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A B S T RAe T 

The purpose of this study was to predict 

consumer behaviors by application of Fishbein's 

behavioral prediction model. The study was carried 

out in istanbul with 388 housewives. Brand loyalty 

behavior was conceptualized as a function of the 

consumer's beliefs about brand switching behavior (B.); 
1. 

the consumer's evaluation of B.; and the consumer's 
1. 

motivation to comply with her significant other's 

opinions. 

Brand loyalty towards three product groups, 

margarine, detergent and shampoo, was studied. The 

study was composed of a qualitative part which examined 

the salient beliefs and salient referents of the 

consumers and a quantitative part which measured the 

strength of these salient beliefs, their evaluation, 

and the consumer's motivation to comply with the salient 

referents. 

The results showed that consumers who had 

negative attitudes toward brand switching were higher 

in brand loyalty than those who had positive attitudes 

and that consumers high in motivation to comply with 

social referents who encourage trying new brands of 

products were lower in brand loyalty that those low in 

motivation to comply. 



These results were in line with the predictions 

of Fishbein's model. It was shown that with this model 

consume~ behaviors could be predicted and variance in 

consumer behaviors could be accounted for. 
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INTRODUCTION 

1. PROBLEMS OF CONSUMER PSYCHOLOGY 

Consumer psychology is a branch of psychology 

which deals with the behavior, especially purchasing 

behavior, of individuals as consumers (Hansen, 1972). 

One of the main research tasks of consumer psychology 

is to find out what distinguishes the buyers from the 

nonbuyers of a product. "Why do consumers buy one 

brand rather than the other?" "What are the psychologi­

cal dimensions which characterize the user and 

differentiate him from the nonuser?" Such questions are 

among the main questions which consumer psychology tries 

to answer (Herzog, 1966). 

In order to explain variances among consumer 

behaviors, researchers have been interested in the 

possibility of obtaining personality data which could 

then be related to purchasing behavior. The Advertising 

Research Foundation (1966) made attempts to predict 

buying behavior from demographic and personality traits, 

but it was found that in predicting buying behavior; 

these factors cannot account for variance. ARF notes 

that the personality test used, the Edwards Personal 

Preference Schedule, was a limitation of results. ARF 

also points out that more appropriate measures that are 



2 

designed to tap traits which are relevant to consumer 

behavior might be more successful. 

The problem of accounting for variance among 

individuals' behaviors and developing measuring devices 

to predict·behaviors is not limited to consumer 

psychology. Social psychology has tried to find an 

answer to this problem for years. Indeed, the problem 

of consumer psychology is an extension of this basic 

problem in social psychology. 

2. CAN ATTITUDES PREDICT BEHAVIORS? 

Social psychologists have tried to predict the 

overt behaviors of individuals by measuring their 

attitudes. 

Allport (1967) viewed "attitude" as "the most 

distinctive and indispensable concept" in social 

psychology. Wrightsman (1977) indicated that the reason 

behind its centrality is the assumption that attitudes 

are related to overt behaviors. In other words, social 

psychologists give importance to the concept "attitude" 

because they view it as a concept that can be used for 

the prediction of overt behaviors. Therefore much 

attitude research has been based on the implicit 

assumption that increased knowledge of attitudes will 

lead to better understanding and prediction of behaviors. 
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However, La Piere's (1934) study, which is now 

considered as one of the classic studies of social 

psychology, failed to verify the postulated relation 

between attitude and behavior. In this study, La Piere 

was unable to find a correlation between attitudes 

toward Chinese and behaviors toward them. 

Other studies about attitude-behavior relation 

have yielded inconsistent results. Ajzen and Fishbein 

(1977) reviewed 109 empirical studies on the relation 

between attitudes and behavior. In these studies, a 

total of 142 attitude-behavior relations were reported. 

In 46 of these the relation between attitude and 

behavior was not significant, in 57 of them the relation 

was low or inconsistent and only in 39 of them was the 

relation significant. 

With these results it could be said that there is 

little evidence supporting the hypothesis that knowledge 

of an individual's attitude toward some object will 

allow one to predict the way he will behave with respect 

to the object. Psychologists have tried to find an 

explanation. that could account for these nonsignificant 

results. 

Ajzen and Fishbein (1974a, 1974b) summarized 

these attempts to provide explanations by grouping them 

into four main categories. The first type of explanation 
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criticizes the definition of attitude. Ajzen and Fish­

bein cited several researchers who argued that attitudes 

are multidimensional. Allport (1935) and Triandis 

(1971) also criticized the definition of attitude as a 

unidimensional concept which includes only the affective 

component. They argued that the reason for the inability 

to predict behaviors from attitudes is the narrow 

definition of attitude. According to these critics, the 

definition of attitude must include cognitive, affective 

and conative components. From this definition it follows 

that single attitude scores cannot adequately represent 

the three components and thus cannot predict behavior 

accurately. But, as indicated by Fishbein (1967b), this 

view was not accompanied by a technique for measuring 

these three components, and investigators continued to 

measure attitude by obtaining single scores that 

essentially measure the affective component. 

The second group of explanations has suggested 

that the object of the attitude was not the same as 

that toward which the behavior was directed and 

criticized the measurement instruments. 

The third type of explanation derives from Doob's 

behavior theory analysis of attitudes which postulates 

that the relation between attitude and behavior is 

modified by past reinforcements. Therefore two persons 
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may have the same attitude but behave diffe~ently as a 

result of their different reinforcement histories. Fish­

bein, Ajzen, Landy and Anderson (1970) submitted these 

explanations to empirical tests. In the experiment 

subjects worked with two confederates on a task. Each 

subject was differentially reinforced by the 

confederates during the experiment. Measures were 

obtained of cognition, affect, conation and perceived 

reinforcement by the confederates. But neither in 

combination nor in isolation did these variables permit 

significant prediction of task behavior, (cited in Ajzen 

and Fishbein, 1974b). 

The fourth group of explanations focuses on other 

variables such as social norms, habits, personality 

characteristics, etc. in addition to attitudes as 

factors influencing behavior. One of the advocates of 

this view, Triandis (1971), indicated that behavior is 

a function of attitudes, norms, habits and expectancies 

about reinforcement. But although these factors have 

been pointed out, they have not been systematically 

investigated (Wicker, 1971). 

Fishbein (1967b) has presented a theory that 

attempts to integrate the other determinants of behavior 

into a single conceptual framework. With this theory the 

other determinants of behavior can be systematically 
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investigated. 

3. FISHBEIN'S BEHAVIORAL PREDICTION MODEL 

Fishbein's theory is an adaptation to social 

behavior of Dulany's (1968) theory of propositional 

control which was developed within the context of 

studies of verbal conditioning and concept attainment. 

In fact, Dulany's theory leads to the prediction of 

overt behavior. Fishbein, by adapting this theory to 

social behavior, has taken into account other variables 

which interact with attitudes to determine behaviors. 

Before going onto the explanation of Fishbein's 

model, let us explain the concept of attitude as Fish­

bein has defined it. Fishbein (1967a) has defined 

"attitude" as a learned disposition to respond to an 

object or class of objects in a favorable or unfavorable 

way, and has operationalized it as the evaluative 

dimension of a concept. Other types of meaning which an 

object may have for a person were excluded from the 

definition of attitude and were d~fined separately, as 

belief. Belief has been defined as the individual's 

hypotheses concerning the nature of objects and the 

types of actions that should be taken with respect to 

them. Belief has been operationalized as a concept's 

position on the probability dimension. Fishbein and 
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Raven (1962) have differentiated beblcell Deliefs in an 

object and £e.!.:Lefs about an oDject. Iielief in refers to 

the existence of the object, belief aDout refers to the 

belief in the existence of a relationship between the 

object and some other object. Accordin'l to Fishbein 

(1967b) attitude toward any object is a function of the 

stren'lth of beliefs aDout the object and evaluative 

aspects of those beliefs: 

N 
\"" 
) G. a. 

L l l 
i=l 

However, it must be pointed out here that it is 

only the individual's salient beliefs which serve as 

determinants of attitude. Rosenberg (1956) has found 

that estinlates of attitude lJased 011 a consideration of 

an in~tvidual's salient beliefs (tll0se obtained by 

subject IS questionnuire ans\.,rer 'La an open-ended 

question) ~~ere more ~CC'lratc th~n estiluates Gased OIl R 

busis. 

Fishbein (196"1c) has claimed that conccptualiza-

tion of attitudes in tilis way will increase the under~ 

standing of attitude-behavior relation. With this 

definition investigators will be able to measure the 

attitudes toward the appropriate stimulus object. 



7 

Raven (1962) have differentiated between beliefs in an 

object and beliefs about an object. Belief in refers to 

the existence of the object, belief about refers to the 

belief in the existence of a relationship between the 

object and some other object. According to Fishbein 

(1967b) attitude toward any object is a function of the 

strength of beliefs about the object and evaluative 

aspects of those beliefs: 

N 

AO= l ___ B i a i 
i==l 

However, it must be pointed out here that it is 

only the individual's salient beliefs which serve as 

determinants of attitude. Rosenberg (1956) has found 

that estimates of attitude based on a consideration of 

an individual's salient beliefs (those obtained by 

subject's qlles-tionnaire anS'.'lcrto an open-ended 

question) were more accurate than estimates based on a 

considerac.ion of 35 LeJiefs f;c:lecled 011 an a priori 

baE;j_s. 

Fishbein (1967c) has claimed that conceptualiza-

tion of attitudes in this way will increase the under~ 

standing of attitude-behavior relation. With this 

definition investigators will be able to measure the 

attitudes toward the appropriate stimulus object. 
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Fisbein's theory (1967b), which le~ds to the 

prediction of an individual's intention to perform any 

behavior, is based on the above mentioned def~nition 

of attitude. Behavioral intention, according to Fish­

bein's theory, is taken as the immediate antecedent of 

overt behavior. One of the important properties of this 

theory is to measure the subject's intention to perform 

the specific behavior which the investigator is 

interested in predicting. Fishbein, depending on Dulany' 

s theory, claimed that if the specific behavioral 

intention could be predicted, then the overt behavior 

could also be predicted with great accuracy. The more 

generalized the intention becomes, the lower will be 

its correlation with a specific behavior. Indeed, the 

39 significant attitude-behavior relations mentioned 

by Ajzen and Fishbein (1977) in their review of empirical 

research were the ones 'irihich measured specific at·titudes 

toward appropriate objects. 

Fishbein's model for the prediction of behavior 

can be summarized as follows: 
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An individual's intention to perform a 
specific act, with respect to a stimulus 
object, in a given situation, is a 
function of the following: 

lao His beliefs about the consequences 
of performing a particular behavior 
in a given situation: that is, the 
probability or improbability that 
the performance of behavior X will 
lead to some consequence y. (B.). 

l l 

lb. The evaluative aspect of B., that is, 
the SiS evaluation of y. (~.). 

l l 

2a. A normative belief, that is the 
subject's belief about what he should 
do in this situation (NB). 

2b. His motivation to comply with the 
norm, that is his desire or lack of 
desire to do what he thinks he should 
do (M ). (Fishbein, 1967b, p.488). c 

Algebraically, this model can be shown as follows: 

By this formulation, the norms governing a 

certain behavior in a situation and an individual's 

motivation to comply with them are taken into account, 

in addition to the individual's attitudes toward 

performing that behavior. Normative beliefs may include 

the individual's belief about what he personally feels 

he should do or the individual's belief about what his 
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significant others say he should do. 

Let us try to rephrase and explain Fishbein's 

theory again, briefly. According to Fishbein, behavior 

towards objects and others is a function of the inter­

action of two determinants: one personal in nature and 

the other reflecting social influence. 

On the personal side, a person who believes 

that performing a given behavior will lead to mostly 

positive outcomes will hold a favorable attitude toward 

the behavior, while a person who believes that performing 

the behavior will lead to mostly negative outcomes will 

hold an unfavorable attitude. Therefore, it would be 

important to understand the saliency of the beliefs hold 

about the consequences of a certain behavior, the 

strength of each salient belief (e.g. probability-im­

probability of the consequence) and the emotional 

evaluation of the consequences prescribed by the beliefs 

(e. g. desirabili ty-undesirabili·ty of the consequence). 

On the social influence side, the person's 

behavior is alsID a function of beliefs, but beliefs of 

a different kind, namE?ly the person I s beliefs that 

specific significant individuals or reference groups 

think he should or should not perform a given behavior. 

These beliefs underlying a person's subjective norms 

are termed as normative beliefs. In trying to understand 
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the behavior of the person it would be also important 

to understand the degree to which he is motivated to 

comply with the judgements of these referents. 

As can be noted, at times, the weight of 

personal beliefs may be dominating, and thus the 

behavior will be performed accordingly, disregarding 

social influence, while at times, social influence may 

exert more weight, the person disregarding personal 

beliefs. 

Fishbein has tried to provide an explanation of 

the inconsistent results of attitude-behavior studies 

without expanding the definition of attitude. The 

studies conducted by Ajzen and Fishbein (1972, 1974b) 

according to Fishbein's theoretical model, have support­

ed this model. Fishbein's formulation has contributed 

to the understanding of att.itude-behavior relation, and 

enabled investigators to predict the behaviors of 

individuals. 

4. APPLICATION OF FISHBEIN'S HODEL TO CONSUMER 

PSYCHOLOGY 

Fishbein's model can be applied to consumer 

psychology in order to predict consumer behaviors. As 

indicated earlier, attempts to predict consumer behavior 

and to account for variances in consumer behavior have 



12 

failed. The application of Fishbein's model to consumer 

behavior may produce better results. In this framework, 

Bi would be the consumer's beliefs about performing a 

certain behavior (buying or using Brand X or brand 

switching, etc.); a. would be the consumer's evaluation 
1 

of Bi ; NB would be what the consumer's significant 

others think he/she should do and Mc would be his/her 

motivation to comply with his/her significant others' 

thoughts (Hughes, 1971). 

This study will try to predict consumer behaviors 

with Fishbein's model. There are a range of consumer 

behaviors. In this study "brand loyalty" behavior of 

consumers will be predicted by studying consumers' 

attitudes toward brand switching. However, as indicated 

by Fishbein, the probability of p~edicting specific 

behaviors from general attitudes is very low. Therefore 

atti tudes toward brand svdtching in three classes of 

products will be examined. '1'he products that will be 

used in this study are deteJ:-gent, margarine and shampoo. 

Al though these arc~ frequently consumed products, studies. 

have shown that consumers develop beliefs about these 

small ticket purchases and may perceive risk while 

switching brand of these products (Cox, 1967; Cunningham, 

1967a, 1967b). These products are selected for the study 

because determination of brand loyalty in these 
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frequently purchased items will be easier. 

Brand loyalty has interested marketers for years 

because it is an important purchasing behavior which 

differentiates consumers, and it is a phenomenon which 

is important for marketers. Almost every consumer goods 

marketing plan has among its high priority goals the 

objective of encouraging current consumers to buy the 

brand repeatedly (Cunningham, 1967a). For these reasons 

brand loyalty has become an important research area for 

consumer psychology. In fact, research about brand 

loyalty is an extension of the main research task--

identifying differences between the buyers and nonbuyers 

of a product--of consumer psychology. 

In trying to find out the reasons behind brand 

loyalty and the behavioral correlates of brand loyalty, 

the concept has been defined differently by different 

researchers. 'l'herefore resul t.s of these studies are not 

always comparable. First let us review the different 

definitions of the concept t.llen summarize the studies 

abou t the phenomenon. 

Engel, Kollat and Blackwell (1973) grouped 

different definitions of brand loyalty into four 
,. 

categories: 1) brand-choice sequences; 2) proportion of 

purchases; 3) brand preference over time; 4) other 

measures of loyalty. 
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1) Brand Choice Sequences: Sequence of the brands 

purchased leads to different brand loyalty categories. 

Purchasing of the same brand continuously is called un­

divided loyalty (AAAAAA); purchasing of two different 

brands successively is called divided loyalty (ABABABA); 

purchasing of two different brands in a different 

sequence is called unstable loyalty (AAABBB); and 

purchasing of different brands is called no loyalty 

(ABCDEF). Tucker (1964) used this type of definition by 

defining brand loyalty as three successive choices of 

the same brand. 

2) Proportion of Purchases: Brand loyalty is 

defined as the proportion of total purchases within a 

given product category devoted to the most frequently 

purchased brand. Defining brand loyalty this way has 

led to the concept of multibrand loyalty, in addition 

to providing a more quantifiable measure of brand 

loyalty. For example, dual-brand loyalty according to 

this definition would be the percent of total purchases 

devoted to the two most favorite brands. 

3) Brand Preference Over 'l'ime: In contrast to the 

above mentioned approaches which employ actual purchase 

data in defining brand loyalty, this type of definition 

uses preference statements oveI-' time. Guest (1966) has 

defined brand loyalty in this way. 
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4) Other Measurements of Loyalty: Engel, et ale 

(1968) have noted that some researchers have employed 

a combination of two or more of the above criteria in 

defining brand loyalty, or have defined it differently. 

For example, Cunningham's (1967a) definition evaluates 

probable behavior as an indicator of brand loyalty when 

confronted with the absence of one's favorite brand. 

Engel, et ale (1968) have indicated that the 

definitions mentioned above cause some problems. 

Researchers using different definitions would treat 

similar cases differently, and therefore it would be 

difficult to compare and synthesize findings. Also it 

is important to differentiate between "intentional" and 

"spurious" loyalty. Repeat purchase behavior is a 

necessary, but not a sufficient, condition for true or 

intentional brand loyalty. In order to be truly brand 

loyal, the consumer must hold a favorable attitude 

toward the brand in addition to purchasing it repeatedly. 

Let_us try to summarize the studies about brand 

loyalty. Numerous studies have been conducted in order 

to find out the reasons behind brand loyalty and the 

behavioral correlates of brand loyalty. 

While satisfaction with an existing brand seems 

a sufficient reason for brand loyalty, Brown (1952) and 

Cunningham (1956) found that some consumers seemed more 
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brand loyal than others, and that some product 

categories generated more brand loyalty, (cited in 

Cunningham, 1967b). These results suggest that other 

factors are also involved. 

Bauer (1967) has mentioned the concept of "brand 

lethargy" as perhaps an important determinant of brand 

loyalty. Brand lethargy suggests that there is a certain 

amount of effort required in changing brand and that it 

may simply not be worthwhile for the consumer to do so. 

Cunningham's study (1967b) which attempted to 

study the relationship between perceived risk and brand 

loyalty, is one of the few studies which found 

significant relations. The way Cunningham has 

conceptualized the perceived risk resembles the first 

part of Fishbein's equation, B.a .. 
1 1 

Carman (1970) hypothesized that empirical analyses 

were showing no significant relationships between brand 

loyalty and the characteristics of the shopper- not 

because none existed, but because these analyses were 

made on an inadequate data base, using overly simple 

models. He used an entropy measure of loyalty based on 

purchase data alone and the Morgan-Sonquist automatic 

interaction detector scheme (AID) to analyze the results. 

He did find some correlates of brand loyalty and 

concluded: 
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1. The single most important predictor of brand 

loyalty is store loyalty and personal characteristics 

of consumer will explain differences in store loyalty. 

2. Loyalty is positively correlated with the 

extent to which the housewife socializes with her 

neighbors. 

3. The characteristics of consumers which are 

associated with brand loyalty differ between products. 

The present study will attempt to study 

consumers' attitudes toward brand switching behavior in 

order to explain their brand loyalty behavior in the 

framework of Fishbein's theory. 

The hypotheses of the study are: 

~ Those who have negative attitudes toward 

brand switching will be high in brand loyalty behavior 

and those who have positive attitudes toward brand 

switching will be low in brand loyalty behavior. r'- 2. Those who are motivated to comply with the 

social referents who think she should switch and try 

new brands of products will be low in brand loyalty, 

and those who are not motivated to comply with them 

will be high in brand loyalty. 
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METHOD 

GENERAL PROCEDURE OF THE STUDY 

This study consisted of two sections. The first 

section was composed of group discussions and is 

referred to as the qualitative part. The second section, 

the quantitative part, was a survey. 

In the qualitative part of the study, group 

discussions were used as the means of obtaining 

information about salient beliefs hold by housewives 

toward switching brand of margarine, detergent, and 

shampoo. The salient referents who affect the buying 

decisions of housewives were also examined in these 

group discussions. 

The content of these discussions was analyzed 

and the information gathered about housewives' salient 

beliefs and salient referents was used to construct a 

questionnaire. This questionnaire was applied to a wi~e 

range of housewives in order to get more reliable 

results. The results obtained from the interviews was 

subjected to statistical analysis in order to test the 

hypotheses of the study. 

RESPONDENTS 

Qualitative Part. Three group discussions each consist-



19 

ing of 7 housewives were carried out. The members of 

each discussion group were selected from different 

regions of 1stanbul in order to vary the demographic 

characteristics of group members. Women who were married 

and who were over 18 years were selected for group 

discussions. Housewives with these characteristics were 

referred by housewives who were known by the researcher. 

Quantitative Part. 388 housewives who were over 18 were 

interviewed in 1stanbul. The cluster sampling method 

was employed in the selection of respondents because it 

was impossible to construct a sampling frame in which 

the sampling units were the sampling elements themselves. 

1stanbul has been divided into 42 areas by the 

Municipality Administration. 13 of these areas were 

selected randomly. From each of these areas three 

neighborhoods were selected. In each neighborhood 10 

households were selected and interviews were conducted 

with the housewives over the age 18 in these households. 

PROCEDURE 

Qualitative Part. The group discussions were started 

with a broad question such as, "We want to get an idea 

about how housewives go about purchasing everyday items, 

such as let us say margarine. We have very little 

information about the decision process, so your thoughts 
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are very valuable for us." The group members were en­

couraged to communicate with each other. The discussions 

were directed towards the beliefs of housewives about 

switching brands of margarine, detergent, and shampoo. 

The leader tried to find out whether or not they switch 

brands and what are the advantages or disadvantages of 

switching brands according to them. The people who 

affect their purchasing decisions, salient referents, 

were discussed also. Each discussion took about half an 

hour or so. The leader tried to summarize and terminate 

the discussions after she had enough information about 

the above mentioned topics. 

Quantitative Part. The questionnaire, which was develop­

ed in light of the information gathered in the first 

part, was applied to 388 housewives in a face to face 

situation. The questions were asked to respondents by 

an interviewer in the respondent's home. Before the 

beginning of the interviews, interviewers were given 

general training in conducting interviews, and specific 

training with regard to the content of the interview. 

ASSESSMENTS 

Qualitative Part. The group discussions were tape 

recorded subjected to content analysis by a group of 

judges. Each of the judges evaluated the content of the 
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discussions separately. Each judge was asked to rate 

the beliefs in terms of their saliency and the consensus 

among the judges was taken as the basis for selecting 

the salient beliefs. The same procedure was followed 

for the selection of salient referents. 

Quantitative Part. A questionnaire was constructed by 

the researcher by using the "salient beliefs" and the 

"salient referents" obtained in the qualitative part 

as the basis. 

The questionnaire included bipolar scales for 

measuring the strength of each salient belief, emotional 

evaluation of the consequences prescribed by the beliefs, 

the strength of normative beliefs and the motivation to 

comply with them. Fishbein and Raven (1967) have shown 

that Osgood's semantic differential could be used in 

measuring the above mentioned dimensions. Ajzen and 

Fishbein (1974b) have also used seven-point scales in 

order to measure subjects' attitudes towards an act, 

normative beliefs and motivation to comply. 

The questionnaire constructed for this stuy 

included the. following measures (See Appendix A for the 

complete form of the questionnaire) : 

1. A t: Subject's attitudes towards switching brands 
ac 

of margarine, detergent and shampoo were measured. 

According to Fishbein's theory (1967b), attitude toward 
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performing a behavior is a function of the strength of 

beliefs about the consequences of that behavior and 

evaluative aspects of those consequences prescribed by 

the beliefs. Therefore the measure of attitude towards 

the behavior included two different measures; one for 

the strength of salient beliefs, the other for the 

evaluative aspects of these beliefs. 

Salient beliefs about switching brands of 

margarine, detergent, and shampoo were rated on seven-

point bipolar scales with end points defined by the 

words probable and improbable, (A section of the first 

nineteen items correspond to Aact) . 

For the measurement of evaluative aspects of the 

consequences, the subjects were asked, "In general, in 

deciding whether or not to change your brand of margarine, 

detergent, or shampoo, how important to you is each 

consequence?" and they were requested to rate each 

consequence on a seven-point scale with end point~ 

defined by the words important-not important, (B section 

of the first 19 items). Each salient belief (B.) was 
1 

mul tiplied by the corresponding evaluation (a i ). 'These 

products of B.a. were summed for the different product 
1 1 

groups , (~ B. a. ) . 
'-- 1 1 

2. NB and Mc: The subject's perception of the expecta-

tions of other people concerning her brand buying 



23 

behaviors and the subject's motivation to comply with 

these perceived expectations were measured. 

Measures of normative beliefs were taken on 

seven-point scales with end points defined by the words 

probable-improbable, (Items 20,22,24,26,28,30,32,34). 

The subject indicated the probability that each of her 

referents expected her to change her brand of margarine, 

detergent and shampoo. Motivation to comply was 

measured by asking the subject to indicate the 

probability that she would comply with the expectation 

of each referent. A measure of motivation to comply was 

obtained with respect to each referent, (Items 21,23, 

25,27,29,31,33,35). Subjects rated three salient 

referents for margarine and detergent, and two referents 

for shampoo. 

Each normative belief (NB) was multiplied by the 

corresponding motivation to comply (Mc). The products 

of NB(Mc) were summed across all the referents. 

3. Brand Loyalty: A measure of brand loyalty was 

constructed by using preference statements; actual 

purchase data was not used. For each product five 

questions were asked. The subjects were asked to rate 

their probable behaviors when faced with the described 

situation ona seven-point scale with end points defined 

by probable-improbable. The questions constructed for 
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the measurement of brand loyalty aimed to differentiate 

between "spurious" and "intentional" brand loyal 

consumers, (Items 36 to 50). 

The sum across the five probability scales 

resulted in a measure of brand loyalty. 
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RESULTS 

A stepwise multiple regression analysis was 

conducted to test the hypotheses and to determine the 

predictive relationship between two independent 

variables-attitude towards the behavior (switching 

brand) and motivation to comply with the social 

referents-and the dependent variable, brand loyalty. 

The same analysis was repeated for the three different 

product groups, margarine, detergent and shampoo. These 

results are presented in Table 1 for margarine, Table 2 

for detergent and Table 3 for shampoo. 

Hypothesis One stated that those housewives who 

have negative attitudes toward brand switching will be 

higher in brand loyalty than those who have positive 

attitudes toward brand switching. The results of the 

regression analysis for attitudes toward brand switching 

indicate that the difference in brand loyalty between 

those who have positive attitudes and those who have 

negative attitudes is significant (F=65.09, p <.001 for 

margarine; F=95.51, p<.OOl for detergent; F=96.32, 

p <.001 for shampoo) . These results support the first 

hypothesis for all the product groups. 

Hypothesis Two stated that subjects high in 

motivation to comply with social referents who encourage 
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trying new brands of products will be lower in brand 

loyalty than those low in motivation to comply. The F 

values shown on Tables 1, 2 and 3 for different product 

groups indicate that consumers who are high in 

motivation to comply and consumers who are low in 

motivation to comply have significantly different brand 

loyalty scores (F=34.93, p<.OOl; F=56.65, p<.OOl; 

F=54.41, p <.001). 

Summarizing the regression analysis, the F values 

on Tables 4, 5 and 6 show the levels of significance 

attained as each new predictive variable is added to the 

regression equation. 

The results of the analysis for all the product 

groups indicate that the independent variable of 

attitudes toward the behavior is a better predictor of 

brand loyalty. 

The addition of the independent variable 

motivation to comply to the equation does not add much 

predicti~e power to that of attitudes toward the 

behavior in the case of rnarqarine. That is, knowing the 

compliance motivation of the respondents does not help 

us in improving our prediction of the brand loyalty 

behavior to a great degree (F=4.23, p<.05). 

However, the addition of the independent variable 

motivation to comply to the equation increases the 
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predictive power of the equation significantly in the 

case of detergent (F=14.45, p <.001) and shampoo 

(F=10.20, p (.001). 
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TABLE 1- The Results of Multiple Regression Analysis 

for the Relation Between Attitude Towards 

Behavior, Motivation to Comply with the 

Social Referents and Brand Loyalty for 

Margarine. 

-Variables D.F. Sum of Squares x square F 

Attitude 

towards 1 2098.25 2098.25 ~ 

switching 386 12441.41 32.24 65.09 

brand 

Motivation 

to comply 2 2233.59 1116.79 •• 34.93 
with social 385 12306.07 3l.96 

referents 

~p <.001 
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TABLE 2- The Results of Multiple Regression Analysis 

for the Relation Between Attitude Towards 

Behavior, Motivation to Comply with the 

Social Referents and Brand Loyalty for 

Detergent 

-Variables D.F. Sum of Squares x square F 

Attitude 

towards 1 3315.50 3315.50 III 

switching 

brand 

Motivation 

to comply 

with social 

referents 

*p (.001 

up (.001 

386 

2 

385 

13398.49 34.71 95.51 

3800.32 1900.16 **' 
12913.67 33.54 

56.65 
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TABLE 3- The Results of Multiple Regression Analysis 

for the Relation Between Attitude Towards 

Behavior, Motivation to Comply with the 

Social Referents and Brand Loyalty for 

Shampoo 

-
Variables D.F. Sum of Squares x Square F 

Attitude 

towards 1 2665.36 2665.36 • 
switching 386 10680.57 27.66 96.32 

brand 

Motivation 

to 2 2941.01 1470.50 It. comply 

10404.91 2,.02 
54.41 

with social 

referents 

'ltp (.001 

It*p <.001 

385 
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TABLE 4- Summary Table for the Multiple Regression 

Analysis on the Relationship Between Attitudes 

Toward Behavior Motivation to Comply with the 

Social Referents and Brand Loyalty- MARGARINE 

Variables Multiple 

Attit.ude 

towards .37 

behavior 

Motivation 

to comply 

with the .39 

social 

referents 

*p <.00 l; d. f . = I, 386 

**p (.OS ; d.f.=2,38S 

R R2 B Beta F 

.14 -.43 -.37 61. 64.t' 

.1S .10 .09 4.23** 
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TABLE 5- Summary Table for the Multiple Regression 

Analysis on the Relationship Between Attitudes 

Toward Behavior, Motivation to Comply with the 

Social Referents and Brand Loyalty- DETERGENT 

Variables Multiple 

Attitude 

towards .44 

behavior 

Motivation 

to comply 

with the .47 

social 

referents 

*p <.001; d.f.=1,386 

**:p < .001; d.f.=2,385 

R R2 B Beta F 

.19 -.47 -.40 79.73* 

.22 .03 .17 14.45** 
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TABLE 6- Summary Table for the Multiple Regression 

Analysis on the Relationship Between Attitudes 

Toward Behavior, Motivation to Comply with 

Social Referents and Brand Loyalty- SHAMPOO 

Variables Multiple 

Attitude 

towards .44 

behavior 

Motivation 

to comply 

with the .46 

social 

referents 

~p (.001; d.f.=1,386 

*~p (.001; d.f.=2,385 

R R2 B Beta F 

.19 -.48 -.42 86. 79 "1t: 

.22 .03 .14 10. 20~* 
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Together the two independent variables account 

for approximately 15 percent of the (R2 =.15) variance 

in brand loyalty, mostly through the predictive 

contributions of the attitude toward the behavior for 

margarine. 

2 In the case of detergent (R =.22) and shampoo 

2 
(R =.22), approximately 22 percent of the variance of 

brand loyalty is accounted for by attitudes toward 

behavior and motivation to comply in combination. 
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DISCUSSION AND CONCLUSION 

The purpose of this research was to apply Fish­

bein's model of behavior prediction to consumer 

psychology in order to predict consumer behaviors. The 

relationship between the two components of the model­

attitudes toward behavior and motivation to comply with 

the social referents-and the behavior of consumers was 

examined. It was expected that this model would work for 

consumer behaviors and that, with the help of the two 

components of the model, consumer behaviors could be 

predicted. 

The results seem to be in line with our expecta­

tions; the first hypothesis, that housewives who have 

negative attitudes toward brand switching are higher in 

brand loyalty than those who have positive attitudes was 

supported. The second hypothesis was also supported, 

showing that housewives who are high in motivation to 

comply with social referents who encourage trying new 

brands are lower in brand loyalty than those who are low 

in motivation to comply. Thus, the present study provided 

support for Fishbein's model and showed that this model 

could be applied to a range of behaviors. 

Fishbein has developed this model in order to 

predict behavior accurately by integrating attitude and 
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other determinants of behavior. Fishbein has defined 

attitude as a unidimensional concept. He has pointed out 

that although attitude has been defined as a multi­

dimensional concept only the affective component is 

measured and treated by researchers as the essence of 

attitude. Therefore he tried to bring the definition of 

attitude into closer harmony with the techniques by 

which attitudes are measured by including only the 

affective component in the definition of attitude. He 

defined the other two components, cognitive and conative 

components, as beliefs. 

In short, he has defined attitude towards an 

object as a function of the strength of beliefs about 

the object and evaluative aspects of those beliefs. 

In this theory of behavioral prediction Fishbein 

has included another component besides attitudes towards 

the object. This component, called the normative 

component, consists of the norms governing a behavior in 

a certain situation and the person's motivation to comply 

with these norms. with this model of behavioral predic­

tion it has.been possible to predict behaviors of 

subjects more accurately (Ajzen and Fishbein, 1972, 1974b). 

The present study provided additional support for 

this model in the area of consumer psychology and showed 

that the model is applicable to different types of 
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behavior. The main aim of the study was reached. It was 

shown that with this model consumer behaviors could be 

predicted and variance in consumer behaviors could be 

accounted for. 

In the framework of consumer psychology, the 

first component of Fishbein's model B,a, was taken 
J. J. 

the consumer's beliefs about performing a certain 

as 

behavior and the consumer's evaluation of these beliefs. 

The second component, NB'Mc, was conceptualized as what 

the consumer thinks his/her significant others think he/ 

she should do and his/her motivation to comply with 

his/her significant others' thoughts. 

The study also found important results about brand 

loyalty behavior of consumers. 

First of all, it was found that there is a 

significant relationship between one's attitude towards 

brand switching and brand loyalty. Attitudes toward brand 

switching in margarine, detergent and shampoo were 

examined separately because the probability of predicting 

specific behaviors from general attitudes (such as 

attitude towards brand switching in general) is rather 

low. Therefore attitudes found in this study could not 

be generalized to other products. In order to study 

brand loyalty towards other products, attitudes towards 

brand switching for those products should be looked at. 
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In order to determine consumers' attitudes 

towards brand switching, beliefs about the consequences 

of brand switching and their evaluation of these beliefs 

were examined. Housewives who believed that brand 

switching would lead to mostly negative outcomes held 

an unfavorable attitude towards brand switching, hence 

held a favorable attitude toward brand loyalty. 

In case of margarine, those housewives who 

believed that changing the brand of their margarine 

would change the taste and smell of the food that they 

cook with margarine in an unfavorable way were higher 

in brand loyalty than those who believed that a new 

brand of margarine would not change the taste and smell 

of their food. Those who were higher in brand loyalty 

also believed that their family might not like a new 

margarine, that a different brand might not melt so 

easily as their favorite brand, that the color of a new 

brand might be different, that a new brand might be 

difficult to digest, and that changing their brand will 

not help them to save money. 

In the case of detergent, those higher in brand 

loyalty believed that they might not be able to find 

the cleanliness they are used to if they changed their 

brand of detergent. Brand loyal detergent users also 

believed that the smell and the softness of their clothes 
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might change in an unfavorable way if they should try a 

new brand. They also believed that their family might 

not like a new detergent, and that a different brand 

might harm their skin and cause damage to their clothes. 

They do not believe that changing their brand will help 

them to save money. 

Brand loyal shampoo users believe that changing 

their favorite brand might cause their hair to become 

dirty more quickly, might cause dandruff, and that they 

might not find the brilliance and softness they are 

used to. 

For the normative component of the model, the 

social referents who affect the buying behaviors of 

housewives were examined. In the qualitative part of the 

study, it was found that relatives, neighbors, friends 

and grocers were the salient social referents who are 

most likely to affect housewives' margarine and detergent 

buying behavior. The same referents except grocer were 

true for shampoo, also. 

Those housewives who believed that her social 

referents thought she should try new brands and who 

were high in motivation to comply with these social 

referents were lower in brand loyalty than those who 

were low in motivation to comply. 

The independent variable motivation to comply 
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with the social referents increased the predictive power 

of the equation more in the case of detergent and shampoo 

than margarine. This finding is in line with Fishbein's 

theory which indicates that weights of the components 

change according to the specific behaviors studied. But 

in all product groups, attitude towards the act carried 

most of the weight in the prediction of brand loyalty. 

The implication of this result for marketers is that if 

the aim is to change brand loyalty of consumers, their 

attitudes toward this behavior (for these product groups) 

should be taken as a target. Changes induced in attitudes 

toward behavior would be predicted to have significant 

effects on brand loyalty behavior. 

Future research could account for other types of 

consumer behavior by using Fishbein's model. Consumers' 

attitudes towards specific brands and the probability 

that they would try those brands could be studied with 

this model also. 



41 

REFERENCES 

Advertising Research Foundation. Are There Consumer 

Types? In Steuart Henderson Britt (Ed.), Consumer 

Behavior and the Behavioral Sciences. New York: 

John Wiley and Sons, 1966, pp. 182-183. 

Ajzen, I., and Fishbein, M. Attitudes and Normative 

Beliefs as Factors Influencing Behavioral Intentions. 

Journal of Personality ;md Social Psychology, 1972, 

21, 1-9. 

Ajzen, I., and Fishbein, M. Attitudes Towards Objects 

as Predictors of Single and Multiple Behavioral 

Criteria. Psychological Review, 1974, 81, 59-74. (a) 

Ajzen, I., and Fishbein, M. Factors Influencing 

Intentions and the Intention-Behavior Relation. Human 

Relations, 1974, 27, 1-5. (b) 

Ajzen, I., and Fishbein, M. Attitude-Behavior Relations: 

A Theoretical Analysis and Review of Empirical Research. 

Psychological Bulletin, 1977, ~, 888-918. 

Allport, G. W. Attitudes. In M. Fishbein (Ed.), Readings 

in Attitude Theory and Measurement. New York: John 

Wiley and Sons, 1967, pp. 3-13. 

Bauer, R. A. Consumer Behavior as Risk Taking. In D.P. 

Cox (Ed.), Risk Taking and Information Handling in 

Consumer Behavior. Boston: Harvard University, 1967, 

pp. 23-33. 



42 

Carman, J. M. Correlates of Brand Loyalty: Some Positive 

Results. Journal of Marketing Research, 1970, VII, 
67-76. 

Cox, D.F. Risk Handling in Consumer Behavior- an 

Intensive Study of Two Cases. In D.P. Cox (Ed.), Risk 

Taking and Information Handling in Consumer Behavior. 

Boston: Harvard University, 1967, pp. 34-81. 

Cunningham, S. M. Perceived Risk and Brand Loyalty. In 

D.P. Cox (Ed.), Risk Taking and Information Handling 

in Consumer Behavior. Boston: Harvard University, 1967, 

pp . 507 - 523 . ( a) 

Cunningham, S. M. The Major Dimensions of Perceived 

Risk. In D.P. Cox (Ed.), Risk Taking and Information 

Handling in Consumer Behavior. Boston: Harvard 

University, 1967, pp. 82-108. (b) 

Dulany, D. E. Awareness, Rules and Propositional Control: 

A Confrontation with S-R Behavior Theory. In T.R. Dixon 

and D.L. Horton (Eds.), Verbal Behavior and General 

Behavior Theory. Englewood Cliffs: Prentice-Hall, Inc., 

1968, pp. 340-387. 

Engel, J. K., Kollat, D.T., and Blackwell, R.D. Consumer 

Behavior. New York: Holt, Rinehart and Winston, Inc.; 

1968. 

Fishbein, M. A Consideration of Beliefs, and Their Role 

in Attitude Measurement. In M. Fishbein (Ed.), Read­

ings in Attitude Theory and Measurement. New York: 

John Wiley and Sons, 1967, pp. 257-266. (a) 



43 

Fishbein, M. Attitude and Prediction of Behavior. In M. 

Fishbein (Ed.), Readings in Attitude Theory and 

Measurement. New York: John Wiley and Sons, 1967, 

pp. 477-492. (b) 

Fishbein, M. A Behavior Theory Approach to the Relations 

Between Beliefs about an Object and the Attitudes 

toward the Object. In M. Fishbein (Ed.), Readings in 

Attitude Theory and Measurement. New York: John Wiley 

and Sons, 1967, pp. 389-400. (c) 

Fishbein, M., and Raven, B.H. The AB Scales: An Opera+-­

tional Definition of Belief and Attitude. In M. Fish­

bein (Ed.), Readings in Attitude Theory and Measurement. 

New York: John Wiley and Sons, 1967, pp. 183-189. 

Guest, L. Brand Loyalty. In S. H. Britt (Ed.), Consumer 

Behavior and the Behavioral Sciences. New York: John 

Wiley and Sons, 1966, pp. 379-380. 

Hansen, F. Consumer Choice Behavior. New York: The Free 

Press, 1972. 

Herzog, H. What's a Consumer? In S. H. Britt (Ed.), 

Consumer Behavior and the Behavioral Sciences. New 

York: John Wiley and Sons, 1966, pp. 4-5. 

Hughes, G. D. Attitude Measurement for Marketing 

Strategies. Glenview, Illiniois: Scott, Foresman and 

Company, 1971. 

La Piere, Attitudes versus Actions. Social Forces, 1934, 

13, 230-237. 



44 

Rosenberg, M. J. Cognitive Structure and Attitudinal 

Affect. Journal of Abnormal and Social Psychology, 

1956, 53, 367-372. 

Triandis, H. C. Attitude and Attitude Change. New York: 

John Wiley and Sons, Inc., 1971. 

Tucker, W. T. The Development of Brand Loyalty. In H.H. 

Kassarjian and T.S. Robertson (Eds.), Perspectives in 

Consumer Behavior. Glenview, Illinois: Scott, Foresman 

and Company, 1968, pp. 114-120. 

Wicker, A. W. An Examination of the "Other Variables". 

Explanation of Attitude-Behavior Inconsistency. Journal 

of Personality and Social Psychology, 1971, 19, 18-30. 

Wrightsman, L. S. Social Psychology. rvlonterey, California: 

Brooks/Cole Publishing Company, 1977. 



A P PEN D I X A 

THE QUE S T ION N A IRE 



~3i2f:? qU)'iluk tukf?tim macldele)"~i)')den marqarin, dF..;te),M ,ji::lf'l 'It? ~.=.a,mpu.;;\}') 
hat(kinda bazi cumlelei- ol,uyacagirn" 8u cLtlll1elel-de belir"'tilen 
r i. k i. r 1 Er E ne d E'I ft· 1 . 't· 1 t . ~. "pc:e ':i:;':l lp t,:a 1 11l<:'1ciiqiniz:'t :H.::l J."I-tfflE')"I:tZl 

is1';tYDi'·um. {~yrici::" bu cutnlelei-d(:,~ bl':?l i;~ti len [izr:-:.~ll iklr-?y-ill 
(SO"I'luclar" 1,"1) hl...\ mallarde:, kul1i~f"HI-=ikta, oldu(;)u)')u"Z mc\'I-ki:':,yi dj."::"(Ji~:~)-l;irip 
deqistirmemerlizi etkilemesi acisindarl O('iefnini belirtA\Srlizi de 
rica ec1'.i.YDr'um .. 

1 .. 8\.1 r.:\nda kulla',-,di~lim ml'af'~Jarinde:'n t-a'l"kli bir' fl'Ic.-I.,"·kC:1 fniS\)"qal'"irl 

yelne~~lerinlin tadini degistirebilir~ 

• - - ---. --- ---- - ---, ----- --------___ • - ______ • ______ .~. _________________ •• _ .. _._ ••• __ ._ •• __ ._ ••••• __ •• ___ ••••• ~. __ .M 

( 1. ) 
< 2) 
(3) 

KESINLIKLE KATILIYORUM 
DLOUKCA KATILIYORUM 
DIRAZ KATILIYORUM 

(it) FII<Rlt'I 
YOlO:: 

(S) DIRAZ KATILMIYORUM 
(6) UI.DUI<CF·; 1':1"01 I L.I"'II YDFd . .!I'·1 
(7) KESINLIKLE KATILNIYORUM 

---_ .. -.---._--------_._-------_._---------------_._--------------_._-_._--------
B. 
------- ... -----------.---~-.------------------------------ .. _-_._---------------
(1) KESINLIKLE ONENLI 
(2) DLDUKCA UNEMLI 
( 3) B I f~I\Z UI'IEYIL I 

(4) FII<fUt'I 
YOI':: 

(5) DIRAZ UMEt'lSIZ 
(6) ULDUKCA UNENSlZ 
(7) KESINlIKlE UMEMSIZ 

---_._-----------------------------------------------------_._---_._--_._--
2~Su anda ~~ullandigimdarl farkli bir marka Inargarin yemekl~rimil 
koku5UY-)U degistirebilir. 

(1) KESINlIKlE KATILIYURUM 
(2) ULDUKCA KATILIYORUN 
(3) DIRAZ KATILIYORUM 

B. 

(1) KESINLIKLE ONEMLI 
(2) DLDUI<CA DMENLI 
(3) DIRA? ONEULI 

(',) F'II<RIt1 
YDI':: 

(it) F 11<" I ~I 
YClI< 

(5) DIRAZ KATILNIYORUM 
(6) OLDUI<CA I<AT1LNIYDRUM 
(7) KESINLIKLE KATILMIYDRUM 

(5) DIRAZ OMENSIZ 
(6) DL..DUI<CJ\ UI·IEI1G:r ::: 
(7) KESINLIKLE UMENSIZ 

____ H •• ______ • ____ H_H~ __ HHH ____ "_"_. _______ HM 
______ ••• __ •• _____ ~ HH _______ N ____________________ • __ • 

3~8u 0'1da ~~ullaY'ldigim fllar-garinj.n Inarkasi.ni degistirdigimde, pafada 
tasal"ruf edebiliriln. 

A. 
------------. ---------- -----------

__________ H N ___ N _________________ ON __ NO _. __ •• N_ 

(1) KESIMLIKLE KATILIYORUM 
(2) OLOUKCA KATILIVORUN 
(3) DIRAZ KATILIYORUM 

(I.,) FII<f(II"'1 
'(Dr:: 

(5) DIRAZ I<ArILMIYDRUM 
(6) DLDUKCA KAflLMIYDRUM 
(7) KEGINLII<LE KATILNIYORU~ 

__ .HH_ •• _ •• "HOH._ •• _ ••• _ ••• H. ____ HH •• H •• __ • __ • ___ • _ ._ "H ___ ~ NO __ H_. _____ • ___ ._ H _________ NN _____ N ___ • _______ H_. ___ _ 

45 



.----.--.-.. - .... - .... -.-.--.. -.---- ---- ------ __ H. __ . ___ - ___ - ________ • ___ - • _________ - - __ - ___________ _ 

(1) ~ESINLIKLE ONEMLI 
( 2) Ot. nUI:CA ONO'II. I 
(:3) B H,(~;c m~EtlL I 

('I) FIf<f,II'1 
Ym:: 

(S) BIRAZ UNEMSIZ 
(/,) IJtnlll<T;i\ OI',IEt'1131 Z 
(7) ~ESINLIKLE ONEMSIZ 

- -------- ----- ---------------------------------------- - -- ---------- ---- --- -------_.-

4. ~)u i:,ncii!:\ kullandiqim rn~"1rq~~\-inl.\1 m€:\\-ka~;,inj. clf.?qi~;ti\-j.cl:;,em ail(~rn 
hosuna gitlneyebilil-~ 

_._-'------------_._-----------------------------------------_. __ ._---_._._------
(1) KESINtIKLE KATILIYORUM 
(2) OLnU~CA KATILIYORUM (41 FIKRIM 
(3) BIRAZ KATILIYORUM YDK 

B" 

(1) KESINLIKLE ONEMLI 
(2) OLDUKCA ONEMlI 
( ::1) B I F,I~Z LmE:~lL I 

(4) FH:Fnt'l 
YOf< 

(5) BIRA? KATIlMIYORUM 
(61 UlnUKCA KATltt'1IYURUM 
(7) fn::S 11\IL, II<LE I<AT I 1...11 I '1DRU 

(5) BIRAZ UNEMSIZ 
( 6) IJI....DUI<Ci\ UNEI'13 I Z 
(7) KE31NLIKlE IJNEMSIZ 

~5. r:;l.l r.).flda kl.lllar"tdl.qtm mar-gal--inin mdl-kasini dE~gistir'ir's:,!:?m ye 
aldigiln n)argal-in kolay erimeyebilil-. 

A" 
---_._-_. __ ._._------_._---------_._-_._----------.----_._.-. __ ._--_ .. _------------

(1) KES1NLIKlE KATIlIYORUM 
(2) IJlDUKCA KATIlIYIJRUM (4) FIKRIM 
(3) BIRA? KATILIYURUM YIJK 

(S) BIRA? KATILMl'lGRUM 
("') UL[)L.II<C,~ 1:J:d I L 1"1 I '1UF~U~l 
(7) KESINLIKlE KATILMIYIJRL 

-----_._--------------------_._-------------_. __ .. _----------_._._----_._._--

B" --------_._------------------------_._--_._---_._--_.-----_._--,_ ... __ ._--_. __ ._-------
(1) KESlNLIKLE IJNEMLI 
(2) IJlDUKCn IJNEMll 
(3) DIRI-\Z UMEMl...l 

(',) Flf<f~l~'1 

YIJI< 

(S) BIRA? GNEMSIZ 
(6) ULDUI.U, UI',lE.tlti 1;' 
(?) I<E~i 1 NL. I fl._E:. UI'lE,I'J::> 1 Z 

_._--- ._---- -- - ---- -- -- - - --- --- -- -.------ - -- -- _.- -- _._----- --_._-- - ------_ .. -.- ---- -- -- -- --- - ---------

6.St! i::\nda kullar"Jdiqim 
aldigim InargariYlill rellgi 

margarinin mar~~asi.ni. degistirirsem 
iE;t:t~cJ t ~1 i rn 9 ib i 0 lmr::"Yi..:.tb i.l :i.l-" 

Y' 

--_._-_ .. __ ._---------------------_._._------------------_._----------_. __ ._-----_.-
( 1) f,::r:S I 1'11....11<1..-": f<iH:I I... 1 YDRUI"'I 
(2) IJLDUI<CA KATILIYURUM (4) FIKRIM 
(3) BIRAZ KATILIYDRUM '10K 

(~5) l.I I H(l,.:' I«',T:I LJ'I I YUF!UI1 
(6) ClL.J:)UI'. cr, f«"o] I LJ'I:I YUnUt1 
('7) 1<['8 I NL.! f:l.F': I<,YI'I uvll YURt 

-------------_._._-------------------------_.----_._-------_._--_._._._ .. _-_._----_._._---

B. 
_. -- ---- ._-- ._-- ---- _.,----- -- - ------ -- ____ No ___________ -_-_.- - ---- - - - ....... - ... --- ... --.... ---.-.-.-.----.-•• - •• ----.-.. - •• 

(1) KESINlIKLE UNEMlI 
(2) OLULlI'C{\ UI\IEtIL. I 
(:3) B J I":"Z IJI',.IEI·lL I 

('+1 f:'IKPII"1 
'1UI< 

(5) BlRAZ UNEMSIZ 
( 6) UU)UI,C() i.!t,j['.l'm J Z 
(7) KESINl:lKtE UNEMSIZ 

.. -- --- - --- ------- - _._---- ---- _._- - -- --- -- - "----- - - - --- --­
-"'-'---"---'-' - _. - ----- ---- ---- - ---------
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7.Su anda kullandigirn 
aldigim Inargar-inin haZnli 

rndl-q,;',\I-j.'liil···1 md1'"ka~;i.{ii 

Z,Oi- c'l,,-:\bl.l ii"". 
y(:~n] 

M _______________ M ____ _ 

-- --- --"------ --- --- ---- - - ------_._- -- -- -- - _ .. ---_ .. --- ._- -- --- ------ - ------------
II) KESINI_IKLE KATILIYORUM 
(2) OIDI.lI<C(\ f'AT [L I YUHUt'1 
(3) BIRA2 KATILIYURUM 

( ',) F lYRlt'! 
YOK 

(5) BIRAZ KATILMIYORUM 
(6) OLDUKCA KAflLMIYOPUM 
(7) KESINLIKLE KATILMIYORUM 

------- -------- - __________ M ______ • ___________________________________________________________________ _ 

D. 
-----------_._-'-_ .. _-------------------------------_.---_.,-----_ .•. ,--
(1) KESINLIKLE UNEMLI 
(2) ULDUKCA UNEMLI 
(3) BIRA2 UNEMLI 

(i+) F IKFUM 
YIJI< 

(S) BIRAZ UNLM3lZ 
(6) DLDLIKCA UNEMSIZ 
(7) LESINLIKLE IJNEMSI2 

---------_._-------------------------------------_.,--._-----_._---_.,---------
8.Devamlj kllilandigim camasir deterjaninli degistiri~sem, c8Ioasir-d. 
alistigim temizligi bulamayabiliy-im. 

A. 

(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIVORUM 
(3) BIRAZ KATILIVORUM 

B. 

(1) KESINLIKLE ONEMLI 
(2) OLDUKCA UNEMLI 
( :'l) B I Rro,::,: I:JNE~IL.. I 

( i,) F U<R H1 
vm:: 

(4) FU<RIt1 
YOK 

(5) BIRA2 KATILMIVDRUM 
(6) DLDUKCA KATILMIVURUM 
(7) KESINLIKLE KATILMIYORUM 

(5) 8IRAZ UNEMSJ2 
(6) OLDUKCA ONEMSIZ 
(7) KESINLIKLE IJNEMSIZ 

---,._--,-----,-_. __ ._------_._--------,---------_._.-----_ .. _----------_._---------_._----

9.DE~vt::\lnli kullaneJiqim det(·?rja,ndan fal'-kli bll- detf:£'r-jan kulli.:t.nir-!::;a, 
pIlE'rim rii":\hc;\ ccrk yipl-i.7I.ni-:i\bilil··. 

A. 
----_._---_._---_._-------------------------------------_._-_._._-_._._-------
(1) KESINLIKLE KATILIYIJRUM 
( 2) OLDl.w:cn f«Yr I 1...1 YrmUr-1 (") F I f<R I M 
(3) BIRAZ KATILIYORUM YIJK 

(5) BIRAZ KATILMIVORUM 
(6) OLDUKCA KATILMIYORUM 
(7) KESINLIKLE KATILMIYGRUM 

__ •• __ • ___ HH. ___________ • _____________ ,_· ____ H __ ._. ___ -------.-._---.----------,--------------

B. -_ .. -_ .. _----------_._._-,_._._------_._._------------------,-_._----"_._._--------------
(1) KESINLIKLE IJNEMLI 
(2) OLDUKCA ONEMLI 
(3) BIRAZ IJNEMLI __ ~._v_ H ________________________ " ____ H _H ___ _ 

('-I) FII<F(II'1 
yell< 

(S) BIRAZ ONEMSI2 
(6) ULDUI:U·) m·.IU-I!' I 2 
( 7) I<E,!3 I NL. I f'::U,: UNEl-13 I Z 

_~_M ______________________ * _________ H _____ --- --------_._--

l.(I .. Su anci 1:'\ 

c:amasi)""·.l ,;\Y- illl 

kllilanejiqirndan far-kii bir 
eski5i kadar" glJzel kokmayabilir. 

kulli::\i"1ii'-Si: 
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A. 
------ .. -- -- "--- --- ----- .----- ._------_._--- ------------ ---- -- ---- - - --.- -- - - -- - - - - - -- -- -- - -----
II) KESINLIKLE KATILIYORUM 
(2) OLDUKeA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(~j) D I n{):;:~ Kf:i"r I 1._1"11 YUr~UI'1 
(6) OLDUKeA KATILMIYORUM 
("7) I<E:-3 I t,IL I f.U.=: I<J.H lUll YOf':lJt1 

- ________ .M _____________________ _ ____ ____ .. - - _____________________ . ___ . - ____ - _____ " ___ 0._.-

B. 
---- -------------------------------- ----- ------- --- --- --- -- --- - -- - - - -- - - ------- - - - ----
(1) KESINLIKLE ONEMLI 
(2) OLDUKeA ONEMLI 
(3) B I r~I·\Z fJNI':ML. I 

(4) F I Kr~ Hl 
YOI< 

(5) BIRAZ ONEMSIZ 
("') m.DI.W:C!\ UN[I"IE, I Z 
(7) KESINLIKLE ON[MSlZ 

- ------------- ---_._- -------------- __________________ " _______ • ___ • ____________________ ,M, _____ • _____ _ 

l1hKIJllandiginl deteY-jandan baska bir deterjarla geC8t-Senl maddi 
tas81'"I-uf saqll:."yabilir-im~ 

A. 

(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRA2 KATILIYORUM YOK 

B. 

(1) KESINLIKLE ON[MLI 
(2) OLDUKCA ONEMLl 
( 3) B I PAZ ClNEt1L. I 

1'.,) FIVRIt'1 
yew 

(") B JF~("Z I<JH Il..IH YUf'::lJI"1 
(6) [JU)UI<CI~ f<iH I U1 J ym',I ... WI 
(7) f:.E:f'INL.lf<I ... E f<14·fII._I"IIYU!':UI'-l 

(5) BIRAZ UNEI'-lSIZ 
(6) ClL11III<I'>", CIt,IEt-lf3]? 
(7) KESINLIKL[ UNENSlZ 

-------------_ .. _------------------_._----------------------_._---_._-_._-_._---_.-

12~SI.j anda ktJllandigimdan farkli bir deterjan kulldnir·sam 

camasiy-laY-~fll es~~isi kadar' yunlusak olfnayabilir. 

A. 
--- ----- - --- --------_._-.---_._--------------- ------_._----- -- _._--- - -- - ---.------ - -_ ... _---
(1) KESINLIKLE KATILIYURUM 
(2) fJLDUKCA KATILIYORUM (4) FIKPIM 
(3) BIRA? KATILIYORUM YOK 

D. 

(c;) B I f':(~Z I<AT I 1.1'11 YCII~UI"I 
(6) OLDUKeA KATILI"IIYORUI'-l 
(7) f'::ECb II'-lL.II::U': f'J\I.I U'I] YUmJI'1 

-------_._----_._--_._--------------------.-_._-------.. _. __ ._--------------_._--
( 1) f<E3l tIl.. I f<LE CINE I'lL. I 
(2) OLDUKCA ONEMLI 
( :3) E< I r,I\Z 01'11:;:1"11.. I 

(4) FIKF~nl 

YUI< 

(5) BIRAZ ONEMSIZ 
(6) CIL.Lllll<C() UI,IEI"IS I:c 
(7) VESINLIKL[ DNEMSIZ 

--------------_._----_ .. _._-------------------_._-----------_._._--_._---_. __ ._._------

l~:J~Gu al'l("ja kulle.'\ndi~:.limdt:-\n ·fi:~.rkli. bil- kull-i::\nir'''::;am 

c::aiTl(::is.;l.·clE"ll-ifTI ej,3h6:i C:'::ibuk yipr-i:i'i'·Ir.:lbilJ.\·'. 

A. 
_____ • __ ._ •• _. __ ._._._, '_"_"_"""'_"."'" ____ H __ H_H_", H"H _______ - __________________ " _________ ---- - N._ -- ----

(1) KESINLIKLE KATILIYORUM 
( 2) ULDUI<Ci\ f'::in I I I YDPUn (L,) F nrn t'l 
(3) Blf':AZ KATILIYfJRUM YOK 

( 5) £> I Fa)'? t::iYI I U'I I YUhlll'l 
(6) iJLDUI<C!', f'::i;T I LJ1 I YUmJt1 
(7) KESINLIKL[ KATILMIYfJf':lIM 

__________ • __ • _____ H. _ • ____ " -- -- -.-. -_.-. ------

_____________________ N ___ H. __ • ___ • _________ .-- -- -- - ---
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B. 

(1) KESINLIKLE DNEMLI 
(2) Cll.DUI<CJ\ [JI"Et1L. J 
( 3) B I f~{\Z CiNEML I 

(4) FIKRH1 
YUK 

(5) E< lIi!\Z UI~EI'''; L' 
(b) ULDUKCA DNEMSIZ 
(7) KESINLIKLE DNEMSIZ --------._--- ._----- -.-----.-- _N. _0. __ • __________ , ______ N ____________ .. ____ .,H .. __ .•. _, .. ____ . ___ _ 

14~Su anda kullandigim deterjandan farkli bir deter jan ~~(JllanirsaIT 
ailE'min hC:1 SLI)'lc"7i gitl1l€::oyeb.i.ii)'-" 

_. ---- ---- - ---- --- ----- - --.- -- -------.------.----__ -_ --0- ___ • _ ,H, ._. ________________ '« 0 ___ • 

(1) KESINLIKLE KATILIYORUM 
(2) OLDlIl<CA f,:AfILIYIJf,Un (',) FIf<f,I~1 
(3) BIRAZ KATILIYDRUM YDK 

(5) BIRAZ KATILMTYORLIM 
(<» ClLDUI<T:r', l::ilT'[ Lt'l I YURlJI"1 
(7) KESINLIKLE KATILMIYDROM 

----------------------------------------------------------------------------
B. 
--------------------------------. ______________ .• __ • ___ ._- __ .0' _____ ---_. __ . __ ._--

(1) KESINLIKLE ONEMLI 
(2) DLDUKC" CiNEt1L I 
(3) BIRRZ DNEMLI 

(4) FIf<RIM 
yeW 

(5) BIRRZ ONEMSIZ 
(6) OLDUKCA ONEMSIZ 
(7) KESINLIKLE ClNEMSIZ 

-------_._----------------------------------------------_ .. _-----------_. 
15nKl~11andigim sampuani degistirmek saclarimiil yaglanmasina nede 
eoIaDil;)"". 

A. 
--------_._-------------_. __ ._--------------------------_._--_._-_._-_ .. _------
(1) KESINLIKLE KRTILIYCiRUM 
(2) CiLDlIKCA KATIL1YDRUn 
(3) BIRRZ KATILIYORUM 

B. 

(1) KESINLIKLE DNEMLI 
(2) CiLDUKC{\ DNEMLI 
(3) BIRAZ UNEMLI 

(1+1 Flf<RII"I 
YUK 

(i,,) F' I VF: It1 
Ym:: 

(5) BIRAZ KATIl.MIYORUn 
(6) OLDLII<cn f'JlT I LI·'I.] ""{DRUM 
(7) KESINLIKLE KATILMIVCiRUM 

(5) 8IRAZ C1NEt1S1Z 
(6) OLDUVCA ONENSIZ 
(7) KESINLIKLE ONEMSIZ 

16"DevAfilli kllllarldigim sampuani degistirmek saclariolda kepe~~lenl' 

yapabi 1. ir' 

I-\. 
._--_.- - _. -._- --"_. -- - -- - - -- - - - - --- _ ... -._---_.-"---- - - - ------_.- -- - -- - -_. -. - --- --- ------ ----
(1) KESIMLIKLE KATILIYORUM 
(2) DLDlIKCA K{\TII.IYCiRUM (4) EIKRIM 
(3) BIR{\Z K{\TIL.IYDRUM YOK 

(5) BIRAZ KATILMIYORUN 
(6) DI. .. DI.II<U' f<i\TII.NIYClF':Lllvl 
(7) KESINLIKLL KATILMIYORU 

_. ________________________ •• ____________ •• HH ______ " ______ • ___ • ______ • H_W ______ H ______ " ____ H ___ • ____ • 

B. 
______ •• H _____ ." _" __ ••• _____ ._ H. _. ______ • __ • _______ • __ • ___ • ________ " __ - • _ -- ____ H - - __ •• - _ - _0. ___ _ 

( t) f<F:3 I NI.. II<U": DNFI'IL. I 
( 2) DL OIW:C::r:. [11;11'01"'11...1 
(3) BIRRZ UNEMLI 

(L,) FIKPllvl 
YUK 

(5) DIRRZ OMLMS12 
(<» IJI.DLJI'::U', UI\lf.t'lS I Z 
(?) Id,S I NI.. I 1'1..1" IJI\jn1S I Z 

------_.----------------_.------------------------------------_._------
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17. DeviliTtl i 
ell ab iIi r~ n 

1\ • 

----------_._-_._----- ------------------------_._------_._--------------
(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM 
(3) BIRAZ KATILIYORUM 

(I,) FIKFOt'i 
YUI< 

(5) BIRAZ KATILMIYDRUM 
(6) Cli"DUI:Cn 1':1',1 I 1..,1'1 I YCI\',1.J11 
(7) KESINLIKLL KATILMIYORUM 

-- ---- ---- -- - -- ---- ------ --------- ---- -- ----------- - ---------------- ----- -------- -----------
8. 
- - --- -- --- -- - -- - - _.- -- ---- - -- - -- - -- - - -. -- - -- - -- ----- . -- --_. -. --~ -- ----- --_ .. - - - - ..•.. -.. _ •... - .•... _.-_ .. _-
(1) KESINLIKLE UNEMLI 
(2) OLDUKCA ONEMLI 
(3) BIRAZ ONEMLI 

(I,) F I KR It1 
yew: 

(5) 8IRAZ ONFMSIZ 
(6) OLDUKCA ONEMSIZ 
( 7) I<E" I ~jt_ll<L,1O ClNE:I'lb I;' 

------------------------------------------------------------- .•. -.-------
18.Kullandigim sampuani ~jegistirirsem yeni 1,ullal"lacagirn sanlpuar 
saclar-imi daha parlak yapabilir. 

A. 
----------_ .. _------_._----_._-----------------_. __ ._-.. _._------_._-_.-._-_._------
(1) KESINLIKLE KATILIYDRUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM yaK 

( 5) B I F~(\;:: VI', '1'1 L,r'11 YUr~UI"1 
(6) OL DLII::C{, 1:'("'[' I LT'I I YIJi'\UI'1 
(7) VESINLIKLE VATILI"1IYIJRUM 

-----------------------_._----------------------------_._._-----_._ .. _--_._. 
B. 
----_._------------------------------------------_ .. -- .. -----------.-----------. 
(1) KE8lNLIKLE ONEMLI 
(2) OLDUKCA IJNEMLI 
(m E< H~{'\:::: UNEI'1L .. I 

(4) FIKRlt'1 
Ym:: 

(S) BIRAZ ONEMSIZ 
(6) ULDUKCA ClNEMSI2 
(7) KEblNLIKLE ONEM8lZ 

19~kullandigim sampuani degistirirsem yeni kullarlacagim sampua 
saclarimi datla ytJOlllSak yapabilil". 

A. 

( 1) I<E" lI~L, n:u:.: 1«\ TI L. I YCiF~UI'1 
(2) IJLDUKCA KATILIYIJRUM (4) FIKRIM 
1:3) B IF,!\Z 1<:1-1''1'' 1: L I YUF:UI1 YCW: 

B. 

(1) KESINLIKLE UNEMLI 
(2) OLDUI<CA ONEMLI 
(3) BIRAZ ONEMLI 

(") F'II<Rli"1 
YOK 

(S) BIRAZ KATILMIYURUM 
(6) DLJ)Lw:r,::r\ I<t.r I 1..1"1 I YClF,lWI 
(7) KESINL.IKLE ~ATILMIYURU~ 

(5) BIRAZ ClNFMSlZ 
(6) OLDUKCA ClNEMSIZ 
(7) KEblNLIKLE UNEMSIZ 

_."------ -- _. _._--.- ---- -_. --- . -- ---- _.- - - - _ .. _-----­- .--- .. -- .. _-- -- _. ---- ------- --- -- ---------
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20.Aile ceVl"'efllde'~i ',adinlar" deYleyip melnnun ~:aldi'(lari nlal"gaY-in 
markalarini benim de kullanmami isterler. 

?\ • 
_ ... _-"" -.- -- ._--_._- --_."---- ._"--_._._- -_ .. "-----_._.- -.-.- - "----"- ---- -- -'_._-_.' ---_.---- - - ._- ------
(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM 
(3) BIRAZ KATILIYORUM 

(4) FII<RJ.t1 
YOI< 

(5) B II~A2: I(,n I U'11 YCH'<UI"I 
(61 OlDUI(CA KATILMIYDRUM 
(7) KESINLIKLE KATILMIYORUM "" --" ----"- - . ----- ... - -."-- - - _.0-_- __________ ." .. _____________ ow __ ' ___ ._'_.'. __ 

21~Genelde, aile cevremdeki 
tavsiyeleriYli dillierinl. 

kadinlsrin margaf-in kOflusundaki 

A. 
---------------------------------_._---------_._-_. __ .. -.-_. __ . __ ._-------------
(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYDRUM (4) FIKRIM 
(3) BIRAZ KATIlIYORUM YOK 

(5) BIRAZ KATILMIYORUM 
(6) [)LDIW:C:(~ 1<(-\TIUHYDF<Ut1 
(7) 1<[8 I NI, I 1<1.. E 1<:1;1 I Li"'11 YOF<UI'1 

------._---------_._------------_._._--------------_.-._,--_._----,-----------

22.Komsularinl ve arkadaslaJ"im deneyip menlnun ~(aldiklari ITlargarir 
Inarkalal"ini berliln de kLlllanmami istsl-ler. 

A. 
------_._-----_._-------------------------------,_._--------_._-----_ .. _----
(1) KESINLII<LE I<ATILIYORUM 
(2) OLDUKCA I<ATILIYOF<UM 
(3) BIF<AZ I<ATIlIYURUM 

(4) FIKRII1 
YUK 

(5) BIF<AZ KATIlMIYORUM 
(6) CI DUKCA KATILMIYDRUM 
(7) I<ESINLII<LE I<ATILMIYURUM 

----,-_. __ .. -----_. __ ._-----------------_._---_._-------_. __ ._---_._-----_._-_._._-. 

23~ Genelde~ arkadaslar-imin Ve komsularimin margarin konusundak 
tavsiyeieY"ini dinlerim. 

A. 

(1) KESINLII<LE I<ATILIYDRUM 
(2) ClLDUVCA I<!\I" I L I YUF<UI'1 
(3) BIRAZ KATILIYORUM 

(4) FHJHrl 
YUK 

(5) BIF<AZ I<ATILMIYOF<UM 
(6) OLDUKCA KATILMIYDRUM 
(7) I<ESINLIKLE KATILMIYURUM 

24gAlisveris etti4im duk~(an sahibi tavsiye ettigi margarin Inarkasin 
kullanmami ister~ 

A. 

(1) KFSINLII<LE I<ATII_IYClRUM 
(2) OlDUI<CA I<ATILIYOF<UM 
(3) BIRAZ KATILIYOF<UM 

( 't) F H<F< I M 
YClI< 
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(5) BIF<AZ I<ATILMIYORUM 
(6) OlDUI<CA KATILMIYORUM 
(7) I<ESINlII<LE KATILMIYURU~ 



25.Genelde~ alisvBr-is ettigim duk~~an sahibinir, Inargarin kO)"IUSundak 
tav5iyeler"irli dinler-im. 

~\ . 
_._---_.- - - ---- -----­ -------------------------------------------------------_. 
(1) KESINLIKLE KATILIYOROM 
(2) OLDOKCA KATILIYORUM 
(3) BIRAZ KATILIYORUM 

(4) FIf<FOt1 
Ym:: 

(5) BIRAZ KATIlMIYORlJM 
(6) OLDUKCA KATILMIVORUM 
(7) KESINLIKLE KATILMIYDRUM 

._---------------------­-------------------------------------------------
26.~ile cevremdeki ~(adinlar kendi de"eyip nlemrlU('j kaldiklari deterja 
mal"-ki;t.li::irini benim de kullanmami istEq-lel-. 

A. 
------- ---------------------------------_._----------------- --------
(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(5) BIRAZ KATILMIYDRUM 
(6) OL.DU~(CA I~~ATIL.MIYORUM 

(7) KESINLIKLE KATILMIYORUM 
------'------------------------_._-----------------------_._-----_._------
27 .. [/enf:? 1 dE!, kadinlc\l-in konusudak 
tavsiyelerini dinlerim. 

A. 

II) KESINLIKLE KATILIYORUM 
(2) DLDUKCA KATILIYORUM 
(3) BIRAZ KATILIYORUM 

(/,) f7 IKPH1 
YDI< 

IS) BIPAZ KATILMIYORUM 
(6) DLDUKCA I(ATILMIYORUM 
(7) KESINLIKLE KATILMIYORU~ 

28. Komsularim ve arkadaslarim deneyip memnun kaldiklari deterja 
mar'~(alarini benimde kullanmarni istel-ler. 

I-\. 

II) KESINLIKLE KATILIYORUM 
(2) UL .. D!..W:U\ I<.,n I L. I Ym~ul'I (t.,) F I I<f( It'l 
(3) BIRAZ KATILIYORUM YOK 

IS) BIRAZ KATILMIYORUM 
(6) DLDUKCA KATILMIYDRUM 
(7) KESINLIKLE KATILMIYORU~ 

--_._-_._---_._------------------_. __ ._-------------_.-_._--_._._._-_. __ ._----------------

2'-1.. Gf::n(?,IldE~, ar-ki:':\dasli~r'ilTlirl V(~ komsulal-irnin df::'!te·l- ,jan kDnu~;;un-da~ 
tavsiyelerini dinlerin\. 

A. 
_. __ •• ___ ._. ___ ._ ... ______ ._, ____ - - • ________ • - ____ - _._. ___ 0· __ -----------_·_-_·_·- _ - - ______ -- - ------- - - -- ----- -------

II) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM 
(3) BIRAZ KATILIYORUM 

(l,) FII<:RIt'1 
YIJI< 

(5) BIRAZ KATILMIYORUM 
(6) OLDUI<CA KATILMIYORUM 
(7) KESINLIKLE KATILMIYIJRUt 

---_._------------_._._-------_._._._----------_._-----------------------.--.----
30~ Alisveris ettigirn dllk~~arl sahibi tavsiye ettigi deterj~ 

markasir\i ~(ulla[1mami ister. 
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A • 
• --- ---- -- 'M .--.-----. _____________ • __________ 0" ______ • _____ • _______ • ____ ". ___ ._. _____ _ 

(1) KEBINLIKLE KATILIYORUM 
(2) IJl,DUI<C~\ f<?-\TIL,IYOI~Ut1 (4) F'U<RIt1 
(3) BIRA2 KATILIYORUM YOK 

(S) BIRAZ KATILMIYORUM 
(6) ULDUKCA KATILMIYORUM 
(7) KEBINLIKLE KAIILMIYORUM 

31. Genelde, alisveris ettigim dukkan sahibinin deterjan ~~orlusundak 
tavsiyeleriY1i dinlerim. 

A. 
---------------------------------------------_ .. _----------_. __ ._._._-_._--
(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(5) BIRAZ KATILMIYORUM 
(6) IJLDUf:.cl'\ K(\T I U'I I Y[)f':!JI"l 
(7) KESINLIKLE KATILMIYORU~ 

----.-.-----------.-----.~-----.--- .. -----------------.--_ ... __ ._-----._---------
32. Ailemdeki kisiler kendi denedikleri, memnun kaldiklari sampuar 
kullanrnanli isterler. 

A. 
----------------------------------------------- .... _----_._--_._---_._------
(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYDRUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YIJK 

(5) BIRA2 KATILMIYORUM 
(6) OLDDKCA KATILMIYORDM 
(7) kESINLIKLE KATILMIYORUr 

33~ Genelde, ailelndeki kisilerin sampuan kDnusundaki tavsiyelerir 
din 1 ",... i In. 

A. 

(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) 8IRAZ KATILIYORUM YOK 

(S) 8IRAZ KATILMIYORUM 
(6) ULDUKCA KATILMIYIJRUM 
(7) KESINLIKLE KATILMIYORUI 

34" Arkadaslarinl kendi de~ledi'~le¥-i, memnun kaldiklari sampua 
kullanmami istel"ler. 

A. 
------.----.--.------------------------------~---"----_._--------_ .. _---------
(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYIJRUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(S) BIRAZ KATILMIYORUM 
(6) OLDUkCA KATILMIYDRUM 
(7) KESINLIKLE KATILMIYORU 

--------------_._---------------------------------_._----------------

3:::; " Gc-:~n~.~":Il d~2, arkadaslarimin sampuan kOnlJSundaki tavsiyeleri 
d i rOil er i III .. 
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A. 
------------------------------------------------_._------------ ._._._------
(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(S) BIRAZ KATILMIYORUM 
(6) OLOUKCA KATILMIYORUM 
(7) KESINLIKLE KATILMIYOR~ 

.~ ___ • ___ • - • __ 0" •• 0. "0" ________ • ___________ •• __ .,. __ , _____ ." __ ._. ___________ ._. ___ • _______ •• _ •• _____ _ 

36" Hep ayni margarini kullarlirim~ 

A. 

(1) KESINLIKLE KATILIYORUM 
(2) OLOUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(5) BIRAZ KATILMIYDRUM 
(6) OLOUKCA KATILMIYORUM 
(7) KESINLIKLE KATILMIYORU 

37" Alisverise ciktigimda girdigilo dukkanda istedigim margari 
bulamazsam baska biro margarin alirim. 

A. 
-------------------------------------------------------------------
(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(S) BIRAZ KATILMIYORUM 
(6) OLDUKCA KATILMIYORUM 
(7) KESINLIKLE KATILMIYORU 

----_ .•.. __ ._---------------------------------------------_.-. __ ._ .•.. _--------

38. Kullandigimdan farkll bir margarin hediye dagitiliyorsa 0 

.cillir·imn 

------_._._--------------------_._----------------_.---------_ .. __ .. " .. _------
(1) KESINLIKLE ICATILIYDRUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

( oj) E< I r,{;z I<AT I Ul I YCiI:iUI'1 
(6) OLDUKCA KATILMIYORUM 
(7) KESINLIKLE KATILMIYORL 

-----,-_._._._----------------------------------------------------------

39. Girdigim dukkanda istedigim marka margarini bulamazsam bula 
kad":t)"- i;:"\i·Hr..~l'-im. 

(~ " 
_._-_._-------------------_._-------------------_. __ .----------_._---_._---
(1) KESINLIKLE KATIl.IYCiRUM 
(2) DLDI.!I<C() fJ;T I I .. I YUF:Ut'l (I.) FII<J\IM 
(3) BIRAZ KATILIYUROM YUK 

(S) BIRAZ KATILMIYORUM 
(6) ULDUKCA KATILMIYORUM 
(7) KESINLIKLE KATILMIYORL 

____ H ••• _. ____ • __ • _. ___ • ___ •• __ • _HH' -_._.-- ---- • _ --.---------------- -. __ ._.- -------- -- •••• -.----

40n Kapici istedigim margarini getirmemisse yollar degistirtirim. 

_. ______ H. _______ H _____ ._. ___ •• H __ • ______________ • _________________ H ___ '" _______ _ 

(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYURUM (4) FIKRIM 
(3) DIRAZ KATILIYORUM YOK 

(S) BIRAZ KATILMIYORUM 
(6) ULDUKCA KATILMIYORUM 
(7) KESINLIKLE KATILMIYORl 

________ ~. ____ H ______ ., ___ • ___________________________ ------------------•• 
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41. Hep ayni mark. deterjani kullanirim. 

I·). 
~---~--~ - .. - ~"- _._- ----- ---". ----.- ""---,-." - ------ " ________________ . - ______ . ___ .H_ ._ . ___________ _ 

(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(5) BIRAZ KATILMIYORUM 
(6) OLDUKCA KATILMIYORUM 
(7) KESINLIKLE KATILMIYORU~ 

_._------_._-----------------------------_. __ ._---------------------------

42. Alisverise ciktigimda gireiigim duk~(anda istedigim deterjanj 
bulamazsam baslca bir deter jan alirim. 

A. 
---------------------_._----------------------------------_._-_._-------
(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(5) BIRAZ KATILMIYORUM 
(6) OLDUKCA KATILMIYORUM 
(7) KESINLIKLE KATILMIYORUr 

-----------------------------------------------------------.---------

43. Kullandigimdan farkli bir deterjsn hediye dagitiliyorsa onl 
alirim. 

A. 

(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) DIRA? KATILIYORUM YOK 

(~i) B IF~!;Z KAT IL.M I YOf~UI'1 
(6) DLDUKCA KATILMIYORUM 
(7) KESINLIKLE KA·rILMIYORUI 

44" Girrligim dukkanda istedigim marka deterjani bulamazsam bula1 
kacl,'i:i.l'· i:~r·(':\rlm. 

A. 

(I) KESINLIKLE KATILIYDRUM 
(2) () 1.. .. Dli 1<: U\ VAT I L.. I YOF:I..II'I C'f) FII<nIM 
(3) BIRAZ KATILIYORUM YOK 

(5) BIRAZ KATILMIYDRUM 
(6) DLDUKCA KATILMIYOnUM 
(7) KESINLIKLE KATILMIYORUI 

45" Kapici istedigim deterjani getirmemisse yollar degistirtirim. 

______________ . ____________________________ .. ___________ .H ____ · ___________ · 

(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(5) BIRAZ KA·fILMIYORUM 
(6) OLDUKCA KATILMIYORUM 
(7) KESINLIKLE KATILMIYORU 

----_._._-----------------,-._-------------------------------------------

46" He~) ayni fnarka sampuani kullanirimn 
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tl. 
----------------_._---------------------------------_.----------------
(1) KESINL.II<LE KtlTILIYORUM 
(2) OLOUKCA KATILIYORUM 
(3) BIRAZ KtlTILIYORUM 

(4) FH<RH1 
YOI< 

(5) BIRAZ I<ATILMIYORUM 
(6) OLDUKCA KATILMIYORUM 
(7) KESINLIKLE KA1ILMIYORUM 

--------------------------------------------_._-_. __ .----_._--_.,------. __ . 

~7. Alisverise ciktigimda girdigim duk~(anda istedigim sampuani 
bulami~\2.s~am baska bi}"" Sc.'1mpU8i') 211 ir"im. 

------------_._-----------_._--------------------------_._----_._._._. __ ._----_. 
(I) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KtlTILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(5) BIRAZ KA'fIl_MIYORL.IM 
(6) OLOUKCA KATILMIYORUI1 
(7) KESINLIKLE KATILMIYORUM 

-----_ ... _------------_._------------_._-----------_.------------------_ .. _--_. 

'+8" ~:::ullancligl.mdan fc?l.l-kl i biro sampuan hf'::!diye dar~~itJ.l ].y(".ir~l.";::.a (IfiLl 

ali)"~im" 

A. 
------------~------------------------------------- .. --------_._------_._------. 
(1) KESINLIKLE KATILIYORUM 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATIlIYORUM YOK 

(S) BIRAZ KATILMIYORUM 
(6) OLDUKCA KATILMIYORUM 
(')) I<L~J I NL. II<l .. E 1<!-'11' I LI'1 I YUr~UM 

49" Girrligim dukkanda istedigim marka salnpuani bulalnazsam bLllan~ 
kad.c!l.r i:,r-arim. 

n. 

( 1.) I<E!311\1L. I I<LE 11\ T I II YClRl.It1 
(2) OLDUKCA KATILIYORUM (4) FIKRIM 
(3) BIRAZ KATILIYORUM YOK 

(~5) E<J.r~(.'lz 1«)TII.MIYUFUI'1 
(6) OLDUKCA KATILMIYORUM 
(7) KESINLIKLE KATILMIYORUM 

50" Kapici iste(jigim SamrJ1J0ni getirmenlisse yl~llar degistirtirim. 

1. Medeni DUrljmV1UZ~ 

Ev 1. i. ............... ( 1. ) 
BekElr· .... " .. " .. n .. " ..... (E~) 

Du 1. •••••••••••••• (:j) 

2" Degum tarihirlizi/yasinizi soyleJ"misiniz ? 

"n ....... " .. " ...... " ....... " ......... • .... " .... ••• .... "" ...... • 
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