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Preface: Through research and analysis of consumers’ product involvement, we can know about consumers’ cognitive degrees 
such as product’s importance, value and interest, and predict consumers’ purchase decision, process and final purchase 
intention of the product. Total 37 literatures of international top marketing periodicals relating to product involved published 
from 2000 to 2015 are collected in this research. Through analysis and conclusion, the literature content is shown by form, 
including publishing periodical and literature name, construction definition, research variable role, order and proportion of 
publishing year of literature, proportion of number of periodicals into that of articles, research design (data collection, sample 
object, sampling method and statistical method) and construction measurement scale of involvement. 
 
 
I. INTRODUCTION 
 
The concept of “involvement” originates from “Ego Involvement” in “Social Judgment Theory’ written by the 
scholars Sherif and Cantril in 1947. It can be used to predict an individual. There will be different attitudes and 
judgments for the same social event due to different statuses or roles, such as the opinions of believing or 
objections. However, the scholar Krugman applied the concept of “involvement” into the research issue of 
marketing field and consumers’ “involvement” in TV advertisement for the first time in 1965 to explain the 
influences of TV advertising media on consumer behavior. From his point of view, consumers’ different 
involvements in TV advertising media will enable consumers to have different association degrees of 
advertising content and will further influence the follow-up consumption decision process and change the 
original consumer behavior and purchase decision. However, I could be obtained from the research result that 
the consumers with low involvement in advertising are free of the huge influence of advertising effect. 
Due to the research and contribution made by the scholar Krugman, the successors’ importance and application 
of construct of “involvement” is triggered and improved, so that “involvement” becomes an important research 
variable and topic in follow-up consumer behavior study. The scholar Traylor subdivided the degree of 
“involvement” into high and low involvement in 1981. However, the scholar Zaichkowsky subdivided it into 
advertising, product and purchase involvement according to the object of “involvement” in 1985. The literatures 
are searched and collected by using the keyword “product involvement” and literature database in this research. 
 
II. METHOD 
 
There are 15 literatures of EBSCO BSC database and 28 of Web of Science database are obtained respectively 
through EBSCO BSC and Web of Science databases in this research. By taking out the repeated literatures, 13 
journals and 37 literatures are actually obtained. 
 

 
Form 1: summary of literature databases, periodicals, and number of articles. 
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Form 2: summary of literature periodicals and number of articles 
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III. DISCUSSION 
 
Related research issues of product involvement mainly include product knowledge, value, interest, component, 
attribute, attitude, emotional attachment, advertising effect and brand image, having influence and impact effect 
on the consumer’s consumption decision and intention. 
Considering research variable role, 21 of 37 literatures refer to moderator variable, accounting for over 57%, 
followed by Independent Variable (IV). However, there are only 3 literatures about Dependent Variable (DV). 
Besides, there are literatures with no mediator variables found. 
Literatures were published from 2000 to 2015, during which the total of 37 literatures is regarded as the 
parameter and divided by the number of literatures published each year to obtain the proportion statistics of 
literature publishing year. 
 

 
Form 3: summary of literature publishing year and proportion. 

 
Considering proportion of number of published literatures among 13 international marketing periodicals and 37 
collected ones, it is arranged according to the order from the most number of literatures to the least. 

 
Form 4: summary of number and proportion of published periodicals. 

 
Through analysis of these 37 literatures, the statistical approach for obtained 29 literatures are recorded, 
classified and summarized. 
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Form 5: record of statistical approaches for each literature. 

 
Form 6: record of number of literatures with statistical approaches. 

 
As for measurement scales of constructing, Zaichkowsky’s PII scale( Personal Involvement Inventory) is mostly 
used, It is accounted for over 60% of use ratio, followed by Laurent and Kapfere’s CIP scale(Consumer 
Involvement Profile), and McQuarrie and Munson’s RPII scale( Revised Personal Involvement Inventory). 

 
Form 7: record and summary of measurement scale of constructing of involvement. 
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