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ABSTRACT: The involvement level of customers in the buying process influ-
ences the information search of a potential customer to a huge extent. An under-
standing of the involvement level from consumers in a purchasing process can
increase the efficiency and effectivity of communication efforts from companies.
This study examines the level of involvement from consumers in the purchasing
processes of non-prescription pain relivers in Austria. The objective of this paper
is to detect potential differences in the level of involvement among customers
with different demographic characteristics.

An online-questionnaire was used to collect data from consumers in Austria. Re-
sponses from 406 participants were collected through a non-probability sampling
method. Results revealed that people between 18—38 have a rather moderate in-
volvement level in purchasing processes of non-prescriptive pain relivers. More-
over, there were no significant differences between people from different social
classes and people with different education levels. Men and women do not have
different involvement levels in this age group as well. Additionally, this study
revealed that recommendations from experts are seen as a very important infor-
mation source. People with a high involvement level towards the purchase of
non-prescription pain relivers are collecting online information about pain re-
livers more often than people with a low involvement level.
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Introduction

An understanding of a consumers’ decision-making process is an essential
factor to the creation of marketing communication activities (Kotler—
Armstrong, 2016). According to Gore, Madhavan, McClung and Riley
(1994), the extent of information search and the extent to evaluate differ-
ent product alternatives varies according to the perceived importance of a
decision for the customer. This is based on the fact that people are making
a lot of decisions each day, meaning only a few of them are of significant
importance (Zaichkowsky, 1985). From a marketing perspective, involve-
ment is seen as an element to understand the relationships between a con-
sumer and a product or a product category. It is an element to activate the
motivation of consumers to buy a specific product from a product cate-
gory. Therefore, an increase of the involvement level from potential cus-
tomers does have the tendency to increase the effect of marketing activi-
ties from companies (O'Cass, 2000). Previous researches identified, that a
higher level of involvement usually results in a more active level of infor-
mation processing and more knowledge from customers towards specific
products (Zaichkowsky, 1985; Pettigrew—Charters, 2006; Solomon, 2011;
Schiffman—Kanuk—Hansen, 2012).

Marketing in the pharmaceutical area has always been a subject of
considerable interest for research investigations. This research deals with
the product category of non-prescription pain relivers. Therefore, it is im-
portant to understand the market environment more in detail. The product
range in this scholar fall under the category of “Over the counter” (OTC)
drugs. OTC drugs are defined as medications which does not require a
doctor’s prescription. These drugs are offered by registered medical prac-
titioners or licensed pharmacies. Non-prescription medicines are used for
the self-treatment of symptoms. (Berry, 2001) Austrian industry reports
indicate that the distribution of OTC products is less liberal compared to
other countries. The Austrian law defines that every drug, which poten-
tially harms the healthiness of a customer, requires a prescription from a
medical doctor. (BWB, 2018).

A positive development of the OTC market in Austria is also an indi-
cator for the importance to conduct research in the area of OTC products.
According to the yearly IGEPHA (2018) report, the OTC-market in Aus-
tria has a volume of approximately 800 million euro per year. A sustaina-
ble growth rate could be detected in the area of OTC products in the years
before.
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With a market share of 11,8% and a market volume of 103 million-
euro, pain relivers are one of the most important OTC product categories
in Austria (IGEPHA, 2017). A high percentage of the population use pain
relivers. Statistics indicate, that 50,7% of the German population con-
sumes pain relivers at least once within three months (Statista, 2017a).

Additionally, Taylor (2011, pp. 763-764) identifies, that so called first
world are confronted with an increasing number of citizens who suffer
from chronic pain. Kaminski, L.oniewski and Marlicz (2020, p. 354) re-
ports that up to 22% of the population are confronted with chronic pain
and up to 60% experience pain on a regular basis (e.g. once a month).
Wojta-Kempa—Krzyzanowski (2016, p. 350) see trends like a more liberal
accessibility to products, an increasing number of limited medical services
and a reduction of information from medical doctors due to cost and time
pressure as drivers for an increasing consumption of non-prescription pain
reliver.

The market of pain relivers can be described as very complex. It is
influenced by various macro- and micro environmental factors like gov-
ernmental and private insurance companies, lawmakers and the healthcare
system in a country (Taylor, 2011, pp. 763-764). The product category of
pain reliver in general can be divided into two different product catego-
ries. Category one summarizes anaesthetics. Products of this category are
operating in the central nervous system of the human body and they deal
with strong pain. The majority of this pain reliver fall under the category
of prescription drugs. The second category of pain relivers is called ‘not
narcotic’ drugs. They operate directly in or on the central source of pain.
Products of this category have almost no negative side effects and they
also have a broad usage area. Almost all of them do not require a prescrip-
tion of a physician. Nureflex, Mexalen and Thomapyrin are described as
examples of the most common non-prescription pain reliver brands on the
Austrian market. (Osterreich Apotheke, 2020)

Research in the area of marketing for pharmaceutical products are fo-
cused on prescription drugs. Scholars in marketing and communication
strategies for OTC drugs, especially in the area of pain reliver received far
less empirical attention. DeLorme, Huh, Reid and An (2010) identified
just twenty-four studies with a focus on non-prescription drugs compared
to more than 160 studies in the area of prescription drugs. Regarding stud-
ies from the year 2010 onwards, a search through various research data
bases (Sciencdirect and Emerald Insights) revealed that this trend did not
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change (Faerber—Kreling, 2012; Calamusa et al., 2012; Kohli—Buller,
2013; Lee-King—Reid, 2015).

The objective of the paper is to investigate consumer and purchase
behaviour patterns in the area non-prescription pain relivers more in de-
tail. It will help companies in the pharmaceutical area to gain more infor-
mation about target customers and potential segmentation variables for
the development of marketing efforts. Results of the scholar will also help
companies to set up communication activities in more detail. One aspect
of this paper deals with the identification of the involvement level from
people in the age group between 18-38 in Austria. An analysis of statisti-
cal data leads to the conclusion, that people in this age group are also con-
fronted with pain related problems. An Austrian health report detected,
that 9,2% of people below 30 are had neck and back pain within one year.
Furthermore, 7,8% of this age group is confronted by chronical headache
(Statistik Austria, 2014). In order to understand this age group more in
detail this paper identifies whether there are differences in the involve-
ment level towards the purchase of OTC pain relivers based on demo-
graphic factors like gender, level of education and income.

This research also analyses whether the involvement level has an im-
pact on the importance of various information sources, or not. On the one
hand, the importance of the internet as an information source in a buying
process from OTC pain reliever is detected. On the other hand, this re-
search takes a look at the relevance of different personal information
sources. The impact of the involvement level from customers towards a
product on such a word-of-mouth (WOM) communication has been dis-
cussed in the academic literature in various areas (Kotler—Armstrong,
2016). Research has revealed that the involvement level towards a product
is increasing the intensity of WOM communication and the relevance of
recommendations from personal information sources (Solomon, 2011).

Literature Review

The literature review describes, how the concept of involvement is defined
and used in this scholar. Therefore, two different types of involvement
called enduring and situational involvement are explained and compared.
Afterwards, the impact of the involvement level on the information gath-
ering process within the buying process is clarified. The last part of the
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literature review includes an overview about current studies in OTC in-
dustry and the level of consumer involvement.

The involvement level is a very important variable in the decision-
making process of customers, especially in the information search phase.
Basic elements of the involvement theory can be found in the motivation
theory. Motivation is a dynamic construct that shapes a person’s behav-
iour on how to accomplish a specific need or a goal. The perceived rele-
vance of a message influences the level of motivation to process the con-
tent of a message. For example, a person who is suffering from a migraine
will collect more information about possible ways to treat symptoms than
a person without this issue. Therefore, advertising messages from pain re-
lieving products have a higher chance to be recognised by the potential
customer.

Academic scholars include a lot of different definitions, conceptuali-
zations and dimensions for the concept of involvement. Especially the
way the construct is measured is a controversial discussion in the aca-
demic literature. There are uni- and multidimensional measurement ap-
proaches given by various scholars (Schiffman et al., 2012). This paper
uses the widespread definition from Zaichkowsky which defines involve-
ment as “a person’s perceived relevance of the object based on inherent
needs, values and interest” (Zaichkowsky, 1985). The definition from
Zaichkowsky is coherent with the definitions of other consumer psycholo-
gists.

Enduring versus situational Involvement

In general, scholars differentiate between two different forms of involve-
ment. Consumers can establish a specific involvement level towards a
product or towards a purchase decision. Product related involvement is
also called enduring involvement. This type of involvement is more re-
sistant against adoptions and changes (Pettigrew—Charters, 2006). Buying
processes with a high level of enduring involvement is characterised by
an intensive phase of information search. In a lot of cases it goes hand in
hand with a high brand commitment. According to Michaelidou and Dibb
(2008), this type of involvement arose from a high level of a so-called ego
related involvement. Therefore, it can be seen as more stable compared
with involvement levels towards a purchase decision. Marketing research-
ers agree that enduring involvement reflects a high level of ongoing inter-
est in a specific product or a product category. People who are communi-
cating their high involvement level towards a product are often seen as an
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important information source for other people in order to develop product
expertise. Therefore, such people are also important for companies in or-
der to act as opinion leaders (Bloch—Commuri—Arnold, 2009).

Purchase decision involvement is associated with the involvement
level in a specific purchasing process. This type of involvement is less
stable compared with product related involvement (Pettigrew—Charters,
2006). Consumers are involved more temporarily and therefore it has a
rather short-term nature (Mittal, 1989). Therefore, this concept is also
called situational involvement (Im—Ha, 2011). Both concepts of involve-
ment can be found in various consumption processes as well. A customer
can have a low level of involvement towards a specific product class while
the level of involvement in a specific buying situation is high. For exam-
ple, a consumer might perceive the whole product category of medication
in general as not relevant. In case of a sickness, the person tends to con-
sider the situation as more relevant (Dholakia, 2001). Additionally, the
price and complexity of a product affects the level of involvement in a
buying situation as well (Houston—Rothschild, 1978).

Matzler (1997) identified that the two major forms of involvement
have similarities and differences. On the one hand, situational and endur-
ing involvement result in a more intensive information collection process
and a higher degree of attention towards product- or situation related mes-
sages. Both forms usually lead to a more complex decision-making pro-
cess. The differences are characterised through the length of duration and
type of interaction. Both forms of involvement require distinct conditions.
Enduring involvement causes consumers to perceive a specific product as
more important. That causes a higher level of interest and a more emo-
tional commitment. This is especially relevant for badge products. Situa-
tional involvement demands a high perceived purchase risk and/or a
greater badge value. Although both forms are mostly considered as inde-
pendent from each other, Laurent and Kapferer (1985) mentioned that sit-
uational involvement can result in enduring involvement, whereas the op-
posite is not possible.
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Figure 1: Enduring/Situational involvement and information
processing.
Source: Adapted from Matzler (1997, p. 196)

The impact of the involvement level on the buying process

Various scholars describe a more intensive information seeking process
as the most important consequence of a high involvement level. Addition-
ally, a buying decision is influenced by more variables (Zaichkowsky,
1985; Laurent—Kapferer, 1985; Pettigrew—Charters, 2006). Therefore, the
involvement level of customers towards a product influences the market
communication strategy from companies. Potential customers with a high
involvement level have more information about products in a specific
product category. Therefore, the demand for basic information about
product features and product benefits is lower. Additionally, a higher in-
volvement level also results in a higher responsiveness toward communi-
cation activities from companies (Punj—Staelin, 1983).

Laroche, Bergeron and Goutaland (2003) stated that the involvement
level also influences the level of the perceived risk from a purchase. A
higher involvement level and more knowledge about a product category
has the tendency to reduce a person’s risk perception. This aspect is espe-
cially important for products in the OTC area. Products in this area are
normally not tested by potential customers. The absence of a product test
is compensated through the tendency to collect more information from
various sources about a specific product. Furthermore, research has also
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discovered an association between consumer involvement and the confi-
dence level of customers in a decision-making process (Park—Moon,
2003).

According to Schiffman et al. (2012), individuals who have a stronger
perception towards risk tend to stay more loyal to their already favoured
product or brand. This is especially interesting for health-related issues,
since decisions which concern a person’s well-being are associated with
a higher risk level.

The level of Involvement from in health-related purchasing decisions

Non-durable consumer products with a low price and high purchasing fre-
quency have the tendency to result in a rather low level of involvement in
buying situations. More expensive products with a lower purchasing fre-
quency are characterised by a rather high level of involvement in purchas-
ing processes (Mueller, 2006). In order to understand purchasing pro-
cesses in the OTC area more in detail, it is important to analyse scholars
which are deal with the involvement level of purchasing process from cus-
tomers related to products in the medical care area. An analysis of previ-
ous scholars indicates that the buying process with health-related products
tends to be characterised by a rather higher level of involvement, espe-
cially compared with low-priced durable consumer goods (Yang et al.,
2006; Sansgiry—Cady—Sansgiry, 2001; Gore et al., 1994).

This assumption goes hand in hand with scholars such as Mueller
(2006) and Kautsar et al. (2012), who investigated a particular high in-
volvement level in decision making process for plastic surgeries and phar-
maceuticals. This is based on the fact that these decisions deal with the
well-being of a person to a great extent. Additionally, Kautsar et al. (2012)
investigated a positive relationship between the satisfaction of a customer
with a purchase decision for non-prescription drugs and the involvement
level in upcoming purchasing processes.

Gore et al. (1994) identified, that buying decisions from non-prescrip-
tion medications are characterised by a rather high level of involvement.
They also investigated, whether differences among demographic variables
from customers could be detected or not. The study showed that the in-
volvement level decreases with a higher level of income and education.
Moreover, females show a higher involvement level than males. A differ-
ence in the involvement level among different age groups could not be
detected. Given that elderly citizens are a large growing market segment
for the pharmaceutical industry, it is quite surprising that the involvement



Reiterer— Strecker: An examination of the involvement level in purchasing processes... 71

level did not differ in that regard (The Geronological Society of America,
2014).

The results of the investigation from Gore et al. (1994) differ from
the research results from Sansgiry and Cady (1996). Sansgiry and Cady
(1996) focused their research on differences among the involvement level
from different age groups in purchase decisions for OTC products as well.
The result revealed, that elderly citizens have a higher involvement level
than younger citizens. This can be influenced by the fact, that elder people
spend more money on OTC products than younger generations. They also
read product labels more often and they also require more in-depth infor-
mation about the product. Additionally, Gore et al. (1994) could not detect
differences among people with different purchase patterns. Another result
from this research was the development of a scale in order to measure the
involvement level with non-prescription medicines.

Independent from the general involvement level of customers in pur-
chasing processes for medical products, scholars identified an impact of
the involvement level on the information seeking process. The importance
of various types of information which are collected in purchasing pro-
cesses for health-related products differ for people with a high level of
anxiety. Customers with a high level of involvement are building a spe-
cific level of trust towards a product based on collecting a huge amount
of valid information. Customers with a low level of involvement in such
buying processes rely more often on heuristic cues in communication ef-
forts from companies (Perepelkin—Di Zhang, 2011; Yang et al., 2006). In
this context Sansgiry, Cady and Sansgiry (2001) investigated, that people
with a high involvement level compare information from various OTC
product labels more in detail.

Methodology

This research deals with the identification of the involvement level of con-
sumers in Austria in purchasing processes for non-prescription pain kill-
ers. Two research questions and seven hypotheses are formulated to de-
velop the field of investigation further.

The first research question deals with the identification of the gen-
eral involvement level from consumers in purchasing processes of non-
prescriptive pain relivers. Therefore, the following research question is
developed: “What is the level of involvement from people between 18—38
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in purchase processes for non-prescription pain reliever in Austria?” Ex-
isting studies delivered contradictory results regarding the involvement
level in purchasing processes for similar product categories. As already
mentioned in a previous part of the paper, some scholars revealed that
purchase processes for health-related products, like pharmaceuticals or
plastic surgeries, are characterised with a high level of involvement
(Mueller, 2006; Perepelkin—Di Zhang, 2011). Gore et al., (1994) investi-
gated, that younger people have a lower involvement level compared with
people from elderly generations. Therefore, the objective of the first re-
search question is to develop more in-depth knowledge regarding the in-
volvement level especially for a younger generation. Four hypotheses
were developed in order to answer the first research question more in de-
tail:

e HI: Buying process of non-prescription pain killer from people be-
tween 18—38 are not characterized by a high level of involvement.
Results of previous investigations illustrated, that the level of consumer
involvement in the purchase processes can be affected by demographic
variables like gender, education and income. Researches show for ex-
ample, that females tend to have a higher level of involvement than
males in purchasing process of OTC products in general. Scholars also
demonstrated, that the involvement level decreases with a higher level
of education and income (Gore et al., 1994; Sansgiry—Cady, 1996).
This scholar is dealing with the impact of demographic factors on the
level of involvement in the age group between 18—38 more in detail.
Therefore, the following hypothesis were developed:

e H2: The level of involvement in purchasing processes for non-prescrip-
tion pain relivers from people between 18-38 does not differ regarding
the level of education.

o H3: The level of involvement in purchasing processes for non-prescrip-
tion pain relivers from people between 18-38 does not differ regarding
the level of household income.

e H4: The level of involvement in purchasing processes for non-prescrip-
tion pain relivers from people between 18-38 does not differ between
men and women.

An analysis of the academic literature also showed, that the involve-
ment level in a purchasing process influences the way information about
a product is collected. Therefore, the second research question deals with
the identification of the impact from the involvement level on the usage
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of different information sources: “How does the information seeking pro-
cess for people with a different level of involvement in non-prescription
pain reliever purchasing processes differ?” Gore et al. (1994) identified
three different main channels for the distribution of information about
medications. The first information source includes communication efforts
from companies like radio-, television- and newspaper advertising, infor-
mation at the point-of-sale and product labels. The type of commercial

information which was investigated in the research from Gore et al. (1994)

did not include information from online sources. Statistics show, that the

importance of online sources which consists of information about medi-

cations differs between different customer groups (Statista, 2017d). Based
on the lack of research regarding the importance of information from the
internet, this study develops the knowledge base in this area further. An-
other important information source for customers in a buying process of

OTC products are other people. This category can be divided into two

different sub categories. Category one includes experts such as physicians,

pharmacists or nurses. Category two includes laypersons like family
members, colleagues and friends.

An answer to the second research question enables marketers to adapt
and improve their communication efforts. Customer groups with different
involvement levels can be targeted more efficiently. The aim is to identify
more or less important information sources for customers with a different
level of involvement. Therefore, the following hypothesis were devel-
oped:

e HS5: The acceptance of recommendations from family members and
friends does not differ between people with different involvement lev-
els.

e H6: People with a rather low level of involvement in buying processes
of non-prescription pain reliever are using recommendations from ex-
perts more often than people with a moderate or high level of involve-
ment.

e H7: People with a rather low level of involvement in buying processes
of non-prescription pain reliever are using information from the inter-
net less often than people with a moderate or high level of involvement.

Primary data was collected between the 1 and 22" of August 2018.
The survey tool ‘core XM’ ,which is offered by the company Qualtrics,
was used for the development of an online questionnaire. This IT system
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offers the development and visualisation of various different types of
questions. Therefore, it helps to create a customized data collection plat-
form which is appropriate for the usage of various scales in this research.
Respondents have the possibility to complete ‘core TM’ questionnaires
on various IT tools like personal computers, notebooks and mobile
phones. (Qualtrics, 2020).
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Figure 2: Example of a question visualisation in the survey tool ‘core
XM, offered by the company Qualtrics.

Source: Own source

The average duration time from respondents in the survey was 4
minutes, 30 seconds. The survey was available in two languages, (German
and English) in order to improve the response rate. Five potential custom-
ers of OTC products pre-tested the questionnaire in German and English.
SPSS was used in order to analyse the data and to test the hypothesis.
Convenience and snowball sampling were used to distribute the question-
naire among potential participants. The questionnaire was distributed to
address lists of educational institutions in Austria and to different address
lists of small and medium-sized companies.

After three weeks 435 responses were collected. In total, twenty-nine
cases were deleted based on missing values in the questionnaire. 328 out
of 406 respondents where between 18 — 39 years old. Therefore, the sam-
ple size for research questions one is 328. The sample size of the research
questions two is 406.

Measurement of consumer involvement

Gore et al. (1994) developed a scale for the measurement of the involve-
ment level from consumers in the purchasing process of non-prescription
medicines. This scale is the basis for measuring the involvement level of
people in this study. Gore et al. (1994) adopted an already existing scale



Reiterer— Strecker: An examination of the involvement level in purchasing processes... 75

for the measurement of the involvement level from Zaichkowsky (1985)
in order to make it more reliable for a pharmaceutical context. Therefore,
they developed two new items which further dealt with the information
search characteristic of the involvement construct in the medical area. The
items of the scale, which were used to measure the measurement level in
non-prescription pain relivers are summarized in 7able 1.

Involvement items for non-prescription medicine purchases

1. Take a long time to decide before buying non-prescription medicines.

2. Get as much information as possible before buying a non-prescription medicine.

3. Interested in reading information about how non-prescription medicines work.

4. Compared product characteristics among brands of non-prescription medicines.

5. Perceive product characteristics among brands of non-prescription medicines.

6. Would be interested in reading a Consumer Reports article about a needed non-
prescription medicine.

7. Have a most-preferred brand for the different kinds of commonly used non-prescription
medicines.

Figure 3: Involvement items for measuring consumers' involvement
with non-prescription medicine purchases.
Source: Adapted from Gore et al. (1994)

Gore et al. (1994) used a 7-point Likert scale for every item. Each
item was rated from “strongly disagree” to “strongly agree”. An overall
involvement score was established by the calculation of every mean value
of the seven single items. Afterwards, an overall mean value of the total
involvement level was calculated. After an assessment of the involvement
level, respondents were asked questions regarding their purchase behav-
iours in the second part of the questionnaire. Questions about the im-
portance of various information sources are stated in the 2™ part of the
questionnaire. These questions were measured with a 5-point Likert scale.
Additionally, demographic factors like age, gender, and the highest com-
pleted education where asked.
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The validity and reliability of the already developed scale from Gore
et al. 1994 was tested with a Cronbach test. A Cronbach a reliability co-
efficient with 0, 77 was calculated. A factor analysis was conducted in
order to evaluate items from the second part of the questionnaire.

Findings

The first hypothesis investigated the extent of consumer involvement from
people between 18-38 in purchasing processes of non-prescription pain
relivers. A t-Test was chosen in order to test the average involvement level
(Hypothesis 1). The mean value from the 7-point Likert scale (M=4.00)
was chosen as a reference point for answering the hypothesis. The test
showed a significant result (t(327)=-5.127, p<.001, d=0.283). Respond-
ents between 18-38 showed a rather average level of consumer involve-
ment. Therefore, hypothesis one has be accepted. People between 18—38
have an average level of involvement in purchase processes of non-pre-
scription pain relivers.

Mean Standard Standard error of the
N Value Deviation mean value
CI M 328 3.6016 1.19546 206601

Figure 4: General involvement level, One Sample Statistics
Source: Own source

Test value =4
5% confidence interval of the
Mean difference
t df Sig. (2-tailed) Difference Lower Upper
CI M -5,127 327 000 -,33841 - 4683 -, 2086

Figure 5: Test general involvement level, One Sample Test

Source: Own source

In order to investigate the involvement level of the age group more in
detail, potential differences among demographic variables were analysed.
An analysis was conducted in order to investigate, whether the difference
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among people with different education levels exists or not. Therefore, par-
ticipants were divided into three different education groups. The first
group consists of respondents with a rather low education level. People
from this group graduated from a compulsory school, an apprenticeship
or an Austrian trade school without an a-level. This group shows the high-
est mean involvement score (3,890; SD 1,555). Respondents with an av-
erage education level (completing the a-level) have an average involve-
ment level of 3,65 (SD = 1,111) in purchase processes of non-prescription
pain relivers. Respondents with the highest education level (graduates
from a university) have the lowest consumer involvement level with a
mean value of 3,621 and a standard deviation of 1,188. In conclusion, the
involvement level decreases with the increasing level of education. Nev-
ertheless, hypothesis two is tested with an analysis of variance (ANOVA).
Even though small differences could be detected, the results of the
ANOVA do not show significant results (F(2,81.9)=0.427, p=.654,
1n?*=.004). A post-hoc analysis according to Games-Howell does not show
a significant difference too. Therefore, hypothesis two can be accepted.

85%-confidence interval for mean

Mean

Std. Deviation

5td. Error

Lower Bound

Upper Bound

Lower Education
Higher School
Certificate
University
degree

Total

328

3,8006
3,6547

3,6210

3.6616

1,55463
1.11093

1,18793

1.19346

127482
109423

08481

06601

33301

3.4684

34337

3.5517

44511
3.8410

3,8083

37914

Figure 6: Involvement level and different education levels

Source: Own source

Hypothesis three investigates, whether differences among people
with a different financial background exists. Therefore, participants of the
survey are clustered based on their household income into three different
groups. The hypothesis is tested with an analysis of variance (ANOVA).
No significant results could be detected F(2,325)=0.934, p=.394,
n*=.006). A post-hoc analysis according to Bonferroni did not show sig-
nificant differences (p>.050) as well. Therefore, hypothesis three can be
accepted. The involvement level of people between 18 and 38 does not
show differences among people with a different financial background.
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95%-confidence interval for mean

N Mean Std. Deviation Std. Error Lower Bound | Upper Bound
=€20.000 132 3.7715 1.16955 10180 3.5701 3.9728
€20.001 - €49.999 140 3.5905 1.15598 09770 3.3973 37838
=€50000 56 3.5804 1.34652 17994 32198 3.9410
total 328 3.6616 1.19546 06601 35317 3.7914

Figure 7: Involvement level and different income levels

Source: Own source

Hypothesis four deals with differences of the involvement level in
purchase processes of non-prescription pain reliver regarding gender. A t-
test could not detect differences among the involvement level between
women and men (t(326)=1.033, p=.302, d=0.131). Therefore, hypothesis
four has to be rejected.

Gender N Mean 3td. Deviation | Std. Error mean
CI M DMale 24 3,7778 1.26886 13344
Female 244 36216 116917 7485

Figure 8: Involvement level gender, Group Statistics

Source: Own source

Research question two deals with the collection of information in a
buying process of non-prescription pain relivers. The importance of dif-
ferent information sources for people with different involvement levels is
analysed. Differences regarding the acceptance of recommendations from
laypersons (family members & friends) and recommendations from ex-
perts (physicians and pharmacists) for people with different levels of in-
volvement are analysed with an analysis of variance (ANOVA). In gen-
eral, the experts (MEAN= 3,96) are much more often consulted than lay-
persons (MEAN = 2,81).

An ANOVA test does not show significant differences from the im-
portance of recommendations from family members and friends among
people with different levels of involvement (F(2,403)=0.302, p=.740,
n*=.001)). A post-hoc analysis according to Bonferroni did not show sig-
nificant differences (p>.050) too. Therefore, hypothesis five has to be ac-
cepted.
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95%-confidence interval for mean

N Mean Std. Deviation Std. Error Lower Bound | Upper Bound
low CI 72 2,81 1.229 145 252 3,09
average CI 263 2,78 1.158 071 2.64 292
high CI 71 2.90 1.173 139 2,62 3.18
total 406 2.81 1.171 038 2,69 2.92

Figure 9: Acceptance of family members and friends as an
information source from people with different involvement levels.

Source: Own source

This result goes hand in hand with the importance of recommenda-
tions from experts. An ANOVA test shows no significant differences be-
tween people with different involvement levels (F(2,189.1)=1.892,
p=.154,1*=.010). A post-hoc analysis according to Games-Howell did not
show a significant difference. Therefore, people with a rather low level of
involvement in buying processes of non-prescription pain relivers are not
using recommendations from experts more often than people with a mod-
erate or high level of involvement. Therefore, hypothesis six must be re-
jected.

95%-confidence interval for mean

N Mean Std. Deviation Std. Error Lower Bound Upper Bound
low CI 72 4.07 1.039 122 3.83 431
average CI 263 3.98 .899 035 3.87 4.09
high CI 71 376 992 118 3.53 4,00
total 406 3.96 944 047 3.86 4.05

Figure 10: Acceptance of experts as an information source from
people with different involvement levels.

Source: Own source

The importance of the internet as an information source for pain re-
liver (Hypothesis 7) was tested with a Chi? Test. This test shows signifi-
cant differences among the importance of the internet for people with dif-
ferent levels of involvement.

Results show that 23,6% of respondents with a low level of consumer
involvement are using the Internet as an information source. This is much
lower compared to respondents with an average amount of involvement
(46%) and a high amount of involvement (60,6%). Therefore, hypothesis
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seven has to be accepted. The level of involvement does have an impact
on the information gathering process from customers.

CI_ M _Groups
low CT average CI high CI total

Place of information search - No Internet consultation Number 352 142y 28 225
Internet % within CI_M_Groups 76.4% 34,0% 38.4% 55.4%
Ya total 13 5% 35,0% 8,9% 55.4%

Yes Internet consultation Number 173 121 43, 181

% within CI_M_Groups 23.6% 46,0% 60,6% 44.6%

%4 total 4.2% 29.8% 10,6% 44.6%

total Number n 263 b 406
Y within CI M_Groups 100,0% 100,0% 100,0% 100,0%

% total 17,7% 64,8% 17.5% 100,0%

Figure 11: Information search in the internet from people with
different involvement levels.

Source: Own source

Conclusion

An understanding of the involvement level of customers in purchase pro-
cess helps companies to identify more or less relevant communication
strategies. The involvement level of a customer influences their infor-
mation search in the first part of the purchasing process. Companies can
adopt their communication messages and communication channels for
customers with different levels of involvement (Gore et al., 1994;
Sansgiry—Cady, 1996).

The first research question deals with the involvement level of con-
sumers between 18—38 for non-prescriptive pain relivers. The investiga-
tion proved that people in this age group in Austria have an involvement
score below the scale’s midpoint. Such an average involvement level is
surprising. Especially based on the fact that statistics show an increasing
number of pain related problems (neck- and backpain, chronical head-
ache) in age groups below forty years old (Statistik Austria, 2014). A
moderate level of involvement could be based on the fact that products
fall under the category of low-cost packaged goods. Customers might not
consider an occasional headache or neck-pain as a serious health problem.
Nevertheless, in the end it can be assumed that the general involvement
level of representatives from this age group will rise in the future. This
assumption is based on an increasing number of people with chronic or
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regular pain, especially in younger age-groups. Also, an easier accessibil-
ity to OTC pain relivers can be seen as a potential indicator which in-
creases the level of involvement in the future. (Koniewski—Marlicz, 2020,
p. 354; Wéjta-Kempa—Krzyzanowski ,2016, p. 350).

As a consequence of the investigated moderate level of involvement,
companies who are targeting customer between 18-38 just have to distrib-
ute a moderate level of information about the product. The complexity of
the information and the intended message should be rather low. Meaning
that companies have to focus on more persuasive messages in their com-
munication efforts (Sherif-Sherif—Nebergall, 1965). In this context,
Apte—Markale (2018, 360) recommend that communication strategies
should combine advertisements and in-depth information about pain re-
livers. These findings are also an additional indicator, that separate com-
munication messages should be created for different age groups.

The study did not detect significant differences of the involvement
level based on other demographic aspects like gender, education and the
financial background from people in this age group. Slight differences
could be detected related to the financial aspects. It is surprising, that no
difference between the involvement from men and women could be de-
tected in this study. Pickover, Messina, Correia and Murphy (2016, p. 45)
detected a higher consumption usage and consumption insensitivity
among young male adults compared with you female adults.

Respondents with a high-income level have a lower involvement
level than people with a lower income level. Additionally, a tendency
could be detected that a higher education implies a lower level of involve-
ment. A consequence of this result for the development of marketing strat-
egies could be, that it does not make sense to segment the market in this
age group based on other demographic variables. This has to be seen in
contrast to other scholars which revealed different involvement levels
from people with different demographic characteristics in other age
groups in purchase processes for OTC products in general.

The level of consumer involvement also influences the information
search from potential customers. The second research question identifies
the relevance of different communication sources for people with differ-
ent levels of involvement. W¢jta-Kempa—Krzyzanowski (2016, p. 359)
highlight the importance of physicians and nurses as a source of infor-
mation about this product category. Especially the education of consumers
about potential consequences and side effects is described as an important
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task for experts. This view is strengthened through the results of this paper
as it detects, that experts are significantly more often consulted than lay-
persons (3,96 mean value compared with 2,81 on a 5-point likert scale).
Other scholars indicate, that the importance from laypersons as an infor-
mation source should not be under estimated. In addition to trustworthi-
ness, Apte and Markale (2018, p. 361) detected, that the easiness to access
information plays an important role as well. This is especially relevant for
people in younger age groups.

The internet as a source of information was selected more often than
family and friends, especially from people with a high involvement level.
The importance of the internet as an information source for non-prescrip-
tion pain relivers can be explained by a scholar which detects, that 80%
of internet user rate health-related information as credible (Kaminski—
Loniewski—Marlicz, 2020, p. 355). Several other scholars support findings
of this research as well. Kim (2011) for example also argues that the in-
ternet has become an indispensable source of information for products in
the health and medication area. Wojta-Kempa and Krzyzanowski (2016,
p. 350) observe an increasing trend that OTC products, especially pain
reliever, are self-administered more often by consumers. This trend is in-
fluencing the importance of the internet as an information tool as well.

Online and social media communication tools offer a lot of possibili-
ties to target people more specifically. More in-depth information can be
especially tailored and targeted for people with a higher involvement
level. Though this information must be rather educational than promo-
tional. Kaminski, L.oniewski and Marlicz, (2020, p. 355) recommend, that
pharmaceutical companies have to take forums and social media plat-
forms, where people share their experiences and recommendations about
pain relivers, more into consideration from marketing perspective. This is
especially relevant for customers with a higher involvement level. The
openness towards online information also enhances the chance for phar-
maceutical companies, to offer additional services and mobile applica-
tions. Geraghty et al. (2015, p. 4) report that a mobile app which delivers
in-depth information about products, services and self-management ad-
vices for the treatment of pain also reduces the level of pain from consum-
ers significantly. This goes hand in hand with previous findings about the
usage of non-prescription pain relivers and pain management strategies
from consumers.
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Study limitations

The study investigated the involvement level of customers for one specific
product category, non-prescription pain killers in detail. The decision to
limit the research to one product has been made due to various reasons.
First of all, statistics show that the relevance of this product category is
increasing in general, especially among younger people. Therefore, the
first part of the research deals with an investigation of the involvement
level from this target group in detail. Nonetheless, because of this narrow
focus the applicability of the findings to other age groups and medications
is limited. Another limitation of this investigation is that data was col-
lected through convenience sampling. Hence, it is recommended that fu-
ture investigations examine a more demographically diverse group. Thus,
not that much is known about involvement with non-prescription medica-
tions, especially pain killers. A better understanding of consumers’ in-
volvement with non-prescription pain killer purchase decisions might also
be generated from further investigations with a qualitative research ap-
proach. Employing focus-groups or in-depth-interviews could offer
deeper knowledge since respondents are enabled to thoroughly explain
their underlying thoughts.
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