
	  

	  

	  

 
ARTICLE	  	  	  

Attention, Shoppers: Store Is Tracking Your Cell  The New York Times  

 By STEPHANIE CLIFFORD and QUENTIN HARDY July 14, 2013  

 Like dozens of other brick‐and‐mortar retailers, Nordstrom wanted to learn more about its customers — how 

many came through the doors, how many were repeat visitors — the kind of information that e‐commerce sites 
like Amazon have in spades. So last fall the company started testing new technology that allowed it to track 
customers’ movements by following the Wi‐Fi signals from their smartphones.  But when Nordstrom posted a sign 

telling customers it was tracking them, shoppers were unnerved.  “We did hear some complaints,” said Tara 
Darrow, a spokeswoman for the store. Nordstrom ended the experiment in May, she said, in part because of 
the comments.   

Nordstrom’s experiment is part of a movement by retailers to gather data about in‐store shoppers’ behavior 

and moods, using video surveillance and signals from their cellphones and apps to learn information as varied 
as their sex, how many minutes they spend in the candy aisle and how long they look at merchandise before 
buying it.  All sorts of retailers — including national chains, like Family Dollar, Cabela’s and Mothercare, a British 
company, and specialty stores like Benetton and Warby Parker — are testing these technologies and using 
them to decide on matters like changing store layouts and offering customized coupons.   

But while consumers seem to have no problem with cookies, profiles and other online tools that let e‐commerce 

sites know who they are and how they shop, some bristle at the physical version, at a time when government 
surveillance — of telephone calls, Internet activity and Postal Service deliveries — is front and center because 
of the leaks by Edward J. Snowden.   

“Way over the line,” one consumer posted to Facebook in response to a local news story about Nordstrom’s 
efforts at some of its stores. Nordstrom says the counts were made anonymous. Technology specialists, though, 
say the tracking is worrisome.  “The idea that you’re being stalked in a store is, I think, a bit creepy, as opposed 
to, it’s only a cookie — they don’t really know who I am,” said Robert Plant, a computer information systems 
professor at the University of Miami School of Business Administration, noting that consumers can rarely control 
or have access to this data.  

 Some consumers wonder how the information is used.  “The creepy thing isn’t the privacy violation, it’s how 
much they can infer,” said Bradley Voytek, a neuroscientist who had stopped in at Philz Coffee in Berkeley, 
Calif. Philz uses technology from Euclid Analytics, of Palo Alto, Calif., the company that worked on the 
Nordstrom experiment, to measure the signals between a smartphone and a Wi‐Fi antenna to count how many 
people walk by a store and how many enter.   

Still, physical retailers argue that they are doing nothing more than what is routinely done online.  “Brick‐and‐
mortar stores have been disadvantaged compared with online retailers, which get people’s digital crumbs,” 
said Guido Jouret, the head of Cisco’s emerging technologies group, which supplies tracking cameras to 
stores. Why, Mr. Jouret asked, should physical stores not “be able to tell if someone who didn’t buy was put off 
by prices, or was just coming in from the cold?” The companies that provide this technology offer a wide range 
of services. 

One, RetailNext, uses video footage to study how shoppers navigate, determining, say, that men spend only 
one minute in the coat department, which may help a store streamline its men’s outerwear layout. It also 
differentiates men from women, and children from adults. 

RetailNext, based in San Jose, Calif., adds data from shoppers’ smartphones to deduce even more specific 
patterns. If a shopper’s phone is set to look for Wi‐Fi networks, a store that offers Wi‐Fi can pinpoint where the 



	  

	  

	  

shopper is in the store, within a 10‐foot radius, even if the shopper does not connect to the network, said Tim 

Callan, RetailNext’s chief marketing officer. 

The store can also recognize returning shoppers, because mobile devices send unique identification codes 
when they search for networks. That means stores can now tell how repeat customers behave and the 
average time between visits. 

RetailNext also uses data to map customers’ paths; perhaps the shopper is 70 percent likely to go right 
immediately, or 14 percent likely to linger at a display, Mr. Callan said. 

Brickstream uses video information to watch shoppers. The company, based near Atlanta, sells a $1,500 
stereoscopic camera that separates adults from children, and counts people in different parts of a store to 
determine which aisles are popular and how many cash registers to open. 

“Watching where people go in a store is like watching how they looked at a second or third Web page” on an 
online retailer, said Ralph Crabtree, Brickstream’s chief technical officer. 

Cameras have become so sophisticated, with sharper lenses and data‐processing, that companies can 

analyze what shoppers are looking at, and even what their mood is. 

For example, Realeyes, based in London, which analyzes facial cues for responses to online ads, monitors 
shoppers’ so‐called happiness levels in stores and their reactions at the register. Synqera, a start‐up in St. 

Petersburg, Russia, is selling software for checkout devices or computers that tailors marketing messages to a 
customer’s gender, age and mood, measured by facial recognition. 

“If you are an angry man of 30, and it is Friday evening, it may offer you a bottle of whiskey,” said Ekaterina 
Savchenko, the company’s head of marketing. 

Nomi, of New York, uses Wi‐Fi to track customers’ behavior in a store, but goes one step further by matching a 
phone with an individual. 

When a shopper has volunteered some personal information, either by downloading a retailer’s app or 
providing an e‐mail address when using in‐store Wi‐Fi, Nomi pulls up a profile of that customer — the number of 
recent visits, what products that customer was looking at on the Web site last night, purchase history. The store 
then has access to that profile. 

“I walk into Macy’s, Macy’s knows that I just entered the store, and they’re able to give me a personalized 
recommendation through my phone the moment I enter the store,” said Corey Capasso, Nomi’s president. “It’s 
literally bringing the Amazon experience into the store.” 

Nomi then uses Wi‐Fi signals to follow the customer throughout the store, adding to the information it maintains. 
“If I’m going and spending 20 minutes in the shoe section, that means I’m highly interested in buying a pair of 
shoes,” Mr. Capasso said, and the store might send a coupon for sneakers. 

If these methods seem intrusive, at least some consumers seem happy to trade privacy for deals. Placed, a 
company based in Seattle, has an app that asks consumers where they are in a store in exchange for cash and 
prepaid gift cards from Amazon and Google Play, among others. More than 500,000 people have downloaded 
the app since last August, said a company spokeswoman, Sarah Radwanick, providing information like gender, 
age and income, and agreeing to be tracked over GPS, Wi‐Fi and cellular networks. Placed then sells the data 
to store owners, online retailers and app developers. 

“I would just love it if a coupon pops up on my phone,” said Linda Vertlieb, 30, a blogger in Philadelphia, who 
said that she was not aware of the tracking methods, but that the idea did not bother her. Stores are “trying to 
sell, so that makes sense,” she said. 

	   	  



	  

	  

	  

SUMMARY	  OF	  ARTICLE	  

What are they doing? 

-‐ Collecting information from survilleance camera, tracking the WIFI signals from 
customer’s smartphones and apps when they’re in the store 

-‐  If a shopper’s phone is set to look for Wi�Fi networks, a store that offers Wi�Fi can 
pinpoint where the shopper is in the store, within a 10�foot radius, even if the 
shopper does not connect to the network, said Tim Callan, RetailNext’s chief 
marketing officer. 

Goal of collecting information? 

-‐ Same way that e-commerce has tracked consumer’s movements yet through a 
physical mean 

-‐ To analyse mood and behaviors, change store layouts, offer a better experience 
and offering customized coupons and even installing wifi 

Find what information through surveillance/wifi 

-‐ A movement by retailers to gather data about in- store shoppers’ behavior and 
moods 

-‐ Returning customers:  
o The store can also recognize returning shoppers, because mobile devices 

send unique identification codes when they search for networks. That 
means stores can now tell how repeat customers behave and the 
average time between visits. 

-‐ How many customers come through the store 
o Through wifi signal 

-‐ Data to map consumer’s paths 
o RetailNext also uses data to map customers’ paths; perhaps the shopper is 

70 percent likely to go right immediately, or 14 percent likely to linger at a 
display, Mr. Callan said. 

-‐ Demographics (gender, age); popularity of store areas: 
o Brickstream uses video information to watch shoppers. The company, 

based near Atlanta, sells a $1,500 stereoscopic camera that separates 
adults from children, and counts people in different parts of a store to 
determine which aisles are popular and how many cash registers to open. 

-‐ Mood and responses via facial cues  
o Via cameras’ sharper lenses and data‐processing 
o For example, Realeyes, based in London, which analyzes facial cues for 

responses to online ads, monitors shoppers’ so‐called happiness levels in 
stores and their reactions at the register. 

o Tailors marketing messages to a customer’s gender, age and mood, 
measured by facial recognition.  

o “If you are an angry man of 30, and it is Friday evening, it may offer you a 
bottle of whiskey,” 

-‐ Behavior in the store 
o When a shopper has volunteered some personal information, either by 

downloading a retailer’s app or providing an e‐mail address when using 
in‐store Wi‐Fi, Nomi pulls up a profile of that customer — the number of 
recent visits, what products that customer was looking at on the Web site 
last night, purchase history. The store then has access to that profile. 



	  

	  

	  

o “I walk into Macy’s, Macy’s knows that I just entered the store, and they’re 
able to give me a personalized recommendation through my phone the 
moment I enter the store,”  

o Nomi then uses Wi‐Fi signals to follow the customer throughout the store, 
adding to the information it maintains. “If I’m going and spending 20 
minutes in the shoe section, that means I’m highly interested in buying a 
pair of shoes,” Mr. Capasso said, and the store might send a coupon for 
sneakers. 

-‐ How many minutes they spend in an aisle: candle section 
o RetailNext, uses video footage to study how shoppers navigate, 

determining, say, that men spend only one minute in the coat 
department, which may help a store streamline its men’s outerwear 
layout. It also differentiates men from women, and children from adults. 

-‐ How long they look at merchandise before buying it 

Issue 1: Tracking is worringsome with privacy violate + how much the information can 
infer 

-‐ Online, cookies and profiles lets e-commerce know how consumers shop and 
who they are; yet internet stalking is seen as less bristle than physical stalking since 
the Edward J. Snowden leak of information 

-‐ “The idea that you’re being stalked in a store is, I think, a bit creepy, as opposed 
to, it’s only a cookie — they don’t really know who I am,”  

-‐  “The creepy thing isn’t the privacy violation, it’s how much they can infer,”  

Defense to the privacy violate and issue 

-‐ That they are doing nothing more than what is routinely done online.  
-‐ “Watching where people go in a store is like watching how they looked at a 

second or third Web page”  

The alternative to privacy 

-‐ Trade privacy for deals 
o  Placed, a company based in Seattle, has an app that asks consumers 

where they are in a store in exchange for cash and prepaid gift cards 
from Amazon and Google Play, among others. More than 500,000 people 
have downloaded the app since last August, said a company 
spokeswoman, Sarah Radwanick, providing information like gender, age 
and income, and agreeing to be tracked over GPS, Wi‐Fi and cellular 
networks. Placed then sells the data to store owners, online retailers and 
app developers. 

  



	  

	  

	  

1.	  DEVELOP	  A	  DEFINITION	  OF	  THE	  IDEAL	  STATE.	  CREATE	  A	  LIST	  OF	  
FACTORS	  THAT	  CAN	  INFLUENCE	  HOW	  IT	  IS	  DETERMINED.	  DESCRIBE	  HOW	  
MARKETERS	  COULD	  INFLUENCE	  THIS	  PERCEPTION.	  CREATE	  THREE	  
EXAMPLES	  IN	  WHICH	  MARKETERS	  HELP	  TO	  CREATE	  THE	  IDEAL	  STATE	  IN	  
CONSUMERS.	  	  

Definition of ideal state 

-‐ Is a perception of how we want the situation to be, or think we want to be. 
-‐ Opposite to actual state where it is the real situation as consumers perceive it 
-‐ Critical to decision making process because it motivates consumer to action 

List of factors that influence how ideal state is determined 

1. Simple expectations, based on past experiences 
2. A function of our goals and aspirations 

• eg. Consumers might want to drive a car that will provide them with social 
status (a lexus, Mercedes, or Porsche) or to join a club that will bring them 
admiration or acceptance by others 

3. Stimulated by own our personal motivation 
• such as getting a promotion or become a parent, can instigate a new 

ideal state 
4. Aspects of our culture 

• some societies may be more materialistic and therefore desire for many 
goods greater in those cultures compared to other cultures 

5. Social class 
• many consumers want to be accepted by members of their class  or to 

raise social standings, leading them to aspire to higher ideal state 
6. Reference groups 

• we strive to be accepted by others and because reference groups serves 
as a guide to our behavior 

7. Major changes in personal circumstances 
• Such as getting a new promotion or becoming a parent, can instigate 

new ideal states; when you graduate and start a new job, you are likely to 
develop new ideal states related to where you live, what you wear, what 
you drive and so forth.  

How can markets influence this perception. 

Because ideal state is a part of the problem recognition prcess; marketers use two 
techniques to try to stimulate problem recognition – that involves ideal state. 

1. They attempt to create a new ideal state.  
2. Second, marketers can try to encourage our dissatisfaction with the actual state; 

which will then heighten the creation of a new ideal state 

Create three examples in which markets help to create the ideal state in consumers. 

Example 1. Fashion 



	  

	  

	  

• 30 years ago, few people gave much thought to the performance or style 
of their athletic shoes 

• Today, we are bombarded with marketing messages featuring athletic 
shoes that will make us run faster, and look more fashionable – a new 
ideal state 

Example 2. Software 

-‐ Apple markets itself to be ideally ‘iconic’ and ‘technologically advance’ brand 
amongst people; therefore, you’ll be cool if you have it  

Example 3. Body image 

-‐ Gyms promote an ideal image of a ‘sexy’/’hot’ model to get people motivated 
to go to the gym and achieve this physical image 

  



	  

	  

	  

2.	  DEVELOP	  A	  DEFINITION	  OF	  ATTITUDES	  AND	  EXPLAIN	  WHY	  THEY	  ARE	  
IMPORTANT	  TO	  MARKETERS.	  DESCRIBE	  HOW	  THEY	  ARE	  FORMED	  AND	  GIVE	  
AN	  EXAMPLE	  OF	  THIS	  PROCESS	  IN	  A	  MARKETING	  CONTEXT.	  FURTHER,	  
DESCRIBE	  THE	  FACTORS	  THAT	  CAN	  INFLUENCE	  WHETHER	  ATTITUDES	  ARE	  
MORE	  LIKELY	  TO	  PREDICT	  BEHAVIOUR.	  	  

Definition of attitudes 

An attitude is an overall evaluation that expresses how much we like or dislike an 
objective, issue, person or action. In other words, it is a relatively global and enduring 
evaluation of an object, issue, person or action. Attitudes are learned and they tend to 
persist over time. Our attitudes also reflect our overall evaluation of something based on 
the set of associations linked to it. This is the reason why we have attitudes towards 
brands, product categories, ads, people, stores, websites, activities and so forth. 

These are the characteristics of our attitudes 

1. Favourability: how much we like/dislike the object 
2. Accessibility: how easily and readily an attitude can be retrieved from memory 
3. Strength (confidence): how strongly we hold an attitude 
4. Persistence: how long our attitude lasts 
5. Resistance: how difficult it is to change an attitude 

a. Ambivalence  

Why are attitudes important to marketers? 

They are important because they 

1) Guide our thoughts (cognitive function) 
2) Influence our feelings (affective function) 
3) Affect our behavior (conative function) 

We decide which ads to read, whom to talk to, where to shop, and where to eat based 
on our attitudes. Likewise, attitudes influence our behavior in acquiring, consuming and 
disposing of an offering. Thus, marketers need to change attitudes in order to influence 
consumer decision-making and change consumer behavior. 

 

 

 

 

 



	  

	  

	  

Describe how attitudes are formed 

Consumers can form attitudes in four basic ways, depending on whether elaboration is 
high or low and whether the processing is cognitive or affective. 

Central route processing is used to describe the attitude formation and change process 
when effort is high; processing is central because consumers’ attitudes based on a 
careful and effortful analysis of true merits or central issues contained within the message. 
As a result of this extensive and laborious processing, consumers form strong, accessible 
and confidently held attitudes that are persistent and resistant to change. 

When motivation, ability and opportunity are low, however, consumers’ attitudes are 
based on a more tangential or superficial analysis of the message, not on an effortful 
analysis of its true merits. Because these attitudes tend to be based on peripheral or 
superficial cues contained within the message, the term ‘peripheral-route-processing’ 
has been used to describe attitude formation and change that involves limited effort or 
low elaboration the part of the consumer 

Given an (1) example of attitudes formed in a marketing context 

Examples would be through 

-‐ Example 1: Based on direct or imagined experience: you are likely to form an 
attitude test-driving a new car or watching a movie preview, for instance, or even 
simply be imagining what it would be like to drive that car or watch the movie 
 

-‐ Example 2: Based on reasoning by analogy or category: If you have never sipped 
a chilled bottle of Starbucks Frappucino, but you think it might be similar to hot 
starbucks coffees that you like, your reasoning would lead to form a positive 



	  

	  

	  

attitude towards the Frappucino 
 

-‐ Example 3: Based on values driven attitude: suppose that environmental 
protection is one of your most strongly held values; when you think about buying 
new sneakers, oyu might have a positive attitude about a brand that uses 
recycled materials rather than non-recycled materials. 

Describe the factors that can influence whether attitudes are more likely to predict 
behavior.  

The factors that can influence attitudes are either 

1) Cognitively 
- influencing thoughts or beliefs they have about the offering 

2) Affectively 
-‐ Influencing the emotional experiences consumers associate with the offering 

The factors of influence on consumer’s attitudes are through the characteristics of the 
source used in persuasive communication, the type of message used, or some 
combination of both.  

In summary, attitudes predict behavior when… 

o When level of involvement/elaboration is high 
o When the consumer is knowledgeable/experienced 
o When consumers analyse their reasons for brand preferences 
o When the attitudes are ‘top of mind’ or accessible 
o When consumers hold their attitudes with confidence  
o Over time, attitude confidence may decline 
o When consumers are emotionally connected to the brand 
o Situational factors: e.g. strong positive attitudes towards Porsche doesn’t mean that 

you can afford and thus buy one 
o Personal variables (e.g the attitudes of people who are guided by their own internal 

dispositions – low self monitors- are likely to predict their behaviour (e.g always drink 
the same beer brand) In contrast, people who are guided by the view and 
behaviours of others – high self monitors – may try to adapt their behaviour 
dependent on the situation, ordering difference drink dependent on the company 

 

	   	  



	  

	  

	  

3.	  CONSUMERS	  ARE	  OFTEN	  VIEWED	  AS	  LAZY	  AND	  UNMOTIVATED.	  USING	  
CONSUMER	  BEHAVIOUR	  TERMS	  DISCUSSED	  THIS	  SEMESTER,	  DISCUSS	  THIS	  
STATEMENT.	  FURTHER,	  EXPLAIN	  THE	  PERIPHERAL-‐ROUTE	  TO	  PERSUASION	  
AND	  DISCUSS	  WAYS	  MARKETERS	  CAN	  INFLUENCE	  LOW-‐EFFORT	  ATTITUDES.	  	  

Consumers are often viewed as lazy and unmotivated. Discuss this this statement. 

Lazy and unmotivated would be considered as ‘low effort’ in the decision-making 
processes they have in every day life. Put this into a consumerist context, when 
consumers are either unwilling or unable to exert a lot of effort or devote emotional 
resources to processing the central idea behind a marketing communication, we 
characterize it as low-effort situation. In such situations, consumers are unlikely to think 
about what the product means to them, relate empathetically to the characters in the 
ad, or generate arguments against or in support of the brand message. When processing 
effort is low, consumers are passive recipients of the message and usually do not form 
beliefs strongly or accessible, persistent, resistant or confident attitudes. 

Explain the peripheral route to persuasion. 

- Peripheral route to persuasion: occurs in low effort situation: this processing is 
called peripheral when consumers attitude are based not on detail consideration 
of the message, but on other easily process aspects of the message, such as the 
source or visuals, called peripheral cues. Peripheral route to persuasion focuses 
on other aspects other than the key message arguments that are used to 
influence attitudes. In particular, consumer attitudes can persist over time if 
peripheral cues such as visuals are related to the offering. 

o Peripheral cues: easily processed aspects of a message, such as music, an 
attractive source, or picture, or humor 

Discuss ways marketers can influence low-effort attitudes. 

Attitudes can be formed unconsciously as well as cognitively and affectively in low-effort 
situations, although not in the same way as they are in high-effort situations. Low effort 
cognition involves simple beliefs, and affect involves mere exposure, classical and 
evaluative conditioning, attitude toward the ad, and mood, Marketers can also 
influence consumer attitudes cognitively and affectively using 

1. Source 
2. Message 
3. Context factors 

The cognitive LE (low effort) based attitudes are influenced by  

• Communication source 
o Credibility: credible source can serve as peripheral cues for making a 

simplified judgment as ‘statements from experts can be trusted; make 
consumers believe the endorsement 

• The message 
o Category and schema-consistent information 

§ Marketers can play close attention to the immediate associations 
consumers have about easily processed visual and verbal 



	  

	  

	  

information. These associations are likely to be consistent with 
category and schema information stored in consumer’s memory 

o Many message arguments 
§ Low effort attitudes affected by how easily consumers remember 

the message arguments; simply being able to recall some of the 
arguments can enhance a consumer’s preference for the 
advertised brand 

o Simple messages 
§ Marketers often want to convey basic information about why a 

particular brand is superior, especially when a point of 
differentiation distinguishes it from the competition; thus, rather 
than overloading low processing consumers with details, marketers 
should use simple message with one or two key points.  

o Involving messages 
§ Engage in ‘self referencing’ or relating the message to the 

consumer’s own experience or own self image; effective in 
developing positive attitudes and intentions. Some marketers use 
nostalgia in messages to encourage self referencing and influence 
positive attitudes.  

§ Using a consumer’s name in personal selling can increase 
purchase behavior. 

§ Increase self referencing by 
o Directly instructing consumers to self reference 
o Using the word ‘you’ 
o Asking rhetorical questions 
o Using visuals of common consumer situation 

• Mystery ad (wait and bait at) 
• Scratch and sniff ad 
• Interactive game: like the m&m youtube ads 

• Message context and repetition 
o Incidental learning: learning that occurs from repetition rather than 

conscious processing 
§ Repetition may enhance brand awareness, make brand name 

more familiar and make it easier to recognize in the store, increase 
likelihood that consumers will remember it and process it as a 
purchasing decision.  

§ Also, repetition has a ‘truth’ effect’; makes claims more believable, 
an effect that gets even stronger when ads are spaced out over 
time.  

§ Similarly, ads that fits into the context of the magazines where the 
appear elicit more positive feelings are better remembered than 
ads not in tune with magazine context 

The affective LE attitudes are influenced by 

• Communication source 
o Attractive sources 

§ Attractive models, spokesperson, celebrities reflecting long held 
belief that beauty sells - especially in the beauty business. 



	  

	  

	  

Attractiveness can have beneficial effects on advertiser 
believability nad actual purchase 

o Likable sources 
§ Creates positive moods. Online ads in which consumer assume an 

avatar to interact virtually with the product can lead to more 
positive attitude and purchase intentions because consumers feel 
positive about the endorser (themselves) 

o Celebrity sources 
§ Celebrities are well known characters for their physical 

attractiveness and likability; therefore, celebrity sources can be 
effective when they are related to the offering (match up 
hypothesis) 

• The message 
o Pleasant pictures, music, humor, sex, emotional content, context, 

emotional content (transformational advertising, dramas) 
o Prevent a wear out 

§ If the mere exposure effect is valid, marketers need creative 
tactics by using the right medium, right placement and optimal 
shelf placement and sampling. Should really prevent a wearout: 
becoming bored with a stimulus: because of too much exposure. 
Overcome wear out by creating different executions for the same 
message or variants on the same offering; this is the reason why 
the advertisers develop a series of ads rather than a single 
execution. 

 

 

  



	  

	  

	  

4.	  RECOGNITION	  AND	  RECALL	  ARE	  NOT	  THE	  SAME	  THING.	  DESCRIBE	  HOW	  
THESE	  TWO	  CONCEPTS	  DIFFER.	  DEVELOP	  EXAMPLES	  OF	  HOW	  
RECOGNITION	  AND	  RECALL	  CAN	  EACH	  BE	  IMPORTANT	  FOR	  MARKETERS.	  	  

What’s the difference between recognition and recall? 

Recognition – process of identifying whether we have previously encountered a stimulus 
when re-exposed to it i.e occurs when we remember having seen, heard, smelt, touched 
or tasted something before after being re-exposed to it. Example, “have you seen this ad 
for Betrolli Olive Oil before?” 

Recall – the ability to retrieve information from memory without being re-exposed to it. i.e 
occurs when we remember having seen, heard, smelt, touched or tasted something 
before without being reexposed to it in the present. E.g. “Which ads do you remember 
seeing yesterday?” 

How is recognition and recall important for marketers? 

Both are important in improving memory of brands and enhancing decisions to lean 
towards the marketer’s objective of selling the product – help consumers remember their 
brands, communication or offerings. Recall and recognition is a process within the 
internal search for information that Is required for consumers to make decisions. 

There are 4 techniques that Marketers can use to help improve working memory recall 
and recognition à increase the likelihood that information will be transferred to long term 
memory 

1. Chunking 
• Is a group of items that are processed as a unit 
• Example, phone numbers are typically grouped into three chunks: area 

code, exchange and four numbers 
• Chunking reduces the likelihood that information will be lost from working 

memory  
• EXAMPLE: Marketers can: providing larger bits of information that chunk 

together smaller bits; KFC, H & M for example. 
• EXAMPLE: Marketers can: facilitate consumers’ recall memory for 

telephone numbers by using words rather than individual numbers e.g 
1800 PIZZA HUT 

2. Rehearsal 
• Means that we actively and consciously interact with the material that we 

are trying to remember, perhaps by silently repeating or actively thinking 
about the information and its meaning.  

• In marketing, contexts, rehearsal is likely to occur only when consumers 
are motivated to process and remember information 

• EXAMPLE: Marketers can: use jingles, sounds, slogans to instigate rehearsal 
when motivation is low; Mcdonalds 

3. Recirculation 
• Just as water is recirculate when it goes through the same pipe again and 

again, information is recirculated through your working memory when 
encounter it repeatedly.  



	  

	  

	  

• Unlike, rehearsal, with recirculation we have no active attempt to 
remember the information.  

• Brand recall is greater when information is repeated at different times 
rather than when it is presented over and over at one time 

• EXAMPLE: Marketers can: strengthen the effect of recirculation by 
creating different ads that repeat the same basic message and repeating 
the brand name frequently. ‘Don’t drink and drive’. Yet be careful when 
one brand repeatedly advertises product claims that are similar to claims 
of a competitor’s, this may confused consumers rather than enhance their 
memory. 

4. Elaboration 
• Means transferring information into long term memory by processing it at 

deeper levels of meaning.  
• We can try to remember through rote memorization or rehearsal, 

however, this type of processing is not always effective over a long 
period. If you have ever rote-memorized material for an exam, you 
probably noticed you forgot most of hat you had learned within a few 
days.  

• More enduring memory is established when we try to relate information to 
prior knowledge and past experiences. I 

• If you see an add for a new product, for instance, you might elaborate on 
it by thinking about how you would use the product, and therefore keep 
the brand and the ad in memory. 

• EXAMPLE: Marketers can: unexpected or novel stimuli can attract 
attention and induce elaboration; ads that questions consumers to think 
of the connection 

Further optional essay information regarding recall 

Brands that are recalled are more likely to be chosen. However, a brand’s simply being 
recalled does not guarantee that it will be consumer’s consideration set because 
consumers can recall a number of brands and then reject undesirable alternatives. 
Consumer’s choices can be altered by simple manipulation of which brands they recall, 
even though this manipulation may not change their product preference. Thus, if 
consumers cannot recall brands from memory to form a consideration set, the set will 
tend to be determined by external factors such as availability of products on the self or 
the suggestions of salespeople. 

RECALLING CONSIDERATION SETS 
Researchers have looked at the following factors that increase the possibility of 
consumer’s recalling a particular brand during internal search and including that brand 
in their consideration set: 

1. Prototypicality 
2. Brand familiarity 
3. Goals and usage situations 
4. Brand preference 
5. Retrieval cues 



	  

	  

	  

RECALL OF ATTRIBUTES 
We only access a small portion of the information stored in memory during internal 
search; thus the attribute information we recall tends to be in summary or simplified form 
rather than in its original detail. Results are interested in determining which factors 
influence the recall of attribute information in the information search and decision-
making processes 

1. Accessibility or availability 
• Information thatis perceived easy to call is also more likely to be 

accessible; make information more accessible by repeatedly drawing 
attention to it in communications or by making the information more 
relevant 

2. Diagnosticity 
• Diagnostic information helps us distinguish objectis from one another; if all 

brands of computers are the same price, then price is not diagnostic or 
useful when making a consumeristic decision. On the other hand, if prices 
vary, consumers can distinguish among them; so the information becomes 
diagnostic.  

• Positive information tends to be less diagnostic; therefore marketers should 
avoid associating their offerings with negative information, plan a two-
sided message campaign that counters the negative information or divert 
attention away from negative feature.  

• Marketers can identify which attributes tend to be most diagnostic for a 
particular product or service category and seek a competitive 
advantage on one or more of these attributes.   

3. Salience 
• Despite opportunity to process is low; consumers recall very salient 

(prominent) attributes 
• Price is a highly salient attribute for many consumers 
• Calling an attention to an attribute in marketing messages, marketers can 

increase a product’s salience and its impact on the decision 
• Must have attribute determinance which means information is both salient 

and diagnostic 
4. Vividness 

• Vivid information is presented in concrete words, pictures or instructions to 
imagine or through word of mouth communication. Vividness affects 
attitudes only when the effort required to process the information 
matches the  amount of effort the consumer is willing to put forth.  

5. Goals 
• Marketers can identify important goals that guide the choice process for 

consumers and can then position their offerings in the context of these 
goals, such as offering economy vacation packages 

If information is both diagnostic and accessible, it has a very strong influence in 
the decision-making process. 

	  



	  

	  

	  

RECALL OF EVALUATIONS 
Evaluation of attitudes (likes and dislikes) easier to remember than specific attribute 
information; our evaluation tend to form strong associative links with the brand; need to 
create positive attitude towards its brands or offering.  

 

RECALL OF EXPERIENCES 
Recall of experiences from autobiographical memory in the form of specific images and 
the effect associated with them. Like information in semantic memory, experiences that 
are more vivid, salient, or frequent are the most likely to be recalled. For example, if you 
have an experience with a product or service that is either unusually positive or unusually 
negative, you are likely to recall these vivid experiences later.   



	  

	  

	  

5.	  OFTEN	  CONSUMERS	  SWITCH	  BRANDS	  AS	  A	  MEANS	  OF	  FULFILLING	  THEIR	  
VARIETY	  SEEKING	  NEEDS.	  HOW	  CAN	  KNOWING	  THIS	  HELP	  YOU	  IF	  YOU	  ARE	  
A	  BRAND	  MANAGER	  WHO	  COMPETES	  WITH	  THE	  CATEGORY	  FAVOURITE?	  	  

Consumers have a variety of needs. Need is an internal state of tension caused by 
disequilibrium from an ideal/desired physical or psychological state.  

As it is, needs are dynamic, can be internally or external aroused and can be conflicting 
and therefore consumers are always switching brands as a means to fulfill their variety 
seeking needs. 

The variety of needs can be described by Maslow’s theory of needs 

1. Physiological 
a. Need for food, water, and sleep 

2. Safety 
a. Need for shelter, protection and security 

3. Social 
a. The need for affection, friendship and to belong 

4. Egoistic 
a. The need for prestige, success, accomplishment and self esteem 

5. Self actualization 
a. the need for self fulfillment and enriching experiences 

Because needs influence motivation and its effects, marketers need to identify the 
need’s of their consumer’s towards their product and measure them. Firstly, marketers 
need to understand that there are different types of needs. The categories are as 
followed 

1. Social needs 
a. Are externally directed and related to other individuals 
b. Example, the need for status drives our desires to have others hold us in 

high regard; the need for support drives us to have others relieve us of our 
burdens; the need for models reflect a wish to have others show us how to 
behave. 

2. Non social needs 
a. Are those for which achievement is not based on other people. Need for 

sleep, novelty, control, uniqueness and understanding, which involves only 
ourselves. We may purchase the same brand repeatedly to maintain 
consistency in our world – or we might buy something different to fulfill a 
need for variety. 

3. Functional needs 
a. May be social or non social need. 
b. Motivates the search for products that solve consumption-related 

problems. 
c. For example, you might consider buying a product like a car with side air 

bags because it appeals to your safety needs (a function, non social 
need). 



	  

	  

	  

d. For example, for mothers with young children, hiring a nanny would solve 
the need for support (a functional, social need) 

4. Symbolic needs 
a. May be social or non social need 
b. Need that relates to how we perceive ourselves, how we perceived by 

others, how we relate ot others, and the esteem in which we are held by 
others 

c. Achievement, independence self control are symbolic needs because 
they are connected with our sense of self. 

d. Similarly, our need for uniqueness is symbolic because it drives 
consumption decisions about how we express our identity. The need to 
avoid rejection and the need for achievement, status, affiliation and 
belonging are symbolic because they reflect our social position or role. For 
example, people wear Louis Vuitton to express their social standing.  

5. Hedonic needs 
a. May be social or non social need 
b. They include needs for sensory pleasure such as reinforcement, sex, and 

play 
c. Consumers exposed to sexual marketing cues tend ot buy sense-reward 

products, like snacks, more quickly than when such cues are not present. 
It the desire to satisfy hedonic needs is intense enough, it can inspire 
fantazing about specific goods, simultaneously pleasurable and 
discomforting.  

6. Need for cognition and stimulation 
a. Also affects motivation and behavior. Consumer want sto understand the 

world themselves and see some structure in it ( a need for understanding 
and metnal stimulation);they enjoy being involved in mentally taxing 
activities like reading and deeply processing infrmatoion when making 
decisions. People with low need for cognition may prefer ativities that 
require less thought, such as watching TV.  

b. In addition, consumers often need other kind of stimulations, high 
optomium level of stimulation enjoys shopping and seeking brand 
information; and are involved highly in ads.  

c. Consumers with thrill seeking tenediies enjoy activities like skydiving or 
white water rafting 

d. In contract, consumers hwo feel overstiumualted want to stay away from 
people, noise, demands – a desire revealed in popularity of vacations at 
nature retreated and monasteries 


