
Buying, Having, and Being: An Introduction to Consumer Behavior•

Objective 1: Consumer behavior is a process.•

Descriptive characteristics of population○
Age, gender, income, or occupation○

Demographics•

Where members share opinions and recommendations about anything from Barbie dolls to baseball fantasy league team line-
ups to iPhone apps. 

○
Consumption Communities•

Means an organization targets its product, service, or idea only to specific groups of consumers rather than to everybody--even 
if it means that other consumers who don't belong to this target market aren't attracted to it.

○
Market Segmentation Strategies•

Consumer Behavior: People in the Marketplace•

It is the study of the processes involved when individuals or groups select, purchase, use, or dispose of products, services,
ideas, or experiences to satisfy needs and desires. 

○
Consumer Behavior•

Used to be known as buyer behavior.○
Now, consumer behavior is realized as a process, not merely what happens at the moment a consumer hands over money or a 
credit card and in turn receives some good or service.

○

A transaction in which two or more organizations or people give and receive something of value, is an integral part of 
marketing

�
Exchange○

A person who identifies a need or desire, makes a purchase, and then disposes of the product during the three stages 
of consumption process

�

The purchaser isn't always the user of the product�
Sometimes, influencers are in the mix, by recommending certain products without actually buying or using them�
Consumers might also take the form of organizations or groups�
In other organizational situations, a large group of people may make purchase decisions �

Consumer○

Stages in the Consumption Process○

Consumer Behavior is a Process•

What is Consumer Behavior?•

Objective 2: Marketers have to understand the wants and needs of different consumer segments○
Our society is evolving from a mass culture in which many consumers share the same preferences to a diverse culture in which 
we have almost an infinite number of choices

○

Companies define market segments when they identify their most faithful customer or heavy users○

20 percent of users account for 80 percent of sales�
Think of this rule as a general rule of thumb�

80/20 Rule○

Statistics that measure observable aspects of a population, such as birth rate, age distribution, and income. �
Age - Consumers of different age groups obviously have very different needs and wants but they do tend to share a set 
of values and common cultural experiences that they carry throughout life.

�

Gender - we start to make gender distinctions at a very early age. Many products, from fragrances to footwear, target 
either men or women.

�

Family structure - a person's family/marital status is yet another important demographic variable, because this has a 
huge effect on consumers' spending priorities.

�

Social Class and Income - people who belong to the same social class are approximately equal in terms of income and 
social standing in the community. 

�

Demographics○

Consumers are Different! How We Divide Them Up•
Consumers' Impact on Marketing Strategy•

Chapter 1 Notes
Thursday, 6 August 2015 12:41 pm

   MKTG1204 Page 1    



social standing in the community. 
Race and Ethnicity - new opportunities develop to deliver specialized products to racial and ethnic groups and to 
introduce other groups to these offerings.

�

Geography - many national marketers tailor their offerings to appeal to consumers who line in different parts of the 
country. 

�

Marketers who interact with customers on a regular basis and give them solid reasons to maintain 
bond with the company over time

�

More vital during nasty economic conditions �

Relationship Marketing□

Lifestyle - consumers also have different lifestyles, even if they share other demographic characteristics such as gender 
and age. 

�

Tracks specific consumers' buying habits very closely and crafts products and messages tailored precisely to people's 
wants and needs based on this information.

�
Database marketing○

The collection and analysis of extremely large datasets �
Big data influences what we know and do�

Big Data○

Segmenting by Behavior: Welcome to Big Data•

Objective 3: Our choices as consumers relate in powerful ways to the rest of our lives. •
For better or for worse, we all live in a world that the actions of marketers significantly influence •

The music, movies, sports, books, celebrities, and other forms of entertainments that the mass market produces and 
consumes

�

Both a product of and an inspiration for marketers�

Popular Culture○
Popular Culture is Marketing is Popular Culture…•

Sociological perspective�
Takes the view that much of consumer behavior resembles actions in a play.�
As in a play, each consumer has the lines, props, and costumes necessary to put on a good performance.�
Because people act out many different roles, they sometimes alter their consumption decisions depending on the 
particular "play" they are in at the time.

�

Role Theory○

Self-concept attachment - the product helps to establish the user's identity.�
Nostalgic attachment - the product serves as a link with a past self.�
Interdependence - the product is a part of the user's daily routine.�
Love - the product elicits emotional bonds of warmth, passion, or other strong emotion. �

Type of Relationships a Person Might Have with a Product:○

All the World's a Stage•

Objective 4: Our motivations to consume are complex and varied.○
People often buy products not for what they do but for what they mean.○
Brand images - Meaning that have been carefully crafted with the help of legions of rock stars, athletes, slickly produced 
commercials, and many millions of dollars.

○

Motivation - refers to the process that lead people to behave as they do. It occurs when a need is aroused that the consumer 
wishes to satisfy. 

○

Utilitarian - a desire to achieve some functional or practical benefit, as when a person loads up on green vegetables 
for nutritional reasons.

�

Hedonic - an experiential need, involving emotional responses or fantasies.�

Needs May Be:○

Goal - the desired endgame of the consumer○
Whether the need is utilitarian or hedonic, the magnitude of the tension it creates determines the urgency the consumer feels
to reduce it. We call this degree of arousal a drive. 

○

Focuses on biological needs that produce unpleasant states of arousal . The arousal this tension causes motivates us to 
reduce it. 

�
Drive Theory○

Suggests that expectations of achieving desirable outcomes--positive incentives--rather than being pushed from within 
motivate our behavior.

�
Expectancy Theory○

What Does It Mean to Consume?•

A want is a specific manifestation of a need that personal and cultural factors determine.○
We describe motivation in terms of its strength--the pull it exerts on the consumer--and its direction--the particular way the 
consumer attempts to reduce it.

○

Refers to a continual striving to use time constructively�
Productivity orientation○

What Do We Need--Really?•

Henry Murray�
20 Psychogenic Needs○

Need for Affiliation - to be in the company of other people.�
Need for Power - to control one's environment.�
Need for Uniqueness - to assert one's individual identity.�

Need theory ○

Developed to understand personal growth and how people attain spiritual “peak experiences”. Later adapted to 
understand consumer motivations 

�
Maslow's Hierarchy of Needs○

How We Classify Consumer Needs•

Marketing's Impact on Consumers•
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understand consumer motivations 
Structure implies that the order of development is fixed – we must attain a certain level before we activate a need for 
the next, higher one. 

�

Marketers embrace it because it specifies certain types of product benefits people might look for depending on their 
stage of mental or spiritual development or their economic situation. 

�

It reminds us that consumers may have different need priorities in different consumption situations and at different 
stages of their lives. 

�

Problem: Culture bound – may only apply to Western culture (others will be different order) �

Physiological - "I like to work in the soil."�
Safety - "I feel safe in the garden."�
Social - "I can share my produce with others."�
Esteem - "I can create something of beauty."�
Self-actualization - "My garden gives me a sense of peace."�

Example: one study found that gardening could satisfy needs at every level of hierarchy.○

Objective 5: Technology and culture create a new "always on" consumer.○
Today many of us take for granted things that our grandparents only dreamed about. We instantly access people, places, and 
products with the click of a link.

○

The Global "Always On" Consumer•

The digital revolution is one of the most significant influences on consumer behavior, and the impact of the Web will continue 
to expand as more and more people around the world log in. 

○

B2C e-commerce - business selling to consumers○
C2C e-commerce - consumer-to-consumer activity○
Digital native - Consumers who grew up "wired" in a highly networked, always-on world where digital technology had always 
existed.

○

The horizontal revolution is characterized in part by the prevalence of social media. �

Synchronous interactions - interactions that occur real time.□
Asynchronous interactions - interactions that don't require all participants to respond immediately.□

A belief in democracy; the ability to freely interact with other people, companies, and organizations; 
open access to venues that allow users to share content from simple comments to reviews, ratings, 
photos, stories, and more; and the power to build on the content of others from your own unique 
point of view. 

�
Social media enables a Culture of Participation□

Social Media - are the online means of communication, conveyance, collaboration, and cultivation among 
interconnected and interdependent networks of people, communities, and organizations enhanced by technological 
capabilities and mobility. 

�

Horizontal revolution○

The Digital Native: Living a Social (Media) Life•

Objective 6: Many different types of specialists study consumer behavior. •

Just about anywhere we find consumers. ○
Where Do We Find Consumer Researchers?•

Many different perspectives shape the young field of consumer behavior. ○
Interdisciplinary Influences on the Study of Consumer Behavior•

Objective 7: there are differing perspectives regarding how and what we should understand about consumer behavior. ○
Paradigm - a set of beliefs that guide our understanding of the world.○
Paradigm shift - occurs when a competing paradigm challenges the dominant set of assumptions.○

This perspective has significantly influenced Western art and science since the late 16th century. It emphasizes that 
human reason is supreme and that there is a single, objective truth that science can discover. Positivism encourages us 
to stress the function of objects, to celebrate technology, and to regard the world as a rational, ordered place with a 
clearly defined past, present, and future. 

�
Positivism (a.k.a. Modernism)○

Questions these assumptions. Proponents of this perspective argue that our society emphasizes science and �
Interpretivism (a.k.a. Postmodernism)○

Two Perspectives on Consumer Research •

Consumer Behavior as a Field of Study•
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Questions these assumptions. Proponents of this perspective argue that our society emphasizes science and 
technology too much, and they feel that this ordered, rational view of behavior denies or ignores the complex social 
and cultural world in which we really live.  

�
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Decision Making and Consumer Behavior•

Objective 1:  The three categories of consumer decision making are Cognitive, Habitual, and Affective.○

We evaluate the effort we'll need to make a particular choice and then tailor the amount of cognitive "effort" we 
expend to get the job done.

�
Constructive processing○

Consumers engage in counteractive construal when they exaggerate the negative aspects of behaviors that will interfere with 
the ultimate goal.

○

What's Your Problem?•

Involvement - is a person's perceived relevance of the object based on their inherent needs, values, and interests. ○
Conceptualizing Involvement○

Consumer Involvement•

Inertia - describes consumption at the low end of involvement, where we make decisions out of habit because we lack the 
motivation to consider alternatives. 

○

Is a consumer's 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. 

�

This means the person believes there may be negative consequences if he or she chooses the wrong option. □
As a rule, product decisions are likely to be highly involving if the consumer believes there is perceived risk.�

5 Types of Perceived Risk�

Product Involvement○
Types of Involvement•

Chapter 2 Notes
Saturday, 8 August 2015 4:47 pm
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Media vehicles possess different qualities that influence our motivation to pay attention to what they tell us�
High-involvement medium - Print. The reader actively processes the information and if desired, he or she is able to 
paus and reflect on it before turning the page.

�

Low-involvement medium - Television. It requires a passive viewer who exerts relatively little control over content.�

Where people become immersed in the storyline of an advertisement. □
Narrative transportation�

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

□

Use prominent stimuli, such as load music and fast action, to 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.□

Techniques:�

Message Involvement○

Takes place with a store, web site, or a location where people consume a product or service.�
Situational Involvement○

Objective 2: A cognitive purchase decision is the outcome of a series of stages that results in the selection of one product over 
competing options.

○

According to this view, people calmly and carefully integrate as much information as possible with what they already 
know about a product, painstakingly weight the pluses and minuses for each alternative, and arrive at a satisfactory 
decision.

�
Information-processing perspective ○

Assumes that 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 (what economists 
call the utility) exceed the costs. 

�
Economics of information perspective○

Problem recognition.i.
Information search.ii.
Evaluation of alternatives.iii.
Product choice.iv.

Occurs when we experience a significant difference between our current state of affairs and some 
state we desire. 

�

Need recognition: actual state declines �
Opportunity recognition: ideal state moves upward �

Magnitude of discrepancy ◊
Relative importance ◊

Need to resolve discrepancy depends on: �

Problem recognition □
Step 1: problem solving�

Steps in the Cognitive Decision-Making Process○

Cognitive Decision Making•

   MKTG1204 Page 6    



The process by which we survey the environment for appropriate data to make a reasonable decision.□
Pre-purchase search - you might recognize a need and then search the market place for specific information.□
Ongoing search - browsing for the fun of it or because we like to stay up-to-date on what's happening in the 
marketplace.

□

Internal search - we scan our own memory banks to assemble information about different product 
alternatives.

□

Problem Recognition: Shifts in Actual or Ideal States□

Step 2: information search�

Self e.g. memories, past experiences a)
Personal sources e.g. friends, family b)
Independent sources e.g. consumer groups, blogs c)
Marketing sources e.g. advertising, websites, staff d)
Experiential sources e.g. trial and inspectione)

Five Primary sources of Info:□

Search tends to be greatest among those consumers who are moderately knowledgeable about the product. 
People with very little expertise may not feel they are competent to search extensively. Experts engage in 
selective search where their efforts are more focused and efficient. 

□

Forums, fan clubs, and user groups offer product-related discussions to help customers sift through 
options.

�

Cybermediaries - describes a website or app that helps to filter and organize online market information so 
that customers can identify and evaluate alternatives more efficiently. 

□
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options.
Intelligent agents - are sophisticated software programs that use collaborative filtering technologies to learn 
from past user behavior in order to recommend new purchases. 

□

We call the alternatives a consumer knows about the evoked set and the ones he or she seriously considers 
the consideration set.

□

Consumers often consider a surprisingly small number of alternatives, especially with all the choices available 
to us. 

□

How do consumer’s categorize: They evaluate its attributes in terms of what they already know about the 
item or other similar products. 

□

Knowledge structure - Set of beliefs and the way we organize these beliefs in our minds. Their makeup 
matters to marketers because they want to ensure that customers correctly group their products. 

□

Step 3: evaluate alternatives�

Basic level category - the most useful to classifying products. □
Superordinate category - is more abstract□
Subordinate category - often involves individual brands.□

The success of a positioning strategy hinges on the marketer's ability to convince the 
consumer to consider its product within a given category. 

◊
Position a Product�

At the abstract, superordinate level, many different product forms compete for membership◊
Identify Competitors�

Category exemplars - tend to exert a disproportionate influence on how people think of the 
category in general.

◊
Create an Exemplar Product�

Product categorization also can affect consumers' expectations regarding the places where 
they can locate a desired product.

◊
Locate Products in Store�

Strategic Implications of Product Categorization□

Evaluative Criteria - are the dimensions we use to judge the merits of competing options. �
Determinant attributes - are the features we actually use to differentiate among our choices. �

Point out significant brand differences of the attribute i)
Supply the customer with a decision‐making rule ie. If (deciding among competing brands), 
then (use the attribute as a critera) 

ii)

Convey a rule that’s similar to how customer make the decision previously to avoid 
complication and therefore customer’s ignoring recommendation. 

iii)

To effectively recommend a new decision criterion, a marketer should convey 3 pieces of 
information:

�

means that if an option doesn't suit us on one dimension, we just reject it out of hand and 
move on to something else rather than think about how it might meet our needs in other 
ways.

◊

Lexicographic rule - when a person uses this rule, he selects the brand that is best on the 
most important attribute. If he feels that two or more brands are equally good on that 
attribute he then compares them on the second most important attribute.

◊

Elimination-by-aspects rule - the buyer also evaluates brands on the most important 
attribute. 

◊

Conjunctive rule - entails processing by brand. If none of the brands meet the cutoffs, he may 
delay the choice, change the decision rule, or modify the cutoffs he chooses to apply. 

◊

Noncompensatory rule�

Evaluative Criteria□

Once we assemble and evaluate the relevant options in a category, eventually we have to choose one. □
Feature creep - consumers are overwhelmed and, sometimes, frustrated by a product with too many features. 
The virtue of simplicity.

□

Step 4: product choice�

The true test of our decision-making process is whether we are happy with the choice we made after we 
undergo all these decision-making steps.

□

Postpurchase evaluation - closes the loop; it occurs when we experience the product or service we selected 
and decide whether it meets (or maybe even exceeds) our expectations.

□

Consumer satisfaction/dissatisfaction (CS/D) - our overall reactions to a product after we've bought it.□

Step 5: postpurchase evaluation�

Habitual Decision Making•
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Objective 3: We often rely upon "rules-of-thumb" or cues in the environment to make routine decisions.○
We purchase some items with virtually no advance planning at all. ○
Purchase momentum - occurs when our initial impulse purchases actually increase the likelihood that we will buy even more 
(instead of less as we satisfy our needs) 

○

Habitual decision making - describes the choices we make with little or no conscious effort. Many purchase decisions are so 
routine we may not realize we've made them until we look in our shopping carts.

○

Priming - cues in the environment that make us more likely to react in a certain way even though we're unaware of 
these influences.

�

Nudge - subtle changes in a consumer's environment can change behavior.�
Default bias - where we are more likely to comply with a requirement than to make an effort not to comply �

Priming and Nudging○

Habitual Decision Making•

Unlike the cognitive decision strategies we've already described we use when we want to arrive at the best result--maximizing 
solution--in fact we often are quite content to exert less mental effort and simply receive an adequate outcome--satisficing 
solution.

○

This "good enough" perspective on decision making is called bounded rationality.○
Sunk-cost fallacy - if we've paid for something, we're more reluctant to waste it.○
Loss aversion - this means that we emphasize our losses more than our gains.○
Behavioral economics - a blend of psychology and economics that studies how consumers make economic decisions○
Many of the principles in behavioral economics deal with the way a choice is put into context-the process of framing. It is the 
way we pose a problem and whether it's phrased terms of gains or losses influences our decisions.

○

Mental accounting - analyses of people's responses to situations and similar puzzles○
Prospect theory - describes how people make choices; it defines utility in terms of gains and losses. We evaluate riskiness of a 
decision differently if it's put to us in terms of what we stand to gain rather than what we stand to lose. 

○

Decision-Making Biases and Shortcuts•

Shortcuts that help us make decisions by eliminating certain prospects through biases. ○
"mental rules-of-thumb" range from the very general to the very specific .○

Co-variation. Our associations among events that may or may not actually influence one another.�

Ethnocentrism - refers to the tendency to prefer products (or people) of one's own culture to those of other 
countries. 

□
Country of origin. It matters to consumers where the product was created, assembled, or manufactured. �

Familiar brand names. It matters if the brand is something we are previously aware of or not.�
Higher prices. Many people assume that a higher-priced alternative is better quality than a lower-priced option.�

Prevalent Heuristics:○

Heuristics: Mental Shortcuts•

Objective 4: We make some decisions on the basis of an emotional reaction rather than the outcome of a rational thought 
process. 

○

Affect - many of our decisions are driven by our emotional responses to products.�

Our feelings also can serve as a source of information when we weigh the pros and cons of a decision. □
Positive Affect�

Emotions resulting from an unpleasant experience.□
Negative Affect�

Emotions and Consumption○

a.k.a. opinion mining□
Refers to a process that scours the social media universe to collect and analyze the words people use when 
they describe a specific product of company.

□

From these words, the researcher creates a word-phrase dictionary (a.k.a. library) to code data.□

Sentiment Analysis �
How Social Media Tap Into Our Emotions○

Affective Decision Making•
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Cultural Influences on Consumer Decision Making•
Culture is society's personality. It includes both abstract ideas, such as values and ethics, and material objects and services, such as 
automobiles, clothing, food, art, and ethics, and material objects and services. It is the accumulation of shared meanings, rituals, norms, and 
traditions among members of an organization or society.

•

Ecology -- the way a system adapts to its habitat. ○
Social structure -- the way people maintain an orderly social life.○
Ideology -- the mental characteristics of a people and the way they relate to their environment and social groups. ○

A cultural system consists of these functional areas:•
Cultural Systems•

A value is a belief that some condition is preferable to its opposite. •

What sets cultures apart is the relative importance, or ranking, of these universal values. This set of rankings constitutes a 
culture's value system.

○

Core values -- a set of values that uniquely define a culture. ○
Enculturation -- the process of learning the beliefs and behaviors endorsed by one's own culture. ○
Acculturation -- the process of learning the beliefs and behaviors of another culture. ○

A custom is a norm that controls basic behaviors. �
A more ("mor-ay') is a custom with a strong moral overtone. It often involves a taboo, or forbidden behavior. �
Conventions are norms that regulate how we conduct our everyday lives. �

The following are all types of crescive norms:○

Core Values•

Milton Rokeach identified a set of terminal values, or desired end states, that apply to many different cultures. The 
Rokeach Value Survey also includes a set of instrumental values; actions we need to take to achieve these terminal 
values. 

�
The Rokeach Value Survey○

The list of values (LOV) scale isolates values with more direct marketing applications. This identifies nine consumer 
segments based on the values members endorse and relates each value to differences in consumption behaviors. 

�
The List of Values (LOV)○

The means-end chain model assumes that people link very specific product attributes (indirectly) to terminal values. 
We choose among alternative means to attain some end stat that we value. 

�

A technique called laddering uncovers consumers' associations between specific attributes and these general 
consequences. 

�

The Means-End Chain Model○

A number of companies track changes in values through large-scale surveys. They sell the results of these studies to 
marketers, who receive regular updates on changes and trends. 

�
Syndicated Surveys○

How Do Values Link to Consumer Behavior?•

Cultural Values •

Cultural products undergo a process of cooptation, in which outsiders transform their original meanings. •

The Movement of Meaning○
Cultural Movement•

The Yin and Yang of Marketing and Culture•

Chapter 3 Notes
Monday, 12 October 2015 3:14 PM
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The Culture Production Process○

Many possibilities initially compete for adoption; most of them drop out of the mix as they make their way down the path from
conception to consumption. We call this winnowing-out process cultural selection.

○

A cultural production system (CPS) -- the set of individuals and organizations that create and market a cultural product. The 
structure of a CPS determines the types of products it creates. 

○

A creative subsystem to generate new symbols and products.�
A managerial subsystem to select, make tangible, produce, and manage the distribution of new symbols and products.�
A communications subsystem to give meaning to the new product and provide it with a symbolic set of attributes. �

3 Major Subsystems of CPS:○

Cultural gatekeepers -- tastemakers have a say in the products we consider. They filter the overflow of information as it travels 
down the "funnel"

○

An art product is an object we admire strictly for its beauty or because it inspires an emotional reaction in us.○
We admire a craft product because of the beauty with which it performs some function. ○

High and Low Culture•

Many popular art forms follow a cultural formula, where familiar roles and props occur consistently. ○
Cultural Formulae•

Reality engineering occurs when marketers appropriate elements of popular culture and use them as promotional vehicles. •

Product placement is the insertion of real products in fictional movies, TV shows, books, and plays. ○
Product Placement•

Advergaming -- where online games merge with interactive advertisements that let companies target specific types of 
consumers. These placements can be short exposures such as a billboard that appears around a racetrack, or they can take the 
form of branded entertainment and integrate the brand directly into the action.

○

Plinking is the act of embedding a product or service link in a video. ○

Advergaming•

Reality Engineering•

Every culture develops stories and ceremonies that help its members to make sense of the world. •

A myth is a story with symbolic elements that represents a culture's ideals. ○

Metaphysical -- they help to explain the origins of existence.�
Cosmological -- they emphasize that all components of the universe are part of a single picture.�
Sociological -- they maintain social order because they authorize a social code for members of a culture to follow.�
Psychological -- they provide models for personal conduct. �

4 Functions of Myths in a Culture:○

Many stories involve binary opposition, which represents two opposing ends of some dimension. ○

Myths•

A ritual is a set of multiple, symbolic behaviors that occurs in a fixed sequence and is repeated periodically. ○
Fortress brands -- items that we use to perform our rituals. Once they become embedded in our ceremonies, we're unlikely to 

Rituals •

Cultural Stories and Ceremonies•
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Fortress brands -- items that we use to perform our rituals. Once they become embedded in our ceremonies, we're unlikely to 
replace them. 

○

Ritual artifacts -- these are items we need to perform rituals. ○
Ritual scripts -- the sequence in which we should use ritual artifacts, and who uses them. ○

Grooming rituals -- these ceremonies help us transition from our private self to our public self, or back again. It helps 
to inspire confidence before we face the world, and they "cleanse" us of impurities. 

�
Grooming Rituals○

In a gift-giving ritual, we procure the perfect object, meticulously remove the price tag, carefully wrap the object, and 
deliver it to the recipient. It is a form of economic exchange in which the giver transfers an item of value to a recipient, 
who in turn must reciprocate. 

�

During gestation, the giver procures an item to mark some event. This may be either structural (prescribed by 
the culture) or emergent (the decision is more personal and idiosyncratic).

□

The second stage is presentation, or the process of gift exchange. The recipient responds to the gift and the 
donor evaluates this response.

□

In the reformulation stage, the giver and receiver redefine the bond between them to reflect their new 
relationship after the exchange. 

□

3 Distinct Stages:�

Reciprocity norm -- which obliges people to return the gesture of a gift with one of equal value. �

Gift-Giving Rituals○

Rites of Passage -- rituals we perform to make a change in social status�

Separation -- detachment rom original group.□
Liminality -- limbo between statuses. □
Aggregation -- return to society with new status. □

Stages:�

Rites of Passage○

Sacred Consumption occurs when we "set apart" objects and events from normal activities and treat them with respect or awe. •
Profane consumption describes objects and events that are ordinary or everyday; they don't share the "specialness" of sacred ones. •

Sacrilization occurs when ordinary objects, events, and even  people take on sacred meaning. ○
Objectification occurs when we attribute sacred qualities to mundane items. One way that this process occurs is via 
contamination, whereby objects we associate with sacred events or people become sacred in their own right. 

○

Collecting refers to the systematic acquisition of a particular object or set of objects. We distinguish this from hoarding, which 
reflects a reluctance to discard used objects. 

○

Sacrilization•

A society sets apart sacred places because they have religious or mystical significance or because they commemorate 
some aspect of a country's heritage. Contamination makes these places sacred. 

�
Sacred Places○

We idolize sacred people as we set them apart from the masses, and sometimes people come to believe that these 
individuals have "superhuman" abilities. 

�
Sacred People○

Sometimes pubic events resemble sacred, religious ceremonies. �
Sacred Events○

Domains of Sacred Consumption•

The process of desacralization -- this occurs when we remove a sacred item or symbol from its special place or duplicate it in 
mass quantities so that it loses its "specialness" and becomes profane.

○
From Sacred to Profane, and Back Again•

Sacred and Profane Consumption•

Global Consumer Culture unites people around the world by their common devotion to brand-name consumer goods, movie stars, 
celebrities, and leisure activities. 

•

Creolization occurs when foreign influences integrate with local meanings. ○
Rather than ignore the global characteristics of their brands, firms have to manage them strategically. ○

It's a BRAND New World•

Etic Perspective -- focuses on commonalities across cultures. An etic approach to a culture is objective and analytical; it reflects 
impressions of a culture as outsiders view it. 

○
Adopt a Standardized Strategy•

Emic perspective -- this stresses variations across cultures. Each culture is unique, with its own value systems, conventions, and 
regulations. This perspective argues that each country has a national character; a distinctive set of behavior and personality 
characteristics. 

○
Adopt a Localized Strategy•

Consumer style -- a pattern of behaviors, attitudes, and opinions that influences all of a person's consumption activities.○

Power distance -- the extent to which the less powerful members of organizations and institutions accept and 
expect that power is distributed unequally.

□

Individualism -- the degree to which individuals are integrated into groups. □
Masculinity -- the distribution of roles between the genders.□
Uncertainty avoidance -- a society's tolerance for uncertainty and ambiguity.□
Long-term orientation -- values associated with long-term orientation are thrift, and perseverance; values 
associated with short-term orientation are respect for tradition, fulfilling social obligations, and protecting 
one's "face".

□

Indulgence versus restraint -- the extent to which a society allows relatively free gratification of basic and 
natural human drives to enjoying life and having fun. 

□

This measure scores a country in terms of its standing on six dimensions so that users can compare and contrast 
values:

�
Hofstede Dimensions of National Culture○

Cross-Cultural Differences Relevant to Marketers•

Global Consumer Culture•
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natural human drives to enjoying life and having fun. 

Global citizens -- the largest segment. Uses the global success of a company as a signal of quality and innovation. ○
Global dreamers -- second-largest segment, consists of consumers who see global brands as quality products and readily buy 
into the myths they author.

○

Antiglobals -- skeptical that transnational companies deliver high-quality goods. ○
Global agnostics -- consumers who don't base purchase decisions on a brand's global attributes.○

Does Global Marketing Work?•
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Consumer and Social Well-Being•

Objective 1: Ethical business is good business.•
Consumers think better of the products a firm sells when the organization behaves ethically. •
Business Ethics are rules of conduct that guide actions in the marketplace; these are the standards against which most people in a 
culture judge what is right and what is wrong, good od bad. These universal values include honesty, trustworthiness, fairness, respect, 
justice, integrity, concern for others, accountability, and loyalty. 

•

Notions of right and wrong differ among people, organizations, and cultures because each culture has its own set of values, beliefs, and 
customs. 

•

Marketspace -- a time when companies called the shots and decided what they wanted their customers to know and do. ○
Consumerspace -- many people feel empowered to choose how, when, or if they will interact with corporations. In this new 
environment, individuals dictate to companies the type of products they want and how, when, and where (or even if) they 
want to learn about those products.

○

A need is a basic biological motive; a want represents one way that society has taught to satisfy the need. �
The need is already there; marketers simply recommend ways to satisfy it. A basic objective of marketing is to create 
awareness that needs exist, not create needs. 

�

Do Marketers Create Artificial Needs?○

Products meet existing needs, and advertising only helps to communicate their availability. �
Advertising is a service for which consumers are willing to pay because the information it provides reduces their search 
time. 

�

Are Advertising and Marketing Necessary?○

Advertisers simply do not know enough about people to manipulate them.�
The industry is successful when it tries to sell good products and unsuccessful when it sells poor ones. �

Do Marketers Promise Miracles?○

Materialism refers to the importance people attach to worldly possessions.�
Materialistic values tend to emphasize the well-being of the individual versus the group, which may conflict with family 
or religious values. 

�

Materialists are more likely to value possessions for their status and appearance-related meanings, whereas those 
who do not emphasize this value tend to prize products that connect them to other people or that provide them with 
pleasure when they use them.

�

Materialistic people link their self-identity to products.�
Provenance -- shoppers are willing to pay more for an item when they know exactly where it comes from and they are 
assured that "real people" have thoughtfully selected the things from which they choose. 

�

The process of curation refers to an expert who carefully chooses pieces to include in a museum exhibit, now applies 
to a range of consumer products such as food, clothing, and travel. 

�

Materialism: Are You What You Own?○

Needs and Wants: Do Marketers Manipulate Consumers?•

Business Ethics and Consumer Rights•

Objective 2: Marketers have an obligation to provide safe and functional products as part of their business activities. •

Voice response -- you can appeal directly to the retailer for redress.1.
Private response -- you can express your dissatisfaction to friends and boycott they product or the store where you bought it. 2.
Third-party response -- you can take legal action against the merchant, or write a letter to the newspaper.3.

If you're not happy with a product or service, there are 3 possible courses of action:•

They get the chance to correct the situation.1.
They will avoid an escalating problem that results when consumers take to social media to let others know they've been 
treated badly. People are more likely to spread the word about unresolved negative experiences to their friends than they are
to boast about positive occurrences.

2.

They collect valuable insights about customers' experiences that will help them to improve for future customers. 3.
If the consumer does not believe that the store will respond to her complaint, she will be more likely to simply switch than 
fight as she just takes her business elsewhere. 

4.

Although nobody likes criticism, organizations should encourage people to complain fro these reasons:•

Corrective Advertising -- means that the company must inform consumers that precious messages were wrong or misleading. ○
Consumer interests are protected by market regulations from the government.○

Market Regulation•

Culture jamming -- a strategy to disrupt efforts by the corporate world to dominate our cultural landscape. This movement 
believes that it will change the way information flows; the way institutions wield power; the way TV stations are run; and the 
way the food, fashion, automobile, sports, music, and culture industries set their agendas. 

○

Participatory Action Research (PAR) or Transformative Consumer Research (TCR) -- promotes research projects that include 
the goal of helping people or bringing about social change. Scientists who subscribe to this perspective view consumers as 
collaborators who work with them to realize this change rather than as a "phenomenon" upon which to conduct research. 

○

Consumerism •

Social marketing strategies use the techniques that marketers normally employ to sell beer or detergent to encourage positive 
behaviors such as increased literacy and to discourage negative activities such as drunk driving.

○

Corporate social responsibility (CSR) -- describes processes that encourage the organization to make a positive impact on the 
various stakeholders in its community including consumers, employees, and the environment. 

○

Cause marketing -- is a popular strategy that aligns a company or brand with a cause to generate business and societal 
benefits. 

○

Social Marketing and Corporate Social Responsibility (CSR)•

Consumers' Rights and Product Satisfaction•

Major Policy Issues Relevant to Consumer Behavior•

Chapter 4 Notes
Thursday, 3 September 2015 6:40 pm
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Objective 3: Consumer behavior impacts directly on major public policy issues that confront our society.•

Real-time bidding -- an electronic trading system that sells ad space on the Web pages people click on at the very moment 
they visit them. 

○

Identity theft occurs when someone steals your personal information and uses it without your permission. It is the most 
common consumer complaint. 

○

Phishing scams -- where people receive fraudulent emails that ask them to supply account information.○
Botnets -- a set of computers that are penetrated by malicious software known as malware that allows an external agent to 
control their actions. 

○

Data Privacy and Identity Theft•

Market Access -- ability to find and purchase goods and services.○

People who have disabilities have limited market access, sometimes, even non-existent. �
Technology holds the potential to improve market access. �

Disabilities○

Food deserts -- a census tract where 33% of the population or 500 people, whichever is less, live more than a mile 
from a grocery store in an urban area or more than 10 miles away in a rural area. Healthy food options in these 
communities are hard to find or are unaffordable. 

�
Food Deserts○

Media literacy -- refers to a consumer's ability to access, analyze, evaluate, and communicate information in a variety 
of forms, including print and non-print messages. It empowers people to be both critical thinkers and creative 
producers of an increasingly wide range of messages using image, language, and sound. 

�

Functionally illiterate -- describes a person whose reading skills are not adequate to carry out everyday tasks, such as 
reading the newspaper or instructions on a pill bottle. 

�

Literacy○

Market Access•

The financial bottom line -- provide profits to stakeholders.1.
The social bottom line -- return benefits to the communities where the organization operates.2.
The environmental bottom line -- minimize damage to the environment or even improve natural conditions.3.

Triple bottom-line orientation refers to  business strategies that strive to maximize return in 3 ways:○

Cradle to cradle -- the target to aim for is a product made from natural materials that are fully reusable or recyclable 
so that the company actually uses zero resources to make it. 

�

Sustainability is based on a simple principle: Everything that we need for our survival and well-being depends, either directly or 
indirectly, on our natural environment. It creates and maintains the conditions under which humans and nature can exist in 
productive harmony, that permit fulfilling the social, economic, and other requirements of present and future generations. 

○

Conscientious consumerism -- consciously choosing products that are made from sustainable materials.○

Green marketing describes a strategy that involves the development and promotion of environmentally friendly 
products--and stressing this attributes when the manufacturer communicates with customers. 

�

Greenwashing occurs when companies make false or exaggerated claims about how environmentally friendly their 
products are. 

�

LOHAS -- "lifestyles of health and sustainability". This label refers to people who worry about the environment, want 
products to be produced in a sustainable way, and spend money to advance what they see as their personal 
development and potential. 

�

Green Marketing and Greenwashing○

The issue of product disposal is vital because of its enormous public policy implications. We live in a throwaway 
society, which creates problems for the environment and also result in a great deal of unfortunate waste. 

�

Lateral cycling -- one consumer exchanges something she owns for something the other person owns. Reusing other 
people's things is especially important in our throwaway society because there is no longer an "away" to throw things 
to. 

�

Underground economy -- flea markets, garage sales, swap meets, etc.�
Recommerce -- many consumers want to squeeze more value out of their possessions by selling or trading them. �

Product Disposal○

Sustainability and Environmental Stewardship•

Major Policy Issues Relevant to Consumer Behavior•

Objective 4: Consumer behavior can be harmful to individuals and to society. •
Products are purchased not only for their functionality but also for their ability to showcase the consumer's self-identity. •

Consumer addiction is a physiological or psychological dependency on products or services. ○

Psychologists compare social media addiction to chemical dependency to the point of inducing symptoms of 
withdrawal when users are deprived of their fix. 

�

Cyberbullying -- refers to the willful and repeated harm inflicted through the use of computer, cell phones, and other 
electronic devices. 

�

Phantom Vibration Syndrome -- describes the tendency to habitually reach for your cell phone because you feel it 
vibrating, even if it is off or you are not even wearing it at the time. 

�

Addiction to Technology ○

Compulsive consumption refers to repetitive and often excessive shopping performed as an antidote to tension, 
anxiety, depression, or boredom. 

�

The behavior is not done by choice.1.
The gratification derived from the behavior is short-lived.2.
The person experiences strong feelings of regret or guilt afterward. 3.

Three common elements characterize many negative or destructive consumer behaviors:�

Compulsive Consumption○

Addictive Consumption•

Consumed consumers are people who are used or exploited, willingly or not, for commercial gain in the marketplace. ○
Consumed Consumers•

Illegal Acquisition and Product Use•

The Dark Side of Consumer Behavior•
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Shrinkage is the industry term for inventory and cash losses from shoplifting and employee theft.�
Serial wardrobers -- people who buy an outfit, wear it once, and return it.�
Counterfeiting -- where companies or individuals sell fake versions of real products to consumers (who may or may 
not be aware of the switch).

�

Consumer Theft and Fraud○

Anticonsumption -- events in which people deliberately deface or mutilate products and services. �
Anticonsumption○

Illegal Acquisition and Product Use•
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Perception•

refers to the immediate response of our sensory receptors (eyes, ears, nose, mouth, fingers, skin) to basic stimuli such as light, 
color, sound, odor, sound, and texture. 

○
Sensation •

is the process by which people select, organize, and interpret these sensations. The study of perception focuses on what we 
add to these raw sensations in order to give them meaning. 

○

Our brains receive external stimuli, or sensory inputs, on a number of channels. These inputs are the raw data that begin the 
perceptual process. 

○

Multisensory, fantasy, and emotional aspects of consumers' interactions with products. �
Hedonic Consumption○

Perception •

Context effects - the sensations we experience that subtly influence how we think about 
products we encounter. 

•

Objective 1: The design of a product is now a key driver of its success or failure.•

Where companies think carefully about the impact of sensations on our product experiences. ○
Companies recognize that our senses help us decide which products appeal to us.○
Marketing through consumers' senses.○

Sensory Marketing•

Marketers rely heavily on visual elements in advertising, store design, and packaging. They communicate meanings on the 
visual channel through a product's color, size, and styling. 

○

Colors may even influence our emotions more directly.○
Because colors elicit such strong emotional reactions, the choice of a color palette is a key issue in package design.○
Some color combinations come to be so strongly associated with a corporation that they become known as the company's 
Trade Dress, and courts may even grant exclusive use of specific color combinations. 

○

Fashion trends strongly influence our color preferences, so it's no surprise that we tend to encounter a "hot" color on clothing 
and in home designs in one season that something else replaces the next season. These styles do not happen by accident; a 
handful of firms produce color forecasts that manufacturers and retailers buy so they can stock up on the next hot hue. 

○

Vision•

Odors stir emotions or create a calming feeling. They invoke memories or relieve stress.○
We process fragrance cues in the limbic system, the most primitive part of the brain and the place where we experience 
immediate emotions. 

○

Dollars and Scents•

Objective 2: Products and commercial messages often appeal to our senses, but because of the profusion of these messages 
most of them won't influence us. 

○

This is a popular and well-known trick that has been around for centuries and used by composers and producers to 
weave sound/motif into a piece of music. 

�

Acts like an "earworm", which gets inside our brains and becomes so compulsive that we go around humming it as we 
walk down the street and not understanding why. 

�

Audio Watermarking○

The process by which the way a word sounds influences our assumptions about what it describes and attributes, such 
as size.

�
Sound Symbolism○

Sound•

Sensations that reach the skin stimulate or relax us. ○

Touch�
Plays an important role in consumer behavior�
Appear to moderate the relationship between product experience and judgment confidence. �

Haptic Sense○

A philosophy that translates customers' feelings into design elements. �
Kinsel Engineering○

Touch•

Our taste receptors obviously contribute to our experience of many products.○
Flavor houses develop new concoctions to please the changing palates of consumers.○

Taste•

Objective 3: Perception is a three-stage process that translates raw stimuli into meaning.○

Occurs when a stimulus comes within the range of someone's sensory receptors. Consumers concentrate on some 
stimuli, are unaware of others, and even go out of their way to ignore some messages. 

�

Some stimulus can be above or below a person's sensory threshold (the point at which it is strong enough to make a �

Stage 1: Exposure○

The Stages of Perception•

Sensation•

Chapter 5 Notes
Saturday, 15 August 2015 3:00 pm

   MKTG1204 Page 17    



Some stimulus can be above or below a person's sensory threshold (the point at which it is strong enough to make a 
conscious impact in his or her awareness).

�

Psychophysics focuses on how people integrate the physical environment into their personal, subjective worlds.�
Absolute Threshold refers to the minimum amount of stimulation a person can detect on a given sensory channel.�

The minimum difference we can detect between two stimuli is the j.n.d. (just noticeable difference).□

Differential Threshold refers to the ability of a sensory system to detect changes in our differences between two 
stimuli.

�

Ernst Weber□
The amount of change required for the perceiver to notice a change systematically relates to the intensity of 
the original stimulus. 

□

The stronger the initial stimulus, the greater the change must be for us to notice it.□

Weber's Law�

Objective 4: Subliminal advertising is a controversial--but largely ineffective--way to talk to consumers.□
Most marketers want to create messages above consumers' thresholds so people will notice them, but a good 
number of consumers want to design messages below the threshold of recognition.

□

Threshold can also be called Limen□

refers to stimulus below the level of consumer's awareness.�
If you can see it or hear it, it is not subliminal.�

Subliminal Perception □

Subliminal Perception�

Marketers supposedly send subliminal messages on both visual and aural channels. □
Embeds are tiny figures they insert into magazine advertising via high-speed photography or airbrushing. □
All speculations and not enough proof. □

Subliminal Messaging Techniques�

Some research suggests that subliminal messages can influence people under very specific conditions, though 
it is doubtful that these techniques would be of much use in most marketing contexts.

□

There are better ways to get our attention than subliminal messages.□

Does Subliminal Perception Work?�

Attention refers to the extent of which processing activity is devoted to a particular stimulus. �
Consumers often live in a state of sensory overload. We are exposed to far more information than we can process. 
That means the fight for your attention--or what some marketers refer to as an eyeball economy--gets tougher 
everyday. 

�

People process information from more than one medium at a time as they alternate among their cellphones, 
TVs, and laptops. 

□

One possible consequence of multitasking: These bursts of stimulation provoke the body to secrete dopamine, 
which is addicting. We begin to feel bored without dopamine. In turn, we multitask more and reduce our 
ability to concentrate. 

□

Multitasking�

The use of animated gif files or video clips to grab viewers' attention. �

Ads that give you a taste of the story but make you return later for the rest.◊
Teaser Ads�

Rich media□

Outrageous, or at least unusual, ads in public places. �
Spectacles□

How Do Marketers Get Our Attention?�

Perceptual Selection means that people attend to only a small portion of the stimuli to which they are exposed. �

Perceptual Vigilance means we are more likely to be aware of stimuli tat relate to our current needs. □
Perceptual Defense means that we tend to see what we want to see--and we don't see what we don't want to 
see. 

□

Intensity - less-intense stimuli habituate because they have less sensory impact.◊
Discrimination - simple stimuli habituate because they do not require attention to detail.◊
Exposure - frequently encountered stimuli habituate as the rate of exposure increases. ◊
Relevance - stimuli that are irrelevant or unimportant habituate because they fail to attract 
attention.

◊

Several Factors of Adaptation�

Adaptation is the degree to which consumers continue to notice a stimulus over time. The process of 
adaptation occurs when we no longer pay attention to a stimulus because it is so familiar. 

□

Personal Selection Factors�

Characteristics of the stimulus itself play an important role to determine what we notice and what we ignore.□

Size - the size of the stimulus itself in contrast to the competition helps to determine if it will 
command attention.

�

Color - as we've seen, color is a powerful way to draw attention to a product or to give it a distinct 
identity.

�

Position - not surprisingly, w e stand a better chance of noticing stimuli that are in places we're more 
likely to look. 

�

Novelty in the form of interruptions actually intensifies our experiences; distraction increases 
our enjoyment of pleasant stimuli as it amplifies our dislike of unpleasant stimuli. 

◊

Novelty - stimuli that appear in unexpected ways or places tend to grab our attention. One solution is 
put ads in unconventional places, where there will be less competition for attention. 

�

A message creates contrast in several ways:□

We experience events more intensely at first but then get used to them. When we experience interruption 
and then start over, we revert to the original intensity level.

□

Stimulus Selection Factors�

Stage 2: Attention○
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and then start over, we revert to the original intensity level.

Objective 5: We interpret the stimuli to which we do pay attention according to learned patterns and expectations.�
Interpretation refers to the meanings we assign to sensory stimuli. �
The meaning we assign to stimuli depends on the schema, or set of beliefs, to which we assign it.  Identifying and 
evoking the correct schema is crucial to many marketing decisions, because this determines what criteria consumers 
will use to evaluate the product package, or message. 

�

We anthropomorphize objects when we think of them in human terms, and this thought process may encourage us to 
evaluate products using schemas we apply to classify other people. 

�

One factor that determines how we will interpret a stimulus is the relationship we assume it has with other 
events, sensations, or images in memory. 

□

The stimuli we receive are often ambiguous. It's up to us to determine the meaning based on our past 
experiences, expectations, and needs. 

□

Stimulus Organization�

Our brains tend to relate incoming sensations to others already in memory, based on some fundamental 
organizational principles. 

□

A school of thought based upon the notion that people interpret meaning from the totality of a set of 
stimuli rather than from any individual stimulus. 

�

Gestalt roughly means whole, pattern, or configuration. We summarize this term as "the whole is 
greater than the sum of its parts". When we analyze each component of the stimulus separately, we 
can't capture the total effect.

�

The closure principle states that people tend to perceive an incomplete picture as complete. 
That is, we tend to fill in the blanks on our prior experience. This principle explains why most 
of use have no trouble reading a neon sign even if several of its letters are burned out. 

◊

The principle of similarity tells us that consumers tend to group together objects that share 
similar physical characteristics. 

◊

The figure-ground principle states that one part of a stimulus will dominate (the figure), and 
other parts recede into the background (the ground). 

◊

Principles of Gestalt�

Gestalt Psychology□

The Eye of the Beholder: Interpretational Bias�

Objective 6: The field of semiotics helps us to understand how marketers use symbols to create meaning. □
Much of the meaning we take away influences what we make of the symbolism we perceive. □

is a discipline that studies the correspondence between signs and symbols and their roles in how we 
assign meanings. It is a key link to consumer behavior because consumers use products to express 
their social identity. 

�

The object is the product that is the focus of the message.◊
The sign is the sensory image that represents the intended meanings of the object.◊
The interpretant is the meaning we derive from the sign.◊

3 Basic Components�

An icon is a sign that resembles the product in some way.◊
An index is a sign that connects to a product because they share some property. ◊
A symbol is a sign that relates to a product by either conventional or agreed-on associations.◊

According to Charles Sanders Peirce signs relate to objects in 3 ways:�

Semiotics □

Semiotics: The Meaning of Meaning�

Refers to the process of making real what is initially simulation or hype.□
Hyperreality�

Positioning Strategy is a fundamental component of a company's marketing efforts as it uses elements of the 
marketing mix to influence the consumer's interpretation of its meaning in the marketplace relative to its 
competitors.

□

Lifestyle�
Price leadership�
Attributes�
Product class�
Competitors�
Occasions�
Users�
Quality�

Marketers can use dimension to carve out a brand's position in the marketplace. These include:□

Perceptual Positioning�

Stage 3: Interpretation○
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Learning and Memory •
Objective 1: It is important to understand how consumers learn about products and services.•

Products have capitalized on nostalgia.•

is a relatively permanent change in behavior caused by experience. The learner need not have the experience directly, 
however: we can also learn when we observe events that affects others.

○

An ongoing process. ○
Incidental Learning is the casual, unintentional acquisition of knowledge.○

Objective 2: Conditioning results in learning.�

Psychologists who subscribe to this viewpoint do not focus on internal thought processes. Instead, they 
approach the mind as a "black box" and emphasize the observable aspects of behavior. 

□

The stimuli (events perceived from the outside world) and the responses (reactions to these stimuli)□

Behavioral learning theories assume that learning takes place as the result of responses to external events. �

Occurs when a stimulus that elicits a response is paired with another stimulus that initially does not 
elicit a response on its own. Over time, this second stimulus causes a similar response because we 
associate it with the first stimulus. 

�

Ivan Pavlov�
Unconditioned stimulus (UCS) is naturally capable of causing a response.�
Conditioned stimulus (CS) does not initially cause the response but consumers learn to associate it 
with the unconditioned stimulus. 

�

Conditioned response (CR) is the result of associating the unconditioned stimulus to the conditioned 
stimulus. 

�

Classical Conditioning □

Repeated exposures increase the strength of stimulus-response associations and prevent the decay of 
these associations in memory.

�

Extinction occurs when the effects of prior conditioning diminish and finally disappear. �

Repetition□

Refers to the tendency of stimuli similar to a CS to evoke similar conditioned responses. �
Halo effect occurs when people react to other, similar stimuli in much the same way they responded 
to the original stimulus. 

�

Stimulus Generalization□

Occurs when a UCS does not follow a stimulus similar to a CS. When this happens, reactions weaken 
and will soon disappear. 

�

Internal Conditioning�

Stimulus Discrimination□

2 Approaches: Classical Conditioning and Cognitive Theories�

Objective 3: Learned associations with brands generalize to other products, which is important to marketers. □
Behavioral learning principles apply to many consumer phenomena, such as when a marketer creates a 
distinctive brand image or links a product to an underlying need. 

□

When researchers pair nonsense syllables (meaningless sets of letters) with such evaluative words as beauty 
or success, the meaning transfers to the fake words. 

□

These associations are crucial to many marketing strategies that rely on the creation and perpetuation of 
brand equity, in which a brand has strong 

□

associations in a consumer's memory and commands a lot of loyalty as a result.□

The first exposure creates awareness of the product.�
The second demonstrates its relevance to the consumer.�
The third reminds him or her of the product's benefits.�

Varying the way in which the marketer presents the basic message can alleviate this.◊

Advertising Wear-Out - However, it is possible to expose the consumer too much to the point where 
the consumer no longer pays attention to the marketing stimulus. 

�

Marketing Applications of Repetition□

Advertisements often pair a product with a positive stimulus to create a desirable association. �
It is, however, important to try to predict what type of context the ad will be seen so that we could 
carefully select a more effect association because Extinction may be possible.

�

Marketing Applications of Conditioned Product Associations□

Family branding - many products capitalize on the reputation of a company name. ◊
Product line extension - marketers add related products to an established brand. ◊
Licensing - companies often "rent" well-known names, hoping that the learned associations 
they have forged will "rub off" onto other kinds of products.

◊

Look-alike packaging - distinctive packaging designs create strong associations with a 
particular brand. Companies that make generic or private-label brands and want to 
communicate an image of quality often exploit this linkage when they put their products in 
packages similar to those of popular brands. 

◊

Strategies:�

Consumer Confusion: How likely is it that one company's logo, product design, or package is so similar �

Marketing Applications of Stimulus Generalization□

Marketing Applications of Classical Conditioning Principles�

Behavioral Learning Theories○

Learning •

Learning•

Chapter 6 Notes
Wednesday, 19 August 2015 10:26 pm
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Consumer Confusion: How likely is it that one company's logo, product design, or package is so similar 
to another that the typical shopper would mistake one for the other?

�

Objective 4: There is a difference between classical and instrumental conditioning, and both 
processes help consumers learn about products. 

�

Instrumental Conditioning (or operant conditioning) occurs when we learn to perform behaviors that 
produce positive outcomes and avoid those that yield negative outcomes. 

�

Classical conditioning are involuntary and fairly simple, we make those in instrumental conditioning 
deliberately to obtain a goal, and these may be more complex. 

�

We may learn the desired behavior over a period of time as a shaping process rewards our 
intermediate actions. 

�

Classical conditioning involves the close paring of two stimuli, instrumental learning occurs when a 
learner receives a reward after she performs the desired behavior. 

�

When the environment provides positive reinforcement in the form of a reward, this 
strengthens the response and we learn the appropriate behavior.

i)

Negative reinforcement also strengthens responses so that we learn the appropriate 
behavior. The message this conveys is that a consumer could have avoided negative outcome 
if he purchased the product.

ii)

In contrast to situations where we learn to do certain things in order to avoid unpleasantness, 
punishment occurs when unpleasant events follow a response (such as when our friends 
ridicule us if we wear a nasty-smelling fragrance). We learn the hard way not to repeat these 
behaviors.

iii)

Instrument Conditioning Occurs in 3 Ways:�

Reactions from a person's environment can either apply or remove outcomes (or anticipated 
outcomes).

�

Extinction occurs when a person no longer receives a positive outcome, and the learned stimulus-
response connection will not be maintained.

�

Fixed-interval reinforcement - after a specified time period has passed, the first response you 
make brings the rewards. Under such conditions, people tend to respond slowly right after 
they get reinforced., but their responses get faster as the time for the next reinforcement 
approaches. 

◊

Variable-interval reinforcement - the time that must pass before you get reinforced varies 
based on some average. Because you don't know exactly when to expect the reinforcement, 
you have to respond at a consistent rate. This is the logic behind retailers' use of the so-called 
secret shoppers: people who periodically test for service quality when they pose as customers 
at unannounced times. 

◊

Fixed-ratio reinforcement - reinforcement occurs only after a fixed number of responses. This 
schedule motivates you to continue performing the same behavior over and over. 

◊

Variable-ratio reinforcement - you get reinforced after a certain number of responses, but 
you don't know how many responses are required. People in such situations tend to respond 
at very high and steady rates, and this type of behavior is very difficult to extinguish. This is 
responsible for consumers' attraction to slot machines. 

◊

Schedules for Intervals:�

Instrumental Conditioning □

Frequency Marketing is a popular technique that rewards regular purchasers with prizes that get better as 
they spend more. The airline industry pioneered this instrumental learning strategy when it introduced 
"frequent flyer" programs in the early 1980s to reward loyal customers. 

□
Marketing Applications of Instrumental Conditioning Principle�

Turns routine actions into experiences as it adds gaming elements to tasks that might otherwise be boring or 
routine. 

□

A dynamic digital environment that resembles a sophisticated videogame platform�
Multiple short- and long-term goals�
Rapid and frequent feedback�
A reward for most or all efforts in the form of a badge or a virtual product�
Friendly competition in a low-risk environment�
A manageable degree of uncertainty�

important Elements:□

Store and brand loyalty. Foursquare gives people virtual badges when they check in at a local café or 
restaurant. Some of them check in as often as they can to compete for the honor of being named 
"mayor" of the location.

�

Social marketing. More than 75 utilities have begun using a service from a company called Opower 
that awards badges to customers when they reduce their energy consumption. Customers can 
compare their progress with their neighbors' and broadcast their achievements on Facebook. 

�

Employee performance. Some restaurants use a service called Objective Logistics to rank the 
performances of waiters on a leader board, rewarding the good ones with plum shifts and more 
lucrative tables. 

�

Many domains of human activity (and business) share the common need to motivate and reward people to 
achieve ascending levels of mastery. These include:

□

Gamification�

Stresses the importance of internal mental processes. This perspective views people as problem-solvers who actively 
use information from the world around them to master their environments. Supporters of this view also stress the role 
of creativity and insight during the learning process. 

�

Objective 5: We learn about products by observing others' behavior. □
Observational Learning�

Cognitive Learning Theory○
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Objective 5: We learn about products by observing others' behavior. □
Observational learning occurs when we watch the actions of others and note the reinforcements they receive 
for their behaviors. In these situations, learning occurs as a result of vicarious rather than direct experience. 

□

Modeling is the process of imitating the behavior of others. This is a powerful form of learning, and people's 
tendencies to imitate others' behaviors can have negative effects. 

□

The consumer's attention must be directed to the appropriate model, whom, for reasons of 
attractiveness, competence, status, or similarity, he must want to emulate. 

a)

The consumer must remember what the model says or does.b)
The consumer must convert this information into actions. c)
The consumer must be motivated to perform these actions. d)

The Marketer must meet 4 conditions for modeling to occur:□

Marketers can show what happens to desirable models who use or do not use their products; they know that 
consumers often will imitate these actions at a later time. 

□

The degree to which a person emulates someone else depends on that model's level of social attractiveness.□

Marketing Applications of Cognitive Learning Principles �

Consumer Socialization is the process by which young people acquire skills, knowledge, and attitudes relevant to their 
functioning in the marketplace. 

�

Parents influence consumer socializations both directly and indirectly. They deliberately try to instill their own 
values about consumption in their children. They also determine the degree to which their children come into 
contact with other information sources, such as television, salespeople, and peers. 

□

Grown-ups also serve as significant models for observational learning. □

Authoritarian parents are hostile, restrictive and emotionally uninvolved. �
Neglecting parents also are detached from their children, and the parents don't exercise much control 
over what their children do. 

�

Indulgent parents communicate more with their children about consumption-related matters and are 
less restrictive. 

�

Parents exhibit different lifestyles when they socialize their children: □

Parents' Influence�

How Do We Learn to Be Consumers?○

5 Stages of Consumer Development By Earliest Age at Onset and Median Age at Onset•

Today, most kids divide their time among the TV set, the computer, and their cell phones. □
Kids are involved in technology at early ages.□
Natives of technology. □

Television and the Web: Electric Babysitters�

Cognitive Development
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A child's ability to make mature, "adult" consumer decisions obviously increases with age (not that grown-ups always 
make mature decisions).

�

Marketers segment kids in terms of their stage of cognitive development, or their ability to comprehend concepts of 
increasing complexity.

�

Limited - children who are younger than age 6 do not employ storage and retrieval strategies.1)
Cued - children between the ages of 6 and 12 employ these strategies but only when prompted to do so. 2)
Strategic - children 12 and older spontaneously employ storage and retrieval strategies. 3)

Many specialists no longer believe that children necessarily pass through these fixed stages at the same time. An 
alternative view proposes that they differ in information-processing capability, or ability to store and retrieve 
information from memory. Researchers who advocate this approach identify three developmental stages:

�

Conceptual Brand Meanings specify the non-observable abstract features of a product, enter into the picture in  
middle childhood (about age 8). 

�

Because children differ in their abilities to process product-related information, advertisers' direct 
appeals to them raise many serious ethical issues.

�

Federal Trade Commission (FTC) - regulates advertisement targeted for children in the US.�

Message Comprehension□

Multiple-intelligence theory argues for other types of intelligence, such as athletic prowess or musical ability, beyond 
the traditional math and verbal skills psychologists use to measure IQ.

�

Cognitive Development○

Objective 6: Our brains process information about brands to retain them in memory.•
Memory is a process of acquiring information and storing it over time so that it will be available when we need it. Contemporary 
approaches to the study of memory employ an Information-Processing Approach.

•

Assumes that the mind is in some ways like a computer. ○
Data are input, processed, and output for later use in revised form.○
In the encoding stage, information enters in a way the system will recognize.○
In the storage stage, we integrate this knowledge with what is already in memory and "warehouse" it until it is needed.○
During retrieval, we access the desired information.○

Information-Processing Approach•

Memory•

The way we encode, or mentally program, information helps to determine how our brains will store this information. In 
general, it is more likely that we'll retain incoming data when we associate it with other things already in memory. 

○

Sometimes we process a stimulus simply in terms of its sensory meaning, such as the literal color or shape of a 
package. 

�

Sematic meaning refers to symbolic associations, such as the idea that rich people drink champagne or that 
fashionable women have naval piercings. 

�

Episodic memory relate to events that are personally relevant. As a result, a person's motivation to retain these 
memories will likely be strong. 

�

We call some especially vivid associations flashbulb memories. �
A narrative, or a description of a product that is written as a story, is often an effective way to convey product 
information. 

�

Types of Meaning○

How Our Brains Encode Information•

Researchers describe 3 distinct systems: sensory memory, short-term memory (STM), and long-term memory (LTM). ○

Sensory memory stores the information we receive from our sense. This storage is very temporary: it lasts a couple of 
seconds at most. If the consumer retains this information for further processing, it transfers to short-term memory.

�
Sensory Memory○

Short-term memory (STM) also stores information for a limited period of time, and it has limited capacity. Similar to a 
computer, this system is working memory; it holds the information we are currently processing. 

�

Our memories can store verbal input acoustically (in terms of how it sounds) or semantically (in terms of what it 
means). 

�

We store this information as we combine small pieces into larger ones in a process we call chunking. A chunk is a 
configuration that is familiar to the person and that he or she can think about as a unit.

�

Short-Term Memory○

Long-term memory (LTM) is the system that allows us to retain information for a long period of time. A cognitive �
Long-Term Memory○

Memory Systems•
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Long-term memory (LTM) is the system that allows us to retain information for a long period of time. A cognitive 
process of elaborative rehearsal allows information to move from short-term memory into long-term memory. 

�

Assumes that STM and LTM are separate systems. �
Recently, research has been moving away from this into interdependency of STM and LTM.�

Multiple-store perspective○

Depending on the nature of the processing task different levels of processing occur that activate some aspects of 
memory rather than others. The more effort it takes to process information (so-called deep processing), the more 
likely it is that information will transfer into LTM.

�
Activation models of memory○

Objective 7: The other products we associate with an individual product influence how we will remember it.�
According to activation models of memory, an incoming piece of information gets stored in an associative network
that contains many bits of related information. 

�

Incoming information gets put into nodes that connect to one another (if you haven't guessed, this is also why 
we call cyberspace the World Wide Web). 

□

When we view separate pieces of information as similar for some reason, we chunk them together under 
some more abstract category.

□

Then, we interpret new, incoming information to be consistent with the structure we have created.□
Links form between nodes. Each node represents a concept related to the category. This node can be an 
attribute, a specific brand, a celebrity the consumer identifies with, or even a related product. 

□

Think of these storage units, or knowledge structures, as complex spider webs filled with pieces of data. �

Associative Networks○

A marketing message may activate our memory of a brand directly, or it may do so indirectly when it links to 
something else that's related to the brand in our knowledge structure. If it activates a node, it will also activate other 
linked nodes, much as tapping a spider's web in one spot sends movement reverberating across the web. 

�

The process of spreading activation allows us to shift back and forth among levels of meaning. �

Brand-specific - memory is stored in terms of claims the brand makes.□
Ad-specific - memory is stored in terms of the medium of content of the ad itself.□
Brand identification - memory is stored in terms of the brand name. □
Product category - memory is stored in terms of how the product works or where it should be used.□
Evaluative reactions - memory is stored as positive or negative emotions.□

We can store information in different ways:�

Spreading Activation○

A proposition links two nodes together to form a more complex meaning, which can serve as a single chunk of 
information.

□

Meaning concepts get stored as individual nodes. We may combine these concepts into a larger unit we call a 
proposition (or a belief). 

�

A schema is a cognitive framework we develop through experience. We encode information more readily 
when that information is consistent with an existing schema. 

□

The ability to move up and down among levels of abstraction greatly increases processing flexibility and 
efficiency. 

□

One type of schema is a script, a sequence of events an individual expects to occur.□

We integrate propositions to produce an even more complex unit called a schema.�

Levels of Knowledge○

How Our Memories Store Information•

Situational Factors also influence retrieval; these relate to the environment in which we encounter the message. �
Viewing Environment of a marketing message also affects recall. �
The nature of the ad plays a big role in determining whether it's memorable. �

Retrieval is the process whereby we recover information from long-term memory. ○

Spacing effect describes the tendency for us to recall printed material more effectively when the advertiser repeats the target 
item periodically, rather than presenting it repeatedly in a short time period. 

○

How We Retrieve Memories When We Decide What to Buy•

Early memory theorists assumed that memories simply fade with the passage of time. ○
In a process of decay, the structural changes that learning produces in the brain simply go away. ○

Retroactive interference - consumers may forget stimulus-response associations if they subsequently learn new 
responses to the same or similar stimuli.

�

Proactive interference - prior learning can interfere with new learning. �

Forgetting also occurs as a result of interference; as we learn additional information, it displaces the earlier information. ○

When we increase the uniqueness of a certain brand, it impairs the recall of other brands. ○

The process of state-dependent retrieval illustrates that we are better able to access information if our internal state 
is the same at the time of recall as when we learned the information. 

�

When marketers re-create the cues that were present when they first presented the information, they can enhance 
recall.

�

State-Dependent Retrieval○

When we are already familiar with an item we're more likely to recall messages about it. �
However, too much familiarity can impair recall because consumers pay less attention to it. We call this process 
automaticity. 

�

We also tend to observe a highlight effect, which occurs when the order in which consumers learn about brands 
determines the strength of association between these brands and their attributes. 

�

Familiarity and Recall○

The salience of a brand refers to its prominence or level of activation in memory. �
The von Restorff effect shows that almost any technique that increases the novelty of a stimulus also improves recall. �
Mystery ads (ads that don't identify the brand until the end) and surprise elements in ads increases recall.�

Salience and Recall○

What Makes Us Forget?•
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Mystery ads (ads that don't identify the brand until the end) and surprise elements in ads increases recall.�
We recall mixed emotions differently than unipolar emotions. �

Viewers who enjoy a program are more likely to respond positively to a commercial and to say they want to buy the 
advertised product. 

�

Hybrid ads include a program tie-in with the ad itself.�

The Viewing Context○

We are more likely to recognize information we see in picture form at a later time. �
Although pictorial ads may enhance recall, they do not necessarily improve comprehension. �

Pictorial Versus Verbal: Is a Picture Worth a Thousand Words?○

Objective 8: Products help us to retrieve memories from our past.�
The pictures we take ourselves using products and services can themselves serve as powerful retrieval cues. �

Products are important as markers when our sense of the past is threatened. Our cherished processions often 
have mnemonic qualities that serve as form of external memory when they prompt us to retrieve episodic 
memories. 

□
Photos, furniture, and visual art can help jog memories of the past.�

A stimulus is, at times, able to evoke a weakened response even years after we first perceived it. We call this effect 
spontaneous recovery, and this reestablished connection may explain consumers' powerful emotional reactions to 
songs or pictures they have not been exposed to in quite a long time. 

�

Products as Memory Makers○

Objective 9: Marketers measure our memories about products and ads. ○

Recognition scores tend to be more reliable and do not decay over time the way recall scores do. □

In the typical recognition test, researchers show ads to subjects one at a time and ask if they have seen them before. In 
contrast, free recall tests ask consumers to independently think of what they have seen without being prompted for 
this information first.

�
Recognition versus Recall○

The result we obtain from a measuring instrument are not necessarily based on what we measure, but rather on 
something else about the instrument or the respondent. This form of contamination is a response bias. 

�
Problems with Memory Measures○

People are also prone to forget information or retain inaccurate memories.�
Omitting - leaving facts out.�
Averaging - tendency to "normalize" memories by not reporting extreme cases.�
Telescoping - inaccurate recall of time. �

Memory Lapses○

How We Measure Consumers' Recall of Marketing Messages•

Marketers use popular characters and stories from days gone by in hopes that consumers' fond memories will motivate them 
to visit the past.

○

Nostalgia describes the bittersweet emotion that arises when we view the past with both sadness and longing. ○
A retro brand is an updated version of a brand from a prior historical period. These products trigger nostalgia, and researches 
find that they often inspire consumers to think back to an era when (at least in our memories) life was more stable, simple, or 
even utopian. 

○

Bittersweet Memories: The Marketing Power of Nostalgia•
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The Self•

Objective 1: The self-concept strongly influences consumer behavior. •

It is mostly from Western society that the importance of self is emphasized. In Eastern cultures, the collective self is more 
important.

○

The collective self is where a person derives his or her identity in large measure from a social group. ○
The self divides into inner (private self) and outer (public self).○
Western societies emphasizes the inherent separateness of each individual. Non-Western cultures focus on an 
interdependent self where we define our identities largely by our relationships with others. 

○

Does the Self Exist?•

The self-concept summarizes the beliefs a person holds about his own attributes and how he evaluates the self on these 
qualities. It is a complex structure. 

○

Refers to the positivity of a person's self-concept. People with low self-esteem expect that they will not perform 
very well, and they will try to avoid embarrassment, failure, or rejection. 

�

Social Comparison is a process in which the person tries to evaluate her appearance by comparing it to the 
people depicted in these artificial images. 

�

Self-Esteem○

The ideal self is a person's conception of how he would like to be, whereas the actual self refers to our more 
realistic appraisal of the qualities we do and don't have.

�

We often engage in  a process of impression management in which we work hard to "manage" what others think 
of us; we strategically choose clothing and other products that will show us off to others in a good light. 

�

Real and Ideal Selves○

Self-Concept•

A fantasy or daydream is a self-induced shift in consciousness, which is sometimes a way to compensate for a lack of 
external stimulation or to escape from problems in the real world. Many products and services succeed because they 
appeal to our fantasies.  

○

In a way, each of us really is a number of different people. We have as many selves as we do different social 
roles. 

�

The dramaturgical perspective on consumer behavior views people as actors who play different roles. We each 
play many roles, and each has its own script, props, and costumes.

�

The self has different components, or role identities, and only some of these are active at any given time. �
One study of Iranian young people who live in the U.K. described the term torn self -- where respondents 
struggle with retaining an authentic culture while still enjoying Western freedom (and dealing with assumptions 
of those who believe they might be terrorists). 

�

Multiple Selves○

Fantasy: Bridging the Gap Between the Selves•

The sociological tradition of symbolic interactionism stresses that relationships with other people play a large part to 
form the self. According to this perspective, we exist in a symbolic environment. We assign meaning to any situation or 
object when we interpret the symbols in this environment. We negotiate these meanings over time. 

○

Who am I in this situation?○
Who do other people think I am?○
Self-fulfilling prophecy -- when we act the way we assume others expect us to act, we often confirm these perceptions.○

The looking-glass self is the process of imagining others' reactions or "taking the role of the other".�
According to this view, our desire to define ourselves operates as a sort of psychological sonar: We take readings 
of our own identity when we "bounce" signals off others and try to project their impression of us. 

�

The Looking-Glass Self○

Consumers who score high on a scale of public self-consciousness express more interest in clothing and use more 
cosmetics than others who score lower. 

�
Self-Consciousness○

Symbolic Interactionism•

Objective 2: Products often define a person's self-concept.○
The external objects that we consider a part of us constitute the external self. ○
Many material objects help to form a consumer's identity.○

Individual level -- consumers include many of their personal possessions in self-definition. i.
Family level -- this part of the extended self includes a consumer's residence and the furnishings in it. ii.
Community level -- it is common for consumers to describe themselves in terms of the neighborhood or town 
from which they come. 

iii.

Group level -- we regard our attachments to certain social groups as a part of the self. iv.

4 Levels of Extended Self:○

The Extended Self•

The ability to master the art of digital identity management changes the game as it adds a brand new layer to the 
extended self. As a result, we also have to consider the existence of a digital self that expresses our online identities. 

○

A social footprint is the mark a consumer leaves after she occupies a specific digital space, while her lifestream is the 
ongoing record of her digital life across platforms.

○

The Digital Self•

The Self•

Objective 3: A consumer's personality influences the way he responds to marketing stimuli, but efforts to use this information in 
marketing contexts meet with mixed results. 

•

Personality refers to a person's unique psychological makeup and how it consistently influences the way a person responds to her •

Personality•

Chapter 7 Notes
Sunday, 30 August 2015 6:59 pm

   MKTG1204 Page 26    



Personality refers to a person's unique psychological makeup and how it consistently influences the way a person responds to her 
environment. 

•

Sigmund Freud proposed that much of one's adult personality stems from a fundamental conflict between a person's 
desire to gratify her physical needs and the necessity to function as a responsible member of society. 

○

The id is about immediate gratification--it is the "party animal" of the mind. It operates according to the pleasure 
principle; that is, our basic desire to maximize pleasure and avoid pain guides our behavior. The id is selfish and 
illogical. 

�

The superego is the counterweight to the id. This system is the person's conscience. IT internalizes society's rules 
and tries to prevent the id from seeking selfish gratification. 

�

The ego is the system that mediates between the id and the superego. It is a referee in the fight between 
temptation and virtue. It tries to balance these opposing forces according to the reality principle, which means it 
finds ways to gratify the id that the outside world will find acceptable. 

�

Freud's work highlights the potential importance of unconscious motives that guide our purchases. The 
implication is that consumer can't necessarily tell us their true motivation when they choose products. This helps 
us understand that the ego compromises between the demand of the id and the prohibitions of the superego. 

�

Freudian Systems○

Sometimes a product has not symbolic meaning. Sometimes a cigar is just a cigar.�
"Sometimes a Cigar is Just a Cigar"○

Motivational research borrowed Freudian ideas to understand the deeper meanings of products and 
advertisements. It assumed that we channel socially unacceptable needs into acceptable outlets--including 
product substitutes. 

�

Relies on depth interviews. It can take several hours and it's based on the assumption that the respondent 
cannot immediately articulate hi latent or underlying motives. 

�

Motivational researchers talk to only a few people, but probe deeply into each respondent's purchase 
motivations. 

�

Motivational research is less expensive to conduct than large-scale, quantitative survey data collection 
because interviewing and data-processing costs are relatively minimal.

□

The knowledge a company derives from motivational research may help it develop marketing 
communications that appeal to deep-seated needs and thus provide a more powerful hook to reel in 
consumers. 

□

Some of the findings seem intuitively plausible after the fact. □

Motivational research had great appeal to some marketers for several reasons:�

Motivational Research○

Consumer Behavior on the Couch: Freudian Theory•

She described people as moving towards others (compliant), away from others (detached), or against others 
(aggressive). 

�

One early study found that compliant people are more likely to gravitate toward name-brand products, detached 
types are more likely to be tea drinkers, and males the researcher classified as aggressive preferred brands with 
strong masculine orientation. 

�

Alfred Adler proposed that a prime motivation is to overcome feelings of inferiority relative to others.�
Harry Stack Sullivan focused on how personality evolves to reduce anxiety in social relationships. �

Karen Honey○

He rejected Freud's emphasis on sexual aspects of personality and developed his own method of psychotherapy 
that he called analytic psychology.

�

He believed that the cumulative experiences of past generations shape who we are today. He proposed that we 
each share a collective unconscious, a storehouse of memories we inherit from our ancestors. 

�

These shared memories create archetypes, or universally recognized ideas and behavior patterns. It involves 
themes, such as birth, death, or the devil, that appear frequently in myths, stories, and dreams.

�

Carl Jung○

Neo-Freudian Theories•

Personality traits are defined as the identifiable characteristics that define a person. ○

This is a set of five dimensions that form the basis of personality: openness to experience, conscientiousness, 
extroversion, agreeableness, and neuroticism. 

�
The Big Five○

Trait Theory•
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Introversion: internal focus�
Extroversion: external focus�

Focus of attention1)

Sensing: take in information in a sequential, step-by-step manner�
Intuition: take in information in a snapshot or big-picture manner�

Information processing2)

Thinking: make decisions by stepping back from a situation and taking an objective view�
Feeling: make decisions by stepping into a situation and taking a subjective view�

Decision-making3)

Judging: a systematic approach to meeting deadlines and achieving objectives�
Perceiving: a spontaneous approach to meeting deadlines and achieving objectives with a 
sudden rush of activity

�

Dealing with the outer world4)

The Myers-Briggs Type Indicator, which is based on Carl Jung's work, is another widely used personality test. It 
classifies people into 16 categories based upon whether they fall into one group or another on these dimensions:

�

The use of standard personality trait measurements to predict product choice has met with mixed success at 
best. In general, marketing researchers simply have not been able to predict consumers' behaviors on the basis 
of measured personality traits. 

�

Many of the scales are not sufficiently valid or reliable; inadequate measures and unstable results.�
Psychologists typically develop personality tests for specific populations; marketers then "borrow" them to apply 
to a more general population where they have questionable relevance. 

�

Often marketers don't administer the tests under the appropriate conditions; untrained people.�
The researcher often make changes in the instruments to adapt them to their own situations and needs; these 
changes dilute the validity of the measures and reduce researchers' ability to compare results across consumer 
samples.

�

Many trait scales measure gross, overall tendencies.�
Marketers ask consumers to respond to a large number of scales with no advance thought about how they will 
relate these measures to consumer behavior. 

�

Problems with Trait Theory in Consumer Behavior○

Objective 4: Brands have personalities. •
A brand personality is the set of traits people attribute to a product as if it were a person. •
Anthropomorphism refers to the tendency to attribute human characteristics to objects or animals. We may think about a 
cartoon character or mythical creation as if it were a real person and even assume that it has human feelings. 

•

In a sense, a brand personality is a statement about the brand's market position. If consumers don't see the brand the way its 
makers intend them to and they must attempt to reposition the product. 

•

Forging a successful brand personality often is the key to building brand loyalty, but it's not as easy to accomplish as it 
might appear. 

○

When a brand is thought to be inauthentic, or when it doesn't live up to its claims, consumers rebel. They may create 
web sites to attack the brand or post parodies that make fun of it. This phenomenon is called the Doppelganger Brand 
Image (one that looks like the original but is in fact a critique of it). 

○

Animism is the common cultural practice whereby people attribute to inanimate objects qualities that make them 
somehow alive. 

○

Socializing with Brands •

Self-mage congruence models suggest that we choose products when their attributes match some aspect of the self. 
These models assume a process of cognitive matching between product attributes and the consumer's self-image. 

○

We are attached to an object to the extent we rely on it to maintain our self-concept. ○
Symbolic self-completion theory suggests that people who have an incomplete self-definition tend to complete this 
identity when they acquire and display symbols they associate with that role. 

○

Are We What We Buy?•

Brand Personality•
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Objective 5: The way we think about our bodies (and the way our culture tells us we should think) is a key component of self-
esteem. 

•

Body image refers to a consumer's subjective evaluation of his physical self. Our evaluations don't necessarily correspond to what 
those around us see. 

•

An ideal of beauty is a particular model, or exemplar, of appearance. Ideals of beauty for both men and women may 
include physical features, as well as clothing styles, cosmetics, hairstyles, skin tone, and body type.

○

Our desires to match up to these ideals--for better or worse--drive a lot of our purchase decisions. ○

A growing number of studies report evidence that preferences for some physical features rather than others are 
"wired in" genetically, and that these preferences tend to be the same among people around the world. 

�
Is Beauty Universal?○

Beauty is more than aesthetics. �
Different cultures embrace different standards of beauty.�

The Western Ideal of Beauty○

Ideals of beauty change over time and these changes periodically cause us to redefine sexual dimorphic 
markers-- those aspects of the body that distinguish between the sexes. 

�
Ideals of Beauty Evolve Over Time○

Ideals of Beauty•

Fattism is deeply ingrained in our culture. It is our obsession with thinness. �
Fattism○

Consumers increasingly choose to have cosmetic surgery to change a poor body image or simply to enhance 
appearance. 

�
Cosmetic Surgery○

Working on the Body•

Researchers link a distorted body image to eating disorders, which are particularly prevalent among young women. ○

Objective 6: Every culture dictates certain types of body decoration or mutilation�

To separate group members from nonmembers.□
To place the individual in the social organization.□
To place the person in a gender category.□
To enhance sex-role identifications.□
To indicate desired social conduct. □
To indicate high status or rank.□
To provide a sense of security.□

People in every culture adorn or alter their bodies in some way. Decorating the self serves a number of purposes:�

Tattoos today are a popular form of a body adornment. □
Tattoos�

Body piercing evolved from a practice associated with fringe groups to a popular fashion statement. □
Body Piercing�

Body Decoration and Mutilation○

Body Image Distortions•

Body Image•
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Attitudes and Persuasions•

Objective 1: It is important for consumer researchers to understand the nature and power of attitudes.•

We call anything toward each one has an attitude an attitude object (Ao).○
Psychologist Daniel Katz developed the functional theory of attitudes to explain how attitudes facilitate social behavior. 
According to this, attitudes exist because they serve some function for the person. 

○

Attitude is a lasting general evaluation of people (including oneself), objects, advertisements, or issues. •

Utilitarian function -- relates to the basic principles of reward and punishment. We develop a some attitudes towards product 
simply because they provide pleasure or pain. 

○

Value-expressive function -- attitudes that perform  a value-expressive function relate to the consumer's central values or self-
concept. A person forms a product attitude in this case because of what the product says about him as a person. 

○

Ego-defensive function -- attitudes we form to protect ourselves either from external threats or internal feelings perform an 
ego-defensive function. 

○

Knowledge function -- we form some attitudes because we need order, structure or meaning. A knowledge function applies 
when a person is in an ambiguous situation or confronts a new product. 

○

Different Attitude Functions:•

Objective 2: Attitudes are more complex than they first appear. ○
Affect describes how a consumer feels about an attitude object.○
Behavior refers to his intentions to take action about it.○
Cognition is what he believes to be true about the attitude object.○

The ABC Model of Attitudes•

Attitude researchers developed the concept of a hierarchy of effects to explain the relative impact of the three components. 
Each hierarchy specifies that a fixed sequence of steps occur en route to an attitude. 

○

Think → Feel → Do'�
The standard learning hierarchy assumes that a person approaches a product decision as a problem-solving process. 
First, she forms beliefs about a product as she accumulates knowledge (beliefs) regarding relevant attributes. Next, she 
evaluates these beliefs and forms a feeling about the product (affect). Then she engages in a relevant behavior, such as 
when she buys a product that offers the attributes she feels good about. 

�

Highly-involved customers.�

The Standard Learning Hierarchy○

Do → Feel → Think�
The low-involvement hierarchy of effects assumes that the consumer initially doesn't have a strong preference for 
one brand over another; instead she acts on the basis of limited knowledge and forms an evaluation only after she has 
bought the products. 

�

The Low-Involvement Hierarchy○

Feel → Do → Think�
According to the experiential hierarchy of effects, we act on the basis of our emotional reactions. The experiential 
perspective highlights the idea that intangible products attributes, such as package design, advertising, brand dames, 
and the nature of the setting in which the experience occurs, can help shape our attitudes toward a brand. 

�

Emotional contagion -- messages that happy people deliver enhance our attitude towards the product. �

The Experiential Hierarchy○

Hierarchies of Effects•

The Power of Attitudes•

Objective 3: We form attitudes in several ways. •

Compliance -- at the lowest level of involvement, we form an attitude because it helps us to gain rewards or avoid 
punishment. 

�

Identification -- occurs when we form an attitude to conform to another person's or group's expectations. �
internalization -- at a high level of involvement, deep-seated attitudes become part of our value system. These 
attitudes are very difficult to change because they are so important to us. 

�

3 Levels of Commitment:○
All Attitudes Are Not Created Equal•

Objective 4: A need to maintain consistency among all of our attitudinal components often motivates us to alter one or more ○
The Consistency Principle•

How Do We Form Attitudes?•

Chapter 8 Notes
Friday, 11 September 2015 7:45 pm
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Objective 4: A need to maintain consistency among all of our attitudinal components often motivates us to alter one or more 
of them. 

○

According to the principle of cognitive consistency we value harmony among our thoughts, feelings, and behaviors, and a 
need to maintain uniformity among these elements motivate us. We change our thoughts, feelings, or behaviors to make them 
consistent with other experiences. 

○

A cognitive element is something a person believes about himself, a behavior he performs, or an observation about his 
surroundings. 

�

The theory of cognitive dissonance states that when a person is confronted with inconsistencies among attitudes or behaviors, 
he will take some action to resolve this "dissonance": perhaps he will change his attitude or modify his behavior to restore 
consistency. Our motivation to reduce negative feelings of dissonance makes us find a way for our beliefs and feelings to fit
together. The theory focuses on situations in which two cognitive elements clash. 

○

A goal has valence, which means it can be positive or negative. ○

During an approach-approach conflict, a person chooses between two desirable alternatives. The need to select only 
one of two goals we want to achieve creates dissonance, we tend to convince ourselves after the fact that the choice 
we made was the smart one. 

�

An approach-avoidance conflict occurs when we desire a goal but wish to avoid it at the same time. A person may feel 
ostentatious or guilty when they buy luxury products. 

�

Avoidance-avoidance conflict occurs when consumers are stuck between a rock and a hard place. �

Types of Conflict:○

Motivational Conflicts•

Self-perception theory provides an alternative explanation of dissonance effects. It assumes that we observe our own behavior 
to determine just what our attitudes are, much as we assume that we know what another person's attitude is when we watch 
what he does. We maintain consistency as we infer that we must have a positive attitude toward an object if we have bought 
or consumed it. 

○

Foot-in-the-door technique -- a consumer is more likely to comply with a big request if he agrees to a smaller one.○

Self-Perception Theory•

Social Judgment Theory also assumes that people assimilate new information about attitude objects in light of what they 
already know or feel. The initial attitude acts as a frame of reference, and we categorize new information in terms of this 
existing standard. 

○

One important aspect of the theory is that people differ in term of information they will find acceptable or unacceptable. They 
form latitudes of acceptance and rejection around an attitude standard. They will consider and evaluate ideas falling within 
the latitude favorably, but they are more likely to reject out of hand those that fall outside of this zone. 

○

Assimilation Effect -- people tend to perceive messages within their latitude of acceptance as more consistent with their 
position than those messages actually are. 

○

Contrast Effect -- we tend to see messages that fall in our latitude of rejection as even more unacceptable than they actually 
are. 

○

Social Judgment Theory•

Balance theory considers how a person perceives relations among different attitude objects, and how he alters his attitudes so 
that these remain consistent (or "balanced"). 

○

A person and his perceptions �
An attitude object�
Some other person or object�

This perspective involves relations among three elements, so we call the resulting attitude structures triads. Each triad 
contains:

○

The theory states that we want the relations among elements in a triad to be harmonious. If they are unbalanced, this creates
tension that we are motivated to reduce by changing our perception in order to restore balance. 

○

unit relation -- we thing that a person is somehow connected to an attitude object.�
sentiment relation -- a person expresses liking or disliking an attitude object.�

We link elements together in two ways: ○

Balance Theory•

Objective 5: Attitude models identify specific components and combine them to predict a consumer's overall attitude toward a 
product or brand. 

○

Attitude models specify the different elements that might work together to influence people's evaluations of attitude objects.○

This type of model assumes that a consumer's attitude toward an attitude object. We assume that we can identify 
these specific beliefs and combine them to derive a measure of the consumer's overall attitude. 

�

Attributes are characteristics of the attitude object. A researcher tries to identify the attributes that most 
consumers use when they evaluate the attitude object.

□

Beliefs are cognitions about the specific attitude object (usually relative to others like it). This measure assess 
the extent to which the consumer perceives that a brand possesses a particular attribute.

□

Importance weights reflect the relative priority of an attribute to the consumer. Some attributes are more 
likely to be more important than others. 

□

This contains 3 Specific Elements:�

Salient beliefs people have about an attitude object. □
Object-attribute linkages, or the probability that a particular object has an important attribute.□
Evaluation of each of the important attributes.□

The Fishbein Model -- the most influential multiattribute model, named after its primary developer. The model has 3 
components of attitude:

�

Multiattribute Attitude Models○

Attitude Models•
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Capitalize on relative advantage. �
Strengthen perceived product/attribute linkages.�
Add a new attribute.�
Influence competitors' ratings.�

Marketing Applications of the Multiattribute Model○

A person's attitude doesn't predict her behavior.○

Newer version of Fishbein Model is called the theory of reasoned action.�
This model contains several additions to the original, and althought the model is still not perfect, it does a better job of 
prediciton. 

�

Attitudes possess both direction and strength. It is helpful to distinguish between attitudes we hold firmly and 
those that are more superficial, especially because a person who holds an attitude with greater conviction is 
more likely to act on it. 

□

The normative influence can result in a contradiction between what we say we will do and what we actually 
do when the moment of truth arrives. 

□

Subject norm (SN) -- accounts for the effects of what we believe other people think we should do. They use 2 
factors to measure  SN: (1) The intensity of a normative belief (NB) that others believe we should take or not 
take some action and (2) the motivation to comply (MC) with that belief. 

□

Attitude toward the act of buying (Aact) -- it focuses on the perceived consequences of a purchase. Knowing 
how someone feels about buying or using an object turns out to be more valid than merely knowing the 
consumer's evaluation of the object itself. 

□

Intention versus Behavior�

The Extended Fishbein Model○

The model tries to predict actual behavior, not the outcomes of behavior that some studies assess.�
Some outcomes are beyond our control. �
The basic assumption that behavior is intentional may be invalid in a variety of cases, including impulsive acts, sudden 
changes in situation, novelty seeking, or even simple repeat buying. 

�

Measures of attitude often do not really correspond to the behavior they are supposed to predict, either in terms of 
the Ao or when the act will occur. 

�

A similar problem refers to the time frame of the attitude measure.�
We form stronger and more predictive attitudes through direct, personal  experience with an Ao than those we form 
indirectly through advertising.  According to the attitude accessibility perspective, behavior is a function of the 
person's immediate perceptions of the Ao, in context of the situation in which she encounters it. An attitude will guide 
the evaluation of the object but only if a person's memory activates it when she encounters the object. 

�

Obstacles  to Predicting Behavior in the Theory of Reasoned Action○

Do Attitudes Predict Behavior?•

Multiple pathway anchoring and adjustment (MPAA) model emphasizes multiple pathways to attitude formation, including 
outside-in (object-centered) and inside-out (person-centered) pathways. 

○

The theory of trying states that when we should replace the criterion of behavior in the reasoned action model with trying to 
reach a goal. 

○

Trying to Consume•

How Do Marketers Change Attitudes?•
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Persuasion involves an active attempt to change attitudes. •
Reciprocity -- we are more likely to give if we first receive .•
Scarcity -- like people, items are more attractive when they aren't available.•
Authority -- we believe an authoritative source much more readily than one that  is less authoritative. •
Consistency -- people try not to contradict themselves in terms of what they say and do about an issue.•
Liking -- we agree with those we like or admire. •
Consensus -- we consider what others do before we decide what to do. •

This model specifies the elements marketers need to control in order to communicate with their customers. ○
Source -- where the communication originates.○
Message -- there are many ways to say something, and the structure of the message has a significant effect on how we 
perceive it. 

○

Medium -- the way we transmit the message. ○
Receivers -- the ones who interpret the message in light of their own experiences. ○
Feedback -- so that marketers can use receivers' reactions to modify aspects of the message as necessary. ○

The Elements of Communication•

Permission Marketing acknowledges that a marketer will be much more successful when he communicates with consumers 
who have already agreed to listen to him; consumers who "opt out" of listening to the message probably weren't good 
prospects in the first place. 

○
An Updated View: Interactive Communications•

How Do Marketers Change Attitudes?•

Our input helps shape the messages we and others like us receive. ○

M-commerce (mobile commerce) -- where marketers promote their goods and services via wireless devices, including cell 
phones, PDAs, and iPods. 

○

Social media -- refers to the set of technologies that enable users to create contents and share it with thousands or even 
millions of others. 

○

Blogs -- users post messages to the web in diary form. �
Video blogging (vlogging) -- you can post video diaries on sites such as YouTube or photos on Flickr.�
Podcasting -- you can create your own radio show that people can listen to either on their computers or iPods. �
Virtual worlds -- immersive-D digital environments.�
Twitter -- postings limited to 140 characters. �
Widgets -- small programs that users can download onto their desktops, or embed in their blogs or profile pages, that 
import some form of live content. 

�

Transmedia formats -- as new platforms evolve, they mix in intriguing ways because creative marketers harness 
multiple formats to allow consumers to express themselves and participate in campaigns. They typically include 
communications media that range from Web sites, blogs, and email to recorded phone calls and even graffiti messages 
scrawled in public spaces. 

�

Social Media Platforms:○

New Message Formats•

Source Effects -- occurs when we attribute the same message to different sources and measure the degree of attitude change 
that occurs after listeners hear it, we can isolate which characteristics of a communicator cause attitude change. 

○

Source credibility refers to a communicator's expertise, objectivity, or trustworthiness. This dimension relates to 
consumers' beliefs that this person is competent and that she will provide the necessary information we need when 
we evaluate competing products. 

�

Corporate Social Responsibility (CSR) -- activities that benefit the community.�
Sleeper Effect -- in general, more positive sources tend to increase attitude change, there are exceptions to this rule. 
Sometimes, we can think a source is obnoxious, yet it is still effective. In some instances the differences in attitude 

�

Source Credibility○

The Source•
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Sometimes, we can think a source is obnoxious, yet it is still effective. In some instances the differences in attitude 
change between positive and less positive sources become erased over time. 

Knowledge Bias implies that a source's knowledge about a topic is not accurate. �
Reporting Bias occurs when a source has the required knowledge but we question his willingness to convey it 
accurately.

�

What Factors Affect Credibility?○

Source attractiveness refers to the social value recipients attribute to a communicator. This value relates to the 
person's physical appearance, personality, social status, or similarity to the receiver.

�

Halo effect occurs when we assume that persons who rank high on one dimension excel on others as well. �

Source Attractiveness○

Star power works because celebrities embody cultural meanings--they symbolize important categories like status and 
social class, gender, age, and even personality types.

�
Star Power: Celebrities as Communications Sources○

Sometimes celebrities affect the products they endorse in a negative way, this is why some companies choose to have 
spokescharacters instead of spokespeople. 

�
Nonhuman Endorsers○

The characteristics of the message itself help determine its impact on attitudes. This variables include how we say the message 
as well as what we say. 

○

Pictures or Words? A picture is not always as effective when it communicates factual information. A verbal message is 
most appropriate for high-involvement situations, such as print contexts when the reader really pays attentions to the 
advertising. 

�

Mere exposure phenomenon -- people tend to like things that are more familiar to them, even if they were 
not that keen on them initially. 

□

The two-factor theory explains the fine line between familiarity and boredom; it proposes that two separate 
psychological processes operate when we repeatedly show an ad to a viewer. The positive side of repetition is 
that it increases familiarity and thus reduces uncertainty about the product. The negative side is that over 
time boredom increases with each exposure. As some point the amount of boredom exceeds the amount of 
uncertainty the message reduces, and this results in wear-out. 

□

Repeat the Message? Repetition can be a double-edged sword for marketers. �

How Do We Send the Message?○

The way we present the argument may be as important as what we say.�
Supportive arguments -- most messages merely present one or more positive attributes about the product or reasons 
to buy it. 

�

Two-sided message -- the message presents both positive and negative information. �
Refutational arguments -- first raise a negative issue and then dismiss it. This type of argument, typically, discusses 
relatively minor attributes that may present a problem or fall short when the customer compares a product to 
competitor's. Positive, important attributes then refute these drawbacks. 

�

Comparative advertising refers to a message that compares two or more recognizable brands and weighs them in 
terms of one or more specific attributes. 

�

How Do We Structure the Argument?○

The Message •

Which is better? The answer often depends on the nature of the product and they type of relationship consumers 
have with it. It's hard to gauge the precise effects of rational versus emotional appeals. 

�
Emotional versus Rational Appeals○

Although erotic content does appear to draw attention to an ad, its use may actually be counterproductive. Sexual 
appeals appear to be ineffective when marketers use them merely as a "trick" to grab attention. They do, however, 
appear to work when the product is itself related to sex.

�
Sex Appeals○

Overall, humorous advertisements do get attention. However, the verdict is mixed as to whether humor affects recall 
or product attitudes in a significant way. 

�

Counterarguing -- a consumer thinks of reasons why he doesn't agree with the message.�

Humor Appeals○

Fear appeals emphasize the negative consequences that can occur unless the consumer changes a behavior or an 
attitude. It is fairly common in advertising.  

�
Fear Appeals○

Many ads take the form of an allegory; a story about an abstract trait or concept that advertisers tell in the context of 
a person, animal, vegetable, or object. 

�

Metaphor places two dissimilar objects into a close relationship such that "A is B"�

The Message as Art Form: Metaphors Be with You○

Types of Message Appeals•
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Metaphor places two dissimilar objects into a close relationship such that "A is B"�
Simile compares two objects, "A is like B" �
Resonance is another type of literary device advertisers frequently use. It is a form of presentation that combines a 
play on words with a relevant picture. 

�

Elaboration Likelihood Model (ELM) assumes that, under conditions of high involvement, we take the central route to 
persuasion. Under conditions of low involvement, we take a peripheral route instead. 

○

We focus on the arguments the marketer presents and generate cognitive responses to this content. �
This involves the standard hierarchy of effects.�

The Central Route to Persuasion ○

We take this route when we're not really motivated to think about the marketer's arguments. We're likely to use other 
cues to decide how to react to the message. 

�

Paradox of low involvement -- when we don’t care as much about a product, the way it's presented increases it's 
importance. 

�

The Peripheral Route to Persuasion○

The Source versus the Message: Do We Sell the Steak or the Sizzle?•
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Group and Situational Effects on Consumer Behavior•

A consumption situation includes a buyer, a seller, and a product or service--but also many factors, such as the reason we want to 
make a purchase and how the physical environment makes us feel. 

•

Issues Related to Purchase and Postpurchase Activities•

A person's situational self-image--the role she plays at any one time--helps to determine what she wants to buy or consume. •

A consumer's physical and social environment affects her motives to use a product, as well as how she will evaluate the item.○
Our Social and Physical Surroundings•

Open rates -- the percentage of people who open an email message from a marketer.○
Time is an economic variable; it is a resource that we must divide among our activities. ○

Social Dimension refers to individuals' categorization of time as either "time for me" or "time with/for others". �
Temporal Orientation Dimension depicts the relative significance individuals attach to past, present, or future.�
Planning Orientation Dimension alludes to different time management styles varying on a continuum from analytic to 
spontaneous. 

�

Polychronic Orientation Dimension distinguishes between people who prefer to do one thing at a time from those 
who have multitasking timestyles. 

�

4 Dimensions of Time:○

Time is a pressure cooker.�
Time is a map.�
Time is a mirror.�
Time is a river.�
Time is a feast.�

5 Perspectives on Time:○

Temporal Factors•

The psychological dimension of time--how we actually experience it-- is an important factor in queuing theory, the 
mathematical study of waiting lines. 

○
Waiting Time•

Situational Effects on Consumer Behavior•

Two basic dimensions, pleasure and arousal, determine whether we will react positively or negatively to a consumption environment. •

Shopping orientation -- general attitudes about shopping. ○

Social experiences�
sharing of common interests�
Interpersonal attraction�
Instant status �
The thrill of the hunt�

Hedonic Shopping motives:○

When the Going Get Tough, the Tough Go Shopping•

Showrooming -- a shopper visits a store to explore options for big-ticket items and then he finds a cheaper price for the 
specific model online. 

○

Pretailer -- it provides exclusive styles by prodding manufacturers to produce runway pieces it wouldn't otherwise make 
because store buyers weren't sure anyone would buy them. 

○

E-Commerce: Clicks Versus Bricks•

Retail Theming -- many stores go all out to create imaginative environments that transport shoppers to fantasy worlds or 
provide other kinds of stimulation.

○

kinds of themes:

Retailing as Theater•

The Shopping Experience•

Chapter 9 Notes
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Landscape themes rely on associations with images of nature.�
Marketscape themes build on associations with man-made places. �
Cyberspace themes build on images of information and communications technology. �
Mindscape themes draw on abstract ideas and concepts, introspections, and fantasy, and often possess spiritual 
overtones. 

�

kinds of themes:○

Some of the important dimensions of a store's image are location, merchandise suitability, and the knowledge and congeniality
of the sales staff.

○

Atmospherics is the "conscious designing of space and its various dimensions to evoke certain effects in buyers". This 
affects what we buy. 

�

Activity stores let consumers participate in the production of the products or services they buy there. �

Athmospherics○

Store Image•

Research suggests that consumers use mental budgets for grocery trips that are typically composed of both itemized portions 
and in-store slack. This means they typically decide beforehand on an amount they plan to spend, but then they have an 
additional amount in mind (slack) they are willing to spend on unplanned purchases.

○

Mobile shopping apps on smartphones provide imaginative new ways for retailers to guide shoppers through the experience, 
as they do everything for you: locate merchandise, identify the nearest restroom in a mall, or scout out sales. 

○

Unplanned buying -- customers engage in this when a they're unfamiliar with a store's layout or perhaps they're under 
some time pressure. Or, if they see an item on a store shelf, this might remind them that they need it. 

�

Impulse buying -- a customer engages in this when she experiences a sudden urge she simply can't resist. �

Spontaneous Shopping ○

A POP can be an elaborate product display or demonstration, a coupon-dispensing machine, or an employee who gives 
our free samples of a new cookie in the grocery isle. 

�
Point-of-Purchase Stimuli○

In-Store Decision-Making•

A competent salesperson offers a lot of value because his or her expert advice makes the shopper's choice easier.○
The Salesperson: A Lead Role in the Play•

Social Power describes "the capacity to alter the actions of others". To the degree to which you are able to make someone else do 
something, regardless of whether that person does it willingly, you have power over that person.

•

Referent power -- if a person admires the qualities of a person or a group, he tries to copy the referent's behaviors. It is 
important to many marketing strategies because consumers voluntarily modify what they do and buy in order to identify with 
a referent. 

○

Information power -- a person possess this type of power simply because she knows something others would like to know. 
People with this power are able to influence consumer opinion by virtue of their (assumed) access to the knowledge that 
provides some kind of competitive advantage. 

○

Legitimate power -- sometimes we grant power by virtue of social agreements, such as the authority we give to police officers, 
soldiers, and even professors. The legitimate power a uniform confers wields authority in consumer contexts. 

○

Expert power -- this derives from the knowledge someone possesses about a content area. ○
Reward power -- a person or group with the means to provide positive reinforcement has reward power. The reward may be 
the tangible kind, or it can be more intangible. 

○

Coercive power -- we exert coercive power when we influence someone because of social or physical intimidation.○

Types of Power:•

A reference group is an actual or imaginary individual or group that significantly influences an individual's evaluation, 
aspirations, or behavior. 

○

Reference Groups Influences:○

Reference Groups Aren't Just Any Groups•

The Social Power of Groups•

Research on the name letter effect finds that, all things equal, we like others who share our names or even initials better than 
those who don't. 

○

Normative influence -- the reference group helps to set and enforce fundamental standards of conduct. 
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Normative influence -- the reference group helps to set and enforce fundamental standards of conduct. ○
Comparative influence -- it affects members' decisions about specific purchases.○

A brand community is a group of consumers who share a set of social relationships based on usage of or interest in a 
product. Members typically don't live near each other--except when they may meet for brief periods at organized 
events or brandfests. These events help owners to "bond" with fellow enthusiasts and strengthen their identification 
with the product as well as with others they met who share their passion. 

�

Process of Collective Value Creation�

Brand Communities and Consumer Tribes○

A consumer tribe is similar to a brand community; it is a group of people who share a lifestyle and can identify with 
each other because of a shared allegiance to an activity or a product. They are short lived. 

�

Tribal marketing strategy -- links products to a group. �

A membership group consists of people we actually know; although we don't know those in an aspirational reference 
group, we admire them anyway. 

�

Propinquity -- as physical distance between people decrease and opportunities for interaction increase, we 
are more likely to form relationships. We call physical nearness propinquity. 

□

Mere exposure -- we come to like persons or thins if we see them more often. □
Group cohesiveness -- cohesiveness refers to the degree to which members of a group are attracted to each 
other and how much each values his or her membership in this group. 

□

Factors that Make it More Likely for People You Know to be Part of Your Membership Group:�

Membership versus Aspirational Reference Groups○

We model our behavior to be in line with what we think the group expects us to do. Sometimes, however, we also 
deliberately do the opposite if we want to distance ourselves from avoidance groups. 

�
Positive versus Negative Reference Groups○

The more people who are together, the less likely it is that any one member gets singled out for attention. �
Phenomenon of deindividuation -- a process whereby individual identities become submerged within a group. �
home shopping party -- parties that capitalizes on group pressures to boost sales.�
direct selling -- a company representative makes a sales presentation to a group of people who gather at the home of 
a friend or acquaintance. The shopping party works due to informational social influence. 

�

Group Shopping○

Conformity is a change in beliefs or actions as a reaction  to real or imagined group pressure. ○
Norms -- informal rules that govern behavior. ○

Cultural pressures -- different cultures encourage conformity to a greater or lesser degree. �
Fear of deviance -- the individual may have reason to believe that the group will apply sanctions to punish 
nonconforming behaviors. 

�

Commitment – the more people are dedicated to a group and value their �
membership in it, the greater their motivation to conform to the group’s wishes. Principle of least interest: the person 
who is least committed to staying in a relationship has the most power because that party doesn’t care as much if the 
other person rejects him. 
Group unanimity, size, and expertise -- As groups gain in power, compliance increases. �
Susceptibility to interpersonal influence -- An individual’s need to have others think highly of him or her. �

Reasons We're More Likely To Conform:○

Conformity•

Collective-decision making -- situations where more than one person chooses the products or services that multiple consumers use. •

Initiator -- Person who brings up the idea or identifies a need ○
Gatekeeper -- Person who conducts the information search and controls the flow of 
information available to the group. In an organization they identify possible vendors and 
products for the rest of the group to consider 

○

Influencer -- person who tries to sway the outcomes of the decision ○
Buyer -- the person who actually makes the purchase (may not actually use the product) ○
User -- Person who consumes the product/service ○

Different group member’s play roles in what can be a complicated process: •

Organizational buyers are people who purchase goods and services on behalf of companies for the companies use in 
manufacturing, distribution or resale.

○

Business-to-Business (B2B) marketers -- who satisfy the needs of organizations such as corporations, government agencies, 

B2B Decision-Making•

Collective Decision-Making•

   MKTG1204 Page 38    



Business-to-Business (B2B) marketers -- who satisfy the needs of organizations such as corporations, government agencies, 
hospitals and retailers.

○

Purchases in B2B are rarely impulse buys, they are often risky and the dollar volume is often substantial. ○

The purchase decisions that companies make frequently involve many people, including those who do the 
actual buying, those who directly or indirectly influence this decision, and the employees who will actually use 
the product or service. 

□

Organizations and companies often use precise technical specifications that require a lot of knowledge about 
the product category. 

□

Impulse buying is rare  because buyers are professionals, they based their decisions on past experience and 
they carefully weigh alternatives.

□

Decisions often are risky, especially in the sense that a buyer's career may ride on his judgement. □
The dollar volume of purchases is often substantial--it dwarfs most individual consumers' grocery bills or 
mortgage payments. Business-to-business marketing often emphasizes personal selling more than advertising 
or other forms of promotion. 

□

B2B vs. Consumer Purchases�

Typically, a group of people (members of a buying center) plays different roles in more complex organizational 
decisions.

�

The level of information that must be gathered prior to the decision 1)
The seriousness to which all the possible alternatives must be considered 2)
The degree to which the buyers are familiar with the purchase 3)

buyclass theory of purchasing -- divides organizational buying decisions into 3 types that range from the least to the 
most complex. 

�

How Does B2B Decision-Making Compare to Consumer Decision-Making?○

A straight Rebuy -- A habitual decision ie. When an inventory level reaches the pre‐established reorder point □
A modified rebuy -- involves limited decision making ie. When they want to repurchase a product or service 
buy also wants to make some minor modifications 

□

A new Task -- involves extensive problem‐solving – high risk, high cost new idea □

In practice these 3 dimensions relate to how much cognitive effort the buyer expends when he decides on the 
strategies determined by these dimensions: 

�

Prediction market -- a trend in organizational decision‐making techniques. Approach asserts that groups of people 
with knowledge about an industry are better predictors of the future than are any of them as individuals. 

�
Prediction Market○

Extended family -- used to be the most common family unit. It consists of three generations who live together, and it 
often includes grandparents, aunts, uncles, and cousins. 

�

Nuclear Family -- a mother, a father, and one or more children.�
Household -- any occupied housing units regardless of relationships among the people who live there. �

The Modern Family Unit○

Boomerang kids -- you throw them out, they keep coming back. These are children who live at home after graduating college 
rather than taking their own places.

○

Sandwich Generation -- the middle-aged people. They must support both the generation above them and the one below them. ○

Family size depends on factors such as educational level, the availability of birth control, and religion.�
Fertility rate -- the number of births per year per 1,000 women of childbearing rate. �
Percentage of women who define themselves as voluntarily childless is on the rise. �

Family Size○

Family Decision-Making•

Family Life Cycle (FLC) -- combines trends in income and family composition with the changes these demands place on this 
income. 

○

age, �
marital status, �
the presence or absence of children in the home�
the ages of the children �

The 4 variables that describe the changes that family units go through are: ○

The Family Life Cycle•

Consensual purchase decision -- members agree on the desired purchase but disagree in terms of how they will make 
it happen. They will engage in problem‐solving and consider alternatives until everyone is satisfied. 

�

Accommodative purchase decision -- members have different preferences or priorities and can’t agree on a purchase 
that satisfies everyone’s needs. They then use bargaining, coercion and compromise to achieve agreement. 

�

Families make 2 basic types of decisions: ○

Interpersonal need -- a person’s level of investment in the group.�
Product involvement and utility -- the degree to which a person will use the product to satisfy a 
need. 

�

Responsibility -- For procurement, maintenance, payment and so on. �
Power -- the degree to which one family member exerts influence over the others.�

Factors that influence how much family decision conflict there will be include: ○

One analysis of family decision-making took a closer look at the idea that family members mutually construct a family identity 
that defines the household both to members and to insiders. According to this, family rituals, narratives, and everyday 

○

The Intimate Corporation: Family Decision-Making•
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that defines the household both to members and to insiders. According to this, family rituals, narratives, and everyday 
interactions help families maintain their structure, maintain their family character, and clarify members' relationships to one 
another. 
Researchers looked at the family unit as a set of customer networks; in the commercial space, these are structures that invest 
in products and services to help the family reach collective identity goals, recognizing that these pursuits may compete with
rather than complement individual interests. 

○

Helicopter moms -- these are overprotective mothers who "hover" around their kids and insert themselves into virtually all 
aspects of their lives. 

○

Autonomic decision -- When one family member chooses a product ○
Syncretic decisions -- involve both partners in the decision ○
Family Financial Officer (FFO) – the individual who keeps track of the family bills and decides how to spend any surplus funds 
( researches pay special attentions to which spouse 
plays this role) 

○

Juggling lifestyle -- a frenzied, guilt-ridden compromise between conflicting cultural ideals of motherhood and professionalism. ○

Sex‐role stereotypes -- couples who believe in traditional roles tend to make 
individual decisions for sex‐typed products.

�

Spousal resources -- the spouse who contributes more resources has greater influence.�
Experience -- couples with more experience as a decision making unit make 
individual decisions more frequently.

�

Socioeconomic status -- middle‐class families make more joint decisions than 
do either higher or lower class families. 

�

4 factors determine the degree to which one or the other spouse/ both jointly will decide 
what to buy: 

○

Women are still primarily responsible for the continuation of the family's kin-network system. They maintain ties among family 
members, both immediate and extended. 

○

The synoptic idea calls for the husband and wife to take a common view and to act as joint 
decision‐makers.

○

Gender convergence -- a comprehensive view of current research reported more similarities than differences between men 
and women. 

○

Sex Roles and Family Decision-Making Responsibilities•
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Consumer Identity I: Sex Roles and Subcultures•

A person's social identity is that part of the self that our group memberships define. •

Minimal group paradigm -- people favor those who wind up in the same group, no matter how arbitrary it is.○

Social identity theory argues that each of us have several "selves" that relate to groups. These linkages are so important that we think 
of ourselves no just "I", but also as "we". We favor others that we feel share the same identity.

•

Because our society is so consumption-driven, many of the ways we express our social identities relate to products and services; 
therefore, we can think of having a consumer identity that is a big component of our over all social identity. 

•

Subculture -- a group whose members share significant beliefs and common experiences that set them apart from others. •

Consumer Identity•

Gender identity is a very important component of a consumer's self-concept. People often conform to their culture's expectations 
about how those of their gender should act, dress, or speak; we refer to these sets of expectations as sex roles.

•

Many parents and friends, provide lessons in gender socialization for both girls and boys. ○
Marketers tend to reinforce cultural expectations regarding the "correct" way for boys and girls, men and women, to look and 
act. 

○

Many societies expect males to pursue agentic goals, which stresses assertion and mastery. However, they teach females to 
value communal goals, such as affiliation and building harmonious relations. 

○

Sex Role Socialization•

Gender-role identity is a state of mind as well as body. ○
Sex-typed traits -- characteristics we stereotypically associate with one gender or the other. ○

Gender Identity Versus Sexual Identity•

Sex-typed products reflect stereotypical masculine or feminine attributes, and consumers associate them with one gender or 
another. 

○

Contemporary young mainstream female achievers (CYMFA) -- identified different roles women play in different 
contexts. 

�
Female Sex Roles○

Breadwinner�
Rebel�
Man-of-Action�

Male Sex Roles○

Sex-Typed Products•

Gender Identity•

An ethnic subculture is a self-perpetuating group of consumers who share common cultural or genetic ties, where both its members 
and others recognize it as a distinct category. 

•

In a high-context culture, group members tend to be tightly knit., and they infer meaning s that go beyond spoken word. Symbols and 
gestures, rather than words, carry much of the weight of the message. 

•

People in low-context culture are more literal.•

Many subcultures have powerful stereotypes the general public associates with them.○
Ethnic and Racial Stereotypes•

Acculturation is the process of movement and adaption to one country's cultural environment by a person from another 
country. 

○

Acculturation agents -- people and institutions that teach the ways of a culture. ○

Movement -- refers to the factors that motivate people to physically uproot themselves from one location and go to 
another. 

�

Translation -- means that immigrants try to master a set of rules for operating in the new environment.�
Adaptation -- is the process by which people form new consumption patterns. �
Assimilation -- where they adopt products, habits, and values they identify with the mainstream culture. �
Maintenance -- of practices they associate with the culture of origin. �
Resistance -- they resent the pressure to submerge their Mexican identities and take on new roles.�
Segregation -- they are likely to live and shop in places physically separated from mainstream consumers. �

Process of Acculturation○

The progressive learning model helps us to understand the acculturation process. This perspective assumes that people 
gradually learn a new culture as they increasingly come in contact with it. Thus, we expect that when people acculturate, they 
will mix the practices of their original culture with those of their new or host culture. 

○

Process of Warming -- transforming objects and places into those that feel cozy, hospitable, and authentic. ○
Deethnicization occurs when a product we link to a specific ethnic group detaches itself from its roots and appeals to other 
groups as well.

○

Ethnicity and Acculturation•

Ethnic and Racial Subcultures•

The interbellum generation -- people born at the beginning of the 20th century.○
The silent generation -- people born between the two World Wars.○
The war baby generation -- people born during World War II.○
The baby boom generation -- people born between 1946 and 1964.○
Generation X -- people born between 1965 and 1985.○
Generation Y -- people born between 1986 and 2002.○
Generation Z -- people born 2003 and later. ○

An age cohort consists of people of similar ages who have similar experiences. They share many common memories about cultural 
icons, important historical events, and so on. 

•

Children as Decision-Makers: Consumers-in-Training•

Age Subcultures•

Chapter 10 Notes
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Primary market -- Kids spend a lot on their own wants and needs. �
Influence market -- Parental yielding occurs when a parental decision-maker "surrenders" to a child's request. �
Future market -- Kids have a way of growing up to be adults, so savvy marketers try to lock in brand loyalty at an early 
age. 

�

Children make up three distinct markets:○
Children as Decision-Makers: Consumers-in-Training•

Autonomy versus belonging -- teens need to acquire independence, so they try to break away from their families. 
However, they need to attach themselves to a support structure, such as peers, to avoid being alone. 

�

Rebellion versus conformity -- teens need to rebel against social standards of appearance and behavior, yet they still 
need to fit in and be accepted by others. 

�

Idealism versus pragmatism -- teens tend to view adults as hypocrites, whereas they see themselves as being sincere. �
Narcissism versus intimacy -- teens tend to be obsess about their appearance and needs. However, they also feel the 
desire to connect with others on a meaningful level. 

�

Common Conflicts Common to all Teens:○

Rule 1: Don’t talk down.□
Rule 2: Don’t try to be something you're not. Stay true to your brand image.□
Rule 3: Entertain them. Make it interactive and keep the sell short.□
Rule 4: show that you know what they're going thru, but keep it light.□
Rule 5: Show that you're authentic and that you give back. □

Rules of Engagement for Young Consumers:�

Tweens -- children aged 8 to 14 years old�

Gen Y○

The baby boomer age subculture consists of people whose parents established families following the end of 
World War II and during the 1950s when the peacetime economy was strong and stable. 

□
Baby Boomers�

Autonomy -- mature consumers want to lead active lives and be self-sufficient. �
Connectedness -- mature consumers value the bonds they have with friends and family. �
Altruism -- mature consumers want to give something back to the world. �

Marketing Strategies:□
The Senior Market�

The Mature Market○

The Youth Market•

Geodemography refers to analytical techniques that combine data on consumer expenditures and other socioeconomic factors with 
geographic information about the areas in which people live, in order to identify consumers who share common consumption patterns. 

•
Place-Based Subcultures•
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Consumer Identity II: Social Class and Lifestyles•

Discretionary income is the money available to a household over and above what it requires to have a comfortable standard of 
living. 

○

Tightwards -- people who hate to part with even a penny and who actually experience emotional pain when they hand over 
their cash.

○

Spendthrifts -- people who enjoy nothing more than buying everything in sight. ○

Consumers' beliefs about what the future holds are an indicator of consumer confidence. This measure reflects how 
optimistic or pessimistic people are about the future health of the economy and how they predict they'll fare down the 
road.  

�
Consumer Confidence○

Plutonomy -- an economy that's driven by a fairly small number of rich people. �
The Great Recession and its Aftermath○

Hedonic adaptation -- it basically means that to maintain a fairly stable level of happiness, we tend to become used to 
changes, big or small, wonderful or terrible. 

�
Materialism and Economic Condition○

To Spend or Not to Spend, That Is the Question•
Income and Consumer Identity •

We use the term social class more generally to describe the overall rank of people in a society. People who belong to the same 
social class have approximately equal social standing in the community. 

○

Homogamy (assortative mating) -- we tend to marry people in a social class similar to our own. ○
The process of social stratification refers to the creation of artificial divisions.○

Achieved Status -- resources were earned through hard work or diligence. �
Ascribed Status -- resources that are acquired because one is born into it.�
Most groups exhibit a structure, or status hierarchy, in which some members are better off than others. �

Achieved Versus Ascribed Status○

Horizontal mobility occurs when a person moves from one position to another that's roughly equivalent in 
social status. 

□

Downward mobility is movement none of us wants, but unfortunately we observe this pattern fairly often.□

Social mobility refers to the "passage of individuals from one social class to another." �
Social Mobility○

Pick a Pecking Order•

Occupational prestige is one way we evaluate people's worth. �
Occupational Prestige○

Income per se is not often a very good indicator of social class because the way in which we spend our money is more 
telling than how much we spend. 

�
Income ○

Luxury is functional -- these consumers use their money to buy things that will last and have enduring value.□
Luxury is a reward -- these consumers tend to be younger than the first group but older than the third group. 
They use luxury to say, "I've made it".

□

Luxury is indulgence -- to these consumers the purpose of owning luxury is to be extremely lavish and self-
indulgent.

□

3 Groups of Consumers Based on Attitude Toward Luxury:�
Targeting the Top of the Pyramid: High-Income Consumers○

A worldview is one way to differentiate among social classes. �
Worldview○

Potent actors -- those who believe they have the ability to take actions that affect their world.�
Impotent actors -- those who feel they are at the mercy of their economic situations.�
Affluenza -- many well-off consumer seem to be stressed or unhappy despite or even because of their wealth. �

Components of Social Class•

Social Class and Consumer Identity•

Chapter 11 Notes
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Affluenza -- many well-off consumer seem to be stressed or unhappy despite or even because of their wealth. �
Cosmopolitanism -- an aspect of worldview that is starting to receive more attention by consumer behavior 
researchers, who define a cosmopolitan as someone who tries to be open to the world and who strives for diverse 
experiences. They respond well to brands that have a "worldly" image. 

�

Upper upper�
Lower upper�
Upper middle�
Lower middle�
Upper lower�
Lower lower�

6 Social Classes in the United States:○
Social Class in the United States•

Status Crystallization -- the logic is that when these indicators are not consistent, stress occurs, because the rewards from each 
part of such an "unbalanced" person's life are variable and unpredictable. 

○

Hierogamy -- marrying "up" or someone above your own social class.○

How Do We Measure Social Class?•

Mass class -- This refers to the hundreds of millions of global consumers who now enjoy a level of purchasing power that's sufficient to 
let them afford high-quality products.

•

A taste culture describes consumers in terms of their aesthetic and intellectual preferences. This concept helps to illuminate 
the important, yet sometimes subtle, distinction in consumption choices among the social classes. 

○

Restricted codes focus on the content of objects, not on relationships among objects.�
Elaborated codes are more complex and depend on a more sophisticated worldview. �

Another approach to social class focuses on the codes (the way consumers express and interpret meanings) people within 
different social strata use. 

○

Pierre Bourdieu -- he concluded that "taste" is a status-marking force, or habitus, that causes consumption preferences to 
cluster together. 

○

"What Do You Use That For For?": Taste Cultures, Codes, and Cultural Capital•

Status Symbol and Social Capital•

Social capital -- organizational affiliations and networks. ○
Cultural capital -- this refers to a set of distinctive and socially rare tastes and practices.○

Online gated communities selectively allow access to some people and may offer a high degree of social capital to the 
lucky few who pass the test. 

�
Online Social Capital○

Social Capital•

A major motivation to buy is not to enjoy these items but rather to let others know that we can afford them. These products 
are status symbols. 

○

For Thorstein Veblen, we buy things to create invidious distinction; this means that we use them to inspire envy in others 
thorough our display of wealth or power. He coined the term conspicuous consumption to refer to people's desires to provide 
prominent visible evidence of their ability to afford luxury goods. 

○

Leisure class -- people for whom productive work is taboo. ○

Status Symbol•
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Lifestyle defines a pattern of consumption that reflects a person's choices of how to spend his or her time and money. These choices 
play a key role in defining consumer identity.

•

A lifestyle marketing perspective recognizes that people sort themselves into groups on the basis of the things they like to do, how 
they like to spend their leisure time, and how they choose to spend their disposable income. 

•

Consumption Style○

Co-branding strategies -- where brands team up with other companies to promote two or more items. ○
Product complementarity occurs when the symbolic meanings of different products relate to one another. Consumers use 
these sets of products we call a consumption constellation to define, communicate, and perform social roles. 

○

Product Complementarity and Co-Branding Strategies•

Psychographics involves the "use of psychological, sociological, and anthropological factors to determine how the market is 
segmented by the propensity of groups within the market--and their reasons--to make a particular decision about a product, 
person, ideology, or otherwise hold an attitude or use a medium. 

○

A lifestyle profile looks for items that differentiate between users and nonusers of a product. �
A product-specific profile identifies a target group and then profiles these consumers on product-relevant dimensions. �
A general lifestyle segmentation places a large sample of respondents into homogenous groups based on similarities 
of their overall preferences. 

�

A product-specific segmentation study tailors questions to a product category. �

How Do We Perform a Psychographic Analysis?○

Most contemporary psychographic research attempts to group consumers according to some combination of three 
categories of variables: activities, interests, and opinions which we call AIOs. 

�

Define the target market□
Create a new view of the market□
Position the product□
Better communicate product attributes□
Develop product strategy market social and political issues□

Marketers use the results of these studies to:�

The Values and Lifestyles System (VALS2)�

AIOS○

Psychographics•

Lifestyles and Consumer Identity•
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Innovators -- they are successful consumers with many resources. □
Thinkers -- they are satisfied, reflective, and comfortable.□
Achievers -- they are career oriented and prefer predictability to risk or self-discovery.□
Believers -- they have strong principles and favor proven brands.□
Strivers -- they are similar to achievers but have fewer resources. They are concerned about the approval of 
others. 

□

Makers -- they are action oriented and tend to focus their energies on self-sufficiency. □
Strugglers -- they are at the bottom of the economic ladder. They are most concerned with meeting the needs 
of the moment and have limited ability to acquire anything beyond the basic goods they need for survival. 

□
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Networked Consumer Behavior: Word-of-Mouth, Social Media, and Fashion•

Word-of-mouth (WOM) is product information that individuals transmit to other individuals. Because we get the word from people we 
know, WOM tends to be more reliable and trustworthy than messages from more formal marketing channels.

•

Advertising is more effective to reinforce our existing product preferences than to create new ones. •

Guerrilla marketing -- promotional strategies that use unconventional means and venues to encourage WOM about products. ○
Buzz Building•

Informal discussions among consumers can make or break a product or store. Consumers weigh negative word-of-mouth 
more heavily than positive comments. 

○

Injustice -- consumer protestors frequently talk about their fruitless attempts to contact the company.�
Identity -- posters characterize the violator (often top management) as evil, rather than simply incompetent. �
Agency -- individual website creators try to create a collective identity for those who share their anger with a 
company. 

�

3 Basic Themes of Complaints:○

Negative WOM: The Power of Rumors•

Word-of-Mouth Communication•

Opinion leaders are individuals who are frequently able to influence others' attitudes or behaviors. •
Homophily refers to the degree to which a pair of individuals is similar in terms of education, social status, and beliefs. •

Generalized opinion leader -- opinion leaders whose recommendations we seek for all types of purchases.○
Monomorphic -- expert in a limited field.○
Polymorphic -- expert in several fields.○
Two step flow model of influence -- it proposes that a small group of influencers disseminate information because they can 
modify the opinions of a large number of other people. 

○

Influencers communicate information vigorously to one another and they also participate in a two-way dialogue with the 
opinion leader as part of  an influence network. These conversations create information cascades that occur when a piece of 
information triggers a sequence of interactions. 

○

How Influential Is An Opinion Leader?•

Innovators -- they like to take risks and try new things. Innovative communicators. ○
Opinion leaders also are likely to be opinion seekers. They are generally more involved in a product category and so they 
actively search for information.

○

a person who likes to transmit marketplace information of all types. �
The Market Maven ○

this term refers to a third party we retain to provide input into our purchase decisions. �
The Surrogate Consumer ○

Types of Opinion Leaders•

The most commonly used technique to identify opinion leaders is simply to ask individual consumers whether they 
consider themselves to be opinion leaders. 

�
Self-Designation○

Sociometric methods trace communication patterns among members of a group. These techniques allow researchers 
to systematically map out the interactions among group members.

�

The strength refers to the nature of the bond between people. It can range from  strong primary to weak secondary. �

Sociometry: The Kevin Bacon Phenomenon○

How Do We Find Opinion Leaders?•

Opinion Leadership•

Our zeal to share and collect feedback from others before we purchase underscores the key role social media plays in fueling the basic 
word-of-mouth process. We call these people who supply these reviews brand advocates. 

•

Community -- a unified body of individuals, unified by interests, location, occupation, common history, or political and 
economic concerns. 

○

Cyberplace -- where people connect online with kindred spirits, engage in supportive and sociable relationships with them, and 
imbue their activity online with meaning, belonging, and identity. 

○

Flow state -- flow is an optimal experience with qualities like a sense of playfulness, a feeling of being in control, concentration 
and highly focused attention, mental enjoyment of the activity for its own sake, a distorted sense of time, and a match 
between the challenge at hand and one's skills.

○

Social Media and Community•

A social network is a set of socially relevant nodes connected by one or more relations. Nodes are members of the network. 
Members (or network units) are connected by their ties (relationships) with one another. 

○

Social networks are sometimes called social graphs, though this term may also refer to a diagram of the interconnections of 
units in a network.

○

Nodes in a network experience interactions; these are behavior-based ties such as talking with each other, attending an even 
together, or working together. 

○

Flows occur between nodes. They are exchanges of resources, information, or influence among members of the network. ○
Media multiplexity -- flows of communication go in many directions at any point in time and often on multiple platforms.○
Meetups -- where members of an online network arrange to meet in a physical location. ○
Social object theory suggests that social networks will be more powerful communities if there is a way to activate relationships 
among people and objects. Object is something of common interest and its primary function is to mediate the interactions 
between people. 

○

The Structure of Social Networks•

Characteristics of Online Communities:○
The Power of Online Communities•

The Social Media Revolution•

Chapter 12 Notes
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Conversations -- communities thrive on communication among members. �
Presence -- though online communities exist virtually rather than at a physical location, the better ones supply tangible 
characteristics that create a sensation of actually being in a place. Presence describes the effect that people 
experience when they interact with a computer-mediated or computer-generated environment. 

�

Collective interest -- just as your offline communities are based on family, religious beliefs, social activities, hobbies, 
goals, place of residence, and so on, your online communities also need commonalities to create bonds among 
members. 

�

Democracy -- the political model of most online communities is democratic. Democracy is a descriptive term that 
refers to rule by the people. Media democratization means that the members of social communities, not traditional 
media publishers, control the creation, delivery, and popularity of content.

�

Standards of behavior -- virtual communities need rules that govern behavior in order to operate. Flaming is 
discouraged. It is when a post contains al capital letters to express anger.

�

Level of participation -- for an online community to thrive, a significant proportion of its members must participate. 
Most users are lurkers; it means that they absorb content that others post rather than contributing their own. 

�

Crowd power -- social media changed the fundamental relationship between marketers and consumers. Companies no 
longer market to consumers, but market with them. Wisdom of crowds is a model that argues that under the right 
circumstances, groups are smarter than the smartest people in them. 

�

Characteristics of Online Communities:○

In online groups, opinion leaders are sometimes called power users. They have a strong communication network that gives 
them the ability to affect purchase decisions for a number of other consumers, directly or indirectly. 

○

influence impressions -- brand-specific mentions. ○
Mass connectors -- Mass connectors spread influence in impressions, the impact of the message grows due to the momentum 
effect. 

○

Social shopping is an emerging form of e-commerce that allows an online shopper to simulate the experience of 
shopping in a brick-and-mortar store. 

�
Social Shopping○

A social game is a multiplayer, competitive, goal-oriented activity with defined rules of engagement and online 
connectivity among a community of players. 

�

Transactional advertising -- rewards a players if they respond to a request as they play a social game. �

Leaderboards -- a listing of the leader in the game competition.□
Achievement badges -- symbols awarded to show game levels achieved, shared with the community. □
Friend (buddy) lists with chat -- a list of contacts with whom one plays and the ability to communicate within 
in game. 

□

Key Elements of Social Games:�

A game platform refers to the hardware systems on which the game is played. □
Mode refers to the way players experience the game world. □
Milieu describes the visual nature of the game, such as science fiction, fantasy, horror, and retro.□
The genre of a game refers to the method of play. □

Basic Dimensions of Social Games:�

Social Games and Gamification○

Online Opinion Leaders•

Diffusion of innovations refers to the process whereby a new product, service, or idea spreads through a population. An innovation is 
any product or service that consumers perceive to be new. 

•

Not all people adopt an innovation at the same rate. Some do so quite rapidly, and others never do at all.○
Innovators and Early Adopters-- quick to adopt new products○
Laggards -- very slow○
Late Adopters -- somewhere in the middle. ○

How Do We Decide to Adopt an Innovation?•

The Diffusion of Innovations•

Innovators are brave souls who are always on the lookout for novel products or services and who are first to try something 
new. Risk-takers.

○

Early adopters share many characteristics with innovators but the differ because there is higher degree of concern for social 
acceptance. 

○

A continuous innovation is a modification of an existing product. Evolutionary rather than revolutionary.○
A dynamically continuous innovation is a significant change to an existing product. ○
A discontinuous innovation creates really big changes in the way we live. 

Behavioral Demands of Innovations•
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A discontinuous innovation creates really big changes in the way we live. ○

Compatibility -- the innovation should be compatible with consumers' lifestyles. ○
Trialability -- because we think an unknown product is risky, we're more likely to adopt an innovation if we can experiment 
with it prior to making a commitment. "trial sizes"

○

Complexity -- the product should be low in complexity. ○
Observability -- innovations that are readily apparent are more likely to spread because we learn about them more easily. ○
Relative advantage -- the product should offer relative advantage over other alternatives. ○

What Determines If an Innovation Will Diffuse?•

The fashion system includes all the people and organizations that create symbolic meanings and transfer those meanings to 
cultural goods. 

○

Fashion is the process of social diffusion by which some group(s) of consumers adopts a new style. ○
a fashion (or style) is a particular combination of attributes. ○
To be in fashion means that some reference group positively evaluates this combination. ○

Psychological�
Economic�

Trickle-down theory -- which the sociologist Georg Simmel first proposed in 1904, is one of the most 
influential sociological perspectives on fashion. It states that two conflicting forces drive fashion change. 
Dominant style originate with the upper classes and trickle down to those below. 

□
Sociological�

Medical �

Behavioral Science Perspectives on Fashion○

Cycles of Fashion Adoption○

We identify different classes of fashion when we look at the relative length of their acceptance cycles. �
A classic is a fashion with an extremely long acceptance cycle. �

The fad is nonutilitarian--it does not perform any meaningful function.□
The fad often spreads impulsively--people do not undergo stages of rational decision-making before they join 
in.

□

The fad diffuses rapidly, gains quick acceptance, and dies just as quickly. □

A fad is a very short-lived fashion. �

The Fashion System•
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