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(Consumer Processing “Hierarchy of Effects” Model) 
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*note: lectures not included here are either unexaminable guest lectures or unexaminable 

lectures to do with assignment notes and instructions 

  



LECTURE 6 – INFLUENCING CONSUMER BEHAVIOUR: (Consumer Processing 

“Hierarchy of Effects” Model (CPM)) (Examinable Section A) 
Outline: 

- IMC can be approached from a consumer behaviour perspective 

 - Hedonic Experiential Model (HEM) 

 - Consumer Information Processing Model (CPM) (hierarchy of effects) 

- CPM model 

 → understand consumer decision-making process and how it varies for different types of 

 purchases 

 → understand various internal psychological processes, their influence on consumer 

 decision-making, and implications for IMC 

 → helps marketers understand what consumer insights can we gather to spark creativity 

 

 

Influencing Consumer Behaviour by Understanding Consumer Decision-Making 

MASLOW’S HIERARCHY OF NEEDS (Consumer Motivations) 

 
- see how consumers follow series of stages in their buying behaviour: 

- drivers that influence each of the stages & underlies consumer purchases is Maslow’s Hierarchy of 

Needs 

- the model helps marketers better understand consumer motives (i.e. factors compelling consumer 

to take action) 

 

 

BEHAVIOURAL FOUNDATIONS OF IMC (Implementing Positioning & Knowing your Customer) 

Models of Consumer Behaviour 

How consumers process and respond to IMC stimuli and make choices among brands after 

recognizing a problem (i.e. that they need to purchase a product for a reason) 

HEDONIC EXPERIENTIAL MODEL (HEM) 
- 3 Fs 
- Fun, Feeling, Fantasies 

CONSUMER INFORMATION PROCESSING 
MODEL (CPM) 
- hierarchy of effects 

- hot 
- emotional 
- 3 Fs 

- cold 
- calculating 
- cognitive 



 

CONSUMER DECISION-MAKING THEORY 

1) HEDONIC EXPERIENTIAL MODEL (HEM) 2) CONSUMER INFORMATION PROCESSING 
MODEL (HIERARCHY OF EFFECTS MODEL) 

- people consume products for the fun of it, or 
in pursuit of amusement, fantasies or sensory 
stimulation 
 
- products are subjective symbols that 
precipitate feelings, promise fun and possible 
realisation of fantasies 
 
- communication of HEM-relevant products 
emphasises non-verbal content or emotionally 
provocative words and is intended to generate 
images, fantasies and positive emotions and 
feelings 

 

Another example of the Hierarchy-of-Effects 
model is AIDA 
(Awareness → Interest → Desire → Action)  
 
CPM: 

 
 
8 STEPS: 
1) Exposure to Information 
2) Selective Attention 
3) Comprehension 
4) Agreement 
5) Retention in Memory 
6) Retrieval 
7) Consumer Decision-Making 
8) Action 

 

 

CONSUMER INFORMATION PROCESSING MODEL 

STAGE 1 
EXPOSURE TO 
INFORMATION 

- Opportunity for one or more of five senses to be activated by a stimulus 
- Thresholds 
- Consumer contact with communications is necessary but usually 
insufficient for success alone 
 

STAGE 2 
SELECTIVE 
ATTENTION 

- Allocation of processing capacity to incoming stimuli 
- Consumer information processing capability is limited 
- Can be: 
 - Involuntary 
 - Non-voluntary 
 - Voluntary 
 
- Getting Attention: 
 - HEDONIC APPEALS – aspects of life that consumers value highly 
 (i.e. emotional connection), this can trigger the problem-recognition 
 phase of purchase decision 
 - COGNITIVE APPEALS – message congruent with information needs 
 of consumers (i.e. rational connection) 



 - Use of Novel Stimuli – unexpected stimuli is more likely to be 
 noticed over competitive stimuli 
 - Use of Intense Stimuli – consumers more likely to notice stronger 
 than weaker stimuli 
 

STAGE 3 
COMPREHENSION 

- our understanding or interpretation of stimuli 
 - features 
 - context 
 - mood 
 
e.g. Ad using the context (noisy drill hammer) to facilitate comprehension of 
one of Bose headphone’s key features (that they are noise cancelling) 

 
 

STAGE 4 
AGREEMENT 

- does the consumer agree with (i.e. accept) the message argument that 
they have comprehended 
- agreement depends on: 
 - message credibility 
 - compatibility with customer values 
 

STAGE 5 
RETENTION IN 
MEMORY 

- memory 
 - short-term memory 
 - long-term memory 
- learning 
 - strengthen link between existing stimuli and objects 
 - establish new link between stimuli and object 
 - via concrete, creative & repeated claims 
 
e.g. Ad strengthens linkage between Nike & idea of athletic excellence 

 
 

STAGE 6 
RETRIEVAL 

- Use of Imagery 
 - representation of experiences in working memory 
 - elicit images through verbal or visual cues 
 - Dual-Coding theory: pictures represented in memory both in 
 verbal & visual form 
 
- Concrete imagery 
 - easier for consumers to retrieve tangible rather than abstract info 
 - e.g. Cow on trampoline → “It’s a real milkshake” message 



STAGE 7 
CONSUMER 
DECISION-MAKING 

- after gathering and selecting information, consumer moves to evaluation 
of alternatives 
 
- set of brands with potential to meet the consumer’s needs is identified 
 
- the various brands identifies as purchase options to be considered are 
known as evoked set 
 
- consumers will evaluate these brands further before proceeding to 
purchase decision 
 
 
Evaluative Criteria & Consequences 
- evaluative criteria are the dimensions or attributes or a product or service 
that are used to compare to different alternatives 
- evaluative criteria can be objective (functional) or subjective (psychosocial) 

 
 

STAGE 8 
ACTION 

- make decision to purchase the brand 
 
- then evaluate purchase (i.e. satisfaction with purchase) → can influence 
likelihood of recommending to others & brand loyalty 
 
- sometimes at purchase (esp with higher-involvement or more expensive 
purchase), might experience cognitive dissonance 
 - “Did I make the right decision?” 
 - “Did I shop around enough?” 
 - “Was there a better price available elsewhere?” 
 

 

 


