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4.1.9. INTRODUCTION

In order to test the various hypotheses proposed in
the present study, three separate statistical analyses
namely,Canonical, Stepwise Discriminant  Function
Analysis and Cluster Analyses were performed on the

data generated from 4038 respondents.

All the three analyses were performed using
'‘Statistical Package for Bocial Sciences’ computer
programme. Each analysis prior to performing the
equations carried out certain prerequisite analysis on
the data for their normality, linearity and other
tests. The results of the prerequisite tests and +the

findings of each analysis is presented below,

4.2.0. CANONICAL ANALYSIS

The Canonical analyses were performed with the use of
SPSS (Btatistical Package for Social Sciences). BSince
two separate measures were cbtained for <Criterion
measures namely (1) The Frequency of product purchase
and (2) the Likelihood of product purchase, two
Canonical analyses were performed between the sets of

Predictor variables and Criterion variables.
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The results of both the analyses are presented and

discussed below. The ’set of Predictor variables
comprised of Personality (Compliance, Aggression,
Detachment,Sociabilityf Relaxed, and Internal

Control), Motivation (Achievement, Power, <Control,
Dependence, Extension, and Affiliation), Perceptual
attributes (Ability, Effort, Task difficulty, and
Luck), and Demographic variables (Sex and Tenure in
hostel), The Criterion variables comprised of product
purchase measures of 18 products (Biscuits, Bodyache
remedies, Chocolates, Complexion aids, Cosmetics,
Fashion adoption, Fast food, Health food, Perfume,
Ready-made garments, Toilst socap, Soft drinks,

Shampoo, Talcum powder, Tooth paste and (Vitamins).

The first Canonical analysis was performed between
the sets of 18 Predictor variables and a Criterion
measure of Frequency of product purchase for +the 18
product variables. The second Canonical analysis was
performed between the sets of 18 Predictor wariables
and a Criterion variable measured in terms of the
Likelihood of purchase behaviour for the same 18

product variables.
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4.2.1. Canonical analysis between Predictor variables

and Frequency measure of Criterion variable.

Of the 490 cases entered into the analysis all the 400
cases were accepted. No datum was missing on these
variables among the 400 cases. The result on the
Bartlett Test of Sphericity to test +the hypothesis
that the population Correlation matrix was an identity
matrix, indicated that the observed significance level
was small (less than .00@) and hence the hypothesis
that the population Correlation matrix was an identity
matrix was rejected. The determinant was .©2160,
indicating that one or more of variables can almost be
expressed as a linear function of the other dependent
variables. Thus +the hypothesis that the wvariables

were independent was rejected.

Similarly +the multivariate test of significance of
Pillais, Hotellings and Wilks Tests for +testing the
null hypothesis +that +the population means do not
differ from the hypothesised constants was rejected as
the observed significance was less than 0.200 level.
Having done  the basic statistical analysis the data

were then used for computing the Canonical Correlation.
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The Canonical analysis produced 18 Canonical Variates
(Roots) accounting for 10@ percent wvariance. The
first Canonical Correlation was .81 (37% of wvariance)
the second was .42 (18% wvariance) the third was .3b
12 % wvariance) the fourth was .32 (18% variance) and
the fifth was . @ (9% variance). Thus the first five
Correlations alone accounted for 86% variance and the
rest of the 13 Correlations accounted for only 14% of

the variance.

With all the 18 Canonical Correlations included, F was
significant at ©0.920 level and with the first
Canonical Correlation removed, the F test was not
statistically significant. Thus the first Canonical
Correlation was considered for discussion as it
accounted for the significant linkages between the two
sets of +variables. However along with the first
Canonical Correlation  the other two Roots
(Correlations) and the Coefficients are presented

below in Table 4.2.1.
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Table 4.2.1, Showing Correlations, Canonical
Correlations Standardized Canonical Coefficients,
Percent of Variance and Redundancies between Predictor
variables, Freauency of purchase variables and +their
corresponding Canonical Variates for the first three

VYariates.
Correlations Coefficients
Roots Roots
Variables 1 2 3 1 2 3
Predictor Set
Compliance ~-. 00 .b8 -.44 - . P8 .46 ~.46
Aggression -.11 .18 17 .83 .23 .28
ietachment -.10 LB -.27 -1 -.18 -.38
Sociable 1@ .5b .33 .14 .27 .48
Relaxed -,11 -. @3 . @5 g4 -.22 ~-.¢48
Int.control -.87 .15 .13 -. 81 -.11 . B8
Luck -.19 .93 .00 N ] .56 .12
Task . 102 ~-.14 N %%] .28 .34 .15
Ability -.33 -. 27 .23 .15 .16 .84
Effort .12 .37 .22 17 .62 .18
Achievement -.28 .57 .18 .94 .57 .13
Power -.186 JAe ~-.36 -.286 -.83 -.,31
Control ~.18 .16 -.21 -.91 -.81 -.21
Dependence -.11 .12 .53 -.18 -.93 .56
Extension .12 .29 ~-.85 0] .12 -.28
Affiliation .06 .33 ~.@3 .08 .13 -.21
Sex .93 -.87 -.08 .98 ~.08 -.092
Hostel ~.@85 -.11 L7 .88 -~.15 .35
® Variance 5.74 8.52 5.24
Redundancy 4.6 1.13 @.97
Criterion Set
Biscuits .27 .68 .23 .18 .66 a7
Body ache -. @9 ~ .06 .08 -. 27 .11 .08
Chocolates .19 .37 -~-.96 .22 a7 -.23
Compl. Aids .32 .82 .21 B2 .19 -.18
Qosmetics .41 -.17 .47 .39 ~-.37 .28
Fashion Adop. .49 .2 .57 .22 =-.12 .42
Fast-food .37 .02 11 .23 -.11 -.22
Hair oil -7 .19 .49 -. 10 .98 .56
Beadache rem. .96 -.33 .98 .83 -.42 . @
Health food .20 .19 .08 -. 901 .11 -.@6
Ferfume .35 .13 . 49 .33 .11 .18
Ready-made gar. .93 .36 .46 -.24 .46 .33
Toilet soap -.27 .32 -.986 -.12 .21 -.18
Soft drinks -.23 .56 .34 -, 1@ -.06 .41
Shampoo .74 .16 -.@6 .60 .28 -.26
Talcum powder .58 .19 .11 .24 .06 ~.056
Tooth paste -.18 .21 -.48 -.33 .85 -.156
Vitamins .35 -,12 .83 a7 -.24 -.,13
Canonical R .61 .42 .35
F 7 %] .14 .76
% Variance 18.97 6.27 T7.84
Redundancy 2.13 1.53 @.65



Since only the first Canonical Variate is significant
(P < .200) only the first Variate is interpreted.
Though the other Variates are not statistically
significant, they are presented mainly to observe the

trends emerging thereof.

The first Canonical Correlation was .61 representing
37% overlapping variance between the first pair of
Canonical Variates. Thus the first Variate alone
accounted for 37% out of a total of 1@08% wvariance
accounted by all 18 Canonical Variates. Thus +the
first Canonical Variate extracted 5.74% (total 100%)
variance from its own set of variables namely, the
Predictor set and 10.97% (total 106%) from the
Criterion set. Thus, in the first Canonical Variate,
the Predictor set reduced 2.13% (total 1£¢%) of +the
uncertainty in the Criterion set and while  the
Criterion set reduced 4.06% (total 8.245) in the

Predictor set.

However, +the results also indicated that +the second
Variate had extracted slightly more variance (8.52%)
as compared to the first Variate (5.74%) from its own
set of Predictor variables. But the second Variate
was not statistically significant, hence, the second

Variate was interpreted with caution.
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With a cut off Correlation of .3@ for interpretation,
the variables relevant to the first Canonical Variate
in the Predictor set was Sex. Among +the Criterion
variables, in the orderkof magnitude, Shampoo, Talcum
powder,Cosmetics, Fashion Adoption, Fast food, Perfume
and Complexion Aids were relevant +to the first
Canonical Variate. Taken as a pair, the first
Canonical Variates indicated that Females (.93) tended
to purchase more often than Boys, GShampoo (.74},
Talcum powder (.58), Cosmetics (.41), Fashion adoption
products (.4@), Fast food (.37), Perfume (.35) and

Complexion aids (.32).

Thus the first Canonical Variate confirmed the
hypothesis (H1#) that Female subjects would tend to
buy more of Personal Grooming and Socially oriented

products than Male subjects.

The first Canonical Variate accounied for only one
variable namely, Sex among the Predictor set, but the
magnitude was so large (.83), that it alone accounted
for more than 86% of wvariance. Hence, further
Canonical analyses were performed taking into account
of the subsets ' (Persomnality, Perceptual and
Motivational sets) to explore the relationship between
the subsets of thé Predictor set and +the C{riterion
set. The results and findings are reported later in

this section.
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Observation of the other Canonical Variates indicated
a certain clear trend. Though these Variates were not
statistically significant they are presented and

interpreted for exploring the trend they produced.

The second Canonical Variate in the Predictor set
comprised of Compliance (.58) Achievement (.57)
Sociability (.55) Effort (.37) and Affiliation (.33),
while +the corresponding Canonical Variate from the
Criterion set comprised of Biscuits (.68), Chocolates
(.37), Ready-made garments (.36) Not Headache remedies
(-.33) and Toilet soap (.32). Taken as a pair these
Variates suggested that those who were highly
Compliant and Sociable(Personality) who attributed
their experiences of success or failure more to Effort
(Perceptual) and who were high on Achievement and
Affiliation Motivational dimemnsions tended to purchase
Biscuits, Chocolates, Ready-made garments, Toilet soap

and not Headache remedies.

Thus +the second Canonical Variates confirmed the
hypothesis (H3) +that highly Compliant and Sociable
Personality oriented would tend to be the most
Freaquent purchasers of Socially oriented products.
Similarly, the findings alsc confirmed the hypothsesis
(HB), +that persons with high Affiliation oriented
Motivational dimensions would tend to purchase more

Frequently Socially oriented products.
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Further the results also confirmed the hypothesis (HS8)
that the Frequency of purchasing more of Health
products such as Bisculits and Chocolates would be
highly and positively influenced by the Perceptual
variable Effort. The findings also indicated +that
those individuals who purchase more fregusntly only
the Health products did not purchase Medicinal
products, thus indicating that the Medicinal products
possibly were perceived different from the Health

oriented products.

Though the second Canonical Root confirmed many of the
proposed hypotheses it has to be viewed only as
explanatory indications fér want of statistical

significance.

The +third Canonical Variate indicated that those who
were more Dependent (.53) Sociability ( dominant

Motivational patterns tended +to  purchase most
frequently all +the BSocially 9oriented products.
However, the results of this Variate has to be +taken

as a trend and not as a statistical inference.

Thus, the Canonical analysis between the Predictor set
of wvariables and the Criterion set comprised of the
Frequency measures of 18 products yielded only one

Canonical Variate as statistically significant.
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The first Canonical Variats taken as a pair confirmed
the hypothesis (H10) that Girl subjects would tend to
buy more of Personal Care/Grooming and Socially
oriented products +than Boys. The other Variates
though not statistically significant, they indicated
the trend confirming three other hypotheses (H3, H6 &
HB). '

4.2.2. Canonical analysis between~Predictor variables
and the Criterion set of Likelihood of purchass

measures.

Of the 409 cases entered, 3894 cases were accepted for
the analysis and 6 cases were rejected because of
missing data. Hence +the Canonical Correlational

analysis was based on the 394 cases.

Initial statistics carried out on the data indicated
that +the hypothesis that the population Correlation
matrix is an identity matrix was rejected based on the
results of Bartlett’s Test of Sphericity (P. <.000) .
Secondly the hypothesis +that +the wvariables were
independent was also rejected as the determinant was
80105 (P < .2@8) and finally Pillais, Hotteling’s and
Wilks Multivariate test of significance rejected the
null hypothesis that the population means do not
differ from the hypothesised constants as the observed

significance was less than .20@0 level.
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Having examined the data for various hypothesis, +the
data +then were analysed to calculate +the Canonical
Correlations. The Canonical correlational analysis
produced 18 Canonical Variates (Roots) accounting for

180% wvariance.

The  first Canonical Correlation was .53 (29%
variance), +the second was .40 (16% wvariance), the
third was .38 (15% variance), the fourth was .33 (11%
varaince) and the fifth was .31 (16% variance). Thus
the first five Correlations alone accounted for 81% of
variance while +the rest of 13 Canonical Variates

accounted for only 18% of wvariance.

With all the 18 Canonical Correlations included, F was
Isignificant at .ﬂ@@c level, and with the first
Canonical Correlation removed the F was significant at
.296 level. With the first two Canonical Correlations
removed and +the subsequent F +tests were not
statistically significant. The first  Canonical
Correlation, +therefore accounted for the single most
signif;cant linkage between the two sets of variables.
Though  the second Canonical Correlation was
significant it was only at .10 level, hence it would
be interpreted with more caution. Besides the first
two Correlations the third Root is also shown in the
table below for understanding the nature of trend they

produced.
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between Predictor variables,

Showing

Standardized

Canonical
Likelihood

of purchase measures and their corresponding Canonical
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Predictor S
Compliance
Aggression
fretachment
Sociability
Relaxed
Int.control
Luck

Task
Ability
Effort
Achievement
Power
Control
Dependence
Extension
Affiliation
Sex

Hostel

% Variance
Redundancy
Criterion
Biscuits
Body ache
Chocolates
Compl. Aids
Cosmetics
Fashion Ado
Fast-food
Hair oil

Headache rem.

Health food
Parfume
Ready-made
Toilet soap
Scft drinks
Shanmpoo
Talcum powd
Tooth paste
Vitamins
Can cor.

B

% Variance
Redundancy

Table 4,.2.2.
Correlations
Variates.
Correlations
Roots
1 2 3
et
~. 909 49 .34
.93 -. 836 ~.@1
-. 00 B2 .19
~-.33 .41 -.49
.28 -. @8 .14
.83 .18 -.@2
.13 -. 22 ~.11
-.13 B2 .30
. 5@ 28 -,34
-.01 .34 14
.28 .26 ~-.13
.35 .27 .18
.14 -.41 -.28
.16 B4 .28
-.15 .23 .29
.23 .Té4 -.98
-,.84 .83 .85
.28 WD -.46
5.7@ 8.3 5.61
2.04 1.6 0.84
-.11 ~.51 .33
.18 -, 19 .39
-.17 12 .11
-.38 -, 20 .18
-.356 .27 -.15
e. -.13 -.186 -.25
~.16 22 -.186
.23 - 20 -.12
a1 -.24 .32
-. 192 .23 .16
~-.286 .18 ~-.45
gar .12 .18 .18
22 .47 11
-.13 .29 -.386
.59 -. P2 -.28
er -.47 .19 -.26
.31 .34 -.31
-.186 .11 .12
.53 .42 .39
0% %] .29 .51
7.14 6.5 6.35
1.82 1.34 .83

Coefficients
Roots
1 2 3
.21 .38 .33
~-.13 =-.17 . D4
%%} .24 .11
-, &7 B4 -.58
.18 -.38 .23
.@5 .06 7]
.22 .49 . D4
~. P4 .50 .31
., 26 .42 -.16
11 .61 .22
-, 2B 17 -.11
BT 12 .25
.92 .22 -.21
.23 -.12 .20
- .25 .18 .21
.B5 .63 7.7
-.88 P8 -.28
-. @96 -~-.83 -.47
-, &7 .48 .38
.36 -.35 B2
-. 34 -.11 .14
-.26 .12 .41
-84 -.28 -.11
-. 81 -~-.156 -.23
~.14 .B87 .27
.27 -.28 -.09
-. 99 -~.28 .39
.08 .28 .33
BB -.87 -.47
.49 -.19 .24
.13 .51 .24
.16 .21 -.42
.66 -.27 -.41
-, 28 .28 .5
.34 .12 ~.53
-,12 B7T -.25
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Table 4.2.2. presents the first three pairs of
Canonical Variates (Roots).8ince only the first two
Canonical Variates were  significant they  are
interprefed, though the third being not statistically
significant it is also presented and analysed for

exploring the trend it has produced.

The first Canonical Correlations was .53 representing
29% overlapping variance between the first pair of
Canonical Variates. The second Canonical Correlation
was .40, representing 16% overlapping variance between
the second pair of Canonical Variates. Although the
first Canonical Correlation was highly significant it

did not represent a substantial relationship.

The first Canonical Variate extracted 56.704 of
variance from its own set of wvariables, while the
sacond Canconical Variate extracted B8,30% of wariance.
Together +the two Canonical Variates accounted for
14.@2% of variance whereas the first five Canonical
Variates accounted for 30.33% of the total of 100% of

variance in the Predictor set.
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Similarly, the first Canonical Variate extracted 7.14%
and the second Variate 8.50% of the variances from the
second set of variates. Together the +itwo Canonical
Variates accounted for 13.64% of variance, while the

first five Canonical Variates accounted for only

33.54% of variance of the total of 100% variance.

The first Predictor set Variate reduced 1.82% of
uncertainty in the Criterion variables while ths
second Predictor Variate reduced 1.34% of the
uncertainty. Together, the first two Predictor set
Variates "explained" 2.04% of the variance in the
Criterion set. Similarly, the first Criterion set
Variate reduced 2.804% and the second 1.86% of the
variance in the Predictor set. Together the Criterion
set Variates overlapping the variance in the Predictor

set by 3.10%.

Total Percent of Variance and total  Redundancy
indicated that the Canonical analysis was  more
efficient for the second set of variates, but the size
of +the Correlation indicated that the second pair of

Variates should be interpreted more cautiously.
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With a cut off correlation of .39 for
interpretations, the variables relevant to the first
Canonical Variate in the Predictor was Sex. Among the
Criterion variables, in order of magnitude, Shampoo,
Talcum powder, Complexion aids, Cosmetics and not
Tooth paste. Taken as a pair, +the first Canonical
Variate indicated that Females (-.84) would )Be most
the Likely purchasers of Shampoo (-.58) Talcum powder
(-.47) Complexion aids (-.38) Cosmetics (-.35H) and not

Tooth paste (.31).

The first Canonical Variate +thus confirmed  the
proposed hypothesis (H1¥) +that Female respondents
would be the most Likely buyers of Personal Grooming
and Socially oriented products than Boys. Among +the
variables of the Predictor set Variate of the first
Canonical Variate, +the Correlation of Sex and the
Variate was so large (-.94), that no other wvariable
had a Correlation above ,16. Hence further C{anonical
Analyses were - performed between +the subsets of
Predictor wvariables and the C{riterion set of
Likelihood measure, which are presented later in +this

section.
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The second Canonical Variate im +the Criterion set
comprised of Affiliation, Compliance, Sociability,
Control and Effort., The corresponding QCanonical
Variate from the Criterion set comprised of Biscuits,
Toilet soap and Tooth paste. Taken as a pgir, these
Variates suggested +that a combination of dominant
Affiliation and Control Motivation oriented
individuals who were highly Compliant and Sociable and
whao attributed their experiences of success or failure
to own Effort would be more Likely to buy Biscuits,

Toothpaste and Toilet soap.

Thus +the results indicated a very interesting trend.
Though the products, Toilet Soap and Tooth Paste were
classified as the Personal Grooming/Care products, it
appeared that the one segment of the respondents
tended +to view the products’ with relation +to +their
projected appeal and hence have perceived +to serve
the interpersonal needs, therefore taken as Socially
oriented products. On +the other hand the another
segment of the respondents viewing them as medicated
products and therefore used for more medicinal

purpose.

164



Thus the results confirmed the hypothesis (H8 and H3)
that high Effort dominant attribution oriented
individuals would be the most Likely purchasers of
Medicinal/Health products. and indirectly confirming
that those individuals with high Sociability and
Compliance would tend to be the most  Likely
purchasers of those products having the interpersonal

appeals or having Social relevance. (H3)

Howevar the results and the findings have to be viewed
with caution since the Canonical Correlation for the

gsecond Variate was significant only at .99 level.

While the third Canonical Variate indicated that those
who were Compliant (.34) not Sociable (-.48), and did
not attribute success or failure more to Ability (-
.34) with lesser Tenure in the hostel (-.48) would be
more Likely to buy Biscuits (.33) Bodyache remedies
(.3%) Headache remedies (.32) and not Perfume, Soft
drinks and Tooth paste. The findings of +the +third
Canonical Variate was in 1line with +the proposed
hypothesis (H2) that individuals with low Sociability
and Compliance would +tend to be +the most Likely

purchasers of Medicinal/Health products.
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Thus  the second and third Canonical Variates
differentiated +two differemt Likelihood purchasers,
the second Variate dealt with more of Socially
oriented while +the third Variate indicated  the

Health/medicinal products.

Thus the Canonical analysis between the Predictor set
of wvariables and the Criterion set of Likelihood of
purchase variables yielded 18 Canonical Variates. of
which only two were found significant and the second
Root was significant only at .89 lewel. Hence, only
the first Canonical Variate was interpreted and the
first Variate confirmed the proposed hypothesis (H3)
that girl subjects would be the more Likely purchasers

of socially oriented products.

Though the other Variates indicated a certain pattern
among +the predictor and Likelihood of purchase of
products, they confirmed the hypothesis proposed (H3

and H8) but +they were not statistically significant.
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Since both the Canonical analyses 1l.Predictar set and
the Frequency of purchase and 2.Predictor set and
Likelihood of purchase yielded only one d{Canonical
Variate as a statistically significant one and
confirming only one of the proposed hypothesis,  the
present study explored into further anaiyses thereby
breaking th& entire Predictor set into three subsets
namely (i) Personality (ii) Perceptual and (iii)
Motivational variables and each Predictor  subsst
entering into the Canonical analysis with  the
Criterion sets. BSince, there were Two Criterion sets
(Frequency and Likelihood measures) and 3 Predictor
sets (Personality, Perceptual and Motivational
variables) a total of 6 other Canonical analyses were

performed as shown below.

1.Personality variables and Frequency measures
2.Personality wvariables and Likelihood measures
3.Perceptual variables and Fregquency measures
4 . Parceptual variables and Likelihood measures
5.Motivational variaﬁles and Frequeﬁcy measure

6.Motivational variables and Likelihood measures

The results of each of these Canonical

Caorrelational analyses are presented below.
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4.2.3.A. Canonical anélysis baetween Personality
variables and {riterion wvarisbles comprising of

Freguency of purchase measures.

Of the 40@ cases entered into the analysis all the 400
cases were accepted and no datum was missing in any
case Bartlett Test of Sphericity yislded an observed
siénificance level small (P < .000) having a
determinant close to Zaro (.01722) and  the
multivariate  test of significance  being all
significant (P < .@¥1) the data was then analysed +to

compute Canonical Correlations.

The Canonical analysis produced 6 Canomnical Variates
accounting for a cumulative 10@% variance. The first
Canonical Correlation was .35 (12% wvariance). All the
other four Canonical Correlations were below .30.
With all the Canonical Correlations included the F was
significant at .01 level and with the first Canonical
Correlation removed +the F was mnot significant (P
<.391) and the subsequent Roots were also not

significant.
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Thus only +the <first Canonical Correlation was
considered for discussion as it accounted for a
significant linkage between the two sets of variables.
The results of the Canonical analysis between
Personality variables and Frequency of purchase
variables are presented in Table 4.2.1.A.

Table 4.2.3.A. Showing Standardized Cznonical
Correlations between Personality  wvariables and

Frequency of purchase and their corresponding
Canonical Variates for the first 3 Roots.

et - =  — ———  — —— . = T —m " - " A - —— - vt e S — — P . e M e e e A e . - ———

Correlations Coefficients
Roots Roots

1 2 3 1 2 3
Predictors
Compliance -.81 .58 -.@3 -.76 .68 .18
Aggression -.15 -.@2 -.91 -. 08 -.09 .21
Detachment .16 .4 -, 789 .27 .33 -.84
Sociable -.83 -.83 -.41 -.bp -.73 -.564
Relaxed .12 B2 .98 .17 .15 -.@98
Int.control -.19 -.12 .25 -.96 -.84 -.40
% of variance 19.18 15.94 14.45
Redundancy .69 .91 .26
Criterion
Biscuits -.63 -.85 -.@3 -.863 .83 -.97
Body ache -. 01 -.B2 .37 -.18 .91 .49
Chocolates -.31 -.18 -.12 -.92 -.080 -.@3
Complexion aids-.17 -.08 ~.03 -, 29 .34 -.18
Casmetics .11 -.42 11 .36 —-.11 .25
Fashion Adop. -.83 -.89 .@2 .16 -.53 .26
Fast food -.17 -.42 -.24 ~-.12 -.26 -.31
Hair oil -1 -.25 -.@3 24 -, 21 ~-.10
Headache rem. .37 .88 -.95 .54 @9 -.386
Health food -.83 =-.22 .00 .93 -.91 -.08
Perfume -85 -.59 -.43 .19 -.41 -.82
Ready-made gar.-.389 -.51 .90 -.62 -.17 .16
Toilet soap -.12 ~-.81 ~-.24 B35 .96 -.30
Soft Drink -.82 -.40 .93 209 ~.20 .28
Shampoo - -.23 P8 .14 -.12 .41 -.11
Talcum powder -.24 -.31 .. @4 -.25 -.23 .21
Tooth paste ~-.19 @83 ~.12 -.17 .13 -.99
Vitamins -.83 -.21 .48 @4 -.109 59
% of Variance 5.67 18.79 4.23
Redundancy 2.33 1.28 ©.99
Canonical R B.36b @.29 @4.25
Can.R squared #8.12 @.80 2.06
¥ Big. .91 .30 8.72
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As seen in the Table above, since only the first
Canonical Variate is statistically significant, only
the first Variate 1is be interpreted. The first
Canonical Correlation was .35, representing 14%
overlapping variance Dbetween +the first pair of
Variates. Although +the Canonical Correlation was
highly significant (p <.81) the relationship was mnot
really substantial (14% variance). The first Canonical
Variate extracted 18.18% from its own set (Personality
variables). Similarly the first Canonical Variate
extracted 5.687% of wvariance in  the Criterion
variables. The first Personality Variate reduced
2.33% of the uncertainty in the Criterion wvariables
while +the Criterion set reduced .69% of wvariance ip

the Personality set.

With a cut off Correlation of .3@ for interpretation
the variables relevant to the first Canonical Variatse
in the Personality set were, in order of magnitude
Compliance and Sociability. Among the Frequency of
purchase variables are Biscuits, Perfume, not Headache
remedies and Chocolates. Taken as a pair the first
Canonical Variate indicated that highly Compliant (-
.81) and Bociability (-.83) Temperament <oriented
tended to purchase Biscuits (-.63) Ready-made Garments
(-.389) not Headache remedies (.37) and Chocolates (-
.31).
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The findings of the first Canonical Variate confirmed
part of the hypothesis (H3) that highly Sociable and
Compliant people would tend to buy more of Socially
oriented products and not Health/medicinal products

such as Headache remedies.

4,2.3.B. Canonical Analysis between Personality

variables and Likelihood of purchase variables.

Cn the other hand, the Canonical analysis betwesn
Personality and Likelihood of purchase variables, when
analysed for sphericity and multivariate analysis of
significance, +the result indicated that Bartlett’s
Test of Sphericity was significant (P < .0@@) and the
determinant was close to zero (.08109), but it was not
found to be significant when the multivariate test of
significance was used for testing +the null hypothesis
that +the population means do not differ from the
hypothesised constant. Of the 408 cases 394 entered
into the analysis for computing Canonical Correlations

(6 cases were rejected because of missing data).
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The Canonical analysis produced 6 Canonical Roots and
only the first Root had a Canonical Correlation of .32
(10% variance). With all the 6 Canonical correlations
included the F was not significant (P < .139) and thus
not a single Canonical Variate was statistically
significant. However, +the results obtained are
presented in Table 4.2.3.B.

Table 4.2.3.B. Showing  Standardized Canonical
Coefficients between Personality and Likelihood of

purchase wvariables and their corresponding Canonical
Variates for the first three Roots.
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Correlation Coefficients
Roots Roots

1 2 3 1 2 3
Predictors
Compliance -. @23 .87 -.13 W7 1.1 -.01
Aggression -. 868 .08 .34 ~-. @2 -@.82 .52
Detachment 41 -84 ~.64 .43 -@.16 ~-.72
Sociability -.79 .91 -.36 -.8Y -@.96 ~-.32
Relaxed .33 ~-.11  .e7 .39 -@.89 .28
Int.control Bl P4 .48 10 2.3 ~-.48
% of variance 15.27 16.20 14.89@
Redundancy 1.13 .35 .29
Criterion
Biscuits -.12 .69 ~.28 21 2.68 -.26
Bodyache .26 .13 .49 g -9.11 .32
Chocolates -.1¢ .17 -.14 .25 -@.88 -.158
Complexion Aids~-.11 .13 .32 Bl ©.44 .12
Cosmetics ~-. 22 -.11 .37 .15 -8.08 .32
Fashion adop. ~.54 -.18 .34 -.38 -@.35 .48
Fast food -.49 ~-. @8 ~.07 -.31 -@0.980 .02
Hair oil - 19 ~-.11 ~-.95 06 ~3.23 ~-.00
Headache rem. 4T .88 ~.81 18 -0.87 -.87
Health food -, 28 .08 -.00 -.068 9.95 .09
Perfume ~,.39 -.43 .92 -.19 -8.89 ~-.53
Ready-made gar.-.43 ~-.91 .53 P2 @3.36 .78
Toilet soap ~-.22 .24 ~-.26 .B5 @.39 -.22
Soft drinks ~-.456 .11 -.25 -.25 2.063 -.30
Shampoo -.32 ~-.289 ~.06 B9 -@3.31 ~.28
Talcum powder -.43 .16 11 -.24 @.44 44
Tooth paste -.31 .@8 -.22 -.29 -©.21 -.20
Vitamins -.24 .15 -.1@ -.21 @2.14 ~.19
% of variance 11.48 4.83 5.50
Redundancy 1.56 1.23 @.78
Canonical R $9.32 &4.28 @.23
Canon. R 5q. 2.10 ©.98 .65
F Sig. @.13 &.54 .84
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Though none of the 6 Canonical Varizate was
statistically significant, the first Canonical Variate
definitely indicated a trend that highly Sociability
(-.79) but Not Detachment (.41) and Not Relaxed (.33)
would be more Likely to purchase Fashion Adoption (-
.54) Fast food (-.49) Soft drinkes (-.45) Talcum Powder
{-.43) Perfume (-.38) Shampoo (-.32) Tooth paste (-

.31} and not Headache remedies (.47).

As discussed earlier, though the Canonical Variate was
not statistically significant, definitely it indicated
the +trend as hypothesised (H3) that highly BSociable
would be +the more Likely purchasers of  Social

products.

The Canonical correlational Analysis using  the
Personality wvariables as the subset of the Predictor
set with both the Frequency and Likelihood measures of
Criterion set indicated that only one Root was
significant for +the Frequency measures, whereas no
Root was significant when the analysis was performed
with +the Criterion measure of Likelihood measure.
However, +the Canonical analysis using the Likelihood
measure indicated the trend proposed in this study but
it lacked the statistical rigour, hence it can not be

taken as a significant finding.
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4.2.4. Canonical analysis betwsen Perceptual variables

and Criterion wariables.

Canonical analysis was performed beiween Perceptual
variables (Predictor set) and tha Criterion set
comprised of Frequency of purchase measures.
Similarly another Canonical analysis was performed
between the perceptual variables and the Criterion
comprising of Likelihood of purchase measures. The
results of each analysis and discussions are presented

below.

4.2.4.A. Canonical analysis between +the set of
Perceptual variables and the set of Freguency of

purchase variables.

Of +the 409 cases entered into the Canonical analysis
between Perceptual variables and Frequency measures,
no case was rejected for missing data. Thus all the
43 cases were accepted for the analysis, Initial
statistics on +the data to test the sphericity,
determinant and multivariate +test of significance
vielded +that Bartlett Test of Sphericity was found
significant (P < . £@@), the determinant was close to
zZero (.215886) and the multivariate  tests of
significance wusing Pillais, Hotellings and Wilks was
not significant (F = .829, .824 and . 828

respectively).
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Thus the multivariate test of significance indicated
that the population means differed from the

hypothesised constant.

The Canonical analysis between the perceptual
variables and Frequency of purchase measures yielded 4
Canonical roots (variates). The first Canonical
variate had the highest Canonical correlation among
the four variates, which was just .27 (7% variance).
Though +the first Canonical variate’s correlation was
the highest among the other variates, it was not of a
higher magnitude, because it could account for a merse
7% overlapping variance between the variates of

Predictor and Criterion set.

With all the four Canonical correlations included +the
F was not statistically significant (P <.826). Thus
the dimension reduction analysis indicated that not
even a single root was statistically significant,
therefore +the interpretations of the variates lacked
the statistical rigour. However, the <findings are

presented in Table 4.2.4.A.
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Table 4.2.4.A. Showing Correlations, Standardized
Canonical Coefficients between Perceptual variables
and Frequency of purchase variables and their

corresponding Canonical Variates for the first thres
Roots.
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Correlations Coefficients
Roots Roots
1 2 3 1 2 3
Predictors
Luck .45 79 -, 41 ~-@. 36 1.83 .68
Task 17 -, 87 ~. 70 -3.20 -@.26 . 89
Ability .46 -.22 .74 @.94 @.18 .20
Effort -, 97 a7 19 -1.87 .51 .38
% of variance 35.16 28.45 31.54
Redundancy .36 .20 2.11
Criterion
Biscuits -, 48 % -, 33 -@. 27 .02 .26
Body ache .14 @1 -, 27 ~@.28 @.28 .38
Chocolates -.23 -. -. 30 ~-3.84 -92.90 .22
Complexion aids - . 03 @1 -.22 ~-@.006 -@.06 .38
Cosmetics .28 @3 .20 @2.18 -~@.@7 .55
Fashion adop. B4 ~. 14 - .06 @.25 -~-@.21 .20
Fast food -.98 -.29 @7 2.1 -9.35 .18
Hair oil -, 12 78 .18 .34 &.85 .28
Beadache rem. ~.41 -. 24 .28 3.68 -2.37 .14
Health food -, 12 -.31 .91 -#.17 -@.38 .11
Perfume .18 47 - .98 .47 a.75 .33
Ready-made garm. -, 25 23 .14 ~-@.39 @.17 .15
Toilet soap ~.38 . 42 .29 ~-@.21 .47 .21
Soft Drinks -.35 -, 16 LB7 ~-@3.37 ~©.18 .03
Shampoo -.37 16 .33 -@.48 @.14 .32
Talcum powder -, 22 .04 .19 -3.28 -@.04 .28
Tooth paste .98 18 .54 ?.34 .91 .49
Vitamins -.13 -.183 .24 -@.99 -0.028 .24
% of wvariance 4.99 64 5.84
Redundancy 2.587 1.23 .62
Canonical R @.27 .20 @.14
2
Canonical R 2.97 @.94 @.31
F Sig. @.826 ©.987 @.998
As seen in Table 4.2.4.A., first Canonical

correlation was

overlapping

variates

variance

and

the first wvariate was

statistically significant.
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Howsever, a cursory lock at the carrelations, indicated
that Effort (-.87) and Not luck (.45) nor Ability (.46)
were associated with the most Freguent purchase of
Biscuits (-.40), Soft drinks(-.35) Shampoo (-.37) and
naot Headache remedies. indicating that individuals
attributing own experiences of success or failure more
to Effort tended to purchase more of ready - to -
consume, energy products, contributing +to their

physical Effort.

4.2.4.8B. Canonical analysis between the set of
Perceptual wvariables and the set of Likelihood of
purchase wvariables. The Canonical analysis between
the Perceptual wvariables and the Criterion set
comprising of Likelihood of purchase variables more or
less ywyielded similar results; as no variate was

statistically significant.

Of +the 40@ cases entered into the analysis only 394
cases were accepted since 6 cases were rejected
because of missing data. Bartlett test of sphericity
was significant (P < .0@08) and the determinant was
close to zero (.0@@B8), while the multivariate test of
significance using Pillai’s Hotelling’s and Wilks’
{.687, .614 and .611 raespectively) ware  not
significant confirming that the population means do

differ from the hypothesised constant.
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The Canonical analysis produced 4 Canonical roots and
the first Canonical correlation was just .25 (6%
variange). Thus ‘none of +the four variates was
statistically _significapp,(significance 1eve1‘of F =
:.611, .7?3,..55@ andd .9%9 rospectively for the sfour
Canonical variates. The results of the Canonical
analysis between the Perceptual variables: and‘
Likelihood of purchase variables are presented in
Table 4.2.4.B.

Table 4.2.4.B. Showing Standardized Canonical
Coaefficients and  Correlations between Perceptual

variables and Likelihood of purchase varlables and
Canonical variates for the first three Roots.
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Correlations’ ~ Coefficients
Roots . ) . Roots

1 2 '3 1 2 3
Predictors
Luck 19 - .50 ~-.38 . .27 .76 .51
Task -.74 .13 -.61 : -.93 .40 17
Ability .17 -.92 .29 -.14 -.38 .75
Effort ¢ -.25 .29 .86 -.52 .66 1.41
% of Variance 28.95 3@.49 32:14
Redundancy 2.22 .25 .18
Criterion .
Biscuits ~.32 -.17 .25 -,33 .11 .20
Bodyache ' -.986 -.186 -.26 ’ .20 -. 07 -. 22
Chocolates N, 7 .33 -0 .38 .48 -, 23
Complexion aids -.33 .23 ~-.06. ~-.75 11 .95
Cosmetics - .00 -.87T " -.83 .16 -.32 - 20
Fashion adop. .37 -.08 .03 B4 -.25 -.10
Fast food -.12 -.23 .28 -.908 -. 37 .25
Hair oil .26 -.17 .33 .b@ -, 19 .37
Headache Rem. =.16 -.32 -.24 -.16 -, 26 ~.46
Health food -.24 .31 .00 . -, 42 .87 - 1@
Perfume .34 .15 -. 87 .58 .27 -.25
Ready-made Garm. .17 .18 o1 .09 .36 .04
Toilet soap .28 ~-.26 64 B9 . .36 82
Soft drinks -. 11 -.21 34 -.13 -.31 402
Shampoo 28 -~-.19 - .00 21 -.20 ~,.356
Talcum power -.25 -.186 21 -.53 a7 26
Tooth paste - -.21 -.33 .16 -.08 51 -.51
Vitamins' - .02 -.11 .10 .30 -.17 21
% of Variance 3.5 4.26 5,26
Redundancy 1.82 1.79 1.156
Canonical R .25 @.24 2.18
Canon.R Squared 2.06 @.05 .03

3.773 ©.959

F Significance 2.611




As seen in the table 4.2.4.B, the first correlation is
.25 (6% variance) which was the highest among the four
Roots. As mentioned before none of the Canonical Root
was statistically significant. Howsever, tha results
indicated that when the first Canonical variates were
taken together those who attributed to Task (-.74) and
not Luck (.78) would be more 1l1likely +to purchase
Biscuits (-.32) Complexion aids (-.33) and not Perfume
{.34). Thus, indicating that individuals attributing
their success or failure more to Effort would tend to
purchase more of Health/Medicinal products, in this
case the finding is in line with ths proposed
hypothesis (H8) only with reference to Biscuits from

among the Medicinal /Health product group.

Thus both the Canonical analysis using Perceptual
variables as Predictors and Frequency of purchase and
Likelihood of purchase variables have indicated that
the analysis did not produce even a single <Canonical
variate as statistically significant. But the results
indicated +that individuals who attributed their
success or failure more to a variable mnature (via.
Effort or Task difficulty) having intermal or external
origin +tended to purchase often and also were more
likely tu purchase Biscuits, compared +to  other
products from among. the Health/Medicinal product

group.
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4,.2.5. Canonical analysis betwaen Motivational
variables and the Criterion variables of Frequency of
purchase and Likelihood of purchase measures. Two
different Canonical correlational analysis were
carried out using Motivational variables as Predictor
set with (a) Frequency of purchase and (b) Likelihood
of purchase variables. Both the analysis are presented

below.

4.2.5.A. Canonical analysis between the set of
Motivational wvariables and the set of Freguency of

purchase variables.

The Canonical correlation between Motivational
variables and the Frequency of purchase variables, 400
cases were entered and all the 4092 cases were accepted

for the analysis.

Bartlett test of sphericity was significant (P < .2£0)
and the determinant was close to zerc (.081680). The
Pillais, Hotelling’s and Wilks’ multivariate test of

significance was significant at #.83 level.

The Canonical analysis produced 6 Canonical variates,
the first root having a Canonical correlation of .32
(190% variance) while the Variates had lesser than .38
as the Canonical Correlation accounting for less than

12% variance.
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The dimension reduction anslysis showed that with all
the correlations included the F was significant (P <«

.234) and with the first Canonical variate removed the
F was not significant (P < .248) and also the
subsequent F tests were not significant. Thus the
first Canonical correlation accounted for the
significant linkage between the two sets of wvariates.
Therefore only the first Canonical variate is
interpreted. The results of the Canonical analysis are
presented in Table 4.2.5.A.

Table 4.2.5.4. Showing Correlations, Standardized
Canonical Coefficients betwesn Motivational and

Frequency of purchase variables and their
corresponding Canonical Variates for the first three
Roots.
Correlation Coefficients
Roots Roots
A 2 3 1 2 3
Predictors
Achievement -.78 -.85 .91 -.b7 -.89 ~.16
Power -.13 .44 .87 -.@33 .44 .90
Control -1 .17 .@8 .28 .96 @7
Dependence -.52 -, 70 .32 -.21 -.82 .4%
Extension -.53 .30 -.19 -.27 .44 ~.28
Affiliation -.83 .21 -.11 -.45 .31 ~-.20@

% of Variance 27.27 14.48 15.43
Redundancy 2.66 .42 @.57

Criterion
Biscuits -.61 .13 -.20 -.66 -~-.@4 @33
Bodyache .35 -.08 -.19 45 -.@24 -,b31
Chocolates -.24 .36 -.20 .o .44 22
Complexion aids .99 ~-.20 -.18 29 .22 38
Cosmetics @5 ~.368 ~-.80 12 .43 ~.52
Fashion adop. -.11 -.,24 -.27 -.92 .14 23
Fast food 1 .16 -.38 34 .28 -.20
Hair oil -.24 ~-,49 ~.07 -.17 ~.68 7,7}
Headache Rem. 16 -.18 -.@3 28 ~.19 21
Health food -.23 .98 -.14 22 .33 -.21
Perfume -.13 ~.13 -.5@ -.11 .35 ~-.31
Ready-made Gar -.25 24 -.03 -.26 -.3@ 23
Toilet soap -.43 14 ~-.26 36 .28 -.18
Soft drinks -.19 -,11 -.31 -.18 .37 -.01
Shampoo ~-.93 .96 -.864 18 @5 -.54
Talcum power -.29 .17 -.51 - .24 .44 ~.@86
Tooth paste -.21 -.20 -.81 @84 -~-.83 .17
Vitamins B2 1@ .@5 1@ .26 .32
% of Variance 6.30 4.84 19.53
Redundancy 2.85 1.27 @.84
Canonical R .32 9.29 @.23

2
Can.R .10 3.8 9.05
F Sig. 2.93 ©0.24 @.68
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As seen in Table 4.2.5.A., the first Canonical
correlation was .32 representing 18% <overlapping
variance between the first pair of Canonical variates.
Though +the first Canonical correlation was .32 and
statistically significant (P < .83) it did not
represent a substantial relationship between the
variates. The first Canonical variate extracted
27.27% wvariance in the Motivational set. Similarly
6.30% variance was extracted from the Criterion set.
The first Motivational variate reduced 2.85% of +the
uncertainty in the Criterion set thus the Motivational
variate ‘explained’ 2.85% of the wvariance in the
Criterion set. Similarly the first Criterion wvariate

reduced .66% of the wvariance in the Motivational set.

With as cut off correlation of .30 for interpretation,
the variables relevant to the first Canonical variate
in +the Motivational set were in order of magnitude,
Achievement, Affiliation, Extension and Dependence.
Among +the Criterion variables, Biscuits, Toilet soap
and Bodyachs remedies; taken as a pair, the first
Canonical variates indicated that +those with high
Achievement (-.79), Affiliatiomn (-.63) Extension (-
.53) and Dependence (-.b2) Motivation oriented +tended
to purchase more often Biscuits (-.61), Toilet soap (-

.43) and not Bodyache remedies (.35).
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Thus +the Frequent purchase of Biscuits, belonging to
the Health/medicinal product group tendaed to bes highly
and positively influenced by high Achievement and
Affiliation Motivational dimensions. The fimdings did

not confirm the proposed hypothesis (HS).

4.2.5.B8B. Canonical analysis betwesen the set of
Motivational wvariables and the set of Likelihood of

purchase variables.

The second Canonical analysis using Motivational
variables and Likelihood of purchase variables yielded
8 Canonical variates. Of the 400 cases entered 6 were
rejected because of missing data, hence 394 cases were
accepted and entered into +the analysis. Primary
statistical tests of sphericity and multivariate test
of significance indicated +that Bartlett Test  of
sphericity was found significant (P <« .€@2), the
determinant was close to zero (.08097) and the
multivariate tests of significance using Pillais (P <
.2658), Hotelling’s (P<.049) and Wilks’ (P< .@52) were

all statistically significant at .05 level.

Of the 6 Canonical variates produced, the first
Canonical correlation was .34 accounting ar.9m
variance and representing 12% of overlapping variance
between the motivational and O{riterion set of

variables.
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variance and 7% overlapping wvariance. The other

correlations were not of higher magnitude.

Of the six Canonical variates produced, the dimension
reduction analysis indicated +that with all the
Canonical correlations included the F test was
significant (P < .952) at 8.85 level. With the first
Canonical correlation removed and subsequently none of
the F test was significant. Hence the first Canonical
variate accounted for the significant linkages between
the +two sets of variables. The results are shown in-
Table 4.2.5.B. |

Table 4.2.5.B. Showing the Correlations Canonical
Correlations between Motivational and Likelihood of

purchase variables and their corresponding Canonical
Variates for the first three Roots.
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Correlation Coefficients
Roots Roots

1 2 3 i 2 3
Predictors
Achievement -.34 ~.55 - .25 -.17 .68 -.06
Power -.29 -.36 .29 -.19 -~-.42 .31
Control ~.59 ~-.35 -.09 -.46 -.43 -.Q7
Dependence .18 .08 -.91 .36 .27 -.88
Extension -.21 .64 .98 -.11 .54 .22
Affiliation ~-.80 87 -.3b ~.73 .93 -. 1%

% of Variance 21.1@ 16.67 18.59
Redundancy @.78 ° 9.6 @.31

Criterion
Biscuits -.28 .26 -.38 -.27 .24 -.42
Bodyache .37 -.12 -.53 .42 -.18 -.b7
Chocolates -.24 .38 .95 21 .16 .39
Complexion aids .32 .16 -.@9 .11 -.25 -.98
Cosmetics .33 .42 .92 .19 .24 .23
Fashion adop. .26 .39 -.28 .18 .12 -.51
Fast food -.15 -. 083 .29 -.86 -.35 .58
Hair oil @5 .13 -, 37 .27 -.91 ~.32
Headache Rem. .34 .@5 -.11 .27 .22 .28
Health food -.13 .19 -.20 -. 286 .25 -.28
Perfume .19 .38 .20 -.23 .20 -.19
Ready-made Gar. .28 .28 -.20@ .33 @2 .11
Toilet soap -.42 ~-.21 -.40 -.48 -.28 -.13
Soft drinks -.23 .25 -.091 -, 21 24 -.33
Shampoo .1y .37 L@ .25 -.88 .21
Talcum power -.06 .63 .30 -.13 .88 15
Tooth paste -.31 .13 -.39 26 .11 -.09
Vitamins -.22 -.24 ~,11 -.91 -.82 19
% of Varliance 6.47 8.75 6.23

Redundancy 2.56 1.23 2.93

Canonical R ©.34 .27 @.22

Can.R Sa. .12 .07 2.05



As seen in Table 4.2.5.B. only the first Canonical
variate was found statistically significant. However
it was only at .95 level, the Canonical correlation
alse was Jjust .35, accounting for an overlapping
variance of a mere 12% hence the relationship between

the variates was not substantial.

The first variate had extracted 21.10% of wvariance
from the Motivational set and 6.4Y% from the Criterion
set and the Motivational set had reduced 2.56% of
uncertainty in the {riterion set and similarly the
Criterion set has reduced .78% of uncertainty in the

Motivational set.

With a cut off correlation of .38 for interpretations,
the variables relevant to the first Canonical wvariate
in +the Motivational set were, in the order of
magnitude were Affiliation,lontrol and Achievement.
Among the Likelihood of purchase variables Toilet
soap, Not complexion aids Not Body ache remedies, Not

Cosmetics, Not Headache remedies and Tooth paste.

Taken as a pair, the first Canonical variate indicated
that those with high Affiliation (-.80) Control (-.58)
and Achievement (-.34) as the dominant Motivational
patterns +tended to be the more Likely purchasers of

Toilet soap (~-.42) and Tooth paste (-.31}.
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They alsoc tended to be more Likely not 1o purchass
Complexion aids (.39) Bodyache remedies (.37), Head
ache remedies (.34) not Cosmetics (.33). Thus the
results indicated and confirmed part of +the proposed
hypotheses (H4 and HS5), that individuals with dominant
Motivational patterns characterized by Achievement and
Control would be +the most Likely purchasers  of
Personal Care/Grooming products. The analysis brought
out only Toilet soap from among +the Personal Care

product group.

Similarly, it was also hypothesised that Individuals
with Control as the least dominant Motivational
dimension would tend to be the most Likely purchasers
of Medicinal /Health products, and from the Medicinal
product group +two products emerged significantly,
namely, Bodyache and Headache remedies as the least
Likelihood of purchase by individuals with Control as
the dominant Motivatiopal dimensions. Thus the
findings confirmed +two hypotheses, H4 and H5. that
individuals with high Affiliation and Control would be
the more likely purchasers of Personal Hygiene
products such as Tooth paste and Toilet scap and they
would not be the likely buyers of Medicinal products
such as Headache and Bodyache products and Personal

Care oriented Cosmetics and Complexion aid products.
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The subsequent Canonical roots, which were not
statistically significant hence they are not

interpreted.

The two different Canonical analysis performed using
two separate Criterion sets indicated that both the
Canonical analysis yielded only a single Canonical
variate as statistically significant which were again
only at .05 level. While the Frequency measures
indicated that individuals with Achievement and
Affiliation as the dominant Motivational patterns
tended to buy Biscuits and Soap and Bodyache products,
while the Likelihood measures as Criterion set
indicated +that Affiliation and Achievement as the
dominant Motivation oriented tended to be +the more
likely buyers of Toilet soap and Tooth paste and were
not +the Likely buyers of Medicinal and Personal care
products such as Complexion aids and Cosmetics. Thus
the Criterion of Likelihood measure confirmed two
hypotheses of the three proposed, while the {riterion
set comprising of the Frequency measure confirmed only

one of the proposed hypotheses.
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4.7.9. Summary of the Canonical Analysis

Two separate Canonical analyses were performed between
Predictor variables and Criterion wvariables. The
first analysis comprised of Personality, Perceptual
Motivational and Demographic wvariables in the
Predictor set and the Criterion set comprised of the
Fregquency of purchase variables, while +the second
Canonical analysis comprised of Predictor wvariables
and the C(riterion set comprised of Likelihood of

purchase variables.

Both +the analyses indicated that Sex accounted for
purchase of Socially oriented and Personal grooming
products i.e., Females tended to purchase more often
Socially oriented and Personal grooming products, thus
confirming the hypothesis Hl18. Since both the analyses
indicated the zrole of Sex in purchase behaviour
further Canonical analyses were carried out using
Personality, Perceptual and Motivational wvariables as
separate Predictor sets as against Frequency of
purchase and Likelihood of purchase measures

(Criterion set).
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The analysis using Personality wvariables as the
Predictor set and the Freaduency of purchase wvariable
vielded one root, as significant indicating that high
Compliance and Sociability Temperament oriemted tended
to purchase more often Socially oriented products such
as Ready-made Garments, Cosmetics, Biscuits and not
Medicinal or Headache remedies confirming the proposed

hypothesis H3

While the second analysis between Personality and
Likelihood of purchase measures indicated that not a
single root was significant, however the first wroot
indicated a probable Likelihood that highly Bociable
Temperament oriented individuals would be +the most
likely purchasers of Socially oriented products. Thus
both +the Criterion measures have yielded similar

results.

The analysis between the Perceptual measures and the
Frequency of purchase as the Criterion measures
indicated +that both the Canonical anal}sis did not
produce any slgnificant Canonical Root. Hence no
interpretations were made with the statistical rigour,
thus indicating that the Perceptuzal measures did not
significantly {contribute any significant linkages to
either Freguency of purchase or +the Likelihood of.

purchase of the three groups of products.
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The third set of analysis using Motivational variables
in +the Predictor set and Freguency and Likelihood of
purchase in the Criterion set indicated that both the
analysis produced one sach Cancnical variate as
statistically significant and both of them were
significant only at @.095 level. The analysis using
Motivational and Frequency variables indicated +that
high Achievement, Affiliation, Extension and
Dependence as the dominant Motivational dimensions
tended +to purchase Biscuits and Toilet soap and not
Bodyache remedies, while +the analysis between
Motivational set and Likelihood of purchase measures
indicated that those with high Affiliation followed by
Achievement tended to be the wmost Likely purchasers of

Toilet soap and not Bodyache and Headache remedies.

Thus the Canonical analysis confirmed H3, H4, HE that
high compliant and Sociability would tend to
buy/likely purchasers of socially oriented products,
girls would be more likely and frequent purchasers of
social products and both the measures of Criterion

variables would yield the same results.
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4.3.0. DISCRIMIEANT FUNCTION ANALYSES

Two separate sets of Discriminant Function Analyses
were performed mnamsly betwesen +the most  Frequent
purchasers (group 1) and the least Frequent purchasers
(group 2) for 1B products and similarly another set
of Discriminant Function Analysis between +the most
Likely purchasers (group 1) and the least Likely

purchasers (group 2) for the 18 products.

Thus in all 36 Discoriminant Function analyses’ were
performed using OStepwise Selection Algorithms of
increasing Raco’s V as the Variable BSelection Rule.
Rao’'s V method was used because +the option was
available, and has been employed in similar work by
Schaninger, Lessig and Panton (1988) and was suggested
as particularly  handy for  stepwise analysis

(Tabachnick and Fidell, 1983).

Stepwise analysie was used because it combines the
features of both forward selection and  backward
slimination, and +there was no a priori reason for
ordering entry of variables into the discriminating

equations.
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Thus the stepwise method allows the wvariable having
the largest acceptable value for inclusion and after
the first variable is entered, +the value of the
criterion is re-evaluated for all variables with the
largest acceptable criterion value is entered next.
At this point +the variable entered first is
re-evaluated to determine whether it meéts the removal
criterion. If it does, it is'removed from the model.
Thus the process continues till the wvariasbles do

not meet the criterion.

Having selected the stepping method with the Selection
Rule of change in Rao's ?, the minimum Tolsrance level
of .2@1, the minimum F to enter (value) as 1.900 and
the maximum F 4o remove as 1.008; was kept. The
Tolerance is a measuré of the degree of linear
assoaiation between the Independent Variables.
Variables with small Tolerances were not entered into

the analyveis.

Based on the Discriminant scores, Cases were
classified. The technique used in S5PS5/PC +
Discriminant is based on Bayers’ rule. Hence

classification outputs were also obtained for ‘each
Discriminant Function Analysis. ©Since Cases for each
group were not known, and no information about the

probability of group membership was available, equal

probabilities for both the groups were selected.
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The stepwise Discriminant Function analysis was

carried out using SPSS DISCRIMINANT. 1In a two group
Discriminant analysis SPSS-DISCRIMINANT produces only
one discriminant Function accounting for 1280%

variance.

The Canonical Discriminant Function Analysis produces
additional statistics such as Eigen wvalue, Canonical
Correlation, Wilks Lambda and its transformation to a
Chi~8qguare wvalue and its significance level. The
Canonical Correlation, 1in a two group situation is
simply +the usual Person's Correlation Coefficient
between the discriminant score and the group variable.
Large Eigen walues are associated with "gaod"

functions.

The results and discussions for the various
Discriminant Function Analyses carried out to test the

hypotheses are presented below.

4,3.1. Discriminant Function Analysis for Freaueancy of

purchase.

As discussed in the third chapter the Frequency of
purchase was measured on a five point scale ranging
from Never, Sometimes. Occasionally, most frequently

and Always.
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Thus +the Cases could be grouped into 5 categories.
However, in +the present study, the ‘Never’ and
‘Sometime’ purchasers were grouped as the ‘Least
Frequent Purchasers’ (group 1) and the ‘Most Frequent’
and °"Always’ purchasers were grouped as ‘Most Freguent
purchasers’ (group 2) and the Cases belonging to
‘Sometime purchase’ category were eliminated in the
Discriminant analysis. Thus the Discriminant Function
Analysis for the Freguency of purchase comprised of 2
groups for each of the 18 products forming as +the

grouping variables.

Discriminant Function Analysis was performed for each
of +the 18 products between the 2 groups based on the
Frequency of purchase. The result of +the analysis
under  the three product classifications namely
Health/Medicinal products, Personal care and grooming
products and Socially oriented products are presented

and discussed.

Since each category comprised of 6 products, the
Discriminant Function Analysis for sach product
therefore is presented separately along with the

o

summary for the product classification.

194



HEALTH/MEDICINAL PRODUCTS

The summary of the number of Cases under
Health/Medicinal product group is shown 1in Table
4.3.1.4A.

Table 4.3.1.A. Showing the number of Cases belonging
to Group 1 {Least Freguent purchasers) and QGroup 2
{(Most Frequent purchasers) of Health/Medicinal
Products.

P T T T e A i s Sy v

Group 1 Group 2
Products least Frequent most Frequent
purchasers purchasers
Biscuits 188 114
Body ache Remedies 292 18
Chocolates 2185 g2
Headache Remedies 255 61
Hsalth food 148 1587
Vitamins 128 124
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Stepwise Discriminant Function Analyses were performed
between +the least Fregquent and the most Freguent
purchasers of Health/Medicinal products. Initially the
analyses performed stepwise wvariable antry/removal
meeting the required norms discussed earlier. Based on
the wvariables entered into +the stepwise analyses,
Discriminant Function, Discriminant Function
Coefficients, Correlations between +the Discriminant
Function and +the Discriminating Variables and the
Classification of Cases werse computed. The results of
the Discriminant Function Analyses are presented

below.
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The Discriminant Function Analyses initially tested
the data for Univariate Equality, Wilk’s Lambda and
Box’'s M for group lovariance matrices. The results are

presented below.

The tests for Univariate Equality of group means (The
SP38 DISCRIM, produces F values, which are sguare of
the t values from the 2 group sample, when the groups
are two only) indicated that Sex was significant at
.295 level (F = 12.56) while Compliance (F = 8.854, P
< .0@3), Sociability (F = 8.215, P <.@04) Achievement
(F = 7.744 P < .905) and Extension (F = 6.897 P <
.2008) levels, among the predictor variables indicating
that the group means for the above variables were
significantly different for Biscuits Product group.
Similarly, wvariables Aggression (F=5.151;p<.02) ‘and
Affiliation (F=3.589;p<..058) had significant mean
differences between the groups. While, the group means
for Sax, Ability, Sociability, Dependeancs and
Compliance were significantly d@fferent for

Chocolates product group.

For Headache Remedies product, group means for
Compliance (F = 3,821, P <«.@4), wvariable had a
significant mean difference between the groups. The
group means for Health Food préduets variable Sex (F =

3.353, P < .968) had a significant difference.
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Finally, group means for wvariable Relaxed (F =
8.207;p<.01) and Sex (F = 4.370,p<.83) ware

significantly different.

The results of Wilks Lambda for Biscuits product
indicated that the mean Tsnure in hostels for both the
groups were equal (Lambda = 1.000@). Examination of
pocled within-groups correlation matrix indicated that
no correlation coefficient was larger for any
predictor variable, thereby indicating that the
predictor variables were independent and not
interdependent. The U statistics for  Body-ache
Remedies product showed +that the group means for
variable Affiliation orientation was egual for both
the  groups. For Chocolates and Health  Food
~ products, nmnone of the Predictor variables had equal
means between groups. On the other hand the group
means for +wvariable Power orientation was equal for
both the groups, for Headache Remedies. While the mean
scores of Power motivation was egqual Tfor both the

groups for Vitamin products.

The results of Box's M test for Bisocuits product,
which 1is based on the Determinants of +the group,
Covariance matrices indicated (Box’s M = 36.0630,
Approximate F = .97828; P < .5183) that the

covariance matrices were egual.
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The group covarisnce mitrices were different for
Body-ache Remedies and Headache Remedies, (Box’s M =

175.68; approximate F = 2.5204; P < .0220)and (Box’s
M = 20.743, with an approximate F = 1.3386,
significant at .1684) respectively, which could have
been due to the disproportionate size of the Cases in
both the groups. For Chocolates product the Covariance
matrices were equal for both the groups (Box’s M =
17.89, approximate F = .79036 significant at .7352.
groups. The Covariance matrices for .Health Food were
the same for both the groups. (Box’s M = 38.15, with
an approximate F = 1.0506 significant at .3817) and
the Covariance matrices for Vitamin pfoducts were the
same for both the groups. (Box’s M = 19.6768, with an
approximate F = .91055 significant at 5773 level).

Table 4.3.1.B: B8howing the Correlations between the
Predictor Variables and the Discriminant Functions,

Canonical Correlations, Eigen Values, Chi Sauared and
their Significance levels for Health/Medicinal

Products.

Correlations Between Predictor Variables

with Respective Discriminant Functions
Predictor Bisc. Body. Choco Head Heal. Vita
Variables uits Ache lates Ache Food mins
Compliance .44 -, B2 .22 .58 .29 -.904
Aggression’ - .33 -.44 .33 .18 .27 .38
Detachment -.22 .33 .28 .P4 .38 .34
Sociability .42 -.11 .42 .24 -, 28 . @6
Relaxed -.921 .15 -.12 .14 92 .82
Int. Control .26 .82 .13 .18 - . B4 .15
Luck -.33 .20 .28 .28 .38 17
Task -, @38 .18 .04 -, 21 ~. 83 .28
Ability -.24 -.16 ~-.44 -.33 -.12 21
Effort .25 @5 .20 .44 -.17 -.29
Achievement .41 .16 17 .16 -, 10 .22
Affiliation .19 . 37 .@3 .47 -.14 .06
Power .13 ~. 23 -.921 .23 - . 35 -. 99
Dependence .18 .8 -, 35 .09 ~.13 .29
Control .23 .43 .35 .18 .21 22
Extension .39 -. 41 .29 .21 -.43 .09
Hostel -.26 -.02 -.18 .26 .24 .20
Sex .52 .27 .45 ~. 44 ~. 58 -.52
Canoniecal R .37 .28 .28 .18 .21 .26
Eigen Value .18 .99 .28 .04 . P4 @7
Chi Squ. 42.83 26.31 22.58 11.27 12.87 15.58
Df. (8) (12) (8) (5) (7) (6)

Significance %% 0048 0009 .946 @728 .0216
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The results of the Discriminant Function Analyses for
the health/Medicinal products indicated +that though
the Functions were all very significant except for
Headache Remedies and Health Food, they were not

"good" Functions as the Eigen Values were very small.

The Eigen Values ranged from .94 to .18, Hoawawver, the
Functions for Biscuit, Body-ache Remedies, Chocolate
and Vitamin products were very highly =significant.
Examination of +the Canonical Correlation of the'
Functlions indicated that they were alsc not vary large
as they ranged from .21 to .37. The results of each

praduct is presented below.
BISCUITS

Based on the 8 variables entered into +the stepwise
calculation, the Discriminant Function  Analysis
produced only one Discriminant Function (which is the
case Tor 2 group Discriminant analysis in 8PSS-
Discriminant) accounting for 100% variance between
groups, having an Eigen wvalue of .18, Canonical
caorrelation .37. The Function was significant X? (8}
= 42.83 (P < .0@203). Examination of the standardized
Discriminant Function coefficient, indicated that Sex,
Achievement and Compliance had larger Coefficients,

contributing larger wvalues ta the sescond group

namely the most Frequent purchasers.
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The Canonical Discriminant Function evaluated at group
means {(group centroids) indicated +that +the least
Frequent purchasers had a smaller Discriminant
Function (-.30524) than the most Freguent purchasers

(.50646).

The loading matrix of pooled-within-groups
correlations between discriminating variables and the
Canonical Discriminant Function indicated +that the
primary predictor variables separating the least
Frequent purchasers from the most Frequent purchasers
of Biscuits, using a cut off correlation of .38, were -
Sex (.52) Compliance (.44) Sociability (.42)

Achievement {(.41) and Extension (.33).

As seen in +the Table above, the most Frequent
purchasers of Biscuits were Females (M = 1.64), high
on Compliance (M = 41.24), Sociability Temperament
(M = 14.38),with Achievement (M = 18.28) and Extension
(M = 16.54) as the dominant Motivational patterns.
Thus, the most Freguent purchasers of Biscuits were
Females, high on Sociability and Compliant
Tempaerament having dominant Motivational patterms of

Achievement and Extension orientations.
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BODY-ACHE REMEDIES

Based on the 14 variables entered into +the stepwise
analysis, one Discriminant Punction was produced
having an Elgen value of .08683, accounting for 100%
of wvariance, The Canonical Correlation was .28 and
with all the functiomns included the X? {18) = 25.313

significant at .2048, indicating that the Discriminant

Function was significant.

The Discriminant Function evaluated at group means
{group centroid)} showed that group 1 had small
Function (.#7492) while group 2 had large Function (-
1.15148). The examination of standardized
Discriminant Function Coefficients indicated  that
Luck, Task and Effort had large Coefficients for group

1 while Aggression had large Coefficients for group 2.

The loading matrix of pooled-within-group corrslations
between discriminating variables and the Canonical
disoriminant PFunction' showed that the most Freguent
purchasers  of Body-~-ache remedies were  highly
Aggression (-.44), mnot Detached (.33) and not
Affiliation oriented. Thus indicating that those with
Temperament of high Aggression but low on Detachment
and Affiliation as the least dominant Motivation (M =
14.63) tended to purchase more freguently Body-ache

remedies.
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Thus, +the most Fregquent purchasers of Body-ache
remedies +tended to be highly Aggression and least

Affiliation oriented.
CHOCOLATES

The Discriminant analysis yielded omne Discriminant
Function having an Eigen value of .@B8338 accounting
for 100% variance. The Canonical Correlation was .Z8.
With all the functioms included the X2 (6) = 22.583
significant at .209 level. The Discriminant Function
evaluated at group means showed that group 2 had large‘

Function (.45486) while group 1 had small Function (-
.18198}.

The results of the loading matrix of pooled-within-
group correlation between +the 18 discriminating
variables and the Discriminant Function indicated that
the primary variables separating the mast Freguent
from the ieast Frequent purchasers of Chocolates were
in +the order of magnitude, Sex (.45}, ﬁOt Ability (-
.44), ©Sociability (.42), Not Dependence (-.35) and

Aggression (.33).



The most Freguent purchasers of Chocolates were,
Females (mean = 1.58) highly Sociability (m =
14.38),attributing one's experiences least to Ability
{(m = 4.52)and least Dependence oriented (m = 16.57).
Thus the correlational results between the predictor
variables and the Discriminant Function showed +that
generally Females with high Sociability Temperament,
Dependence as the least dominant Motivational pattern
and attributing their experiences of success or
failure least to Abil}ty tended to  purchase
Chocolates most Freguently. Thus, the most Freguent
purchasers of Chocolates were Females who were highly

Sociable and did not attribute ta Ability.
HEADACHE REMEDIES

The Discfiminant Function based on the 5 predictor
variables had an Eigen value of @.94.The Canonical
Correlation was .18. With all the functions the Chi-
sgquared (&) = 11.265 msignificant at .04 level. When
the Discriminant Function was ‘evaluated at group
means, Group 2, +the most Freguent purchasers of
Headache Remedies had larger Function {-.39111),
while Group 1 had smaller Function (.08356); thus
indicating that group 2 had been maximally separated
from group 1 by +the Discriminant Function. The
Discriminant Function was significant only at .45

level hence the interpretations are done wit caution.
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Further examination of standardized Discriminant
function Coefficients indicated that variables Effort,
Compliance, Affiliation and Luck were as§ociated with
Group 1, +the least Frequent purchasers of Headache
Femedies; while Sex was associated with Group 2, the

most Frequent purchasers of Headache remedies.

The results of the loading matrix of pocled-within-
groups correlation between +the 18 discriminating
variables and the Discriminant Function indicated that
the primary +variables separating the most Frequent
purchasers form the least Freguent purchasers of
Headache Remedies were, in the order of magnitude, not
Compliance (.58) not Affiliation (.47} not Effort

(.44) and Sex (-.44).

The most Frequent purchasers of Headache Remedies were
Females (Mean = 1.57) less Compliamt (M = 38.56) less
Affiliation (M = 15.22) and less Effort (M = 5.86)
oriented. Thus, the most Frequent purchasers of
Headache Remedies tended to be more of Females, who
ware low on Compliant Personality dimension but high
on Affiliation Motivation, and attributing own

axperiences of success or failure lass ta Effort.
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HEALTH FOOD

The Discriminant Function based on the 7 predictor
variables had an Eigen value of .@4.The {anonical
Correlation was .21. With all the functions the Chi-
squared (7)) = 12.971 significant at .O7 level. When
the Discriminant Function wads evaluated at group
means, Group 2, the most Freguent purchasers of Health
food had smaller Function (-.28383),while group 1 had
larger Function (.21488). The Discriminant Function
was significant only at .87 level hence the

interpretation was done with caution.

Further examination of standardized Discriminant
Function Coefficients indicated that variables Sex,
Extension and Sociability were associated with group
2, while Luck, Detachmsnt and <{ompliance were

associated with group 1.

The results of the loading matrix of pooled-within-
groups corrslation between +the 18 discriminating
variables and the discriminating Function showed that
the primary variables separating the most Frequent
purchasers form the least Frequent purchasers of
Health food were, in the order of magnitude, Sex (-
.5@8) Extension (-.43) Not Detached (.38) and Not
Luck(.38).
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Since the Discriminant Function was not highly
significant, the interpretations of loadings are done

with caution.

The least Freguent purchasers of Health food were
Males (Mean = 1.44) with Extension (M = 15.78)
motivation but who were Detached (36.41) and
attributed +to Luck (2.44). Thus the correlational
results between the predictor variables and  the
.Discriminant Function showed that Males attributing
theilr experience of success or failure to Luck and
mare Betachment‘ Personality with low  Extension
motivation oriented tended to be the least purchasers
of Health food. However, the Discrimimant PFunction
being not very highly significant the results could
only +taken as an indication and not as a statistical

inference.
Thus,the most Frequent purchasers of Health Food

tended +to be more of Females with high Extension

Motivational orientation.
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VITAMIN PRODUCTS

The Discriminant Function based on the 6 predictor
variables had an Eigen value of .@7.The Canonical
Correlation was .26. With all the functions the Chi-
squared (6) = 15,5568 significant at .@1 level. When
the Discriminant Function was evaluated at group
means, group 2, the most Frequent purchasers of

Vitamins and groupr 1 had smaller Function.

Further examination of standardized Discriminant
Function Coefficients indicated that variable ©Sex was
associated with group 2, the most Freguent purchasers
while Relaxed, Detached,and Task were associated with

group 1, the least Freguent purchasers of Vitamins.

The results of the loading matrix of pooled-within-
groups correlation between the 18 diseriminating
variables and the Discriminant Function indicated that
the primary variables separating the most Frequent
purchasers form +the least Frequent purchasers of
Vitamins were in the order of magnitude, Not Relaxed
(.62) Bex (-.52) Not Agegression (.38) Not Detached
(.34



The most Freguent purchasers of Vitaming were Tense
{Not Relaxed),Mean = 1£.43; Females (M = 1.51), less
Aggression (M = 47.74) and less Detached (M = 36.08)
" oriented individuals. Thus +the least  Frequent
purchasers of Vitamins were Males with Personality
dimensions of highly Aggression and  Detachment

orisnted vet Relaxed.

CLASSIFICATION ANALYSES

As discussed earlier, +the Discriminant Function
Analyses also produced Classification of the (ases
based on the variables entered into the Stepwise
analyses. The summary of the Total Percemt of the
Cases correctly classified are presented below.

Table: 4.3.1.C. Showing the Total Percent of C{ases

Correctly Classified for each of the 8ix Products
belonging to Health/Medicinal Product Group.
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Products Total Percent of Cases
Correctly Classified

1.Biscuits 66
2.Body-ache Remedies 78
3.Chocolates 6@
4 ,Headache Remedies 59
5.Health Food 57
6.Vitamins 65
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BISCUITS

The classification analysis based on the Discriminant
Function comprised of 8 variables modsel accounted for
66% of Cases correctly classified. Furthér analysis on
classification was performed at each step of the
stepwise analysis. At the first step Variable Sex
entered into +the analysis, accounting for 58% of
correct classification. At the second and +the +third
step variables Achievement and Compliance orientations
were entered and accounted for a mere 2% increase in
the classification. However, the model comprising of
Sex, Achievement, Compliance, Detachment and
Sociability accounted for almost 65%,thus indicating
that the five variable model could account for more or
‘less the same extent as that of the 8 wvariables modsl
and they tended to be better discriminating wvariables

compared to the other variables.
BODY-ACHE REMEDIES
The classification output vielded that the

discriminant Function based on +the 1@ variables

correctly classified 78.14 of +the Cases.
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Hence classification analysis at each step was
performed, which indicated that Aggression, Detached,
Affiliation and Sociability model alone, more or less
accounted for 78% of Cases correctly classified. Thus
additional inclusion of other predictor wvariables
would not have yielded a significant contribution to
the classification process thereby might not be better

discriminating variables.

CHOCOLATES

The classification output indicated that 64.28% of the
Cases were correctly classified. Considsring the total
percent of Cases classified correctly on the basis of
8 variables being 60%, further classification analysis
were performed at each step. The model having only
variable Sex, accounted for 56% correct
classgification of Cases. When Sociability was included
the classification increased to 59% and with Ability
sin  the model the correct classification was as equal
to the 6 variable model. Thus the results indicated
that +the model comprising of B8ex, Sociability and
Ability emerged-as better discriminating variables.
Additional variables in the model brought a

fluctuation in the prediction of membership correctly.
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HEADACHE REMEDIES

The classification analysis based on 5 variables model
accounted for an overall 59.49% of Cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.
At the first step variable Compliance entered into the
analysis, accounting for 56.96% correct
classification. At the second step variable Sex was
included and both the variables again accounted for
56.86% of correct classification inclusion of Sex at
the second step did not alter the classification
results. Subsequently when Affiliation and Effort
variables were included in  the model the
classification output was 58.89% and it came down to
58.49% when Luck was included. Thus the first four
variables tended to discriminate both +the groups

bettar,

HEALTH FOOD PRODUCTS

The classification analysis based on 7 variables model
accounted for an overall 57.19% of Cases correctly
classified. Hence, further analysis on classification
wags performed at each step on the stepwise analysis.
At +the first step variable Sex entered and accounted

for 55.23% correct classification.



At the second step variable Extension was included and
both the variables accounted yfor 568.21%. When
Detachment orientation was included at the third step
the classification improved to 57.52%. When Luck was
included at the next step classification came down,
indicating that the first 3 variables model seemed to

be better discriminating model.
VITAMIN PRODUCTS

The classification analysis based on 6 variables model
accounted for an overall 65% of Cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.
At the first step variable Relaxed entered accounting
for 54% correct classification. At the second step
variable ©Sex was 1included and both +the variables
accounted for 58% of correct <classification. When
variable Detachment was included in +the model the
classification output decreaszed. The § wvariables model
including Relaxed,~8ex, Detached, Task and Luck the
correct classification improved to 63%, indicating

they tended to be better discriminating variables.
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SUMMARY

The results of the Stepwise Discriminant Function
Analysis for the Health/Medicinal products indicated
that :

1. The most Frequent purchasers of Medicinal/Health
products tended to be more of Females than Males. The
finding was not in line with the proposed hypothesis
{Hi@) +that Females would buy less Freguently these

products but the findings showed the opposite trend.

2. The most Frequent purchasers of Health/Medicinal
products +tended to be highly Sociable and Compliant
but they were also low on Detachment, less Tensed but
high Aggression oriented. The results thus confirmed
part of +the hypothesis (HZ2) +that those with the
Personality orientations of high Detachment,
Aggression and Tense temperamsnts would tend +o buy

more frequently Health/Medicinal products.

3. The Frequency of Purchasing Health/Medicinal
products tended to be determined by those who did not
attribute their experiences of success or failure more

to Ability, Effort and Luck.
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The finding thus indirectly confirmed again part of
the proposed hypothesis (H8) that individuals
attributing more +to Task Difficulty would tend +to

purchase most Frequently Health/Medicinal products.

4. The most Frequent buyers of Health/Medicinal
products were determined by dominant Mobtivational
patterns of Extension, Achievement and also by the
least dominant Motivational orientations of
Affiliation, Dependence Motivational orientations.
Thus Freguent purchase of Health/Medicinal products
were determined by +those with high  Achievement
Motivatién oriented having a superordinate goal going
beyond self and who would like to be more relevant to
others +tended to be the most Frequent purchasers of
Health/Medicinal products. Thus indicating that +the
purchase of these products were more determined by

Motivational wvariables other than what has been

hypothesised.
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Thus the analysis  of the rasults for the
Health/Medicinal products indicated +that the most
Frequent purchasers of these products were Females who
were high on Sociability, Compliant, but Agegressive,
having higher Achievement and Extension motivation.
They were however, not Detached, nor Relaxed. They
were also low on  Affiliation and  Dependency
Motivational orientations and did not attribute to

Ability nor Luck.

On +the other hand, the least Frequent Purchasers of
Health/Medicinal products tended to be Males, who were
more Detached, Relaxed yet Compliant. They also
tended to be high on Affiliation and Dependencse
Motivation and they attributed to Ability or Effort or

Luck for their success or failures.

SOCIALLY ORIENTED PRODUCTS

Stepwise Discriminant Function Analysis fo} each of
the six products belonging to the Bocially oriented
product group was carried out. The results and the
analyses are presented below. A summary of the cases
belonging +to the least Frequent purchasers (Group 1)
and the most Frequent purchasers (Group 2) for each

product is presented in the Table below,
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Table 4.3.1.D. Showing the number of cases belonging
to Group 1 and Group 2. .

W~ ——_S- ;- o > - - " ow— o W Yt N e b oo s U (o n W A S e S G W T Gh M W Mo S . e o S A o o -

Group 1 Group 2
Products Least Frequent Most Frequent
Purchasers Purchasers
Complexion aids o2 3
Cosmetics 277 42
Fashion Adoption 168 g4
Fast Food . 122 i61
Ready—made Garments 256 61
Soft Drinks 22 112
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The Stepwise Discriminant Function Analysis was
carried out between the least Freguent purchasers
(Groupl) and the most Freguent purchasers (Group 2)
for each of the products. The results of the Test of
Univariate Eaquality of Group means, the U 8Statistic

and Box's M are presented below.

The Test of Univariate Equality of group means
indicated +that Sex (F= 4.853, P<.@Z8) and Extension.
Motivation (F = 3.17@; P< .9275) had significant means
hetwsen the groups for the product Dosmetics; Sex (F =
4.146, P<.942) had significant means between the
groups, for cosmetics, Sex (F = 12,42, P <«,@005),
Control (F = 3.618, P <.258) and Power (F = 3.311,
P<.@#68) had significant mean differences between the

groups.
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For Fashion Adoption, Sex (F = 13.68, P<. 000,
Dependence orientation (F = 4.882, PK.@27) and
Sociability (F = 3.918, P < . #48), had significant
mean differences between the groups, for Fast Food,
Sociability {F=14.84;, P <«.000) and Achievement
(F=8.525;P<.283) had significant mean differences for
Feady made Garments and finally  Sociability (F =
3.442) significant at .98 level had significant mean

difference for Soft Drinks.

"The U statistic indicated that the group means for
Complexion Aids, wvariables Task and Dependency were
equal for both the groups (Lambda= 1.0@0¢2). Similarly
for Cosmetics, the group means for variable Luck was
equal while variables Luck and Ability were equal for

Fashion Adoption.

For products Fast Food and Soft Drinks no variable
had egual means between the groups. Group means for
Ready-made Garments product, variable Affiliation had

egqual means for both the groups.

The results of Box’s M for Complexion Aids product
showed that the covariance matrices were the same for
both the groups (Box’s M = 31.639; approximate F =
1.2298; P <.4212).

217



The covariance matrices for Cosmetics product were the
5ame for both +the groups (Box’s M = 65.567;
approximate F = 1.0855; p<.492). The <covariance
matrices for Fashion Adoption were the same for both
the groups. (Box's M= 45.9568, with an approximate F=
.79781; p<.8588.). " The covariance matrices for Fast
Food product were +the same for both the groups.
{Box’s M= 39.142, with an approximate F = 1.3681; p
<.4969). The +that the covariance matrices for Ready-
made Garment product groups were the same for both the
Eroups. (Box's M = 20.645, with an approximate F =
1.3484; p<.1629 level). Finally for wproduct Boft
Drinks the covariance matrices were the same for both
the groups. Box’s M = 38.225, with an approximate F =
. 94318, p<.b@6 lewel).Thus the results of the Box's M
indicated that the data for the Socially oriented

products did not violate normality.

Having done the prerequisite statistical analyses such
as the The Test of Univariate Eguality, The U
statistic and the Box’s M, the Stepwise Discriminant
Function Analysis then computed the =selscotion of
variables, Discriminant Function and other analyses.
The results of the analyses ars presented for each of

the product.
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Table 4.3,.1.E: Showing the Correlation between
Predictor variables and the Discriminant Function for
sach of +the six products belonging to +the Socially
2
oriented Group. Eigen value, Canonical Correlation, X
and its significance level for each Discriminant
Function.
Correlation between Predictor variables with
respective Discriminant Function

Conmpl. Cosmet Fash, Fast EBeady. Soft

Predictor Aids ics Adop. Food Garm. Drink
Compliance .27 .28 -. 24 .11 .93 -.91
Aggression .20 -, 28 .15 .23 .15 .22
Detachment .24 .28 -.17 .00 -.18 ~-.23
Sociability .26 -, 17 .29 ~-.35 .75 .50
Relaxed .28 - .6 .24 .17 .14 . 30
Int,Contrel .80 @5 381 .08 .23 -, 27
Luck .27 ~-. 39 -. 27 .32 -. 04 -, 28
Task BT -, 32 .14 -, 82 - . @8 .18
Ability .18 .33 .22 -, @3 . P4 -. 29
Effort . B4 . @5 -.98 -, 398 .28 .27
Achievement .11 .25 .19 .13 .58 .17
Affiliation .94 N 77] .29 -. @3 .@1 .34
Power 7] © .36 -.31 .18 -.18 .28
Dependence 1@ ~ . B0 .05 .39 .08 .14
Control .22 .36 -.32 .23 . .36 .29
Extension -. 41 .21 ~. @01 . 2@ .20 .28
Hostel .14 .16 -.13 .11 -.21 -, 29
Sex .51 ~.43 .59 -.863 -.1@ -.14
Canonical R .23 .26 .34 .33 .28 .31
Eigen Value .G6 L7 .13 .12 .59 11
2
X 18.21 21.58 32.37 30.70 23.89 12.85
daf. {v) (19} (13) {¥) (5) (7)
Sig. P11 L2117 0033 L2001 . BeB2 @75
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The results of the Stepwise Discriminant Function
Analyses for the Socially oriented products are shown
in +the above Table. The interpretation for each

product is presented below.
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COMPLEXION AIDS

The BStepwise Discriminant Function analysis produced
one Discriminant Function having an Eigen value of .06
accounting for 108%  variance. The Canonical
Correlation was a mere .23. With all +the functions
included the Xz (7) = 18.217 significant at .01 level.
The Discriminant Function evaluated at group means

showed that Group 2 had large function (.75773) while
group 1 had small function (-.@7527).

Examination of standardized Discriminant  Function
Coafficients showed that variables Sex and Aggression
orientation had large Coefficients‘relating to group
2, {more Freguent purchase of Complexion aids), while
Extension and Detachment orientation  had large
functions associated with group 1. (the least Freguent

purchasers of Complexion aids products).

The loading matrix of pooled-within~group correlation
between the discriminating  variables and the
Discrimlnant Function for Complexion aids indicated
that the primary Predictor variables separating the
most Frequent purchasers from +the least fregquent
purchasers were in the order of magnitude, Sex (.51}

and Extension (-.41).



As seen in the above Table, +the most Freguent
purchasers of Complexion Aids were Females (mean =
1.67) with low Extesnsion Motivation (M = 15.13). The
correlational results between the Predictor variables
and the Discriminant Function showed that the most
Frequent purchasers +tended to be Females with the
dominant Motivational dimension characterised by
making oneself more relevant to others (Extension

motive). o
COSMETICS

The ©Stepwise Discriminant Function Analysis produced
one Discriminant Function having an Eigen value of .07
accounting for 19@%  variance. The Canonical
Carrelation wasn a mere .26. With all +the functions
included the Xb (18) = 21.586 significant at .01
leveal. The Discriminant Function evaluated at group
means showed that Group 2 had large function (-.68519)

while group 1 had small function { .18388).

The examination of Standardized Discriminant Functions
Coefficients showed that variables Sex and Aggression
orientation had large Coefficients relating to group
2, while Extension and Detached orientation had large

functions associated with group 1.
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The results showed +that Females with Aggressive
Temperament were associated with Frequent purchase,
while Extension Motivation and Detached Personality
dimensions were associated with laast Frequent

purchase of Cosmetics.

As for as Cosmetics were concerned the loading matrix
of pooled-within-group corralation between the
discriminating variables and the Discriminant Function
indicated  that +the primary Predictor variables
separating both the Groups were in +the order of

magnitude, Sex [(~.43) Control (.36) and Power (.36).

The most Frequent purchasers of Cosmetics were Females
{mean = 1,61) with Power (16.42) and Control
Motivation (M = 14.78) as the least  dominant
Motivational patterns. Thus the analysis indicated
that the Frequent purchase of Cosmetics was positively

determined by Sex and Motivational dimensions.
FASHION ADOPTION

The Discriminant PFunction based on the 18 Predictor
variables had an Eigen walue of .13 accounting for

198% ~wvariance.



The Canonical Correlation was .34, With all the
functions +the Chi-squared (18) = 32.375, significant
at .0@003 level. When the Discriminant Function was
avaluated at group means, Group 2, had larger function
( .49?44), while Group 1 had smaller function (-
L27279). Further examination of standardized
Discriminant Function Coefficients indicated that
variables Sex, Bociability and Achievement orientation
ware associated with Group 2, while Power and Control

orientation were associated with Group 1.

The results of the loading matriz of pooled-within-
groups correlation between +the 18 discriminating
variables and the Discriminant Function for Fashion
Adoption indicated that the primary variables
separating the most Frequent purchasers from the least
Frequent purchasers were, in the order of magnitude,

Sex(.58}), Control (-.32) and Powar (-.31}.

The most Freguent purchasers of Fashion Adoption
materials were Females (Mean = 1.68), Not Control
(M=14.85) and Not Power (M=16.61) oriented. Thus the
correlational results bet%een the Predictor wvariables
and the Discriminant Function showed that Females with
the least dominant motivational dimensions of Power
and Control tended to be the most Frequent purchasers

of Fashion oriented products.
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FAST FOOD

The Discriminant Function based on the 7 Predictor
variables had an Eigen value of .12 accounting for
190% ~variance. The Canonical Correlation was .33.
With all the functions the Chi-sguared (¥) = 36.702
significant at .200 1level. When the Discriminant
Function was evaluated at group means, Group 2, had
small function (-.28669), while group 1 had larger
function (.39153). Further examination of standardized
Discriminant Function Coefficients indicated  that
variables Dependence orientation (.48) and Luck
attribution (.32), were associated with Group 1, while
Sex (-.72) and Socliability (-.55) were associated with

Group 2.

The loading matrix of pooled-within-groups correlation
between the 18 discriminating wvariables and  ths
Discriminant Function for Fast Food indicated that the
primary variables separating +the mast Freguent
purchasers form the least Frequent purchasers of Fast
food were, in the order of maguitude, Sex (-.863),

Dependence orientation (.39) and Sociability (-.35).
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The least Frequent purchasers of Fast Food were Males
{(Mean = 1.37) with Sociability (M = 13.43) Personality
trait with high Dependence Motivation (M = 17.68).
Thus indicating that the most Freguent purchasers of
Fast Food were Females, high on  Sociability
Personality trait but low on Dependence Motivational
dimension. Thus, results showed thét purchasing of
Fast Food tended +to he determined by Sex  and

Socciability wvariables.

READY-MADE GARMENTS

The Discriminant Function based on the 5 Predictor
variables had an Eigen value of @8 acoounting for
199%  variance. The Canonical Correlation was .28.
With all the functions the Chi-sguared (&) = 23,890

significant at .9@002 level.

When the Discriminant Function was evaluated at group
means, Group 2, had larger function (.35466),while
group 1 had smaller function (-.24618). Further
examination of standardized Discriminant  Function
Coefficients indicated +that wariables Saciability
(.77) and Achievement (.54) were associated with group
2, while Affiliation (~.37) and Power ({-.32) were

assocliated with group 1.
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The results of the loading matrix of poocled-within-
groups <orrelation between +the 18 discriminating
variables and the Discriminant function for
Ready-made Garments indicated that the primary
variables separating the most form the lesast Frequent
purchasers of Ready-made Garments were, in the order
of magnitude, Sociability (.75) and Achievement (.58)

arientaticons.

The most Frequent purchasers of Ready-made Garments
wera high on Bociability (Mean = 14.52) and
Achievement (M = 18.38) as dominant Motivational
orientation, indicating that both‘ﬁales and Famales
with high Bocizbility temperament having Achievement
as the dominant Motivational dimension tended +to be

+he most Frequent buyers of Ready-made Garments.
SOFT DRINKS

The Discriminant Function based on the 7 Predictor
variables had an Eigen value of .11 accounting for
100% ~variance. The ?anonical Correlation was .31.
With all the functions the Chi-sguared (7} = 12.852

significant at .07 level.
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When the Discriminant ‘Function was evaluated at group
means, group £, had smaller funchtion (.14288), and
group 1 had larger function (-.72628), indicating
that group 1 had been maximally separated from group 2
by +the Discriminant Function. Further examination of
standardized Discriminaut Function Coafficiants
indicated +that variables Internal comntrol (-.63) and
Hostel tenure (-.38) werse associated with group 1,
while Sociability (.59), Effort (.55) and Relaxed

{.54) were associated with group 2.

The results of the loading matrix of pooled-within-
group correlation between the 18 discriminating
variables and the Discriminant Function for Soft
Drinks indicated that the primary variables separating
the most from the least Frequent purchasers of BSoft
Drinks were, in the order of magnitude, OSoclability

(.58), Affiliation (.34) and Relaxed (.3@).

The most Frequsnt purchasers of Soft drinks were
Sociability (Mean = 12.8@) Affiliation (M = 14.95) and
Relaxed (M = 1#.59). The results showed +that both
Males and Females who were highly BSociable, with
Affiliation as the dominant Motivation and Helaxed

tended to purchase more Frequently Soft drinks.
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RESULTS OF CLASSIFICATION ANALYSIS

The Discriminant Function Analysis also  produced
classification outputs. The classification output was
based on the Discriminant scores. The present study
also made an attempt to compute the classification at
each step for the stepwise entry of the variables for
each of the six products under Socially oriented
product group. The summary of the classification
outputs for the BSocially oriented products are
presented below.

Table 4.3.1.F. GShowing the summary of +the +total

Percent of the Cases Correctly (Classified for each of
the Six Socially oriented Products.

- o - —— o — - — - " U O T . et W T W e A S S M . . > " T o

Products Percent of Cases
Correctly Classified
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Complexion Aids 63.556
Cosmetics 65.83
Fashion Adoption 63.88
Fast Food 83.25
Ready-made Garments 61.46
Soft Drinks 68.66
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COMPLEXION AIDS

In +the Discriminant Function Anaiysis for the
Complexion Aid product, 7 variables entered into the
Stepwise analysis and based on those variables both
the Discriminant Function and the Discriminant scores
were computed which was used eventually for

classifying +the cases.
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Since the 7 variables model accounted for about 63.55%
further analysis was carried out to find  the
classification produced at each step of the stepwise
analysis. When variable Sex was included in the model,
the correct classification of cases was 55.42%. When
Extension was included in the model, the
classification increased into b58.43%; and further
inclusion of Sociability wvariable improved  the
correct classification to 6@%, which was more or less
same as that of the 7 variables model indicating that
the variables Sex, Extension and Sociability tended to

be better discriminating variables.

COSMETICS

The classification out put for Cosmetics indicated
that using 14 variables model could correctly classify
the cases about 65.83%. Hence, further classification
analysis were performed using the Predictor wvariables
that entered at each step. Stepwise classification
showed +that when only Sex was included in the model,

the correct classification of cases was 5H.80%.
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When Aggression and Extension were included in the
model, the classification increased into 57.00%; and
further inclusion of Socliability variable +the cases
correctly classified was 6@%, thus indicating that of
the 18 Predictor variables Sex, Aggression, Extension

and Sociability tended to discriminate better.
FASHION ADOPTION

The overall prediction of group membership based on
the 10 variables for Fashion Adoption accounted for
about 63.88%. Further analyses on classification were
performed at each step of the stepwise analysis. At
the first step variable Sex entered, accounting for
61.72% correct classification. At the second step
variable Sociability was included and both  the
variables accounted for 62.74% of correct
classification. When the variable Power en£ered at the
third step the correct classification came down to
62.36%. Hence, the 2 variables model comprising of
Sex and Sociability emerged as better discriminating

variables.
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FAST FOOD

The overall prediction of group membership based on
the 7 wvariables model for the Fast Food product
accounted for 63.25%. Hence, further analysis on
classification was performed at each step. At the
first step as seen in the above Table, wvariable BSex
entered accounting for 60.42% correct classification.
At the second step variable ©Sociability with Sex
accounted for 61.84% of correét classification.
Subsequent steps included Dependence and Luck. When
both were included the classification improved to
65%. But when +the other three ' variables , Power,
Compliancel and Extension were included the
classification came down to 63.35%. Thus the first two
variables produced classifications as good as the 7
variables model and they emerged as better Predictor

variables.
READY-MADE GARMENTS

The overall prediction of group membership based on
the b variables model for Ready-made garments product
accounted for —61.46%. Hence, further amnalysis on
classification was performed at each step omn the

stepwise analysis.
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At the first step wvariable ©Sociability entered
accounting for 57.28% correct classification. At the
second step variable Achlievement and £ Sociability
accounted for 68.87% of correct classification.
Subsequent steps did not produce any  marked

improvements in the classification output.
SOFT DRINKS

The overall prediction of group membership based on
the 7 variables model for Soft Drinks model accounted
for 68.66%. Hence, further analysis on classification
was performed at each step of the stepwise analysis,
At the first step wvariable Sociability entered
accounting for 64.18% correct classification. At the
second step variable Internal control was included and
both the variables accounted for 58.86% of correct
classification, theréby reducing the classification
output, and further inclusions of variables even upto
5 steps did not increase the c¢lassification as
compared +to the one variable model, thus indicating
that only variasble Sociability could be  better
discriminating variable. have been used for

classification process.
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Thus, +the stepwise Discriminant Function analysis
between the least and the most Frequent purchasers of
Socially oriented products’ indioated that for Fashion
Adoption products, the most Frequent purchasers tended
to be Females with 1least dominant Motivational
patterns of Power and Control. As far as purchasers of
Fast Food indicaﬁed*that the most Fgeéuent purchasers
tended to be Females, who were high on Socisbility but

low on Dependence Hotivgﬁioﬁ§1»orientation.

Similarly, for ﬁéaéy~made Garments, the most Frequent
purchasers tended to be high on Sociability and high’
on Achievement Motivational dimension. The most
Frequent purchasers of Soft drinks tended to be high
on  Sociability, Relaxed temperaments and with

Affiliation as the dominant Motivational dimension.

Finally the discriminant Function Analysis for the
product Complexion Aids and Cosmetics indicated that
the most Frequent purchasers of these products were
Females with Extension, Power and Control as the least

dominant Motivational patterns.
The summary of the results of the six Discriminant

Functional Analyses for the Socially oriented products

are given below.
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SUMMARY

The results of the stepwise Discriminant Function
Analysis for the Socially oriented products indicated

that:

1. Generally, Females tended +to  purchase more
Frequently Socially oriented products, thus confirming
the proposed hypothesis (H1@) that Females would be
the most Frequent purchasers of Socially oriented

products.

2. Personality variables Sociability and Relaxed were
associated with the most Frequent purchasers,
indicating that  both +the wvariables tended +to
positively influence the purchase of these products.
Thus the findings confirmed the proposed hypothesis
{(H3) +that highly Sociable temperament oriented would
tend to purchase most often Socially oriented

products,

3. Motivational variables Affiliation and Achievement
orientations were associated with the most Frequent
purchase of Socially oriented products. The findings
also confirmed the proposed hypothesis (H6), that
individuals with  Affiliation as the dominant
Motivational pattern would +tend tg purchase most

[y

Freaquently Socially oriented products.
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4. The results also showed that none of the Perceptual
variables was associated with the purchase of the
Socially oriented products, thereby, the finding did
not confirm +the hypothesis (H9) that individuals
attributing more to Ability would tend to be the most

Frequent purchasers of this product group.

5. PFurther, the analyses also showed that gemnerally,
Males with Power and Control as the dominant
Motivational patterns tended to be the least Frequent

purchasers of Socially oriented products.

Thus, the Stepwise Discriminant Function Analyses for
the Socially oriented product group confirmed three of

the Hypotheses,namely H3, H6 and H1£.

PERSONAL CARE/GROOMING PRODUCTS

Stepwise Discriminant Function Analyses were carried
out for six of the Personal Care/Grooming products,
namely, Hair 0il, Perfume, Shampoo, Talcum Powder,
Toilet ©Scap and Tooth Paste. Discriminant Function
Analyses were performed between the least Freguent
purchasers and the most Frequent purchasers of these
products. A summary of the number of Cases belonging
to the least Frequent (Group 1) and the most Freguent

purchasers (Group 2) are shown in Table 4.3.1.A4.
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Table 4.3.1.G. Showing the Number of Cases belonging
to Group 1 and Group 2 for Personal Grooming/Care
Products.

- ot D" - o~ -~ " 7ol i e " {o" - - - -t " fon oy - —- - " - o - " A Son o -

Personal Care/ Group 1 Group 2
Grooming Least Frequent Most Frequent
Products Purchasers Purchasers
Hair 0il 142 154
Perfume 286 45
Shampoo 87 7T
Talcum Powder 87 87
Toilet Soap 9 27

Tooth Paste , 8 22
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As mentioned éarlier six Discriminant Function
Analyses were performed between the least Frequent and
the most Frequent purchasers of each product. The
results of the Stepwise variable selection,
Classification of the Cases at each step, Discriminant
Function, Correlation and other outputs are presented

and discussed below.

The Stepwise Discriminant Function Analyses performed
preliminary statistical analyses such as the The Test
of Univariate Equality of Means, The U Statistic and
the Box’s M on the data. The results are presented

below.

The Test of Univariate Equality of group means showed
that variable, Dependence had a statistically
significant mean difference between the groups ( F=

7.849, p<.985) of Hair 0il purchasers.
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For Perfume products the group means for variables
Sex (F = 5.85,P <.93), Sociability (F=6.34Z2; P <.81)
and Effort (F=4.429; P <.23), had significant mean

differences.

The Test of Univariate Equality of group means for
Shampoo products showed that wvariable Sex (F = 8.9826)
was significant at .923 level while variable Internal
control (F = 3.348) was significant at .06 level.
Similarly, for Talcum Powder, variables Sex - (F =
12.87;p<.201} and Internal Control (E = 3.86@;p<,95)
had significant mean differences; while for Toilet
Soap product the group means for Achievement had
differegt means between the groups and finally, for
Tooth Paste product, group means for variable Sex (F =
13.63; p<.9@28), Power (F = 3.877;p<.95) and Relaxed

and Luck were significant at .19 levels.

The U statistics for Hair 0Oil, Shampoo and Tooth Paste
products showed that none of the predictor variables
had equal means between the the groups. For Perfume
product, variable Hostel was egual for both the
groups, (Lambda = 1.0020). Similarly for Talcum
Powder, wvariables Soclability and Dependence were
equal for both the groups, while, the group means for
Toilet Soap, variable Achievement was equal for both

the groups,
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The results of Box,s M showed that the covariance
matrices for Hair 0il and Shampoo products were  the
same for ©both the groups. (Box,S M=20.440, with an
approximate F = .85217; significant at .5215) and
(Box’s M = 5.5523, with an approximate F = b 90670

significant at .4885 level) respectively.

The results of Box’s M showed +that the covariance
matrices for Perfume and Talcum Powder products were
different for both the groups. (Box’s M = 31.769,
with an approximate ¥ = 2.0288 significant at :ﬁl
level) and (Box’s M = 28.124, with an approximate F =
1.8165 significant at .9268 level) respectively, which
could ée due to the discrepancy of the cases in both

the groups..

The results of Box’s M for Toilet Scap and Tooth
Paste products indicated that the number of cases in
each group being too few the covariances were not

computed by the S5PSS DISCRIM.

The vresults of Box’s M indicated that only Hair 0il
~and Shampoo products had same covariance matrices.
Products Perfume and Talcum Powder had different
covariance matrices indicating that +the possibility

that +the data was not normally distributed.
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Box’s M being very sensitive to minor deviations, it
has to be viewed with regard to the discrepancy in the
number of Cases in each Group. Further, the covariance
matrices were not at all computed for both the Tolilet
Soap and Tooth Paste products as there were too few
Cases to be nonsingular, therefore, not  enough
nonsingular covariance matrices for Discriminant

Function Analysis.

Thus, having done +the prerequisite statistical
analyses, the Stepwise Discriminant Function Analyses
performed the stepwise variable selection,
Discriminant Function, Coefficients, Correlations and
Classification outputs. The findings of the Personal
Grooming/Care products should be viewed as a trend
because four products out of six had violated the

normality of the data.
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Table 4.3,1.H. Showing +the Correlations between
Predictor variables and the Discriminant Function,
Eigen value, Canonical R, Chi-squared value and its
significance level for +the Personal Grooming/Care

products. '
. Correlation between Predictor variables
with the respective Discriminant function
Hair Perf ©Sham Talc. Toil. Tooth
0il ume °© PooO Powd. Soap Paste
Predictors
Compliance .29 -.34 -.93 .3 -.39 .02
Aggression -. 30 -.28 . -.16 . 24 -.@5 .16
Detachment -.@3 ~.07 -.97 -.17 -.280 -.04
Sociability .04 .51 -.19 -.18 . .27 .02
Relaxed -.17 -. 29 -.31 -.25 .24 -.13
Int.Control ~.086 -2 -5 -.42 .15 ~-.08
Luck .06 .18 -.08 -.32 ~.18 -.186
Task .03 .14 -.06 .93 .11 -.93
Ability -.11 .16 -.18 .12 .31 .15
Effort - .00 ~-.43 -.29 .10 .25 .23
Achievement -.15 .91 -.31  -.16 .11 -.@7
Affiliation .04 .11 -.01 .01 -.12 -.05
Power .34 -.28 -.27 -.97 -.07 .26
Dependence -.66 ~.@5 ~-.04 .03 -. 907 A7
Control .33 -.04 -.280 -.18 ~-.13 -.87
Extension -. 87 .15 .08 .29 .23 -. 21
Hostel ~-.04 -.908 -.13 -.18 .15 -.28
Sex . 36 .45 - .82 .71 .81 .32
Canonical R .24 . .26 .28 .. 34 .79 .91
Eigen Value .06 .97 .28 .13 .98 4,72
2
X . 17.186 23.41 12.72 20.25 16.77 40.11
Df. . (8) . (56) (3) (5) (9) (12)
Significance . P087 . 9283 .00 .@01 952 . 2991
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The results indicated that all the six Disecriminant
Functions were  statistically significant. The

Canonical Correlations were very small in magnitude,
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Only Toilet Scap &and Tooth Paste had large
Correlations. Similarly, the Eigen wvalues indicated
that other than that of Soap and Paste the

Discriminant Functions were not "good"” omnes.

However, +the Covariance matrices other than Halr Oil
and Shampoo, were not the same indicating that the
data was not normal. Hence, the interpretations have
to be viewed with caution. The results of each of the

six products are presented below.

HAIR OIL

The Discriminant Function based on the 6 predictor
variables had an Eigen value of .96 accounting for
199% variance. The Canonical Correlation was .24.
With all +the functions the Chi-squared (6) = 17.68
significant at .2@8 level. When +the discriminant
function was evaluated at group means, Group 2, and

Group 1 had larger function.

The examinastlion of standardized discriminant function
coefficients indicated that variable Sex, Compliance
and Control orientations were associated with Group 1,

while variable Dependencéhwas associated with Group 2.
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The results of the loading matrix of pooled-within-
groups correlation between +the 18 discriminating
variables and the discriminant function as shown in
Table 4.3.1.B. indicated that the primary variables
separating the most Frequent purchasers form the least
Frequent purchasers of Hair oil were, in the order of
magnitude, not Dependence (-.66), Sex (.38), Power
(.34), Coﬁtrol (.33) and not Aggression (-.30).

As seen 1in the table above, the 1least Frequent
purchasers of Hair oil were Females (Mean = 1.54)
Control (M= 15.83) Power (M = 17.63), low on
Dependence (M = 16.73) and low on Aggression oriented
(M = 47.42). Thus the correlational results between
the predictor variables and the discriminant function,
showed that the least Frequent purchasers of Hair oil
tended to be Girls with high Order and Influence
Motivational dimensions and they weré not Aggressive

nor Dependence oriented.

PERFUME

The Discriminant Function had an Eigen value of .97
accounting for 120% variance. The Canonical

Correlation was .26. With all the functions the Chi-
squared (5) = 23.411 significant at .9023 level.
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When the discriminant function was evaluated at group
means, Group 2, had larger function (.68527),while
group 1 had smaller function (-.108782); thus
indicating that group 2 had been maximally separated

from group 1 by the discriminant function.

Examination of standardized discriminant  function
coefficients indicated +that wvariables Sociability
(.71} and BSex (.55) were associated with group 2,
while Effort (-.46) and Compliance (-.39) were

associated with group 1.

The results of Perfume products indicated that +the
primary variables separating the most Frequent
purchasers form +the least Frequent purchasers of
Perfume were, in the order of magnitude, Sociability
(.b1) ©Sex (.45) Not Effort (-.43) and Not Compliance
(-.34).

The most Frequent purchasers of Perfume were Girls
{(Mean = 1.64) with Sociability Temperament (M =
14.88) who attributed less to Effort and low on

Compliance.
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SHAMPOO

The Discriminant Function based on the predictor
variables had an Eigen value of @8 accounting for
190% variance. The Canonical Correlation was .28.
With all +the functions the Chi-squared (3)= 12.732
significant at .9@5 level., The Discriminant Function
was  highly significant. When  the  Discriminant
Function was evaluated at group means, both the groups

had smaller function.

Further examination of standardized discriminant
function coefficients indicatéd that variables Sex
(.78) and Effort (.32) were associated with group 2,
while Internal control (-.53) was associated with

group 1.

The results of the loading matrix for Shampoo products
indicated that the primary variables separating the
most and  the least Frequent purchasers of GShampoo
were, in the order of magnitude, Bex (.82), not
Internal control (-.58) not Achievement (-.31) and not

Relaxed (-.31).

The most Frequent purchasers of Shampoo were Males
{Mean = 1.38) with less Internal control (M= 12.256},
less Relaxed (M= 11.18) and low Achievement Motivation
(M = 17.54) oriented.
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Thus the results showed that Girls with more Internal
control and Relaxed Temperament and Achievement
Motivational dimension tended to be the least

purchasers of Shampoo products.

TALCUM POWDER

The Discriminant Function based on the 5 Predictor
variables had an Eigen value of .13 accounting for
128% variance. The Canonical Correlation was .34.
With all the functions the Chi-squared (5) = 20.2489
significant at .801 level. When +the discriminant
function was evaluated at group means, group 2, and

group 1 had same function (.354186).

Further examination of standardized discriminant
function coefficients indicated that variables Sex and
Aggression orientations (.78) and (.38) respectively
were associated with group 2, +the most Frequent
purchasers of Talcum Powder; while Internal control (-
.48}, Detachment (-.35) and Luck (-.33) were
associated with group 1, the least Frequent

purchasers.



The results of the loading matrix of Talcum Powder
indicated that the primary variables separating the
most Fregquent from the least Frequent purchasers of
Talcum Powder were, in the order of magnitude, Sex
(.71), Not Internal control (-.42) and Not Luck (-
.32).

The most Frequent purchasers of Talcum Powder were
Females (Mean = 1.44) low on’ Internal Control (M=
12.19) and did not attribute to Luck (M= 2.13).Thus
the showed that the least purchasers were those with
high Internal control and who attributed success or

failure to Luck and they were more of Boys than Girls.

TOILET SOAP

The Discriminant Function based on the predictor
variables had an Elgen value of .98 accounting for
123% variance. The Canénical Correlation was .T7@.
With all.the functions the Chi-squared (8) = 16.7869
significant at .85 1level. When +the discriminant
function was evaluated at group means, group 2, had
smaller function (-.61324), whlle group 1 had larger
function (1.488@3); thus indicating that group 1 had
been maximally separated from group 2 by  the

discriminant function.
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Further examination of standardized discriminant
function coefficients indicated that variables Relaxed
(.78), Ability (.88) Effort (.61) and Sociability(.58)
were assocliated with group 1, the least Frequent
purchasers while Deéendence (-.74), Affiliation (-.70)
and Power (-.54) were associated with group 2, - the
most Fregquent purchasers of Toilet soap product group.
The results of the loading matrix indicated that the
primary variables separating the most  Frequent
purchasers fromt the least Frequent purchasers of
Toilet socap products were, in the order of magnitude,

Compliance (-.39) and Not Ability (.31).

The most Freguent purchasers of Toilet soap were high
on Compliance Temperament (Mean = 35.22) and did not
attributing to Ability (5.55).Thus the correlational
results between the predictor variables and  the
discriminant function showed that irrespective of
whether Boys or Girls those who are Compliant and. not
attributing success or failure to Ability tended to be
the most Frequent purchgﬁers of Toilet socap. However,
it has to be viewed with caution since the number of
cases in each gfoup being too few and making a

generalization might not be warranted.
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TOOTH PASTE

The Diqcriminant Function based on the predictor
variables had an Eigen value of 4.72 accounting for
199% ~variance. The Canonical Correlation was .91.
. With all the functions +the Chi-squared (12) =46.112
significant at .09201 level. When the discriminant
function was evaluated st group means, group 2, had
smaller function (1.34483), while group 1 had larger
function (-3.285640); thus indicating that group 1 had

been maximally separated from group 2.

Further examination of standardized - discriminant
function coefficients indicated that variables Sex,
Dependence, Luck, Aggression and OSoclability were
associated with group 2, while Internal control,
Achievement, Effort, Extension were associated with

group 1.

The results of the loading matrix for Tooth Paste
products indicated that the primary  variables
separating the most Frequent purchasers form the least
Frequent purchasers of Tooth paste was Bex (.32). The
least Frequent purchasers of Tooth paste were Males
(Mean = 1.22). However, the Discriminant function was

not significant.
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CLASSIFICATION RESULTS

The summary of +the classification output for the

Personal Care/Grooming products are presented below:

Table 4.3.1.I. Showing +the summary of the total
percent of cases correctly classified for each of the
six Personal Care/Grooming products.

Products Percent of cases
correctly classified

Hair Oil 61.49
Perfume 65.86
Shampoo 59.15
Talcum Powder 85.00
Toilet Soap 87.10
Tooth Paste 100.00
HAIR OIL

The classification analysis based on the 6 variables
model accounted for an overall 61.48% of  cases
correctly classified. Further analysis on
classification was performed at each step on the
stepwise analysis. At +the {first step, variable
Dependence entered and accounted for 56.42% correct
classification. At the second step variable Sex was
included and both the variables accounted for 61.82%

of correct classification.
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Power was included at next step and the three

variables model accounted for 62.50% of = correct
classification, which was more than the 6 variables
model. At the fourth step when Control orientation
was included the 4 variables model actually reduced
the classification. Thus iS8indicating that variables
Dependence, Sex &and Power . tended to be  better

discriminating variables.
PERFUME

The classification analysis based on 5 variables model
accounted for an overall 65.86% of cases correétly
classifiled. Further analysis on classification was
performed at each step on the spepwise analysis. At
the first step variable Sociability entered and
accounted for 56.5% correct classification. At the
second step variable Sex entered and both the
variébles _accounted for 6@.42% of correct
classification. Effort when included at the third
step did not ‘producé a marked output, but, when
Compliance was included at +the fourth step the
classification output improved to 66.47% when all the
five variables were included the classification was

slightly reduced, thereby, indicating that the first
)Four variables +tended to be better discriminating

variables compared to‘the oﬁher 14 Predictors.
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SHAMPOO

The classification analysis based on the 3 variables
model accounted for an overall 568.16% of cases
correctly classified. Further analysis on
classification was performed at each step of the
stepwise analysis. At the first step variable Bex
entered and accounted  for 61.59% correct
classification. At the second step variable Internal
control entered and the variables accounted for 62.20%
of correct classification and when Effort was included
in the model the classification was reduced to 58,15%.
Thus, +the 2 variables model namely Sex and Internal
control could discriminate and classify Cases better,

accounting for 62.20%.

TALCUM POWDER

The classification analysis based on the b variables
model accounted for an overall 65% of cases correctly
classified. further analysis on classification at
each step was carried out. At the first step wvariable
Sex entered, accounting for 61% correc@
classification. At the second step variable Internal
control was included and both the variables accounted

for B84% of correct classification.

2561



Subsequently Luck and Aggression orientstions were
included at the third and fourth steps which actually
reduced the correct classification. When Detachment
orientation was 3included at the 1last step the 5
variables model accounted for 65%, indicating that the
first 2 variables could discriminate and classify the

Cases better than the other Predictor wvariables.

TOILET SOAP

The classification analysis based on the 8 wvariables
model accounted for an overall 87.10% of cases
correctly classified. Further analysis on
classification was performed at each step of the
stepwise analysis. At the first variable Ability was
entered into +the analysis, accounting for 67.74%

correct classification.

At the second step variable Relaxed was included and
both the variables reduced it to  64.52%.When
Sociability was included at the third step there was a
significantly improved classification output.
Thereafter the fourth and fifth step when +two more
variables included the classification again reduced.
Thus the fourth 3 variable model seemed to be a better

discriminating model.
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TOOTH PASTE

The classification analysis based on the 12 variables
model accounted for an overall 100% of cases correctly
classified. Further analysis on classification was
performed at each step of the stepwlise anmlysis. At
the first step variable Sex entered imto the analysis,
accounting for 81% correct classification. At the
second step variable Hostel entered and both the
variables accounted for 84%. When the 56 <variables
{Sex, Hostel, Extension, Dependence &nd Internal
control) were included the correct classification
aocounted for 99%. as against the 12 wvariables put
together accounted for 1@00% correct classification.
Thus, the Five variables model emerged as a better

discriminating model.

Thus, the Stepwise Discriminant Function Analysis
between the least and the most Frequent purchasers o%
Hair Oil indicated that the least Frequent purchasers
of Halr oil tended to be Boys with Control and Power
as dominant Motivational patterns. The most Frequent
purchasers tended to be Girls who were Sociable, who
did not attribute to Effort however, they were low on

Compliance Temperament.
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The most Freguent purchasers of Perfums were Girls who
were highly Sociable and who did not attribute success
or failure to Effort (the internal wvariable factor)
and who were low on Compliant Personality orientation.
Similarly,the least Frequent purchasers of Shampoo
tended to be Boys who were Relaxed and high on
Internal Control Temperamentally and were aléo high on

Achievement Motivational dimension.

On the other hand, the least Frequent purchasers of
Talcum Powder tended to be more Internal control
oriented and attributed to Luck and were Boys, while,
the most Frequent purchasers of Toilet Soap te;;ed to
be high on Compliant Temperament but did not attribute
to Ability.

SUMMARY
The results of the Stepwise Discriminant Function
Analysis for the Personal Grooming/Care products using

the Frequency measure as +the criterion wvariables

indicated that:
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1. Generally Boys tended to be the least Frequent
purchasers of all the Personal care products, thus
indirectly confirming +the hypothesis (H19) that
Females would +tend +to purchase more Frequently

Personal Grooming/Care products.

2. Girls tended +to purchase mnmore frequently

Perfume products.

3. Personality wvariable Soclability was associated
with +the most Freauent purchase of Personal Grooming

products

4. While, Personality variables Relaxed and Internal
Control were associated with +the least Freguent

purchase of Personal Grooming/Care products.
5. Motivational variables Power and Control
orientations were assoclated with the least Frequent

purchase of Personal Grooming products.

6. Males with dominant Dependency Motivational

orientations tended to purchase Hair oil products.
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7. Thus, the least frequent purchasers of Personal
Grooming products were, generally Boys with a higher
Internal Control, Compliant and Relaxed Personality
oriented with Achievement, Power and Control as the
dominant Motivational orientations who attributed to
Ability or Effort ‘and Luck for their success or

failure.

Thus, the results indicated that other tham Perfume,
all the other Personal Grooming products were bought
by Boys than Girls, however, the least Frequent
purchasers among Boys were characterised by their
level of Internal Control and Relaxed Temperament, who
could influence others and Order oriented and who
attributed their success or failures +to self and

externally to Luck.

The findings thus confirmed the proposed hypotheses Hl
and H4.

2586



4.3.2. Stepwise Discriminant Function analysis for

Likelihood of purchase

As discussed in the third chapter, the Likelihood of
purchase was derived from Purchasability, Felt Need,
‘Felt Pressure, Extent of Liking the product and the
Importance Felt for the product. Each of the sub
scales yielded a score ranging 1 to b. Thus the
final Likelihood scores ranged from 2@ to 125 for each

of the 18 products under study.

The present study however, identified +two extreme
groups based on the Likelihood of purchase (the lower
32% and the upper 30%) as the least Likely purchasers
(group 1) and the most Likely purchasers (group 2) for
the stepwise Discriminant Function analysis. The
other cases who did not belong to the lower or upper
38%. were eliminated from the analysis. Thus for each
of the 18 products the least Likely and the most
Likely purchasers were identified and the Groups
served as the Independent variables  for the

Discriminant Function Analyses.

The results of the Discriminant Function analysis is
presented under the three product classifications,
namely, Health/Medicinal, 8Socially oriented and

Personal Grooming/Care products.
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HEALTH/MEDICINAL PRODUCTS

As mentioned earlier, the Discriminant Function
Analyses were performed Between the Least Likely and
the Most Likely purchasers (Group 1 and Group 2). The
summary of the number of Cazes belonging to each group
for the Health/Medicinal products are presented below.
Table 4.3.2.A. Showing the number of Cases under each
group, +the least Likely purchasers or the lower 39%
and (group 1) the most Likely purchasers or the upper

30% of the CQCases (group 2) for Health/Medicinal
Products.

- ———— " — T = o ain P s T o - B - - -y oy P o b o Yy s

Products Group 1 Group 2
least Likely most Likely
purchasers purchasers

{lowest 390%) {Highest 3@%)

=" " 7" —_————— - o} Yo U b S - S Uy W - - o - S B Sk s Ty SO SO " . S S~ -~ - - S o

Biscuits 123 125
Body ache Remedies 120 120
Chocolates 122 126
Headache Remedies 117 121
Health food 117 115
Vitamins 116 131
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The Discriminant Function Analyses initially tested
the data for Univariate Equality of Means, +the U
Statistic and Box's M for normality. The results are

presented baslow.
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Results of Test of Univariate Equality, The U

Statistics and'Box’s'M for Group Covariance Matrices.

The Test of Univariaté Equality of group means for
Biscuit products indicated that Sex (F = 3.788) and
Dependence (F = 4.032) were significant at .@5 level.
For Body ache Remedies showed, that variables Sex (F =
3.788) and Dependence orientation (F = 4.032) were
significant at .25 level. Similarly for Chocolates
products, the groﬁp means for variable Sex (F= 6.536)
‘was significant at @.01 level and for Headache
~Remedies, group means for variable Sociablility (F =
'8.718) had significant mean difference. The Test :of
Univariatg Equality of éroup means for health Food
products showed ‘that Extension Motivational
orientation was significant at .01 level (F = 5.757)
was significant at .0@3 level. Finally, for Vitamin
produc@s. group means for Variables Achievement (F =
5.010) and Relaxed (F = 4.556) were significant at .03

level.

The U statistics showed that none of +the Predictor

variables had equal means between the groups for the
product group of Biscuits. The group means  for
Qariables Sex - and Dependence were equal ( Lambda =
1.2000) between the groups for Body ache Remedies;
while. group means for variable Aggression orientation .

was equal between the groups for Chocolﬁtes products.
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Similarly, variable Dependency had squal between +the
groups for Headache Remedles, group means for variable
Control was egual between the groups for Health Food
products and finally, group means for variable
Compliance was equal between the groups for Vitamin

products.

The results of Box’s M showed that the covariance
matrices for for all +the six products of
Health/Medicinal product group had similar Covariance
matrices indicating the data was normal.(Biscuit,
Box’s M = 15.723, with an approximate F = 72863
significant at .8075 level; Body ache Remedies, Box’s
M= 15.723, with an approximate F = ,72883 significant
at .8@75 level; Chocolates ,Box’s M = 10.255, with an
approximate F = 1.0076 significant at .4338 level;
Headache Remedies, Box’s M = 22.162, with an
approximate F = 1.08268 significant at .4251 level;
Health Food,Box’'s M = 13.228, with an approximate F =
.86140@ significant at .6084 level; and Vitamin
Products, Box’s M = 19.748, with an approximate F =

.81574 significant at .5783 level).
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Having done +the primary statistical analysis,six
separate Discriminant Function Analyses were performed
for +the Health/Medicinal products. Each analysis
initially performed stepwise variable entry/removal
and based on the variables entered into the analyses,
Discriminant Function, Discriminant Function
Coefficients, Canonical Correlations, BEigen Values,
Significance 1levels and Classification outputs were
produced. The results of the Correlation between the
Disc;iminating Variables and the Discriminant Function
and the Classification outputs are presented and

discussed below.

RESULTS OF DISCRIMINANT FUNCTION ANALYSES

As mentioned earlier, the analyses were performed
between  the least Likely and the most Likely
purchasers of the Health/Medicinal products. The
results of the Correlation between the Discriminating
Variables and the Discriminant Functions for the six

products are presented below.
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Table.4.3.2.B. Showing +the Canonical Discriminant
. Functions, Correlation between the Discriminating
. Variables and the Discriminant Functions, Canonical
Correlations, Eigen Values Chi Sgquared and +their
Significance levels.
Correlation Between Predictor Variables
" with Respective Discriminant functions

Bisc. Body Choco Head Heoalth Vita

Predictors uits Ache lates Ache Food mins
Compliance .55 .12 - .11 .28 -.@8  -.28
Aggression .18 -.13 -, &7 N ~.2b .03
Detachment D4 -.33 ~-. 21 a7 .38 .04
Sociability = .18 .40 .20 -.68 ~. 05 .12
Relaxed -.22 -.14 .33 - . @7 .23 .63
Int. Control .83 . -.03 .13 -, 22 .33 .18
_Luck ~-.31 .26 .02 -.13 -.85 .23
Task .21 -.@3 .04 .28 -.12  -.06
Ability -.17 ~-.13 -.45 .98 .46 .96
Effort .26 .08 .20 -,18 ~-.18 -.17
Achievement .11 - .28 -.39 -.18 ;.96 .55
Affiliation .49 .17 .16 -.27 - . @6 -.02
Power ’ .93 .34 24 -.33 .93 .07
Dependence .32 -, 48 .19 .21 -, 34 -.29
Control .28 .34 .23 -.38 21 0 -.22
Extension .33 .05 .20 .27 -,.67 BT
'Hostel -.37 .e1 -.32  -.91 -.08 .87
Sex .16 .47 .87 .13 ~-.19 ~-.38
Canonical R .33 .26 . .24 .27 .23 .25
. Eigen value .12 B7 .06 .28 .96 a7
2
X 28.53 16.36 13.88 17.98 12.32 15.79
Df. - (8) (6) (4) (8) (5) (8)
Significance 0204  .212 . 987 .2a6 .@31 L9015
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The results of the Discriminant Function Analyses for
the Heal%h/Medicinal products showed that all the six
Canonical Discriminant Functions were highly

significant.
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However, the magnitude of Canonical Correlations were
not large and the Eigen Values also indicated that all
the PFunctions were not "good" Functions. The results
and the discussions for each of the six

Health/Medicinal products are presented below.

BISCUITS

The stepwise Discriminant Function analysis performed
86 steps. Based on the 8 variables, SPSS DISCRIM
produced one Discriminant Function, unstandardized and
standardized Discriminant Function Coefficients. The
Discriminant Function based on the Predictor variables
had an Eigen value of .125 accounting for 100%
variance. The Canonical Correlation was .33. With all
the functions the Chi-squared (8) = 28.5637 significant
at .2004 level.

When the Discriminant Function was evaluated at group
means, group 2, had smaller function (.34851) while
group 1 had larger function (-.3552@). Further
examination of standardized Discriminant Function
Coefficients indicated +that wvariables Compliance,
Task, Affiliation orlentation were associated with
group 2, while Tenure in hostel and Relaxed were

associated with group 1.
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The results of the loading matrix of pooled-within-
groups correlation between +the 18 discriminating
variables and the Discriminant Function indicated that
the primary variables separating the most Likely form
the least Likely purchasers of Biscuits were, in the
order of magnitude, Compliance (.55) Affiliation (.4@)
less Tenure in hostel (-.37) Dependence (.32)

Extension (.33} and not Luck (-.31).

As seen 1in +the table above, the 1least Likely
purchasers of Biscuits were not Compliant (Mean =
38.48) not Affiliation (M= 15.23), nor Extension (Mean
= 15.71) and Dependence (M = 16.85) oriented. But
attributing to Luck (M = 2.58) with less Tenure in
hostel. Thus the correlational results showed that
the most Likely purchasers tended to be characterised
as those with high Motivational orientations of

getting along with others.

Thus +the analysis indicated that the most Likely

purchasers tended to be more Compliant, Affiliation,

Extension and Dependence oriented.
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BODY ACHE REMEDIES

The Discriminant Function based on the 6 Predictor
variables had an Eigen value of .87 accounting for
100% variance. The Canonical Correlation was .26.
With all the functions the Chi-squared (6) = 16.360@
significant at .412 level. When the Discriminant
Function was evaluated at group means, group 2 and

Group 1 had similar functions (.267).

Further examination of standardized Discriminant
Function Coefficients indicated that variables 8Sex,
Socliability and Control were associated with group 1,
the least Likely purchasers; while Dependence and
Detached were associated with group 2, the most Likely

purchasers of Body ache remedies.

The results of the loading matrix of pooled-within-
groups correlation between the 18 discriminating
variables and the Discriminant Function indicated that
the primary variables separating the most Likely
purchasers from the least Liksely purchasers of
Body ache remedies were, in the order of magnitude,
not Dependence (-.48) Sex (.47) Soclability (.48)

Power and Control (.34) oriented.
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The least frequent purchasers of Body ache remedies
were Girls (Mean = 1.57) Not Dependency (M= 16.85)
oriented. Thus +the analysis showed +that the most
Likely purchasers were Boys, with high Dependency
oriented, who were not hoﬁever,Sociability nor Control
or Power oriented. Thus indicating those with a fear
of chaos, not able to influence others but who highly
depend on others tend to be the more Likely purchasers

of Body ache remedies.

" Thus, the most frequent purchasers tended to be Boys,
who were with high Dspendency oriented and not

Sociability nor Control or Power oriented.
CHOCOLATES

The Discriminant Function based on the 4 Predictor
variables had an Eigen value of .06 accounting for
190% wvariance. The Canonical Correlation was .24.
With all the functions the Chi-squared (4) = 13.88
significant at .207 level. When the Discriminant
Function was evaluated at group means, group 2, and

group 1 had similar functions.
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Further examination of standardized Discriminant
Function Coefficients indicated that variables Sex and
Achievement were associated with group 2, while
Ability and Tenure in hostel were associated with

group 1.

The results of the loading matrix of pooled-within-
groups correlation between +the 18 discriminating
variables and the Discriminant Function indicated that
- the primary variables separating the most Likely
purchasers form the 1least Likely purchasers of
Chocolates were, in the order of magnitude, Sex (.67)
not Ability (-.45) Achievement (.39) and not Tenure (-
.32).

The least Likely purchasers of Chocolates were Boys
(Mean = 1.43) Ability (M = 4.93), not Achievement (M=
17.56) with a mean Tenure in the hostel of 3.48 years.
Thus the results showed that Girls who attributed
success or failure less to. Ability, however more
Achievement oriented having about 3 years of hostel
life tended to be the most Likely purchasers of

Chocolates.
Thus, the most Likely purchasers tended to be Girls

who were Achievement oriented with a 3.5 vears of stay

in the hostel but attributed less to Ability.
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HEADACHE REMEDIES

The Discriminant Function based on the 6 Predictor
variables had an Eigen wvalue of .98 accounting for
190% wvariance. The Canonical Correlation was .27.
With all the functions the Chi-squared (6} = 17.982
significant at .@06 level. When +the Discriminant
Function was evaluated at group means, group 2 and

group 1 had similar functions.

Further examination of standardized Discriminant
Function Coefficients indicated that  variables
Sociability (-.78) and Control (~-.32) were associated
with group 1, while, Compliancg {.45), BExtension (.42)

were associated with group 2.

The results of the loading matrix of pooled-within-
groups correlation between the 18 discriminating
variables and the discriminant function indicated that
the primary variables separating the least Likely form
the most Likely purchasers of Headache remedies were,
in the order of magnitude, Sociability (-.68) and
Control (~.38) oriented.
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The least Likely purchasers of Headache remedies were
Sociability (Mean = 14.56) and Control (M= 15.80)
oriented. Thus the correlational results between the
Predictor wvariables and the Discriminant Function
showed that those who were highly Sociability and more
Order oriented +tended to be the least Likely

purchasers.

Thus, +the analysis indicated that the least Likely
purchasers tended to be more Sociability and more

Control oriented.
HEALTH FOOD

The Discriminant Function based on 5 variables had an
Eigen value of .@6 accounting for 180% variance. The
Canonical Correlation was .23. With all the functions
the Chi-squared (5) = 12.328 significant at .@3 level.
When the Discriminant Function was evaluated at group

means, group 2, and group 1 had smaller functions.

Further examination of standardized Discriminant
Function Coefficients’indicated that variables Ability
(.49), Relaxed (.40) and Detached (.34) were
associated with group 1, while Extension (-.65) and

Dependence (-.35) were associated with group 2.
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The results of the loading matrix of pooled-within-
groups correlation between +the 18 discriminating
variables and the Discriminant Function indicated that
the primary variables separating the least Likely
purchasers form the most Likely purchasers of Health
food were, in the order of magnitude, not Extemsion (-
.67) Ability (.46) Detached (.38) and not Dependence
(-.34).

The least Likely purchasers of Health food were mnot
Extension (Mean = 15.81) Ability (M = 5.11) more
Detached (Mean = 36.53) and less Dependency (M =
16.95) oriented. Thus the results showed +that the
least Likely purchasers of Health food were those who
attributed success or failure to Ability and were
Detached, but less Dependent and Extension motivations

oriented.

Thus, +the analysis indicated that the least Likely

purchasers tended to be more Detached, and attributed

to Ability.
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VITAMIN PRODUCTS

The Discriminant PFunction based on the 6 Predictor
variables had an Eigen value of .87 accounting for
180% variance. The Canonical Correlation was .25.
With all the functions the Chi-squared (6) = 15.7@
gsignificant at .91 level. When the Discriminant
Function was evaluated at group means, group 2, and

group 1 had smaller functions.

Further examination of standardized  Discriminant
Function Coefficients indicated that variable
Achievement (.608) was associated with group 1, the
least Likely purchasers; while Dependence (-.57) and
Control(-.34) were associated with group 2, the most

Likely purchasers of Vitamin products.

The results of the loading matrix of pooled-within-
groups correlation between +the 18 discriminating
variables and the Discriminant Function indicated that
the primary variables separating the least Likely
purchasers form the most Likely purchasers of Vitamins
were, in the order of magnitude, Achievement (.b5),

Relaxed {.53) and not Sex (-.38).
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The least Likely purchasers of Vitamlin products were
qus (Mean = 1.47) with high Achievement (M = 18.31)

a?d highly Relaied (M = 11.54). Thus +the results
sﬁowed that Boys who were high Achievement oriented,
having a high hope of success and with Relaxed
personality orientation emerged as the least Likely

'purchasers of Vitamin products.

Thus, the stepwise Discriminant Function analysis
indicated that the least Likely'purchasers tended to
be Boys with high Achievement motivation oriented and

were Relaxed.
RESULTS OF CLASSIFICATION ANALYSES

As mentioned earlier, based on the Discriminant
Function Coefficients, Discriminant Scores ‘'were
computed and eventually ths c}assification of Cases
were performed by the Discriminant Function Analyses
for each of the six products. The summar& of the Total
Percent of Cases correctly classified ‘for thé
Health/Medicinal products are presented in ﬁhe Table
below.

Table 4.3.2.C. Showing the Total Percent of Cases

Correctly Classified for the Health/Medicinal
Products.
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Products Total Percent of Cases
' Lorrectly Classified
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Biscuits 62.50
Body ache Remedies 59.58
Chocolates - 58.47
Headache Remedies 58.82
Health Food 62.93
Vitamins 63.56
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The results of the Classification Analyses for the
Health/Medicinal products indicated that the correct
classification ranged between 68 +to 63 percent.
Interestingly, the percentage of correct
classification for +the Health products were much
higher +than that of the Medicinal products. The
classification analysis for each of the six products

are presented and discussed below.

BISCUITS

The classification analysis based on the 8 variables
model accounted for an overall 63% of cases correctly
classified. Further analysis on classification was
performed at each step of the stepwise analysis. At
the first step variable Compliance entered &nd
accounted for 59% correct classification. At the
second step variable Extension was included and both
the variables  accounted for  59%.While  Hostel,
Affiliation, Task were included in +the model the
correct classification improved to  almost 70%.
However, the additional variables Relaxed, Dependence

reduced the classification process.
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BODY ACHE REMEDIES

The classification analysis based on the 6 variables
model accounted for an overall 6@% of cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.
é At the first step as seen in the table above, variable
Dependence ' was entered into the analysis, accounting
for 48% correct classification. At the second step
variable Sex was included and both the wvarilables
accounted for 58% of correct classification. When
variable Sociability was included +the correct
classification improved to 60% and actually the
variable Control included at 4th step decreased the
classification output. Thus the first 3 wvariables

could account for 6 variables classification process.
CHOCOLATES

The classification analysis based on 4 variables model
accounted for an overall 58% of cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.
At the first step as seen in the table above, wvariable
Sex entered accounting for 58% correct classification.
The subsequent steps did not improve or reduce the
classification output. Thus only variable Sex alone

accounted for the classification output.
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HEADACHE REMEDIES

The classification analysis based on 6 variables model
accounted for an overall 59% of cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwlse analysis.
At the first step variable Sociability entered into
the analysis, accounting for 57% correct
classification. xﬁt the second step variable Extension
was included and both the variables accounted for 58%
of correct classification. When variable Compliance
was included at +the +third step, the correct
classification improved to 62% which was more than the
percent accounted by the 6 variables model,
indicating that +the subsequent variables were poor

discriminants.
HEALTH FOOD

The classification analysis based on 5 variables model
accounted for an overall 63% of cases correctly
classified. ﬂence, further analysis on classification
was performed at each step of the stepwise analysis.
At the first step variable Extension entered and

accounted for 55% correct classification.
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At the second step variable Ability was included and
both the wvariables accounted for 59% of correct
classification. At the third step variable Detached
orientation was included accounting for a 61% of

correct classification. In fact addition of other two

variables reduced the percent of correct
classification.
VITAMINS

The classification analysis based on the 6 wvariables
model accounted for an overall 64% of cases correctly
classified. Further analysis of classification at

each step was not performed for Vitamin products.

SUMMARY

The results of the stepwise Discriminant Function
analysis for the Health/Medicinal products indicated
that:

1. Females +tended +to purchase more frequently

Chocolates and Vitamins than Boys, while Boys tended

1o be the more Likely purchaser of Body ache remedies.
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The results showed a mixed trend as for as this
product group, 1is concerned. However, the findings
indicated that among the product group, possibly +the
Health oriented products are favoured by Females while
the Males tended to be the Likely buyers of Medicinal
products. Thus the findings partly confirmed the
proposed Hypothesis (H10) that Males would tend to be

the more Likely buyvers of Health/Medicinal products.

2. Personality variable Compliance orientation was
associated with purchase of Biscuit  products;
while,Detachment Personality oriented individuals
tended to be the most Likely purchasers of Body ache
Remedies. Thus only two personality variables were
assocliated with +the purchase of Health/Medicinal
products. The findings confirmed the  proposed
Hypothesis (H2) <+that individuals with  Detachment
Personality would be +the most Likely buyers of
Health/Medicinal products.

3. Motivational variables Dependency, Extension,
Affiliation and  Achievement orientations were
associated with +the Likelihood of purchasing
Medicinal/health products, which was contrary to the

proposed Hypothesis (H5).
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It was assumed that individuals with Control and Power
as the dominant Motivational dimensions would be the
Likely buyers of these products. However, the results
showed that possibly high interpersonal needs such as
Affiliation and Extension Motivations +tended to
positively influence individuals +to be the most

Likely buyers of at least health related products.

4. Perceptual variables did not emerge as the major
discriminating variables for the Likelihood of

purchasing any of the Health/Medicinal products.

5. On the other hand individuals who were high on
Sociability with Power and Control as +the dominant
Motivational orientations attributing ?o Luck and
Ability and having a higher Tenure (3 years and above)
in the hostel tended to be the least Likely purchasers
of Health/Medioinal products,
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SOCIALLY-ORIENTED PRODUCTS

A set of six seperate Discriminant Function Analyses
were performed for the Bocially oriented products
between the Least ULikely and the most  Likely
purchasers. The summary of +the number of cases
belonging to Group 1 and Group 2 are presented in the
Table shown below.

Table 4.3.2.D. Showing the summary of Cases belonging

tc +the Least and the Most Likely purchasers of
Socially oriented products.
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Group 1 Group 2

Products Least Likely Most Likely

Purchasers Purchasers
Complexion Aids 119 124
Cosmetics 117 138
Fashion Adoption 121 123
Fast Food L20 121
Ready-made Garments 122 123
Soft Drinks 116 1256
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Discriminant Function analyses were performed for each
of the six products between the Least and the Most
Likely buyers of BSocially oriented products. The
results of the preliminary statistics on the data, the
Correlation between the Predictor Variables and the
Classification outputs are presented znd discussed

below.
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The Test of Univariate Equaiity of group means "showed
that wvariables Sex (F = 7.682; p<.206) and fower
orientation (F = b5.984; P <.02) had significant . mean
differences for Complexion Aids. Similarly, group
means  for vaéiables Power (F = 13.43; p <.Gﬁé), Sex
(F = 10.000;p <;Q01) and Compliance (F = 4.478; p
<.23) had significant differences for _ product
Cosmetics. The group means for Fashion Adoption
product, ‘variables Sociability (F = 6.806; p <.81)

and Detachment (F = 4.955; p <.@3) had -significant
differences. Variable Relaxed had significant mean
difference (F = 5.718; p <.91) for Fast Food product.

For product Ready-made. Garments ﬁone of the predictor‘
variables had a sighificaﬁtly different.means between
the groups. Finélly, for Soft Drink product, variable

Sociability (F=6.341; é <.b1) and Aggression (F=5.136;

P <.02) had significant mean differences.

~The results of U statistics showed +that the group
means for variable Relaxed for Complexion  Aid,
Dependence for Cosmetics, Aggression for Fast Food,
Sex for Fast Food had equal means between the groups
(Lambda = 1.0000). ﬁhile for products Fashion Adoption
and  Ready-made Garments none of ;he Predictor

variables had equal means.
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The results of Box’s M showed +that the covariance
matrices were the same for all the Socially oriented
except Soft Drink product. Thus indicating +that ths
data was normally distributed. (Box’s M = 80.561, with
an approximate F = 1.2838; p <.48, for Complexion
Aids; M = 22.384, with an approximate F = 1.0380;
p<.41 for Cosmetics; M = 27.89), with an approximate F
= .T4790@; p<.86 for Fashion Adoption; M = 16.344, with
an approximate F = 1.0652; p <.38, for Fast Food; M =
17.386, with an approximate F= @.80245; p <.72, for
Ready-made Garments and finally, M = 18.2866, with. an
approximate F=1.89818, p <.04, for Soft Drink
significant at .9413 level), indicating that possibly
the data might have violated the normality.

Having performed the initial statistics on the data to
test various hypotheses +the Stepwise Discriminant
Function Analysis then performed Stepwise variable
selection at each step, Discriminant  Function
Coefficients, Discriminant Function &nd Classification
outputs. The results of the Correlation between the
Predictor Variables and the Discriminant Function for
each of the six products are presented in the

following Table.
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Table 4.3.2.E. Showing the Correlations between
Predictor wvariables and the Discriminant Functions,
Eigen wvalues, Canonical R, Chi-squared wvalues and
their significance levels for the Socially oriented
Products.
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Correlation Between Predictor Variables
Predictors with Respective Discriminant Functions

Compl. Cosme Fash. Fast Ready Soft
Aids tics Adop.. Food Garm. Drink
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Compliance .22 -. 37 .22 - .87 -. 87 .22
Aggression -, 23 .85 -, 13 -. @3 -.12 .61
Detachment .13 -. 09 .39 -.31 .29 < .13
Sociable .19 - .06 -, 48 -.36 - .44 .67
Relaxed %] .16 .28 .58 .13 -.26
Int. Control .12 -.04 .23 .13 .21 1@
Luck .24 Jig T -.082 .41 ~-. 23 -.13
Task -, 20 .87 .82 -, @35 .02 -.12
Ability .92 -.35 -. @5 -.24 - .09 17
Effort ~-.28 -.11 .06 -, 24 .97 B9
Achievement .38 -.85 - D7 .16 -.83 .13
Affiliation .21 .91 .14 -.23 .37 .12
Power .47 -. 387 .93 -.16 - .25 ~-. 31
Dependence - 87 .14 -, 29 .31 -.15 -. 02
Control .32 -. 38 10 -. 92 .27 .26
Extension -.83 .13 -, 11 -.18 -.02 .20
Hostel .18 -.11 .23 .95 -. 24 .33
Sex -.54 .56 -. 29 -.42 . 39 -.13
Canonical R .32 .34 . 35 .28 .26 .23
Eigen value .11 .13 .14 87 B7 .06
Chi~-squared 24.945 28.84 3@.19 18.48 15.33 13.46
Df. (9) (6) (8) (5) (6) (4)
Significance . P33 .QoeR .0902 .906 .a18 . 2092
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The results as shown in the Table Above, only three
products namely, Complexion Aids, Cosmetics and
Fashion Adoption had aoné .33 as the Canonical
Correlations explaining about 18% of Variance. Other
three products had less than .30 as the Canonical

Correlations.
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The results of the Eigen wvalues showed that the
magnitude of the values were very small, indicating
possibly all the Functions were not "good” Functions.
However, when  +the Discriminant Functions were
evaluated for their significance, all the PFunctions
were highly significant. The interpretation for each

of the product is presented below.

COMPLEXION AIDS

Having done +the primary statistical analysis, The
analysis performed 9 steps. The discriminant function
based on the 9 predictor variables had an Eigen wvalue
of .11 accounting for 10@% variance. The Canonical
Correlation was .32. With all the functions the Chi-
squared (8) = 24.845 significant at .003 level. When
the discriminant function was evaluated at group
mgans, Group 2, and Group 1 had smaller functions.
Further examination of standardized discriminant
function coefficients indicated that variables Power
(.49), Luck (.41} and Detached (.31) were associated
with group 1, the least likely purchasers while Sex
(.59), Aggressive (-.38) and Relaxed (-.38) were
associated with group 2, the most likely purchasers of

Complexion aids.

283



The results of the loading matrix of poocled-within-
groups correlation between the 18 discriminating
variables and the discriminant function indicated that
primary  variables separating the most likely
purchasers form the least 1likely purchasers of
Complexion aids were, in the order of magnitude, Sex
(-.54) not Power (.47) not Control (.32) and not

Achievement (.39).

As seen in the Table above, the most likely purchasers
of Complexion aids were Girls (Mean = 1.62) with Power
{M= 17.57) low Control (M = 15.67) and Achievement (M=
17.95) -orientations. Thus the correlational results
showed that Girls with the fear of not able to
influence otherz and having the fear of chaos and fear
of failure tended to be the most likely purchasers of

complexion aids.
Thus +the analysis indicated that the most frequent

purchasers tended to be Girls with low Power, Control

and Achievement motivational orientations.

284



COSMETICS

Having done +the primary statistical analysis, The
stepwise discriminant function analysis performed 6
steps. The discriminant function based on the 6
predictor variables had an Eigen wvalue of .13
accounting for 100%  variance. The Canonical
Correlation was .34. With all the functions the th-
squared (6) = 29.84 significant at .008 level. When
the discriminapt function was evaluated at group
means, group 2, and Group 1 had smaller functions.
Further  examination of standardized discriminant
function coefficients indicated that variables Power
(-.54) and Compliance (-.39) were associated with
group 1, the least likely purchasers;while Sex (.68)
Relaxed (.35) and Aggressive (.30) were associated

with group 2, the most likely purchasers of Cosmetics.

The results of the loading matrix of pooled-within-
groups correlation between +the 18 discriminating
variables and the discriminating function indicated
that the primary variables separating the most likely
purchasers form +the least likely purchasers of
Cosmetics were, in the order of magnitude, not
Aggressive (~.656) Sex (.56), not Compliant (-.37) and

Control (~.38) orientations.
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The most likely purchasers of Cosmetics were Girls
(mean = 1.60) with not Power (M= 17.687)}, less
Compliant (M = 41.84) and not Control (M = 15.586)
oriented. Thus the correlational results between the
predictor variables and the discriminant function
showed that Girls with less hope of Influence, less
Order and less Compliant oriented tended to be +the

least likely purchasers of Cosmetics.

Thus, +the analysis indicated that the most frequent
purchasers tended to be Girls with lesser hope +to

Influence others, less QOrder oriented and Compliant.

FASHION ADOPTION

The analysis then performed 8 steps. The discriminant
function based on the 8 predictor variables had an
Eigen value of .14 accounting for 120% variance. The
Canonical Correlation was .35. With all the functions
the Chi-squared (8) = 38.196 significant at .02002

level.
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When the discriminant function was evaluated at group
means,both the groups had gmaller'functions. Further
examination of standardized discriminant  function
coefficients iﬂdicated that variables Detached (.51)
Affiliation (.47) and Interngl control (.45) were‘
associated with group 1, the least likely purchasérs;
‘'while Sociable (-.75), Dependence (-.48) and Sex (-
'.31) were associated with group 2, the mdst\ likely

purchasers of Fashion Adoption goods.

The results of the loading matrix of. pooled-wi;hin-
éroups cofrqlat;on between the ‘18 discriminating
variables and +the discriminant function indicated
that the primary variables separating the most likely
purchasers form the least likely 9urchaéérs were, in
the order of magnitude; éociable (-.46) and not
Detached (.39).

As seen in the Table sbove, +the least likely
purchasers of. Fashion Adoption products were less
Sociable (Mean = 14.36) and more Detached (M= 37.15).
Thus +the correlational results showed that those
highly BSociable and less Detached tended to be the
most likely purchasers of Fashion oriented products
while, more Detached and less Sociable tended ts' be

" the least likely purchqsers of the same products.
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Thus, +the analysis indicated that the most freguent
purchasers tended to be more 8ociable and less

Detached.

FAST FOOD

Then, the stepwise discriminant function analysis
performed 6§ steps. When the discriminant function was
evaluated at group means, both the groups had smaller
function. Further examination  of standardized
discriminant function coefficients indicated that
variables Relaxed (.63) Luck (.48) and Detached (.40)
were associated with group 1, the least likely
purchasers; while Sociable (-.40) and Sex (-.35) were
associated with group 2, the most likely purchasers of

Fast food products.

The results of the loading matrix of poocled-within-
groups correlation between +the 18 discriminating
variables and the discriminant function indicated that
the primary variables separating the most likely
purchasers form the least likely purchasers of Fast
food were, in the order of magnitude, Not Relaxed
(.58), Sex (-.42), Not Luck (.41) Sociable (-.36) and
not Detached (-.31).
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As seen in +the Table above, +the least likely
purchasers of Fast food were Boys (Mean = 1.47),
Relaxed (M = 11.31), attributing to Luck (M = 4.38)
not Sociable (M = 13.81) and Detached (M = 36.65).
Thus the correlational results showed that Boys who
were more Relaxed and attributed success or failure to
Luck, Detached and not Sociable tended to be the least

likely purchasers of Fast food products.

Thus, the analysis indicated that +the most 1likely
purchasers tended to be Girls, who were Sociable but
less Relaxed and Detached and did not attribute to
Luck.

READY-MADE GARMENTS

Having done +the primary statistical analysis, the
stepwise discriminant function analysis performed 6
steps. Examination of standardized discriminant
function coefficients indicated that wvariables
Affiliation (.89), Internal Control (.48) and Detached
(.44) were assoclated with group 1, the least 1likely
purchasers; while Sociable (-.8#) and Dependence (.36)
were  assoclated with group 2, the most likely

purchasers of Ready-made Garments.
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The discriminant function based on the 6 predictor
variables had an Eigen value of .07 accounting for
100% variance. The Canonical Correlation was .25. With
all the functions the Chi-Squared (6) = 15.33;

significant at .91 level.

The results of the loading matrix of pooled-within-
groups correlation between the 18 discriminating
variables and the discriminant function indicated that
the primary variables separating the most 1likely
purchasers form the 1least likely purchasers of
Ready-made Garments were, in the order of magnitude,

Sociable (-.44), Not Affiliation(.37),and Sex (.38).

As seen in +the Table above, the least likely
purchasers of Ready-made Garments were Boys (Mean =
1.48), with Affiliation {(M=15.13) orientation but not
Sociable (M=14.86). Thus the correlational results
showed +that the most likely purchasers tended to be
Girls, who were Bociable but with a fear of being
excluded from the group. Thus indicating that highly

Sociable tended to go in for Ready-made Garments.

Thus, +the analysis indicated that the most likely

purchasers tended to be Sociable with more fear of

being excluded and generally they were Boys.
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SOFT DRINKS

Baving 'done the primary statistical analysis, the
stepwise discriminant function analysis performed 4

steps. The discriminant function based on the 4

predictor variables had an Eigen wvalue of .06
accounting for 182% variance. The Canonical
Correlation. When +the discriminant function was

evaluated at group means, group 2, and group 1 had
smaller functions. Further examination of standardized
discriminant function coefficients indicated  that
variables Sociable (.66) and Aggressive orientations
(.56) were associated with group 2, the most likely
purchasers while Relaxed (-.37) was associated with

group 1, the least likely purchasers of Boft drinks.

The results of the loading matrix of pooled-within-
groups correlation between +the 18 discriminating
variables and the discriminant function indicated that
the primary variables separating the most likely
purchasers form the least likely purchasers of Soft
drinks were, in the order of magnitude, Sociable
(.67), Aggressive (.61) orientations and Tenure in

hostel (.33).
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As seen in the table above, the most likely purchasers
of Soft drinks were Sociable (Mean = 14.36},
Aggressive(M = 49.34) oriented and with at least 3.41
{Mean) of Tenure in the hostels. Thus the
correlational results showed that high1§ Sociable and
Aggressive having at least 3.41 years stay in the
hostel tended to be the most likely purchasers of Soft

drinks.
RESULTS OF CLASSIFICATION ANALYSES

As part of the Discriminant Analyses, C(Classification
analyses were also performed. Additional
Classification analyses were carried out at each step
of the entry of the variable based on the BStepwise
variable selection. A summary of the number of C(ases
Correctly Classified for each of +the 8ix products
belonging to the Socially oriented group is presented

below in the Tabls 4.3.2.F.

Table 4.3.2.F. Showing the Percent of {ases Correctly
Classified for the Socially oriented Products.
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Total Percent of Cases

Products Jorrectly Classified
Complexion Aids 64.61
Cosmetics 65.59
Fashion Adoption 67.21
Fast Food 61.28
Ready-made Garments 56.33
Soft Drinks 58.92

o Y Loy "> T~ o= i WS I T o Ak i Wa W W - oot o St o 8 WS W T o . e o} St S S S . "~ S o " —



The results of the Classification Analyses for the
Bocially oriented products indicated that more or less
all +the products had above 6@% of correct
classification, indicating that the Predictor
variables +that entered into the ©Stepwise selection
could more or less classify cases to this extent. The

results for each of the product is presented below.
COMPLEXION AIDS

The ciassification analysis based on the 8§ variables
model accounted for an owverall 65% of cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.
At the first step as seen in the table above, variable
Sex entered into the analysis, accounting for 59%
correct classification. At the second step variable
Power was included and both the variables accounted
for 60% of correct classification. When variable Luck
was included the classification improved to 61%. At
the fourth step, when variable Control was includedt
the model comprising 4 variables reduced  the

classification output to 58%.
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COSMETICS

The classification analysis based on the 6 variables

model accounted for an overall 66% of cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.
At the first step as seen in the table above, variable
Power entered into the analysis, accounting for 63%
correct classification. At the second étep variable
Sex was included and both the variables accounted for
64% of correct classification. When  variable
Compliance was included there was no change in the
correct classification and at the fourth step, Relaxed
was included and the correct classification was
reduced indicating that the 3 variables model tended
to classify better.

FASHION ADOPTION
The classification analysis based on the 8 variables
model accounted for an overall 87% of cases correctly

classified, Hence, further analysis on classification

was performed at each step of the stepwise analysis.
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At the first step as seen in the table above, variable
Soclable entered into the analysis, accounting for 5b%
correct classification. When Detachment and Internal
control were included in the model +the correct
classification was unchanged. Latter Affiliation was
included and the correct classification improved to
84%. The other variables had both increased and

reduced the correct classification output.

FAST FCOD

The classification analysis based on the § wvariables
model accounted for an overall 81% of cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.
At the first step, variable Relaxed entered and
accounted for 56% of the Cases correctly classified.
At the second step variable Luck was included and both
the variables accounted for 58% of correct
classification. Subsequent inclusion of variables
increased and decreassed the correct classification
percent. But +the first two wvariables model could

almost classify as the & variables model.
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READY-MADE GARMENTS

The classification analysis based on the 6 variables
model accounted for an overall 56% of cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.

At the first step as seen in the table above, variable
Sociable was entered into the analysis, accounting for
§53% correct classification. At the second step
variable Affiliation was included and both  the
variables accounted for 58% of correct classification.
Subsequent inclusion of variables increased and
decreased the correct classification percent. But the
first two variables model could almost classify as the

6 variables model.

SOFT DRINKS

The classification analysis based on the discriminant
function comprised of 4 variables model accounted for
an overall 59% of cases correctly classified. Hence,
further analysis on classification was performed at
each step of the stepwise analysis. At the first step
as seen in the Table above, variable Sociable was
entered into the analysis, accounting for 6% correct

classification.
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At the second step variable Aggressive was included
and both the variables accounted for 68% of correct
clasgification. Subsequent inclusion of Dependence
and Hostel actually reduced the percent of correct

clagsification,
SUMMARY

The results of the Stepwise Discriminant Function
Analysis for the Social oriented products indicated
that:

1. Generally Girls +tended to be the most Likely
purchasers of all the ©Socially oriented products.
Only Ready-made products weré more likely brought by
Males. The <finding thus confirmed the proposed
Hypothesis (H18) that comparatively Females would tend
to be the most Likely buyers of Socially oriented

products.

2. Personality variable Sociable was associated with
the Likelihood of purchasing all the Social oriented
products except Cosmetics and Fashion  Adoption,
confirming the Hypothesis (H3) that individuals with
high ©Sociability would tend to be +the most Likely

buyers of this product group.
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3. As far as Séft Drinks products are concerned those
who were Sociable yet Aggressive and living in the
hostel for more than 3 years (Tenure 1in hostel),
tended to bg thé most Likely purchasers of these
products. The finding thus indicated a different trend
that Tenure of the Hostel tended to influence in the
Likelihood of purchasing only Soft Drink and not other
products belonging +to this category. Otherwise the
finding was in line with the proposed Hypothesis (H11)
that comparatively, individuals with longer Tenure in
the Hostel would not be the most Likely buyers of

Socially oriented products.

4. Motivational wvariables Control and Power were
associated with the least Likelihood of purchasing the
Socially oriented products, which was entirely

different from what has been proposed.

5. On the other hand those more Detached, Relaxed and
Qompliant with more influence and Order (Power and
Control) oriented and generally Boys tended to be the

least Likely purchasers of Socially-oriented products.
The results of the Discriminant Function Analyses for

the Socially oriented product group thus confirmed the
following hypotheses H3, H19 and Hil.
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PERSONAL GROOMING/CARE PRODUCTS

As  mentioned  earlier, Six  separate Stepwise
Discriminant Function Analyses were performed for the
Personal Grooming/Care Products between the Least
Likely and the Most Likely purchasers of these
products. A summary of the number of Cases belonging
to the Least Likely (Group 1) and the Most Likely
(Group 2) purchasers for each of the Six products are

shown in Table 4,3.2.G.

Table.4.3.2.G. Showing the Number of Cases belonging
to Group 1 and Group 2 for the Personal Grooming/Care
Products.
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Group 1 Group 2

Least Likely Most Likely
Products Purchasers Purchasers
Hair 0Oil iie 118
Perfume 115 162
Shampoo 123 128
Talcum Powdex 115 124
Toilet Soap 126 135
Tooth Paste 113 121
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S5ix separate Stepwise Discriminant Function Analyses
ware performed between Group 1 and Group 2 . The
Discriminant PFunction Analyéeé initially +the tested
the data for Univariate Equality of the Group Mseans,
Wilk’s Lambda or the U Statistic and the normality of
the data using Box’'s M to test the Group Covariance

matrices. The results are presented below.

299



The Test of Univariate Equality of group means for
Hair oil product showed that none of the 18 Predictor
variable had statistically significant mean
difference between the 2 groups. Similarly the group
means for Perfume products, Compliance (F = 6.889;
and Sex (F = 5.504; P < .#1) and Detachment and
Extension were significant at .95 level ( F = 3.738
and 3.644 respectively). The group means for Shampoo
product, variable Sex (F = 37.62) was significant at
.00 level, while the group means for Talcum powder,
Sex (F = 13.33) significant at .@@8 level and Luck (F
= 3.,768) and Extension (F = 4.261) were significant at
.45 level). The group means for Toilet Soap,
Variable Affiliation (F = 7.711) was  highly
significant at .925 level and Bex (F = 3.8655)
significant at .85 level. Finally, for Tooth paste,
variables Sex (F = 12.93) significant at .0006 1level,
while Affiliation was significant at .006 level (F =
7.559), Control (F = 6.873; P < .208} and Tenure in
hostel and Ability were significant at .05 level.

The U statistics for Halir 0il,Perfume, Talcum Powder,
Toilet Boap and Tooth Paste products showed that nonse
of +the variables had equal means between the groups.
The group means for variable Compliance was equal
between the groups for Shampoo product(Lambda =

1.0008) .
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The results of Box’s M showed that the covariance
matrices for Hair 0il,Shampoo and +to some extent
Toilet Soap products were the same for both the
groups. (Box’s M = 9.7908, with an approximate F =
.95206; p<.4835; Box’s M = 13.604, with an approximate
F = 1.3368; p<.2038; and Box’s M = 39.839, with an
approximéte F = 1.3821; p<.9859) respectively,

_indicating that the data was normally distributed.

On the other hand the results of Box’s M showed that
the covariance matrices for Perfume, Talcum Powder and
Toilet Soap products were different for both the
groups. (Box’s}M = 72.218, with an approximate F =
1.680043;p<.0062; Box’s M = 95.505, with an  approximate
F = 1.6595; p<.2@1b6; and Box’s M = 62.408, with an
approximate F = 2.1575; rL.0024) respectively
indicating that the data might have violated

normality.

Thus +the initial statistical analyses on the data
indicated that out of the Six products belonging to
the Personal Grooming and Care products, the data of
three products namely, Perfume, Talcum Powder and

Tooth Paste seemed to have violated +the normality.
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Having performed the initlial statistics on the data
the Discriminant Function Analyses computed Canonical
Discriminant Function, Discriminant Function
Coefficients, Eigen Values, Canénic;l Correlations,
Correlations between Discriminating Variables and the
biscriminant Funétion{ Chi Sguared Values and their
Significance levels and the Claésification of Cases.
The results of the Discriminant’Function Analyses and
the Classification outputs are presented and d;scussed

below.¥

Table , 4.3.2:H. Showing +the Correlations between
Predictor .Variables and the Respective Discriminant
Functions, Eigen values,Canonical R, Chi-squared
Values and thelr Significance Levels for the Personal
Grooming/Care Products .
Correlation between Predictor variables
with discriminant Function

Predictors Hair Perf Sham Tale Toil Tooth

0il ume POC Powd. §Scap Paste

Compliance .02 .45 .28 21 .11 BT
Aggression -.15 .13 .15 .92 .15 .20
Detachment = -.@8 .33 .24 -.19 .28 .21
Sociable .23 - 27 .18 .26 .27 .18
Relaxed .28 P81 -.19 -.27 -.25 -.11
Int. Control -. 91 ~. 04 ~.25 ~-.10 .28 .28
Luck -.24 -.13 -.@92 . -.31 -.12 -.26
Task L .19 - 0 Let .24 .28 -.34 -.12
Ability - .32 21 -3 ~. @5 .11 .32
Effort .95 .10 -.05 .25 .26 .87
Achievement -.06 -.11 -.26 -.@2 .21 .19
Affiliation .04 .14 .23 .14 .52 .46
Power - .13 .48 -.08 ‘-.18 11 a7
Dependence -.60 11 - .06 .23 .28 .27
Control .91 .93 -.13 -.21 .42 .44
. Extension .01 -.16 .16 .33 7] @1
Hostel - 02 -.15 ~.186 .24 .@5 . 32
Sex ' .48 -.45 .91 .58 -, 36 -.B7
Canonical R .19 .36 .39 .38 .. 31 .37
Eigen value .94 .14 .18 .17 .11 .16
Chi 8a. 8.24 31.21 41.77 35.68 26.11 33.37
Df. (4). (9) (4) (19) (7) (7)

Significance .@832 0003 .0000 0001 .0005 0000

-——— - - W W o o o Lo W s e G A e G S SO Ao ABD S W S e S S o e . T A S0 o B8 T S W b T e U Y e e B Sl e b G S P S G S e



The results .of +the  Correlation between the
Discriminating  Variables an? the Discriminant
Function for each of the six products belonging to the
Personal Grooming/Care products indicated tﬁat the
Canonical Correlations for other than Hair 0il product
were above .30 indicating +that ' the Discriminant
Functions had extracted more than 18% of variance.
However, +the Eigen Values indicated that all the
functions were not "good” functions. Similarly, the
all the Discriminant Functions other than that of Hair
0il were highly significant beyond .200 level, while,
Hair oil product was significant only at .ﬁé " level.
Thus the results showed that all the Functions were
. statistically sign;ficant explaining at least 18% of
the variance though they were not “good" Functions.
The results of product is presented and discussed

below.
HAIR OIL

The stepwise discriminant Function analysis performed
4 steps. The discrimihant Function based on the 4
Predictor variables had an Eigen value of .24
accounting for 100% variance. The Canonicai
Corfelation was .19. With all the functions theﬁ Chi-
squared (4)= 8.24 significant at .08 level.
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When the Discriminant Function was evaluated at group
means,both the groups‘ had very small functions.
Further examingtion of standardized Discriminant
Function Coefficients indicated that variables Se# and
Relaxed were associated with group 1, the least Likely
purchasers; while Dependence and Luck were associated

withwgroup 2, the most Likely purchasers of Hair oil.

The results of the loading matrix of ipooled-within-
groups correlatién between the 18 discriminating
variables and the discriminating Function as shown in
Table 4:3.2.H., indicated that the primary variables
separating the least Likely purchasers form the mosf

Likely ‘purchasers of Hair oil products were in the
~order of magnitude, not Depenﬁeqce (-.68) and BSex

(.49).

As seen in the table above, the most Likely purchasers
of Hair oil products were high on Dependence (Mean =
16.98) Motivation oriented and not Males (M = 1.51).
Thus the correlational results showed +that Females
with  Dependency as the least domihant Motivational
pattern tended to be the least Likely purchasers of
Hair oil. The results have to be taken with caution as

the discriminant Function was not significant.
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PERFUME

Having done the primary statistical analysis, the
analysis performed 9 steps. The Discriminant Function
based on the 8 Predictor variables had an Eigen value
of .14 accounting for 1@@% variance. The Canonical
Correlation was .36. Witﬁ all the functions the Chi-
squared (9) = 31.21 significant at .0006 level. When
the Discriminant Function was evaluated at group
means, group 1 and group 2 had similar Function
.Further examination of standardized Discriminant
Function Coefficients indicated that wvariables Sex (-
.528, ©Sociable (~.52) and Achievement (-~.34) were
associated with group 2, the most Likely purchasers
while Compliance (.47), Powser (.48) and Affiliation
(.38) were associated with group 1, the least Likely

purchasers of Perfume.

The results of the loading matrix of pooled-within-
groups correlation between +the 18 discriminating
variables and the discriﬁinant Function indicated that
the primary variables separating the least Likely
purchasers from the most Likely purchasers of Perfume
were, in the order of magnitudse, Sex (-.45),
Compliance (.45), Power (.40) sand Detached (.33)

orientations.
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The 1least Likely purchasers of Perfume were Males
(Mean = 1.48) highly Compliance (M = 41.11), Power ‘(M
= 17.48) and Detachment (37.90@) oriented. Thus the
correlational results showed that Males with high
Compliance but also Detached having high hops .of
Influencing others tended +to be the 1least Likely

purchasers of Perfume.

Thus, the analysis indicated +that Females with
Temperament of low Compliance snd Detachment having
low Control and Power Motivational orientations tended

to be +the most Likely purchasers of Perfums products.

SHAMPOO

The stepwise discriminant Function analysis performed
4 steps. The discriminant Function based on the 4
Predictor variables had an Eigen value of .18
accounting for 100% variance. The Canonical
Correlation was.38. With all the functions the Chi-
squared (4) = 41.77 significant at .0002 level. When
the Discriminant Function was evaluated at group
means, group 2, had smaller Function (.41948), while
group 1 had larger Function (-.43612); thus indicating
that group 1 had been separated from the second group

by the discriminant Function.
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Further examination of standardized Discriminant
Function Coefficients indicated that wvariables Sex
(.95) and Aggressive orientation (.31) were associated

with group 2, the most Likely purchasers of Shampoo.

The results of the loading matrix of pooled-within-
groups correlation between the 18 discriminating
variables and the discriminant Function indicated that
the primary wvariable separating +the most Likely
purchasers form the least Likely purchasers of Shampoo
was Sex(.91). The most Likely purchasers of Shampoo
were Females (Mean = 1.68). Thus the correlational
results showed that only Sex tended +to discriminate
the most Likely from the least Likely purchasers of

Shampoo.

TALCUM POWDER

Having done +the primary statistical analysis, the
stepwise analysis performed 1@ steps. The Discriminant
Function based on the 10 Predictor variables had an
Eigen value of .17 accounting for 16@0% variance. The -
Canonical Correlation was.38. With all the functions
the Chi-squared (1¢) = 35.68 significant at .Q081

level.
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When the discriminant Function was evaluated at group
means, group 2, had smaller Function (.38888) while
group 1 had larger Function (~.42147); thus indicating
that group 1 had been maximally separated <from the

second group by the discriminant Function.

Further examination of standardized Discriminant
Function Coefficients indicated that variables 8Sex
(.60) and Tenure in hostel (.43) were associated with
group 2, the most Likely purchasers while Luck (-.40)
and Relaxed (-.35) were associated with group 1, the

least Likely purchasers of Talcum powder.

The results of the loading matrix of pooled-within-
groups correlation ‘between the 18 discriminating
variables and the discriminant Function indicated that
the primary variables separating +the most Likely
purchasers from the least Likely purchasers of Talcum
powder were, in the order of magnitude, Sex (.58),

Extension (.33) and NHot Luck (-.31).

The most Likely purchasers of Talcum powder were
Females (Mean = 1,68) Extension (M= 16.58) oriented
and not attributing to Luck (M = 2.12).
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Thus the correlational results showed that Females who
had higher hope of being relevant to others, going
beyond self and at the same time not attributing to
Luck for the success or failure tended to be the most
Likely purchasers of Talcum powder products.

Thus the stepwise Discriminant Function  analysis
between the least and the most Likely purchasers of
Talcum powder indicated that +the most  frequent
purchasers tended to be Females with high Extension

Motivation and did not attribute to Luck.
TOILET SOAP

The stepwise Discriminant Function analysis then
parformed 7 steps. The discriminant Function based on
the 7 Predictor variables had an Eigen value of .11
accounting for 120% variance. The Canonical
Correlation was .31. With all the functions the Chi-
sauared (7) = 26.1907 significant at .0@05 level. When
the Discriminant Function was evaluated at group
means, g&roup 2, had smaller Function (.316), while

group 1 had larger Function {-.338}.
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Further examination of standardized Discriminant
Function Coefficients indicated that variébles
Affiliation (.58) and Control (.35) were associated
with group 2, the most Likely purchasers while Relaxed
(~.56) and Sex (-.38) were associated with group 1,

the least Likely purchasers of Toilet scap products.

The results of the loading matrix of pooled-within-
groups correlation betwesen the 18 discriminating
variables and the discriminant Function indicated that
the primary wvariables separating the most Likely
purchasers form the least Likely purchasers of Toilet
soap products were, in the order of magnitude,
Affiliation (.52), Control (.42) Not Sex (-.36) and
Not Task (-.34).

The least Likely purchasers of Toilet soap were Males
{(Mean = 1.43), Not Affiliation (M = 16.38) oriented
and not Control(M= 15.84) oriented, but attributed +to
Tésk (M = 3.056). Thus the correlational results
showed that the most Likely purchasers of Toilet soap
products were Females with high hope of being included
and order oriented and did not attribute success or
failure to  Task, indicating those with high
interpersonal relations oriented and who were more

systematic tended to be the most Likely purchasers.

319



TOOTH PASTE

Having done +the primary statistical analysis, the
stepwise discriminant Function analysis performed 7.
The Discriminant Function based on the 7 Predictor
variables had an Eigen value of .16 accounting for
12@0% ~variance. ' The Canonical Correlation was .37.
With all the functions the Chi-squared (7) = 33.373
significant at l@@@ﬁ level. When +the Discriminant
Function was evaluated at group means, group 2, had
smaller Function (.38158), while group 1 had larger
Function (-.40859); thus indicating that gioup 1 had
been maximally separated from the second group by the
discriminant  Function. Further  examination of
standardized Diseriminant  Function Céefficients
indicated that wvariables Sex (-.58) and Relaxed (-.51)
were associated with group 1, the least Likely
purchasers while Affiliation (.53) was associated with

group 2, the most Likely purchasers of Tooth paste.

The results of the loadling matrix of pooled-within-
groups correlation between +the 18 discriminating
variables and the discriminant Function indicated that
the primary variables separating the most Likely
purchasers form the least Likely purchasers of Tooth
paste were, in the order of magnitude, not Sex (-.57),
Affiliation (.46), Control (.44) Ability and Hostel
(.32).
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The least Likely purcﬁasers of Tooth paste werse
Females (Mean = 1.61) not Affiliation (M = 16.39) not
Control (M = 15.0@0) less Tenure in hostel (M = 2.68)
and not Ability (M= 4.62). Thus the correlational
results showed that Males, who were more Affiliation
and Order motivations oriented comparatively with a
less Tenure (2.68 years) in the hostel and who did not
attribute to Ability for success or failure tended to

be the most Likely purchasers of Tooth paste products.

RESULTS OF CLASSIFICATION ANALYSES

As discussed earliér, the Discriminant Function
Analyses also produced Classification out put based on
the Discriminant Function Coefficients. Summary of the
Classification output for the six products belonging
to the Personal Grooming/Care products are presented

below.

Table. 4.3.2.1. Showing the Number of Cases Correctly
Classified for the Personal Grooming/Care Products.

P i e T R e T T R e R LR Y

Total Percent of Cases

Products Correctly Classified
Hair 0il 56.8
Perfume 67.2
Shampoo 68.5
Talcum Powder 66.9
Toilet Soap 61.3
Tooth Paste 65.4
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The results of the Classification output indicated
that the Percent of Correct Classification ranged from
56% to 68%. Overall Classification had been above 6@%.
Only in the case of hair 0il, the Classification has
been slightly low. The results of the Classification

analyses for each product is presented below.

HAIR OIL

The classification analysis based on the 4 variables
model accounted for an overall B7% of cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.
At the first step as seen in the table above, variable
Dependence entered into the analysis, accounting for
58% correct classification. At the second step
variable Bex was included and both +the variables
accounted again accounted for the percent of correct
classification, Thus +the correct <classification

based on the variable Dependency more or less
accounted and tended to be a better discriminating

variable.

PERFUME
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The classification analysis based on the 9 wvariables
model accounted for an overall 87% of cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.
At the first step as seen in the Table asbove, variable
Compliance was entered into the analysiz, accounting
for b65% correct classification. At the second step
variable Sex was included and both +the wvariables
accounted for 58% of correct classification. When
Sociable was included at the third step the correct
classification improved to 61%. Further the 5
variables model including Compliance Sex, Sociable,
Power and Affiliation accounted for 66% of the correct
classification,' which was very close to the the 8

variables model accounting for 87%.
SHAMPOO

The classification analysis based on the 4 variables
model accounted for an overall 69% of cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.
At +the first step variable Bex was entered into the

analysis, accounting for 68B% correct c¢lassification.
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At +the second step variable Aggression was included
and both the variables produced the same resgltf,and
subsequent inclusion of Internal Control and
Sociability did not improve the percent of correct
classification, thus indicating that wvariable Sex
alone could account for +the 68% of +the correct

classification.
TALCUM POWDER

The classification analysis based on the Discriminant
Function comprised of 1# variables model accounted for
an overall 87% of cases correctly classified. PFurther
classification at each step was not performed since
all the variables had produced significant changes in

Rao’s V in the stepwise variable selection analysis.
TOILET SOAP

The classification analysis baséd on the 7 wvariables
model accounted for an overall 81% of cases correctly
classified. Hence, further analysis on classification
was performed at each step of the stepwise analysis.
At the first step variable Affiliation entered into
the analysis, accounting for 57% correct
classification. At the second step variable Relaxed
was included and both the variables accounted for 60%

of the correct classification.
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Subsequent entry of variables both increased and
decresased the correct classification ocutput, thereby
indicating +that the first two variables model could
more or less correctly classify as good as the 7

variables model.

TOOTH PASTE

The classification analysis based on the Discriminant
Function comprised of 7 variables model accounted for
an overall 65% of cases correctly classified. Further
classification at each step was not done as all +the
variables had produced significant changes in Rao’s V

during the stepwise variable selection analysis.

SUMMARY

The results of the Stepwise Discriminant Function
Analyses for the Likelihood of Purchase of Personal

Grooming and Care products indicated that:

1. Generally Males +tended to be more Likely +to
purchase Hair oil, Toilet Soap and Toothpaste; while,
Females tended +to be the most Likely purchasers of
Perfume, Shampoo and Talcum Powder, thus confirming
part of the proposed hypothesis (H1@) +that on the
whole Females would be more Likely +to  purchase

Personal Grooming/Care products than Males.
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2. Dependency, Affiliation and Control Motivational
patterns were associated with the Likelihood of
purchasing Personal Care/Grooming products, whereas it
was assumed (4) that individuals with Achievement,
Power and Control as the dominant Motivational
patterns would be the more Likely buyers of Personal
Care/Grooming products. The finding +thus, confirmed

only a part of the Hypothesis proposed.,

3. Attribution Ability tended to determine to a great
extent the most Likely purchasers of Hair Oil, Toilet
Soap and Tooth Paste, which was entirely different
from what had been proposed (H7). It was assumed that
individuals attributing their success or failure more
to Luck would be the moist Likely buyers of Personal
oriented products. The results on +the othser hand
showed that individuals attributing their experiences
of success or failure more to Ability tended to be the
more Likely purchasers of these products. The results,
however, indicated a possible direction <that the
products namely Toilet Soap and Tooth paste, though
might have some relevance to Personal Care, they also
could be viewed and seen as having some social
relevance. Hence, possibly the findings were not in

line with what had been proposed.
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3.The Likelihood of purchase of Personal Grooming/Care
products tended +to be determined to a great extent
more by Motivational factors +than Personality or
Perceptual variablés, when the number of variables
associated with the purchase of Personal Care/Grooming

products.

Thus, the findings confirmed only part of the proposed

hypotheses, H4 and H1@.
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4.4.8. CLUSTER ANALYSIS

As discussed iﬁ the previous chapter, in statisties,
the search for relatively homogensous groups or
objects is called CLUSTER Analysis. The present study
has used "Quick Cluster” produced by SPSS because of
the large number of cases, which without requiring
substantial computer  resources, yet producing

effective clustering.

In +the normal Cluster Analysis, clusters are formed
using, ‘Agglomerative Hierarchical Clustering’ which
is the commonly wused method. In agglomerative
clustering, clusters are formed by grouping cases into
bigger and bigger clusters until all cases are members
of a single cluster. The ‘Divisive Hierarchical
Clustering’ starts out with all cases grouped into a
single cluster and splits clusters until there are as
many clusters as there are cases. There are many
criteria for deciding which cases or clusters should
be combined at each step. All +these criteria are
based on a matrix of either "distances” or
"similarities” ©between pairs of cases. One of the
simplest method is "single linkage” sometimes called

nearest ‘neighbour’.
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Another commonly used method is called ‘complete
linkage’ or the furthest mneighbour. Thus, the
concepts of distance and similarity are basic to the
running of the Cluster Analysis. Since the variables
do have different units of measurements, the distancs
or similarity measures could adversely affect the
procedu;e. Usuélly "S8quared Euclidean distances” are
employed, because of the inherent disadvantages of the
measures of variables in the Cluster Analysis all the
variables are expressed in standardized form. That is
all variables have a mean of & and a standard
deviation of 1., however this is not also the best
strategy (Norusis, 1986). The other methods are
Average Linkage Between Groups method often called
UPGMA (Unweighted Pair Group Method using Arithmetic
Average, Ward ﬁethod, Centroid method, Median method

etc.

The present study has employed the ‘'@Quick cluster’
procedure for +the Cluster Analysis. The algorithm
used for determining cluster membership in the Quick
Cluster procedure was based on “nearest <centroid
sorting” using squared Euclidean distance measure,
that 1is a case is assigned to the cluster for which
the distance between the case and the centre of +the

cluster (centroid) is smallest.
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Unlike the cluster procedure for smaller files the
Quick Cluster for large files produces only one
solution for the number of clusters requested. Hence
for the Quick Cluster procedure the number of clusters

must be specified.

As discussed before the Quick Cluster does not produce
a series of solutions corresponding +to different
numbers of clusters. Hence, a number of cluster
analyses were performed from 3 clusters to 7 clusters
for both the Criterion sets namely the Freauency of
purchasé measures and Likelihood of purchase measures.
Having egamined the cluster solutions, the 3 cluster
solutions for both the criterion measurss were
considered for interpretation. The selection of the
3 cluster solutions were entirely based on the
principle of ' more Criterion variables having the
greatest drop in within-group sum of squares
(minimizing within variance) and having the largest
mean square between groups (maximizing between group

variance) and having largest multivariate F value’.
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Though many methods and producers have been suggested
for arriving at the optimal cluster solutions and
validation of issues. mno conclusive evidence has been
proposed so as to arrive at the right number of
solutions mnor for validations. (Hartigan, 1875 and
Willigan 1980, Willigan and Mahajan, 188@; Willigan
1981, Arnold 1979, Shernan and Sheth, 1877). BSeveral
authors had suggested the use of Discriminant
analysis for cross validation (Field and Schoenfeldt
1875; Nerviano and Gross 1973; Rogers and Linden 1973
and Mc Intyre and Blastifield 198@).

The present study has employed Discriminant analysis
for the 3 cluster solution not as a cross validation
but as a follow up to the clusters produced by the

guick Cluster Analysis.
The QCluster Analysis for Frequency of purchase and

Likelihood of purchase are prssented and discussed

below.
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4.4.1. Cluster Analysis for the Frequency measures of
purchase behaviour., The results are presented below.

Table 4.4.1: Showing the mean scores of predictor
variables for three groups (clusters) of Frequency of
purchase (criterion) F values and thelr significance

levels.
Predictors Group Group Group F Sig
1 2 3 of F
N=86 N=129. N=185
Compliance 4@. 31 39.19 . 40,87 @.853 @.427
Aggreassion 48.69 " 47.99 48.39 @.159 @.853
Attachment 36.27 34.98 36.11 1.138 2.322
Sociability 13.45 13.94 14.Q7 1.410 @.245
Relaxed 11.45 11.08 12.88 2.896 3.4029
Int.control 12.87 12.47 12.47 2.186 @.830
Luck - 2.37 2.27 ' 2.30 2.973 ?.930
Task 3.34 3.43 © 3.22 2.633 - 2.532
Ability ) 5.95 4,87 - 4.72 ?.986 , 7,374
Effort 5.02 . 5.36 5.568 1.973 @?.141
Achievement 17.71 . 16.686 18.35 ?.122 ?.885
Power 17.69 15.95 15.87 3.629 2.927 %
Control - 15,65 15.25 .15.46 P.550 ?.577
Dependence 16.81 17.29 17.23 ?.445 @3.641
Extension 15.64 15.98 16.32 1.883 2.152
Affiliation 15.47 15.85 15.87 2.797 2.452
Sex . 1.28 1.53 1.58 11.75 2.000 8
Hostel 3.63 2.74 3.28 3.349 ?.036 %
Criterion ) .
Biscuits 2.44 3.10 2.76 12,37 2.008
Body-ache 1.789 2.50 - 1.74 35.57 2.00
Chocolate 2.87 2.85 2.74 16.80 @.20
Complexion Aids 1.3% 2.20 1.81 22.85 2.20
Cosmetics 1.34 2.46 2.18 34.94 .00
Fashion Ad 1.94 2.77 2.989 31.81 &.00
Fast food 2.42 3.44 3.26 b.24 ?.00
Hair oil 2.62 3.43 3.21 18.79 .00
Headache Rem. 1.74 2.88 2.97 43.02 .00
Health food 2.08 3.85 2.92 66.49 2.00
Perfume 1.22 2.53 2.82 40.65 3.0
Ready-made Garmts. 2.87 2.96 3.29 26.29 2.00
Toilet soap 3.45 4.17 4.50 35.06 2.00
Soft drinks 2.33 3.27 3.44 34.45 .00
Shampoo 1.71 2.77 3.65 76.50 @.00
Talecum powder 1.66 2.78 3.51 68.79 2.00
Tooth paste 3.55 4.24 4.54 31.93 2.00
Vitamins 1.62 3.35 2.19 64.186 2.00
(# = p <.000;, and % = p <.8#5 levels and all the

Criterion variables p = < .200 level.)
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As shown in table 4.4.1., cluster 1 comprised of 86
individuals, while cluster 2, 129 and the third had
185 individuals respectively. Cluster 1 represented
an overall low purchasers of all the 18 products under
investigation. Cluster 2 comprised of individuals who
tended to purchase more often Hair oil, Health food,
Vitamins, Biscuits, Chocolates, Cosmetécs, Body ache
remedies, Headache remedies, Perfume while the third
cluster comprised of individwals who +tended to
purchase more often Tooth paste,. Toilet soap, Shampoo,
Talcum powder, Ready-made garments, Fashion adoption,
Chocolates, Fast food and less often Body ache

remedies.

It could also be seen in terms of F ratios that out of
the 18 predictor variables only 3 had a statistical
significance among the 3 clusters based on  the
Frequency of products purchase behaviour; namely Sex
(P <.008), Powsr (P <.836) and Tenure in Hostel (P
<.83).

Thus the results of the Cluster Analysis using the
Freguency of products purchase indicated that the
first cluster comprised of an overall least frequent
purchasers of all products were high on  Power
(influence) Mean = 17.69, (F= 3.629; P<.827) and had a
higher Tenure in +the hostel (M= 3.83; F = 3.348;
F<.236); and were Boys (M = 1.28; F= 11.758; P<.200)>
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The second cluster comprising of those individuals who
tended +to purchase more oftem Biscuits, Chocolates,
Complexion aids, Cosmetics, Fast food, Hair oil,
Perfume, Vitamins, Body ache, Head ache remedies and
to some extent Soap, Soft drinks, Tooth paste .were
those with Power as the least dominant motivational
pattern (M = 15.85) having shorter Tenure in the

hostels (M = 2.74) and more of Girls (M = 1.53).

The +third cluster produced comparatively heavy users
of Tooth paste, Toilet scap, Talcum powder, Shampoo,
Ready-made garments, Fashion adoption and similarly
Chocolates, Fast foéd, were tended to be Girls (M=
1.568) with Power as the least dominant motivational

pattern.

Thus, generally Males with Power (influence) as +the
dominant motivational pattern, having +the hope of
impact, possessing a strong desire to change people to
owns thinking and living in the hostels for more than
3 years tended to be very low in purchasing moré or
less all of +the 18 products whether they are
Social, Personal or Health oriented. Males with a
strong desire to influence others and change others
tended to be the least Frequent purchasers of these

products.
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It could imply that having lived in the hostels for a
longer period knowing what each product meant to them
they might not be influenced by others but tend +to
influence others. The findings, thus confirmed the
proposed hypothesis (H1#8), that Males would be the
least Frequent purchasers of all the products compared
to +the Female respondents, and similarly confirming
snother hypothesis (H5) that, individuals with Power
as the least dominant Motivational pattern would +tend
to purchase most often Health/Medicinal products.
Finally, the first cluster alsoc showed and confirmed
the hypothesis (H1l), +that individuals with high
Tenure in the Hostel would tend +to be very
discriminating and seasoned in purchasing of the
products hence they would not tend to purchase very

frequently most of the products.

The second cluster had indicated that more of Male
subjects than Girls with Power as the least dominant
motivation  having the least Tenure in the
hostels, (more or less freshers) tended to be the heavy
purchaser of almost all the products covering
Health/Medicinal, Personal Care/ Grooming and Socially

oriented products.
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The second cluster had emerged as opposite to cluster
1. While +the cluster 2 comprised of overall heavy
purchasers, the cluster 1 represented an overall low
purchasers of all products. The only exception being
that the first and the second clusters comprised of

more of Male respondents than Girl subjects.

Thus the result indicated that Males tended to either
buy most of the products or not to buy any of +the
products, which was entirely determined by the
motivational dimensions and the number of years one
has stayed in the hostels. With a high influence
motive combined with a long association in the hostels
would definitely could make one a more seasoned,
cautious and calculative  purchasers of consumer
goods. While the new comers having not much of
influence over the others and worried about creating
an impact on the others followed their own peer group
and might be buying almost all the products that are
available in the market till they possibly become more
experienced through 1living in +the hostels. Thus

confirming proposed hypotheses (H4 and Hil).
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The +third cluster clearly indicated a selective but
heavy purchasers of Socially oriented products namely
Fashion adoption, Ready-made garments, Soft drinks,
Talcum  Powder, Soap and Tooth  paste. Though
originally Toilet soap and Tooth paste were designated
as Personal care products in the present study, they
possibly could be also viewed as serving
interpersonal-relationship oriented appeals thus might
have been considered by the sample as Social products.
The socially oriented products are heavily purchased
by Girls than Boys having a moderate Tenure in the
hostels and not having Power as a dominant motive.
Thus  the +third cluster confirmed the  proposed

hypothesis (H10).

An observation across the other 15 predictor variables
among the three clusters indicated that though, they
were not significant, the first cluster comprising of
overall 1low purchasers of all the products did not
sesem to differ across the personality variables, but
they were high on Achievement, low on Dependency and
Affiliation Motivational dimensions, and attributed

their success or failure more to Ability than others.
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While +the second cluster comprising of overall hsavy
purchasers of all products tended to be slightly less
Detached, high Dependency, Affiliation and Extension
Motivation oriented and finally +the third cluster
denoting +the heavy purchasers of Socially oriented
tend Dbe slightly high Sociable, less  Relaxed,

attributing more to Effort and less to Ability.

Thus the findings of the Cluster Analysis using the
Frequency of products purchase confirmed the proposed
hypotheses that Girl subjects would tend to purchase
more Frequently Socially oriented products than Boys,
(H18); individuals with long Tenure in +the hostels
would be +the least Frequent purchasers, (H1l1l) and
respondents having Control as the 1least dominant
Motivational pattern would tend to purchase most

Frequently Health/Medicinal products, (B5).

4.4.2 Cluster Analysis between the Predictor
variables and the Criterion measures comprising of
Likelihood measures of purchase .The results are

presented below.
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Table 4.4.2.: Showing the mean scores predictor
variables for three likelihood of purchase clusters
with F values and significance of F.
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Group Group Group F Significance
i 2 3

n=5@ n=248 n=96 of F
Predictors
Compliance 42.88 39.69 42 .98 @.640 g.528
Aggression 48.024 48. 36 49.07 @.288 3.750
Detachment 34.66 35.58 37.15 2.348 2,987+
Sociability 14.84 13.82 13.55 3.564 B.029%
Relaxed 12.38 11.25 12.83 1.729 2.178
Int. Control 12.04 12.58 12.53 7.827 &.438
Luck 2.46 ‘ 2.25 2.26 @.277 ?3.7569
Task 3.586 3.33 3.186 1.813 7,364
Ability 4.48 4.84 5.95 1.852 @.183
Effort 5,40 5.45 5.30 2.153 @.858
Achievement 18.44 17.63 17.57 @.248 @?.782
Power 16,36 16.90 17.33 1.523 @.218
Control 14.36 15.35 15.94 3.13¢ 2.045%
Dependence 17.22 17.04 17.55 g.952 @, 387
Extension 16.82 15.98 15.99 2.163 @.116
Affiliation 156.862 15.66 16,32 1.561 9.211
Sex 1.72 1.48 1.43 6.131 @.0024
Hostel 3.32 3.13 2.91 3. 500 @.607
Criterion
Biscuits 47.74 31.83 33.27 14.14 @ . 022
Body ache 32.18 2¢.39 36.39 33.40 3. 000
Chocolates 46.88 28.895 25.26 21.99 4 .008
Complexion Aids 42.16 18.82 22.25 44,19 0.9080
Cosmetics 5@. 60 19.98 20.83 71.11 @, 000
Fashion Adop. 63.56 28.44 28.54 64.65 2. 000
Fast food 57.34 39.22 37.11 17.99 2. 000
Hair oil 55.72 31.66 61.77 84.17 @. 208
Head ache Rem. 37.02 23.42 47.97 63.49 @. 000
Health food 65.96 35.11 862,565 79,04 0. 000
Perfume 52.52 20.27 19.01 72.52 2. 000
Ready—-made Garm 62.40 31.85 28.67 47 .49 9. 009
Poilet soap 73.98 51.52 71.26 47.54 @ . oD
Soft drinks 62.82 38.73 35.27 33.15 2. 003
Shampoo 79.08 33.83 41.53 66.99 @ . 200
Talcum powder 68.84 27.71 4@. 45 8@.56 0.002
Tooth paste 76.24 48.49 77.63 86.@5 9,000
Vitamins 57.086 27.72 51.59 59, 89 2. 00
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{ # =P < 020 ; ¥ =P < .95 ; + =P < . 18 ; all the
criterion variables had P = < .Q99).
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As shown in Table 4.4.2., the first cluster comprised
of 5@ cases, while the second and +third clusters
consisted of 248 and 96 cases respectively. The 3
cluster solution had produced a high between - group
variance and less within-group variance. Among them
Tooth paste (F=86.05) Hair oil (F=84.17) Talcum powder
(=88.56), Perfume (F=72.52) Health food (F=79.04)
Cosmetics (F=71.11) had the highest F wvalues, while
comparatively  Chocolates (F=21.99), Fast food
(F=17.29) and Biscuits (F=14.14) had slightly lower F
values, however all the F values were significant
beyond .0@0 level.

The first cluster represented as +the m;st Likely
purchasers of almost all the 18 products under study
except Body ache, Head ache remedies, Hair oil ando
Tooth paste. Thus the first cluster represented the
most Likely purchasers of ;ll Socially oriented
products and Personal grooming products and not

Medicinal products.

The second cluster represented +the 1least  Likely
purchasers of all of the 18 products. While the third
cluster represented the most Likely purchasers of only
Body ache, Head ache, Tooth paste and Hair

oil,products.
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Thus +the third cluster tended to be the most Likely
purchasers of Medicinal products with a possible
connotation of Medicated Toothpastes or for  the
Medicinal properties of the Tooth paste and similarly

the Hair oil products

For +the same 3 cluster solutions when the means were
compared for the Predictor set using the F tests, out
of the 18 Predictors BSex emerged as a statistically
significant factor (F=6.131, P<.0B2), while
Bociability (F=3.564) and Control (F=3.138) were found
to be significant at .@2 and .04 levels respectively.
Detachment orientation too had a mean difference among
the 3 clusters but the significance was not very high

but only at .29 level.

The first cluster comprising of individuals who tended
to be the most Likely purchasers of Toilet soap
(M=73.98), Fashion Adoption (63.56) Health  food
(65.96) Ready-made garments (62.40), Shampoo (72.08)
Soft drinks (62.82) Cosmetics (50.6@) Perfume (52.52)
Fast food (57.34) Chocolates (46.88) Complexion aids
(42.16) were highly Sociable (14.84) and mostly @Girls
(1.72). They were the low on Detachment Personality
(34.66) and with Control (14.36) as the least dominant

Motivation oriented.
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Though  the other predictor variables were  not
statistically significant, examination of the mean
differences indicated that they were more Compliant,
not Aggressive, having less of Internal Control, who
tended to attribute more to Luck and Task than Ability

and Effort.

Thus along with the statistical significance and the
general trend that emerged among  the proposed
hypotheses that highly Sociable and Compliant but less
Detached would tend to be the most Likely purchasers
of BSocially oriented products (H3)and similarly the
Girl population would tend to be the most Likely
purchasers of Socially oriented products (H19). Thus
the first cluster solution to a great extent confirmed

two hypotheses namely H3 and H18.

The second cluster solution comprising of the least
Likely purchasers of all the products, whether they
were Social or Personal or Health oriented, tended +to
be more of Boys (1.48) having moderate scores on all
the Personality, Perceptual and Motivational
variables. The second cluster solution confirmed the
hypothesis that Boys would be the least Likely

purchasers of all products (H18).
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The third group comprised of the most Likely
purchasers of Medical/Health products were those who
were highly Detached (37.15) 1low on Sociability
(13.55} and with a dominant motivational pattern of
Control (15.94) and they were generally Boys (1.43).
Examination of other means of predictor wvariables
indicated, they were on the  higher side of
Aggressiveness attributing more to Ability and least
to Luck and Task difficulty.

Thus the +third solution confirmed the proposed
hypothesis that individuals, highly Detached, and 1low
on Sociszbility would tend to be the most Likely

purchasers of Medicinal/Health related products (H2).

Thus the Cluster Analysis using the likelihood
measures of product purchase confirmed many of the
hypotheses proposed in the present study, including
(H12) +that the Criterion measure of Likelihood would

be a better measure.

4.4.3. Discriminant Anslysis for 3 cluster solutions.

Further, the 3 cluster solutions of both the Frequency
of purchase and Likelihood of purchase were further
analysed using Stepwise Discriminant Functional
Analysis. The results are presented and discussed

below,
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As discussed before the 3 cluster solutions derived
for both +the Frequency of product purchase and
Likelihood of product purchase measures were then used
for Discriminant analysis, where +the 18 Predictor
variables (Personality, Perceptual Motivational and
Demographic) were entered into the analysis and the
Cluster Membership served as the Dependent variables

or ‘'groups’.

4.4.4. Stepwise Discriminant Function Analysis for
the Three Cluster solution based on the Fregquency

measures of purchase.

A hierarchical discriminant function analysis was
performed to assess the prediction of membership in
the 3 groups from the Predictor variables and the
groups comprised of Group 1. (least purchasers of all
products), Group 2 (the most frequent purchasers of
Health/Medicinal and Personal grooming products) and
finally Group 3 (the heavy purchasers of BSocially

oriented products).
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O0f +the original 480 cases, all the cases were
processed as no datum was found missing for any case.
Examination of pooled within-group correlation matrix
indicated the correlation coefficients were within
range and not large (the largest correlation
coefficient was -.46 for Luck and Effort, which was
expected). The stepwise discriminant analysis using,
Rao’s V as the selection rule having a minimum
tolerance level .201,minimum F to enter 1.00@ and
maximum F +to vremove 1.0008, was performed with the

help of SPSS -~ DISCRIMINANT.

The stepwise discriminant function analysis produced 6
steps meeting the reguirements specified for
maximizing Rao’s V. The summary of the analysis is
presented below in Table 4.4.4.1.

Table.4.4.4.1. Showing the step, action taken

(entered/removed), Change in Rao’s V and their
significance levels.

-~ -~ o o ]~ ] = " o o - " P P P - o " W ——— o " W~ "~ - - " - - -~ oy s -~

1 Sex 23.512 %1% %]
2 Power 7.848 .9188
3 Sociability 5.366 .@683
4 Hostel 4,236 L1203
5 Effort 4.025 .1336
8 Detachment 2.671 . 2639
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As seen in Table 4.4.4.1., the following variables
were included at each subsequent steps, BSex, Power,
Sociability, Tenure in Hostel, Effort and Detached.
0f +the 6 variables entersed into the analysis Sex had
produced the maximam  change in Rao’s v
(23.51,P<.0000), while Power had 7.95 (P<.@1) and
Sociability was significant at 8.86 level and +the
other three variables did not increase Rao’s V so as

to be significant.

As mentioned earlier of the 18 variables entered only
6 variables had the minimum F to enter into the
stepwise discriminant analysis and of which only Sex
and Power variables had produced significant change in
Rao’s V. Thus the discriminant function was based on
the six variables entered into the stepwise analysis.
The standardized discriminant function coefficient for
2 function are produced in Table 4.4.3.2.

Table 4.4.4.2: Showing the 8Standardized Canonical
Discriminant Functions Coefficients.

- Gy e G o s o o ——— ] — A e G ot Gt o G s A o a M T S S W W o

COEFFICIENTS
Variables Function 1 Function 2
Detachment -.1190 .6118
Sociability .3324 . @833
Effort . 3234 .2338
Power -.4849 . 2689
Hostel -.2528 .68139
Sex .7267 .38886

Canonical DPiscriminant Function evaluated at group
means

Group Function 1 FPunction 2
1 -, 60189 .15041
2 . 193864 ~. 19855
3 . 20718 . 96295
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Examinations of the coefficients of the first function
further indicated that Sex, Power and Sociability had
higher coefficients. Thus Power and Sex tended to
contribute in Not purchasing most of the products as
evidenced by the correlation between predictor

variables with the discriminant function.

Based on the 6 variables that entered into thse
stepwise analysis, the discriminant analysis produced
2 canonical discriminant functions. The results are
presented in Table 4.4.4.3.

Table 4.4.4.3.: Showing the Discriminant Functions,

Eigen wvalues, % of variance, Canonical Correlations,
Chi-squared and their significance.

Function Bigen Value %of variance Cumulative Canonical
% R
1 19628 88.356 88.35 30995
2 31492 11.65 188% 11758
After Wilks 2
Function Lambda X Df Sig
17 @.89143 45,339 12 9. 000
1 ?.98617 5.592 5 @.3588

With both the discriminant functions combined X2 (12)
= 45,339, P<.9@08. After the removal of the first
function, the X2 (5) was 5.492, P<.3588 which was not

significant.
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The +two discriminant functions accounted for 83.35%
and 11.65% variance respectively of the between group
variability in discriminating among three groups.
First discriminant function maximally separated +the
overall least frequent purchasers of all the products
and heavy purchasers of Socially oriented products.
Since only +the first discriminant function was
statistically significant the loading matrix of
correlations between the 18 predictor wvariables and
the first discriminant function is presented in Table
4.4.4.4.

Table: 4.4.4.4. Showing the Correlations between
Predictor variables and the first Discriminant

Function, Eigen Value,Canonical R, chi-S8quared value
ant its significance level.

Predictor Correlation between Univariate Sig.
Variables predictor variables F (2,397)
with Discriminant function

Compliance .05 .86356 L4267
Aggression ~.908 .1588 .8533
Detachment -, @9 1.138 L3218
Sociability -.25 1.410 . 2453
Relaxed -, 10 .8964 . 4289
Int. Control ~ . 00 1.9885 . 8302
Luck -, 36 LB729 . 92986
Task ~-.@9 .8329 .B318
Ability -.18 . 98656 .3738
Effort .28 1.972 . 14086
Achievement -, a7 .1222 . 8850
Affiliation L1t .7987 . 4515
Powsr . ~. 40 3.6289 0274
Dependence .25 L4452 .6410
Control - . @7 .5499 5775
Extension .19 1.883 1529
Hostel -, 34 3. 349 .B361
Sax 77 11.76 . QP00

Canonical R .31

Bigen Value .11

Chi Sqa (12) 45,339 . Booo

% Variance 88.35%
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The loading matrix of correlations between the 18
predictor wvariables and the first discriminant
function, as seen in Table 4.3.3.4, indicated that the
first group - the overall least freguent purchasers of
all products from the other two groups namely the
heavy purchasers of Health/Personal grooming products
and Socially oriented prodﬁcts, the primary predictors
(using a cut off loading of .3@), were Sex (.77) Power
(-.49) and Tenure in hostel (-.34).The results thus,
indicated +that the least frequent purchasers of all

the 18 products tended to be Boys (mean = 1.87).

The findings showed that thg overall least fregquent
purchaser of all the products are more Likely +to be
Males +than Females, with Power as +the dominant
motivation and having a longer Tenure in the hostels;
confirming the findings of the Cluster Amalysis, using

the Frequency of product purchase measures.

Based on the Unstandardized discriminant function
coefficients the SPSS had calculated the discriminant
score for each case which was eventually used for the
classification Process. The summary of the

clagsification is presented in Table 4.4.4.5.
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Table 4.4.4.5.: Showing the classification results of
+the actual group membership and the predicted
membership.

Total % Correctly Classified : 45.45%

Actual Group No.of Predicted Group Memberships
cases 1 2 3

Overall 1 36 No: 54 No: 15 No. 17
non buyers %62.8 %17.4 %19.8
Personal 2 129 No: 39 No: 47 No: 43
Care Products %30.2 %36.5 %33.3
Social 3 185 No: 6& No: 45 No: 88
Products %32.4 %24 .3 %43, 2

The results of the classification has indicated that
the overall percent of "grouped" cases correctly
classified as Just 456.256%. However the group-wise
classification indicated that of +the first group
comprised of the least frequent purchasers of all
products 62% of the cases were correctly classified
and 38% were wrongly classified while the second
group and third group had a correct classification
percentage less than 50%. The prediction of
membership was based on the assumption that of equal

probability.
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However, this analysis was based on the cluster
membership hence had the prior probabilities been set
according to the observations made i1.e. instead of the
.33 as the prior probability for all the 3 groups,
possibly had the prior probabilities been set as .22
for the first group (N=86), .32 and .46 for the second
group (N=129) and the third group (N=185) respsctively

the classification would have greatly improved.

4.4.5. Stepwise Discriminant Function Analysis between
the Predictor variables and the Three Groups based on

the Likelihood of purchase Cluster memberships.

The stepwise discriminant function analysis was
performed using the cluster membership of Likelihood
of purchase as Dependent variables. The Perceptual
Motivational and Demographic variables served as the
Independent variables. The first cluster comprised of
individuals who were the most Likely purchasers of all
the products except Medicinal/Health related products,
i.e. they were most Likely purchasers of both Socially
oriented and Personal Care/Grooming products. The
second cluster comprised of individuals who were the
least Likely purchasers of all the products namely all

Personal, Social and Health oriented products.
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The +third group emerged as a specific group namely
the most Likely purchasers of only Medicinal products

such as Body ache remedies, Headache remedies and Hair

oil.

Of +the 400 cases entered into the Cluster Analysis
only 394 cases were accepted of which the first
cluster comprised of 5@ cases, while the second and
third comprised of 248 and 86 cases respectively and 6
cases were excluded because of missing value.
Examination of pooled within-group correlation matrix
indicated that +the correlation coefficients were
within the range and no large coefficlients were
detected, indicating that no colleniearity among the

variables.

The stepwise discriminant function analysis using
Rao’s V as a selection rule for stepping, having a
minimum tolerance level of .921 and the maximum F to
remove and the minimum F to enter were kept as 1.000.
The analysis was performed with the help of B8PSS-
DISCRIMINANT.
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The stepwise analysis produced 12 step analysis
further analysis was not carried as the minimum F and
the +tolerance levels were not met for the remaining
variables. The summary of the wvariables entered,
change in Rao’s V and their significance levels are
presented in Table 4.4.5.1.

Table 4.4.5.1: Showing the summary of results for the

stepwise discriminant analysis, variables entered,’
Change in Rac’s V and their signiflcance levels.

Step Entered/Removed Change in V Sig.
1 Sex 12.26 .992
2 Sociability 8.37 .@15
3 Affiliation 6.72 .@34
4 Detachment 5.989 .49
5 Power 5.156 .76
8 Control 4.51 . 194
7 Hostel 3.88 .14
8 Relaxed 3.83 14
g Task 3.04 21
19 Achievement 2.68 .28
11 Dependence 2.45 .29
12 Effort 2.75 .25
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As seen in Table 4.4.5.1, of the 18 Predictor
variables only 12 variables entered into the stepwise
procedure. Of the 12 variables included, Sex had the
maximum increase in Rao’s V (12.26) significant at
002 level. While Sociability had a V = 8.37 (P
<.@15), Affiliation (V = 6.72;P<.@34) and Detachment
(V=5.98" P <.P49). While Power had a V of 5.156 which
was significant at .10 level (P <.9761) all the other
variables, Control, Tenure in the hostel, Relaxed,
Task Difficulty, Achievement, Dependence and Effort

did not produce a significant increase in Rao’s V.



Examination of the standardized coefficients of the
discriminant function revealed that, the first
function had larger coefficients~ for Sociability,
Sex, Affiliation, while the second discriminant
function had large coefficients for Relaxed and

Dependency. The results are shown in Table 4.4.5.2.

Table 4.4.5.2: Showing the Standardized Canonical
Discriminant Functions Coefficients and the Canonical
Discriminant Function evaluated at Group Means.
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Standardized Canonical Discriminant
function coefficients

Variable
Funection 1 Function 2

Detached ~-.3658 .2363
Sociability .5898 .1961
Relaxed -.@8343 -. 7737
Task .3418 ~. 3832
Effort L1950 -,3875
Achievement L2791 .1387
Affiliation -,3817 L4531
Power ~,.3482 -, 0976
Dependency -, 1575 ¢ . 4520
Control ~-. 3611 .1520
Hostel L2747 .p144
Sex .5391 L2795
Constant -81.7199

Canonical Discriminant Functions evaluated at Group
Means

Group Function 1 Function 2
1 LT877 -.2838
2 -. 9620 -.1128
3 ~-,23956 L4393
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Though the first discriminant function had large
coafficients for variables Sex and Sociability, other
predictor variables, namely, Detached, Task
difficulty, Affiliation and Control also had large
coefficients (above .30). However, the correlation
between predictor variables with the first
discriminant function produced only Sex, Bociability

and Control having larger correlations.

Based on the 12 variables that entered into the
stepwise analysis the discriminant analysis produced 2
canonical discriminant function accounting for 100%
cumulative percent of variance. The results of the
discriminant functions are presented in Table 4.4.5.3.
Table 4.4.5.3: Showing the number of discriminant

functions, Eigen values, % of wvariance, Canonical
correlation, Chi-sguared and their significance.

Canonical
Function Eigen Value %of Variance Cumulative % Correlations
1 @.12982 82,33 82.33 @.33897
2 2.82786 11.67 120,00 2.16464
After Wilks 2
function Lambda X Df Sig
7] 4.86119 b7.647 24 0. 0201
i ©.97288 12.594 11 @3.4778
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As seen in Table 4.4.5.3. the stepwise discriminant
analysis had produced 2 discriminant functions. The
first function accounted for 82% of variance, having a
canonical correlation of .34 while the second function
accounted for only 11.67% of variance with a canonical
correlation of .18%. With both the discriminant
functions combined X2 (24) = 57.64 which was highly
significant (P <.90881). After the removal of the
first function, the X2 (11) = 1#£.594 and was not
statistically significant (P<.4778). Hence  the

interpretation was done only for the first function.

The first group was maximally separated from the other
two groups. While the second function had maximally
separated the 3rd group namely +the most Likely
purchasers of only the Medicinal products from the
most DLikely purchasers of all +the other products
(group 1) and +the least Likely purchasers of all

products (group 3).

Since only the first discriminant function was
statistically significant X2 = 57.647; P <.0001, only
the first discriminant function was interpreted.
Hence, +the loading matrix of correlation between . the
18 predictor variables and the first discriminant

function is presented in Table 4.4.5.4.



Table 4.4.5.4: Showing the correlation betwean
predictor variables and the first discriminant
function, Eigen wvalue, Canonical R, Chi-Squared value
and their significance.
Correlation between Univariate Sig.
variables predictor variables F (2, 381)
with Discriminant function
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Predictors
Compliance - .4 . 6941 .b278
Aggression -. 91 . 2879 . 7582
Detachment -, 28 2.348 .@3869
Sociability .36 3.564 L0283
Relaxed -.@9 1.729 .1787
Int.control .03 .8267 .4383
Luck ~. @6 .2766 .7585
Task . .20 1.813 .3642
Ability -.14 1.652 .183@
Effort P4 L1531 . 85681
Achievement .29 . 24865 .7817
Affiliation ~-.19 1.561 L2111
Power ~.24 1.523 .2193
Dependence ~. 1@ .9521 . 3868
Control ~.34 3.138 .9448
Extension .13 2.163 .1163
Hostel .14 . 5004 . 6067
Sex .48 6.131 L0024

Canonical K .34

Eigen value .13

2
X (24) 57.647 . 292
% Variance 82.33%
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The correlation matrix in Table 4.4.5.4 indicated the
first discriminant function maximally separating the
most Likely purchasers of Social and Personal Care
/Grooming products from the least Likely purchasers of
all products and +the most Likely purchasers‘ of
Medicinal products. With a cut off correlation of
.38, the predictor variables associated with the most
Likely purchasers of Social and Personal grooming
products were Sex (.468) Sociability (.36) and Not
Control (-.34).
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The findings of the stepwise discriminant analysis
indicated that the most Likely purchases of the Social
and Personal Grooming products were Girls (mean 1.72)
more Sociability (M=14.84) and with Control (M=14.76)
as the least dominant motivation. Thus the finding
confirmed the earlier Cluster Analysis that Girls
would be +the most Likely purchasers of Socially
oriented and Personal Grooming products and they also
tended to be more Social and not with high hope of

Order oriented.

Though +the second discriminant function was not
statistically significant, +the second function had
maximally separated the most Likely purchasers of all
products and least Likely purchasers of all products
were characterized by the primary predictor wariables
that they were males, having a high Order (Control)
oriented but less Sociability and more Detached. This
findings also confirmed the proposed hypothesis that
highly Detached and Control oriented would tend to buy

more of Medicinal products.

Thus the findings of +the discriminant analysis

confirmed the results of +the Cluster Analysis

performed on the Likelihood of purchase variables,
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Further, when the cases were classified, the overall %
correctly classified dropped +to less than fifty
percent (41.88%). The result are shown in Table

4.3.5.5.

Table.4.4.5.5. Showing the summary of classification
output of actual and predicted group membership.

Actual Group No. of Predicted group Memberships

cases 1 2 3
Qverall 1 58 No. 32 No. 10 No.8
Buyers % 64% % 24 % 16
Non Buyers 2 248 No. 76 No. 8@ No.92

% 38.6 % 32.3 %

Medicinal/ 3 g6 No. 238 No. 20 No.53
Health % 24 % 29.8 % 56.2

Total % correctly Classified : 41.88

37.1

Groupwise examination’yielded that the first group-.

the overall Likely purchasers of all the products,
comprising of 5@ individuals only 64% were correctly
classified whide of the most non likely purchasers of
all the products only 32% were correctly classified
and of the Likely buyers of Medicinal products 55%

were correctly classified.

This has to be viewed with caution since the prior
probabilities for prediction of group memberships werse
based on equal probabilities ie. .33. But having used
the cluster membership and having known the actual
number in each cluster, had the prior probabilities
been set accordingly the correct classification
possibly would have improved.
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4.4.6. CONCLUSION

Two sets of Cluster Analysis were performed namely one
set relating +to the Frequency of product purchass
measures and the second set comprising of Likelihood
of ©product purchase measures. Each set of Cluster
Analysis was performed using “"Quick Cluster” of 8PSS,
using Centroid method with squared Euclidean Distance.

Each set of Cluster Analysis comprised of performing 3

cluster solution to 7 cluster soclutions, Examination
of each solutions for maximizing between -group
variance and minimizing within-group varlance

indicated +that +the 3 cluster solution for both the
Frequency measures and Likelihood measures had the
highest between-group variance and least within-group
variance, thereby having highest F values. Hence,
only the 3 cluster solutions were presented and

discussed.

Using the Frequency measures, the Cluster Analysils
indicated +that Girls having a moderate Tenure (3
yvears) in +the hostel with least Power oriented
motivation (less impacting influence over others)
tended to be the frequent purchasers of Socially
oriented products, +thus confirming the proposed

hypothesis 18.
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While +the Cluster Analysis using the Likelihood of

purchase measures indicated that:

1. Girls with least Control oriented motivation but
highly Sociability and least Detached would be the
most Likely purchasers of all Social and Personal

Grooming oriented products thus confirming two

hypotheses,H4 and H1@.

2. The results further indicated that those with high
Detachment and least Sociability and high Control
oriented and generally Boys would be the most Likely
purchasers of Medicinal/Health products thus

confirming the proposed hypotheses H2.

Thus examining +the results of both the Cluster
Analysis indicated that the Likelihood of product
purchase measures tended to be a better criterion
measure than just the Frequency of purchase measures
when the attempt is made +to gquantify  purchass

behaviour, thus confirming the hypothesis H12.

The Three Cluster solutions were entered into the
Stepwise discriminant Function Analysis for both the
Freguency and the Likelihood measures of purchase. The
three Cluster memberships served as the dependent
variables, while +the predictor set served as the

independent variables.
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The discriminant analysis further confirmed the
results indicated by the Cluster Analysis as discussed
and presented earlier in this section on Canonical

Analysis.

4.5.0. SUMMARY

In order to test the various Hypotheses proposed in
the study, three separate statistical analyses were
carried out independently. The data generated from the
respondents were analysed using Canonical Analyses,
Stepwise Discriminant Function Analyses and Cluster
Analyses. All the three analyses were performed using

the 8PSS Computer software package.

The results of the Canonical Analyses using the
Criterion measure of Frequency of Purchase, indicated
that Variable Sex tended +o determine the most
Frequent purchase of Socially oriented products, thus

confirming only one of the proposed hypothesis (H19).



Further Canonical Analyses using three subsets of
Personality, Perceptual and Motivational wvariables
showed  that individuals with  Sociability and
Compliance as +the dominant Personality  variasbles
tended to purchase more often Ready-made Garments
{Socially oriented) and Biscuits and Chocolates
{Health oriented) products, and they tended not to
purchase Frequently Medicinal products such as Body
ache or Headache remedies, thus confirming only part

of the hypothesis (H3) proposed.

The Canonical analysis between the Motivational subset
and the Criterion variables yielded that individuals
with Achievement, Affiliation, Dspendencs and
Extension as the dominant Motivational patterns tended
to purchase more Fregquently Biscuits (Health), Toilset
Soap (Persomal Care) and not Body ache remedies
(Medicinal) products. Though the findings did indicate
a certain trend they did not confirm +the proposed
hypothesis. On the other hand, the Canonical Analysis
between the Perceptual subset and the Criterion set
showed +that no significant relationships emerged
between the sets, thus indicating that the
Attributional process did not seem to contribute to

the purchase of any of the 18 products under study.
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i

The Canonical Analyses between the Predictor set and
the Criterion set comprising of Likelihood of purchase
indicated that variable Sex tended to determine the
most Frequent purchase of Socially oriented products
thereby confirming only one (H19) of the 12 proposed
hypotheses. Further Canonical Analyses between the
three subsets of Predictor variables and the Criterion
measure showed that individuals with high Sociability
Temperament tended to be fhe most Likely purchasers of

Socially oriented products.

bn the other haﬂd individuals who were highly Detached
tended to be +the most Likely buyers of Headache
Remedies, +thus the results confirmed +two of the
Hypotheses (H3 and H2) with regard to the Personality
variaﬁles. The Canonical Analysis between the subset
of Motivational Variables and +the Criterion set
indicated  that individuals  with  Achievement
Affiliation and Power as the dominant Motivational
dimensions +tended to be the most Likely buyers of
Toilet Boap, thus confirming the proposed hypothesis
(H7). However, of the six products in +the Personal
Care/Grooming group, only one product mnamely Toilet
Soap tended to be highly associated with the Predictor

set.
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Conversely, +the findings also indicated +that they
tended +to be the least Likely buyers of Body ache
Remedies and Headache Remedies (Medicinal) and certain
Socially oriented products such as Complexion Aids and
Cosmetics, Attributions tended to be not associated
with the purchase of the 18 products which were under

study.

Thus, the findings of the Canonical analyses using two
separate C{riterion measures indicated that among the
Predictor set, variable Sex tended to determine both
the most Frequent purchase and also the most
Likelihood of purchasing the Socially oriented

products.

The results also showed that the Attributional process
and the Tenure in the Hostels did not emerge as
determinants of both most Frequent purchase or +the
Likelihood of purchasing any of the 18 products that

wers selected for the present study.

As far as the Hypotheses relating to the Personality
variables were concerned, the results of both the
Criterion sets showed that variable Sociability tended
to determine the most Frequent purchase and also the
most Likelihood of buying +the Socially oriented

products.
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However, +the analysis using the Likelihood measurs
confirmed yet one more of the hypothesis (HZ2) +that
individuals with more of Detached Personality would be
the most Likely buyers of Medicinal products.
Similarly, the analysis between the Motiwvational
variables and the Fregquency of purchase did not
confirm any of the three hypotheses proposed with
regard to the Motivational Variables. However, the
analysis between the Motivational Variables and the
Likelihood of purchase confirmed +oc some extent

hypotheses (H7 and HE).

Thus the Canonical Analyses indicated that
comparatively, the Criterion measure using Likelihood
measure tended to be a better Criterion variables than
the Frequency of purchase measure, +thus confirming

the proposed hypothesis 12.

The ©Stepwise Discriminant Function Analyses for the
three Product Classifications namely +the Personal
Care/Grooming, Socially oriented and the
Health/Medicinal ©products using the Frequency of
purchase measure as the Criterion variables indicated
that none of the proposed hypotheses were confirmed as
far as the Frequency of purchasing Personal

Care/Grooming products were concerned.
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However, +the findings showed that Females +tended to
purchase more often Socially orisnted products, thus
confirmed hypothesis (Hi@). Further, the results also
showed that individuals with Affiliation as  the
dominant Motivational patterns tended to purchase most
Frequently Bocially oriented products thus confirming
hypothesis (H8) and also the results confirmed +the
hypotﬁesis (H3) that individuals with Sociability as
the dominant Temperament tended to purchase most often
Socially oriented products. Finally, the results of
Health/Medicinal products confirmed the proposed
hypothesis (H2) that individuals with Temperament of
highly Detached tended +to be the most Frequent

purchasers of Medicinal/Health products.

Similarly the Stepwise Discriminant Function Analyses
using the Criterion measure of Likelihood of Purchase
for the Three categories of products indicated that
Females tended to purchase most often Shampoo, Perfume
and Talcum Powder,thus confirming part of the proposed
hypothesis (H1@). The findings similarly confirmed the
hypothesis (H11l) that individuals with higher Tenure
in the hostels would be the least Likely purchasers of
Socially oriented products. The findings however
indicated that the Likelihocod of buying Soft Drinks

was determined by the longer Tenure in the hostel.
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Three hypotheses were proposed with regard +to the
Likelihood of buying Personal Care/Grooming products
and the results showed that Personality variables were
not at all associated with the likelihood of
purchasing Personal Care/Grooming products.
Motivational  wvariables  Dependence, Affiliation,
Control and Extension were associated with  the
Likelihood of purchasing the above products but this
finding was contrary +to what had been proposed.
Similarly, the Attribution Ability was associated with
the Likelihood of purchasing these prod;cts which was
also contrary +to what has been proposéd. Thus the
findings did not confirm any of the hypotheses with
regard to Personality, Perceptual and Motivational
variables in predicting the Likelihood of buying the

Personal Care/Grooming products,

Three hypotheses were proposed for predicting the
Likelihood of purchasing Health/Medicinal products.
The results confirmed +the hypothesis (H2) that
individuals high on Detachment and low on Sociability
would be the most Likely buyers of Health/Medicinal
products. Similarly, the findings showed that
individuals with Affiliation, Achievement, Extension
and Dependence tended to be the most Likely buyers of
Health products such &s Biscuits, Chocolates and

Health Food.
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Thus the findings did not confirm the hypothesis
regarding Motivational variables. The results also
indicated that Attributional process ability and Luck
were associated with the least Likely purchase of
Health/Medicinal products, thus indirectly confirming

the hypothesis (H8).

Thus, both +the sets of the Stepwise Discriminant
Function Analyses using the Criterion measures of
Frequency of purchase and the Likelihood of purchase
of the three product classifications showed that the
Criterion measure using the Likelihood measure tended
to confirm more hypotheses and thereby emerging as
better Criterion measure purchase behaviour, thus
confirming +the proposed hypothesis (H11l) +that the
Likelihood measure would be a better Criterion measure

than the Frequency of purchase.

Finally +the Cluster analyses wusing the Criterion
measure of Frequency of purchase confirmed  the
hypotheses (H1# and H11l) that Females tended +to
purchase more Fregquently Socially oriented and
Personal Care/Grooming products, and individuals with
less Tenure would tend to purchase more often Personal

Care/Grooming and Health/Medicinal products.
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The results of Cluster Analysis using the Criterion
measure of Freguency of purchase showed that mneither
Personality nor Attributional process tended to
determine the purchase of the products under study.
However, +the results indicated that individuals with
Control as the dominant Motivational patterns tended
to be the leasbt Fregquent purchasers of almost all

the products.

Similarly +the Cluster Analysis using the Criterion
measure of Likelihood of purchase confirmed  the
hypothesis (H18) that Females would be the most Likely
buyers of both the Personal Care/Grooming and Socially
oriented products. The findings did not confirm the
proposed hypothesis (H5) but indicated the contrary
that individuals with Control as the  dominant
Motivational pattern would be the most Likely buyers
of Medicinal products such as Headache and Body ache

Remedies.

The findings also confirmed the hypotheses (H3 and H5)
that the individuals with high Sociability Personality
orientations would be +the most Likely buyers of
Socially oriented products and that the individuals
with high Detachment oriented Temperament would be the

most Likely buyers of Medicinal Products.
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Thus +the findings of the the Stepwise Discriminant
Function Analyses using Frequency of purchase and
Likelihood of purchase indicated that of both the
Criterion measures the Likelihood measure tended to be
a better measure in predicting the purchase of the
various products under study, +thus confirming the
proposed hypothesis (H12) that Likelihood measure
would yield more significant results than  the
Frequency measure.

Thus the results of +the three separate analyses
indicated that wvariable Sex tended to be +the most
crucial variable in determining the Frequency of
purchase and also the Likelihood of purchase of both
Personal Care/Grooming and Socially oriented products.
Further Personality Variable Sociability tended to
determine the purchase and the Likelihood of Purchase
of Socially oriented products. Personality wvariable
Detachment was associated with purchase of Medicinal

products such as Headache and Body ache Remedies.
Onn the whole, Perceptual wvariables (Attributions)

seemed not to contribute in purchasing the products

that were taken in the present study.
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