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Abstract 
This paper is based on the framework of “mesoparadigm” that concerns the 
simultaneous study of environmental, group/firm/organizational, and individual level 
and specifies on how can the multi-level complexity be linked and inter-related 
horizontally and vertically. At the individual and group levels, we adopt the AC 
system and its relationship to the desired behavior and attempt to validate the climate, 
strength/power of situation, situationism, and the related 
social/organizational/psychological theories for the astrological framework on the 
communication mixes and market segmentation. We propose the “configural 
approach”, “enhancer and, “inhibitor” concepts to act as the tools in examining the 
interactive relationships between contents and process of the AC system over time at 
the environmental level. The introduction of the “belief/faith” strength concept 
provides a 5-step mechanism for an individual to be “influenced” and “engaged” 
from the individual psychological climate to the environmental one. 
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The Introduction 
 

Accordingly, the problems of demographic and psychographic frameworks 
prompted an easier, less cost research method of obtaining information about 
customers; Mitchell (1995, 1997) first introduced the astrological framework because 
it had the characteristic of both demographic and psychographic approaches and it 
also fulfilled the criteria for effective market segmentation.  

Although Mitchell did not stress the issues of whether astrology can influence 
the consumers’ personality and behavior either by the process of self-attribution or the 
selective self-observation psychology process, we are much more concerning with 
why or how date of birth may influence people’s behavior and whether or not the 
climate theory, the strength/power of situation (Mischel 1973, 1977), situationism, 
and the related social/organizational/psychological theories can be adequately applied 
to explain the 12 types of the astrological behaviors suggested by Mitchell (1995, 
1997).  

First, we adopted Bowen & Ostroff’s (2004) HRM system for our AC system 
(astrological characteristics) in which the AC system is composed of the 12 
astrological characteristics while the HRM system is composed of a firm’s 
practices/rules/policies. Then, we replace the relationship of the HRM system and the 
firm performance with the relationship of the AC system and the consumer behavior 
predictions. Third, the scope of study is necessarily being enlarged and magnified 
from the dimension of a corporate/organization to the dimension of an 
environment/society.   

Propositions are chosen and/or modified carefully in part from the original list to 
attempt to validate the related climate theories’ applicability on the astrological 
framework, and the results of which can be used to suggest further improvements on 
the astrology framework applying to the communication mixes and market 
segmentation.  

As mentioned, for this paper, we emphasize the simultaneous study of 
environmental, group/firm/organizational, and individual processes (House, Rousseau, 
& Thomas-Hunt, 1995; Bowen, & Ostroff, 2004; Ostroff, & Bowen, 2000). However, 
for the individual level message processing, we focus on the attribution theory (Kelley, 
1967) as an important concept to explain the formation of individual psychological 
climate and to help identify some key features allowing for messages to be received 
and interpreted.  

Then, for the Group level, we emphasize the concept of two climates which are 
intermediated by the strong situation (Mischel, 1977). Also, Mischel (1973) 
developed the concept of power of a situation and the strength of the process to 



control the individual behaviors.  
At the Environment level, the main point of Lewin’s situationism (1939) was that 

a social context can serve as a constraining force in producing a social influence on 
the desired behaviors (Lewin, 1939; Ross & Nisbett, 1991); and we propose these 
concepts of the “configural approach”, “enhancer” and, “inhibitor” to be served as the 
tools in examining the interactive relationships between contents and process of the 
AC system over time. Finally, we introduce the concept of the “belief/faith” strength 
to provide a mechanism for an individual to be “engaged” from the individual climate 
to the environmental climate.  
 
 

The Propositions 
 
 
The Attribution Theory 
 

For a message-base communication, McGuire proposes (1972) two steps process 
of “reception”-encoding of the message (exposure to the message, attention to its 
content, comprehension of content)—and “yielding”—acceptance of the message 
(agreeing with the message and storing it in memory).  Similarly, the communication 
process for each of the 12 astrological characteristics under the astrological 
framework proposed for the marketing segmentations and communication mixes can 
be established as well by this same, similar two-step process among customers 
themselves.   

Yet to make sense individually, individuals often require numerous cycles of (1) 
exposuring to the message, (2) attending to information, (3) interpreting information, 
(4) acting on it, (5) receiving feedback to clarify one’s sense of the situation, and (6) 
storing in the memory.  
 As a result, customers of the same product group are more likely to meet one 
another and interact; each interaction results in a discrete event, and subsequently 
many of these interactions can be termed “event cycles”; and these interactions of the 
event cycles become the foundations of forming a rational, collective, sensemaking, 
individual and group constructs.  
 The structure of any collective group can be viewed as a series of on-going 
events, activities, and the event cycles among the individuals or groups. Over time, 
these inter-dependencies and interactions among individuals can result in jointly 
produced responses, and it is this structure that forms the basis for the eventual 
emergence of the 12 collective constructs; each is specific to the 12 astrological 



characteristics or the 12 astrological characteristics together as a whole.  
Thus, we propose, when a prospective, specific collective construct is present, 

the corresponding specific astrological characteristics of the shared interpretation will 
emerge from the interactions, inter-dependencies, and the event cycles; and the fewer 
event cycles is the stronger the shared interpretation for each kind of the astrological 
characteristics and consequently, the stronger the astrological effect is on the 
marketing segmentations and communication mixes.  

 
 

The Psychological Climate versus Environmental Climate  
 
Psychological climate is based on the perception of what people see and report 

what happen to them as they make sense of their environment. This sensemaking is 
specific relatively to each of the 12 characteristics from the astrology framework. For 
instance, for each of the 12 characteristics, what personality are individuals of the 
specific characteristic type to expect to possess, or how those people are to perform or 
conduct their daily live. Or in general, the perception of the kinds of behaviors, skills, 
abilities, emotions, opportunities, others would anticipate, encourage, support, and 
reward.  

However, the environmental climate is referring to the shared perception within 
the same collective construct or similar construct in terms of the 12 different 
astrological characteristics as a whole; what people see and report happening to them 
as they make sense in terms of the 12 astrological personalities as a whole—the 
astrology characteristic system (AC system).  

The environmental climate proposition therefore, is concern with the variability 
of the whole 12 astrological personalities system from each individual’s collective 
construct consensus of the same environment setting. Thus, we propose that the 
environmental climate can emerge as a shared perception from the psychological 
climate only when the individual variability of the AC system is small; the smaller the 
variability is the stronger the environmental climate impact positively on Mitchell’s 
market segmentation applicability.  
 
 
The Strong and Weak AC system 

 
The view of strong situation implies, although a collective construct of one 

specific astrological characteristic can be established relatively easily by itself, it is 
necessary (at the environmental level) the climate formation must be carried out 



mediatorially by the so call, “situational strength” which deals with the extent to 
which a situation induces conformity among individual construct difference for each 
astrological characteristic (Mischel & Peake, 1982; Mischel, 1997).  
 In this way, this environmental climate/collective construct can transcend 
customers, their behaviors, and perceptions. They can collectively agree on the 
appropriate aspects of the environment to attend to, as well as how to interpret these 
aspects and how to response to them accordingly.  
 Mischel (1973, 1977) points out the process of a strong situation can be induced 
when a system has been perceived as high in distinctiveness, consistency, and 
consensus. Applying this “strong situation” theory specifically on the astrology 
characteristic system (the AC system), we can propose several propositions base on 
the possibilities of combination among these three variables and, generally they can 
be categorized into strong climate and weak climate propositions.  
 For a weak climate, in attempt to reduce the ambiguity inherent within it and, in 
order to use them to guide their own behavior, individuals are more likely to consult 
one another, develop their own shared perceptions and, construct their own version of 
reality about what messages are being communicated by the weak AC system. Under 
such circumstance, generally speaking, individuals are the most likely to form a 
stronger relationship at the psychological level but not at the organizational level. 
Thus, we propose that given the ambiguity inherent with the weak AC system, two 
things would occur: high variability across groups or unintended behavior at the 
individual level but not at the organizational level. 
 Oppositely, with a strong AC system, variability among people’s perceptions of 
the situation will be small and will reflect a common desired content in which the 
environmental climate will display a high degree of association with people’s attitudes 
and behaviors. This occurs because a strong AC system can facilitate similar 
viewpoints in such that the “situation” of the system leads everyone to see the 
situation similarly, induces uniform expectations about responses, or offers clear 
communications about rewards and incentives, and ultimately, induces compliance 
and conformity through the influence (Bowen & Ostroff, 2004). 
 
 
The Concept of Strong Social Influence 

 
Particularly important, it is this “social influence” that makes individuals finally 

“yield” to the message and understand the appropriate ways of behaving. Thus, we 
propose that the stronger the social influence is the stronger the effect on the yielding 
of the people to the message and to the desired ways of behaving. (Ferris et al., 1998) 



However, this view of social influence implies that it is not necessary all strong 
situations being created will induce the desired conformity, or the social influence 
resulted would be strong enough to make people yield; some cases may be even 
totally independent, regardless of the strength of the situation (Jackofsky & Slocum, 
1988). Thus, we propose that the link of the strong situation to the strong social 
influence on desired behaviors must be present before the mediator effect in 
facilitating to the environmental climate from the psychological climate can be 
established.  

In the cases where the AC system is strong but it is independent to the intended 
behavior or, it fails to link to this social influence, then, the “missing link” would 
result. Some other theories may be needed in order to fully explain such “missing 
link” occurrence; should it be the case of there exists more than one type of strong 
situation that is required in order to induce the social influence; should be it the case 
of many different “cluster” of macro-situation working together via an additive model, 
a configural model, or contingency model; should be it the case of a strong situation 
coupling with other different factor together in order to foster the require social 
influence. 
 
  
The Coupling Effect (of the Key Role Leader) with a strong situation 

 
In addition, some key role models can serve as the interpretive filters for the AC 

system, and when they are visible with some official title and position in 
implementing the system, they can foster a common interpretation among people. 
Thus, we can propose that a key role model with an official title and position coupled 
with a strong situation can create a strong social influence easier than one would do 
without it.  
 
 
The Interaction of the Horizontal and the Vertical Prospective: the Configural 
Approach 
  
For the horizontal aspect, over time, the contents of the AC system can become vary 
from group to group within the same environment (or at the same location). On the 
other hand, vertically speaking, the processing strength of the AC system can become 
un-changed, increased, or decreased over time as well. The process is referring to the 
features of the AC system send signals to others that allow them to understand the 
desired responses and form a collective sense/construct of what is expected. 



Theoretically, the interactions of both aspects of the vertical, processing strength 
(speed) and horizontal content variability of the AC system can be complex. They 
depend on the strength of the process vertically over time and the different variability 
of the content across groups. To appropriate this multi-level complexity, the 
configural approach is proposed to examine the system integrations horizontally and 
vertically, and on how and what a pattern of numerous combinations can be generated 
in order to create the greater total effect for the AC system at a specific time period.  

The performance of the configural approach is supported in the empirical studies 
which examines the total effect of a HRM system to be greater than the sum of the 
individual practices (Becker & Gerhart, 1996; Delery & Doty, 1996). While the strong 
situation theory (strong AC system) may be offering the view point of a mediator at 
the group /firm/organizational level, this configural approach, at the environmental 
level, can provide one possible explanation about the occurrence of the “pseudo 
missing link”--a strong social influence fails to link to the desired behavior. 
 Consequently, at the environmental level, we propose that the bigger the 
variability across groups is the bigger the risk of reaching the “threshold” of this 
configuration setting. Once it is reached, the “configural interference” launched will 
be served as a “block” or an “inhibitor” at the link between the strong social influence 
and the desired behavior. On the other hand, if the variability of the content across 
groups is within a certain, reasonable range, then, the enhancer will act as the 
facilitator to create the link of the strong social influence to the desired behaviors.  
 
 
The “Belief/Faith” Strength 

 
Thus far, the strong AC system acts as a mediator at the 

Group/Firm/Organization level and with the end results of the un-intended behaviors 
and many different perceptions, its weak form can also act as a mediator at the 
Individual level under a certain condition when people are feeling in-secured, 
gathering privately and socially, and seeking to reduce uncertainty. The most 
importantly, as we are arguing, at the environmental level and when the time factor is 
considered, the same strong AC system can once more serve as a mediator to the link 
a strong social influence to the desired behaviors which in term is related to the 
Inhibitor or Enhancer’s thresholds. 

More specifically, the higher threshold for the Inhibitor is the more difficult to 
launch the Inhibitor and block the strong social influence to the desired behavior; and 
the higher the threshold for the Enhancer is the more difficult to launch the Enhance 
and facilitate the strong social influence to the desired behavior. Consequently, we 



propose that higher threshold for the Inhibitor and the lower threshold for the 
Enhancer both of the two conditions will be favorable for the individuals to be 
induced to the desired behaviors. 

Now, logically, we introduce the strength of the Belief/Faith concept because it is 
related to the thresholds of the Inhibitor and Enhancer. For instance, when the strength 
of Belief/Faith is high, which means people believe the astrology strongly and they 
will be willing to follow its prediction and behave accordingly; under this specific 
situation, the strength of Belief implies that the threshold of launching the interference 
inhibitor is high and the threshold of launching the enhancer is low: the Enhance is 
facilitating people to the desired behavior. 

On the other hand, when the strength of Belief/Faith is weak, which means 
people do not believe in Astrology and nobody will behave accordingly; this indicates 
that low threshold which launches the Inhibitor to block people to link to the desired 
behavior.  

Although the strength of Belief/Faith is related to whether the Inhibitor or 
Enhance will be launched, it is directly proportional to the high degree of the “total 
consistency” or low degree of the total variability of the AC system over time. For 
example, the higher the variability of the AC system over time this creates a low 
degree Total Consistency, which means people do not believe in Astrology strongly; 
on the other hand, when the total consistency is high which is low in variability, then 
people are behaving accordingly to Astrology strongly. With a weak Belief/Faith 
about Astrology, sometimes, people might even gather together and condemn it 
(Mayo & Eysenck, 1978).  

Mechanically speaking, the Belief/Faith strength can be broken down into 5 
stages: (1) High Inhibitor/low Enhancer thresholds, (2) High Inhibitor/Medium 
Enhancer thresholds, (3) Medium Inhibitor/Medium Enhance thresholds, (4) Medium 
Inhibitor/High Enhancer thresholds, (5) Low Inhibitor/High Enhancer thresholds 
which in term provide a mechanism for an individual to be “influenced” and 
“engaged” from the individual psychological climate to the environmental one. 
 
 
 
 
 
 
 
 
 



The Research Construct 

 
 
 
 
The Methodology and Measurement 
 
 
The AC system Strength Measuring (for the Individual, 
Group/Firm/Organization, & Environment Analysis) 

 
Traditionally, researches of the climate and the related situationism theories 

relied mostly on reports from a higher-level manager or corporate executives (the top 
officers). This procedure has the apparent advantage because the measures of the 
attributes are from the single source, relatively easy to obtain and more uniformly 
consistent at a higher level in the same organization. Consequently, the consumer 
behavior data primarily must come from the perceptions of the individuals 
themselves. 

Although Mitchell’s Astrological Framework does not have the above problems 



since he assesses and collects data from the consumers themselves directly. However, 
at the Group/Firm level analysis, we suggest that it is necessary to gather data from 
both of the consumer themselves and the top position officers in the same 
group/organization. 

That is, for the individual and group AC system strength, the data should be 
sufficient when it’s been collected from the individuals themselves alone; however, 
for the Group/Firm/Organization AC system strength, the data should contain both of  
the consumer themselves and the top position officers in the same group/organization. 

In the case where the top officers’ perceptions have a high variability with the 
individual perceptions, then this related data set should be excluded out, not to be 
included in the analysis. Some detail descriptions and definitions of the parameters for 
the related analyses are the following: (See also, the attached Appendix) 

  
I. At the Individual Level  

(1) The primary unit (the basis unit) is defined as the individual perception for 
each of the 12 astrological characteristics and the net effects of the attribution theory 
among people primarily are interaction and interpretation. The results of the 
interaction and interpretation are either consistent/consensus which will result a clear 
message, or inconsistent/in consensus which produces an ambiguous message.  

(2) The second order unit is defined as the individual perception for the set of 
the 12 astrological characteristics as a whole. In a strong AC system, variability 
among individual’s perceptions for each of the 12 astrological characteristics will be 
small and will reflect a common content. 

A clear message acts as the second order perception which can provide a 
common agreeable content. Given a clear message, the process of sharing the same 
message, reaching the same conclusion, expecting rewards/punishment about certain 
responses, and so on will be relatively shorter (the less number of the event cycles is 
needed) than given by an ambiguous one. 

An ambiguous message acts as a weak individual perception and the variability 
of individual responses will be high. Individuals can construct their own version of 
what messages are being communicated (by the 12 astrological characteristics) and 
use them to guide their own behavior (House et al., 1995). Thus, a side effect of 
developing a significant association with the individual perceptions, attitudes, and 
behaviors will occur. 

It is important to point out that this significant association is self motivated by 
the people’s personal need to reduce the uncertainty caused by the ambiguity inherent 
in the weak individual perception. Under this circumstance, people may gather 
together privately and engage in a social interaction and consultation with one another 



to develop their own shared perception (Drazin, Glynn, & Kazanjian, 1999; Fiske & 
Taylor, 1991; Weick, 1995).  

The danger here is that the collective interpretation that people drew from the 
ambiguous situation may not be the one intended by the group/organization. The 
“un-intended” behavior may be conflict with the group’s goals or objectives. As 
mentioned before, “the group of people may gather privately” implies that one of the 
three factors, “distinctiveness”, must be low. Further, the stronger are the other two 
factors, consistency and consensus, the stronger this significant association among a 
particular group of people (Bowen, & Ostroff, 2004).  
 
II. At the Group/Firm/Organizational Level 

(3) The third order unit is defined as the collect construct, sensemaking 
perception of the same group of people for the same set of the 12 astrological 
characteristics as a whole. Only when perceptions are shared across many different 
people of the same group/firm/organization does this climate can become a 
meaningful construct. Thus, in a strong situation, variability among people’s 
perceptions is small and this occurs because the strong AC system can foster similar 
viewpoints such as the situation leads everyone to “see” the situation similarly, 
induces uniform expectations for the rewards and incentives about the desired 
responses and behaviors.  

More specifically, an strong AC system high in all three factors, distinctiveness, 
consistency, and consensus, should exhibit the property of clarity of the interpretation 
in the setting, thereby allowing for similar “cognitive maps” or “casual maps” to 
develop among people, as well as to construct collectively an “influence situation” 
where individuals will yield to the message and understand the appropriate ways of 
behaving (Drazin, Glynn, & Kazanjian, 1999). 

 
A1. The parameter: the AC system strength measurement (consumer themselves) 
Consumer themselves  Individual Group/Firm  
AC system (Content) 1st & 2nd order 3rd order 
  
B1. The parameter: the AC system strength measurement (top officers) 
top officers Individual Group/Firm  
AC system (Content) 1st & 2nd order 3rd order 
 
III. At the Environmental Level 

(4) The fourth order unit is defined as the similar, shared, sensemaking 
perceptions across different group types of individuals for the set of the 12 



astrological characteristic as a whole. As mentioned before, in a strong situation, 
variability among people’s perceptions should be small and the strong AC system can 
foster similar viewpoints, lead everyone to “see” the similar situation, and induce 
expectations uniformly. The most importantly, the strong AC system can also induce 
the compliance and conformity through the social influence.  

As a result, as we proposed before, in order to facilitate the emergence of the 
environmental climate from the individual psychological climate, the link of the 
strong AC system to the strong social influence on desired behaviors must be present. 

It is beyond the scope of this paper in discussion of the missing link issues; 
should it be the case of there exists more than one type of strong situation that is 
required in order to induce the social influence; should be it the case of many different 
“cluster” of macro-situation working together via an additive model, a configural 
model, or contingency model; should be it the case of a strong situation coupling with 
other different factor together in order to foster the require social influence. 
 
A2. The parameter: the AC system strength measurement (consumer themselves) 
Consumer themselves  Individual Group/Firm  Environment 
AC system (Content) 1st & 2nd order 3rd order 4th order 
 
B2. The Parameter: the AC system strength measurement (top officers) 
Top Officers Individual Group/Firm  Environment 
AC system (Content) 1st & 2nd order 3rd order 4th order 
 
 
The AC System Strength Measuring Over Long Term Perspective (for the 
Configural Approach & the Environment Analysis only) 
 

(5) The fifth order unit is defined as the similar, shared, sensemaking 
perceptions across different group types of individuals over time for the set of the 12 
astrological characteristic as a whole. 
 

Theoretically, as mentioned before, the degree of the complex interactions of the 
vertical, processing strength and the horizontal content variability of the AC System 
depends on the strength of the process and the different variability of the content 
across groups over time. The configural approach is proposed because the total effect 
of a strong AC System is greater than the sum of each astrological characteristic 
individually in order to create the link of the strong social influence to the desired 
behaviors. 



Consequently, when the variability across groups over time is high, the risk of 
reaching the “threshold” of launching the “configural interference” is also high. On 
the contrarily, if the variability is small enough, the enhancer emerged will act as the 
facilitator to create the link of the strong social influence to the desired behaviors. 

 
C. The Parameter Measurement: the Vertical Height (Consistent 

Processing/Power over time) which is equivalent of the consumer themselves 
AC system content strength is compared with the top officers AC system 
content strength 
Vertically speaking, the processing strength of the AC system can become 

un-changed, increased, or decreased over time as well. The process is referring to the 
features of the AC system send signals to others that allow them to understand the 
desired responses and form a collective sense/construct of what is expected. 
 
The Vertical Height Measuring Individual Group/Firm Environment 
Now AC system (Content) 
Top Officers 1st & 2nd order 3rd order  4th order 
Consumer Themselves 1st & 2nd order 3rd order  4th order 
Ten years ago AC system (Content) 
Top Officers 1st & 2nd order 3rd order  4th order 
Consumer Themselves 1st & 2nd order 3rd order  4th order 
Twenty years ago AC system (Content) 
Top Officers 1st & 2nd order 3rd order  4th order 
Consumer Themselves 1st & 2nd order 3rd order  4th order 
 
D. The Horizontal Length (Consistent AC System Content over time) 

For the horizontal aspect, over time, the contents of the AC system can become 
vary from group to group within the same environment (or at the same location). 
 
The Horizontal Length Measuring  Individual Group/Firm Environment 

AC system (Content) 
Top Officers (Now)  1st & 2nd order  3rd order  4th order 
Top Officers (10 years earlier) 1st & 2nd order  3rd order  4th order 
Top Officers (20 years earlier) 1st & 2nd order  3rd order  4th order 

AC system (Content) 
Consumer themselves (Now) 1st & 2nd order  3rd order  4th order 
Consumer themselves (10 years earlier) 1st & 2nd order  3rd order  4th order 
Consumer themselves (20 years earlier) 1st & 2nd order  3rd order  4th order 



The Conclusion Remark 
 

As mentioned before, this paper is based on the framework of “mesoparadigm”. 
However, when the time factor is being added into the consideration, we propose the 
concepts of the “configural approach”, “enhancer” and, “inhibitor” in order to 
thoroughly examine the interactive relationships between contents and process of the 
AC system. We introduce the concept of the “belief/faith” strength to provide a 
mechanism for an individual to be “engaged” from the individual climate to the 
environmental climate.  

It is beyond the scope of this paper to fully discuss the process of so called,” 
dis-engaged” which describes the dis-association process of an individual from the 
environment downward to the psychological one. Further, we do not discuss fully 
about the rationale of why and what condition an individual want to be dis-associated 
from the group or the society. Finally, over a long period of time, we do not provide 
any detailed proposal in regard to the issue of how to maintain the strong AC system 
longitudinally.  

One of the main themes throughout this paper is our further consensus (with 
already many other scholars) on the “Barnum Effect” (Furnham, A., 1991), 
“self-fulfilling prophecy” (Eysenck, H.J., 1982; Eysenck et al., 1983), 
“self-attribution”, or “selective self-observation” psychological framework about 
astrology (Mitchell, 1995, 1997). 

However, we suspect that some kind of evidence could be found in the future for 
the conversion of the psychology-biology relationship. Thus, we end this article by 
the remark that, astrology might be initially “man-made” psychologically but later it 
is possible that some kind of specific gene might be “selected” biologically in order to 
be associated with each sign specifically.  
 
 
 
 
 
 
 
 
 
 
 
 



Reference 
 
Beckert, B., & Gerhart, B. (1996), “The impact of human resources management on 
organizational performance: Progress and prospects”, Academy of Management 
Journal, Vol. 39, pp. 779-801. 
 
Bowen, D.E., & Ostroff, C. (2004), “Understanding HRM-Firm Performance Linkage: 
The Role of the ‘Strength’ of the HRM System”, Academy of Management Review, 
Vol. 29, No. 2, pp. 203-221. 
 
Bowen, D.E., & Schneider, B. (1988), “Services marketing and management: 
Implications for organizational behavior”, Research in Organizational Behavior, Vol. 
10, pp. 43-80. 
 
Delery, J.E., & Doty, D.H. (1996), “Modes of theorizing in strategic human resource 
management: Tests of universalistic, contingency, and configural performance 
predictions”, Academy of Management Journal, Vol. 39, pp. 802-835. 
 
Drazin, R., Glynn, M.A., & Kazanjian, R.K. (1999), “Multilevel theorizing about 
creativity in organizations: A sense-making perspective”, Academy of Management 
Review, Vol. 24, pp. 286-307. 
 
Eysenck, H.J. (1982), Astrology: Science or Superstition, St Martin’s Press, New York, 
N.Y. 
 
Eysenck, H.J., & Nias, D.K.B. (1983), Astrology: Science or Superstition, St Martin’s 
Press, New York, N.Y. 
 
Ferris, G.R., Arthur, M.M., Berkson, H.M., Kaplan, D.M., Harrell-Cook, G., & Frank, 
D.D. (1999), “Toward a social context theory of the human resource 
management-organization effectiveness relationship”, Human Resource Management 
Review, Vol. 8, pp. 235-264. 
 
Furnham, A. (1991), “Hooked on horoscopes”, New Scientist, Vol. 129, January, pp. 
33-6. 
 
House, R., Rousseau, D.M., & Thomas-Hunt, M. (1995), “The meso-paradigm: A 
framework for the integration of micro and macro organizational behavior”, Research 



in Organizational Behavior, Vol. 17, pp. 41-114. 
 
Jackofsky, E.F., & Slocum, J.W., Jr. (1988), “A longitudinal study of climates”, 
Journal of Organizational Behavior, Vol. 9, pp. 319-334. 
 
Kelley, H.H. (1967), “Attribution theory in social psychology”, In D. Levine (Ed), 
Nebraska symposium on motivation, pp. 192-240, Lincoln: University of Nebraska 
Press. 
 
Lewin, K., Lippit, R., & White, R. (1939), “Patterns of aggressive behavior in 
experimentally created social climates”, Journal of Social Psychology, Vol. 10, pp. 
271-299. 
 
McGuire, W.J. (1972), “Attitude change: The information processing paradigm”, In 
C.G. McClintock (Ed), Experimental social psychology, pp. 108-141. New York: Holt, 
Rinehart & Winston. 
 
Mischel, W. (1973), “Toward a cognitive social learning conceptualization of 
personality”, Psychology Review, Vol. 80, pp. 252-283. 
 
Mischel, W. (1977), “The interaction of person and situation”, In D. Magnusson & 
N.S. Endler (Ed), Personality at the crossroads: Current issues international 
psychology, pp. 333-352, Hillsdale, N.J.: Lawrence Erlbaum Associates. 
 
Mischel, W., & Peake, P.K. (1982), “Beyond déjà vu in the search for cross-situational 
consistency”, Psychological Review, Vol. 89, pp. 730-755. 
 
Mischel, W. (1997), “Personality dispositions revisited and revised: A view after three 
decades”, In R. Hogan, J. Johnson, & Briggs (Eds.), Handbook of personality 
Psychology, pp. 113-132. New York: Academic Press. 
 
Mitchell, V-W. (1995), “Using astrology in marketing segmentation”, Management 
Decision, Vol. 33 No. 1, pp. 48-57. 
 
 
 
Mitchell, V-W., & Hagget, S. (1997), “Sun-sign astrology in market segmentation: an 
empirical investigation”, Journal of Consumer Marketing, Vol. 14 No. 2, pp. 113-131. 



Mayo, J., White, O. & Eysenck, H.J. (1978), “An empirical study of the relation 
between astrological factors and personality”, Journal Social Psychology, Vol. 105, pp. 
229-36. 
 
Ostroff, C., & Bowen, D.E. (2000), “Moving HR to a higher level: Human Resource 
Practices and Organizational Effectiveness”, In K.J. Klein & S.W.J. Kozlowski (Eds), 
Multilevel Theory, Research, and Methods in Organizations, pp. 211-266. San 
Francisco: Jossey-Bass. 
 
Ostroff, C., & Schmitt, N. (1993), “Configurations of organizational effectiveness and 
efficiency”, Academy of Management Journal, Vol. 36, pp. 1345-1361. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



The Appendix: The dimension of the measuring units 
 
A. The parameter: the AC system strength measurement (consumer themselves) 
Consumer themselves  Individual Group/Firm  Environment 
AC system (Content) 1st & 2nd order 3rd order 4th order 

 
I. At the Individual Level  

(1) The primary unit (the basis unit) is defined as the individual perception for 
each of the 12 astrological characteristics. (The attribution theory and the 
strength of individual AC, equivalent to the weakest AC system effect= 
ambiguous message content + weak process)  
(2) The second order unit is defined as the individual perception for the set of 
the 12 astrological characteristics as a whole. (The AC system strength at the 
individual level with the ambiguous content message)== Variability and 
unintended behavior. 
 

II. At the Group/Firm/Organizational Level 
(3) The third order unit is defined as the collect construct, sensemaking 
perception of the same group of people for the set of the 12 astrological 
characteristic as a whole. 
 

III. At the environmental Level 
(4) The fourth order unit is defined as the similar, shared, sensemaking 
perceptions across different group types of individuals for the set of the 12 
astrological characteristic as a whole.  
 
 

B. The parameter: the AC system strength measurement (top officers) 
top officers Individual Group/Firm  Environment 
AC system (Content) 1st & 2nd order 3rd order 4th order 
 
I. At the Individual Level  

(1) The primary unit (the basis unit) is defined as the top officers’ perception  
for each of the 12 astrological characteristics. (The attribution theory and the 
strength of individual AC, equivalent to the weakest AC system effect= 
ambiguous message content + weak process)  
(2) The second order unit is defined as the top officers’ perception for the set of  
the 12 astrological characteristics as a whole. (The AC system strength at the 



individual level with the ambiguous content message)== Variability and 
unintended behavior. 
 

II. At the Group/Firm/Organizational Level 
(3) The third order unit is defined as the collect construct, sensemaking 
perception of the same group of top officers for the set of the 12 astrological 
characteristic as a whole. 
 

III. At the environmental Level 
(4) The fourth order unit is defined as the similar, shared, sensemaking 
perceptions across different group types of top officers for the set of the 12 
astrological characteristic as a whole.  

 
 
C. The parameter: the Vertical Height Measurement (Consistent 

Processing/Power over time) which is equivalent of the consumer themselves 
AC system content strength is compared with the top officers AC system 
content strength 

 
(5) The fifth order unit is defined as the similar, shared, sensemaking 
perceptions across different group types of individuals over time for the set of the 
12 astrological characteristic as a whole. 

 
 
The Vertical Height Measuring Individual Group/Firm Environment 
Now AC system (Content) 
Top Officers 1st & 2nd order  3rd order  4th order 
Consumer Themselves 1st & 2nd order 3rd order  4th order 
Ten years ago AC system (Content) 
Top Officers 1st & 2nd order  3rd order  4th order 
Consumer Themselves 1st & 2nd order  3rd order  4th order 
Twenty years ago AC system (Content) 
Top Officers 1st & 2nd order  3rd order  4th order 
Consumer Themselves 1st & 2nd order  3rd order  4th order 
 
 
 
 



D. The Horizontal Length (Consistent AC System Content over time) 
 

(5) The fifth order unit is defined as the similar, shared, sensemaking 
perceptions across different group types of individuals over time for the set of the 
12 astrological characteristic as a whole. 

 
 
The Horizontal Length Measuring  Individual Group/Firm Environment 

AC system (Content) 
Top Officers (Now)  1st & 2nd order  3rd order  4th order 
Top Officers (10 years earlier) 1st & 2nd order  3rd order  4th order 
Top Officers (20 years earlier) 1st & 2nd order  3rd order  4th order 

AC system (Content) 
Consumer themselves (Now) 1st & 2nd order  3rd order  4th order 
Consumer themselves (10 years earlier) 1st & 2nd order  3rd order  4th order 
Consumer themselves (20 years earlier) 1st & 2nd order  3rd order  4th order 
 
 
 


