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ABSTRACT

The concept of cognitive dissonance has been discussed widely in
the consumer behavior literature, yet parndoxically, there is no

well established scale to mensure it 'U'his nrticle deseribes the
development of n 22-item scnle for assessing cognitive dissonance
immediately after purchasge, First, the article discusses the
conceptunlization of the construct, recognizing that dissonance is
not only cogmnitive in nature, but also has an emotional component,
consistent with Festinger's early description of dissonance as a
psychologically uncomforiable state. The procedures used to develop
and refine the scale are subsequently described, This included a
qualitative study to generate tho items and two samples for each
gtape of the quantitative stages of scale refinoment. Fvidence of tho
scale's sound psychometric properties, including its reliabllity, |
validity nnd fnctor structure is given, © 2000 John Wiley & Sons, Inc.

Pestinger (1957) deseribed cognitive dissonance us a psychologically un-
comlortuble state that motivates o person to reduce that dissonance.
Following Festinger's early work, dissonance has been discussed in u
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multitude of studies and remains a topic of greal inlerest in social psy-
Jhology, as can be scen in the recent book of Harmon-Jones and Mills
(1999). However, a review by Cummings and Venkatesan(1976) marked
a reduction of interest in the subjeét in marketing, despite their concelu-

sion that “the cvidence in favor of dissonance theory in the consumer
hehavior literature looks good™ (p. 307). We agree with Oliver (1957)
that this reduction in interest was both inexplicable and unfortunate.
The concept nceds to be further delineated and the relationships be-
tween commitive dissonance and other postpurchase constructs, such as
consumer satisfaction and attributions, nced to be investiguted. Tho
time is ripe for n review of dissonance, a redefinition of the construct,
and the development of an operational measure. Indeed, Oliver (1997,
p. 261) concluded a chapter on cognitive dissonance with the hope “that
the construction, validation and dissemination of comprehenswe dis-
s¢rance measures will be forthcoming.”

Cognitive dissonance is an elusive construct. In experimental situa-
tions it has been measured in terms of indicators such as physiological
reactions following dissonance arousal, attitude change following dis-
sonance arousal or through changes in attitude to chosen and unchosen
alternatives that were initially similarly valued. Cognitive dissonance
has been occasionally measured by one or more indicators selected by
tesearchers (e.g,, Elliot & Devine, 1994; Menasco & Hawkins, 1978) or
batems that represent a related but different construct, such as anxiety
fc.z 3o Hlunt, 1970).

Recently, Montgomery and Barnes (1993) attcmpted to develop a dis-
saraance scale for use in marketing situations. Although their scale was
aomeritorious attempt to clarify this clusive construct, it suffers from
soveral flasws, The various sections of the present article describe the
development of wscale that attempts to measure cognitive dissonance,
ollowing Churchill’s (1979) suggested procedures. First, previous mea-
surcg are discussod, and then the domain of the cognitive dissonance
construct s outlined. Tho development of the scale, including datu col-
lection und scale purification, is then discussed, followed by an assess-
ment ol the validity of the scule. The final soction discusses the benoelits
of having developed such a scale and its potential uses.

PREVIOUS MEASUREMENT OF DIQQONANCI*

Many empirical explorations of dissonance theory huve manipulated *
dissonance experimentally within the induced/forced compliance pala-

digm, in which subjects were forced to comply publicly, while holding

an opposite .and unchanging private opinion. Such compliance is

brought about fargely through threats of punishment for noncompliance

srrewards for compliunce. Subjects have, for example, been rcqurred to

write essays contrary to Ltheir own opinion or to give u public speech on
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an issue in the opposite direction to their own;..npinion. In line with
Festinger's dissonance theory, which specifically add_rogses the erCn*d
compliance paradigm, subjects tend to change their opinion on the issue
toward the opinion proffered in the experiment, Dissonance hag been
mensured in such cases by looking at opinions ul different stuges of the
experiment, The settings of the experiments have been des ribed as
artificial, trivial, and irrclevant to marketers, because consumers are
sarely trapped in asituation of being forced to buy a product or service
(Cohen & Coldberg, 1970: Oliver, 1997; Oshikawa, 1970).

Dissonance has alse been examined through dissonance reduction.

[For exumple, [ngel (1963) examined differences in the readership of

Chevrolet advertisements among recent Chevrolet owners and nonown-
crs. expecting that Chevrolet owners would be more likely to read the
advertisements so they could add information consonant with their pur-
chase. : '
Nassariian and Cohen (1965) examined the attitudes of smokers and
aonsmokoers towitrd the believability of u report on the refationship be-
tween smoling and tungeancer, Results indicnted that the more people
smoke, the less lilkely they were to believe the repert, hence distorting
the cogaitive element (the believability of the report). Losciuto and Per-
TofI (1967 found that people choosing between two similarly attractive
record albums subsequently rated the chosen one as more desirable and
the unchosen one us less desirable. Once again, an element (similar
preference) was distorted to be consonant with the outcome. More re-
cently, Gilovich, Husted Medvec, and Chen (1995) examined the per-
ceived cash value of prizes in a game show context. Subjects who had
switched from an unopened box with a grund prize to one with a modest
prize, placed greater cash value on their prize than participants who
filed to switeh from n modoest prize to a grand prize. This offers an
example of seleclive distortion as increasing the attractiveness of the
chosen alternative decreased the attractiveness of another alternative.
When dissonanco is conceptualized as dissonance arousal, other in-
direet methods of establishing dissonance have been used. For example,
several studies found that dissonance possesses arousal properties that
can be measured in terms of task performance (Elliot & Devine, 1994).
More direct measures of dissonance arousal have centered on physio-
logical responses, such as galvanic skin responses {e.g., Elkin & Leippe,
1986). ' :
Elliott and Devine (1994) argued that, although the dissonance pro-
cess 1§ initiated by arcusal, the conceptualization and assessment of
dissonance should include psychological discomfort, a8 originally con-

- ceptualized by Festinger (1957), They proposed a three-item scale of

affect items they thought tapped the discomfort component of dis so-
nance and called for an empirical validation of the psychological discom-
fort component of dissonance,.

Some rescarchers have adopted ud hoc puper-und-pencil meusures of
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dissonance, using items that scemed to tap the dissonance construct
within the context of their study. For example, Menasco and Hawkins
(1978) ured “difficulty of thé purchase decision™” to infer dissonance when
examining the cffect of various purchase conditions vn dissonance. Bell
(1967) vsed itemys relating to uncase and rightness of the decision. [Lems
relating to olher constructs, such as postiransaction anxiety, have also
been used (Hunt, 1970), However, none of the studies.that used ad hoc
meastires attempted scale validation, and almost none (Elliot & Devine,
oty and Korgaonkar & Moschis, 1032, are exceprions! assessec scale
roliabibny.,

Montgomery and Barnes (1993, p. 206) developed a short scale of
cognitive dissonance, defining the domain of cognitive dissonance as
“thoae feelings, atlitudes and emotions that consumers have or display
when they experience dissonance and the situations and conditions in
whizh dissonance has occurred.” They attempted to capture comitive
dissonuncee’s domain through these concurrent psychological experi-
enves (¢.g., “dissonant consumers often display anxiety”, or “dissonant
congumers may experience low levels of expected satisfaction”). How-
ever, there was no framework or basis for assuming that such feeling:
renresented dissonance, beyond correlational evidence from previous
studies. In addition, they included “support” in their measure, arguing,
“issynant consumers need reassurance (e.g., support) that a wise pur-
chase decision has been made™ (Montgomery & Barnes, 1993, pp. 206 -
07). Whe lalter is a method of dissonance reduction. in contrast to dis-
sonante itsell. The authors themselves noted that this factor should be
deleted from the scale. Further, following a discussion of related re-
sceurch, the authors subjectively generated a 16-item scale, which they
felv meusured dissunance, rather than identifying dissonance issues
through listening to consumers who had experienced dissonance. While

: Montgomery and Barnes (1993) scale is a commendable attempt to

larify dissonance, the present research represents a more rigorous ap-
noach to measuring dissonance, following Churchill’s (1979) scale de-
ciopment process. ;

In summary, various indirect measures have been used to establish
hat dissonance occurs, Other, more direct, measures, inc¢luding physi-
logical m2asures and paper-and-pencil tests, have also been used. The
itter have included cognitive measures (e.g., evaluating the purchase,
1e wisdom of the decision, or the actions that should have been taken)
nd psychological measures (e.g., anxiety, comfort, and feelings), ag well
s behavioral measures designed to measure dissonance reduction.
part frora the Montgomery and Barnes (1993) efTort, useful steps in
r¢ conceplualization~scale development sequence have not been pub- .
shed. The present study is designed to address this need. The scale

»velopment process begins with an exploration of the cogmitive disso-
mce domain,
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THE COGNITIVE DISSONANCE DOMAIN

Festinger's e'nl) explanation of dissonance did not clearly identify
whether dissonance is cognitive or emotional. The cognitive view is sup-
ported by his suggestion that “the obverse of one eleruent follows from
the other” (Festinger, 1957, p. 261). Festinger dcscrxbcd 4 pe son as
being in a dissonant state if two elements in his cognition, that is, in
his knowledge of himself, his behavior, his feelings, desires, or in his
knowledge of the world, are inconsistent. Cognitive dissonance may ve-
sult when an opinion is formed or a decision taken.when cognition and
opinions direct us in different directions. Yet Festinger (1957, p. 266)
also seems to have intended an emotional conceptualization, suggesting
that, “for somce people, dissonance is an extremely painful and intoler-
abie thing.” ‘

Cooper and [Fazio (1984) considered that dissonance has less to do
with an inconsistency among cognitions per se, but rather with-expec-
Lations of undesirable conscquences. Cliver (1997) also believes disso-
mince inetndes concern about unknown oulecomes, in terms of antic:-
pated regret, and o feeling alapprehension on Lhe consumer's part.,

Cognitive dissonance has been defined as psychological discomfort
(Carlsmith & Aronson, 1963; Elliot & Devine, 1994), a psychologically
uncomfortable state (Festinger, 1957; Menasco & Hawkins, 1978), being
linked with anxicty, uncertainty or doubt (Menasco & Hawkins, 1978:
Maatgomery & Barnes, 1993 Mowen, 1995) or as synonymous vith the
rezgretor cemorse reported in salespeople’s anecdotes (Insko & S~hopler.
1972). Thus, the construct's 40-year history appears to have created a
theoretical oxymoron in which o construct with an emotional there
hones the burden of cognitive inits numo, 1t is apparent that cognitive
dissonance has both cognitive and psychological components. -

Cooper and Fazio (1984) distinguished between the two psychological
comnonents of “dissonance arousal” and “dissonance as a psychologi-
cally unconmdortable state.” They suggested that arousal is a necessary
condition for dissonance to occur and that, if labeled negatively and an
ettribution is made internally (free choice, “it was my decision”), then
psychological discom{urt will arise. This psychological discomfort then
motivates dissonance reduction, as predicted by dissonance theory. El-
liot and Devine (1994) claimed that the latter element has received far.
less empirical attention than dissonance arousal and urged a systomatic
sttempt to validate the psychological discomfort component of disso-
aance. However, they concluded that the distinct affect experienced by
an individual in a given situation is closely rclated to the individual's
cognitive appraisal of the situation and, hence, that the cognitive and
affective components are not independent.

There are parallels in the sonceptualization of dissonance and satfs-
faction, Satisfaction has been described as the “emotional response to

i

POSTPURCHASE DISSONANCHS ’ T




the judgmental disparity between product performance and a corre-
sponding normative standard” (Westbrook & Oliver, 1991, p. 85). Hence
satisfction, while described as emotional in nature, is based on & re-
sponse to a cognitive judgment, and the construct is suid to com?riSU
cognitive us well us affective, components (Dabholkar, 1995; Otiver,
1994). Dissonance similarly comprises cognitive and emotional compo-
nents. As Festinger describes, it is a psychologically uncomfortable
stale, but generated by inconsistent cognitions. However, there are two
important differences between the concepts. First, dissonance is recog-
nized as immediately postdecisionul (e.g.. Festinger, 1957; Insko &
Schopler, 1972). Satisfaction, in contrast, is assessed postpurchascand
postuse, when performance is compared to expectations. Second, salis-
faction is based on a comparison of known performance and expecta-
tions, whereas dissonance concerns unknown outcomes, generating ap-
prehension that may continue after use of the product or service, when
satisfaction judgments are made (Oliver, 1997).

Oliver (1997) takes a wider view of cognitive dissonance, examining
the concept over the entire purchase decision process. Originating in a
prepurchase phase, the construct is iabeled apprehension and increases
over the decision process. These same cognitions and feelings mutate
into true dissonance after the decision is made, when consideration of
foregone alternatives becomes relevant, With use and experience, dis-
sonance dissipates and yields to dissatisfaction. '

The cancept of dissonaince addressed in the present research best fits
the period that immediately follows the purchase decision but precedes
use or expericnce with the result of the purchase decision. At this stage.
tebeled the "gamma” stage by Oliver (1997), dissonance is maximized
and precedes satisfaction formation,

Iv s important to note that dissonance is not aroused in every pur-
chese. Three main conditions for such arousal have been suggested
(Cummings & Venkatesan, 1976: Korgaonkar & Moschis, [982; Mowen,
189G, Oliver, 1997), IFirst, the decision must be important to the con-
swner. That is, the consumer must have invested a substantial amount
os money or psychological cost in the decision and the outcome must
matter personally to the consumer. Second, the consumer inust foel free
ir making the choice. That is, the decision must be made voluntarily.
Taird, the consumer must display irrevocable commitment to the deci-
sion once made. That is, the decision must be irreversible. Major pur-
chiise decisions, including those with long-term consequences, are most
lilely to create dissonance conditions (Korgaonkar & Moschis, 1982;
Oliver, 1997).

Based on these definitions and distinctions, the present research
sotight to develop aseale that can be used to measure both the emotional
wndd copnitive nspects of dissonance in the postpurchase, pre-use phase
of consumption. Within the present study, the cognitive uspect was de-
fincd as 0 person's recognition that beliefs are inconsistent with a de-
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rision zfler the purclmc has been made, while the emotional aspect
" was defined as a person’s psychological discomfort rwbsequent to the

pmcl 1ase decision,

DEVELOPMENT OF THE SCALE

The evidence discussed sugges's there are distinct cognitive and ero-
tional aspects of cognitive dissonance. The present section describes the
pracess used to establish the content of dissonance und to velidute the
senle psychometrically and theoretically. The process follows Churchill’s

(1579) approach for developing measures of multiple-item constructs,

Aftce the development of an initial set of items, two stages of scale pu-
rification were undertaken. Although the first stage used two student
samples, the second stage used two more diverse samples of consur-ers.

Scale ltem Generation

A total pool of over 100 dissonance items was generated from explor-
atory research involving four focus groups with consumers. The proce-
dvreused is descx ibo I at length in Hausknecht, Sweeney, Soutar, and
Johnsen (1998). The content vaiidity of the items wus assessed by 12
consuraer behawor experts, who were provided with the cognitive and
emotiznal definitions of dissonance used in the study. A similar proce-
dure was used by Zaichowsky (1985). Items with a significantly higher
mean on one dimension compared to the other were retained for further
scale cevelopment. In all, 36 cognitive und 36 emotional items were
retain~d alter this sccond stage.

Oue of the prime considerations in scale development is the udequacy
witli wlich a specified domain of content is sampled. The focus-group
apprnach used to generate items, followed by the use of judges to assess
the items, support the scale's content validity.

Data Collection and Scale Puriﬁcation Stage 1

An initial quantitative procedure was used to reduce the number of
~ items aud to examine the initial scale’s psychometric propertles A total
of 645 final-year students at four Australian universities, participated
in this phasc of the rescarch by responding to a questionnaire containing
the total set of 72 items, Each student was asked to think of an imper-
tant puichase decision that invelved a diflicult choice between two or
moreclese alternatives. Responses from the 455 students who had made
such a purchase within the last 3 months were used in the analysis.
Because cognitive dissonance theory does not suggest the dimension-
ality of the construct, thig was investigated next. An exploratory factor
analysis suppested six dimensions, three emotional and three cognitive.
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_However, lactor analysis has a tendency to pmduce too many dimen-
sions for clear conceptual definition (Churchill, 1979). CoefMicient beta
was therefore used to clarify the existence of dlstmct subdimensions,
Coclficient beta is o meusure of reliability that consxdcrs the possible
existence of sunscales. In effect, coefTicient bela l§ the worst split-half
relinbility of a scale. Although coefficient alpha represents the uverago
of all split-half reliabilities (Cronbach, 1951) it does not reveal a low
split-half reliability that can indicate the presence of a subscale (John
& Roedder, 1981). The approach for estimating coefficient beta is dis-
cussed by John and Roedder (1981) and Revelle (1979).

T'he results of the coelficient beta analysis for the 72-item s¢ ile sug-
gested a single emotional dimension and three cognitive dimensions.
Many emotional items (c.g., angry, annoyed, frustrated, depressed) rep-
resent the negative end of the pleasure dimension.in the psychological
space of consumption emotion discussed by Bush {(1973) and Russel’
C1O80), Some items also represent thie higher end of Bush's agpression
dimension tungry, furious with myselD, us well as the higher end of the
Bash and Russell arousal dimensions (excited, angry, annoyed). Inter-
extingly, if one considers Plutchik’s (1980) circumplex of emotions, in
which eight basic emotions ranging from joy to anger are arranged in a
ring, the emotionul items in this study can be found in a specific segment
representiog o thicd ol the cireumplex area, This suggests some restric.
Crons Lo Hhe nepative conelions that rebibe o dissonanee,

Coyaitive items, in contrast, reluto o thoughls about the wisdom ol
the purchase decision that took place. The majority relate to self-attri-
Eution te.r., " thought | shouldn't havo done it,” 1 wondered if 1 could
have made a better buy”), although u few concerned the favorability of
the deal obtained in the store (e.g., “] wondered if they were spinning
rac o line”), The three dimensions that emerged related to whether the
rignt choice was made, whether the product was really needed at all,
and concerny over the deal, particularly in regard to the salesperson.
Cuelficient beta values were .81 or above for the four scales, and asso-
¢inted conditions recommended vy John and Roedder (1981) wore sat-
isfiod, supprosting that thoy ropresent unidimensional aspocts.

Scule content and reliability were examined and, as recommended by
Churchill (1979), the scale was further reduced by plotting item to the
tolnl sente correlntions for oach factor, Jtems that produced a sharp drop
in the plotted pattern were eliminated. Coefficient alpha was then re-
caleulated for the remaining items and the procedure repeated until
there were no significant drops in the correlations, Scales wore severely
trimmed at this stage, since the intention was to develop a parsimonious
seale that could be used in large-scale consumer research studies, of
which dissonance is only & part. Seventeen emotional items, four items
related to concern as to whether the product was the right choice, five
items related to concern as to whether the product was needed, and five
items rclated to cancern over the deal obtained were retained, Tho val-
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aes of coefMcient alpha for the four subscales following this process
ranged from .85 to .96. An exploratdry factor analysis of these items
supported the four-factor structure. Confirmatory factor analysis,
through structural equation modeling, indicated that the four-factor
model wus superior to a null model, a single-fuctor miodel in which ull
items represented a single dissonance fuctor und a two-factor model, in
which emotional and cognitive clements represonted two separuate di-
mensions (Table 1), This supports the dimensicnality and the discrim-
inant validity of the suggested scale dimensions.

The discriminant validity of the four-dimensional scale was also in-
vestigated in two further ways. irst, the test that the correlation be-
tween constructs is significantly less than one was usel (Bagozzi &
Featherton, 1994). As can be seen in Table 2, the highest correlation
between dimensions was .62 and the assocxated confidence interval was
56 to .G8. This test supported the discriminant validity for all pairs of
dimensions, Second, the Fornell and Larcker (1981) disecriminant valid-
ity tosts were conducted. These tests require that the average variunce
extracted be grenter than .50 and, when taking any pair of constructs,
that the average variance extracted for each construct is greater than
the quared structural path coefficient between the two constructs. In
the present case these requirements were met for all pairs of constructs,
with the nvernge variancee extracted ummng from .53 to .86. 'L‘ms ex-
corded the sqeneed prth coctTieient in all ¢ases, beenuse the maximum
vithae of Uhe grmneed pati was cHE AR Ilu- tests supporied Lhe diserim-
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The entire analysis was repeated on a smaller but similar student
sumple (n = 183). The analysis (not shown) revealed similar results.
Flowever, the 31-item scale was further reduced to 28 items, Two of the
tyree items deleted were found to have lower item to total correlations
tnan other items representing that dimension and cne showed overlap
across the dissonance dimensions. The meaning of these subscales was
unaffected by the omission of these items and, henge, for the sake of
pirsimony, the three items were deleted.

Although these results prov1ded evidence of construct validity, they
wore based on a student sample, Theo 28-item instrument was therefore
rcexamined with the use of an independent and more diverse second
dava set, as recommended by Churchill (1979).

Data Collc_ction and Scale Purification, Stage 2

The main objective of the second stage was to evaluate the robustness
of the 28-item scale used to measure cognitive dissonance. The proce-
dure involved scveral steps, similar to those used in stage 1.

Data were collected from customers of two different types of stores

ot
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selling durable goods. These were a furniture:store (lwo vytlets) and a
car stereo center {three outlets), Customers were invited to participate
in the survey immediately afler committing themselves to the purchase.
Only customers making a major purchase (defined as those spendin:
aver $400 on the purchuse) were included in the sample. Such customuers
were asked to take a self~completion questionnaire and roturn it in th.
reply paid envelope 'within 10 days. An opportunity of participating in
« draw [or a voucher redeemable at the store was used as an incentive
ro boost respanse. The survey was conducted over a 6-month time period
nnd all qualified customers were asked to participate. Usable responscs
represented 44% of furniture store customers und 31% of car sterco cen-
ter customers,

To check for non-response bias, the sample proﬁles in terms of basic
variables, such as suburb of residence and expenditure levals, were com-
pared with company records of all such customers over the same timo
period. A chi-square test found no significant differences, It was con-
chuded that the sample was representative of mujor purchasers during
this time period, '

[lecause it was dissonance in the postpurchase pre use stage that
wus of interest in the present study, furniture store customers who had
notyet taken delivery of their purchases were selected for analysis. Most
vespondents were in this category, because furniture would typically
tuke between 1 and 6 weeks to deliver, However, in the car stereo center.
equiprnent was typically installed 1mmediately Almost 70% of resron-
dents completed their survey after installation and experience wit' the
equipment, The car stereo sample was therefora restricted to those who.
completed the guestionnaire within 10 days of installation. IMinul sample
sives for analysis were 224 for the furniture store and 313 for the car
sterco center. The furniture store sample was taken as tho primary sam-
plcfor analysis due to the more rigorous nature of the sample (the longer
time period and hence ability to complete the questionnaire before de-
livery of the product). The analytical section that follows therefore, is
bused largely on the furniture store sample,

Analyses

As in the first stage, items that created a sudden drop in the plotted
‘tem to total scale correlation patterns were droppcd Three items were
deleted as a result of this process. Alpha cocfficicnts as a result of this
ranged from .80 to .97 (furniture) and from .78 to .95 (car steoreo).

Ax exploratory factor analysis of the remaining 25 items with no re-
siristion as to the number of factors suggested three dimensions. The
tivo cognitive dimensions, “concern about the right choice” anc. “concern
over whether the product was really needed,” showed some overlap. On
theorctical grounds it was decided that these dxmensxons ‘shared com-
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rnonalily, because both- conccrrcd mLcrnal attnbutaons in conl.rasl. t.o
‘the other cognitive dimension “concern over the deal,” whlch supposes
sorne degree of external attribution in the role of the sa]esperson. These
two dimensions were therefore combined to form a ¢ wxsdom of purchase”
subscale. Based on this three-factor model, three‘items in the explor-

atory factor analysis that had split loadings were dropped.

A further exploratory factor analysis supported the three-dimen-
sionul solution, Once again confirmatory fuctor unalysiy and reliability
extimates were used to evalunte the validity and reliability of the re-
duced seales Confirmutory fuctor anulysis supported the three-dimen-
sional solution (Table 1), compared to the null, one-, and two-facto: mod-
eis for both samples. Correlations between the dlmensxons were
significantly less than one (Table 2), further supporting the discrimi-
nant validity of the dimensions, Additionally, the variance extracted for
cavh dimension was .52 or greater which, in each case, exceeded the
square ol the path between any pair of constructs, which had a maxi-
mgm ol -4y, !

Pue to the different natures of the samples in Stages 1'and 2 and the
change in the dimensional structure adopted at the beginning ol the
seeond stage (the single factor “wisdom of purchase” replacing the two
previous factors “whether the right choice was made” and*“whether the
prociuct was really needed at all”), the confirmatory analysis and tests
ol discriminant validity for the three-factor model were also conducted
on the original student sample, The {it was extremely good, being su-
perior to the original fit of the 31 iterms on four dimensions and also to
the final fit on both second stage data sets (Table 1).

In summary, there was strong support for the discriminant validity

of the suggested threo cognitive dissonance dimensions. The dimensions
were defined as follows:

Einotionul A person’s paychological discomfort subsequent to the purchase
decision

Wisdom of purcliase A person’s recognition aller the purchase hns been made that
they may not have needad the product or may not have se-
lected the appropriate one

Concarn over deal A persan's recognition after the punihase has been made that

they miny have beon inﬂunumd agninst thoir own beliets by
ninlon wiatY

Specific detnils of the final 22 items used in the scale are shown in
“abie 3. The criterion-related validity of the scale (i.e., whether the mea-
sure behaves as expected with measures of other construets extsrnal to
the measurc itsell) was assessed by examining its relationship with
other conceptually related variables (perceptions of value of the product,
satistaction with the product, and difficulty in evaluating the quality of
the product), Tt would be expected that, if'a consumer has high levels of
dissorunee, they would be less likely w pereeive value und less likely to
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Tabla 3. Final Seale (22 ltema),

FBmotionul After Thaught ther v ety ‘
' ] \\:hlu\. AN !
[ Lersett e v
I tefy diwnppotused with mysell H
I felt scared .
I felt hollow
1 telt uogry
] felt unecasy
1 felt U'd let mysell down
] felt annoyed
1 felt frustrated
1 wnasin pain
I felt deprosaed
1 felt firtonee vk i aelyd
1 felt mick
l Wwue ill HyL s

Wisdoin of purrbnse 1 wonder if ] reslty ueed this produet
T wonder whether I should have bought anything at all
1 wonder if [ have made the right choice
1 wonder if I have done the right thing in buyiug t.hu
product

Concorn pver denl After | bought this product | wondered if I'd been fooled
After 1 bought this product I wondered if they hadd s o
a line
After 1 bought this product I wondered whether there wos
something wrong with the deul [ got

eyperience satisfuction, and would have experienced more difficul'y in
assessing the quality of the product. For the present purposes, the sum-
ples were restricted to respondents who had not received their furniture
surchase or not had their car stereo equipment installed (i.e., those wlhio
were in the gnmma phase of the purchase decision process), The rele-
vant correlations are shown in Table 4

The expectation that high- dnssonunu. consumers would have had
greater difficulty in judging the quality of the product and that disso-
nance would result in lower levels of satisfaction and value were sup-
rorted in both samples. The relationship was strongest with quality
judgraent difficulty, although the association of dissonance with satis-
faction was substantial. The relationship was weakest, but still signif-
icant, with perceived value. As might have been expocted, quality judg-
ment difficulty was most related to people’s “concern over the deal,”
hecause difliculty in judging quality could be allayed by salespeople’s
sgsurances, However™he difficulty in making a quality judgment was
also related to the emotional aspect of dissonance, particularly in the
case of the furniture store. Concern over the deal also had a greater’
imnuct on pereeived value and satisfaction than other dissonance di-
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Table A, ncilullo.!\nhlp of Dissonnnoe Dimenvions and Related Conalructs,
Correlationnl Annlysls, Product Not Yet Delivered or‘lnlullled ,(Gfmmn

Phase). . ; P .

Reinted Construct ' Dimension : (n = 224)
Furniture store - : .

[ will value this product “Concetn over deal -.30%*
IEmotional - 17"
Wisdotn of purchave -. 140

1 feel satisfied with my decision to buy Concein over deal ~ .35

thia product . Einotional -.31**
Wisdoin of purchase -.17*

! lhad considerable difficulty in judg: Coticern over deal Slve

fng the quality of the product Emotioual . o A2

- Wirdom of purchase ' ° 27

Dimenslon. ' ih = U3)

Car sterco stote

I will value this product Concern over deal , - .48
Emetional -,33**
Wisdom of purchase -.12
I feel satisfied with my decision to buy Concern over deal —.49**
this product Emotional | - .45**
Wisdom of purchnse . —.15
1 had considerable difficulty in judg- Concern over desl .64**
ing the quality of the product Emotional g7
, Wisdom of purchase 23*
*p < .0t ; i
00 ) ;

mensions, although the emotional component of dissonance also played
a significant role here. The cognitive component, “wisdom of purchase”
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 considerable interest in the concept of cognitive dis:onance,
there has only been one attempt at developing 'a scalo for tho construct
(Montgomery & Barnes, 1993). This scale has'its drawbacks, however,
including tapping aspects other than dissonance induction. The purpose
of the present study was to add to the research on cognitive dissonance’
by developing a measure that is both reliable and valid. The focus of the
present research was to measure dissonance at the postpurchase, pre-
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use staga of the decision pracess, dubbed by Oliver (1997) as ‘he gamma
phaso. The study suggests that dissonance includes both cogaitive as-
pects, as the title cognitive dissonance implies, as well as an emotional
dimension, a8 many definitions, including Festinger's original defini.
tion, imply. The 22-item scale that was developed tapped three dimen-
sions of dissonance, including onc emotjonal and two cognitive dimen-
sions. L

The study was based on four samples. 1'wo student samples were used
in Stage 1 to tost and initially reduce the developed set of itoms, while
two customer samples were used in Stage 2 to test the reduced set on
real consumers who were at the gamma phase of the decision process,
The developed scale had strong content, discriminant, and critecion-
related validity, as well as a high level of reliability, and should prove
an asset in consumer behavior research, For example, Elliott and De-
vine (1994) have urged researchers to explore the inner workings of both
affective and copnitive processes in the dissonance induction—reduction
sequence. Further, Oliver (1997) has suggested that dissonance induc-
tion and dissonance reducticn operale in a dynamic model in tho beta
and gamma stages of the decision-making process (postdecision but pre-
use) and that, depending on their relative strengths, various outcomes.
such as regret cognitions and disconfirmation, are initiated and atfect
customer satisfaction,

Dissonance is known to follow a personal decision but, as indicated,
may continue over the entire decision-making process and may never
completely disappear (Oliver, 1997). The presence, magnitude, and ef-
feets of dissonance need to be studied over all stages of the decision-
muking process, including at the time of repeating the purchase. The
developed scale will assist in these explorations,
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COGNITIVE DISSONANCE

by: Alexandra Robertus

General Experimental Psychology Cognitive Dissonance Lab
The theory of cognitive dissonance

Cognitive Dissonance Theory, developed by Leon Festingey (195 7), 18
concerned with the relationships among cognitions. A cognition, for the
purpose of this theory, may be thought of as a *piece of kr'xowledge.2 The
knowledge may be about an attitude, an emotion, a behavior, a valug, ‘and SO
on. For example, the knowledge that you like the color red is a cognition; the
knowledge that you caught a touchdown pass is a cognition; the knowledge that
the Supreme Court outlawed school segregation is a cognition. People hold a
multitude of cognitions simultancously, and these cognitions form irrelevant,
consonant or dissonant relationships with one another.

Cognitive Irrelevance probably describes the bulk of the relationships among a
person's cognitions. Irrelevance simply means that the two cognitions have
nothing to do with each other. Two cognitions are consonant if one cognition
follows from, or fits with, the other. People like consonance among their
cognitions, We do not know 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 theory of cognitive dissonance its interesting form.

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 question 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, which 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, he/she 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 individt}gl.
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

[f 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. These are excerpts from Frederick M. Rudolph's page
on Soctal Psychology. FFor a more detailed discussion on cognitive
dissonance and related theories, visit }

http:// www.mindspring.com/~frudolph/lectuires/SOC/soc 1. htm

http://www.ithaca.edu/faculty/stephens/cdback. html
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