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週次 日期 內容（Subject/Topics）
1    101/02/16    Course Orientation of Social Media Marketing

Research
2    101/02/23    Social Media: Facebook, Youtube, Blog, Microblog
3    101/03/01    Social Media Marketing
4    101/03/08    Marketing Research
5    101/03/15    Marketing Theories
6    101/03/22    Measuring the Construct
7    101/03/29    Measurement and Scaling
8    101/04/05    教學行政觀摩日 (--No Class--)
9    101/04/12    Paper Reading and Discussion

課程大綱 (Syllabus)
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週次 日期 內容（Subject/Topics）
10    101/04/19    Midterm Presentation
11    101/04/26    Exploratory Factor Analysis
12    101/05/03    Paper Reading and Discussion
13    101/05/10    Confirmatory Factor Analysis
14    101/05/17    Paper Reading and Discussion
15    101/05/24    Communicating the Research Results
16    101/05/31    Paper Reading and Discussion
17    101/06/07    Term Project Presentation 1
18    101/06/14    Term Project Presentation 2

課程大綱 (Syllabus)
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Outline

• A paradigm for developing better measures of 
marketing constructs

• Current practice in scale development
• The linkage among attitudes, behavior, and 

marketing effectiveness
• Measurement Scales
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A paradigm for 
developing better measures 

of marketing constructs

Churchill, G. A., Jr., (1979), 
A paradigm for developing better measures of marketing 

constructs. 
Journal of Marketing Research, 16(February), 64-73. 
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Suggested Procedure for Developing Better Measures

(Churchill, 1979)(A Paradigm for Developing Better Measures of marketing Constructs)
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1. Specify domain 
of the construct

2. Generate sample 
of Items

3. Collect data

4. Purify measure

5. Collect data

6. Assess reliability

7. Assess validity

8. Develop norms

Procedure

•Literature search

Recommended Coefficients 
or Techniques

•Literature search
•Experience survey
•Insight stimulating examples
•Critical incidents
•Focus groups

•Coefficient alpha
•Factor analysis

•Coefficient alpha
•Split-half reliability

•Multitrait-multimethod matrix
•Criterion validity

•Average and other statistics
summarizing distribution of 
scores 

Suggested Procedure for Developing Better Measures (Churchill, 1979)

(Churchill, 1979)(A Paradigm for Developing Better Measures of marketing Constructs)
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The Problem and Approach
• Developing measures which have desirable reliability 

and validity properties
• The process of measurement of operationalization 

involves “rules for assigning numbers to objects to 
represent quantities of  attributes”.

• Consider some arbitrary construct, C, such as customer 
satisfaction.

X0 = XT + XS+ XR
X0 = Observed score

XT = True score
XS = Systematic sources of error

XR = Random sources of error
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Scale Development 
Example from (Davis, 1989)

• Scale Development and Pretest
– A step-by-step process was used to develop new multi-item scales having 

high reliability and validity. 
– The conceptual definitions of perceived usefulness and perceived ease of 

use, stated above, were used to generate 14 candidate items for each 
construct from past literature. 

– Pretest interviews were then conducted to assess the semantic content 
of the items. Those items that best fit the definitions of the constructs 
were retained, yielding 10 items for each construct. 

– Next, a field study (Study 1) of 112 users concerning two different 
interactive computer systems was conducted in order to assess the 
reliability and construct validity of the resulting scales.

– The scales were further refined and streamlined to six items per 
construct. A lab study (Study 2) involving 40 participants and two 
graphics systems was then conducted. 

– Data from the two studies were then used to assess the relationship 
between usefulness, ease of use, and self-reported usage. 
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1. Specify Domain of the Construct

• Theoretical Definition 
– Perceived Usefulness: 

• The degree to which a person believes that using a 
particular system would enhance job performance

– Perceived Ease of Use: 
• The degree to which a person believes that using a 

particular system would be free of effort.

Example from (Davis, 1989)
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2. Generate Sample of Items

• Literature search
• Experience survey
• Insight stimulating examples
• Critical incidents
• Focus groups
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2. Generate Sample of Items
(Cont.)

Example from (Davis, 1989)
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4. Purify the Measure

Example from (Davis, 1989)
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6. Assess Reliability with New Data

Example from (Davis, 1989)



15Example from (Davis, 1989)

6. Assess Reliability with New Data 
(cont.)
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7. Assess Construct Validity

• Multitrait-multimethod matrix
• Criterion validity
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MTMM

(Churchill, 1979)(A Paradigm for Developing Better Measures of marketing Constructs)

1.同特質同方法 －重測信度 r 值應最大

2.不同特質同方法－區別效度 r 值應第三大

3.同特質不同方法－收歛效度 r 值應最二大

4.不同特質不同方法－區別效度 r 值應最小

1. Entries in the validity diagonal (3) should be 
higher than the correlations that occupy the 
same row and column in the heteromethod 
block (4). This is a minimum requirement.

2. The validity coefficients (3) should be higher 
than the correlations in the heterotrait-
monomethod triangles (2) which suggests that the 
correlation within a trait measured by different 
methods must be higher than the correlations 
between traits which have method in common.

3. The pattern of correlations should 
be the same in all of the heterotrait 
triangles, e.g., both (2) and (4).



18

Does the Measure as Expected?
(Churchill, 1979)

• Four separate propositions (Nunnally, 1967, p. 93)

– 1. The constructs job satisfaction (A) and likelihood of quitting (B) are 
related.

– 2. The scale X provides a measure of A.
– 3. Y provides a measure of B.
– 4. X and Y correlate positively.

• Only the fourth proposition is directly examined with 
empirical data.

• To establish that X truly measures A, one must assume that 
propositions 1 and 3 are correct.

• One must have a good measure for B, and the theory relating 
A and B must be true.

• The analyst tries to establish the construct validity of a 
measure by relating it to a number of other constructs and 
not simply one.
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7. Assess Construct Validity

Example from (Davis, 1989)
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7. Assess Construct Validity (cont.)

Example from (Davis, 1989)
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Final Measurement Scales for Perceived Usefulness and Perceived Ease of Use

Example from (Davis, 1989)
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8 Developing Norms

• A better way of assessing the position of the 
individual on the characteristic is to compare 
the person’s score with the score achieved by 
other people.

• Norm quality is a function of both the number 
of cases on which the average is based and 
their representativeness.
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Summary of Suggested Procedure 
for Developing Better Measures 

(Churchill, 1979)

• Researchers doing applied work and 
practitioners could at least be expected to 
complete the process through step 4.

• Marketing researchers are already collecting 
data relevant to steps 5-8.
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Current Practice in 
Scale Development

• Churchill, G. A., Jr., (1979). A paradigm for developing better 
measures of marketing constructs. Journal of Marketing 
Research, 16(February), 64-73. 

• Gerbing, D. W., & Anderson, J. C. (1988). An updated paradigm 
for scale development incorporating unidimensionality and its 
assessment. Journal of Marketing Research, 25(2), 186-192.

• DeVellis, R. F. (1991). Scale development: Theory and 
applications. Newbury Park, CA: Sage Publications. 

• Spector, P. E. (1992). Summated rating scale construction: An 
introduction. Newbury Park, CA: Sage Publications. 

• Netemeyer, R. G., Bearden, W. O., & Sharma, S. (2003). Scaling 
procedures: Issues and applications. Thousand Oaks, CA: Sage 
Publications. 

• Clark R. A. (2006), Consumer Independence: Conceptualization, 
Measurement and Validation of a Previously Unmeasured 
Social Response Tendency, Ph.D. Dissertation, College of 
Business of The Florida State University.
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Suggested Procedure for Developing Better Measures (Churchill, 1979)

(Churchill, 1979)(A Paradigm for Developing Better Measures of marketing Constructs)



26Source: (Clark, 2006), http://etd.lib.fsu.edu/theses/available/etd-06222006-171353/unrestricted/rac_dissertation.pdf

Current Practice in Scale Development

(Churchill, 1979)



27Source: (Clark, 2006), http://etd.lib.fsu.edu/theses/available/etd-06222006-171353/unrestricted/rac_dissertation.pdf

(Gerbing & Anderson, 1988)



28Source: (Clark, 2006), http://etd.lib.fsu.edu/theses/available/etd-06222006-171353/unrestricted/rac_dissertation.pdf

(DeVellis, 1991)
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Major Steps to Developing 
a Summated Rating Scale 

(Spector, 1992, p.8)

Source: (Clark, 2006), http://etd.lib.fsu.edu/theses/available/etd-06222006-171353/unrestricted/rac_dissertation.pdf

(Spector, 1992)



30Source: (Clark, 2006), http://etd.lib.fsu.edu/theses/available/etd-06222006-171353/unrestricted/rac_dissertation.pdf

(Netemeyer et al., 2003)



31Source: (Clark, 2006), http://etd.lib.fsu.edu/theses/available/etd-06222006-171353/unrestricted/rac_dissertation.pdf

(Rossiter, 2002)
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C-OAR-SE procedure 

• Rossiter (2002) laments that the current scale 
paradigm places too much emphasis on 
empiricism (i.e., factor analysis and reliability), 
which leads deletion of conceptually 
necessary items and retention of conceptually 
inappropriate items.

• The emphasis in the C-OAR-SE procedure is on 
content validity (Rossiter, 2002).



33Source: (Clark, 2006), http://etd.lib.fsu.edu/theses/available/etd-06222006-171353/unrestricted/rac_dissertation.pdf

(Clark, 2006)
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1. 構念定義

2. 問項發展

3. 資料蒐集

4. 量表精鍊

6. 量表再精鍊

5. 資料再蒐集

7. 效度評估

8. 發展常模

(Source:  賴榮裕，2006; adapted from Churchill Jr., 1979)

研究流程 研究方法與工具 研究內容

•文獻探討

•文獻蒐尋
•經驗調查
•內容效度比率(CVR)

•領域界定
•歸納構念之關係面向
•構念之定義

•發展問項集合(初始問項)
•決定量表格式
•確保內容效度
•加入效度評估問項

•決定抽樣方法
•決定樣本規模
•針對小樣本進行預試

•Cronbach’s α係數
•相關係數矩陣
•Item-to-Total相關法

•抽樣

•信度與構念效度分析
•刪除不良問項確保構念效度

•因素分析
•Cronbach’s α係數
•Item-to-Total相關法

•決定抽樣方法
•決定樣本規模
•針對大樣本進行預試

•信度與構念效度分析
•刪除不良問項確保構念效度

•相關係數矩陣
•多特質多方法矩陣(MTMM)
•Pearson積差相關係數

•驗證內容效度
•驗證構念效度
•驗證法理效度

•發展測量評估標準
•樣本分數之統計分配

•中位數
•百分位數
•標準差
•平均數
•期望常態分配

•抽樣
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1. 構念定義

2. 問項發展

3. 資料蒐集

4. 量表精鍊

6. 信度評估

5. 資料再蒐集

7. 效度評估

8. 發展常模

(adapted from 賴榮裕，2006; Netemeyer et al., 2003; Spector, 1992; DeVellis, 1991;  Gerbin & Anderson, 1988; Churchill Jr., 1979)

研究流程 研究方法與工具 研究內容

•文獻探討

•文獻蒐尋
•經驗調查
•專家意見
•焦點群體
•內容效度比率(CVR)
•表面效度

•領域界定
•歸納構念之關係面向
•構念之定義

•發展問項集合(初始問項)
•決定量表格式
•確保內容效度
•加入效度評估問項

•決定抽樣方法
•決定樣本規模
•針對小樣本進行預試

•項目分析(Item Analysis)
•探索性因素分析 (EFA)
•Cronbach’s α係數
•相關係數矩陣
•Item-to-Total相關法

•抽樣

•信度與構念效度分析
•刪除不良問項確保構念效度

•探索性因素分析 (EFA)
•Cronbach’s α係數
•Item-to-Total相關法
•驗證性因素分析(CFA)

•決定抽樣方法
•決定樣本規模
•針對大樣本進行預試

•信度與構念效度分析
•刪除不良問項確保構念效度

•相關係數矩陣
•多特質多方法矩陣(MTMM)
•Pearson積差相關係數
•驗證性因素分析(CFA)(SEM)

•驗證內容效度
•驗證構念效度
•驗證法理效度

•發展測量評估標準
•樣本分數之統計分配

•中位數
•百分位數
•標準差
•平均數
•期望常態分配

•抽樣
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Summary of Best practices for 
scale development

• Follow the paradigm for developing better 
measures (Churchll, 1978; Gerbing, D. W., & 
Anderson) and best practices for scale 
development (Netemeyer et al., 2003;  
Spector, 1992; DeVellis, 1991).



The linkage among 
attitudes, 

behavior, and 
marketing effectiveness

37Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Attitudes and Linkage
• Attitude defined:

– Enduring organization of motivational, emotional, 
perceptual, and cognitive processes with respect 
to some aspect of a person’s environment.

– Level of Customer Involvement
– Attitude Measurement & Strength
– Effects of Other People & Brands
– Situational Factors

38Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Measurement Scales
• Scaling defined:

– Procedures for assigning numbers (or other 
symbols) to properties of an object in order to 
impart some numerical characteristics to the 
properties in question.

39Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Measurement Scales
• Scaling Approaches:

– Unidimensional:
• Measures only one attribute of a concept, respondent, 

or object.

– Multidimensional:
• Measures several dimensions of a concept, respondent, 

or object.

40Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Measurement Scales
• Types of Scales:

– Noncomparative Scale:
• Scales in which judgment is made without reference to 

another object, concept, or person.

– Comparative Scale:
• Scales in which one object, concept, or person is 

compared with another on a scale.

41Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Graphic Rating Scales
• Measurement scales that include a graphic 

continuum, anchored by two extremes.

42Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Graphic Rating Scales
• Measurement scales that include a graphic 

continuum, anchored by two extremes.

43Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Itemized Rating Scales 
• The respondent selects an answer from a 

limited number of ordered categories.

44Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

Important Not Important
1 2 3 4 5

Important Not Important
1 2 3 4 5 6

Odd Scale

Even Scale



Itemized Rating Scales 

45Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Itemized Rating Scales 

46Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Itemized Rating Scales 

47Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Itemized Rating Scales 

48Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



One Stage vs. Two Stage

49Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Rank Order Scale

50Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

Uses Comparative Scaling:

Put these fast food chains in order of preference:

• McDonalds
• Burger King
• Taco Bell



Rank Order Scale

51Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

Uses Comparative Scaling:

Put these fast food chains in order of preference:

• McDonalds
• Burger King
• Taco Bell



Q-Sorting
• Q-sorting is basically a sophisticated form of rank ordering. 
• A respondent is given cards listing a set of objects—such as 

verbal statements, slogans, product features, or potential 
customer services—and asked to sort them into piles 
according to specified rating categories.

• Q-sorts usually contain a large number of cards—from 60 to 
120 cards. 

• For statistical convenience, the respondent is instructed to put 
varying numbers of cards in several piles, the whole making 
up a normal statistical distribution. 

52Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Q-Sorting

53Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Paired Comparison

54Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

“Which drink do
you prefer:”

___Coke
___Pepsi

___Coke
___Sprite

___Pepsi
___Sprite



Paired Comparison

55Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

“Which drink do
you prefer:”

___Coke
___Pepsi

___Coke
___Sprite

___Pepsi
___Sprite



Constant Sum Scale

56Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

What features do you want in a car?

Sun roof      ______
Leather        ______
ABS Breaks ______
CD Player    ______

Total            100 points



Constant Sum Scale

57Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

What features do you want in a car?

Sun roof      ______
Leather        ______
ABS Breaks ______
CD Player    ______

Total            100 points



Semantic Differential Scale

58Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Staple Scale

59Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Likert Scale

60Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Purchase Intent Scales

61Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Multiple Choice Scale

62Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

•Multiple response
•Single response
•Controlled response

Check all that apply
Check only one
Check the top three

•
•
•

Check all that apply
Check only one
Check the top three

Check all that apply
Check only one
Check the top three

Net Promoter Score (NPS):

Begins with a 10-point scale on likelihood to
recommend. Next, the difference between promoters
and dissuaders is computed.



How to Select a Scale
Things to Consider

1. The Nature of the Construct Being Measured
2. Type of Scale and Number of Scale Categories
3. Balanced vs. Nonbalanced

– Balanced:
• Scales with equal numbers of positive & negative 

categories.
– Nonbalanced:

• Scales weighted towards one end or the other of the 
scale.

4. Forced vs. Nonforced
– Having an odd vs. even number of response choices.

63Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Attitude Measures and 
Management Decision Making

• Determinant Attitudes
– A key component to intentions
– Those customer attitudes most closely related to 

preferences or to actual purchase decisions.

64Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Types of Questioning

• Direct vs. Indirect
– Observation

65Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Summary

• A paradigm for developing better measures of 
marketing constructs

• Current practice in scale development
• The linkage among attitudes, behavior, and 

marketing effectiveness
• Measurement Scales

66
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