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Summary: Presented paper is introducing Repertory Grid Method as an objectification
of Kelly’s Theory of Personal Constructs. The main goal is to introduce Repertory Grid
as a psychosemantic research method with all of its potential and possible obstacles and
point towards the application potential of Repertory Grid in the domain of marketing
communication, as well as present a research of the perception of web pages as a me-
dium for current and potential online promotion by the means of group administration of
Repertory Grid Technique.
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1. Repertory Grid Method and its application
in marketing communication

Repertory Grid method/technique/analysis is a psycho-semantic method ex-
amining the relationship between elements and constructs in certain context
[Burke, 2002] with the origin in the George Kelly's psychological Theory of
Personal Constructs. Basically, it is a combination of association techniques and
scaling realised by the means of structured (in-depth) interview. Repertory Grid
represents a cognitive mapping tool that provides understanding to complex
cognitive structures of meaning [Wright, 2004]. It is named after its form of
execution — a grid with columns represented by elements — subjects of human
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thoughts we want to examine, either of materialistic nature (people, objects, events,

pictorial material, movie sequences, etc.) or intangible nature (experiences, ideal

concepts such as ‘effective bank advertising’, ‘my ideal boss’, ‘ideal web page’),
while lines are defined by constructs elicited by research subjects. The simplest
definition of construct would be that construct is an assigned quality (to element).

Essentially, there is no such entity that could possibly not be covered by
this technique under these conditions:

1. Subject has personal constructs (thoughts/schemes) regarding an element
(presented as a part of a research topic). That means subject has to know the
element(s) to some extent or at least get the opportunity to become familiar
with it (e.g. in form of advertising exposure regarding the use of this tech-
nique in advertising research) during the process of Repertory Grid interview.

2. Subject has an opportunity, cognitive skills and will to express his/her constructs.
In order to be able to examine these constructs we need to ask subject the right
questions (as well as have certain background and follow certain rules in order
for the technique to be valid and reliable), subject needs to have a certain level of
cognitive skills (e.g. language skills) in order to be able to share his/hers con-
structs (technique relies quite heavily on the language of inquiry) and last, but not
least, technique requires a cooperation of a participant.

Regarding the character of Repertory Grid, it is possible to apply both quan-
titative and qualitative approach. Repertory Grid combines these two approaches
in the effort to persevere idiosyncratic view of an individual (with perception
being considerably influenced by a variety of personal factors outside our control),
while permitting quantitative analysis by a wide variety of statistical procedures
offering a cue to more generalised conclusions. This method is idiographic from the
point of its individualistic character of constructs and nomothetic from the point of
interpretation resulting from statistical analysis of data that can be conducted either
for each grid individually or for merged/concentrated grid from multiple participants
as it is in our research mentioned below.

2. Theoretical background of Repertory Grid

Repertory Grid Method is tightly connected to the Personal Construct Psy-
chology (further PCP) that suggests that people are similar to each other based
on the meanings they give to the world. The origin of this psychological theory
lies in constructive alternativism, according to which everybody perceives real-
ity from own perspective and creates alternative constructs about it [Kelly,
2003]. People constantly perceive and interpret their environment, they built



Perception of international web pages: A Repertory Grid Approach 61

images and schemes about it in order to give it a sense. PCP is of very subjectiv-

istic nature. It assumes people are similar because they construe certain modali-

ties in a similar way, as opposed to beliefs that people are similar because they
have similar experiences [Marsden & Littler, 2000]. The core concept of PCP is
that a present anticipation of a person acts as a motivation to action [Kelly,

2003]. G. Kelly [2003] states that people differ in the construction of events one

from another and one’s construct system is composed of a finite number of di-

chotomous constructs. The notion of dichotomy is clearly preserved in technique

itself when each grid encompasses inferences about two poles (emergent and
implicit) of a construct serving as a building element of meaning and reality. In
fact, constructs are not accidental or unorganised, they create a complex hierar-
chic system of relations [Neinmeyer, 1993 in Marsden & Littler, 2000]. People

differ in number, character and structure of constructs [Klein & Lewis, 1985

after: Marsden & Littler, 2000] and this is the variability Repertory Grid Method

is trying to capture.

Repertory Grid is a comprehensive and complex method with a well elaborated
design. For a detailed procedure we suggest works of M. Fromm, [2004], D. Janko-
wicz [2004] or F. Fransella, R. Bell and D. Bannister [2004]. Nonetheless, we can
summarise the procedure of Repertory Grid interview in these few basic steps
[Marsden & Littler, 2000; Jankowicz, 2004; Ritomsky & Bachraty, 2008]:

e Research question(s) formulation.

e Selection of elements.

o Construct elicitation (by the means of finding similarities and differences between

elements applying one or more of these strategies: dyading — asking how two ele-
ments are similar/different, triading — asking how two elements are similar and at
the same time different from each other, laddering — asking zow? why?, pyramid-
ing — specifying constructs, trying to understand the range of one’s constructs).
By using these strategies, we are capable to reach a deeper level of mental
structures (in relation to meaning) and access constructs that might be diffi-
cult to articulate. Generally, Repertory Grid differs from methods such se-
mantic differential or questionnaire where participant has to evaluate the
topic based on characteristics that are given.

e Combining elements with constructs. There are three ways in doing so: di-
chotomisation (assessing a positive or negative pole to elements for each
construct), scaling (evaluating each element according to each construct pair
on a pre-given scale) or rating (each element is ranked between the two ex-
tremes of the construct).

e Data analysis and interpretation. We can use standard statistical package like
SPSS or one of specialised Repertory Grid programs (e.g. Idiogrid, Webgrid).
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3. Repertory Grid applications

One of the advantages of Repertory Grid is that the same procedure suits for
many different purposes. Repertory grid is used in psychological research. It can
be applied in social psychology, e.g. for examining personal impressions [Lukas
& Serek, 2007], barriers in communication [Ritomsky & Bachraty, 2008], im-
plicit descriptors of abstract term [Havigerova & Haviger, 2010]. Repertory Grid
is closely linked to the theory of cognitive complexity as examined in realm area
of consumer psychology by G.M. Zinkhan and A. Biswas [1988]. Because of its
nature, Repertory Grid is a suitable tool for answering questions about perception,
e.g. perception of child’s own artwork [Karpinnen, 2000], photographs [Burke,
2002], web designers’ perception of an effective website [Tan & Tung, 2003]. In
management, Repertory Grid is being used to generate data useful for SWOT
analysis; examining managerial competences and decision making process, un-
derstanding the set of expert knowledge [Ritomsky & Bachraty, 2008]. Market-
ing applications of Repertory Grid include consumer research where products
and/or services often serve as evaluated elements, e.g. differences in product
perceptions between product creators and product users [Karapanos & Martens,
2007]. We can use Repertory Grid when we want to find out how participants
construct certain concept, such as ‘customer experience quality’ described in the
research of F. Lemke, M. Clark and H. Wilson [2011] or ‘effective advertising’.
Some research projects are using Repertory Grid for obtaining associations with
brands in connection to image, as it was in case of London musea and art galler-
ies in research of N. Caldwell and J. Coshall [2002]. Repertory Grid also enables
us to uncover schemes of consumer behaviour by providing cognitive schemes
that are later congruent with choice behaviour [Marsden & Littler, 2000; Cald-
well & Coshall, 2002]. Moreover, Repertory Grid is a method suitable for ex-
plaining abstract terms (e.g. effectiveness, normality, risk, esthetics, formality),
terms that are hard to grasp and define because they are having a nature of indi-
vidual thought constructions. Regarding the perception of advertising itself, ap-
plication of Repertory Grid is fairly rare. For example, J. Olson and P. Dover
[1978] used this method to examine cognitive effects of deceptive advertising.
As we could have seen in aforementioned text, Repertory Grid has a solid poten-
tial in multiple domains, as well as in marketing research.

We now demonstrate the feasibility of Repertory Grid group administration
by the means of our own research in which we focused on the perception of in-
ternational web pages. In this era, a lot of companies benefit from having a web-
site as a marketing tool. Web pages can serve as a branding tool, information
center, shop, communication tool and advertising tool. Moreover, appeal of
a website has an impact on forming user’s perception of website usability
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[Schenkman and Jonsson, 2000; Tractinsky et al., 2000 in Djamasbi, Svegel
& Tullis, 2010]. The objective was to determine how participants perceive inter-
national web pages with the emphasis on following research questions:
1. What characteristics are chosen/used for web pages? What are group prefer-
ences regarding these characteristics?
2. Which web page is perceived as the closest to the element of ideal web page?
Research sample was composed of 12 Polish undergraduate students (9 fe-
males, average age 20,75). Our research sample belongs to the cohort known as
Generation Y (also called Millenials, Echo boomers, Net generation, Facebook
generation). K. Yarrow and J. O'Donnel [2009] characterise these individuals as
born between 1978-2000, V. Lazarevic and S. Petrovic-Lazarevic [2007] and
N. Shepherdson [2000 after: Beard, 2003] state years of birth of Generation Y mem-
bers as lying between 1977-1994. Generation Y as a specific marketing segment
is considered to be a group with a strong consumer potential. In general, we
assume that generations differ in reactions to communication while at the same
time members of one generation show common characteristics. Members of each
generation have a tendency to demonstrate similar attitudes, values and prefer-
ences. K. Yarrow and J. O'Donnel [2009] described Generation Y as diverse,
adaptive and self-confident. Generation Y represents a complex and challenging
group of consumers. This group feels immune towards branding and marketing
tactics. Members have the confidence to demand what they need from sellers,
they are interested in consumption and are active in searching for products
[Lippe, 2001 after: Lazarevic, Petrovic & Lazarevic, 2007; Yarrow & O’Donnel,
2009]. L.P. Morton [2002 after: Beard, 2003] described this generation as criti-
cal consumers with distrust to media. Even from this brief characteristic we can
see, that Generation Y offers a lot of research incentives regarding each of in-
formation processing phases, e.g. personal characteristics influencing perception,
interpretation, remembering, evaluation of communication or behavioural expres-
sions. At the same time we have to remember that Generation Y is very widely
defined and its characteristics are dependent on culture.

4. Method

Data were acquired by the means of Repertory Grid group administration in-
spired by the online lecture of Vivian Burr [www 1]. First of all, we asked partici-
pants which international web pages they knew (elements for repertory grid). Less
familiar web pages were excluded. In line with our research interest we included an
‘artificial’ element of an ideal web page. Consequently, participants assigned into
pairs were taking turns in the role of interviewer and research subject. Constructs
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were elicited by triading and were in the form of bipolar statements noted by partici-
pant actually in the role of interviewer. After this part, all constructs were listed on
a whiteboard. Only those understandable to everybody and not repeating were left
for final evaluation. Afterwards participants wrote individually constructs into prear-
ranged grid and rated them on a 5-point scale. During the whole process, participants
had internet access with the possibility of viewing selected web pages.

The main advantage of a group administration is time saving when we gain
more grids (and more inferences/data) during the time of one session. This pro-
cedure also has an educative aspect, since students have in a condensed time
frame the opportunity to use this method both from part of the participant and its
administrator, while being able to ask additional questions. The main disadvan-
tage is the loss of individual perception (in this case we are referring to group
perception). Moreover, there is an influence of group dynamics on final list of ele-
ments and constructs (e.g. participant is too shy to express his/hers point of view).
Due to the lack of the direct control by researcher, possible misunderstandings of
instructions (e.g. in form of missing values) can occur. Despite a general declared
demandingness of Repertory Grid method, in our case perceived difficultness of this
methods as evaluated by participants was ‘fairly simple’ (n = 14; mean = 2,43;
mod =2; med =2; sd =0,76) on a scale 1 = very easy, 5 = very difficult.

Generally speaking, a successful utilisation of a Repertory Grid demands
mastering of these areas:

a) psychological background (Personal Construct Psychology),

b) methodology (elements selection, construct elicitation technique, method
administration),

c¢) interaction with research subjects,

d) specialised software,

e) statistical procedures (multi-dimensional statistical analysis).

5. Results

Total of 8 elements (web pages) were evaluated: National Geographic,
Wikipedia, Youtube, Facebook, Ebay, Google, Twitter, Ideal web page. Average
number of constructs was 16, final number of constructs used was 21. Two rep-
ertory grids were displaced due to the extent of missing values (more than 5%).
Other missing values were automatically imputed based on element means'. All
12 grids were merged on the level of elements and constructs.

' According to Grice (2007) are single imputation methods generally preferred to listwise deletion.
This approach is suitable (ibid) when the amount of missing values is less than 5%. We were miss-
ing values in 4 grids with the highest proportion of missing data at the level of 4,76%.
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Table 1. Merged Repertory Grid (n = 12)

national | wikipedil youlube] faceh00| ehay

| google [twitter [IDEAL |

interaction :: no interaction 450 4.00 2.33 1.50 2.92 3.75 1.83 167
for fun :: can get knowledge 358 4.42 1.92 1.58 2.08 367 1.67 217
contact with friends :: no contact with friends 378 3.85 3.02 1.80 4.16 399 1.90 1.61
author :: ho author 361 2.20 2.47 241 3.42 350 2.44 2.77
propositions/offered information :: need to know what to find|  3.92 325 2.42 242 3.00 267 3.08 250
colorful :: hot colourful 208 400 292 267 242 375 300 200
very often used :: not very often used 350 2.08 1.42 1.50 3.25 1.42 3.42 208
helpful to learn :: not helpful to leam 1.75 | 150 | 258 333 408 | 142 392 208
clear menu :: unclear /not functional menu 250 @ 1.83 1.67 208 250 1.08 300 167
for all ages :: for young users 217 ¢ 200 200 267 | 250 167 333 158
useful :: useless 2.05 1.24 1.68 2.54 2.70 1.40 3.66 1.61
unlimited information :: less information 2.42 117 1.92 217 3.42 1.25 3.08 2.08
all ages :: older users 1.75 1.83 1.75 233 2.50 1.25 292 242
more pages :: ohe page 317 233 3.00 317 3.75 242 358 267
general :: about one topic 358 1.58 1.58 233 2.67 1.42 3.00 325
professional photos :: amateur photos 117 2.42 358 433 3.25 250 3.92 1.50
few ads :: lot of ads 292 2.00 375 292 3.92 3.25 2.83 167
changeable :: permanent 308 308 233 1.83 275 267 283 1.92
free :: register 200 167 183 333 392 158 358 167
everything is visible :: need to scroll 317 325 258 350 3.75 258 392 233
interesting :: simple 1.75 283 2.00 250 2.67 2.25 333 1.75

Note: Left construct pole has a scale value of 1.

Source: Own research (Idiogrid output).

Characteristics describing web pages are summarised in Table 2.

Table 2. Construct poles with sums of their preferences

Construct pole CPr* Construct pole CPr*

interaction 12 no interaction 0
for fun 6 can get knowledge 6
contact with friends 10 no contact with friends 0
author 7 not author 4
propositions/offered information 7 need to know what to find 5
colorful 11 not colorful 1
very often used 12 not very often used 0
helpful to learn 12 not helpful to learn 0
clear menu 12 unclear /not functional menu 0
for all ages 9 for young users 3
useful 11 useless 0
unlimited information 9 less information 3
all ages 10 older users 2
more pages 7 one page 5
general 8 about one topic 4
professional photos 10 amateur photos 2
few ads 8 lot of ads 4
changeable 11 permanent/stable 1
free 8 register 4
everything is visible 8 need to scroll 4
interesting 9 simple 3

* C Pr = number of times construct is preferred.

Source: Own research.
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Consistency indices (Construct Consistency = 0.82; Element Consistency = 0.42)
are reflecting highly consistent evaluation of constructs and not so consistent
evaluation of elements, therefore elements are perceived as quite diversified.
Generally, our respondents preferred web pages with following attributes: are
interactive, enable contact with friends, are colorful, often used (in this case we
suspect reciprocal relationship — preferred pages are probably also visited more
often), perceived as useful from user’s point and useful for educational purposes,
directed towards a wide age group, with clear (in the sense of understandable)
menu with seemingly unlimited information available, pages with change-
able/editable content and rather general than monothematic, available for free
(no need to register in order to access) with professional photographs and few
advertising. According to research of Djamasbi, Siegel & Tullis [2010] Genera-
tion Y may prefer pages that include a main large image, images of celebrities,
little text, and a search feature.

Implicit pole of constructs is in majority of cases noted as a negation of
a respective emergent pole with following exceptions: for fun-can get knowl-
edge where fun and knowledge are perceived as contradictory, for all ages-for
young users; all ages-older users; interesting-simple (simple perceived in more
negative connotation). Constructs are mostly of general nature, describing per-
formance/execution (so called propositional constructs), evaluative constructs
are: helpful to learn::not helpful to learn and interesting::simple, behavioural con-
structs are: author::no author (in relation to content creation), very often
used::not very often used. Regarding the division on affective, cognitive and
behavioural we have not detected the presence of affective constructs. We have
already named behavioural constructs above in text. All the other constructs can
be considered as cognitive.

For the purposes of statistical analysis we used Idiogrid software (freeware,
author: James W. Grice, available at: idiogrid.com). Factor analysis was con-
ducted in form of Principle Component Analysis (4 eigenvalues > 1). Due to
interpretation simplicity and transparency of graphical representation we focus
on first two exclusive components covering 70% of data variability. Constructs
with variability less than 0,70 were omitted.

Table 3. Structure coefficients and communalities for merged grid

Construct Component 1 Component 2 Communalities
1 2 3 4
interaction 0,53 —-0,82 0,95
for fun 0,73 -0,58 0,87
contact with friends 0,39 -0,69 0,64
author 0,14 0,60 0,38
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table 3 cont.

1 2 3 4
propositions/offered information -0,06 —0,94 0,89
colorful 0,41 0,02 0,17
very often used —-0,59 -0,74 0,90
helpful to learn -0,95 0,17 0,92
clear menu —-0,87 -0,41 0,91
for all ages -0,90 -0,08 0,82
useful -0,96 -0,06 0,93
unlimited information -0,90 -0,22 0,87
all ages —0,88 0,18 0,80
more pages —0,92 —0,18 0,88
general -0,51 0,33 0,37
professional photos 0,58 0,51 0,59
few ads -0,29 -0,13 0,10
changeable 0,06 -0,89 0,79
free —0,93 —0,02 0,87
everything is visible -0,80 -0,34 0,75
interesting 0,56 0,04 0,31

Note: Communalities describe how strongly constructs are described by extracted components — the
higher the number, the better explained; a cut-point of 0,70 was chosen for structure coefficients.
This cut-point ensures 50% overlap between constructs and dimensions/components [Grice, 2007].

Source: Ibid.

The first component can be characterised by constructs: for fun, helpful to
learn, clear menu, for all ages, useful, unlimited information, all ages, more
pages, free, everything is visible. The second component is characterized by interac-
tion, propositions (of topics/information) and changeable content. These dimensions
represent the group perception of examined topic with its key characteristics. We
suppose that this verbalised characteristics count for aspects that are the most noted
and therefore also important to perceivers in relation to web pages.

Ideal web page is perceived as general (as an opposite to monothematic),
with clear menu and a little amount of advertising, with all features visible, a lot
of information, for all ages, interesting, free and not colorful. Youtube is per-
ceived by this group as very close to the element of ideal webpage. Google and
Wikipedia are the closest elements to be characterised as helpful to learn and for
all age groups. Facebook is perceived as the most interactive. Twitter is near
construct register, colorful and simple, but also useless. Twitter and Ebay are in
the perception map created by component space perceived as slight opponents to
Ideal web page and Youtube, while Facebook is in an opposite quadrant to
Wikipedia. National geographic is perceived as stable, not interactive. This web
page should be after further consideration and possible research on larger sample
modified towards greater interactivity and engagement of recipients.
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Fig. 1. Principle component analysis graphic output

Source: Own research (Idiogrid output).

Conclusions

This article sought to describe the feasibility of Repertory Grid approach
using group administration of the technique and take a step forward towards
understanding the web preferences of young people. We examined eight ele-
ments representing web pages that were consequently described by 21 bipolar
constructs. Perception map created by Principal component analysis shows di-
versified perception of these elements. Generally, our respondents preferred web
pages that are interactive, colorful, often used, enable contact with friends, per-
ceived as useful from user’s point and useful for educational purposes, directed
towards a wide age group, with clear menu with seemingly unlimited informa-
tion available, pages with changeable/editable content, pages rather general than
monothematic, available for free (no need to register in order to access) with
professional photographs and few advertising. Ideal web page is perceived as
general (as an opposite to monothematic), with clear menu and a little amount of
advertising, with all features visible, a lot of information, for all ages, interest-
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ing, free and not colorful. A closest element to the element of ideal webpage for
a studied group is video database Youtube.com.

This research has important implications regarding the methodology itself,
preferences research with further possibilities in marketing and advertising re-
search. It also provides a methodology and characteristics to support future re-
search. We are aware of limitations of this approach either on the side of the
methodological tool, the group administration obscuring individual perception
and a limited sample size. Ideally, we would recommend to combine proposed
research plan with an eye-tracking study.

References

Beard F.K. (2003), College student attitudes toward advertising’s ethical, economic, and
social consequences, “Journal of Business Ethics” December, Vol. 48, Iss. 3,
s. 217-228  http://www jstor.org/discover/10.2307/25075179?uid=3739024&uid=
2&uid=4&sid=21103819046933 (retrieved 17.02.2014).

Burke M.A. (2002), Personal construct theory as a research tool for analysing user percep-
tion of photographs, “Lecture Notes in Computer Science”, Vol. 2383, pp. 378-385,
https://springerlink3.metapress.com/content/jhmg4dc2vOwOmqux/resource-secured/?t
arget=fulltext.pdf&sid=chwq2waxkjtiObwjt0ogmxf5&sh=www.springerlink.com
(retrieved 15.04.2012).

Caldwell N. & Coshall J. (2002), Measuring brand associations for museums and galler-
ies using Repertory Grid analysis, “Management Decisions”, Vol. 40, No. 4,
http://www.londonmet.ac.uk/library/z15933 3.pdf, s. 383-392 (retrieved 24.07.2012).

Djamasbi S., Siegel M. & Tullis T. (2010), Generation Y, web design, and eye tracking,
“International Journal of Human — Computer Studies”, Vol. 68, pp. 307-323,
http://users.wpi.edu/~djamasbi/PDFS/2010%20djamasbi%20et%20al-
%201JHCS%20(journal%?20version).pdf (retrieved 11.04.2014).

Fransella F., Bell R. & Bannister D. (2004), A manual for Repertory Grid technique,
John Wiley & Sons, New York.

Fromm M. (2004), Introduction to the Repertory Grid Interview, Waxmann Verlag,
Germany.

Grice J.W. (2007), Generalized procrustes analysis example with annotation, Oklahoma
State University, http://www.idiogrid.com/GPA_Idiogrid Example.pdf> (retrieved
10.04.2014).

Havigerova J.M. & Haviger J. (2010), Vyuziti testu repertodrovych mrizek pro ziskani
subjektivnich deskriptorii normality [in:] Socidlni procesy a osobnost 2009,
Clovek na cesté Zivotem: rizika, vyzvy, ptileZitosti, Psychologicky ustav Akademie
véd CR, s. 83-90, http://www.psu.cas.cz/konference/spo2009/sbornik_sp02009.pdf.
ISBN 978-80-86174-15-0 (retrieved 14.03.2012).

Jankowicz D. (2004), The easy guide to repertory grids, Wiley & Sons, London.

Karapanos E. & Martens J.-B. (2007), Characterizing the diversity in user’s perceptions Lec-
ture notes in computer science, No. 4662. Springer, Berlin, http://ekarapanos.com/
Karapanos Martens Interact07.pdf, s. 515-518. (retrieved 15.04.2012).



70 Magdaléna Kacaniova, Edita Szabova

Karppinen S. (2000), Repertory Grid Technique in early childhood as a tool for reflective
conversations in arts education, European Conference on Quality in Early Child-
hood Education, London, http://eric.ed.gov/ERICWebPortal/search/detailmini.jsp?
_nfpb=true& &ERICExtSearch SearchValue 0=ED446854&ERICExtSearch_S
earchType 0 =no&accno = ED446854, s. 12 (retrieved 2.08.2012).

Kelly G.A. (2003), A brief introduction to personal construct theory [in:] International
handbook of personal construct psychology, F. Fransella (ed.), John Wiley & Sons,
UK, pp. 3-20.

Klein D.M. & Lewis R.C. (1985), Personal construct theory: A foundation for deriving
tangible surrogates in services marketing [in:] Proceeding series, services market-
ing in a changing environment, T. Bloch et al. (eds.), AMA, Chicago, pp. 107-11.

Lazarevic V. & Petrovic-Lazarevic S. (2007), Raising brand equity to generation Y,
Monash University, Australia, http://www.buseco.monash.edu.au/mgt/research/
working-papers/2007/wp30-07.pdf (retrieved 15.03.2014).

Lemke F., Clark M. & Wilson H. (2011), Customer experience quality: An exploration
in business and consumer contexts using Repertory Grid Technique, “Journal of the
Academy of Marketing Science”, Vol. 39 No. 6, http://www.wiwiss.fu-berlin.de/
institute/marketing/dateianhang/SS2012 LemkeClarkWilson CEQ JAMSI11 As
PublishedOnline.pdf, pp. 846-869 (retrieved 5.07.2012).

Lippe D. (2001), It's all in creative delivery, “Advertising Age” 25 June,
http://adage.com/article/special-report-wtw99/creative-delivery/54383/ (retrieved
20.03.2014).

Lukas J. & Serek J. (2007), Aplikace techniky repertodrové miizky na zkoumdni utvireni
dojmii o politicich [in:] Ceskoslovenska psychologie, Vol. LI, No. 6. Academia, Praha,
http://www.jlukas.cz/doc/politicka/aplikace techniky repertoarovych mrizek.pdf,
pp. 622-634 (retrieved 15.03.2012).

Marsden D. & Littler D. (2000), Exploring consumer product construct system with the
Repertory Grid Technique, “Qualitative Market Research”, Vol. 3, No. 3,
http://www.emeraldinsight.com/journals.htm?articleid = 858390, pp. 127-143 (re-
trieved 15.07.2012).

Morton L.P. (2002), Targeting Generation Y, “Public Relations Quarterly”, Vol. 47, No. 2,
pp. 46-48.

Neimeyer G.J. (1993), Casebook of constructivist assessment, Sage Publications, New York.

Olson J.C. & Dover P.A. (1978), Cognitive effects of deceptive advertising, “Journal of
Marketing Research”, Vol. 15, No. 1, pp. 29-38, http://www.jstor.org/discover/
10.2307/3150398?uid=3739024&uid=2&uid=4&sid=21103815015461 (retrieved
6.04.2014).

Ritomsky A. & Bachraty J. (2008), Metoda repertoarovej mriezky v socidlnych veddach,
“Socialne a politické analyzy”, Vol. 2, No. 2, http://sapa.ff.upjs.sk/casopis/
4 druhe cislo 2008/35 Ritomsky-Bachraty.pdf, pp.72-114 (retrieved 8.12.2011).

Schenkman B.N., Jonsson F.U. (2000), Aesthetics and preferences of web pages, “Be-
havior and Information Technology”, Vol. 19, Iss. 5, pp. 367-377.

Shepherdson N. (2000), New kids on the lot, “American Demographics”, Vol. 22, Iss. 1,
pp- 44-47.

Tan F. & Tung L.L. (2003), Exploring website evaluation criteria using the Repertory
Grid technique: A web designers’ perspective, Second Annual Workshop on HCI



Perception of international web pages: A Repertory Grid Approach 71

Research in MIS, 12/2003, http://aisel.aisnet.org/sighci2003/10, pp. 65-69 (re-
trieved 15.06.2012).

Tractinsky N., Katz A.S. Ikar D. (2000), What is beautiful is usable, “Interacting with
Computers”, Vol. 13, Iss. 2, pp. 127-145.

Wright R.P. (2004). Mapping cognitions to better understand attitudinal and behavioral
responses in appraisal research, “Journal of Organizational Behavior”, Vol. 25,
No. 3, pp. 339-374. http://onlinelibrary.wiley.com/doi/10.1002/job.245/abstract
(retrieved 11.03.2014).

Yarrow K. & O'Donnel J. (2009), Gen BuY: How tweens, teens and twenty-somethings
are revolutionizing retail, Jossey-Bass, USA.

Zinkhan G.M. & Biswas A. (1988), Using the Repertory Grid to assess the complexity of
consumers’ cognitive structures, “Advances in Consumer Research”, Vol. 15,
http://www.acrwebsite.org/search/view-conference-proceedings.aspx?1d=6852,
pp. 493-497 (retrieved 3.06.2012).

[www 1] http://www.youtube.com/watch?v = YFlwtlaSxjo (retrieved 15.03.2014).

PERCEPCJA MIEDZYNARODOWYCH STRON INTERNETOWYCH:
PODEJSCIE REPERTORY GRID

Streszczenie: Niniejszy referat przedstawia Repertory Grid Technique jako uprzedmi-
otowienie teorii konstruktow osobistych autorstwa G. Kelly’ego. Gtéwnym celem jest
przedstawienie Repertory Grid Technique jako psychosemantycznej metody badawczej
wraz calym jej potencjalem i ograniczeniami oraz wskazanie potencjalu aplikacyjnego
w dziedzinie komunikacji marketingowej. Ponadto prezentuje badanie percepcji stron
internetowych jako narzedzie biezacej i przysztej promocji on-line realizowanej metoda
grupowej administracji Repertory Grid Technique.

Stowa kluczowe: percepcja stron WWW, Repertory Grid, administracja grupowa, ko-
munikacja marketingowa.
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