
Cognitive Dissollallce 
a f t e r  Purchase: 
A Mult idi lnensional  Scale 

r ,  1 Ilc concc1)t of cogniti\*c tlissonnrlcc hrrs 1)ccn disct~sscd widcly i n  
ti>(: consurncr L)cl1;1vior l i tcrnturc,  yet  p i~r :~doxic~i I ly ,  thcrc: is n o  
\ \ J I : I I  cht:~l)l isl~ctl  s c : ~ l c  to mcrlsrlro it. 'l'his ~rr t ic lc  clcscribcs thc 
c~cvcloj)rnczlt o f  I I  92-itcm scnle fo r  nssessing cognitive d l v s o n ~ n c e  
i~il~lrctlintcly nf:cr 1)11rclin9c. First, tlrc nrticlc tliucus~cu Lire 
concc~)iunIizntion of the  conutnicf rccogrlizing thnt dissonnncc i s  
n o t  olily cognitive in nnturc ,  bu t  nlso hns nn cnlotionnl component, 
co~ls i s tcn t  with l ~ c s t i n ~ c r ' s  ci\rly descril)tioil of dissonnnce as  a 
~ ) ~ c l l o l o ~ i c n \ l y  \ ~ ~ ~ c o n l f o r r n b I c  stntc.  Tho  ~~roccc l t l rcs  uscd to  clcvclol) 
t \ 1 r ( 1  rc l i~lo thc  ~ c n l c  nro subscqiicntly dcscribcd, This i~>clri(lcd n 
qunlitntivc s tudy to p x c r n t c  t ho  i tcms and  two snmplcs for C R C ~  

!rirrfic o f  tlrc qunniitntivc stngcs ofscn lc  rcfino~ncnt.  Evicicncc of tho , 

scr~lc's sountl I ~ s y c l ~ o m c t r i c  propcr t ics ,  inclutling its mlinbllity, . 
~ ~ r ~ l i d i t y  n n d  fnctor structt iro is given. 0 2000 J o h n  Wilcy & Sons. Inc. 

[:cst.i~~j:cr (1957) ti~.scribcd coji~iitivc d i s s o ~ i ~ ~ n c c  t ~ s  11 psyc:iolo~cnIly u n -  
c:omfortiibIc stutc t l i u t  niotivutcs i person to rcducc t h u t  dissonuncc. 
Fo!lo\\,i~ig 17cstill~:ci.'s c:\:.Iy \vor!c, disso11:11icc has  Lccu discusscd in u 



~n~tl t i tu t lc  oSsI.titlics and ~ . c ~ n n i n s  n lopic ol'grcnl inlcrcst  in social pqy- 
,;ilology, as can be sccn in the  recent book of Harmol-l-Jones and Mills 
(1993). Howcvcr, n rcvicw by Cummings and  Ver1lrnhsan(197rj)marked 
LI reduction of intcrcst in the subjct t  in rnurkcting, dcspitc thcir  cvnclu. 
sion tha t  ':tiic cvidcncc in favor of dissonance theory in the consumer 
I)cIl:ivior litcr:lturc loolts gtx)dw (p. 807). Wc ugrcc with O\ivcr (1997) 
l'lnl t l ~ i s  ~ C ( ~ \ J C ~ ~ O I I  i l l  intcrcst  was h t l i  incxplicnblc rind unfortunate. 
'rhc collccpt needs to bc fur ther  dclinentcd a n d  the relationships be- 
l\vccll comiitivc t l isso~~once ant1 other  postpurchnse constructs, such as 
c:ollsllmcr ~n t i s f i~c t ion  tund r~ttributions.  nccd to bo invoutigutod. 'rho 
1 imc is ripe for 11 revic\v of dissonnnce, n redefinition of the construct, 
;!nd t1.c dcvelopmcllt of nn operational measurc.  Indeed, Olivcr (1997, 
p. 261) colicludcd a chapter  on cognitive dissonance with tho h o p  'that 
!he c~~ns t ruc t ion ,  validation and  dissenlination of comprehensive dis- 
sorance measures will be forthcomine." ., 

(;ognitive dissoslnncr: is a n  elusive constmct.  In experirncntd situn- 
l i o~?s  it has bccn nlcasu~.cd in tcrms of indicators such a s  ~hvsioloEicn1 . < ., 
I cnitions follo\r,iz;: disson31:co :irousz!, nttitudc chnngcl rollowing dis- 
sonnncc arousal or ~l>rougi l  cllanges in a t t i tude to chosen and  unchosen 
a1te;ilativcs that  ~vcre' initially similarly valued. Cognitive dissonance 
has bcc~i  occnsionnlly mcnsurcd by one or  more illdicators selected by 
~es~:arclncrs (c.g., Elliot &k Devine, 1994: hlenasco S: Hawkins, 1978) or 
I):, it.cnls t11:lt rcprc,scnt n rclntcd I ~ u t  diffcrcnt constrnct, such a s  anxiety 
(c.,:.. I -1 t11iL.  1970).  

>eccnt!y, h1011tgomcry and  Barnes (1993) at tempted to develop a dis- 
 so^, ince scale for  usc in mnrketing situntions. N though  their  scale was 
:I r~lcri:i>~-ious clttcrnpt tu clnrify this clusivc construct, i t  suffers from 

, , s:i.c:r;il fl:i\\,s. 1 llc v:~rious sections of the present nrticlo describe thc 
c l c ~ c : l o p ~ ~ ~ c ~ l t  o f  :I sc i~ lc  L I ~ ~ I  t u1ll:rnpts ttr 111citsu1.c cvgnitivo dissollancc. 
iblioivillg Ch~lrcliill's (1979) suggested procedures. First ,  previous mea- 
.;:II.i,:: nrc cIisc~~sso(i. i1111i t.11~11 !I10 dnn~ni l l  of t h o  cogi~itive dissonance 
cotlst I.IICL i u  o~ltli!lcii. '1'110 t~ovc~opnnclit of tllc scnle, iijcludillg datd col- 
lection u11d S C L I J C  purification, is then discussed, followed by an assess- 
nlenl, or the villitiity of tiic! sci~io. 'I'he finill soction ~ ~ S C L I H S O Y  lho L o n o l i b  
ol'l~iiving clcvclopctl suell n sculc and  i ts  potential uses. 

I 

Milny crnpiriccll csplorntions of dissonnnce theory hi"e manipulakd" '  
t1isson:lrlcc cs~~cr imc~r l ln l ly  within tho indi~ccd/forccd wmplinnce pala-  
,!ig1i1, i l l  \vilicli s i~bjccts  were forced to comply publicly, while holding . 
an oppx i t e  .and unchanging private opinion. Such '  compliance ig  
b r o u ~ l l t  about lnrccly through th rcn ts  o f p u ~ ~ i s h r n e n t  fornoncomplinnce 
)I. rciviir cis IOI. complii~r~cc.  Subjccts Ii~lve, ,fbr cnirnplc, bccn r c q u i r ~ d  to 
5viitc cs:::iys contr;lry to their own opinion o r  to givc u public spccch on 



1111 i:i!ii~c: i l l  111c o111xi:;it.c tlil.cctio~> to thc i~ .  o w t ~ : . o ~ i ~ l i o n .  I n  l i ~ ~  wllil 
i:cslillgcl.'s dissbllnncc t.!lcory, which spccifictdl> addresses Ihc forcsd 
complinncc pmndigm, sUbjecL tend to change thoir oph ion  on t he  i s s~ l c  
toward opinioll profli.rcd i n  the  cxpcrimcnt. Dissonuncc  US beell 
r~lc:i~sul.cti in s~ic:ll rnsos Ily lwlcing tit opirlions u: dilToronl S ~ U ~ C S  0r111~' 
,:?cpcrirnont. 'l 'l~c sclt ings or tho cxpcrinlcnts hnvc I~ccn  dcs\ ributi ns 
a1,tilicinl. Lr.ivinI, and irrclcvnnt to tnnrltclcrs. bccnusc C O I I S U ~ V C ~ ' S  i 1 1 . t  
s.:l~.cly t~.:~l)pctl i n  :! situntion of being forccrl to buy n product or sorv\ce 
(Colicrl S: C;oltlbel.c, 1970; Olivor, 1997; Osliilctrwu, 1970). 

1)issonrincc 1111s cllso bccli c x i ~ m i ~ l c d  through dissonullcc rcduction. 
IPur cxi~rnplc, ICn(:cl ( 1  $)(j:1) cx;tn~incti d i f i rcnccu in tho rc~rdorship oI' 
Cllevrolct adver t iscmc~lts  among recent Chevrolct owncrs and  nonown- 
crs,  cxpccting t h n t  Chcvrolct owncrs would be more likely to read thc 
advcitiserncnts so they could add.info;mation consonant with their  pur- 
cl12lsc. 

1 \ ; i h s ~ ~ r , i r ; ~ ~ l  . I . :. ; l i ld  Cohcn ( it)(i5) o x ~ ~ m i n c d  thc  trttiti~dcu o!'~mokcru cirld 

~i~i~~s~i ioIcc:r~s  1.o\v:1r(l f.l>c l ~ ~ l i c \ ~ i ~ l > i I i t y  of  tl report on thc rclr~tionship Ilc*. 

L \ \ . C : ~ I I  sri1ol<i11fi : I I I ( !  !::::;: u:triccr. Rcs111ts indic~itcd Lhut tho mom p ~ ~ i p l ~  
si)iol(c:. L I I ~  less IiIceIy 1 . 1 1 ~ ) '  wcrc to  I)elicvc t l ~ c  report. 11c1lcc distorti~rk: 
~ I l c  cc?::iiiIivc c l c~ncn t  (tho bclicvnbilily ort.l\o rcport). Losciirlo n ~ l d  Pc.1.- 
I o l I ' ( l I l ( ~ 7 )  f o i i l i t l  ~ l i c ~ t  pcoplc clloosing bct\vccn t\rpo similnrly nttrnctiv? 
I ccoid albiims subscqucntly ratcd the choscn o ~ l c  us more dcsirtrblc und 
t11c   in chosen one :is less dcsirablc. Gncc again,  an  clement (sirnilk~r 
I~rcSci .c~~cc)  w>is clistorkd to be collsollant with the outcome. More rc. 
cently, Gilovicl~. Hiistcti Medvec, ar.d Chen (1995) examined the  per- 
ccivetl cnsll vnlue of prizes i n  a game show contest. Subjects u.110 llatl 
switclictl frorn a n  ~ lnoper~cd  box with 11 grund plizc to onc with u modcst 
pi,izc, plncoti i:l.c;ltcr cnsh valtrc on thcir  prizc thun pn r t i c ipu~~ t s  wlio 
~ J I ~ I L ' c I  1.0 s\vil.cIi ri.or11 11 111o(!o?it prizo to n p n n d  prizo. This offnrs I1n 
c.unnlple of sclcclivc dist.ortion ns il.rcrcnsing tho nttrnctivetlcss of Lllo 
choscn niternativc decroased the attrnctiveness of m o t h e r  alternative. 

LVllc~i tlissol~ili~co is conccotun.lizcd n s  dissonnnco nroirsnl, othcr in- 
direct methods of cst~iblishing dissonance have been used. For cxnmplc. 
scvcrill sl.[~tiics found thn t  dissonnnce posscsscs nrousnl propcrtics t ha t  
can bc rncasurcd in t c r~nv  of tnvk performance (Elliot 6c Devinc, 1994). 
iMo1.e Lirect mcnsures of dissonance arousal have centered on physio- 
logicnl responses, stich 8s gaivnnic skin responses (e.g., Elkin 6t. Leippe. 
1986). 
. Elliott nnd ~ c v i n c  (1994) nrgued that ,  although the  dissonance pro- , 
ccss is initintcti ! ~ y  u ro i~s i~ l ,  tllc conccptunlizqtion nnd nsscssmcnt of ' 

dissonance should include psychological discomfort, as originally con- 
ceptualized by Fcstinger (1957). They proposed a three-item scale of 
aSfcct items they thought tapped the  discomfort component of d j ~  ;o: 
nnncc and cnlicd for nn cmpiricnl vnlidntiorl of the psychological disiom- 
fort conlponent of dissonnncc. 

Sornc researchers have adopted ud hoc pupcr-und-pencil mciisurcs of 



tiiasonnncc, t ~ s i n c  itctns thnl sccnicd to ~ n p  tlic dissbnancc mnstrilct 
~ v i t l l i l l  the C O I ~ L . C S L  of their stutly. For c san~p lc .  Mcnasco and  Hawkins 
(.1978) w e d  "diIliculty of t l~@'purcliase decision" to i n f e rd i s sonn~~cewhen  
cs:~niilling tile cifbct o f  various purchnsc conditions on dissonnncc. Bell 
(19(;7) i,:scd iterms rcI:lting to unc:isc ~ i n d  r i ~ h t n c s s  o f thc  decision. Itcms 
t.i:!aLitil: lo otlicr. collslrucls, such as pos t t ru~~suc t ion  cluxicty, huve nlsv 
1)cc:l r~scd  (I-Iuilt, 1970). tIowcvcr. none of t l ~ c  s tudics . that  uscd ad hoc 
nlcs:;\;res attempted scale validation, anti almost none (Elliot & Devine. 
!:'t?.; :\nd l<orpoo:lk.:~. .$ SILJSL-I~~:. 19s" U P  escel):ions! asseased scale 
~ ~ ~ ~ l i : ~ l ~ i l i ~ ~ ~ .  

.bloritgoh~cry and Barnes (1993, p. 206) dcvclopcd a short  sculc of 
ccignit,ivc dissur1;rncc. defining tlic doninin or ~nb+nitivo dissonnncc R Y  
"~11o:;c feelings, L I L L . ~ ~ . I I ( I C S  rind elnotions thnt  corisu1ncl.s linvc or display 
\~11cii tllcy cxpcl~ic~icc disso~iancc and 111c situations aqd  conditions in 
~vl~ic!l t l i ssoi~:~i~cc has  occurred." 'l'hey nttempted to ciptul.c copzitivc 
d i s s ~ ~ ~ u ~ ~ ~ c c ' s  domil01 throuji!~ tilcse c o ~ ~ c u r r c n t  psychologict~l cxpcn-  
c i~ccs  ( c . ~ . .  "dissonarlt consumers often display anxiety", o r  "dissonant 
cot~::~:nlc~.s muy espcric:~cd!t'::~ !cvc!s of  cxpcckd  sntisfactioil"). How- 
cvc.!., thcre was n o  framework or basis for assuming t h a t  such fce l i~~g:  
~,e:~i,:.;ci~ted dissoilai~ce, beyond correlational evidence from previous 
sti.:dcs. In  additio~i.  they included "supportn in theii. measure ,  arguing, 
",];:; , blllilnt consumers necd reassurance (e.g.. support)  t h a t  n ~ v i s c  pur- 
L I I : I S ~ -  dccisiol? 11;1s I I C C I I  ~ T I L ~ ~ C *  (hlonlgorncry & B~nrrics. 1998. pp. 206- 
L O ' i ) .  !Sl~c l n l ~ c r  is ;1 meli>otl ol'dissnlinncc rcduclion, i l l  co l~ t ras l  lo dis- 
so1ian:c itself: 'l'ilc a~rtl lors themselves noted t ha t  th is  factor should be 
deleted iiom the  scale. Fur ther ,  following a discussion of related re- 
sc..;l.cii, t l ~ c  ciutho~.s slibjectivcly gcrlcrlitcd 11 16-itcni sctilo, which they 
fell mviisurctl iiissuriancc, r ~ l t h c r  than identifying dissonance issues 
Lil:~~ug!l Iistcning to consumers who had experienced dissonance. While 
.i:e Montgiiu~cry and Games (1993) scale is a commendable a t tempt  to 
:Inrify di:son:\ncc, thc present resenrch represents a more'rigorous up- 
~ i o a c h  to measuring dissonance, fnllo~ring Churchill's (1979) scale de- 
ciopmcnt process. 

In surnmiiry, v:lrious indirect mcosurcs h t ~ v c  bccn msdd to cstnblish 
i i i i t  dissoiinncc occu;.s. Othcr ,  more direct, mcusurcs, including physi- 
logical m..asurcs al:d paper-and-pencil tests, have also been used. The 
l t ter havc! included cognitive measures  (e.g.. evaluating the purchnse. 
lc wisdom o f thc  dccisiol~, or tho actions t hn t  should have been thken) 
n d  psychologiccll rncnsurcs (e.g., nnxiety, comfort, and  feelings). a s  well 
s bchnviornl rncnsurcs dcsigncd to measure  dissonnncc rcditction. 
part frorn the hlontgomcry and  Barnes (1993)'ellbrt. iiscful s teps  in 
I C  c o n c c p l i ~ a l i z a ~ i o ~ ~ - s c a l e  developmor~t sequence have not been pub- 
sllcd. 'The prcscnt stucly is designed to address this  nced. The scale 
2vcloprnen: proccss b c g i ~ ~ s  with nn exploration of the  cogmitivo disso- 
L I I C C  domi\in. 



Iccstingcr'9 earl) cxplnnntioii of dissonnnce did not clearly identify 
whether tfissor~a,rce is cognitive or emotional. The  cognitive view is sup- 
p l j r t~d  by his s ~ ~ g g c s t i o n  t h a t  " the obvcrsc of one clerrient follows fi-onl 

thc'otlicr" (Fcstingcr,  1957, p. 261). Fcstingcr dcscribcd u pc s o n  a s  
bci~ig in n dissonant s ta te  i f  two clcmcnts ir? h i s  copnition, t h a t  is, i n  
his knowledge of himself, his behavior, his feelings, desires, o r  in his 
icnowlcdgc o f t h c  world, arc  inconsistent. Cognitive dissonm~ce mny re- 
sult ~ ~ ~ h c n  nn opinion is formed or n decision talcen when cognition and 
opinions direct us in different directions. Yet Festinger (1957, p. 266) 
also sacms to have intended a n  cmotionnl conceptualization, suggesting 
that ,  "Tor sonic pcoplc, dissonance is an  cxtrcmcly painful and intolcr- 
able thing." 

Cooper i \ ~ l ( l  1:nzio (19S4) considered t ha t  dissol~nnce hns less to do 
wit11 a n  i~iconsistcncy tlrnong cognitions per sc ,  but  ruthcr  with,expt.c 
\.;~l.ions oi' uri~1csir;il)lc c o r ~ s c q u c ~ ~ c c s .  Oiivcr (1997) also belicvcs disso- 

(:t)g~iitivc ciisso~i;irlcc 11~1s bee11 defilicd a s  psychological d i s c o d o ~ ' t  
tCa1.1sniith S:~i \ . ro~~son,  1963; Elliot 22 Devine, 19941, a psychologicnlly 
i~~lcon~fo~. t i tb le  stiltc (1;cstingcr. 1957;'Mcnasco & Hawkins. 1978), being 
liiikctl with anxiety, uncertainty or doubt (Menasco Q Hawkins. 1978: 
~ . I o , l l ~ o m c r y  & 113al.nes, 1993: hiotvcn. 1995) or a s  synonymous ~ i t h  thc 
1.2~1-ct or relliorse ~.cporteri in snlcspeoplc's anecdotes (lnsko 8c S-11oplc.1.. 
i!)73). ' i ' l~us, the construct's 40-year histoly nppenrs to have created n 
tl.icorctic;lI os?*rnoroli in  \vhich I I  construct with i n  cmotioniil thcr .1~ 
I I L ~ I I , . ~  111,. I ) I I I . ~ ~ ~ * I I  ~ I I ' I . O S / ~ ~ / ~ I , ~ '  i l l  i1.q 11111110. I t  is 1 1 ~ ~ ) 1 1 r 0 n l  L I ~ I I L  c ~ p l i l i v ~ .  
dissonance Ilas l x ~ ~ l l  cognitive allti psy~1101~gical ~ O h ~ p o n c q t s . .  

Cooper an.' Fazio (1984) distinguished between the  two psychological 
c:om?ont.nts of "disso~lance arousal" and  "dissonance as a psyd~ologi- 
cally unconlib~-tilble state." They suggested thnt nrousnl is n necessary 
condition for dissonnncc to occur and  thut. if lubcled negatively and nn 
t t tr ibution is made internally (free choico, "it was my decision*), then 
~~sychological tiiscon~furt will nrisc. T i i s  psychological discomfort then 
rnotivntcs dissonnilcc reduction, as predicted by dissonanca theory. El- 
liot nnd Dcvinc (1994) claimed t h a t  the  la t ter  element has received fnr. 
less cmpiricr~l nttontion thnn  dissonnnco m u s a l  a n d  urged a systematic 
cttcmpt to villid~ltc the p sycho lo~cn l  discomfort component of disso- 

. \ nnncc. Ho\vcvcr, they concluded tha t  the distinct i h c c t  cxpericnced by 
,111 incIivitiii;~l i i i  :1 givcn situation is closcly rclatcd to the individual's 
cognitive appraisal of the  si!uation nnd, llcnce, t ha t  the cognitive and 
~1Tcctivc coniporiei~ts are not inddpcndent. 

Tilerc arc  pnrallels in the  ,:onceptunlizntion of dissonance a n d  sntis- 
filction. Sntisfi~ction has  bccn described ns the "cmotionnl responsc to 



t!ic jutlgrncntnl disparity bctwccn product pcrrormancc and n c01.1.c- 
sl,oliding normative s tandard" (\Vcstbrook & Oliver, 1991, p. 85). Herlcc 
sntisfnction. while tlescribcd a s  crnotionnl in nature ,  is based on a rc- 
sponsc to n cojillitiiw judgment. r~nd  tho cons t ruc t i s  suid to comprisc 
cognitivc 11s well us nl'l'cctivc, coinponcnts (Dnbholkar,  1995; Olivcr. 
1!J94). Di:;soniinc:e similarly comprises cogriitivc cind cn~ot ionul  compel- . 

I ~ P I I L S .  AS I:cstingcr tIcscri\)cs, it is n psycl~ologicnlly unconrfol.tnblc 
s ta le ,  but  generated by irlcorlsistent cognitiol~s. However. there a r c  two 
inpo r t an t  diffcrcnces bctwecn t hc  concepts. First. dissonance is  recog- 
nizcd :LS imn~ediatcly postdecisionnl (c.g., Festingcr, 1967; lnsko & 
,C.'chpplcr, 1972). Satisfaction, in contrast ,  is nssesscd postpurchnsc.and 
post,usc, when performance is compared to cxpcctations. Sccond, salis-  
faction is based on a comparison of known performanco and cxpecta- 
lions, whereas dissonance concerns unknown outcomes, generating ap- 
prehension t h a t  may continue after use  of t he  product o r  service, when  
satisfaction judgments are made  (Oliver, 1997). 

Olivcr (1997) takcs a wider v ic~v  of cognitive dissonance, examining 
thi! concept ovcr tlic entire purcliasc dccision proccss. Originating in a 
pl.cp~ircI~asc phasc, tile construct is labeled apprehension and  increases 
over the decis!on process. These same cognitions and feelings muta te  
into t rue  dissonance after the decisi&l is made,  when consideration of 
Iorc~:olic illtcrniitivcs bccomcs rclcvunt. With use and  cxpericncc, dis- 
sonailcc tlissipatcs and yields to dissatisfaction. 

?'he ccncept of dissonaiice addressed in the  present research best fits 
the period that im~riedidtely follows the purchase decision but  precedes 
LISV or C S ~ I C L . ~ C L I C C  \\fit11 the  s c s ~ ~ l t  of the  purchase dccision. At this s h g e .  
1i:I~clcd thc "gtimmu" s tage by Oliver (19971, dissonuncc is rnaximizcd 
;:rl;l prcccdcs s;~li.sf;~ctjon forrnntir~n. 

i: is irnyol.t:i~lt to 1 1 o k  that  iiissonirncc is not ilrouscd i i i  cvcry pur -  
cliz>sc. Thrcc iuaitl cot:tlitions for s ~ ~ c l l  a r o ~ ~ s n l  have been s u g ~ c s l c d  
( ( , : ~ ~ ~ ~ i n i i ~ i g s  & VcliI(i1tcsa~1. l!)76: l<o~.g:~o~ili:~t~ LC Moschis. l!)S?: M O \ \ J ~ I \ ,  
1 ;  i v  1997). I'irst, tllc dccision iilust bc inlyortcint. to tl:o con- 
s..IIncr. 'l'llitt is, tlic consurncr mus t  h i ~ v c  invested u substnntial amount  
oL' money or psychologicul cost in the dccision and t h c  oukomc  must  
rn:lttcr pcrsoniilly to tlic consumer. Sccond, tho mnsumcr  mus t  foe1 frcc 
ir mnlcing tile clioicc. ?'hilt is, tllc decision mus t  bo made voluntarily. 
l".:;ird, the consurncr niust  display irrevocable commitment to the deci- 
sion once matic. Tha t  is, the decision mus t  be irreversible. Mqior pur- 
cl?v.sc decisions, including thosc with lo'ng-term consequences, a re  most 
liki:ly to create dissonance conditions (I<orgaonkar '& Moschis, 1982; 
Olivcr, 1997). 

Eased on t!losc definitions and  distinctions, the present  research 
so..igl;t to dcvclop a scnle t!int cnn be uscd to n ~ e a s u r e  both the  emotional . 
,in(l co~i l i l ivc  I \ : ~ P L ' C ~ S  of disso~lnl!cc in tlie p o s t p 1 1 ~ h ~ s 0 ,  pro-iiso plinsc 
of con:iitr~iplion. \\'itliin tlic present ytttdy, the cognitive uspcct wuu dc-  
fiiictl I I : ; . I I  pursor~'s rccol;riition t l~ i i t  l~clicfs urc inconsistent with n dc- 



! 

r,isiol~ : flcr tllc piircl~nsc hns bccn made, whilc t he  emotional aspect 
was tlcfincd as n pcrsou's psycl~olopical discomfort subsequent to t he  
pi11.cl1ilse dccision. 

I)T:VEI,OPhTEN'r O F  TIIE SCALE 

The evitlcllce discussed suggests there  w e  distinct cognitive a n d  e m -  
t io j~al  aspects of cognitive dissonance. The present  section describes the  
pyxess  used to establish the content of dissonance und to validute t he  
sc:iIc psychometrically nnd thcoret~cally.  The process follows Churchill's 
(1579) approach for dcvcloping mrasurcs  of multiple-item constructs. 
Aftcr thc dcvclopmcnt of an  i n i t i d  s e t  of items, two stages ofscale  pu- 
rif!cn!ion wcrc ~ ~ n d c r t a k c l l .  A t l ~ o u g h  the  first s tage used hvo s tudent  
s a m p l ? ~ ,  tllc sccond stage used two more diverse samples  ofconsur-ers.  

A tot.1.1 pool of over 100 dissonance ltcnls was g c ~ ~ c r a t c d  from explor- 
atory rcscnrch involving four focus groups with consumers. The  proce- 
t i ~ l ~ . c ' ~ , s c d  is dcscribcti nt Icngth in IInuskllccht. Sivceney, Soutar ,  nnd 
Jol:rlso~-i (1998). 'l'llc content vaiidity of the i tems wus nssessed by 12 
consurncr behavior cxpcrts, who were provided with the cognitive and  
ci;>ot.i:nal definitions of dissonlulcc used in the study. A similar proce- 
dure was uscd by Zaichowsky (1985). I tems with a significantly higher 
mcnn on onc dimension compared to the  other were r ~ t a i n e d  for fu r ther  
scale dcvciopment. In all, 36 cop i t i ve  and  36 emotional itcms were 
r c t i i ; ~ ~  ?d nfl.cr this second stage. 

0 1 1 c  of tilc prirnc considerations in scale dcvclopmcnl is tho adequacy 
wills \vl,icll a spccilied domain of content is sampled. The  f o c u s - p u p  
nppr1)ac.h uscd to gc11c1.nto itcms. Ibllowcd by ihc use ofjudges to assess 
tllc itt!rns. s i~ppor t  tile scnlc's colltcnt vnlidity. 

I ) i ~ t i ~  Coilcctioll i t ~ i c l  Scalc Purification, SUge 1 

An initial quantitativc procedure was used to reduce the number  of 
items a ; ~ d  to cxaminc the initial scale's psychometric prope,rties. A total 
of G45 fi l~al-year s tydcnts  a t  four Australian universities.participated 
in this phnsc of thc research by responding ton  questionnairecontaining 
t l ~ c  totol sc t  of 72 i t c n ~ s .  Ench s tudcnt  was nsked to think of a n  imptr-  
tant P I I I . C I : ~ S C  11cci~io1~ tha t  iilvnlvcd a dillicult cl~oicc bctwccn two or 
rno1.c clcsc nl tcrnntivcs. R C ~ ~ O I I S C S  from tho  455 s tudents  who had  made  
sucll u purcl~rtsc wi th in  t11c last 3 months wcrc uscd in the  analysis. 

l lccni~sc cognitivc dissonnncc thcory does not suggest the  dimension- 
ulity of thc construct, thiu W I I S  invcutigntcd next. An exploratory f u c b r  
ilnrilysi~ s\~[:l:cstcti six tiinicnsions. lhrcc cmotion~ll and thrcc cognitive. 



, Hotvcvcr, factor analysis hns a tcndcncy to produce too many dimen- 
s io l~s  Ibr clcnl. conccptuul delinition (Churchill, 1979). Coefficient beta 
\\,as t l~ercforc used to cli i ify the  esistence of distinct subdimensions. 
(:oclficicnt beta is n mcusurc of reliability thn t  cdnsidcrs t he  possible 
cuisCcncc of s u ~ ~ s c a l c s .  In c r ee l ,  cocficienl bclu i $  ~ h c  worst s p l i t - h ~ l r  
~.csl;;il~ility of ;; scale, Altl~ougli cocficicnt ulpliu rcprcscnki the  UvcragC 
r,i':lll split-1l;llf rclia1)ilitics (Cronbncll. 1951) it docs not r cvcd  a low 
:,plit-h:llf rclinbiiity t ha t  can indicate thc  prescnc.c of a subscale (Johil 
8: lioeddcr, 1981). 'l'ile approach for estimnting cdefficient beta is  dis- 
c~~ssc:tl by Jo111i and Itocddcr (1981) c~nd Itcvcllc (1979). 

'I'lic rcsi11ts o f  tile cocl'licicrlt bcLtr c ~ ~ ~ r ~ l y s i s  for lhc  72-itcm sc 110 s l ~ g -  
gcstcd a. single crnotional dimension and thrcc cognitive dimensions. 
hl;lriy cnioliorl;ll i t c ~ n s  (c.g. ,  angry, nnnoycd, frustmtcd, dcpresscd)rcp- 
rcscnl tllc ilcgativc end of the plcasiire dinicnsion..in tho psychologicd 
;pncc of consunipt.ion enlotion discusscci by 13ush (1973) and Russcl'  
()!)!\0). So111c ilcrl ls  i~lso r.ck)rc1scnt tl,c h i ~ l i c r  end of Dush'a agpcss ion  
t l i ~ l i c r ~ s i o l ~  (iirlg1.y. f~ l r i o i~s  \ v i t ! ~  inyscln, iis \vcll 11s thc highcr cnd of  the 
1 3 1 1 ~ 1 1  ; ~ n t l  Ri~sscll ; ~ r o u s ; ~ l  tlirl~c!nsior~s (cxcitcd, a!!gry, unnoycd). Inlcr-  
~:!:tiilgly, il' o n c  co~~:; i ( lc~.s  I'lutclli k ' s  ( 1980) cii.cunlplcx of emotions, i l l  

\vhich eight basic emotions ranging from joy to anger  a r e  arranged in a 
I,~II::. t l ~ c  eniotio~ii~i items in this studs! cnn bc found in a specificsegnmcnt 

~ l l c  purcliasc decision tha t  took place. 'l'he majority relate to sclf-attri- 
J : ~ l l i o l l  ( C . K . .  " I  t110i1~11t .  1 sllouldll't 1111~0 do110 it," "I wondored if 1 cor~ltl 
1i.tvc nltltlc 11 bcttcr buy") ,  iilthoilgh u few conccmcd the  favorability 01' 
~ l i c  tical obtilincd in thc store (c.g., "I wondcrcd if thcy were spinning 
1.le .L iirlc"). 7'11~ t l ~ r c c  dimensions thiit cmcrgcd related to whether thc  
rigilt clloice was made, w1:cther the product'wns really needed a t  all. 
:inti corlccrn. ovcs tllc dcnl, pnr+.iculai.ly in regard to the salesperson. 
CJ~~cfficicnt bet11 v d u c s  wcrc .81 or  above for the four scales, acd asso- 
ci,ited condiiions recornnicndcd by John  ~ ~ n d  Rocddcr (1981) worc snt-  
isliotl, stil:,:osl.iiil: I . l i r ~ l .  1.1io.y rul~rc;sc~iL ~ ~ n i d i n i c r i s i o i ~ ~ ~ l  I I H ~ C ~ .  

SCIIIC C O I I  t c ~ i t  111ic1 roiii1biIity wcrc cxnmillcd and, as, rccommcndcd by 
Cl~urcllill (19791, tlic scnlc \ V R ~  f t ~ r t h c r  rcduced by plotting itom to tho 
to1 i \ 1  scillc c~ )~~ t~c l t \ t i ons  for otlch fttctor. I to~ny  that  produced a sharp drop 
in tlic plotted pattern were eliminated. Coefficient'alpha was then re- 
c:\Jculntcd for thc  rcmnining itcrns nnd thc  procedure repeated until 
tllcrc v.,crc no significnnt drops in t hc  correlations. Scales woro severcly 
trimmcd ut this stage,  sinco thc intention wus to dovc lopapar~ imonious  
:;cnlc thnt could bc used i n  Inrge-scale consumer research studies, of 
~v l~ ic l i  dissonance is only a part. Seventeen emotional items. four items 
rclntcd to conccrn ns to rvhcthor the  product was the r ight  choice, five 
itcrns rclntcd to conccrn ns to whether  thc product was needod, and  fivc 
itcrns rclntcd to conccrn over t.hc dcnl obtnincd wcrd rctninad. Tho v. i l .  
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Stagc 1 ,  \ '  

Null ' . . G597.G? 136 .4G 
0 1 ~ ~ -  hctnl 2197.GO 119 .15 .C.S 
,I5+"*\ V:,,,l,,r* l , ~ l ~ ~ ~ , l l l l  l v * s  ~ , l l l , l  ,~lll,,ll,,lll\ll l?:l!\,IG I18 . I  I X'! 
I ' * ~ I I V  I ' ; I < I I ~ H  \ : I*  \ I ~ I I \ R I P ~ * ~ I  it1 S~JICV I I .I$:~.!U L 19 .M !Y\ 
, , I I I I . S & , *  ~ \ I C . I , I I . N  (a11111 ~ ~ I I I  :tI\t-r S1:1p 2 I ) I ~  2SS.36 3 1 .09 .D.i 

I.v~,IIIx.o,I * ,%I  , ~ I ' S I : I ~ : ~ ~  I it,.111,t) 

(:;,I, ~ \ , ~ l . , . ,  9\.%,1,+ 
N11l l  .75O?.R.I 66 .50 

54 
-- 

Onc factor 850.35 .14 I 1 

Thrcc  fi..ctors ( R I  proposed i n  Stage  2)  368.17 5 1 .07 3 : 
.'Tho r > a L  m,.w!,.rqurn. r~ r tdu .1  I n  d c n o b d  1," ItHll  mnd bhq rclrlitv n t n w n l r ~ l l l y  index I? l L V l  1 1 4 ' 1  - 

\o,; - ,f[,,) - 1 ,' - ,/plfl r-' - ,//.I, w h w o  n \ &  the  n u l l  rndcl. 

ucs o r  cocfficicnt illphn for thc  four subscnlcs followir~g this proccss 
rixngcd froin .E5 to .96. An esplorntory factor analysis of these itelns 
supported tho four-factor s t ructure .  Confirmatory factor ~ I I I ; \ ~ ~ S I S .  
through s t ruc twa l  eqcntion modeling, indicated t ha t  the fouy-t'actoi, 
modcl w i ~ s  supcrior to  u null modcl, u singlc-factor niodcl i r l  which i ~ i l  

itcrns represented u single dissonnncc fuctc!r und a two-factor model. I I I  

whicl~ crnotiorlr~l rind cognitive elcmcnts rcprosonkd two scparutc t l i -  

lnensiolls ('l'nhlu 1). 'Illis supports  tho dimensio~ldi ty  and the discrim. 
inant  validity of the  suggested scale dimensions. 

'I'hc d!scriminnnt vnlidity of tho  four-dimensional scale was also in- 
vcs1il;citcd in two fur ther  wnys. Ipirst, tho tcst !hat the corrolativo tlc- 
tween constructs is significantly less than one was use,l (Bagoz i  .S;. 
I-icnthcrton, 199.1). As cnn bc seen in Table 2, the highebt correlation 
bctwccn dimensions was .62 and  the associated confidence intcrvnl was 
.GG to .G8. This tcst  supported the discrimi,nant validity for all pairs of 
dimcnsions. Second, tho Fornoll and  Larckor (1981) discr iminmt valid- 
ity tests wcrc conducted. Thcse tcs ts  require t ha t  the averngo iariuncc 
ux1r11c:tctl L)o ~:l-cl~tcr t1l11n .SO ~ ~ n t i ,  whon laking nny pair of construck.  
t h a t  thc nvcragc variance extracted for each construct is grcntcr t l lu~i  
the'?,luared s t ructural  pa th  coefficient between the two constructs. In 
Lllc ~ I ~ C H C I I L  C i l S C  L I ~ C S C  r c q ~ i i r c n ~ c ~ l t s  \VCTC mct for all pairs ofconstlstcts. 
\ v i  1.11 1 I I L ~ ~ ' I ~ I I ~ ( '  V I I I . ~ I \ I I C C  C ' S L I . I I C ~ C ~  r t l n g j ~ ~ g  from .53 to .86. 'l'his'ex- 
, . , ~ 1 5 , \ l ~ l l  \ \ l l s  ~ l , l l l l ~ l ~ l ~ b \  , I ~ \ I I I  ~ * ~ ~ , ~ l l i , - i t * ~ l [ .  i l l  , \ I 1  ~ I I S C ~ S .  ~ I C C ~ I L I S C  tho n~t<s im~ln l  
\ 1 1 ~ 1 1 1 ,  1 l i l I 1 l l l l ~ l ~ l ~  , 1 1 1 ~  I t  , v : l > i  . .I 1 ,  ( \ \ I  I . I I ( - ,  1.4~s1.s S I I I I ~ M ) I ~ I ~ * ~ !  I . ~ I L *  d i s c ~ ~ ~ ~ ~ l ~ ~  
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Anr~lys ls .  . I  : $ 1  
- 

M a d e  Right '$ Cot~cern Over 
E ~ n o t i o ~ i ~ l l  C l ~ o i m ?  Did I Nned It? Deal 

S ~ n j i c  I 
I 

E~norioonl .97 
M n i ! ~ !  l i g h t  choice? .50 (.04) .91 
Did I nend it1 .65 (.03) .S.? (.04) .81- " 

Concerrl o v o r  dc111 .62 (.03) .62 LO91 -54 (.M) 
. , 

.86 
-- 

Wisdom of ; 
Emotinnnl Purrhare . .i ' Concern O v e  Dnl -- 

, . ~ . , , ,  
S r n ~ c  2 ' I '  

F u r r ~ i t l r r e  s to re  t ' i 8 !  , a : \ : , , .  ; , , ( , I  

.9t? I.trioLio~rnl 
\Virilutn o r  p r ~ ~ . c l l ~ ~ e  . 6 U ( . 0 5 )  .8 1 
( ;< I I I :~ !~ I I  over den1 .6'3 (.ll3) .13 (.031 .66 

CIII .  i t c r co  Y ~ O ~ C  

E t . , t o \ io~~n l  .06 
',Vlsdom of purchase .47 (.05) .83 
Cionccrn over deal  -74  L03) -53 L05) .80 - 

::A,: Rvliubilily ul lincvr rvrnprilc of scale SLa* 1 118 items) - 0.98. 
! ~ ~ . l i ; ~ l ~ i l i l y  ad'Iint,~r m m p w i k  v r w ~ l e  ,Urn XCX" i ~ m ~ l l ~ i r n i l u m ~ ~ m  - , M . m r ~ l ~ s h , P ? . . % n d a n i  

., ,. . , , ~ ~ ! ~ . , ~ r  i t >  lsrns.Lt~l., - l t i l t ,  ~ - . u l . - i I a ,  n~linl~ilitiav " y l . ~ t r  ,+tt t lw disp~uul , 

i ; a ~ r t  validity of thc four dirncnsions. cvcn whcn measurcmcnt crror  
\v is collsidcl.cd. 

'The entire u ~ d y s i s  upas repeated on a smaller bu t  similar s tudent  
ssmple (n = 183). The analysis (not shown) revealed s imilar~resul ts .  
Fl~nvcvcr, the 31-itcm scnlo was fur ther  reduced t,o 28 items, Two of the 
i ' i rcc items dclctcd were found to hnve lower i tem to total correlations 
!:Ian other items rcprescnting t h a t  dirncnsion and  one showcd overlap 
across tile dissonance dimensions. The  meaning of these'subscales was 
~.ii~i~ll'cctcti by the omission of these items nnd, h e n ~ e ,  for the sake of 
p8\rsimony, thc  thrcc item3 wcre deletcd. " (: 

tuthough thcsc rcsul ts provided evidence of construct vnlidity, thcy 
\vr!rc bciscd o n  u s tudent  sample. Tho 28-item instrument  was therbforc 
rccxarnincd with thc use of an independcnt and more diverse second 
data  set, as recommended by Churchill (1979). 

l l a t n  Collcct ion rind Scn lc  P u r i f i c a t i o n ,  Stage 2 
r \, 1 , lc main objective of the secolld stage was to evaluate t he  robustness 

* 

01' the 28-item scale used to measure  cognitive dissonance. The proce- 
drirc involved scvcrnl steps,  similar to those used iri s tage  1. 

Duto wcrc c'oilcctcd from customcrs of two diflcrcnt types of storcs 



sclIini; tl\;l.abic ~ , ~ o c l s .  l ' l ~ c s c  wcrc n fu rn i t u roho ro  ( two  oqtlcts)  and 0 
cnr slcrco centcr (tllrcc nutlets). Customcrs wbrc invited to participntc 
i n  the sun lcy  immetlintcly aRer committing themselves to the purchase. 
Only  custon~cl-s micltinfi. ri n)njor purchase (ddfincd a s  thoso ypendin:: 
over  .S..t00 o n  tho purcll i~sc) were includcd in thosnmplc. Such custorncc; 
~ c r c  ccskcd to t:~lce il self-complction qucstiunnaim and roturn it in tht. 
r.cply paid cr~vclopc within 10 days. An opportunity o f  pnrticipatir~g ill 
.I draw for a voucher rctiecmnblc a t  tho slora was uscd as a n  incentivc 
to boost rcsponsc. 'l'hc survey wns conducted ovor n 6-month time pcriod 
nnrl ti11 quiilificd custorncrs werc asked to participate. Usnble rcsponscs 
rcprcscntcd 44% or furnituro storc c ~ ~ s t a m c r s  und 31% ofcnr  stcrcw ccn- 
tcr custorncrs. 

To cheek Tor non-response bias, the  sample profiles in terms of b a s ~ c  
variables, s i ~ c h  ns s u b u r b  of residence and expenditure levels, were corn- 
pared wit11 company records of all such customers ovor the snme tirno 
pcriod. A chi-squnrc tcst f'ound no signiticunt difibrcnws. I t  wns LQII- 

c I~~[ ic t i  t1111t the \1c111p1c \\,us rcprcscntutive of major purct~uscr-s d ~ r r ~ n g  
1111s t ~ r n c  pc1'1oc1. 

iJccnusc i t  was dissonnncc in t h e  postpurcl~aso-ptc-use s tago tllnt 
\rr>ts of interest in Lhe present study, furniture store customers who hod 
11ot yct tnkcn delivery of their pnrchnses were selected forannlysis. Most 
~.c.spondcnts \rrcrc in this category, bccnusc furniture 'rwuld typicullc 
~ulcc i)ctwcen 1 ilnd 6 ~vceks  to deliver. h'owcvcr, in thecnrs torcoccntcr .  
cqi~iprnent was typically installed immediately. Almost 70% of res ron-  
dents completed their  survey after installation and experielice w i t '  the 
c:c;liipmcnt. The cnr stcrco snrnplo wns therefore restricted to those who. 
co~~iplctcti  the ( lucs t ionn~~i rc  within 10 dilys ofi~istull i~tion. IzinnI sumplc 
sizes for analysis wcrc 224 for t11e furniture store and  313 for the  cur 
stcr-co center. The furniture store samplc was taken a s  tho priniary sam- 
ple for nnalysis due to the more rigorous ~ l a t u r e  ofthesample.(tllelo~lge~. 
tirile period and he i~cc  ability to complete the questionnaire before de- 
livery of the product). The  analytical section t h a t  follows, therefore, i s  
b ~ i s c d  largely on thc furniture store snmple. 

As ill tho first stnge, i tems t ha t  crented a sudden drop in the plotted 
item to total scnlc correlation pat terns  were dropped. Three i tems ~ c r c  
clclctcd us n rcsult o f  this process. h p h n  cocfticients ns a rcsult of this 
ranged from .80 to .97 (furniture) and  from -78 to .95 (car stereo). 

h:i exploratory factor analysis of the remaining 25 i tems with no  re- 
s~r iz t ion  as  to the  number  of factors suggested three dimensions. The , 

t ~ i o  cognitive dimensions, "concern about the  right choice'anc "concern . 
ov,*r xvhcthcr thc  prodi~ct  wns renl!y nccdcd,'showed some overlap. On 
thcorcticnl grounds i t  wns dccidcd tha t  thcse dimensions.shared com- 
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rnonaljly, bccnusc bolh.conccrncd internal  atlrib"uionai in conlt~sl'lo ...,, ... 
thc othcr eogni.tive dimension '&nccrn over.the dbd: wgch supposes . 
torac degree of external attr ibution in the role of f i e  salespersob. These 
two dimensions were therefote combined to  f o b  a~wisdornofpurchnsem 
subscale. Based on this  three-fattor model. three!items in the e q l o r .  
atory factor anniysis thn t  hndsp l i t  loadings were dropped. 

tl further exploratory fnctor nnnlysis supported the three-dimen- 
s iont~l  solution. Once ugnin confirmutory filctor u n u l y ~ i s  und rkliability 
I - S I ~ ~ I ~ I I I ~ - S . \ \ . ~ * I . ( ~  I I S ~ Y I  to ( ~ V ~ I ~ \ I , I I C  t l ~ c  vi~lidity tmd reliabiiity of the re- 
~ I I I L C Y ~  SC:IJC. Cultl i~.rt i~l~vry h c t o r  unulysis supported t.he thrcc-dirncn- 
.sionai solution (Tnble I), compared to tho null, one-,;and two-factq: mod- 
cis for both samples. Correlations between the  dimensions *ere 
si~llificarltly Icss thnn one (Table 2). fur ther  sup+&ing t he  discrimi- 
I I : I I : I  V ; I I  idily oI'lIlc dinlcnsio~is.  Addi~iol~al ly .  t h e  vahance  extracted for 
~$:tch dimcnsiot: \#/as .!jhol' greater which. i n  e a c h  case. exceeded t he  
sc;t~;~t.v 01' ~ l ~ c  pt1t.11 l)ct.wccn nny pnir of constructs, whicii had a mwi-  
11111111 ol'.-19. , 

I)uc to t l ~ c  dif'f'crcnt nc~turcs  of tllc s t~mplc s  in Stugos 1 and 2 and  t he  
cht~tigc in the dimcnsionnl s t ructure  adopted a t  tlie hg i l l n ing  uT L11e 
scconc! stngc ( lhc  singlc filctor "wisdom of purchasa" repIacirig the two 
previous fitctors "wl~c thcr  thc  right choice was  mndc* and.>hcther the  
pl.oc1~1ct was rcnlly nccdcd n t  all*), t he  confirmatoiy analysis and tests 
of discriminant validity for the three-fnctor model weto also conducted 
oil lllc or,iglnal s tudcnt  sample. The fit was  extremely good, being su-  
perior to tiic original fit of the 31 items on four dimensions axd  also to 
tile final fi t  on both second stage da t a  sets (Table 1). ' 

111 st!rnnlary, tllcrc was strong support  f3r the  djscriminnnt validity 
o i  tile sitg$cstcti t !~rco cognitive dissonnnco dimonsions. The dimensions 
\\,ere ( l ; ( i i lc~I  11s ~ollo\vs: 

F : i n o t i < r ~ i ~ ~ l  i\ pcr.son's psychologicnl dincornfort subsequent to the purchase 
~ l e c i a i o r ~  

\Vi s t lo~r l  o f  j ) u r c l ~ n s e  A perroll'a recognition n h r  the p u r c l ~ n ~ s  hna b w n  made t l ~ a l  
t h e y  nlny n o t  h n v e  ncatind tire product or mny not hnve re- 
Icctcd thc nppmprintc onc 

Conc:~.!~ ovc r  dcnl A pcrsorr's r c c o ~ i t i o n  aRer the punLaso has been made thst 
tl,ry nlny  hmvo bean i r ~ f l t ~ n n m l i  n g n i n r t  thol r  own twlloti by 
*tr l l rn  .tall' 

!;;~ccific dct.i~ils of L11c fin111 22 itcnls llscd in tilo scnlo am shown in 
':'iih:c 3.  'I'he criterion-rclntcd vnlidity of the scale (i.e.,whether themoa-  
surd 11chnvcs ns cspcctcd with rnonsures ofothor  constructs external to 
t l ~ c  :ncnsijrc i tscln ivns osscsscd hy examining i ts  &lationship with 
othe:. ccnccptudly rclntcd variables (perceptionsof value of the  product, 
sotisillction svith the product, and  dif7?culty in evaluating the  quality of . 
I l i v  1)rotfllcl.). I t .  1\.0111(1 1~ cspcct.cd t l lnt, if n consumcr hns high lcvcls of 
t l i s : ;o r~~t~~~.c ,  t11cy \\,oiild be !CSJ likely LO pcrccivc V U I I I L '  und Icss likcly to 
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1 , , ,>I> 1 1 ,  ,l\.*lO>,~ . . ! 
1 1 :: 

I (e[r di*~~)11u\rt~:~:tl  \ V I I . I I  1nyue11' ' {  
I relt emred  . 
I rclt 
I fc \ t  rlllgl~> 
I fclt rlneajy 
1 rclt I'd Id. myselr dowrr 
I felt rrrrrioyed 
1 felt fruatrrlral 
I wnr  in  pain 
I fclt dcl,l.a:*$~,kl 
1 felt ~ I I I . ~ , B \ ~  a , !!!\ .l*~ll' 
1 Ii4t rick 
I tvnr i l l  , I J : ~ > I I \  

Wiszo:n or11111. t . I~n~r 1 wondcr i r 1  I.CISII> i,,:,:J this  product' ' 

1 wonder whether  1 sholild have bought anything nt  all 
I wondur if I h a v a  nrnde the light choice 
1 wonder i f 1  have  do114 the  right th ing  in  buyiug tLir 

product 

f ' , , ,  ,., , ,>  ,,,,A*I. ( I P : , ~  ~ r k r  1 blight this  product I w o t ~ d s m d  if I'd beell fcalcd 
:\t'tcr 1 b o r r ~ h t  this  product I wondered if they 11a.i i ~ , " . !  . . * I  

n l ~ n c  
:Utcr 1 bought  t h i s  product 1 wondorod whcthcr  thcrc  \\.or 

w ~ n e t h i n g  wrong w i t h  the deul I got - - 

(:r.pct-icncc sc!tisfilction, ilnd would hnvc cspcricnccd more difficulfy in 
,~.iscssing tllc quality of the product. For thc  purposcs, thc 'sum- 
;,Ics wcre rcst~.ictcd to 1.espondcnts cvho hod not received their furniture 
;:urci~nsc or not had thcir  ca r  stcrco cquiprnent installed (i.e.. those wllo 
!\,crc in tho gnmmn pllnsc of' tile purchnsc decision process). 'l'he rclc- 
\,ilnt corrciutionv nrc vho\r,n in 'l'ublc 4.  

'I'llc cxpcctntion t h l ~ t  high-dissonuncc consumers would have hlld 
~ r o i r l . c r  (!iflculty in  j~rtlging tho cluulity of tho product and tllut disso. 
112.nce would r c s ~ ~ l t  in  lower Icvcls of satisfact,ion a n d  value were sup-  
ported in both samples.  Tho relationship was strongest with quality 
j u d g ~ i c n t  difficulty, d t l lough tho associntion of dissonnnce with sntis- 
Cilction Jvns substnntinl .  The  relationship wns weakest, but still signif- 
icnnt, with pcrccivcd V L ~ ~ L I C .  As might hnvo boon oxpoctod, qunl:ty judg- 
nicnt dificulty wns most related to people's Ycondern over the deal," 
: )cc i~ i~sc  d i f i c ~ ~ l t y  i n  judging quality could be allayed by salespeople's 
nssurnnccs. I-Iowcvcr>l~o dil'ficulty in making a quality judgment wns 
nlso rclntcd to thc  emotionnl aspect of dissonnnce, pnrticulnrly in tho 
casc of the furniture store. Concern over the  deal also had  a greater '  
irr,qact o n  pcrcoivcd vn l i~c  nnd  satisfaction than othcr dissonnncc di- 



I I n o ~ l l t ~ ~ l l l ~ l ~ p  ~f I)lmer1*1011~ .n& lblrbrl d n ~ ~ r w ~ r ,  

Corrc ln t lonnl  hnalysls,  proc luo t  Not Yet Dellvamd 073nrLrLlerl (Gamma 
Phnsc).  I' 

' . 
. . 

I?o!j11t6d Conntr!lct Dimension (n - 224) 
- 
F ~ r n i t ~ r c  storc 

I \\,ill vnluc this p1.od11ct Coocctn over dcnl -.30°* 
Einot io i~nl~  -.17' 
Wisdom of ~)iirchnne - .  14. 

I frcl s n t i ~ f i c d  wit11 nly dccision to  buy C o n c e ~ n  ovor deal -.%" 

t l l i ~  prod11c1 , Elnotional - .31** 
\Visdoln or p u i ~ h n m  - .17* 

. I I ~ a d  corisidcrnblc dlficulty in ~ u d g -  Cortcetn over deal .51" 
ii>g tl>e q ~ ~ n l i t y  o r  the prod~ic t  EmoLioual .42** 

Wisdom of p u r c h ~ w  ' .n** 
. -  

D~nirnalon.  In .I W) 

Gal etcrcc stoi c 
I ~ 1 1 1  vnluc this product Concern over deal - .48** 

Emohonal  -.33'* 
Wisdom of purchnse -.12 

1 fcel satisfied n i th  my decision to buy Concern over deal  -.49** 
this p r o d ~ ~ c t  Emotionnl -.16** 

Wisdom or purchnse -.I5 

I had considcrnblc d~fficulty i n  judg- Concern over deal  .64** 
Ing the quality of the product Emotional .37** 

Wisdom o lpu rchs se  .no 
' p  < 01 

" P ' M  

nlcnslons, although the crnotionnl componcnt of dissonanco nlso pluycd 
a significant role ilcrc. The cognitive cornponcnt, 'wisdom ofpun.hascn 
had a weaker relationship with the three related constructs, but was 
most strongly related to difficulty in judging the quality of tae good. 
Overall, the criterion-related validity of the scale was support d. 

DISCUSSION . 

Despite considcrnblc intcrcst in tho concept of cognitive dis:onnncu, 
I 

+,I~crc has only bccn onc uttcmpt u t  dovoloping n scnla for tho mnulruot . 
(Montgomery Sr Barnes, 1993). This scale ha3 its dmwbnck8, howcvcr. . 
including tilpping aspects other than dissonance induction. The purpose 
of the  present study was to add to the research on cognitive dissonance' 
by developing n mensure thnt is both reliable axid valid. The focus ofthe 
prcscnt rcscarch was to measure dissonanco a t  the postpurchase, pm- 



use stny;c of tllc dccision pmccss, dubhcd by Oliver (1097) as  ' h c  g n ~ n ~ n n  
pllnso. l ' h c  study suggests thnt dissonancc includes both cog~litive as -  
pccts, ns the titlc cogrritive dissoraarlce implies, a s  well a s  an emot io~~ i l l  
dimension, ns many definitions, inc1udin.g Festinger's original detini. 
tion, imply. 'l'hc 22-itcm scale thnt  was dovclopcd tappcd three dimun. 
sions of  dissoil;lrlcc, including onc cmot,ior~nl and  two cognitive dinlcn- 
siolls. 

The study was based on four samples. l k o  s tudent  samples were uscd 
i ~ i  Stilge 1 to tcst  nnd iliitially reduce the developed set oi i tome,  wllilc 
t\\w custorncr si~rnplcs wcrc uscd in Stngc 2 to tcs t  tho reduced set  on  
rcili consumcrs who wcrc a t  thc gamma phase of t he  dccision pmccss. 
Tile dcvclopcd scale had strong corltcnt, discriminant, and critc:ic,n- 
rclntcd validity, ns well a s  a high level of rclinbility, nnd should prvb,c 
a n  asset  in consumer behavior research. Fo r  example, Elliott and  Dc- 
vine (1994) have urged researchers to explore the  inner  workings of bot.11 
nfl'cctivc ilnd co1:nitivc procusscv in tho disvonsncc induction-'rcductioy 
sccl~~cncc. Further, Oliver (1997) hns suggested t h a t  dissonance inti~ic- 
tion and  dissonance redaction opcrntc! in a dynamic model in thil b c t , ~  
and gamma stagcs of the dccision-making process (postdecision bu t  prc- 
use) and that ,  dcpcnding on their relative s t rengths ,  various outcomes. 
sucli nu rccrct coplitions and  disconfirmntion, nrc initiated and nfTec: 
customer sntisfnction. 

Dissonnncc is known to follow a personal decision but, a s  indicated. 
~ n n y  colltirlue over tllc entire dccision-making process and mRy never 
completely disappear (Oliver, 1997). The  presence, magnitude, and ef- 
fects of dissonnllcc need to be studied over all stages of h e  decision- 
militinl: proccss, including a t  thc  timc of repenting thc  purchusc. ' l ' l r c  
(!cvclopcd sci~lc  will lissist in tllcsc explorations. 
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COGNITIVE DISSONANCE 
by: Alexandra Robertus 

General Expet-imental Psychology Cognitive Dissonance Lab 

The theory of  cognitive dissonance 

Cognitive Dissonance Theory, developed by Leon Festinger (1957), is 
concerned with the relationships among cognitions. A cognition, for the 
purpose of this theory, may be thought of as a 'piece of k n ~ w l e d g e . ~  The 
knowledge may be about an attitude, an emotion, a behavior, a value, and so 
on. For example, the knowledge that you like the color red is a cognition; the 
knowledge that you caught a touchdo\vn pass is a cognition; the knowledge that 
the Supreme Court outlanled school segregation is a cognition. People hold a 
multitude of cognitions simultaneously~ and these cognitions form irrelevant, 
consonant or dissonant relationships with one another. 

Cognitive Irrelevaice probably describes the bulk of the relationships anlong a 
person's cognitions. Irrelevance simply means that the t ~ v o  cognitions have 
nothing to do with each other. T1i.o cognitio~:~ are consonant if one cognition 
follows from, or fits with, the other. People like consonance among their 
cognitions. We do not Itnow whether this stems from the nature of the human 
organism or whether it is learned during the process of socialization, but people 
appear to prefer cognitions that fit together to those that do not. it is this simple 
observation that gives the tl~cory of cognitive dissonance its interesting fonn. 

Two cognitions are said to be dissonant if one cognition follows from the 
opposite of another. What happens to people when they discover dissonant 
cognitions? The answer to this q~iestion forms the basic postulate of Festinger's 
theory. A person who has dissonant or discrepant cognitions is said to be in a 
state of psychological dissonance, \vhich is experienced as unpleasant 
psychological tension. This tension state has drivelike properties that are much 
like those of hunger and thirst. When a person has been deprived of food for 
several hours, hetshe experiences unpleasant tension and is driven to reduce the 
unpleasant tension state that results. Reducing the psychological sate of 
dissonance is not as simple as eating or drinking however. 

To understand the alternatives open to an individual in a state of dissonance, we 
must first understand the factors that affect the magnitude of dissonance 
arousal. First, in its simplest form, dissonance increases as the degree of 



discrepancy among cognitions increases. Second, dissonance increases as the 
number of discrepant cognitions increases. Third, dissonance is inversely 
proportional to the number of consonant cognitions held by an individual. 
Fourth, the relative weights given to the consonant and dissonant cognitions 
may be adjusted by their importance in the mind of the individual. 

If dissonance is experienced as an unpleasant drive state,the individual is 
motivated to reduce it. Now that the factors that affect the magnitude of this 
unpleasantness have been identified, it should be possible to predict what we 
can do to reduce it: 

Changing Cognitions 

If two cognitions ar discrepant, we can simply change one to make it 
consistent with the other. Or we can change each cognition in the 
direction of the other. 

Adding Cognitions 

If two cognitions cause a certain magnitude of dissonance, that 
magnitude can be reduced by adding one or more consonant cognitions. 

Altering importance 

Since the discrepant and consonant cognitions must be weighed by 
importance, it may be advantageous to alter the importance of the 
various cognitions. 

The material above is the background reading for the Cognitive 
Dissonance Lab. Thcse are excerpts from Frederick M .  Rudolph's page 
on Social psycho log)^. [-:or a more detailed discussion on cognitive 
dissonance and related thcorics, visit 
l~ttp://ww~v.n~indspri~~g.con~i-fiudolph/lect~~ires/SOC/soc 1 .htm 




