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YOUNG ADULTS AND THE CONSUMPTION OF SOFT DRINKS.
ASPECTS OF CONSUMER BEHAVIOUR REGARDING SOFT DRINKS CONSUMPTION 
AND CONSUMER LOYALTY
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abstract

7KLV�DUWLFOH�LQWHQGV�WR�V\VWHPDWL]H�WKH�¿QGLQJV�RI�D�UHVHDUFK�
SURMHFW�RQ�WKH�FRQVXPSWLRQ�RI�VRIW�GULQNV�DPRQJ�\RXQJ�DGXOWV��
XVLQJ�DV�VWXG\�SRSXODWLRQ��PHPEHUV�RI�WKH�3RUWXJXHVH�6FRXWV�
$VVRFLDWLRQ��3RUWXJXHVH�6FRXWV��$VVRFLDomR�GRV�(VFRWHL�
URV�GH�3RUWXJDO��(VFRWHLURV�GH�3RUWXJDO���WKXV�WU\LQJ�WR�HVWDE�
OLVK�VRPH�FRQFOXVLRQV�DERXW�EUDQG�OR\DOW\��7KHUH�LV�D�ORZ�SHU�
FHSWLRQ�DERXW�VHYHUDO�DVSHFWV�UHODWHG�WR�WKH�FRQVXPSWLRQ�RI�
VRIW�GULQNV��,I�VRPHRQH�KDV�D�ORZ�RU�FRPSOHWH�DEVHQFH�RI�
FRQFHUQ�SHUFHSWLRQ�RQ�D�VWURQJO\�LQIOXHQFLQJ�IDFWRU�RI�WKH�
SXUFKDVH�GHFLVLRQ��ZKLFK�GHSHQGV��EH�D�VWURQJO\�LQÀXHQWLDO�
IDFWRU��RQ�WKH�SRSXODWLRQ�VHJPHQW�WR�ZKLFK�WKH�SHUVRQ�EHORQJV��
WKH�UHSHWLWLRQ�RI�WKH�SXUFKDVH�RI�D�SDUWLFXODU�EUDQG�LV�OHVV�OLNHO\�
WR�RFFXU��/RZ�FRQFHUQ�SHUFHSWLRQ�DERXW�FRQVXPHU� LVVXHV�
FDQ�OHDG�WR�ORZ�EUDQG�OR\DOW\�
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�3URIHVVRUD�$GMXQWD�QR�,QVWLWXWR�6XSHULRU�GH�&LrQFLDV�(PSUHVDULDLV�
H�GR�7XULVPR��DVRDUHV#LVFHW�SW�

INTRODUCTION

The strong presence in the market of the product con�

cerned in this project does not release it from the criticism 

RI�WKH�SXEOLF�IRUXP�DQG�WKH�KHDOWK�DXWKRULWLHV��VLQFH�LW�LV�

FRQVWDQWO\�SRLQWHG�RXW�DV�XQKHDOWK\��DQG�GLHW�LV�FRQVWDQWO\�

UHODWHG�WR�WKH�FRQVXPSWLRQ�RI�VHYHUDO�W\SHV�RI�EHYHUDJHV��

namely soft drinks.

2QH�RI�WKH�VHYHUDO�FRQFOXVLRQV�ZDV�WKDW�LW�LV�PHQ�ZKR�

KDYH�D�ORZHU�FRQFHUQ�SHUFHSWLRQ�ZLWK�D�VXVWDLQDEOH�GLHW��

6R��FDQ�ZH�WKHQ�VD\�WKDW�LW�LV�DPRQJ�\RXQJ�PHQ�WKDW�WKHUH�

LV�OHVV�OR\DOW\�WR�EUDQGV�LQ�UHODWLRQ�WR�WKLV�W\SH�RI�SURGXFW"

$V�D�VWDUWLQJ�SRLQW�IRU�WKLV�UHVHDUFK�SURMHFW��VHYHUDO�IDF�

WRUV�QHHG�WR�EH�WDNHQ�LQWR�DFFRXQW��IDFWRUV�WKDW�ZHUH�FKRVHQ�

E\�LQGLFDWLRQ�RI�WKH�ELEOLRJUDSK\�FRQVXOWHG��WKH�IDFW�WKDW�

WKH�OHYHO�RI�LQYROYHPHQW�ZLWK�WKH�SURGXFW�FRXOG�FRQGLWLRQ�

EUDQG�OR\DOW\��WKH�ZLGHVSUHDG�LQÀXHQFH�RI�FRQVXPSWLRQ�

RI�VRIW�GULQNV�RQ�KHDOWK��WKH�IDFW�WKDW�WKH�DVSHFWV�XQGHUO\�

LQJ�WKH�GHFLVLRQ�DQG�WKH�OHYHO�RI�GLIIHUHQWLDWLRQ�EHWZHHQ�

EUDQGV�RI�WKH�VDPH�W\SH�RI�SURGXFW�DUH�LPSRUWDQW�IRU�SHU�

FHLYLQJ�RU�DQWLFLSDWLQJ� WKH� OHYHO�RI�EUDQG� OR\DOW\��DQG�

EHFDXVH�WKH�\RXQJVWHUV�LQ�WKH�VWXG\�DJH�JURXS�DUH�ODUJHO\�

FRQGLWLRQHG�E\�WKHLU�SHHU�EHKDYLRUV��LW�ZDV�DOVR�LPSRUWDQW�

WR�FRQVLGHU�WKLV�YDULDEOH��:H�XVHG�D�TXDQWLWDWLYH�VWXG\�

WKURXJK�D�TXHVWLRQQDLUH�� DQG� WKH�TXHVWLRQQDLUH�ZDV�

SDVVHG�WR�D�VDPSOH�RI�����\RXQJ�DGXOWV��PHPEHUV�RI�WKH�

3RUWXJXHVH�6FRXWV�$VVRFLDWLRQ� �3RUWXJXHVH�6FRXWV��

$VVRFLDomR�GRV�(VFRWHLURV�GH�3RUWXJDO��(VFRWHLURV�GH�

3RUWXJDO���IURP�YDULRXV�UHJLRQV��3RUWR��&RLPEUD��/LVERQ��

$OJDUYH��$]RUHV�DQG�0DGHLUD��

,W�LV�LPSRUWDQW�WR�SRLQW�RXW�WKDW�WKHUH�ZDV�D�FRQFHUQ�WR�

VHHN�LQIRUPDWLRQ�DQG�ELEOLRJUDSK\�WKDW�ZRXOG�DOORZ�XV�WR�

HVWDEOLVK�WHUPV�RI�FRPSDULVRQ��LQ�VRPH�VLWXDWLRQV��EHWZHHQ�

WKH�UHVXOWV�QRZ�REWDLQHG�ZLWK�WKRVH�D�GHFDGH�RU�DSSUR[�

LPDWHO\�D�GHFDGH�DZD\��RU�IRU�SHULRGV�RI�HYHU\����\HDUV��

EXW�LQ�3RUWXJDO�UHVHDUFK�RQ�WKLV�WRSLF��LQ�JHQHUDO�DQG�VSH�
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FL¿F�WHUPV��LV�DOPRVW�QRQ�H[LVWHQW��HYHQ�LQ�RWKHU�FRXQWULHV�

LW�LV�OHVV�WKDQ�H[SHFWHG���DQG�WKH�FRPSDULVRQ�ZLWK�FRP�

SOHWHO\�GLIIHUHQW�UHDOLWLHV�IURP�WKH�3RUWXJXHVH�UHDOLW\��GRHV�

not make sense at this point and taking into account the 

VL]H�DQG�FKDUDFWHULVWLFV�RI�WKH�VDPSOH��WKHQ�WKLV�K\SRWKH�

VLV�ZDV�DEDQGRQHG�

1. METHODOLOGY

$IWHU�D�UHYLHZ�RI�WKH�OLWHUDWXUH�WR�KHOS�GH¿QH�WKH�OLQHV�

RI�UHVHDUFK��ZH�KDYH�DGYDQFHG�WR�WKH�¿HOGZRUN�

,Q�WHUPV�RI�PHWKRGRORJ\�ZKDW�ZH�GLG�KHUH��DFFRUGLQJ�

WR�WKH�ELEOLRJUDSK\�FRQVXOWHG��LV�ZKDW�LV�GRQH�IRU�D�ORQJ�

WLPH�LQ�VWXGLHV�RI�WKLV�QDWXUH��6R��ZKDW�ZH�GLG�ZDV�ZKDW�LV�

XVXDOO\�FRQVLGHUHG�DSSURSULDWH�LQ�WKHVH�FDVHV��LQ�WHUPV�RI�

UHVSRQVH�VFDOHV�XVHG��GDWD�FROOHFWLRQ��SURFHVV�RI�RUJDQL�

]DWLRQ��FRGL¿FDWLRQ��DQG�VWDWLVWLFDO�WUHDWPHQW�RI�FROOHFWHG�

GDWD��PHWKRGRORJLFDO�VSHFL¿FDWLRQV��UHVXOWV�DQDO\VLV��ZKLFK�

LPSOLHV�SURFHGXUHV��PHWKRGV��WHFKQLTXHV��WRSLFV�DQDO\]HG�

DQG�VHTXHQFH�ZLWK�ZKLFK�WKHVH�WRSLFV�DUH�DQDO\]HG�

1.1. Marketing research methodology

,Q�WKH�DUHD�RI�0DUNHWLQJ��DV�LQ�RWKHU�VRFLDO�VFLHQFHV��

NQRZOHGJH�DGYDQFHV�ZLWK�UHVHDUFK�DQG�UHÀHFWLYH�DQDO\�

VLV�RI�SDVW�H[SHULHQFHV��7KHUHIRUH��ZH�VWDUW�E\�FKHFNLQJ�

methodologies used in the past for the same theme.

7KH�0DUNHWLQJ�5HVHDUFK�PHWKRGRORJ\�KDV�FRPH�RYHU�

WKH�\HDUV�WR�EH�DQDO\]HG�E\�VHYHUDO�UHVHDUFKHUV�ZKR�KDYH�

FRPH�WR�GH¿QH�YDULRXV�SURFHGXUHV�DQG�VWHSV��)RU�H[DP�

SOH��ZH�FDQ�QHYHU��IRU�KLV�LPSRUWDQFH��IDLO�WR�REVHUYH�WKH�

PHWKRGRORJ\�RI�5LFKDUGVRQ��������WKDW�GH¿QHG���VWHSV��

��±�REVHUYDWLRQ����±�IRUPXODWLRQ�RI�WKH�UHVHDUFK�SUREOHP��

��±�UHIHUHQFH�LQIRUPDWLRQ����±�IRUPXODWLRQ�RI�UHVHDUFK�

K\SRWKHVHV����±�SUHGLFWLRQ����±�H[SHULPHQWDWLRQ��DQG���±�

DQDO\VLV��$QG��DOVR�IRU�KLV�LPSRUWDQFH��WKH�PHWKRGRORJ\�RI�

.XPDU��������WKDW�KDV�SUHYLRXVO\�GH¿QHG���VWHSV����±�IRU�

PXODWLRQ�RI�WKH�UHVHDUFK�SUREOHP����±�FRQFHSWXDOL]DWLRQ�RI�

WKH�UHVHDUFK����±�FRQVWUXFWLRQ�RI�DQ�LQVWUXPHQW�IRU�FROOHFW�

LQJ�GDWD����±�VHOHFWLRQ�RI�WKH�VDPSOH����±�GH¿QH�WKH�UHVHDUFK�

SURSRVDO����±�GDWD�FROOHFWLRQ����±�GDWD�SURFHVVLQJ����±�

UHVHDUFK�UHSRUW��:H�GHFLGHG�WR�FRQVWUXFW�D�PHWKRGRORJ\�

WKDW��LQ�VRPH�PRPHQWV��FRPELQHV�WKH�SRVLWLRQ�RI�WKH�WZR�

authors.

1.2. General goals

7KLV�SURMHFW�DLPHG�WR�DQDO\]H�WKH�UHODWLRQVKLS�EHWZHHQ�

DVSHFWV�RI�FRQVXPHU�EHKDYLRU��DPRQJ�ZKLFK�ZH�FDQ�KLJK�

OLJKW�WKH�UHODWLRQ�KHDOWK�VRIW�GULQNV��EXW�QRW�MXVW�WKLV��UHJDUG�

LQJ�VRIW�GULQN�FRQVXPSWLRQ�DQG�FRQVXPHU�OR\DOW\��)RU�WKLV��

ZH�GH¿QHG�WKH�IROORZLQJ�UHVHDUFK�SRLQWV�FKRVHQ�LQ�OLQH�

ZLWK�WKH�ELEOLRJUDSK\�FRQVXOWHG��OHYHO�RI�DWWHQWLRQ�WR�KHDOWK��

LPSOLFDWLRQ�ZLWK�WKH�SURGXFW��SXUFKDVH�GHFLVLRQ�SURFHVV��

WKH�UROH�RI�WKH�EUDQG�LQ�WKH�GHFLVLRQ�SURFHVV��DQG�WKH�OHYHO�

RI�SHHU�LQÀXHQFH�LQ�WKH�SXUFKDVLQJ�GHFLVLRQ�SURFHVV�

1.3. Understanding the methodology and structuring the project

7KHUH�DUH���ZLGHO\�XVHG�IRUPV�RI�UHVHDUFK�PHQWLRQHG�

DQG�XVHG�LQ�PDQ\�VWXGLHV����±�H[SORUDWRU\��ZKHQ�WKH�REMHF�

WLYH�LV�WR�DUULYH�DW�XQNQRZQ�LQIRUPDWLRQ�RQ�WKH�VXEMHFW�LQ�

TXHVWLRQ�����±�GHVFULSWLYH��FROOHFWLRQ�RI�FKDUDFWHULVWLFV�DQG�

VWDWLVWLFV�UHODWHG�WR�WKH�VXEMHFW�XQGHU�DQDO\VLV�����±�FDXVDO�

�HVWDEOLVKPHQW�RI�FDXVH�HIIHFW�UHODWLRQVKLSV��

7KH�SUHVHQW�SURMHFW�IROORZHG�PDLQO\��QRW�RQO\��DQ�H[SORU�

DWRU\�IRUP�RI�UHVHDUFK��DQG�LQ�RUGHU�WR�DOORZ�D�IDVWHU�DQG�

HDVLHU�WUHDWPHQW�RI�WKH�FROOHFWHG�GDWD��WKH�TXDQWLWDWLYH�

PHWKRG�ZLWK�FORVHG�TXHVWLRQV�ZDV�XVHG��DQG�WKH�TXHVWLRQ�

QDLUH�ZDV�VHOI�¿OOHG��GXH�WR�WKH�QXPEHU�RI�UHVSRQGHQWV�DQG�

GLVSHUVLRQ�WKURXJKRXW�WKH�QDWLRQDO�WHUULWRU\��ZKLFK�IDFLOL�

tated the process in logistical terms.

1.3.1. Response scales used

,Q�WKLV�SURMHFW��SULPDU\�GDWD1�ZHUH�FROOHFWHG�XVLQJ�YDU�

LRXV�W\SHV�RI�VFDOHV�FKRVHQ�DV�D�FRQVHTXHQFH�RI�WKH�ELE�

OLRJUDSKLFDO�UHVHDUFK��DV�SUHYLRXVO\�PHQWLRQHG�DQG�LQGL�

FDWHG�WR�RWKHU�WRSLFV�

±� 6HOI�(I¿FDF\2�

±� 63URGXFW�,QYROYHPHQW3�
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±� 6)RRG�&KRLFH�4XHVWLRQQDLUH��)&4�4�

±� 63HUFHLYHG�%UDQG�3DULW\��

±� 6,QWHUSHUVRQDO�,QÀXHQFH6.

:H�XVHG�)&4�EXW�H[FOXGLQJ�WKH�RULJLQDO�IDFWRUV�RI�SDFN�

DJLQJ�DQG�ZHLJKW��7KH�/LNHUW�VFDOH7�VHUYHG��ZKDW� LW� LV�

FRPPRQ�LQ�VHYHUDO�SURMHFWV��DV�WKH�EDVLV�IRU�WKH�FRQVWUXF�

WLRQ�RI�DOO�WKH�VFDOHV��VLQFH�LW�DOORZV�WKH�FRQVWUXFWLRQ�RI�OLJKWHU�

UHVSRQVH�VFDOHV�DQG�D�EHWWHU�FURVVFKHFNLQJ�RI�IDFWRUV�

1.3.2. Sample

)RU�WKLV�UHVHDUFK�SURMHFW��D�QRQ�SUREDELOLVWLF�FRQYHQ�

LHQFH�VDPSOH�ZDV�XVHG��PDGH�XS�RI����� LQGLYLGXDOV�

EHWZHHQ�WKH�DJHV�RI����DQG�����DQG�FROOHFWHG�GXULQJ�WKH�

DFWLYLWLHV�RI�WKH�3RUWXJXHVH�6FRXWV�$VVRFLDWLRQ��3RUWXJXHVH�

6FRXWV���LQ�WKH�UHJLRQV�RI�3RUWR��&RLPEUD��/LVERQ��$OJDUYH��

$]RUHV�DQG�0DGHLUD��7KH�FKRLFH�RI�WKLV�DJH�UDQJH�ZDV�GXH�

WR�WKH�IDFW�WKDW�WKH�JUHDWHU�PDWXULW\�RI�WKH�UHVSRQGHQWV��DV�

ZH�DUH�WDONLQJ�DERXW�\RXQJ�DGXOWV��DOORZV�D�JUHDWHU�DZDUH�

QHVV�RI�WKH�WRSLFV�LQ�TXHVWLRQ�DQG�GRHV�QRW�LPSO\�WKH�QHHG�

IRU�VSHFL¿F�DXWKRUL]DWLRQ�E\�WKH�SDUHQWV�IRU�WKH�SDUWLFLSD�

tion in the project.

1.3.3. Data collection, organization, codification, treatment, and 

methodological specifications

7KH�TXHVWLRQQDLUH�ZDV�DGPLQLVWHUHG�DW� WKH�HQG�RI�

'HFHPEHU�������DQG�DV�ZH�VDLG�HDUOLHU��ZKDW�ZDV�GRQH�

KHUH�LQ�WHUPV�RI�PHWKRGRORJ\��DQG�FRQVHTXHQWO\�DOVR�LQ�

WHUPV�RI�GDWD�FROOHFWLRQ��KDYH�QRW�JRQH�EH\RQG�ZKDW�LV�GRQH�

LQ�DQ\�VWXG\�RI�WKLV�QDWXUH��VR�ZKDW�ZH�DUH�GHVFULELQJ�KHUH��

LV�ZKDW�LV�QRUPDOO\�GRQH�DQG�IRXQG�WR�EH�DSSURSULDWH�LQ�

WKHVH�FDVHV��DFFRUGLQJ�WR�WKH�ELEOLRJUDSK\�FRQVXOWHG�

1.3.4. Process of organization, codification, and statistical treat-

ment of collected data.

7KH�GDWD�WUHDWPHQW�ZDV�SHUIRUPHG�ZLWK�WKH�6WDWLVWLFDO�

3DFNDJH�IRU�WKH�6RFLDO�6FLHQFHV��6366���7KH�LQWHUQDO�FRQ�

VLVWHQF\�RI�WKH�VFDOHV�ZDV�PHDVXUHG�XVLQJ�&URQEDFK¶V�

$OSKD��D�GHVFULSWLYH�DQDO\VLV�ZDV�DOVR�SHUIRUPHG��GXH�WR�

VRPH�GHVFULSWLYH�UHVHDUFK�FDUULHG�RXW��ZKLFK�ZDV�GRQH�IRU�

HDFK�RI�WKH�VFDOHV��7KH�H[LVWHQFH�RI�PRUH�WKDQ�RQH�GLPHQ�

sion in some of the scales used led to the use of paired 

VDPSOHV�DOORZLQJ�GLIIHUHQW�W\SHV�RI�FRPSDULVRQV��DQG�VRPH�

FRUUHODWLRQV�EHWZHHQ�YDULDEOHV�ZHUH�DOVR�HVWDEOLVKHG��,W�

VKRXOG�EH�QRWHG�WKDW�WKH�UHVXOWV�SUHVHQWHG��LQ�DQ\�FDVH��

ZLOO�EH�RQO\�WKRVH�LQ�ZKLFK�UHOHYDQW�GLIIHUHQFHV�DUH�REVHUYHG�

1.3.5. Methodological Specifications

Cronbach Alpha8

6LQFH�HDFK�RI�WKH�VFDOHV�ZDV�FRPSRVHG�RI�VHYHUDO�

LWHPV��DQG�HDFK�VFDOH�LQWHQGHG�WR�HYDOXDWH�D�YDULDEOH��LW�

ZDV�GHFLGHG�WR�HYDOXDWH�WKH�&URQEDFK�$OSKD��DQ�LQWHUQDO�

consistency9�PHDVXUH��

Comparison between means

7KH�DQDO\VLV�RI�WKH�UHVXOWV�REWDLQHG�ZDV�EDVHG�RQ�WKH�

use of t tests10�WR�FRPSXWH�DQG�FRPSDUH�WKH�PHDQV��,I��LQ�

the t�WHVW�IRU�WZR�LQGHSHQGHQW�VDPSOHV11��WKH�PHDQ�LV�FRP�

SDUHG�WR�WKH�VDPH�YDULDEOH�LQ�GLIIHUHQW�JURXSV��LQ�WKH�FDVH�

of paired samples12��WKH�FRPSDULVRQ�LV�WR�DQDO\]H�WKH�VDPH�

JURXS�RI�SHRSOH�WZLFH��WKLV�EHLQJ�WKH�VLWXDWLRQ�XVHG�

Bivariate correlation13

7R�FDOFXODWH�D�FRUUHODWLRQ��ZH�QHHG�WR�HVWDEOLVK�WKH�

GHJUHH�RI�UHODWLRQ�EHWZHHQ�TXDQWLWDWLYH�YDULDEOHV��DOORZ�

LQJ�XV�WR�NQRZ�WKH�H[WHQW�WR�ZKLFK�RQH�VLWXDWLRQ�LV�IROORZHG�

E\�DQRWKHU��HLWKHU�LQ�WKH�VDPH�GLUHFWLRQ�RU�LQ�WKH�RSSRVLWH�

direction. The correlation coefficients14�YDU\�EHWZHHQ�����

SHUIHFW�QHJDWLYH�DVVRFLDWLRQ�DQG�����SHUIHFW�SRVLWLYH�DVVR�

FLDWLRQ��,I�WKH�YDOXH�LV�]HUR�RU�LV�FORVH�WR�LW��WKH�OLQHDU�UHOD�

tionship���EHWZHHQ�YDULDEOHV�LV�]HUR�RU�DOPRVW�]HUR��5HODWHG�

WR�WKH�FRUUHODWLRQ�LV�WKH�VLJQL¿FDQFH��ZKLFK�VKRXOG�EH�OHVV�

WKDQ������DQG�PRUH�WKDQ������16

2. RESULTS

7KH�WRSLFV�LQFOXGHG�LQ�WKH�DQDO\VLV�RI�UHVXOWV�DUH�REYL�

RXVO\�UHODWHG�WR�WKH�REMHFWLYHV�RI�WKH�SUHVHQW�VWXG\��DQG�

WKH�VWUXFWXUH�RI�WKLV�DQDO\VLV�UHVSHFWV�ZKDW��DFFRUGLQJ�WR�

WKH�ELEOLRJUDSK\�FRQVXOWHG��LV�FRQVLGHUHG�DV�DGHTXDWH�DQG�

LPSRUWDQW�LQ�VWXGLHV�ZLWK�WKH�FKDUDFWHULVWLFV�RI�WKLV�RQH��QRW�

escaping the orientations in force in this regard.
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2.1. Structural characteristics of the sample

$V�SUHYLRXVO\�PHQWLRQHG��ZH�XVHG�D�QRQ�SUREDELOLVWLF�

FRQYHQLHQFH�VDPSOH��PDGH�XS�RI�����LQGLYLGXDOV�EHWZHHQ�

WKH�DJHV�RI����DQG�����ZLWK�JUHDW�SHUVLVWHQFH�ZH�DFKLHYHG�

LQ�WKH�HQG�����PHQ�DQG�����ZRPHQ�UHVSRQGHQWV��IRU�D�

JUHDWHU�EDODQFH�DQG�JUHDWHU�YDOLGLW\�RI�VRPH�GDWD�FURVV�

LQJV��5HJDUGLQJ�WKH�OHYHO�RI�HGXFDWLRQ������DWWHQG�+LJKHU�

(GXFDWLRQ��VRPH�VWXG\�DQG�ZRUN�DW�WKH�VDPH�WLPH�������

UHYHDOHG�WKDW�WKH\�KDG�DOUHDG\�¿QLVKHG�WKHLU�KLJKHU�VWXG�

LHV��DQG�����VHFRQGDU\�HGXFDWLRQ��LQ�WKH�¿UVW�WZR�VLWXD�

WLRQV�DW�GLIIHUHQW�OHYHOV�RI�DFDGHPLF�TXDOL¿FDWLRQ��%DFKH�

ORU¶V��0DVWHU¶V��3K'��

2.2. Internal consistency of Scales17

%HIRUH�WKH�DQDO\VLV�RI�WKH�GDWD�LWVHOI��WKH�LQWHUQDO�FRQ�

sistency of the dimensions composing the scales needs to 

EH��DQG�ZDV��YHUL¿HG��7KLV�LV�DQ�HVVHQWLDO�VWHS��VLQFH�LW�LV�

WKH�DQDO\VLV�RI�WKHVH�GLPHQVLRQV�WKDW�LV�LQ�TXHVWLRQ��QRW�WKH�

analysis of the items that make up each of these dimen�

VLRQV�LQGLYLGXDOO\�

Brand parity scale

,Q�WKLV�VFDOH�ZH�KDYH�VLPLODULW\�EHWZHHQ�EUDQGV�±�6RIW�

GULQNV�DUH�VRIW�GULQNV��0RVW�EUDQGV�DUH�EDVLFDOO\�WKH�VDPH��

7KH�RQO\�GLIIHUHQFH�EHWZHHQ�WKH�ELJJHVW�EUDQGV�RI�VRIW�

drinks is the price��DQG�ZH�FRXOG�FRQWLQXH�ZLWK�H[DPSOHV�

RI�DQVZHUV«�+HUH�ZH�KDYH�D�ORZHU�OHYHO�RI�LQWHUQDO�FRQ�

VLVWHQF\��a� ���������:KDW�WKLV�UHVXOW�FRQYH\V�WR�XV�LV�WKH�

UHODWLYL]DWLRQ�RI�WKH�UHVSRQGHQWV�UHJDUGLQJ�EUDQGV�ZKHQ�LW�

comes to choosing a soft drink.

,QWHUSHUVRQDO�,QÀXHQFH�VFDOH

,Q�WKLV�VFDOH��ZKLFK�SUHVHQWV�RQO\���GLPHQVLRQV��,QIRU�

PDWLRQ�±�,�RIWHQ�FROOHFW�LQIRUPDWLRQ�IURP�IULHQGV�DQG�RU�

IDPLO\��,�RIWHQ�REVHUYH�WKH�EUDQGV�WKDW�RWKHUV�DUH�EX\LQJ�

and drinking�«��DQG�1RUPDWLYH�IDFWRUV�±�If I want to be like 

someone, I usually try to buy the same brands of soft drinks 

WKDW�RWKHU�SHRSOH�EX\��,I�RWKHU�SHRSOH�ZLOO�VHH�PH�GULQNLQJ�

a soft drink, I usually buy the brand they expect me to buy, 

«���WKH�LQWHUQDO�FRQVLVWHQF\�LQ�UHVSHFW�WR�WKH�QRUPDWLYH�

DVSHFWV�LV�KLJKHU��a� ���������WKDQ�LQ�UHODWLRQ�WR�LQIRUPD�

WLYH�IDFWRUV��a� ��������

6HOI�(I¿FDF\�6FDOH

7KH�6HOI�(I¿FDF\�6FDOH��UHODWHG�WR�WKH�LPSRUWDQFH�WKDW�

SHRSOH�DWWDFK�WR�WKH�UHODWLRQVKLS�GLHW�KHDOWK�ZHOO�EHLQJ��I 

WU\�WR�H[HUFLVH�UHJXODUO\��3RRU�KHDOWK�UHVXOWV�IURP�SRRU�FDUH��

I pay attention to nutritional information��DQG�VR�RQ«���KDV�

LQ�WKLV�LQYHVWLJDWLRQ�SURMHFW�KDG�DQ�LQWHUQDO�FRQVLVWHQF\�RI�

a� �������

3URGXFW�,QYROYHPHQW�6FDOH

7KH�VFDOH�RI�LPSOLFDWLRQ�ZLWK�WKH�SURGXFW�LV�FRPSRVHG�

RI���GLPHQVLRQV�±�,QWHUHVW��+HGRQLVP��3HUFHLYHG�6\PERO�

LVP��3UREDELOLW\�RI�HUURU��3HUFHLYHG�ULVN��7KH�SHUFHLYHG�ULVN�

�IRU�H[DPSOH��I would be annoyed with a bad choice���KDG�

WKH�OHDVW�LQWHUQDO�FRQVLVWHQF\��a� ��������DQG�WKH�RQH�ZLWK�

WKH�KLJKHVW�FRQVLVWHQF\��a� �������LV�UHODWHG�WR�WKH�LQWHU�

HVW�DURXVHG��I attach great importance to soft drinks��IRU�

H[DPSOH��

)RRG�&KRLFH�4XHVWLRQDLUH��)&4�

7KH�GLPHQVLRQ�ZLWK�WKH�JUHDWHVW�LQWHUQDO�FRQVLVWHQF\�

ZDV�KHDOWK��a� ���������Contain many vitamins and min-

HUDOV��.HHS�PH�KHDOWK\��HWF����DQG�WKH�RQH�ZLWK�WKH�ORZHU�

LQWHUQDO�FRQVLVWHQF\�ZDV�HWKLFV��a� ���������Be made in 

FRXQWULHV�WKDW�,�DSSURYH�RI�SROLWLFDOO\��3DFNDJHG�LQ�DQ�HQYL-

ronmentally responsible manner��DPRQJ�RWKHU�FRPPHQWV��

2.3. Factors influencing the purchase decision in soft drinks 

(FCQ Scale)

$V�ZH�ORRN�DW�WKH�UHVXOWV�RI�DOO�GLPHQVLRQV��LQ�ZKLFK�

WKLV�VFDOH�LV�GLYLGHG18��IRU�WKH�K\SRWKHVLV�RI�UHVSRQVH��� �

7RWDOO\�DJUHH���� �6WURQJO\�GLVDJUHH��ZH�VHH�SRVLWLYH�UHVXOWV�

LQ�UHODWLRQ�WR�DOO�RI�WKHP��7KDW�LV��DOO�RI�WKHP�FRPH�LQWR�FRQ�

VLGHUDWLRQ�DW�WKH�WLPH�RI�WKH�GHFLVLRQ��EXW�WKH�SULFH�DV�D�

IDFWRU�GLPHQVLRQ�LQÀXHQFLQJ�WKH�GHFLVLRQ�LV�WKH�RQH�WKDW�

VWDQGV�RXW�WKH�PRVW��,I�PHQ�UHYHDO�WKHPVHOYHV�RQ�WKH�VFDOH�

RI�LPSOLFDWLRQ�ZLWK�WKH�SURGXFW��WR�EH�PRUH�FRQGLWLRQHG�E\�

WKH�KHGRQLF�DVSHFW�DQG�VRFLDO�DVSHFWV�DVVRFLDWHG�ZLWK�VRIW�

GULQNV��RQ�)&4�VFDOH�WKLV�DVSHFW�VHHPV�WR�EH�WR�WKH�PHQ��
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LQ�D�JHQHUDO�ZD\��WKH�RQH�WKDW�LV�DWWULEXWHG�OHVV�SUHSRQGHU�

DQFH�LQ�WKH�GHFLVLRQ�RI�SXUFKDVH��WKLV�LV�WUDQVODWHG�E\�WKH�

UHVXOWV�RI�WKH�GLPHQVLRQV�PRRG�DQG�VHQVRULDO�DSSHDO��,W�

VKRXOG�DOVR�EH�QRWHG�WKDW�RQO\�DPRQJ�WKH�GLPHQVLRQV�

RI�SULFH��KHDOWK��HWKLFV�DQG�PRRG�FDQ�ZH�SRLQW�WR�D�KLJK�

VLJQL¿FDQFH�

:KHQ�ZH�FURVV�UHIHU�WKHVH�UHVXOWV�WR�JHQGHU��ZH�¿QG�

WKDW�WKHUH�DUH�QR�PDMRU�GLIIHUHQFHV�EHWZHHQ�ZRPHQ�DQG�

PHQ��+RZHYHU��DQG�LQ�WKH�ZDNH�RI�VRPHWKLQJ�WKDW�KDV�EHHQ�

VWDWHG�KHUH�VHYHUDO�WLPHV��PHQ��ZLWK�WKH�OHDVW�FRQFHUQ�IRU�

WKH�SK\VLFDO�DVSHFW��DOVR�DWWDFKHV�OHVV�LPSRUWDQFH�WR�WKH�

SUHVHQFH�RI�QDWXUDO�LQJUHGLHQWV�LQ�WKH�VRIW�GULQNV��,Q�WKLV�

VHQVH��DQG�LQ�FRKHUHQFH�ZLWK�WKHVH�UHVXOWV��DVSHFWV�VXFK�

DV�FKRLFH�IRU�IDPLOLDULW\�ZLWK�WKH�EUDQG�DUH�OHVV�SUHVHQW�DW�

the moment of decision to purchase soft drinks in the case 

RI�ZRPHQ�

2.4. Implication with the product

7KH�UHVXOWV�PD\�VHHP�WR�DOORZ�WR�DI¿UP�WKDW�WKH�OHYHO�

RI�EUDQG�OR\DOW\�LQ�WKLV�W\SH�RI�SURGXFW�LV�ORZ��WKH�GLPHQ�

VLRQV�GR�QRW�UHDFK�FOHDUO\�SRVLWLYH�YDOXHV19��EHFDXVH�WKH\�

UHYHDO�D�ORZ�LPSOLFDWLRQ�ZLWK�WKH�SURGXFW�XQGHU�VWXG\��DQG�

WKH�ORZ�LQYROYHPHQW�OHDGV�WR�D�ORZ�¿GHOLW\�WR�WKH�EUDQG�DQG�

WKH�SURGXFW��%XW�DUH�WKHVH�UHVXOWV�FUHGLEOH�RU�GR�WKH\�UHVXOW�

IURP�DQ�DWWHPSW�E\�UHVSRQGHQWV�WR�SUHVHQW��RQFH�DJDLQ��DQ�

HWKLFDOO\�SROLWLFDOO\�FRUUHFW�DWWLWXGH�RU�EHKDYLRU"

:KHQ�ZH�FURVV�WKH�UHVXOWV�REWDLQHG�LQ�WKLV�VFDOH�ZLWK�

WKH�JHQGHU�YDULDEOH��ZH�GLG�QRW�¿QG�VLJQL¿FDQW�GLIIHUHQFHV��

although slight differences point to a more superfluous 

attitude on the part of men in relation to the choice of this 

W\SH�RI�SURGXFW��EHFDXVH�LQ�WKH�FDVH�RI�PHQ��PRUH�VXE�

MHFWLYH�DVSHFWV�VXFK�DV�V\PEROLVP�DQG�KHGRQLVP�DUH�PRUH�

prominent.

2.5. Health and young adults

7KH�UHVXOWV�UHYHDO�VRPH�FRQFHUQ�DERXW�KHDOWK�FDUH�

��� �9HU\�,PSRUWDQW���� �1RW�LPSRUWDQW�DW�DOO���DOWKRXJK�QRW�

YHU\�PDUNHGO\��020� ������6'21� ��������ZKLFK�OHDGV�XV�WR�

D�TXHVWLRQ�WKDW�UHPDLQV�LQ�WKH�DLU��DUH�WKH�FRQFHUQV�UHYHDOHG�

E\�\RXQJ�DGXOWV�LQ�UHODWLRQ�WR�WKH�FRQVXPSWLRQ�RI�VRIW�GULQNV�

�VLQFH�WKH\�LPSO\�ZLWK�KHDOWK��RQO\�DQ�DWWHPSW�RI�³HWKLFDOO\�

FRUUHFW´�EHKDYLRU�RU�D�UHDO�FRQFHUQ"

7KHUH� LV�D�JUHDWHU�FRQFHUQ�DPRQJ�ZRPHQ� LQ� WKLV�

UHVSHFW��ZKLFK�IROORZV�WKH�RULHQWDWLRQ�RI�D�JUHDWHU�FRQFHUQ�

IRU�D�VXVWDLQDEOH�GLHW��WKDW�LV�WKH�FRQVXPSWLRQ�RI�VXVWDLQ�

DEOH�IRRG��GXH�WR�WKH�JUHDWHU�FRQFHUQ�RI�ZRPHQ�WRZDUGV�

WKH�SK\VLFDO�DSSHDUDQFH��WKLV�VWDWHPHQW�FDQ�EH�VXSSRUWHG�

E\�WKH�¿QDO�UHVXOWV�DFKLHYHG�LQ�WKLV�UHVHDUFK�SURMHFW��7KDW�

LV��WKH�DSSOLFDWLRQ�RI�WKH�t�WHVW�DOORZLQJ�WKH�SHUFHSWLRQ�RI�

D�PHDQ�LQ�UHODWLRQ�WR�ZRPHQ�RI���0� ������6'� ����DQG�LQ�

UHODWLRQ�WR�PHQ�RI���0� ������6'� �������p��������22.

2.6. Interpersonal Correlations Influence/Implication with the 

Product

:H�REVHUYHG� WKDW� WKH� LQIOXHQFH�RI�SHHU¶V�RSLQLRQV�

LQFUHDVHV�LQ�WKH�VDPH�SURSRUWLRQ�DV�WKH�OHYHO�RI�LPSOLFDWLRQ�

ZLWK�WKH�SURGXFW�LQFUHDVHV��KRZHYHU��WKH�ORZ�PHDQV�RI�

WKH�WZR�VFDOHV��QHFHVVLWDWHV�FRQVLGHUDWLRQ�LQ�WKLV�FRQFOX�

VLRQ��$QG�EHFDXVH�WKH�REVHUYHG�FRUUHODWLRQV�ZHUH�H[FHHG�

LQJO\�WHQXRXV��VR�LWV�SUHVHQWDWLRQ�LV�QRW�MXVWL¿HG��WKH\�QHHG�

IXUWKHU�FRQVLGHUDWLRQ�LQ�D�IXWXUH�LQYHVWLJDWLRQ�

2.6.1. Interpersonal Influence

7KH�,QWHUSHUVRQDO�,QÀXHQFH�6FDOH�HQFRPSDVVHV�LQIRUP�

DWLYH�DQG�QRUPDWLYH�IDFWRUV��7KH�PHDQ�YDOXHV�REVHUYHG�

DUH�LQ�ERWK�FDVHV�ORZ��LQIRUPDWLYH�IDFWRUV�0� ���������

6'� �����������QRUPDWLYH�IDFWRUV�0� ���������6'� �����������

IRU�WKH�K\SRWKHVLV�RI�UHVSRQVH���� �7RWDOO\�DJUHH���� �6WURQJO\�

GLVDJUHH��:KLFK�PHDQV��DFFRUGLQJ�WR�WKHVH�UHVXOWV��WKDW�

SHHUV�KDYH�QR�LQÀXHQFH�ZKHQ�LW�FRPHV�WR�FKRRVLQJ�D�VRIW�

GULQN��:H�GLGQ¶W�ILQG�DQ\�VLJQLILFDQW�GLIIHUHQFHV�EHWZHHQ�

gender after the t tests.

2.6.2. Perceived Brand Parity

7KHUH� LV� VRPH�SHUFHSWLRQ�RI�GLIIHUHQFHV�EHWZHHQ�

EUDQGV��ZKLFK�FDQ�EH�VWDWHG�E\�WKH�PRGHUDWH�UHVSRQVH�

�0� ������6'� �������+RZHYHU��WKLV�GRHV�QRW�WUDQVODWH�LQWR�

WKHLU�DVVHVVPHQW�RI�WKLV�FDWHJRU\�RI�SURGXFWV��7KDW�LV��WKH�



112

Percursos & Ideias

UHVSRQGHQWV�FDQQRW�SRLQW� WR� ODUJH�GLIIHUHQFHV�EHWZHHQ�

WKH�YDULRXV�EUDQGV�RI�WKH�VDPH�W\SH�RI�VRIW�GULQN��ZKLFK�

leads to price assuming a greater preponderance in the 

SXUFKDVLQJ�GHFLVLRQ�SURFHVV��ZKLFK�HVWDEOLVKHV�D�UHOD�

WLRQVKLS�RI�FRKHUHQFH�ZLWK�WKH�UHVXOWV�REWDLQHG�ZLWK�UHJDUG�

WR�WKH�)&4�VFDOH��ZKHUH�WKH�SULFH�KDV�WDNHQ�RQ�JUHDWHU�

prominence.

7KH�JHQGHU�GLIIHUHQFH�ZDV�WHVWHG�WKURXJK�t�WHVWV��EXW�

WKH�GLIIHUHQFHV�ZHUH�QRW�UHOHYDQW�

CONCLUSIONS

:H�FDQ�FRQFOXGH�WKDW�WKH�UHVXOWV�PD\�UHSUHVHQW�D[HV�

RI�FKDQJH�LQ�WHUPV�RI�KRZ�SURPRWLRQ��GLVWULEXWLRQ��SURGXFW�

GHYHORSPHQW�DQG�HYHQ�WKH�SULFH�RI�WKLV�W\SH�RI�SURGXFW�

VKRXOG�EH�GHVLJQHG��)RU�H[DPSOH��DQ�LQFUHDVHG�WHQGHQF\�

WRZDUGV�D�JUHDWHU�FRQFHUQ�ZLWK�KHDOWK�DQG�RU�SK\VLFDO�

DSSHDUDQFH�±�ZKLFK�KDV�OHG�WR�JUHDWHU�DFFHSWDQFH�RI�QHZ�

IRRG�WUHQGV��SDUWLFXODUO\�E\�ZRPHQ�±�PD\�EH�LQGLFDWLYH�RI�

WKH�QHHG�IRU�EUDQGV�WR�H[SORLW��PRUH�YHKHPHQWO\��WKH�GHYHO�

RSPHQW�RI�PRUH�VXVWDLQDEOH�VRIW�GULQNV��DQG�WKH�GHYHORS�

PHQW�RI�D�ZRPHQ�FHQWHUHG�SURGXFW�VHJPHQW�� WKHUHE\�

VWUHQJWKHQLQJ�EUDQG�OR\DOW\�E\��LQ�SDUWLFXODU��ZRPHQ��7R�GR�

WKLV��ZH�FDQ�SRLQW�WR�D�IHZ�SDWKV��D�KLJKHU�SHUFHQWDJH�RI�

LQQRFXRXV�LQJUHGLHQWV��DQG�QRW�WR�FHQWHU�WKH�FDPSDLJQV�

so much on the philosophical doctrine that makes pleas�

ure a supreme aspect and purpose of life in association 

ZLWK�WKH�SURGXFW��GXH�WR�WKH�UHVXOW�REWDLQHG�E\�WKH�PRRG�

IDFWRU��DV�WKH�OHDVW�LPSRUWDQW�LQ�JHQHUDO�WHUPV���ZKLFK�LV�

surprising considering the age range of the sample.

(PSKDVL]LQJ��LQ�SURPRWLRQDO�WHUPV��WKH�UROH�RI�VRFLDO�

IUDPHZRUN�WKDW�WKLV�W\SH�RI�SURGXFW�FDQ�SURYLGH��VHHPV��

DFFRUGLQJ�WR�WKH�UHVXOWV�REWDLQHG�KHUH��QRW�YHU\�LPSRUWDQW��

UHVSRQGHQWV�GLG�QRW�UHYHDO�WKHPVHOYHV�WR�EH�LQÀXHQFHG�

E\�SHHUV��DV�ZHOO�DV�IRU�KHDOWK�UHDVRQV��ZLWK�VRPH�GLIIHU�

HQFH�EHWZHHQ�PHQ�DQG�ZRPHQ��DV�SUHYLRXVO\�PHQWLRQHG�

DQG�KLJKOLJKWHG��7KH�ORZ�LPSRUWDQFH�DWWDFKHG�WR�SOHDVXUH�

DV�D�VXSUHPH�DVSHFW�DQG�SXUSRVH�RI�OLIH��DV�VWDWHG�DERYH��

WKH�LPSRUWDQFH�DWWULEXWHG�WR�WKH�SULFH�IDFWRU�LQ�WKH�SXU�

FKDVH�GHFLVLRQ��UHYHDOHG�LQ�VRPH�UHVXOWV�VLWXDWLRQV��ZKLFK�

PD\�OHDG�WR�WKH�DVVHUWLRQ�WKDW�WKH�SULFH�FDQ�EH�XVHG�DV�

DQ�DXJPHQWDWLYH�IDFWRU�RI�EUDQG�OR\DOW\���DQG�D�ORZ�FDSDF�

LW\��WR�LQGLFDWH�ODUJH�GLIIHUHQFHV�EHWZHHQ�EUDQGV��OHDGV�XV�

WR�VD\�WKDW��DFFRUGLQJ�WR�WKHVH�UHVXOWV��WKHUH�LV�D�ORZ�RU�

TXHVWLRQDEOH�EUDQG�OR\DOW\�DQG�FRQVHTXHQWO\�D�ORZ�GHJUHH�

RI�LPSOLFDWLRQ�ZLWK�WKH�SURGXFW�FRQFHUQHG��VRIW�GULQNV���

7KLV�VHHPV�WR�PHULW�D�ODWHU�VWXG\�GHGLFDWHG�WR�WKLV�LVVXH��

IRU�WKH�GRXEWV�LW�JLYHV�XV��PDLQO\�LQ�UHODWLRQ�WR�SHHU�LQÀX�

HQFH��DQG�WKH�ORZ�LPSRUWDQFH�DWWDFKHG�WR�SOHDVXUH�DV�D�

VXSUHPH�DVSHFW�DQG�SXUSRVH�RI�OLIH��GXH�WR�WKH�DJH�JURXS�

LQ�TXHVWLRQ��VLQFH�WKH�DQVZHUV�VHHP�WR�XV�WR�KDYH�UHVXOWHG�

IURP�DQ�DWWHPSW�WR�EH�SROLWLFDOO\�FRUUHFW�
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127$6

1 The collection of primary data concerns the collection of informa�

WLRQ�GLUHFWO\�IURP�WKH�VRXUFH��6HFRQGDU\�GDWD�UHIHUV�WR�WKH�FROOHFWLRQ�

RI�SUHYLRXVO\�H[LVWLQJ� LQIRUPDWLRQ��XVLQJ�GDWDEDVHV�VXFK�DV�WKH�

&HQVXV��.XPDU��������

2 This scale is part of a larger set of scales and attempts to charac�

WHUL]H�SHRSOH¶V�EHKDYLRU�WRZDUGV�WKHLU�RZQ�KHDOWK��-D\DQWL�DQG�%XUQV��

������

3 7KH�IXQGDPHQWDO�REMHFWLYH�LV�WR�XQGHUVWDQG�WKH�OHYHO�RI�LPSOLFD�
WLRQ�ZLWK�WKH�SURGXFW��/DXUHQW�DQG�.DSIHUHU��������

4 ,W�DLPV�WR�XQGHUVWDQG�ZKDW�OHDGV�FRQVXPHUV�WR�PDNH�D�SDUWLFXODU�
SXUFKDVH�GHFLVLRQ��6WHSWRH�DQG�:DUGOH��������

� 7KH�SXUSRVH�LV�WR�XQGHUVWDQG�KRZ�EUDQGV�DUH�RU�DUH�QRW�UHDOO\�
GLVWLQJXLVKHG�IURP�HDFK�RWKHU�DQG�ZKDW�GLIIHUHQFHV�DUH�SRLQWHG�RXW�

�0XQF\��������

6 ,W�DLPV�WR�PHDVXUH�WKH�OHYHO�RI�SHHU�LQÀXHQFH�RQ�D�SDUWLFXODU�SXU�
FKDVH�GHFLVLRQ��%HDUGHQ�HW�DO��������

7 ,Q�WKH�VFDOH�SURSRVHG�E\�5HQVLV�/LNHUW�LQ�������UHVSRQGHQWV�DUH�
DVNHG�WR�UHSRUW�RQ�WKHLU�GHJUHH�RI�DJUHHPHQW�RU�GLVDJUHHPHQW�ZLWK�

D�VWDWHPHQW��(DFK�UHVSRQVH�LV�DVVLJQHG�D�QXPEHU�WKDW�UHÀHFWV�WKH�

UHVSRQGHQW¶V�DWWLWXGH�WRZDUG�WKH�DIILUPDWLRQ��7KH�W\SLFDO�VFDOH�LV��

6WURQJO\�'LVDJUHH��'LVDJUHH��,QGLIIHUHQW��$JUHH��7RWDOO\�$JUHH��,Q�VDW�

LVIDFWLRQ�UHVHDUFK�LW�LV�FRPPRQ�WR�DVVRFLDWH�WKH�LWHPV�ZLWK�WKH�WHUPV��

9HU\�GLVVDWLV¿HG��'LVVDWLV¿HG��,QGLIIHUHQW��6DWLV¿HG��9HU\�VDWLV¿HG��

%XW�RWKHU�RXWFRPHV�DUH�DOVR�SRVVLEOH��6RPH�SUHIHU�WR�XVH�WKH�VR�FDOOHG�

([SDQGHG�/LNHUW�6FDOH��ZLWK�VHYHQ�RU�HYHQ�QLQH�OHYHOV��DV�H[HPSOL�

¿HG��6WURQJO\�GLVDJUHH��0RGHUDWHO\�GLVDJUHH��6OLJKWO\�GLVDJUHH��1HLWKHU�

DJUHH�QRU�GLVDJUHH��6OLJKWO\�DJUHH��0RGHUDWHO\�DJUHH��6WURQJO\�DJUHH�

8 7R�PHDVXUH�WKH�LQWHUQDO�FRQVLVWHQF\�RI�D�WHVW�RU�VFDOH��/HH�-��&URQ�
EDFK�GHYHORSHG�WKH�DOSKD�FRHI¿FLHQW�LQ�������ZKLFK�LV�QRZ�WKH�PRVW�

ZLGHO\�XVHG�VWDWLVWLF�WR�PHDVXUH�WKH�FRQVLVWHQF\�RI�D�TXHVWLRQQDLUH��

,W�LV�HDV\�WR�FDOFXODWH�WKLV�FRHI¿FLHQW�DQG�VWLOO�KDV�WKH�DGYDQWDJH�WKDW�

LW�FDQ�EH�FDOFXODWHG�HYHQ�ZKHQ�WKH�TXHVWLRQQDLUH� LV�DSSOLHG�RQO\�

RQFH��7DQJ�HW�DO���������

9 ,QWHUQDO�FRQVLVWHQF\�LV�GH¿QHG�DV�WKH�SURSRUWLRQ�RI�YDULDELOLW\�LQ�
UHVSRQVHV�WKDW�UHVXOWV�IURP�GLIIHUHQFHV�LQ�UHVSRQGHQWV��3HVWDQD�DQG�

*DJHLUR���������7KH�&URQEDFK�$OSKD��LQ�WXUQ��LV�GH¿QHG�DV�WKH�FRU�

UHODWLRQ�H[SHFWHG�WR�EH�REWDLQHG�EHWZHHQ�WKH�VFDOH�XVHG�DQG�RWKHU�

VFDOHV�RI�WKH�VDPH�XQLYHUVH��ZKLFK�PHDVXUH�WKH�VDPH�FKDUDFWHULV�

WLF��YDU\LQJ�EHWZHHQ���DQG����DQG�WKH�FORVHU�WR���PRUH�LQWHUQDO�FRQ�

sistency it has.

10 7KH\�DOORZ�WR�H[DPLQH�K\SRWKHVHV�DERXW�PHDQV�RI�D�TXDQWLWDWLYH�
OHYHO�YDULDEOH�LQ�RQH�RU�WZR�JURXSV��IRUPHG�IURP�D�TXDOLWDWLYH�YDULD�
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