

H5 was, thug, only partially supported. Though direction af ths
relationship was consistent with the hypothesized relationghip,
correlatians in the case of only Headachs Pills and Pressure Cookers

were statistically significant. In these two product categories,

uncertainty of untried brands was the highest.
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None of the correlations of perceived price~quality relaztion-

- ship with BT tucned out to bg significant. Algo direction of relation--
ship was inconsistent acrossg product cvategories. This variable,
theréfcre,.appears to be 2 poor Predictor of BI towards new brands.

Also behaviour of this variable as to its direction of relationship

with BI appears to he Product category specific, being positive in

Some cases and negative in others. The perception that higher price
connotes better qual}hy, given that new brand is not higher priced,

seems to be favourable towards BI for Washing Powders and unfavourable
towards BI for Headache Pillé. It may be recalled that WP was perceived
as a low technolegy, high certainty of untried brand and high rate-of-use
product while HP was perceived as high technology, low certainty of
untried brand and low rate—of-use product. These product characteriatics
probably explain fFavourability towards BI For Washing Powdsrs and un—
favourability towards BI for Headache Pills in terms of price—quaiity
differential relationship with BI. In any case, H6 did net find support

and reguires further investigation.

Confidence to judge.quality also turned out to be a poor
predictor of BI towards new brands. The direction of this‘yariable's
relationship with BI alsao appears to bs product-category specific.
While the relaticnship was positive in most cases (as hypothesized),
in the case of Pressure Cookers it turned out to be negative. Since
consumers perceive Prassure Cookers as high technology products and

alsc consider danger of cansequences from using unknown brands as
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seribpus, énd additionally perceive wide variations in quality among
various brandgsg available, they probably resort tg strong loyalty towards
selected brands and also use price as a.major Cds to product quality,
Their confidencs to judge quality, given that pPrice of the ney brand

ig similar tn their Presently preferred brand and, thus, is not perceivad
‘as having bettar Quality, raises doubts in their minds about the value
of the ney brand, particularly when purchase af Pregsure Cookers is a
long~term commitment inuuluing considerable financial outlay. Since
none of the cofrelatinns were significant, H7 was not supported. Also
becauge DF‘inconsistency in signs, the behaviour of this variable Needs

further investigation,

Consistent with Hg, all the correlations of Brand Alternativeg
with BT towards New brands wers found to be positive, though only oné
of the correlationg (Light Bulbg) was significant at = <05, Hg’ thus,
found only partial ;upport. It may be recalled that Light Buipg as a
product—categury was pergeiuad as having the least brand_altarnatiues

-available in the market. This variablie, thus, found statistical support

only when'psrceiued brand alternatives were tod faw.
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Consistent with H1D’ rate of Use was found to be positively
correlated with B towards new brands for all the five product cate-
goriss, though only tuon of the correlations (Headache Pills ang Light
Bulbs) achieved significance ateX = »10. Thus, this variable did not
prove a good predictor of 81 gﬁd qu only receivaed partial support,

Both the product categories uith_significant correlations were perceived
a8g having low rate DF.use. This variable appears to have some value

a8s a predictor of BI in cases where rate of ugse of a product is perce-

ived as low.

To test H11, which was a Mmulti-variate hypothesis, multiple
legression analyses were conducted for each of the five product catp=
gories with BT ag a dependent variable and all the other nine variables
as predictors. The results of multiple regression analyses are pre-
sented in Table 1V.

TABLE Tv

' +
RESULTS OF MULT IPLE REGRESSION ANALYSES

Constanyy o | ol cus Dd ParR | cdo (] mal Ry sztr ’d.?
Term
4.03 |-.32 +.41 : .17#9.9'2,97
(2.15) (2.58) ¥
5.27 |-.40 +.28 " 1.10l 5.5]2,97
(2.03) (1.92) P
4,91 |-.83 +.28 P
(7.97) (2.39) +.36 | .4627.03,96
1(2.63) P
4.02 |65 ++37 | +.30 +2913.0 3,96
- [4.96) £2.56 i(1.66) !
bsure Cooker 5.4 ,!-.54 +.20 ~e18} | .20!8.0 b,gﬁ
] " [3.86) (1.48) (1.42* P
bly those variables which made significant contribution to the explanatory power

if thg model are reported.
il R are significant at<3<= «1

i T AT e oot
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For Tooth Paste, brand loyalty and certainty of untried brand wers
the significant predictors of BI, and together explainec 17% of the
variance. R2 was significant atc)(: «01. As expected, BL inhibited

BI towards new brands while CUB proved z positive factor.

For Washing Powder, brand loyalty and perceivad price-quality
relationship were the only significant predictors of 81, and together
explained 10% of the variance. Rz was sighificant atcx<= «01. BL -inhi-

bited BI towards new brands while PQR proved a positive factor.

For Headache Pills, hrand loyalty, certainty of untried brand,
and rate of use were the three significant predictors of Bl and together
, . 4 s

explained 46% of the variance. R was significant atﬁX{: «01. BL

was an inhibitor while CUB and RU were positive factors in consumaer
intentions towards purchasing new brands of Headache ﬁills. It is
significant to note that heavy users of Headache Pills wers quite
interested in trying new brands of analgesics, probably to find a

better solution te their problem,

. In the case of Light Bulbs, brand loyalty; perceived brand
alternatives, and réfe‘of use turned out to be the three significant
oredictors of BI and together explained 29% of the variance. R2 was
signiFicant at™X = .01. BL was an inhibitor while BA and RU proved
favourable factors in BI towards new brands of Light Bulbs. Here

again, heavy users wers guite interested in trying new brands.
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Finally, for Pressure Cookers, brand loyalty, certainty of
untried brand and‘consumerS' Perceived ability to Judge quality were
the three significant predictors of BI and together explained 20w
of the variance. R2 Was significant ateX= ,01. BL and CJQ were
inhibiting factors while CUB was a favourable factor in consumer

willingness to try new brands.

CONCLUS IONS AND RECGMMENDATIONS

The findings of this study clearly suggest that role and
importance of various product-category rglated variables as predictorsg
of pew product success do differ acrass product categories. It is,
therefore, Necessary that market ing managers take into account the
behaviour of these variables yhile planning their new product of‘f‘eringé°
The following are the major conclusions that emerge from the results

of this study s

1. Measures of behavioural intentions in thisg study indicated that
while new brands of products like Washing Powders, Light Bulbs
and sven Tgoth Pastes may find easy acceptanée among consumers,

_ the marketers Hhue heavy odds against them in the case of products
like Headache Pills and Pressure Cookers. The major common
characteristics of these difficult-to~introduce products are a
strong consumer loyalty towards existing brands, lou certainty
of untried brands in these product categories, high percsived

danger of Consequences in the event of ney product failure, and
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high fechnoloqical complexity involved in theirp manufacture.,
uheneﬁer a product category is characterized by these factors,
marketing managements should racognize the inherent diffinultias
af introdﬁcing new brands in the market ~nd take thess factaors
into aczount in potential determination and marketing strateqy

formuletion for the new product.

In general, stronger loyalty to existing preferred brands, per-
Ceived wide quality variatiocns among different brands in the
market, high danger of Conseguences arising out of new product
failure and greater uncertainty of untried brands appear to be the
major barriers fo initial success of a New brand in any product
category. OFf course, dangaf of consequences and perceived uncert-
ainty of untried brands ars highly inter-correlated, Also,
perceived risk as well as perceptions of wide quality variationg
among existing brands directly contribute to strengthsning of

loyalty to certain chosen brands. In product categories when sueh

perceptions are strang, marketer will have to resort to multi..

pronged attack aimed at projecting good quality imeqge, rigk
reduction throu@h credible information, and attempts at weakening
loyalty ta existing brands through appropriate steps like sampling,

demonstrations, trade support, deals and other consumer promotions.

Perceived relationship of higher price with better quality can
prove a favourable factor in cases where product, in the consumer

view, involves high technology, high risk and low rate of use.
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In such cases, marketer ctan exercise some freedom in pricing
the new product somewhat higher for comparable quality. 1If,
however, the product category is perceived as involving loy
technology, low rigk and high usage, such pricing Freadom

might be limited and pricing the new product at the existing
level may be a better strategy. In any case, perceptions about
price-quality relationship do not appear to be very significant

in predicting new product success.

Interestingly, censumer confidence to judge quality appears to
be the lowest in case of mast frequently purchased and svary~day
Use items like Tooth Paste and Washing Powders. A chack ont the
data regarding characteristics of these products reveals that
these are perceived as praducts with high guality variationg
among brands, casy to man ifacturas, and having a wids range of
brands available in the market, Faced by many alternatives
with wide variationg in quality, consumers probably resert to
routinized decision making in brand choice but continue to feel
unsure of the choices actually made, Simpli?ication of choice
decisions becomes 2 mode of dealing with brand "ngises® in the 2 .
market place. In any case, this predigtor is not strongly
correlated with buying intentiong towards new brands, nly
in the case of Pressure.tookers, C3Q (Table IV) turned out to

be a significant Predictor with negative asgociation with BT,
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Stronger confidance to judge quality is confounded with perceptiong
abaut price being ths indicator of Guality and iF the new brand is
not higher Pricad, buying intentions become weak in view of long~
term financial commitment involved and doubts about the quality
(based on pfice Cues) exercising dominance over own ability tg

Jjudge quality,

As discussad earlier, the direction of relationship betwecn
£3Q and BI ig product specific and sach case hag to he investigated

to find the nature of relationship between the two.

If in a certain product tategory, consumers generally feel that
brand choices availabie are somewhat limited, such a feeling gan
become a favourable factor in the purchase intentions of the

Consumers towards the ney brands.

In the case of lou consumption items, like Headache Pills and
Light Bulbs, heavy users appear to be more willing to try new
brands than light users. The relationship appears similar in
mere frequently used items also but definite ;statements cannot

be made in vieu\cf the results not being statistically significant.,

To our knowledge, the relationships of these variables
with buying intsntions towards new.brands have baen investigated
for the first time among Indian consumers., This research utilized

limited product categories as well as a small consumgp sample.
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The direction of various relationsﬁipsrturned out to be quite
onsistent with the hypoth?ses, though strenath of many relation.-
ships was weak, This pilot study has giQEn §0Me direction tp

this type of Tesearch and future studies can hopefully improué
Upon the results so that more definitiye statements about the
relaticnships can be mada, Coverage of maore and different broduct
categories, use of larger and better selectad samples, and improve-
ments in variable Operationalizations should all help in getting
better results, Companies would find it advanbageoys tp get some
measures of these variables Tegarding the product categoriss of
specific interest to them so that their new product choiceg, as
also the introductury market ing strategies for them, are based on
deeper insights into the behaviour af these variables which may

hinder ar help the chaneesg of $UCCess of the ney praducts°
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Axhibig 1

Uperationalization of Indepandent Variables

The perceptual Measures of the 9 independent variablas yare
obtained from the tonsumers by firstly explaining the concept being
measured through a descriptive statement and then getting a measure
af the concept on a seven-point-gcale. Separats ratings for each
of the five product categories were obtained, The statements uged
to sxplain the toncepts and rating scales used for measuring them

are outlined begloy =

1. BRAND LOYALTY*

(Measured on 7-point-scale from "Not at all particular in buying
a specific brand" to "Extremely particular")

As you know, for some product categories, consumers

are very particular about Using only a certain brand
and rapeatedly purchase the same brand whilg in some
other prgduct Categoriss, consumers are not as part-
icular about any single brand and buy many different
brands., About the following product categories, pleass
indicate ths extent to which you are particular in
buying only a certain specific brand.

2. QUALITY VARIATIONS
N
(Measured on 7-point-scale from "Not at all different im guality"
to "Extremely different in quality™)

It has been found that for some product categories,
COngumers feel that guality differences among various
brands available in the market are very small and
mast brands are almost similar in gquality, while in

* In the actual guest ionnaire uSed,'titles of these variables were
not includsd, :



some other product categories, consumars do find
gUbstantial differences in the guality aof the
various brands available in the market. In your
opinion, what is the extent of differences in the
guality of various brands available in the market
in the following five product cateqories.

3. CERTAINTY OF (INTRIED BRANDS

{Measured on 7-point~scale from "Wot at all certain" to "Extremely
certain')

It has been found that for mme product categories,
consumaers generally feel that new brands of the
product are as good or even better than the old
well-established brands, while for-some other product
categories, congumers fesl that new brands are often
inferior and do not work as well as the old well-
established brands. For the following product
categories, indicate the extent to which you fesl
sure or certain that new brands that have come in
the market are at least as good as the old well-
established brands.

4. DANGER OF CONSEQUENCES

(Measured on 7-point-scale from "Not at all serioug" to "Extremely
 serious")

In some product categories, the consumers feel that
if a new brand of the product does not work as well
as expected, there is a high risk because of the
seriousness of the consequences involved in;using

a bad product. However, in certain other product
categories, the risk involved in using a bad quality
new brand may be very minor or none at all. In your
opinion, how serious are the consaguences of using

a new brand which does not work as well as expected
for the following product categories.

5. PRICE QUALITY RELATIONSHIP

(Measured on 7-point-scale from "No indication of gquality at all®
to "Complete indication")

For some product categories, consumers feel that buying
higher priced brands means getting better quality.
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However, for certain other product categories,
bigher priced brands may not necessarily mean
better quality. For the following product
categorias, indicate the extent to which you
feel that the price of the brand is a good
indicator of the quality of the product.

6. LONFIDENCE TO JUDGE QUALITY

(Measured on 7-point-scals from "Not at all difficult to Jjudge"
to "Extremely difficult to judge')

It has been found that for some product cate-
gories, consumers consider themselves good
judges of guality and can easily find out
whether a certain brand of a product is good or
bad. However, there are other product cate-
gories where congumers feel that it is very
difficult for them to make judgement on quality
differences among various brands of the product.
For the following product categories, indicate
the extent to which you think it is difficult
for you to find out guality differences in the
various brands,

7. TECHNOLOGICAL COMPLEXITY

(Measured on 7-point-scale from "Not at all difficult to manufacture®
to "Extremely difficult")

In some product categories, the company may require
substantial technical skills in manufacturing a good
quality product, while for other product cateqories,
company may not requireg much technical skill in
manufacturing a good quality product and it may be
quite easy to manufacturse. For the following product
categories, indicate the extent.to which you think

it is difficult to manufacture these products because
of technical skills required in manufacturing a good
guality product.



8. BRAND ALTFRNATIVES

(Measured on 7-point-scale from "ery limited choice" to "Ver
¥

wide choice") :

In some product categories, consumers have a very
Wide brand choice since thers are a large number

of brands available in tha market, However, in
certain other product categories, the brands availa—
ble in the market are so few that tho consumers have
a very limited choice of brands. For ths following
product categories, indicate the extent to which

you feel that consumers have limited or wide choice
of brands in the market, :

8. RATE OF USE

(Measured on 7-point-scale f com "Extremely small"
to "Wery largs")

It has been found that thers are wide diffsrences
in the guantities of a product used by different
house-holds. for instance, you may be using in
your housshold on a per head basis more sugar than
your neighbour and your neighbour may be using

more cooking oil than your housshold. fFor the
following product categories, indicate the relative
guantities you use in your household,

29
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