
  

Hedonic Appeal 

What is involvement? 

 

The level of perceived personal importance and/or 

interest evoked by a stimulus within a specific situation 

or product category. 

 

Low involvement: Occurs when consumer invests 
relatively less energy into their cognition and their 
affective reactions. 
High involvement: Occurs when consumer is relatively 
highly aroused & interested enough to think or affect (be 
moved emotionally or sensory) about a stimulus over 
time. 

#2 DECISION PROCESS I: 
SITUATION & PROBLEM 

INVOLVEMENT 

Decision Process: Involvement 

 

High-low involvement/Affective vs. Cognitive 

 

Affective: Imagery promotes continuing involvement and 
reduces information overload. Realistic imagery works 
best as it links to consumer satisfaction later. 
 
Cognitive: Lots of written text and numbers assumes a 
target audience will put a lot of cognitive effort into 
processing an advertisement 
 

Increasing involvement through 

advertisements 

 

This Swiss Potato Board is trying to 
increase involvement with its product. 
The ad reads: “Recipes against 
boredom.” 
 

Involvement motives 

Interest (Needs/Values) 

Intrinsic motivation linked to as specific product or product class 
 
Pleasure 

Hedonic Reward Value (positive emotions, moods, sensations) 
 
Sign 
Intra- and Interpersonal meanings (e.g. self-esteem, social 
status, sexual orientation, relationship status) 
 
Risk Importance 

Extent of Actual Damage inflicted by a wrong choice. 
 
 
Risk Probability 

Lack of Confidence in choosing the “right” product for a specific 
context 

Typical Statements 

 

I collect European History books. 

I like to get back to nature as often as possible. 

 

 

I look forward to a Mars Bar everyday at 4pm. 

I love my new Burberry trench coat. 

 

I see myself as an athlete, so I always buy high performance running 

shoes. 

My gifting you George Jensen candle sticks means I value you as a 

friend. 

 

If I don’t choose the right super, I will have a miserable old age. 

 

I always buy Bollinger because I am not sure other champagne 

brands are any good. 

Novelty Appeal

 

CH. 2 & 3 



  
#3 DECISION PROCESS II 

 SEARCH, EVALUATE AND SELECT 

Information Search 

• What characteristics are important? 
• How can brands try to influence CB to suit their 

strengths? 
• Media Channel Proliferation 
• Paradox of Choice 
• Consumers can be non, limited or extended searchers. 

CH. 4 & 5 

NATURE OF INFORMATION SEARCH 

Summary: What is the nature of information searches? 

While many consumers are active information searchers 
wanting to obtain information on a particular good or 
service before purchase, there are others who apply little or 
no effort to obtain product or brand information before 
making a decision. Consumers are continually recognising 
problems and opportunities, so the process of internal and 
external searching for information to solve these problems 
is ongoing. 

Internal search = Use of information from memory 
• This initial search produces set of guides/decision constraints that 

limit or direct the external search. 
• Limited decision making = only internal search. 

Extended decision making – relative importance of external 
information search tends to increase. 

• It can provide some or all of appropriate alternatives and the 
evaluative criteria used to choose between them 

External search = Method used if resolution to problem is not reached 
through internal search; the focus of the search then shifts to external 
stimuli to solving the problem. 
• Opinions, attitudes, behaviours, feelings of friends etc. 
• Reviews by other consumers 
• Professional information provided in brochures, articles, internet 
• Direct experience with product through inspection/trial 
• Marketer-generated info by ads, display, staff, internet 

In absence of problem recognition à Deliberate external searches. 
 
Ongoing (exploratory) search – the search for info. Is a function of 
individual, product, market and situational factors. It increases 
product/market knowledge and leads to future buying efficiencies 
and future influence, increases unplanned purchases and personal 
satisfaction – carried out constantly by market mavens/experts. 

What kind of information do consumers require? 

1. Appropriate evaluative criteria for solution of a problem. 
2. Existence of various alternative solutions 
3. Characteristics of potential solutions 

Evaluative criteria = features/desired characteristics of a product required to meet consumer’s needs; features the consumer believes a 
product should have e.g. price, brand, ingredients. 
 
Awareness set = Set of brands of which a consumer is aware, composed of 3 subcategories: 

1. Evoked Set = Brands consumer is willing to consider for solution of particular consumption problem 
2. Inept Set = Brands consumer considers completely unworthy of further consideration – actively dislikes the brands 
3. Insert set = Brands consumer is aware of, but towards which is basically indifferent. 

 
Consumers choose from the evoked set using relevant evaluative criteria – consumers need to gather information about the brand. 
 

Extensive searches are undertaken for few consumption decisions. – Habitual/Limited decision-making involves little/no active 
external search. 
Consumers can also learn substantial information without deliberate search through low-involvement learning i.e. emotional appeals 
in advertising recognise importance of non-cognitive aspects of consumer decisions. 

SOURCES OF INFORMATION 

Summary: What are the key types and sources of information? 

Internal information (information stored in the consumer’s memory) may be actively acquired through previous searches and personal 
experience, or passively acquired through low-involvement learning. In addition, consumers can seek information from four other main 
external sources. These are personal sources (such as friends and family), independent sources (such as consumer groups and 
government departments), marketing sources (such as sales staff and advertising) and experiential sources (such as direct product 
inspection or trial). 
 

Summary: What are the differences between evoked, inept and inert set of brands? 
Most consumers, when faced with a problem, can recall a limited number of brands that they feel would probably be acceptable solutions. 
These brands (the evoked set) are the initial brands about which the consumer seeks additional information during the remaining internal 
and external search processes. The inept set comprises those brands that the consumer considers completely unworthy of further 
consideration. The consumer usually actively dislikes the brands in this set. The inert set contains those brands that the consumer is 
aware of, but towards which the consumer is basically indifferent. 
 
 



 
 

 
 
 
 

 
 

 

Cost vs. Benefit of External Search 

• Is the process always the logical/informed? 
Search behaviour depends on 
• Market characteristics – amount of choice, sales points, 

time/travel, knowledge: 
• Product – Price, differentiation 
• Individuals – involvement, risk, other characteristics etc. 
• Situation/context – social & physical contexts, physical 

energy, time etc. 
Would using a celebrity spokesperson impact decisions? 

Sources of info: 

1. Memories of past searches e.g. personal experience, 
low-involvement learning 

2. Personal sources e.g. friends, family 
3. Independent sources e.g. consumer groups, govt 
4. Marketing sources e.g. sales staff, advertising, websites 
5. Experiential sources e.g. product trial, inspection. 

Marketing can influence all 5 sources: 
The characteristics, distribution, promotional messages about the 
product all provide underlying/basic information available in market. 
 
Although consumers do not directly use advertising/company-data as 
immediate input – continual exposure often influenced the perceived 
need for the product, the composition of the evoked set, the evaluative 

criteria used and beliefs about performance levels of each brand. 

Info search on internet: 

Consumers can access vast amounts of information à 
Information power. The number of online information sources 
is increasing but consumers are still cautious about the 
veracity and currency of this information when using it for 
decision making. 

Summary: Why do consumers engage in information searches? 

Following problem recognition, consumers may engage in extensive 
internal and external searches, limited internal and external searches, or 
only an internal search. Information may be sought on the appropriate 
evaluative criteria for the solution to the problem, the existence of various 
alternative solutions and the performance of each alternative solution on 
each evaluative criterion. 
 

Mobile marketing 
= Marketing activities conducted through network where consumer 
connect using mobiles. 
• Mobirati = Young ones who grew up with phones; mobile 

central to lives; use mobiles to search for info 
• Mobile professionals = Young/Old use phones for 

business/personal life. want features beyond just calling; 
features are critical 

• Social connectors = Young; Communication is key; social 
connectors; text is as meaningful as face-to-face 

• Pragmatic adaptors – Older consumers; mobile phones came 
later in lives; high income; functional users 

• Basic planners = Older not into technology; phone is for 
emergencies 

INFO SEARCH ON MOBILE DEVICES 

Marketing strategy + Internet information searches 
• Should we have a website? – helps build relationships 
• How personalised should information be? 
• Online shopping = perceived more complex than offline  
• Marketers must streamline websites to make them user-friendly 

and engaging to retain visitors and encourage repeat patronage. 
 
MKTG Strategy + Mobile 

Mobile apps critical to mobile strategies – changes how consumers 
find stores/brands/search for information, 

Degree of external information search undertaken 
Prior knowledge, memory are negatively associated with online 
information searches. 
 
Non-searchers = Consumers who do not engage in external info. 
Limited-Info searchers = Undertake limited external info searches 
before purchasing 
Extended information searchers = consumers who undertake 
extensive info. search 
 
 

Benefits may be tangible: 
Lower price, preferred style, higher quality. 
Can be intangible: 
Reduced risk; greater confidence in purchase, 
enjoyment of search itself. 
 
Some do not engage in external search as they do not 
believe discernible benefits will result from efforts. 
 
Costs of search: Monetary or non-monetary (physical 
and psychological effort e.g. fatigue, frustration) 

Factors affecting degree of external search: 
Market characteristics: 

1. No. of alternatives = Increase 
2. Price range = increase 
3. Store distribution = Increase 
4. Information availability = Increase 

Product characteristics: 

1. Price = Increase 
2. Differentiation = Increase 
3. ‘Positive’ products = Increase 

Consumer characteristics: 

1. Learning and experience = 
Decrease 

2. Shopping orientation = Mixed 
3. Social status = Increase 
4. Age and stage in life cycle = Mixed 
5. Product involvement = Mixed 
6. Perceived risk = Increase  

Situational characteristics: 

1. Time availability = Increase 
2. Purchase for self = Decrease – Gift-

giving can increase perceived risk 
3. Social surrounding = Mixed – 

pleasant surroundings increase 
4. Physical/mental energy = Increase 

– limited antecedent states 

decrease 

Summary: What factors affect degree of external 

information search undertaken? 

Characteristics of the market, the product, the 
consumer and the situation interact to influence the 
degree of search undertaken. It is often suggested that 
consumers should engage in relatively extensive 
external searches before purchasing an item. However, 
this view ignores the fact that information searches are 
not free. They take time, energy and money, and can 
often require the consumer to give up more desirable 
activities. Therefore, consumers engage in external 
searches only to the extent that the expected benefits, 
such as a lower price or a more satisfactory purchase, 
outweigh the expected costs. 

 



 
 
 

 
 
 

 

 

Marketing Activity 

Marketing strategy: Way a company goes about creating value 
for customers. 
• Provides effective way of dealing with competition and 

technological obsolescence 
 
Marketing tactics: Way by which marketing management is 
implemented 
• Marketing Mix: can involve price, promotion, product, and 

distribution decisions 
• Target markets of Segments (next week, relate to 

perceptual mapping) 

Marketing strategies based on information search 

Maintenance: Maintain current purchase behaviour when brand is 
habitually purchased by target market 
• Defend against disruptive tactics 
• Constant activity to product quality, distribution (avoid out-of-

stock situations), reinforcement of advertising strategy 
 
Capture: Brand is in target market’s evoked set and consumers 
engage in limited decision-making. 
• Constant supply + quality ($) 
• Provide info at P.O.P 
 

Preference: To cause target market to select brand already in 
evoked set -when using extended decision-making. 
1. Develop strong position of evaluative attributes 
2. Provide information – advertising, POP through third-party 

groups who recommend 

Disrupt: Brand not part of evoked set – consumers engage in 
habitual decision-making; disrupt existing decision patterns 
• Short-term low-involvement learning = attention-attracting 

advertising aimed at breaking habitual decision-making e.g. 
samples, bonuses, tie-in sales; eye-catching packaging; POP 
displays; comparative advertising 

 
Intercept: Brand is not part of evoked set, target market is only 
engaging in limited decision-making. Intercept consumer during 
search for information. 
• Attention grabber (e.g. POP, active website, coupons, packaging 

design) 
 
Acceptance (of not being in evoked set). Consumers are not seeking 
information about brand. 
• Advertise, encourage adoption of a new attribute 
• Motivate consumer to learn about brand 

Summary: How is internet used as information source? 

The growth in online information and specialised search agents 
(such as shopping bots) has changed information-search 
behaviours. As consumers access more information through the 
internet, they are more readily able to compare the features, prices 
and other attributes of a wide range of products to help them in 
their decision making. Marketers need to evaluate the effects of 
this behaviour on their marketing strategies and develop 
approaches that capitalise on this medium. 

Summary: What marketing strategies can be developed, based on 

different patterns of search behaviour? 

Sound marketing strategy takes into account the nature of the 
information searches in which the target market engages. The 
degree of search and the brand’s position within or outside the 
evoked set are two key dimensions. Based on these dimensions, six 
potential marketing strategies are suggested: maintenance, disrupt, 
capture, intercept, preference and acceptance. 

NATURE OF EVALUATIVE CRITERIA 

Summary: What is the nature of evaluative criteria? 

Evaluative criteria are the various features a consumer looks for in 
response to a particular problem. They are the performance levels 
or characteristics that consumers use to compare different brands 
in the light of their particular consumption problem. The number, 
type and importance of evaluative criteria used differ from 
consumer to consumer and across product categories. 

Evaluative Criteria 

= The various features a consumer looks for. The features they believe 
a product should have e.g. price, brand, ingredients. 
Focusing on evaluative criteria is important according to buyer type 

and products. 

MEASUREMENT OF EVALUATIVE CRITERIA Summary: What are the tools available to measure evaluative criteria? 

Although the measurement task is not easy, a number of techniques are 
available, ranging from direct questioning to projective techniques and 
multidimensional scaling. 

1. Determine which evaluative criteria are used? 

Direct = Asking consumers what info they use e.g. focus group 
Indirect = Assuming consumers cannot accurately state evaluative criteria 
 Use projective techniques = measure feelings, attitudes, 
motivations consumers are unwilling to reveal e.g. ambiguous stimuli 
through ink blots, word associations, sentence completion, dialogue bubbles. 
 
Perceptual mapping = consumers judge similarity of alternative brands 
without specifying evaluative criteria – processed by computer to derive 
perceptual map of brands. 



 
 

 

 

 

2. Determine consumers’ judgment of brand performance in terms of 

specific evaluative criteria 

Rank-ordering scales = Consumer rank set of brands, ads, features in 
terms of overall performance, taste, importance 
Best-worst scales = Consumers rank a subset of items from most to least 
favourite 
Likert scales = Consumers indicate level of agreement/disagreement with 
each a series of statements related to attitude object 
Semantic-differential scale = Consumer rates item on number of scales 
bonded at each end by one of two polar adjectives e.g. fast-slow, 
expensive-inexpensive 

Summary: Why are consumers’ individual judgments 

not necessarily accurate? 
Evaluative criteria, such as price, size and colour, can be 
judged easily and accurately by consumers. Other 
criteria, such as quality, durability and health benefits, 
are much more difficult to judge. 

 

Determine relative importance of evaluative criteria 

Constant-sum scale = Most common method of direct 
measurement – Consumers allocate 100 points to 
evaluative-criteria. 
Conjoint analysis (indirect-measurement) = Provides data on 
structure of consumers preferences for product features and 
willingness to trade one feature for more of another 
 Conjoint analysis is always limited to attributes 
limited by researcher – if an important attribute is omitted, 
incorrect market share prediction. 
 Not well suited to importance of emotional 
responses, nor can it determine interaction between different 
criteria. 
 Individual judgment and evaluative criteria 

Surrogate indicator = Attribute used to estimate level of a different 
attribute 
Heuristics = Mental ‘rule of thumb” used by consumers to assist in 
decision-making process: 
 When in doubt; a national brand is always a safe bet. 

 Better products cost more to make; higher prices = better quality 

 Generic products are just name brand sold under a different 

label at a lower price. 

 Large sized containers are almost always cheaper per unit. 

 

Summary: What is the role of surrogate indicators? 
When consumers are unable to assess the relative 
quality of alternative products accurately, they often use 
price, brand name or some other variable as a surrogate 
indicator of quality. To overcome such surrogate 
indicators, many lesser-known or lower-priced brands 
advertise the results of (or encourage participation in) 
blind brand comparisons. 

 

 

The use of surrogate indicators  

Predictive value = Consumer’s perception that one attribute is an accurate 
predictor or another 
Confidence value = Consumer’s ability to distinguish between brands 
based on surrogate indicator 
Consumers use surrogate indicators when impossible for them to assess 

claims made about products e.g. few customers have knowledge on 

chemistry so use surrogate indicator e.g. brand, seal of approval of 

environmental organisation. 

 
Price (most common indicator) = Influences quality of durable goods (e.g. 
computer) and lesser extent non-durable. 
This influence declines as visible product differences, previous product 
use and additional product info. Increases. 
 
Brand = Important when the only information the consumer has is the 
brand – can interact with or replace relative price, 
 
Others: packaging, store image, country of manufacture, warranty 

 

The accuracy of individual judgment 

Average consumer is not adequalty traine to judge performance 
of competing brands on complex evaluative criteria. 
Secondary discrimination = ability of individual to distinguish 
between similar stimuli using one of the senses e.g. sound of 
stereos, taste of food, clarity of photos 
Just-noticeable difference (JND) = minimum amount of change 
in a stimulus that needs to occur for consumers to notice the 
difference. 
 
The higher the initial level of attribute, the greater the amount that 
attribute must be changed before the change will be noticed 
(Weber’s law) 

EVALUATIVE CRITERIA AND STRATEGY 

Summary: What are the implications of evaluative criteria for 

marketing strategy? 
A critical first step in using evaluative criteria to develop marketing 
strategy comprises measuring: (a) which evaluative criteria are used 
by consumers; (b) how consumers perceive the various alternatives 
in terms of each criterion; and (c) the relative importance of each 
criterion to consumers. Marketing managers must be aware of the 
decision rules used by the target market, since different decision 
rules require different marketing strategies. 

 

Blind test = Consumer is not aware of product’s brand name – 
such tests enable marketer to evaluative functional 
characteristics of product and to determine whether just-
noticeable difference over particular competitor has been 
obtained – no ‘halo’ effect of brand. 
 

DECISION RULES 

Summary: What are the main types of decision rules that 

consumers may apply? 
The five most commonly used decision rules are the conjunctive, 
disjunctive, elimination-by-aspects, lexicographic and 
compensatory rules. Affective choice—decisions based primarily 
on feelings—is more holistic in nature than more cognitive 
decisions. 

Decision rule = Rule that describes how consumers select one 
alternative from those considered 

 

Conjunctive = Select all brands that surpass minimum level on 
each relevant evaluative criterion – useful in reducing size of info-

processing task to some manageable level. Eliminates those that 

do not meet minimum standards. 

 


