
Decision Making & Consumer Behaviour 

Constructive processing: we evaluate the effort we’ll need to make a particular choice and 
then tailor the amount of cognitive effort  

Mental budget: helps us to estimate what we will consume over time so we can regulate 
what we do in the present  

Self-regulation: a person’s efforts to change or maintain his actions over time eg budget, 
training  

Counteractive construal: exaggerate negative aspects of behaviours that will interfere with 
the ultimate goal  

Involvement: person’s perceived relevance of the object (product, brand, advertisement, 
purchase situation) based on their inherent needs, values and interests  

Inertia: describes consumption at the low end of involvement where we make decisions out 
of habit bc we lack the motivation to consider alternatives  

 

Involvement  

Product involvement: consumers level of interest in a particular product – the more closely 
marketers can tie a brand to an individual, the higher the involvement they will create  

Perceived risk: possibility of negative consequences when involving with product 
involvement  

Brand loyalty: consumer is highly involved with a specific product  

Message involvement: media vehicles possess different qualities that influence our 
motivation to pay attention to what they tell us  

 High involvement medium eg print 

 Low involvement medium eg television  

Narrative transportation: people are immersed in the storyline  

Marketing techniques 

 Use novel stimuli, such as unusual cinematography, sudden silences or unexpected 
movements, in commercials  

 Use prominent stimuli, such as loud music and fast action, capture attention 

 Include celebrity endorsers 

 Provide value that customers appreciate 

 Invent new media platforms to grab attention  

 Create spectacles where the message is itself a form of entertainment  

Situational Involvement: takes place with a store, web site or a location where people 
consume a product or service  

 

Cognitive Decision Making 

Information-processing perspective: traditionally consumer researchers approached decision 
making  

 People calmly and carefully integrate as much information as possible with what they 
know about a product, arrange the pros and cons before arriving at a satisfactory 
decision  

 Marketing managers believe customers undergo this planning and with this 
information they can develop products and promotional strategies to supply the 
specific information people look for in the most effective formats  



The economics of information: we collect just as much data as we need to make an informed 
decision  

 We form expectations of the value of additional information and continue to search to 
the extent that the rewards of doing so exceed the costs (utility)  

 Implies we collect the most valuable units of information first – absorb additional 
pieces only to the extent that we think they will add to what we already know  

 We’ll collect as much info as possible as long as the process isn’t too onerous or 
time-consuming  

1. Problem recognition 
2. Information search 
3. Evaluation of alternatives 
4. Product of choice  

 

Cybermediaries: website of app that helps to filter and organise online market information so 
that customers can identify and evaluate alternatives more efficiently  

Intelligent agents: sophisticated software programs that use collaborative filtering 
technologies 

 

 

Stage One: Problem Recognition 

Occurs when consumer sees difference between current state and ideal state 

 Need recognition: actual state declines 

 Opportunity recognition: ideal state moves upward 

 Need to resolve discrepancy depends on: 

• Magnitude of discrepancy 

• Relative importance 



Primary demand: consumers are encouraged to use a product or service regardless of the 
brand they choose 

Secondary demand: consumers are encouraged to use specific brand – can only occur if 
primary demand exists 

How companies can activate need recognition?  

 Generic need recognition: occurs when companies seek to grow the size of the total 
market for a product category  

 Selective need recognition: result of stimulating the need for a specific brand within a 
category  

 

Stage Two: Information Search 

Five primary sources of information 

1. Self: eg memories, past experiences 
2. Personal sources: eg friends, family 
3. Independent sources: eg consumer groups 
4. Marketing sources: eg advertising websites, staff  
5. Experiential sources: eg trial and inspection  

 

Information search vs product knowledge  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

How much search occurs 

Why information search? Uncertainty avoidance  

 Greater search activity when the purchase is important 

• Products that effect health, beauty, high amounts of money etc  

 Need to learn more about the purchase 

 RISK 

 Relevant information is easily obtained and used 

 Individual differences 

 

 



Stage Three: Evaluation of Alternatives 

Identifying Alternatives: 

 Evoked Set: products already in memory (the retrieval set) plus those prominent in 
the retail environment  

 Consideration set: those options actually considered 

Levels of Abstraction eg: 

 

Category process  

 Superordinate category: more abstract 

 Basic level category: group those with a lot in common with each other, but still a 
broad range of alternatives  

 Subordinate category: separates further than the basic level 

 *** not all items fit equally well into a category 

 

Strategic Implications of Product Categorisation 

 Position a product  

 Identify competitors 

 Create an exemplar product  

 Locate products in a store  

 

Types of decision making  

1. Cognitive: deliberate, rational, sequential 

• Integrate as much info as possible, weigh pros and cons, arrive at a decision 

• Marketers carefully study steps to design effective promotional strategies  
2. Habitual: behavioural, unconscious, automatic 

• Low involvement 

• Markets focus on peripheral cues (eg packaging)  
3. Affective: emotional instantaneous   

• Stresses the totality (or Gestalt) of the product or service 

• Marketers focus on emotional response  


