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The Handbook of Marketing Scales, Third Edition represents a clear, concise, and easy-to-use
compilation of multi-item, self-report measures developed and/or frequently used in consumer
behavior and marketing research. - Over 150 scales are included in the handbook. Many of
these scales were originally published in marketing- and consumer-related journals or
conference proceedings. Including them in one volume helps reduce the time it takes to locate
instruments for survey research. - Scales included have a reasonable theoretical base, are
developed within the marketing or consumer behavior literature, are composed of several
items or questions, use some scaling procedures, and include estimates of reliability and/or
validity, making these scales especially relevant and “proven” for marketing scholars and
professionals. - Each scale includes the following information so that users can quickly and
easily learn about the scale: construct, description, development, samples, validity, scores,
sources, other evidence, other sources, references, and scale items.
The Handbook of Urban Segregation scrutinises key debates on spatial inequality in cities
across the globe. It engages with multiple domains, including residential places, public spaces
and the field of education. In addition it tackles crucial group-dimensions across race, class
and culture as well as age groups, the urban rich, middle class, and gentrified households.
This timely Handbook provides a key contribution to understanding what urban segregation is
about, why it has developed, what its consequences are and how it is measured,
conceptualised and framed.
This classic and invaluable reference handbook, written for sex researchers and their students,
has now been completely revised in a new, fourth edition. It remains the only easy and efficient
way for researchers to learn about, evaluate, and compare instruments that have previously
been used in sex research.
Never HIGHLIGHT a Book Again! Virtually all of the testable terms, concepts, persons, places,
and events from the textbook are included. Cram101 Just the FACTS101 studyguides give all
of the outlines, highlights, notes, and quizzes for your textbook with optional online
comprehensive practice tests. Only Cram101 is Textbook Specific. Accompanys:
9781412980180 .
From the scientific and industrial revolution to the present day, food – an essential element of
life – has been progressively transformed into a private, transnational, mono-dimensional
commodity of mass consumption for a global market. But over the last decade there has been
an increased recognition that this can be challenged and reconceptualized if food is regarded
and enacted as a commons. This Handbook provides the first comprehensive review and
synthesis of knowledge and new thinking on how food and food systems can be thought,
interpreted and practiced around the old/new paradigms of commons and commoning. The
overall aim is to investigate the multiple constraints that occur within and sustain the dominant
food and nutrition regime and to explore how it can change when different elements of the
current food systems are explored and re-imagined from a commons perspective. Chapters do
not define the notion of commons but engage with different schools of thought: the economic
approach, based on rivalry and excludability; the political approach, recognizing the plurality of
social constructions and incorporating epistemologies from the South; the legal approach that
describes three types of proprietary regimes (private, public and collective) and different layers
of entitlement (bundles of rights); and the radical-activist approach that considers the commons
as the most subversive, coherent and history-rooted alternative to the dominant neoliberal
narrative. These schools have different and rather diverging epistemologies, vocabularies,
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ideological stances and policy proposals to deal with the construction of food systems, their
governance, the distributive implications and the socio-ecological impact on Nature and
Society. The book sparks the debate on food as a commons between and within disciplines,
with particular attention to spaces of resistance (food sovereignty, de-growth, open knowledge,
transition town, occupations, bottom-up social innovations) and organizational scales (local
food, national policies, South–South collaborations, international governance and multi-national
agreements). Overall, it shows the consequences of a shift to the alternative paradigm of food
as a commons in terms of food, the planet and living beings.
"The scales are for use in studies in which a researcher wants to measure constructs relevant
to understanding 'consumers' or similar types of respondents such as shoppers, viewers,
donors, or members. Since this volume focuses on the time period following what was covered
by Volume 8, the scales are new to the series and have not been reviewed in the previous
volumes ... The bulk of the scales in Volume 9 have to do with topics typical to the series such
as brands, advertising, stores, purchasing, and pricing. Measures of other topics in this volume
have to do with environmentalism, service dominant orientations, symbolic embeddedness,
word-of-mouth activity, switching costs, product installations, place attachment, interactions
with employees, and sports."--Provided by publisher.
Every enterprise application creates data, whether it’s log messages, metrics, user activity,
outgoing messages, or something else. And how to move all of this data becomes nearly as
important as the data itself. If you’re an application architect, developer, or production
engineer new to Apache Kafka, this practical guide shows you how to use this open source
streaming platform to handle real-time data feeds. Engineers from Confluent and LinkedIn who
are responsible for developing Kafka explain how to deploy production Kafka clusters, write
reliable event-driven microservices, and build scalable stream-processing applications with this
platform. Through detailed examples, you’ll learn Kafka’s design principles, reliability
guarantees, key APIs, and architecture details, including the replication protocol, the controller,
and the storage layer. Understand publish-subscribe messaging and how it fits in the big data
ecosystem. Explore Kafka producers and consumers for writing and reading messages
Understand Kafka patterns and use-case requirements to ensure reliable data delivery Get
best practices for building data pipelines and applications with Kafka Manage Kafka in
production, and learn to perform monitoring, tuning, and maintenance tasks Learn the most
critical metrics among Kafka’s operational measurements Explore how Kafka’s stream
delivery capabilities make it a perfect source for stream processing systems
Designed for advanced business students, marketing research academics, practitioners and
consultants Leading-Edge Marketing Research provides guidance on how to master, apply,
and disseminate knowledge of recent innovative developments in marketing research.
A compilation of multi-item measures.
A guide for constructing and using composite indicators for policy makers, academics, the
media and other interested parties. In particular, this handbook is concerned with indicators
which compare and rank country performance.
In recent years the concept of the resource "nexus" has been both hotly debated and widely
adopted in research and policy circles. It is a powerful new way to understand and better
govern the myriad complex relationships between multiple resources, actors and their security
concerns. Particular attention has been paid to water, energy and food interactions, but land
and materials emerge as critical too. This comprehensive handbook presents a detailed review
of current knowledge about resource nexus-related frameworks, methods and governance,
including a broad set of inter-disciplinary perspectives. Written by an international group of
scholars and practitioners, the volume focuses on rigorous research, including tools, methods
and modelling approaches to analyse resource use patterns across societies and scales from
a "nexus perspective". It also provides numerous examples from political economy to
Page 2/9

Download Ebook Handbook Of Marketing Scales Multi Item Measures For
Marketing And Consumer Behavior Research Association For Consumer
Research
demonstrate how resource nexus frameworks can illuminate issues such as land grabs,
mining, renewable energy and the growing importance of economies such as China, as well as
to propose lessons and outlooks for sound governance. The volume seeks to serve as an
essential reference text, source book and state-of-the-art, science-based assessment of this
increasingly important topic – the resource nexus – and its utility in efforts to enhance
sustainability of many kinds and implement the United Nations Sustainable Development
Goals in an era of environmental and geopolitical change.
Never HIGHLIGHT a Book Again Includes all testable terms, concepts, persons, places, and
events. Cram101 Just the FACTS101 studyguides gives all of the outlines, highlights, and
quizzes for your textbook with optional online comprehensive practice tests. Only Cram101 is
Textbook Specific. Accompanies: 9780872893795. This item is printed on demand.
The Handbook of Brand Management Scales is a concise, clear and easy-to-use collection of
scales in brand management. Scales are a critical tool for researchers measuring consumer
insights, emotions and responses. Existing handbooks of marketing scales do not include (or
include very few) scales related to brand management constructs. This book is the first to meet
this need. Sample scales include brand personality, brand authenticity, consumer–brand
relationships and brand equity. Each scale is included with a clear definition of the construct it
is designed to benchmark, a description of the scale itself, how to use it and examples of
possible applications in managerial and academic contexts. A much-needed reference point,
this is a unique, vital and convenient volume that should be within reach of every marketing
scholar's and manager's desk.
Technological and statistical advances, along with a strong interest in gathering more
information about the state of our educational systems, have made it possible to assess more
students, in more countries, more often, and in more subject domains. The Handbook of
International Large-Scale Assessment: Background, Technical Issues, and Methods of Data
Analysis brings together recognized scholars in the field of ILSA, behavioral statistics, and
policy to develop a detailed guide that goes beyond database user manuals. After highlighting
the importance of ILSA data to policy and research, the book reviews methodological aspects
and features of the studies based on operational considerations, analytics, and reporting. The
book then describes methods of interest to advanced graduate students, researchers, and
policy analysts who have a good grounding in quantitative methods, but who are not
necessarily quantitative methodologists. In addition, it provides a detailed exposition of the
technical details behind these assessments, including the test design, the sampling framework,
and estimation methods, with a focus on how these issues impact analysis choices.

More than 100,000 entrepreneurs rely on this book for detailed, step-by-step
instructions on building successful, scalable, profitable startups. The National Science
Foundation pays hundreds of startup teams each year to follow the process outlined in
the book, and it's taught at Stanford, Berkeley, Columbia and more than 100 other
leading universities worldwide. Why? The Startup Owner's Manual guides you, step-bystep, as you put the Customer Development process to work. This method was created
by renowned Silicon Valley startup expert Steve Blank, co-creator with Eric Ries of the
"Lean Startup" movement and tested and refined by him for more than a decade. This
608-page how-to guide includes over 100 charts, graphs, and diagrams, plus 77
valuable checklists that guide you as you drive your company toward profitability. It will
help you: • Avoid the 9 deadly sins that destroy startups' chances for success • Use the
Customer Development method to bring your business idea to life • Incorporate the
Business Model Canvas as the organizing principle for startup hypotheses • Identify
your customers and determine how to "get, keep and grow" customers profitably •
Compute how you'll drive your startup to repeatable, scalable profits. The Startup
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Owner's Manual was originally published by K&S Ranch Publishing Inc. and is now
available from Wiley. The cover, design, and content are the same as the prior release
and should not be considered a new or updated product.
The Handbook of Marketing Research: Uses, Misuses, and Future Advances
comprehensively explores the approaches for delivering market insights for fact-based
decision making in a market-oriented firm. Divided into four parts, the Handbook
addresses (1) the different nuances of delivering insights; (2) quantitative, qualitative,
and online data gathering techniques; (3) basic and advanced data analysis methods;
and (4) the substantial marketing issues that clients are interested in resolving through
marketing research.
NEW IN PAPERBACK ?The Handbook of Marketing is different... that Barton Weitz and
Robin Wensley are its editors should suggest something out of the ordinary. A glance at
the contributors (e.g., Wilkie. Webster, Day, Shocker, Keller, Hauser, Winer, Stewart.
Parasuraman. Zeithaml) puts the matter to rest. The Handbook is an extraordinary
effort. The blurb on the dust jacket is an understatement-the "Handbook will be
invaluable to advanced undergraduates, graduate students, academics, and thoughtful
practitioners in marketing"-the book is far more than that..... in short, the Handbook is
probably invaluable to all academic researchers? - Journal of Marketing ?Handbook of
Marketing is a rich compilation of thorough reviews in the field of marketing
management. The editors have selected premier marketing scholars and have given
them the opportunity to examine their area of expertise in a format much less confining
than those provided by the major journals in the field. The authors have taken this
opportunity and have done an outstanding job not only of reviewing and structuring the
extensive body of thought in many major areas of marketing management but also of
providing valuable suggestions for further research. They have brought together major
contributions from the field of marketing and from other related disciplines. I strongly
encourage marketing scholars to consider Handbook of Marketing. The text will
certainly appeal to those with interests in marketing management; it may also be useful
to those who are more focused on methodological issues but interested in topics that
need additional, rigorous investigation.... In summary, Weitz and Wensley should be
congratulated for the excellent work in developing Handbook of Marketing. The book
fills a major void in the marketing literature on marketing management and will serve
the discipline for many years to come? - Journal of Marketing Research ?This text
achieves the rare goal of covering marketing clearly and deeply, with no unnecessary
examples or pretty pictures. For the enquiring mind, it is a wonderful link between a
basic knowledge of marketing concepts and a grasp of where research in marketing is
taking us? - Ken Simmonds, Emeritus Professor of Marketing and International
Business, London Business School The Handbook of Marketing presents a major
retrospective and prospective overview of the field of marketing, and provides a
landmark reference at a time when many of the traditional boundaries and domains
within the marketing discipline have been subject to change. - A high calibre collection
compiled by an international and extremely distinguished advisory board of marketing
academics - With contributions from leading scholars in the field, each covering the
latest research issues in particular areas of expertise - Each chapter provides the
necessary background for study and research of specific empirical and theoretical
topics in marketing. The Handbook of Marketing will be invaluable to advanced
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undergraduates, graduate students and academics in marketing. International Advisory
Board: Sonke Albers Christian-Albrechts-University of Kiel, Germany / Erin Anderson
INSEAD, France / Rick Bagozzi Rice University, USA / Patrick Barwise London
Business School / Rod Brodie University of Auckland / Anne T Coughlan Northwestern
University / George Day University of Pennsylvania / Lars Gunnar-Mattsson Stockholm
School of Economics / Hubert Gatignon INSEAD, France / Håkan Håkansson The
Norwegian School of Management / Stephen J. Hoch University of Pennsylvania, USA /
Kevin Keller Dartmouth College, USA / Donald Lehmann Columbia University, USA /
Gilles Laurent HEC, France / Leonard Lodish University of Pennsylvania / Richard Lutz
University of Florida / David Midgley INSEAD, France / David Montgomery Stanford
University, USA / William Perreault University of North Carolina, USA / John Roberts
Stanford University, USA / Allan Shocker University of Minnesota / Piet Vanden Abeele
Vlerick Leuven Gent Management School, Belgium / Russell Winer University of
California, Berkeley, USA / Dick Wittink Yale School of Management, USA
IF YOU TAKE NUTRITIONAL SUPPLEMENTS, HERBS, VITAMINS, AND OTHER
NATURAL PRODUCTS, YOU NEED THIS BOOK! Compiled by one of America’s
leading authorities on natural medicine, The Pill Book Guide to Natural Medicines
answers vital questions about the effectiveness and safety of more than 250 of today’s
most popular natural remedies. Dr. Murray's unique A-to-F rating system tells you at a
glance whether the product has been scientifically proven to work and if there are risks
in taking it. Written in clear, accessible language, here is important information on: •
What the product is for, and how it works • Safety and effectiveness rating • Possible
side effects • Drug and food interactions • Usual dosage • Cautions and warnings •
Special concerns for seniors, children, and pregnant women Up-to-date and
authoritative, The Pill Book Guide to Natural Medicines also contains Dr. Murray's
recommendations for the prevention and treatment of over 70 common conditions, from
acne and atherosclerosis to ulcers and varicose veins. Remember, just because a
product is “natural” does not mean it is safe. This important reference can help you
make wise choices–or even save your health.
Scaling Procedures: Issues and Applications examines the issues involved in
developing and validating multi-item self-report scales of latent constructs.
Distinguished researchers and award-winning educators Richard G. Netemeyer,
William O. Bearden, and Subhash Sharma present a four-step approach for multiindicator scale development. With these steps, the authors include relevant empirical
examples and a review of the concepts of dimensionality, reliability, and validity.
Scaling Procedures: Issues and Applications supplies cutting-edge strategies for
developing and refining measures. Providing concise chapter introductions and
summaries, as well as numerous tables, figures, and exhibits, the authors present
recommended steps and overlapping activities in a logical, sequential progression.
The Marketing Scales Handbook series is the longest-running set of books that provide
reviews of multi-item survey measures used in scholarly studies of consumer behavior.
This volume picks up where Volume 7 ended and has reviews of 392 new scales that
were reported in top marketing journal articles published in 2012 and 2013. Each
review has information about a scale's source, its psychometric quality, and the
questions/statements that compose the measure. The bulk of the scales in Volume 8
have to do with topics typical to the series such as brands, advertising, stores,
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purchasing, emotions, and relationships. Other topics included this volume were less
covered in the previous books and have to do with newer topics such as environmental
issues, word-of-mouth activity, game-playing, fair trade, and co-production. The book is
a valuable resource to researchers in a variety of fields who want tested and reliable
measures for use in their studies of consumers or similar types of participants such as
viewers, students, donors, or citizens. Many of the measures could also be used in
organizational settings when studying employees or administrators. Instead of using
simplistic measures of dubious quality or, at the other extreme, having to build and
refine measures from scratch, researchers can use the book's contents to learn from
the experts who have already crafted quality scales. By using better measures,
accuracy is increased and should improve the decisions based upon the results.
Essentials of Marketing Research: Putting Research into Practice, an exciting new
practical guide by Kenneth E. Clow and Karen E. James offers a hands-on, applied
approach to developing the fundamental data analysis skills necessary for making
better management decisions using marketing research results. Each chapter opens by
describing an actual research study related to the chapter content, with rich examples
of contemporary research practices skillfully drawn from interviews with marketing
research professionals and published practitioner studies. Clow and James explore the
latest research techniques, including social media and other online methodologies, and
they examine current statistical methods of analyzing data. With emphasis on how to
interpret marketing research results and how to use those findings to make effective
management decisions, the authors offer a unique learning-by-doing approach to
understanding data analysis, interpreting data, and applying results to decision-making.
This book is a handbook for people who want to assure the use of reliable and valid
questionnaires for collecting information about organizations. It significantly reduces the time
and effort required for obtaining validated multi-question measures of aspects of organizational
‘health’ such as employee job satisfaction, organizational commitment, organizational justice,
and workplace behaviors. It helps users in measuring some factors underlying employee
perceptions of work such as job characteristics, role ambiguity or conflict, job stress, and the
extent to which employees believe their values and those of the organization are congruent. All
the measures in the book have been used and tested in research studies published in the
1990’s. In addition, all the measures describe the extent and types of reliability and validity
tests that have been completed, a feature that organizational researchers should find
particularly useful. All in all, this book is a handy tool to increase the efficiency of researchers,
consultants, managers, or organizational development specialists in obtaining reliable and
valid information about how employees view their jobs and organizations.
Bringing together the latest debates concerning the development of marketing theory, featuring
original contributions from a selection of leading international authors, this collection aims to
give greater conceptual cohesion to the field, by drawing together the many disparate
perspectives and presenting them in one volume. The contributors are all leading international
scholars, chosen to represent the intellectual diversity within marketing theory. Divided into six
parts, the Handbook covers the historical development of marketing theory; its philosophical
underpinnings; major theoretical debates; the impact of theory on representations of the
consumer; the impact of theory on representations of the marketing organisation and
contemporary issues in marketing theory.
This work investigates the material culture of public temperatures in New York City. Numbers
like temperature, while ubiquitous and indispensable to capitalized social relations, are often
hidden away within urban infrastructures evading attention. This Archaeology of Temperature
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brings such numbers to light, interrogating how we construct them and how they construct us.
Building on discussions in contemporary archaeology this book challenges the border between
material and discursive culture, advocating for a novel conception of capitalism’s artifacts. The
artifacts examined within (temperatures) are instantaneous electric pulses, algorithmic outputs,
and momentary fluctuations in mercury. The artifacts of the capitalized never sit still, operating
at subatomic and solar scales. Temperatures, as numerical materials precariously straddling
the colonially constructed nature-culture divide, exemplify the abstraction necessary to pursue
the perpetually accelerating asymmetrical growth of wealth—a pursuit that engenders multiple
environmental and economic calamities. An Archaeology of Temperature innovatively
reimagines theory and method within contemporary archaeology. Equally, in plummeting the
depths of temperature, this book offers indispensable contributions to science studies, urban
geography, semiotics, the philosophy of materiality, the history of thermodynamics, heterodox
economics, performative scholarship, and queer ecocriticism.
The Marketing Scales Handbook series is the longest-running set of books that provides
reviews of multi-item measures used in scholarly studies of consumer behavior. This volume
begins where Volume 10 ended and has reviews of 400 scales that were reported recently in
the top journals that publish studies about consumer research. These scales are new to the
series and were not in any of the previous volumes. Each review describes the scale items
(questions, statements, or semantic differentials) as well as information about the measure's
origin, previous users, and measurement quality. The bulk of the scales in this book focus on
topics that are well known in the field of consumer science such as attitudes and behaviors
involving products, branding, advertising, retailing, and purchasing. Measures related to many
other topics are also in this volume including investing and other aspects of personal finance,
love and romance, health, relationships, responsibilities, salespeople, donating, self-efficacy,
social media, reality, superiority, threats, and touch.This book, along with the rest of the series,
is a valuable resource for researchers in a variety of fields who want statistically reliable
measures for use in their studies of consumers or other groups such as viewers, clients,
patients, donors, and citizens. Instead of using simplistic measures of dubious quality or, at the
other extreme, having to build, test, and refine measures from scratch, researchers can use
the book's contents to borrow from the experts who have already crafted quality metrics. By
using better measures, the precision of analyses is increased and should improve the
decisions based upon the results.
This seventh volume in the series reviews 364 consumer-related, multi-item measurement
scales that were reported in top marketing journal articles published in 2010 and 2011. Each
review provides the scale items as well as information regarding the scale's origin, previous
users, and psychometric quality.
The planning, design, management and marketing of experiences for tourism markets is a
major challenge for tourism destinations and providers in a globalized and highly competitive
market. This book bridges the gap in contemporary literature by carefully examining the
management and marketing of tourism experiences.
The contemporary world lives on the data produced at an unprecedented speed through social
networks and the internet of things (IoT). Data has been called the new global currency, and its
rise is transforming entire industries, providing a wealth of opportunities. Applied data science
research is necessary to derive useful information from big data for the effective and efficient
utilization to solve real-world problems. A broad analytical set allied with strong business logic
is fundamental in today’s corporations. Organizations work to obtain competitive advantage by
analyzing the data produced within and outside their organizational limits to support their
decision-making processes. This book aims to provide an overview of the concepts, tools, and
techniques behind the fields of data science and artificial intelligence (AI) applied to business
and industries. The Handbook of Research on Applied Data Science and Artificial Intelligence
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in Business and Industry discusses all stages of data science to AI and their application to real
problems across industries—from science and engineering to academia and commerce. This
book brings together practice and science to build successful data solutions, showing how to
uncover hidden patterns and leverage them to improve all aspects of business performance by
making sense of data from both web and offline environments. Covering topics including
applied AI, consumer behavior analytics, and machine learning, this text is essential for data
scientists, IT specialists, managers, executives, software and computer engineers,
researchers, practitioners, academicians, and students.
Intro; Preface; Acknowledgements; Introduction; Scale Reviews; Subject Index; About the
Author.
This Handbook contains a unique collection of chapters written by the world's leading
researchers in the dynamic field of consumer psychology. Although these researchers are
housed in different academic departments (ie. marketing, psychology, advertising,
communications) all have the common goal of attaining a better scientific understanding of
cognitive, affective, and behavioral responses to products and services, the marketing of these
products and services, and societal and ethical concerns associated with marketing processes.
Consumer psychology is a discipline at the interface of marketing, advertising and psychology.
The research in this area focuses on fundamental psychological processes as well as on
issues associated with the use of theoretical principles in applied contexts. The Handbook
presents state-of-the-art research as well as providing a place for authors to put forward
suggestions for future research and practice. The Handbook is most appropriate for graduate
level courses in marketing, psychology, communications, consumer behavior and advertising.
Which measurement scales have been used the most in consumer insight research? Dr.
Bruner, author of the classic Marketing Scales Handbook series, set out to answer that
question. After reviewing several thousand multi-item measures used in scholarly research of
consumer issues, it was clear that some scales had been used much more than others.
Twenty of those are the focus of the book. Not only do these “top 20” indicate what is popular
with marketing scholars but the book provides details about how to precisely measure some of
the most important individual factors that shape consumer behavior including attitude toward
the ad, attitude toward the brand, purchase intention, satisfaction, and loyalty. The book is
meant for researchers in a variety of fields who want reliable measures for their surveys and/or
experiments. Instead of using simplistic measures of dubious quality or, at the other extreme,
having to build and refine measures from scratch, researchers can use the book to learn from
the experts who have already crafted quality measures. By using better scales, accuracy is
increased which, thereby, improves the results of analyses and the decisions based upon
them.
Economists often look at markets as given, and try to make predictions about who will do what
and what will happen in these markets. Market design, by contrast, does not take markets as
given; instead, it combines insights from economic and game theory together with common
sense and lessons learned from empirical work and experimental analysis to aid in the design
and implementation of actual markets In recent years the field has grown dramatically, partially
because of the successful wave of spectrum auctions in the US and in Europe, which have
been designed by a number of prominent economists, and partially because of the increase
use of the Internet as the platform over which markets are designed and run There is now a
large number of applications and a growing theoretical literature. The Handbook of Market
Design brings together the latest research from leading experts to provide a comprehensive
description of applied market design over the last two decades In particular, it surveys
matching markets: environments where there is a need to match large two-sided populations to
one another, such as medical residents and hospitals, law clerks and judges, or patients and
kidney donors It also examines a number of applications related to electronic markets, ePage 8/9
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commerce, and the effect of the Internet on competition between exchanges.
This sixth volume in the series reviews 682 consumer-related measurement scales that were
reported in top marketing journal articles published from 2006 to 2009. Each review provides
the scale items as well as information regarding the scale's origin, previous users, and
measurement quality.
Utz Schäffer describes all scales, including the psychometric qualities as well as samples
which have been used in great detail. Thus, the reader of this book can avoid reinventing the
wheel as it will in many cases reduce the need to conceptualize, test, and validate a measure
from scratch.
A total of 192 multi-item scales, each presented in a consistent format, on topics such as
individual behaviour, consumer psychology, values and attitudes are provided in this 2nd
edition. A comprehensive index is included.
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