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Week 1 
1. Situational Influence:  

- Influence on purchase decision of the (1) physical surroundings, (2) social 
surroundings, (3) temporal perspective, (4) task definition and (5) antecedent state. 
 

i. Physical Surroundings: the material environment surrounding the 
consumer at the time of communication purchase or consumption. 
 
à Eg. Store interior are designed to create specific feeling in shoppers. 
All physical features of a retail environment à Store’s Atmospheric: 
influence consumer judgment of the quality of the store and the store’s 
image.  
 
à Services cape – describing a service business such as hospital, restaurant 
or bank.  
 
v Music influence consumer’s mood in turn influences the consumption 

behavior. 
 
à Statistics shows that slow background music increases the probability 
of purchase over fast background music. However, shops required quick 
customer turnover might be better off with fast background music.  

 
v Colors: influence the way physical environment is perceived.  

 
à Eg. Red – good for attracting attention and interest which suitable for 
exterior of the store. However, it is also perceived as tense and negative, 
so cool colors like blues are more suitable for interior.  

 
ii. Social Surroundings: Presence of other people who could have influenced 

an individual consumer’s behavior.  
 
à Individual tends to comply with group expectation particular when the 
behavior is visible.  

 
à Negatives effect exists; Eg. Anti-smoking campaign not only to fight for 
addictive power of nicotine but also the social factors that reinforce such 
behavior.  
 

iii. Temporal Perspective: The situational characteristics that deal with the 
effect of time on consumer behaviors. 
 
v Limited purchase time limits search – Eg. Consumers are less likely to 

visit department stores when they are time pressured.  
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iv. Task Definition: The reason for engaging in the consumption behavior 
à Buying for self-consumption or for the others. Eg. Friend  
 

v. Antecedent State: Features of the individual person that are not lasting 
characteristics.  
 
v Moods - A transient state of mind that is generally no tied to a specific 

event or object.  
 

v Momentary Condition – States of being, such as being tired, being ill, 
having a lot of money, having no money etc; differ somewhat from 
moods.  
 à Eg. An individual who is short of cash only for the moment will 
probably act differently to someone who is permanently poor.  
 

2. Marketing Implication: 
 

i. Temporal Aspects – Position the product based on situation. 
à  Eg. Self-Consumption or as a gift to someone.  
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Week 2 
1. Problem Recognition 

- Result of a discrepancy between a desired state and an actual state that is sufficient to 
arouse and activate the decision process. 

 
 
 
 
 

 
i. Involves no decision; limited internal search. 

 
Brand Loyalty Repeat Purchase Decision 

- Psychological Commitment 
 

- Emotional Attached 
 

- High Product involvement but low 
purchase involvement 

- Purchase of same goods / services 
over time; with / without loyal. 
 

- If satisfied with new option, 
develop similar habit. 

 
àEg. Coffee / toothpaste 

 
ii. Internal but limited external search, few alternatives, simple decision rules, little 

post-purchase evaluation.  
- In response to emotional and environmental needs.  

à Eg. Consumers decided to purchase new brands; they are “bored” with 
current brand / restaurant search on a friend’s date night. 

 
iii. Extensive internal and external search; complex evaluation of multiple alternatives. 

- Doubts and through evaluation are likely to take place in post purchase 
evaluation. 
à Eg. Cars, houses 
 

2. Factors Affect Desired State: 
i. Cultural / Social Class: Provide broad boundaries for life style. 

ii. Individual Development: Changes in consumers like age. 
iii. Reference Groups: Changes in groups can alter life style. 

 
3. Factors Affect Actual State: 

i. Normal Depletion: Necessities used up / needed to be replaced. 
ii. Availability of product. 

iii. Individual Development 

Low	  Purchase	  Involvement	   High	  Purchase	  Involvement	  

1.	  Habitual	  
Decision	  
Making	  

2.	  Limited	  
Decision	  
Making	  

3.	  Extended	  
Decision	  
Making	  



Mario Leung: 1206320 CB Exam Revision 
	  

23rd	  November,	  2013.	   Page	  4	  
	  

4. Marketing Strategy Activating Problem Recognition 
i. Generic Problem Recognition 

- Involves a discrepancy that a variety brands within a product category can 
reduce. 
 

- Results in an expansion of the total market. 
à Aus Dairy Cooperation: concentrate on the promotion of health nutrition 
benefits of consuming dairy food in well-balanced diet. 

 
ii. Selective Problem Recognition 

- Involves a discrepancy only one brand can solve. 
 
- Gain or maintain market share (aim). 

 
iii. Influence Desire State 

- By advertising the benefits of product, hoping to be desired by consumer. 
 
iv. Influence Perception of existing State 

- Show superiority by comparing brand’s features with other competitor. 
 

v. Timing of Problem Recognition 
- Trigger problem recognition in advance of actual problem. 

à Eg. Chemists will make home deliveries. 
 
vi. Suppressing Problem Recognition 

- Avoid upsetting habitual buyers 
v Effective quality control and distribution à avoid stock out. 
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Week 3 
1. Decision Rules 

- Describes how consumers select one alternative from those considered.  
 

i. Conjunctive Decision Rule: 
- Minimum required performance standards for each evaluation criterion, and 

select brands that surpass these standards. 
 

- Eliminates alternative that do not meet minimum standards. 
 

- Commonly used in low-involvement purchases. 
 

ii. Disjunctive Decision Rule: 
- Minimum level of performance for each important attribute. Brands surpass the 

performance level for any key attributes are considered acceptable. 
 

iii. Elimination-by-aspects Decision Rule: 
- Rank the evaluate criteria in terms of their importance and establish a cut-off 

point for each criterion. 
 

- Those do not surpass cut-off point are eliminated à process repeated for 
second- most important criterion, until only one brand remains.  
 

- End up with choice that has all desired features of all other alternatives.  
 

iv. Lexicographic Decision Rule: 
- Rank the criteria in order of importance; then select brand that perform best on 

the most important attribute. (Seeks maximum performance at each stage, 
while (iii) only seek satisfactory performance). 

 
v **i to iv: Non-Compensatory Decision Rule: very good performance on one evaluate 

criterion cannot compensate for poor-performance on another.  
 

v. Compensatory Decision Rule: 
- States that the brand that rates highest on the sum of the consumer’s judgments 

of the relevant criterion will b chosen.  
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Week 6 
1. Attitudes: 

- The way we think and feel and act towards some aspect of out environment such as a 
retail store / product. 

 
Attitude components ß à Tri-component attitude model 

 
i. Cognitive Component: 

- Consumer’s belief and knowledge about attitude object. 
- Each beliefs reflects knowledge about an attribute of the brand. 
- Belief can be right or wrong. 

Eg. Consumers believe Coke Zero has no kilojoules; made by large company.  
 

- More positive each belief is more favorable of overall cognitive component is 
presumed to be.  

- Cognitive evaluation can be subjective / objective.  
 

ii. Affective Component: 
- Consumers’ feelings / emotional reaction to an attitudes object  
- General feeling developed “WITHOUT” cognitive information about the 

product. 
 Eg. “I like Coke Zero”. 
 

- Most beliefs about a product have associated affective reactions or 
evaluations. 
Eg. A can of Coke Zero cost $2 can create a positive reaction – “Bargain”; 
Negative reaction – “Too expensive or neutral feeling” à average price. 
 

- Consumer’s affective reaction towards a product may change as situation 
changes.  

- Eg. Coke zero has caffeine, which keeps u awake à positive affective 
response occurs when consumers need to stay awake.  
 

- Positive and negative evaluations in the context of product comparison.  
 

v Each individual may evaluate the same belief differently: 
à Feelings can precede and influence cognition. 

 
iii. Behavioral Component: 

- Tendency of the attitude holder to respond in a certain manner towards an 
attitude object. Eg. Decisions on whether to purchase or not; recommend this 
or other brands. 

- Behavior reflects intensions and is modified by the situation in which they 
occur.  
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2. Attitude change strategies 
- Induced by manipulating the marketing mix 

 
i. Changing the affective component 

- By influencing consumer’s liking of its brand without directly influencing either 
beliefs or behavior:  

Ø Classical Conditioning: 
à Stimulus audience likes such as music, is consistently paired with the 
brand nameà positive affect associated with the music will transfer to 
the brand. 
Eg. Firms use celebrities to generate positive feelings towards their 
brands (i.e. Hamish Carter – weetbix) 
 

Ø Affect towards the advertisement: 
à Liking the advertisement increases the tendency to like the product 
(high-involvement process) 
Eg. The use of humor / celebrities increase affect towars advertisement of 
used appropriately. 

 
Ø Mere Exposure: 

à Repeatedly presenting a brand to an individual could make 
individual’s attitude towards the brand more positive. 
à Repetition advertisement for low-involvement product may increase 
liking and subsequence purchase without altering the initial beliefs. 
 

ii. Changing Behavioral Component 
- Consumers often try new brands in the absence of prior knowledge of affect, 

such purchases are much for information as tor the satisfaction of some 
underlying need. 

Ø Operant Conditioning 
à Induce people to purchase or consume the product or at least try it out 
Eg. Coupons / free samples 
 

Ø Behavior leads to strong positive attitudes towards brand 
à Sound distribution system (ie. Avoid stock outs) is important to 
prevent current customers from trying competing brands.  
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iii. Changing Cognitive Component 
- If a belief about an issue is influenced, affect and behaviors should then change 

à Principle of cognitive consistency 
Eg. Cancer council Aus. began presenting information on negative health 
consequences of smoking to change the attitudes towards cigarette smoking.  
 
i. Changing Beliefs 

- Shifts beliefs about performance of brand 
Eg. Harry Potter book series first the target customers are 
primarily………………………………………………………………
…………… 
 
 
SAMPLE ENDS HERE! 


