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Abstract

The purpose of this study is to examine the effect of involvement on the consumer decision process. In this study,
involvement includes individual, social, and behavioral factors. The statistical population of this study includes
the customers that have purchased from BALL chain stores in the city of Isfahan in 2013. A sample of 300
customers has been selected for survey through random sampling method. Data-collecting instrument is a
questionnaire. The results of this study indicate that there are significant positive relationships between
involvement and consumer decision process. Also significant positive relationships have been observed between
personal and behavioral factors with consumer decision process, but any significant relationship has not been
observed between social factors and consumer decision process. The results of this study help the marketers to
understand the consumers’ behaviors so that implement appropriate strategies for their products and help their
company to achieve its goals and survive in the nowadays competitive world.

Keywords: involvement, consumer decision process, consumer behavior
1. Introduction

Growth and development of markets in the nowadays competitive world leads to supply different products in the
markets. The marketing managers need to develop strategies and provide marketing opportunities in order to
deliver these products to their customers. In order to this, recognizing consumer behavior especially in purchase
decision has effective role in promoting these strategies. The customers and buyers decision process for cheaper
and everyday products is simple, but they should decide seriously for buying the expensive products which
requires complex decision making process (Kotler, 1988). This process consists of five steps that includes
recognizing need and identifying problem, exploring information, evaluating alternatives, purchasing, and after
purchase behavior (Miniard et al., 1993; Puccinelli et al., 2009). The consumer facing different environmental
factors in every step that includes (1) goals, schema, and information processing, (2) memory, (3) involvement,
(4) attitudes, (5) affect, (6) atmospherics, and (7) consumer attributions and choices. (Puccinelli et al., 2009). The
involvement is one of the important factors in the consumer buying decision (Goldsmith, 2002; Maoz & Tybout,
2002; Mittal, 2004; Sengupta & Fitzsimons, 2004; Shamdasani et al., 2001). Involvement is defined as an
invisible mode of motivation, internal mobility, and interest (Rothschild, 1984) and refers to the extent that
consumers interest on the products information (Zaichkowsky, 1985). The authors investigate the involvement in
three sets including situational involvement, sustainable involvement, and responding the involvement.
Situational involvement refers that the consumers concentrate on the impersonal factors about the objects and
things that there are in a particular situation. Sustainable involvement refers to attracting the consumer’s
attention to the things and objects that are related to long term periods and also concentrate on the personal
characteristics. Finally, responding the involvement refers to the mental condition that combine the situational
and sustainable factors and then reflect as consumer decision process that is based on the cognitive and
behavioral processes (Houston, Michael, & Rothschild, 1978).

Zaichkowsky (1986) divide the involvement factors into three sets that include personal, motivational, and
situational factors. The personal factors are about the needs, interests, and values of a particular subject. The
motivational factors are related to the stimulus characteristics such as solutions differences, communications
resources, and communications extent. The situational factors are related to the product purchase situations that
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lead to involvement. For example, the consumer attends the advertisements about car more than other products
advertisements if he/she decides to buy a car. Zaykoski (1986) believes that each of the factors is related to the
different involvements such as product, product purchase, and advertisements (Zaichkowsky, 1986).

Therefore, the purpose of this study is to examine the effect of involvement on the consumer decision process.
Several studies have been done about involvement independently, but this study seeks to examine the
involvement from three dimensions including personal, social, and behavioral factors. Each of these dimensions
consists of different factors. For example, jealously is one of the social factors dimensions that has been
examined in the social factors hypotheses. All in all, 17 factors are derived from these three factors that all of
them have been examined in three secondary hypotheses.

2. Conceptual Framework and Hypotheses
2.1 Consumer Decision Process

Engel et al. (1968) developed the EKB model. This model assumes that the consumer decision process has a
continuous process that leads to problem solving (Lin, & Chen, 2006). Engel et al. (1993) report that, the center
concept of the EKB model means consumer purchase decision processing, which is also problem-solving
processing to consumer decision processing and includes five stages: demand confirmation, search for
information, evaluation of alternatives, purchasing, and purchasing result.

The purchase type is effective in involvement. Involvement in the complex purchases situations is high, because
these purchases force the consumers to acquire more information about product and then decrease their
perceived risks (Grant, Clarke, & Kyriazis, 2010). The buyers pass a process with five steps in their purchases
decision (especially in the complex situation) so that purchase the product. The buyers recognize their needs or
problems in the first step. They use different resources for acquiring information (such as personal, commercial,
public, and empirical resources). They also evaluate the information in the third step. A purchase is done in the
fourth step. Finally, the buyer or consumer may satisfy or dissatisfy with his/her purchase in the fifth step (Kotler,
1988).

2.2 Consumer Behavior and Involvement

It is not easy to understand the consumer behavior and customer recognition. The customers may express their
needs and wants in a way and do in another way. They may do not understand their main motivations or respond
the effective factors that can change their attitudes in the purchase time. Regardless of this, the marketers should
examine their customers’ wants, perceptions, purchase, and after purchase behaviors (Kotler, 1988). In the
consumer behavior frame, involvement is a step that involve in different aspects that are related to the products,
advertisements, and purchase (Zaichkowsky, 1986; Broderick & Mueller, 1999). The empirical evidences show
that the involvement level is indicator of the consumers’ behavior diagram (Josiam, Kinley, & Kim, 2005). High
involvement in a product leads to high motivation in the consumer purchase behavior (Lianga, 2012) and also
the product involvement has significant positive relationship with customer purchase decision (Lin, & Chen,
2006). There are different factors that may have role in the consumer decision making. These include personal,
social, and behavioral factors that can be examined in three hypotheses.

H1: involvement influences the consumer purchase process.

Personal factors: individuals’ decision is influenced by their personal characteristics. These characteristics
include buyer age, life cycle, occupation, income, educational level, personality, and personal perception. The
young consumers’ needs and wants are different from old ones and also involvement is more among young
consumers than elders (Ocass, 2000). On the other hand, women’s purchase is different from men’s purchase in
terms of conventional modes costs (Pentecost & Andrews, 2010). The female consumers with low income are
involved in common purchases and have not high loyalty to the household products (Gbadamosi, 2009). The
educated consumers’ preferred products and purchase are completely different from illiterate ones.

H1-1: the personal factors influence the consumer purchase decisions positively.

Social factors: the consumer behavior is influenced by different social factors such as reference groups, family,
role, and status. The social influences are effective in the product involvement and also involvement level is
influenced by social factors (Kuenzel & Musters, 2007). Family members also influence each other’s purchase
perspective. The reference groups are effective in choosing the product such as relatives, friends, social
organizations, and professional institutes. The customers that have high involvement with a particular product
seek to purchase their products from which centers that offer them more information about the product (Kim,
Kim, & Park, 2010). Also because there are different alternatives for their choices and they have less time to
evaluate their choices, they may listen to the opinion leader’s viewpoints and also consider their attitudes and
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preferences in the purchase (Tammy, Bharath, & Lockett, 2010, Tejavibulya & Eiamkanchanalai, 2011).
Everyone’s position in every group depends on his/her social status. Buyer choices which products and services
for purchasing that can reflect their social status and position. Additionally, some consumers (especially women)
may do not attend the modes and also the empirical findings indicate that female consumers have high
involvement in the dress modes than male ones (Ocass, 2000). Samz et al. indicate that involvement is a good
predictor of the lox modes (Summers, Belleau, & Xu, 2006) and also jealously may actuates the consumers
toward buying different products.
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Involvement Decision
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Process
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Figure 1. Conceptual model

H1-2: the social factors influence the consumer purchase process positively.

Behavioral factors: the individual’s choice is influenced by four psychological factors that include motivation,
perception, learning, and believes (Kotler, 1988). Each of these factors entered to the black box for different
analysis. Also an individual’s purchase behavior is the results of complex and mutual effect of social, cultural,
personal, and mental factors. From psychological perspective, product price influences purchase type and
tendency and also it has effective role in the product involvement. This means that the consumer’s involvement
is more in the higher price products than lower price ones (Laurent & Kapferer, 1985; Traylor & Joseph, 1984).
The advertisement strategies depend on the consumer’s involvement level in every product class (Laurent, &
Kapferer, 1985; Ray, 1982; Rothschild, 1979; Vaughn, 1980). The empirical findings indicate that the factors
such as attitudes and brand loyalty have effective role in creating involvement in product choice (Foxall,
Goldsmith, & Brown, 1998). A brand value and involvement in the product purchase is effective in the product
evaluation by consumer (Parkvithee & Miranda, 2012). The involvement level can be related to the media type
and the consumer’s behaviors in the purchase decision (Josiam, Kinley, & Kim, 2005; Huang, Chou, & Lin,
2010). A product involvement is sustainable and also is related to the personal factors, needs, interests, and its
values (Marshall & Bell, 2004).

Kapferer and Laurent (1985) developed the customer involvement profile (CIP) measure using five similar
dimensions:

1) Interest: the personal interest an individual has in an object.
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2) Pleasure: the hedonic or emotional appeal or pleasure an individual derives from an object.

3) Sign value: the extent to which an object reflects or expresses the individuals self.

4) Importance risk: the perceived importance of the negative consequences of making a bad purchase.
5) Risk probability: the perceived probability of making a bad purchase.

H1-3: the behavioral factors influence the consumer purchase decision positively.

3. Data and Results

3.1 Data-collecting Instrument

The statistical population of this study includes the customers that have purchased from BALL chain stores in
the city of Isfahan. In order to calculate the sample size, Kokran table of sampling has been used. A sample of 30
customers was selected for this study randomly and then a questionnaire has been used to select the data. These
questionnaires have been distributed among the customers and 277 of them were indicated by them. This
questionnaire includes three sections that were developed based on the Likert five-point scale in which 1 is
strongly disagreeing and 5 is strongly agree. The first section of this questionnaire includes several questions
about involvement. This includes personal, social, and behavioral factors that each of them consists of different
sub-factors. The second section is about consumer decision process (CDP). The SPSS20 and AMOS are the
statistical software that used for analyzing the data.

3.2 Reliability and Validity of the Questionnaire

Content validity: because the questionnaire has been developed based on the literature and previous studies
review and also because it has been reviewed and modified by academic experts, its validity is confirmed.

Table 1. Cronbach's alpha coefficient

Variables Cronbach's alpha coefficient
Personal factors 0.83
Social factors 0.72
Behavioral factors 0. 88
CDhP 091
Total 0.85

Reliability: the most common test for examining reliability of the questionnaire is Cronbach’s Alpha coefficient.
This coefficient unusually is used for the questions with multi-scale classes. In order to measure the
questionnaire reliability, Cronbach’s Alpha has been used that its coefficient is 0.81. Also this coefficient is 0.83
for personal factors, 0.72 for social factors, and 0.88 for behavioral factors (Table 1).

3.3 Measuring Instrument

Personal factors: these include age (Ocass, 2000), income (Pentecost & Andrews, 2010; Gbadamosi, 2009),
educational level, occupation, and personality. These criterions were asked through five questions in Likert
five-point scale.

Social factors: these factors were measured through four sub-factors. Reference groups or opinion leaders
(Tammy, Bharath, & Fallon, 2010; Tejavibulya & Eiamkanchanalai, 2011), social role and status, mode
(Summers, Belleau, & Xu, 2006; Ocass, 2000), and jealously are the social factors that have been examined in
our study. Each of these factors has been measured through a question.

Behavioral factors: these factors have been examined through eight criterions. Three of these factors include
product price, brand, and advertisement (Foxall et al., 1998; Laurent & Kapferer, 1985; Traylor & Joseph, 1984;
Ray, 1982; Vaughn, 1980; Josiam, Kinley, & Kim, 2005). The five remaining factors have been adopted from
Laurent and Copfer (1985) study that includes interest, pleasure, sign, risk importance, and risk probability. All
of these variables have been examined through eight questions in the Likert five-point scale.

4. Results

Descriptive findings and correlation coefficient: the descriptive findings of this study and also correlation
coefficients are resulted from SPSS20.

The descriptive findings in terms of respondents’ demographics have been indicated in the Table 2. These
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demographics include age and gender. As the findings indicate, 56.8% of the respondents were male and 43.2%
of them were female. Also the respondents with 15-25 years old are the main respondent groups that are
surveyed in our study.

Table 2. Statistical description of the demographic characteristics of respondents

Descriptive Statistics Frequency Percent
gender male 155 56.80
female 118 43.20
Valid 15-25 134 49.10
age 25-35 125 45.78
35-50 14 5.12
Total 273 100

Table 3. Pearson correlations between variables of behavioral factors® and descriptive statistics

Mean S.D. Var. SKEW 1 2 3 4 5
1. Personal factors 3.9 0.5 0.25 -0.15 1
2. Social factors 3.1 0.59 035 -0.179 0257 1
3. Behavioral factors 34 0.42 0.18 0.34 0.10 0.15" 1
4. Involvement 34 035 0.13 0.3 0.34” 0.2257 0.317 1
5.CDP 3.8 049 024 -127 0.34" 0.63" 0.65" 0.80" 1

*p <0.05; **p <0.01.

a: The counted sample number in statistics is 273. S.D.=standard deviation. Var.= variance. SKEW=skewness.

Table 4. Pearson correlations between variables of personal factors® and descriptive statistics

Mean S.D. Var. SKEW 1 2 3 4 5 6
1. Age 4.58 0.73 054 -25 1
2. Income 4.62 0.71 050 -2.28 0.12 1
3. Education Level 3.11 1.02 1.04 -0.35 -0.12 0257 1
4. occupation 3.53 1.11  1.23  -0.25 0.187 0.15 0197 1
5. Personality 3.94 090 081 -0.99 0.08 -0.03 0207 026 1
6. CDP 38 0.49 024 -127 0.167 0.16° 0.036 0.08 0287 1

*p <0.05; **p <0.01.

a: The counted sample number in statistics is 273. S.D.=standard deviation. Var.= variance. SKEW=skewness.

Table 5. Pearson correlations between variables of social factors® and descriptive statistics

Mean S.D. Var. SKEW 1 2 3 4 5
1. Reference groups 34 097 095 -0.78 1
2. Role and Social status 3.7 091 083 -0.67 0297 1
3. Fashion 34 1.0 1.17 -0.65 -0.01 0.01 1
4. Jealousy 2.1 1.12 127 0.7 -0.01 0.06 0297 1
5. Consumer Decision Process 3.8 049 024 -127 0.12° 0.09 -0.02 0.04 1

*p <0.05; **p <0.01.

a: The counted sample number in statistics is 273. S.D.=standard deviation. Var.= variance. SKEW=skewne

In order to analyze the effect of the independent factors on the dependent factors, it is necessary to calculate the
relationships between them. Correlation coefficient was used for this purpose. The results of correlation
coefficient indicate that there are significant relationships between all of the variables except the relationship
between behavioral and personal factors (p<0.01, p<0.05). Also the results indicate that there are significant
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relationships between involvement, social factors, behavioral factors, and consumer decision process (p<0.01).
These results are indicated in the table 3. Also table 4 shows the correlations between personal factors
components. Based on this table, all of the relationships were confirmed except educational level and occupation
(p<0.01). On the other hand, table 5 shows the correlations between social factors components and only the
correlation with reference groups is confirmed. Table 6 shows the correlations between behavioral factors
components this Table indicates that the correlations between components and consumer decision process is
significant only between price, risk importance, and risk probability (p<0.01, p<0.05).

Fitness criterions and examining the relationship between factors: the fit criterions have been resulted from
AMOS.

Table 6. Pearson correlations between variables of behavioral factors” and descriptive statistics

Mean S.D. Var. SKEW 1 2 3 4 5 6 7 8 9
1. Price 25 117 138 0.65 1
2. Brand 2.5 1.08 1.18 0.1 022" 1
3.Advertising 3.03 1.08 119 -0.85 008 006 1
4. Interest 4.0 0.60 035 -0.85 0.09 0.41"  -0.01 1
5. Pleasure 4.2 0.65 042 -0.88 0.04 026" -0.18" 34" 1
6. Sign value 3.8 0.82 0.67 -0.57 0.01 0.13°  0.04 031" 028" 1
7. Importance risk 4.1 1.1 1.1 -1.19 0.09 -0.01  0.12 0.288™  0.09 0.16" 1
8. Risk probability  3.01 125 156 0.02 0.1 0.13°  0.02 -0.020  0.011  -0.22" -0.24" 1
9. CDP 3.8 049 025 -0.15 0.11 0.18" 0.15 020" 013" 033"  0.07 0.07 1

*p <0.05; **p <0.01.

a: The counted sample number in statistics is 273. S.D.=standard deviation. Var.= variance. SKEW=skewness

Table 7. The overall fit index the comprehensive model of research

Goodness-of-fit indices Reference value Construct
/df 2y, /df<5 2y, 3359
0.988 GFI1>0/90 GFI
0.941 AGFI>0/90 AGFI
0.093 RMSEA<0/1 RMSEA
0.940 CFI>0/90 CFI
0.920 NFI>0/90 NFI
0.943 IFI>0/90 IFI
Personal
factors
& 20
@ Social Mental Consumer
factors Involvement Decision Process @
54
Behavioral
factors

Figure 2. Measurement model of research

The fitness criterions are the most important steps in the analysis of structural equation modeling. These
criterions are used to answer the question that whether the model is confirmed by the collected data or not. These
criterions have been indicated in the Table 7. As these results indicate, all of the fitness criterions are favorable
and show that the model is a good one.
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Also the structural equation modeling and confirmatory factor analysis have been shown for research variables.
The Beta coefficient in the modified model indicates that the involvement effect on the consumer purchase
process is 0.45. This means that 45% of the consumer purchase process variances are explainable by consumer
involvement (Figure 2).

Examining the relationship between variables: the AMOS outputs in the modified model show that sig is 0.01
and this indicates that the main hypothesis about the effect of involvement on the consumer decision process is
confirmed. These results have been indicated in the Table 8.

Table 8. AMOS output for the modified model

Path main hypothesis Standard estimate  Standard error ~ Ratio critical ~ Sig.

Mental involvement Consumer Decision Process  0.451 0.148 3.667 0.00

Also the effect of involvement components on the consumer decision process is examined in the Figure 3. The
AMOS outputs that are indicated in the table 9 show that sig is 0.002 and this indicates that the behavioral
factors influence the consumer decision making. Therefore, the firth and third hypotheses have been confirmed.
Also it is should be remembered about second hypothesis that the significant level of social factors effect on the
consumer decision process is more than 0.05 and this indicates that social factors does not influence the
consumer decision process. So the second hypothesis is not confirmed.

1 Personal
factors
. y
fSo;: ial o] Consumer .
actors Decision Process
1 Behavioral
factors

Figure 3. Mental involvement dimensions on the consumer decision process

Table 9. AMOS output for sub hypothesis

Path sub-hypotheses Sig.
Personal Consumer Decision Process factors 0.002
Social Consumer Decision Process factors 0.658
Behavioral Consumer Decision Process factors 0.00

5. Discussion and Conclusion

The present study seeks to examine the effect of involvement on the consumer decision process. In this study,
involvement includes individual, social, and behavioral factors. The statistical population includes the customers
that have purchased from BALL chain stores in the city of Isfahan in 2013. A sample of 300 customers has been
selected for survey through random sampling method. Data-collecting instrument is a questionnaire. The results
of correlation coefficient in the SPSS indicate that the age as one of the involvement factors influence the
consumer purchase process positively and because the young respondents with 15-25 years old are the main
respondent group in our study, it is resulted that involvement among young customers influence their purchase
decisions more than old ones. These results are consistence with previous studies. On the other hand, the results
indicate that the consumers’ income is effective in creating involvement and so this factor has significant positive
effect. In other words, if the consumers’ income is high their purchases will be complex that has effect on their
involvement and purchase decisions (Gbadamosi, 2009). Also the results indicate that the customers’ personality
characteristics have significant positive effect on their decision making process. Personality as set of the fixed
behaviors in the human life can be effective in the individuals’ involvement and purchase type. Other personality
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factors such as educational level and occupation had not significant effect on the purchase decisions. Finally, the
AMOS outputs indicate that the personality factors influence purchase process.

As indicated in the previous sections, social factors have been examined through several sub-factors such as
reference groups, social role and status, mode, and jealously that only the effect of reference groups was
significant. On the other hand, it is should be considered that because the consumers facing different classes of
products in the market and also have not complete awareness about some of them, they listen to the opinion
leaders’ preferences and interest (Tammy, Bharath, & Lockett, 2010; Tejavibulya & Eiamkanchanalai, 2011).
Also with respect to the effects of modes among different genders on creating involvement (Ocass, 2000),
unfortunately it is not confirmed in our study. Also the results of regression analysis indicate that jealously is not
confirmed in our study and finally the effect of social factors on the consumer decision process is not confirmed.

The results of behavioral factors indicate that some sub-factors such as brand and advertisement is effective in
creating involvement type and purchase decisions and this is consistent with the previous results (Josiam, Kinley,
& Kim, 2005; Huang, Chou, & Lin, 2010). These results indicate that if the customers’ loyalty to a brand is high
and the products advertisement is sustainable, then leads that the consumer or buyer considers brand and
advertisement in his/her decision making process more than other factors. As a result, this involvement
influences purchase process positively. Also the sing and value are the main factors that influence purchase
process more than other factors in the consumer involvement profile. These factors indicate that how much the
purchased product show the buyers’ internal characteristics and the results of regression test indicate that
behavioral factors influence the customers’ decision making process positively.

This study confirms that involvement influences the consumers’ decision making process positively and this
result is consistent with previous findings (Lin & Chen, 2006). Regardless of this, our study has some limitations.
The first limitation is that our study considers only three effective factors on involvement creation, but there are
other different effective factors on the involvement creation such as cultural factors. The second limitation of this
study is sample (chain stores customers) that may is not representative of the population. Therefore, it is
suggested that the future studies concentrate on the other effective factors on involvement creation (such as
cultural factors) and identify and consider them. Also if the future studies can be implemented at international
level, it is possible to compare their results to acquire better results.
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Appendix A
Table Al. Construct items, mean and standard deviation
Item Mean® SD
X, :;lelen I want to buy a gift for my friend, I consider his/her 458 073
X, My income has effective role in my purchase decisions. 4.62 0.71
Personal factors My educational level leads more scrupulosity in m
(0=0.83) X, Y pulosity Y o3 1.02
purchases.
X4 My occupation is effective in my purchases. 3.53 1.11
Xs I consider my personality characteristics in my purchases. 3.94 0.90
My family, friends, and opinion leader’s viewpoints have
X : X 3.4 0.97
effective role in my purchases.
. _ My social status and role among different group members
Social factors (@=0.72) X7 .0 offect on my purchases. 3.7 0.91
Xg I attend the prevalent modes in my life environment. 34 1.0
Xy  The jealously has effective role in my purchases. 2.1 1.12
X0 I spend more time for expensive products. 2.5 1.17
X1 T'have much sensitivity and loyalty on my favorite brands. 2.5 1.08
X A product has effective role in my choices, if many 303 1.08
12° advertisements have been done about it. : ’
X I consider some products important and more interesting than 40 0.60
) 13 other ones. (source: Laurent and Kapferer, 1985) ) ’
Behavioral factors I enjoy some products purchasing. (source: Laurent and
=0.88 : :
@ ) Xia Kapferer, 1985) 4.2 0.65
X The product that I purchase, show my internal characteristics 33 0.82
15 relatively. (source: Laurent and Kapferer, 1985) ' :
X It is uneasy for me to purchase a product that is defect or 41 1.1
16 unsuitable for me. (source: Laurent and Kapferer, 1985) ‘ ‘
X7 Ido not my purchases with full confidence. 3.01 1.25
Y, Tl_le internal and external needs and motivations lead that I 374 0.868
think about purchase.
Y, I use different _mformatlonal resources (such as friends) 303 0.94
before purchase it.
Consumer Decision Y; I evaluate different brands of a product. 3.74 1.01
P =0.91 i ’s Vi i i
rocess (o ) Y, ; Hcignmder other people’s viewpoints during my purchase 3 64 0.94
It may that some unpredicted situational factors influence my
Y - 3.82 0.92
purchase decision and I cancel my purchase.
Ys 1think about product satisfaction after its purchase. 3.96 1.01

* Scale was rated from 1 to 5.
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