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(1) Lun, L. A. “Consumer Decision—Process Models”, in Sheth, J. N. ed., Models
of Buyer Behavior. 1974. pp. 39—40.
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(2) Wilkie, W. and E. A. Pessemier. “Issues in Marketing’s Use of Multi-Attribute
Models”, Journal of Marketing Research, 10 (November 1973), p. 428.
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(8) Sheth, J. N. “An Investigation of Relationships among Evaluative Beliefs, Affect,
Behavioral Intention, and Behavior”, in Farley, J. U.. Howard, J. A, and L. W.
Ring. ed., Consumer Behavior. 1974. p. 97.

(4) Bass, F. M. and W. W. Talarzyk. “An Attitude Model for the Study of Brand
Preference”, Journal of Marketing Research, 9 (February 1972), pp. 93—94.

(5) Fishbein, M. “A Behavioral Theory Approach to the Relations Between Beliefs
about an Object and the Attitude Toward the Object”, in Fishbein, M. ed., Rea—
dings in Attitude Theory and Measurment. 1967. p. 394.
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(7) Bettman, J. R., Capon, N., and R. J. Lutz. “Cognitive Algebra in Multi-Attribute

Attitude Models”, Journal of Marketing Research. 12 (May 1975), p. 152.
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(8) Cohen, J. B., Fishbein, M., and O. T. Ohtola, “The Nature and Uses of Expec-
tancy—Value Models in Consumer Attitude Research”, Journal of Marketing
Research. 9 (November 1972) pp. 456—460.
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(9) Sheth, J. and W. W. Talarzyk. “Perceived Instrumentality and Value Importance
as Determinants of Attitudes” Journal of Marketing Research. 9 (February 1972).
p- 6.
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(1) Rosenberg, M. “Cognitive Structure and Attitndinal Affect” in Fishbein, M ed.
Readings in Attitnde Theory and Measurement. 1967. p. 325.

(12) Fishbein. op. cit., p. 394.
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(5) Sheth, J. N. “Reply to Comments on the Nature and Uses of Expectancy-Value
Models in Consumer Attitude Research” Journal of Markting Research. 9 (Nov-
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the Attitude-Behavior Relationship” in Sheth, J. N., ed. Models of Buyer Behavior
1974, p. 245.
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©) Bass, F. M. and W. L. Wilkie. “A Comparative Analysis of Attitudinal Predictions
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269.
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09 Bogart. op. cit. p. 203. Day, G. S. Buyer Attitudes and Brand Choice Behavior.
1970. pp. 81—83.

80 Day, J. S., “Attitude Stability, Changeability, and Predictive Ability” in Farly,
J. U., Howard, J. A. and L. W. Ring. ed. Consumer Behavior. 1975. pp. 132-133.
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