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et What Influences Consumer Behavior?

Consumer behavior is tl
1€ ¢ / e o

buy, use, and dispose of ggf;ctil:ds)eof'ho“ l(;ldlwduals' groups, and organizations select

~ ~ S, Q r\rices' i oas . Oy & '
wants.! Marketers must as, or experiences (o satisfy thei ds and
ior. Table 6.1 PrO\'idesﬂ:!“}lf);lizgersm-nd bo.lh the theory and reality (l)bfr}c(J[!l::ll;l?:rebehav-
Bangladesh, India, Pakistan dprpfnle of the major South Asian markets, namely
. : _ , istan, and Sri Lanka. Table 6.2 p i - )
sumption expenditure in India for the vear 2005 "0({(—‘ provides the data for private cO”

A consumer’s buying behavior is inf <UU9=20U6.

) 1avior is influey
> _1 factors exer ce , :
Culrural factors exert the broadest and deepest :j EY cultural, social, and personal factor™
ntluence.

Cultural Factors

ing behavior. Culture is i :
growing child acquires a[?:[ tc?fr:f::limemal eterminan of a persan’s wants and behavio)
U€s, perceptions, preferences. and bel:ai‘i?:)r;s through N1s°




1. Population (Million, 2005)

142
2 Area (1,000 sq. km) 144
Distribution of Gross Domestic Product
(%, 2004)
= Agriculture 21
= Industry 27
= Services 52
4. Gross National Product (GNP) 66
at Factor cost ($, Billion, 2005)
5. GNP Per capita ($, 2005) 470
6. Inflation Rate (Average Annual, 2000-2005) 43
7. Households with Television (%, 2004) 29
8. Mobile Phone (per 1,000 persons, 2004) 31
9. Personal Computers 12
(per 1,000 persons, 2004)
10. Internet Usage 2
(per 1,000 persons, 2004)
" 1. Share of Income/Consumption (%,1995-2003)
m Richest 20% 41
m Poorest 20% 09
12 Adult llliteracy Rate (%, 2004) -
| 13. Population in Poverty 36
| (%, <$1 PPP a day, 1990-2004)
i 14, Human Development Index, Rank (2004) 137
Source Stanstical Outine of ingia 2006-200

| Food and Beverages

her family and other key institu-
tions. A child growing up in the

United States is exposed to the fol- Of which.

lowing values: achievement and m Cereals, pulses

Sugar and gas

0il and oil seeds

Fruits, vegetables, and tubers
Milk and products

success, activity, efficiency and prac- o
Ficality. progress, material comfort, om
individualism, freedom, external .
comfort, humanitarianism, and

youthfulness.2 A child growing up in L

Bangladesh India

1,095
3,287

21
27
52
793

720
38
37
44
12

32

43
09
39
35

128

a traditional middle-class family in Beverages, pan, tobacco

India is exposed to the following val-
ues: respect and care for elders, hon-
esty and integrity, hard work,
achievement and success, human-

itarianism, and sacrifice. '~ Others
Each culture consists of smaller Total

subcultures that provide more spe- | =

cific identification and socialization "

for their members. Subcultures | Servces 20
include nationalities, religions r.ac1al -
groups, and geographic regions.

| Clothing and footwear
| Rent, fuel, and power
' Transport and Communication
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Pakistan Sri Lanka TABLE 6.7
N Profite of Major South Asian Marke
156 20
796 66
22 18
25 27
53 55
107 23
690 1160
6.0 -
39 32
33 114
5 27
13 14
40 42
09 08
50 09
17 06
134 93
7.379 TABLE 6.2
1,301 The Per Capita Private Consumption
429 Expenditure in Incha (In Rupees, for
441 2005-2006 at current prices)
1,662
1,230
675
943
2,206
3,581
4,609
18718

When subcultures grow large and affluent enough, companies often design specialized mar-

keting programs to serve them.
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i 's (PSI) social-marketing i
Population Services International’s (PSI) el the oral Contraceptive pill brandet Mgy J

mixed results. While its Raja brand condoms sold quite W
low acceptance among women. Later analysis Squested.that
counter consumer product, a pill was associated with birth control ” .
important aspects that contributed to the lack of popularity of the pIis wef‘ hysicians z
child, the main buyers being men (this was true for pills also), and the role of physicians and traders,
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while people associaled condomg ag 45 "t

and percewed as a powerfyl drug oy
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the cultural yearming for A Ml
f:

f careful marketing research, which reveale that djj.

Multic | marketing grew out o
teuctira L £E always respond favorably 1o MASS- Mg rkey

ferent ethnic and demographic niches did not
advertising. . ;

(?otl;)s]l)l:lﬁ’lics have capitalized on well-thought-out "“”“"3"'“;"”1 "7:;'_"‘."“{3% strategies iy,
recent years (see “Marketing Insight: Marketing (o (‘“]“”f” M‘.',r ‘»'4 ¢ ‘ﬂ”“"”_'“ ). As countrie,
become more culturally diverse, however, many marketing ("””f’*“g““ ““f»"”“ﬂ aspecify
cultural target can spill over and positively inﬂuenu:: 'mh(':r (-1|Fll|r'§| w”f'l’*- _

Virtually all human societies exhibit social Sl{‘a{{[lel//(J’J- Stratification sometimes (akeg
the form of a caste system where the members of different castes are reared for certain rofeg
and cannot change their caste membership. More fr(r:(.]ucn(ly‘, it lilk(.’"ﬁ the lm"ﬂl ol soclal
classes, relatively homogeneous and enduring divisions in a society, which are hierarchically
ordered and whose members share similar values, interests, and behavior. One classic depic-
tion of social classes in the United States defined seven ascending levels, as follows: (1) lower
lowers, (2) upper lowers, (3) working class, (4) middle class, (5) upper middles, (6) lowe
uppers, and (7) upper uppers.> Indian marketers use a term called socioeconomic classifica
tion (SEC), which uses a combination of the education and occupation of the chief wage
earner of the household to classify buyers in the urban areas. This classifies all the urban
households into eight broad categories, namely, A1, A2, BI, B2, C, D, 1, and E2; with Al sig
nifying the highest purchase potential and E2 signifying the lowest. For the rural areas, the
system uses the occupation of the chief wage earner of the household and the type of house
to classify households into four broad categories from R1 to R4 in the descending order of
purchase potential (see Tables 6.3 and 6.4).

Social classes have several characteristics. First, those within each class tend to
behave more alike than persons from two different social classes. Social classes differ in
dress, speech patterns, recreational preferences, and many other characteristics. Second,
persons are perceived as occupying inferior or superior positions according to social
class. Third, social class is indicated by a cluster of variables—for example, occupation,
income, wealth, education, and value orientation—rather than by any single variable.
Fourth, individuals can move up or down the social-class ladder duriﬁg their lifetimes.
The extent of this mobility varies according to how rigid the social stratification is in a
given society.

Social classes show distinct product and b
clothing, home furnishings, leisure activije
preferences, with upper-class consume

rand preferences in many areas, including
s, and automobiles. Social classes differ in media
: : 1s often preferring magazines and books and lower-
class consumers often preferring television. Even within a media category, such as TV, upper-
class consumers tend to prefer news and drama, and lower-class consumers tend to prefer
soap operas and sports programs. There are also language differences among the social
classes. Advertising copy and dialogue must ring true to the targeted social classes.

Social Factors

In. addition tg (‘ullu‘rinl factors, social lactors such as reference groups, family, and social
roles and statuses affect our buying behavior i '

K

' ENCI ' A person’s reference
(face-to-face) or indirect influence on the
influence are called mcmbershlp groups
person interacts fairly continuously

Broups are all the groups that have a (ili‘Cf:
ir attitudes or behavior., Groups having a ‘I'm,
Some of these are primary groups with whom the
and inl'umm[]y. such as family, friends. neighbors, &0
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Hispanic Americans

rilli;)a;rifwé?s;rﬁft:;s:a\e become e argest minarity i the country
The Hispanic Amer}cgqpower expected to reach $1 trillion in 2010
Roughly two dozen nzlat Seg:ﬂ-ent can be difficult for marketers
American,” includin CUD'O”a,\'t'BS e Classmed s “Hispanic
othér Ceﬁtral g goutha:' Aexican, Puerto Rican, Dominican, and
physical types, racial ba e rous wih & mik-of cultres,

° - ckgrounds, and aspirations

ngkelodeon has been hugely successful in creating a “Pan-
Latina” character, the bilingual Dora the Explorer Dora's creators
enlisted the help of a team of consultants with Latin American back-
grounds. As a result, kids might see Dora up in the Andes or with a
cocky, a frog that's an important part of Puerto Rican folklore. The
research paid off; the show, which airs on both Nick Jr. and sister
network Noggin, is the most watched preschool show on commercial
television, not only by Hispanic Americans but also by all preschool-
ers. Dora also soon became a licensing powerhouse, generating over
$30 million in 2005 from sales of more than 250 licensed items

Despite therr differences, Hispanic Americans often share strong
family values, a need for respect, brand loyalty, and a keen interest in
product quality. Marketers are reaching out to Hispanic Americans
with targeted promotions, ads, or Web sites, but need to be careful to
capture the nuances of cultural and market trends. Although Hispanic
Americans share a common language, significant differences exist
across regional and national dialects. For example, the word used in
Argentina for insect is the same word that people from the Caribbean
use to describe the male reproductive organ, which could have seri-
ous consequences for the maker of an insect repellent.

U.S -born Hispanic Americans also have different needs and tastes
than their foreign-born counterparts and, though bilingual, often prefer
to communicate in English. To cater to this U.S.-born audience, which
in 2006 comprised 60% of all Hispanic Americans, Toyota ran an ad for
its hybrid cars during the 2006 Super Bowl that featured a Hispanic
father and son In a bilingual conversation that compared the cars’ use
of gas and electricity t0 their family's use of Spanish an_d English

Some marketers are partnering closely with Hispanic-based
media Miller Brewing's three-year. $100 million deal with Spanish-
language media giant Univision includes TV, radio, and online ads,
numerous sponsorships; and significant prand integration

African Americans

' illion African Americans
The purchasing power of the country’s 36 mi :
exploded during the prosperous 1990s and reached $800 billion 1N
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MARKETING TO CULTURAL MARKET SEGMENTS

2006, or 8.4% of total U S. buying power. Based on survey findings.
African Americans are the most fashion conscious of all racial and
ethnic groups and are strongly motivated by quality and selection.
They're also more likely to be influenced by their children when
selecting a product for purchase. and less likely to buy brands that
are not familiar to them. African Americans watch television and lis-
ten to the radio more than other groups. and they buy more DVDs
than any except Hispanics.

Many companies have been successful at tailoring products to
meet the needs of African Americans. In 1987, Hallmark Cards
launched its African American-targeted Mahogany line with only 16
greeting cards, today it offers 800 cards and a line of stationary. Sara
Lee Corporation's L'eggs discontinued its separate line of pantyhose
for black women, now shades and styles popular among black
women make up half the company’s general-focus sub-brands
Similarly, in 2004 L'Oreal launched its TrueMatch line of cosmetic
foundation, designed to match any skin tone L'Oreal's move reflected
its understanding of the diversity of pigmentation not just across eth-
nic groups, but also within them

Asian Americans

According to the U.S. Census Bureau, “Asian” refers to people having
origins in any of the original peoples of the Far East, Southeast Asia,
or the Indian subcontinent. Six countries represent 79% of the Asian
U.S. population: China (21%), the Philippines (18%), India (11%),
Vietnam (10%), Korea (10%), and Japan (9%). As a group, Asian
Americans represented $427 billion in purchasing power in 2006, or
4.5% of the total Yet the Asian American market received only a
small fraction—less than 2%—of the total multicultural marketing
expenditure in the United States in 2004, with Hispanic Americans
and African Americans garnering 68% and 30%, respectively. For this
reason, many experts on Asian American marketing called it the
“invisible market.”

Asian Americans tend to be more brand conscious than other
minority groups, yet are the least loyal to particular brands. They
also tend to care more about what others think (for instance,
whether their neighbors will approve of them). The most computer-
literate group, Asian Americans are more likely to use the Internet on
a daily basis The diverse national identities that make up the Asian
American ethnicity limit the effectiveness of pan-Asian marketing
appeals Bank of America prospered by targeting Asians in San
Francisco with separate TV campaigns aimed at Chinese, Korean,
and Vietnamese consumers

July 3,2006.p 19: “The ‘Invisible’ Market." Brandweek, January 30, 2006, Samar

WUUICE sa Sanders ow to larc st You Gotta S[)e d. AdVeI”SI) g Age

urces Sand “H e Bla kS7 Fi Y . ‘
SOour N ' . y - J y & | Il Su qing allas Vornir ] News., SBDI( mber 1. 2006
arah, “Latini arkeling soes Ma stream, Boston Globe, Ju 9 2006 Dianne Solis Latino B Power St S n D.

joseph T. « “Assimilate or Pensh.” Progressive Gracer, February 1. 2006, Pepper Miller and Herb Kemp. What's Black about It? Insights to Increase Your Share of a
. arnowski, “Ass . Prog

Changing African American Market (thaca, NY Paramount Market Publlshmg.
132003, p 8: Mindy Charsk, “0id Navy to Tallor Message o HISpanics. Adwes

2005, Paula Lyon Andrus, “Mass Appeal ‘Dora’ Translates Well." Marketing News, October
K, August 4, 2003, p. 9.
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TABLE 6.3B

' Occupation

school School

up to
Illiterate 4 Years Years

Education

SSC/HSC  Graduate/
Non-

A

Postgraduate Postgraduate

ssc/HsC Graduate  (General)  (Professjony

D D
Unskilled Workers — E2 E2 £t c B2
Skilled Workers £2 £ C )
Petty Traders £2 B B1 A2
Shop Owners D
Businessmen/
Industrialists with
Number of
Employees A2
* None D C B2 B 22 M
*1-10 B2 B2 Bl N
10+ B B A2 A2 o 1
1
Self-employed/ D D 0 B2 8
Professionals Bi
Clerical/ D D D C B2
Salesmen
Supervisory D D C C B2 B1
Level
Officers/ C C C B2 B A2
Executives -
Junior B1 B1 B1 B1 A2 AT
Officers/
Executives -
Middle/Senior
Education Type of House
Pucca Semi-Pucca Kuccha
Illiterate R4A R4A R4B
Below SSC R3A R3B R4A
SSC/HSC R2 R3A R3B
Some College Education, R1 R2 R3B
Not Graduate
. Graduate/Postgraduate R1 R2 R3A
(General)
Graduate/Postgraduate R1 R?2 R3A

(Professional)

cow0rker.s. People also belong to secondary groups, such as religious profession
trade-union groups, vyhich tend to be more formal and require less ContiI,IUOUS int

Reference groups influence members in at Jeast three ways. They expose an i
y influence attitudes and self-concept, and th
may affect product and brand choices. People are
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hopes to join; dissociative
rejects.
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where relerence group influence js
grong, marketers must determine how (,  Socioeconomic clas
reach and influence the group's opinion S
lcaders. An opinion leader is the persor,  Urban
who offers informal advice or information AT

about a specific product or product cate- A2 1o
gory, such as which of several brandg ig B 18
pest or how a particular product may be 25

used.® Opinion leaders are often highly | B2

confident, socially active, and involved é?
with the category. Marketers try to reach

opinion leaders by identifying their demg. | 6.6
graphic and psychographic characteristics, El 30
identifying the media they read, anq E2 50
directing messages at them. Subtotal (Urban) 8

= Rural

CHRYSLER R )6
To reach opinion leaders involved with their African R2 8.0
American communities, Chrysler is taking its cars to R3 267
church. As part of its “Inspired Drives” tour, in which "4 343
the company sets up tracks around the country for ~ Subtotal (Rural) 716
customers to test its latest models, Chrysler is locat- ~ Total (Urban + Rural)** 100

ing test drives at influential megachurches. New
Birth Missionary Baptist Church in Lithonia, Georgia,
is one. Situated on 250 acres, it has 25,000 mem-
bers and a charismatic senior pastor, Bishop Eddie
L. Long. Bishop Long hosts a weekly program on the
Trinity Broadcasting Network and is an occasional

advisor to government policy makers. By locating test drives at megachurches—and partnering with them at
fundraising events, such as a Patti Labelle concert to raise funds for cancer research—Chrysler has found a
powerful way to reach customers.”

Brands like Levi's, Provogue, and Planet M have used teenage icons as brand ambassa-
dors and endorsers very effectively, particularly by getting celebrities for in-store
promotions.

The family is the most important consumer buying organization in soFigty, apd
family members constitute the most influential primary referenc? group.BWe can distinguish
between two families in the buyer’s life. The family of oFientatlon con§1§ts of Pa_“fms and
siblings. From parents a person acquires an orientation toward religion, politics, and
economics, and a sense of personal ambition, self-\«{o.rth, and love. Even. if the buy¢r no
longer interacts very much with his or her parents, t'helr mﬂugn_ce on behavior can Ee Slgr?laﬁ-
lcant. In countries where parents live with grown Chlldl.’en, their lf1ﬂuence can b.e su stannl :
Amore direct influence on everyday buying behavior is the family of procreation—namely,
one’s spouse and children. . . ,

Fan?ily membecrs influence buying decisions. In traditional joint famlhhes,ll_tfle intlleuen?(il?f
grandparents on major purchase decisions, qnq to some extent ones[eaerclhiisyos f(;mile'
younger generations, is still intact, though diminishing. WeSt'T:lndr ° o differen)t
decision making have focused more on husband, wife, and_chl m;nna‘nc- In differ
Situations, and have found evidence where one of these dominate, or there is joint decision
Making 9 10 . ' .
Milﬁons of kids under the age of 17 are also online. Marketers have jumped o(ri\lmg w1fth
them, offering freebies in exchange for personal information. Many have come un er fire for
this practice and for not clearly differentiating ads fro'm games or entertainment.
E:stablishing ethical and legal boundaries in marketing to children pmme gahnd, gffl-_lme conr-1
tnues to be 3 hot topic as consumer advocates decry the commercialism they believe suc

marke“ﬂg engenders, as discussed in Chapter 8.

.

CHAPTER 6
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AT A person participates in many groups—family, clubs, organizations
Groups often are an important source of information and help to define norms for behavior,
We can define a person’s position in each group to which he belongs in terms of role and sta-
tus. A role consists of the activities a person is expected to perform. Each role carriesa
status. A senior vice president of marketing has more status than a sales manager, anda
sales manager has more status than an office clerk. People choose products that reflect and
communicate their role and actual or desired status in society. Marketers must be aware of
the status-symbol potential of products and brands.

Personal Factors

A buyer's decisions are also influenced by personal characteristics. These include the buyers
age and stage in the life cycle; occupation and economic circumstances; personality and
self-concept; and lifestyle and values. Because many of these characteristics have avery
direct impact on consumer behavior, it is important for marketers to follow them closely.
ACE AL TAGE TN THE LIFE CYCLE People buy different goods and services over alile
time. Taste in f(.md,. clolhes, furniture, and recreation is often age related. Consumption s
shaped by the family life cycle. Trends like delayed marriages, children migrating to distant
cities or abroad for work leaving parents behind, tendenc ' ;
to acquire assets such as a house or an automobile in the
used to be close-to-retirement acquisitions for a |
opportunities for marketers at different stage
Marketers should also conside

y of professionals/working couple
early stages of career (eatlict }hm
T a large majority), has resulted in different
ey sin the consumer life cycle. '
r critical life events or transiti . A yirth, -
vy, relocati vOTe or transitions —marriage, childbirt?:

ness, relocation, divorce, career change, widowhood—as giving rise to new needs.

should alert service providers—banks

'15—banks, lawyers, a s peae
! 1S, anc { age. e . p ered
ment counsclors—to ways they can help, 1 yers, and marriage, employment, and b
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——— Number of Households (million) TABLE 6.5
(Annual Households Income ' Share of Population in Different icome
at 2000 prices) 2005 - o
2015 2025 Brackels (Estimates)
<90 (Deprived) 1011 741 |
90-200 (Aspirers) 913 106 93
| 200-500 (Seekers) 109 55 1 23 :)
5001000 (Strivers) 24 6 .
: J
>1000 (Global Indians) 12 31 95
fotal 206 90 2438 2805
a
\ ‘ i
| . ,
Year-wise Population (million) j TABLE 6.6
| Age-group 2001 2006 2011 2016
0-4 366 (35 6) 362 (32 5) 355 (29.7) 343 (27 1) ‘
15-59 598 (58.2) 673 (60 4) 747 (62 5) 811 (64 0)
60+ 65 (6.3) 78 (7 0) 94 (79 113(8.9)
Total 1,027 (100) 1,114 (100) 1,194 (100)

1,268 (100)

Gucci, Prada, and Burberry, can be vulnerable to an economic downturn. If economic indica-
tors point to a recession, marketers can take steps to redesign, reposition, and reprice their
products or introduce or increase the emphasis on discount brands so they can continue to
offer value to target customers.

The estimated number of Indian households categorized by income groups and the pro-
jected age distribution of population are presented in Tables 6.5 and 6.6, respectively.

PERSONALITY AND SELI “JCEPT Each person has personality characteristics that influ-
ence his or her buying behavior. By personality, we mean a set of distinguishing h.uman psy-
chological traits that lead to relatively consistent and enduring responses to em/l.ronmental
stimuli (including buying behavior). We often describe it in terms of such traits as §e1f-
confidence, dominance, autonomy, deference, sociability, defensiveness, and ad:aptabxhty.lz
Personality can be a useful variable in analyzing consumer brand choices. The idea is that
brands also have personalities, and consumers are likely to choose brands Whosg personalities

‘ match their own, We define brand personality as the specific mix of human traits that we can
attribute (o a particular brand.

Stanford's Jennifer Aaker researched brand personalities and identified the following
traitg: 1

,l' Sincerity (down-to-earth, honest, wholesome, and cheerful)
2. Excitement (daring, spirited, imaginative, and up-to-date)
3. Competence (reliable, intelligent, and successful)

4. Sophistication (upper-class and charming)

5 Ruggedness (outdoorsy and tough)

She analyzed some well-known brands and found that a number of them tended to be
ong on one particular trait: Levi's with “ruggedness”; MTV with “excitement”; CNN with
ompetence”; and Gampbell’s with “sincerity.” The implication is that these brands will

&
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Lovis conic brand image and personaity
has endured tor years Here s Andy

Varhor's take on the brand
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onality traits. A brand personality may hy,,

,» game pers ) ¢ SIH o )
I on the same | hat is also youthful, rebellious, authenyj,

attract persons who are hig ;
a l)crs()n:lhly {

several attributes: Levi's SUEBESES
and American. o abili ' Aaker's scale outside the Un

A (.M\‘H‘,“m“..” study exploring the gcnerullmblllty Z:xfz\md Spain, but a ”peacefm:::d

K o < B H 1 ' N
States found that three of the five factors 'ﬂPp“L,d “,:r{?:lpSpain. and a “passion’ dimensiosn
dimension replaced “ruggedness” both in Ji‘.p.dr{l ‘gcarch on brand personality in Kore
emerged in Spain instead of “competency. },.ei)lexxess and ascendancy—reflecting [ha
revealed two culture-specific félC“’rs"p“SSlvc'lllk((;:d economic systems.'? :
; e of Confucian values in Korea's socld : p 3
importance of Confucian values 1 o ds that have a brand personality consistent with

«

) ws often choose and use br :
Consumers often choose at e ourselves) although the match may instead be

(how we would like to view ourselves) or even op
others' self-concept (how we think others see us).'® These Fﬂ?:;:zidyozl;:'?g?&? Ptr]o_
nounced for publicly consumed products than for prlv.alely LC?Y}S o h gw oth.ers s h0[ er
hand, consumers who are high "self—monitors"——that_ls. sensitive to ,O . . eit s
are more likely to choose brands whose personalities fit the con;umptloll_ 51tL;at1(')lrL Fmally,
often consumers have multiple aspects of self (serious profess.lonal., caring family m'ember,
active fun-lover) that may be evoked differently in different situations or around different

types of people.

their own actual self-concept (how we
based on the consumer's ideal self-concep!

People from the same subculture, social class, and occupation

may lead quite different lifestyles.

. ' ~ I NENXTH
NDIA’S GEN NEXT

Within the 54% of India's population that is under 30, approximately 16 million, or 3%, are high-earning targets of
youth lifestyle brands connoting high status and an affluent lifestyle. Members of India’s so-called Gen Next spend
most of their money on personal clothing and accessories, food, entertainment, and consumer durables as well as
on exotic holidays in India and abroad. Luxury cars and shiny motorbikes are the most sought-after status symbols
among these newly prosperous young people, most of whom work in India’s burgeoning IT sector. Harley-Davidson
has set its sights on the Indian market, and LeviStrauss India (Pvt.) Ltd., a subsidiary of the U.S.-based clothing
giant, regards India as one of the fastest-growing markets for Levi's in the world.1®




A lifestyle 1s‘a.person’s pattern of living in the world as expressed in activities, inter- e
ests, and opinions. It pomjays the “whole person” interacting with his environment. Give Your Pocket

Marketers search for relationships between their products and lifestyle groups. For The ‘Convenience’
example, a computer manufacturer might find that most computer buyers are ?
achievement oriented and then aim the brand more clearly at the achiever lifestyle
Here's an example of one of the latest lifestyle trends businesses are targeting: ‘

OHAS

Consumers who worry about the environment, want products to be produced in a sustainable way, and
spend money to advance their personal heatth, development, and potential have been named “LOHAS,” an
acronym standing for /ifestyles of health and sustainability. The market for LOHAS products encompasses
organic foods, energy-efficient appliances and solar panels, as well as alternative medicine, yoga tapes, and
ecotourism. Taken together, these accounted for a $230 billion market in 2000. One estimate placed 30%

of the adults in the United States, or 50 million people, in the LOHAS or “Cultural Creatives” category. Table S Pocketmate
6.2 breaks the LOHAS market into five segments with estimated size, and product and service interests® "

Your all in cne companion’

Lifestyles are shaped partly by whether consumers are money constrained or et 77 o o e, i ¢ bt o T H
time constrained. Companies aiming to serve money-constrained consumers will S :
create lower-cost products and services. By appealing to thrifty consumers, Wal- : L
Mart has become the largest company in the world. Its “everyday low prices” have
wrung tens of billions of dollars out of the retail supply chain, passing the larger pdpaoermes el FAYSAL BANK
part of savings along to shoppers in the form of rock-bottom bargain prices.>!
“Breakthrough Marketing: IKEA” outlines IKEA's global success formula of appeal-
ing to price-conscious shoppers in the furniture market.

Consumers who experience time famine are prone to multitasking, doing two
or more things at the same time. They will also pay others to perform tasks
because time is more important than money. Companies aiming to serve them will create
convenient products and services for this group.

Consumer decisions are also influenced by core values, the belief systems that underlie
attitudes and behaviors. Core values go much deeper than behavior or attitude and deter-
mine, at a basic level, people’s choices and desires over the long term. Marketers who target
consumers on the basis of their values believe that with appeals to people’s inner selves, it is
possible to influence their outer selves—their purchase behavior.

::: Key Psychological Processes

The starting point for understanding consumer behavior is the stimulus-response model
shown in Figure 6.1. Marketing and environmental stimuli enter the consumer’s
consciousness, and a set of psychological processes combine with certain consumer
characteristics to result in decision processes and purchase decisions. The marketer's task
is to understand what happens in the consumer’s consciousness between the arrival of the

: Consumer ' FIG. 6.1 Model ot Cor's
Psychology
————— - Motivation v——] i
Marketing Other Perception Buying ‘ Purchase
| Stimuli Stimuli | ! Learning l Decision Process Decision
Products & services Economic . L 'ﬁﬁ:m(ify _ S | Problem recognition | Product choice
Price Technological J [, Information search b Brand choice
Distribution Political | Evaluation of Dealer choice
Communications Cultural | g ‘ alternatives Purchase amount
i Consumer | Purchase decision Purchase timing
| | Gharacteristics | | Ppostpurchase Payment method
L, Creaene p—rd behavior
S A Cultural ARSI I o
Social
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PART 3 CONNEC T WITH € USTOMERS

’ BREAKTHROUGH MARKETING |

IKEA was foundeq in 1943 by a 17-year-old
Swede nameq Ingvar Kamprad. The com-
pany, which Initially sold pens, Christmas
cards, and seeds from a shed on Kamprad's
family farm, eventyally grew into a retail
titan in home furnishings and a global cul-
tural phenomenon, what BusinessWeek
called a "one-stop sanctuary for coolness”
and “the quintessential cult brand."

IKEA inspires remarkable levels of devo-
tion from its customers, who visit in num-
bers that average 1.1 million per day. When
a new location debuted in London in 2005,
6,000 people arrived before the doors
opened. A contest in Atlanta crowned five

J winners "Ambassador of Kuyl" (Swedish for
“fun”) who, in order to collect their prizes,
had to live in the IKEA store for three full
days before it opened, which they gladly did.

IKEA achieved this level of success by
offering a unigue value propasition to con-
sumers: leading-edge Scandinavian design
at bargain prices. The company’s fashion-
able bargains include Klippan sofas for
$249, Billy bookcases for $120, and Lack
side tables for $13. In Scandinavian markets, IKEA has even sold
2,500 prefabricated homes for around $45,000, depending on local
housing prices. The company is able to offer such low prices in part
because most items come boxed and require complete assembly at
i home, meaning they are easier to transport, take up less shelf space,
i and seldom require delivery, which reduces costs

IKEA's mission of providing value is predicated on founder
Kamprad's statement that “People have very thin wallets. We
should take care of their interests.” IKEA adheres to this philoso-
phy by reducing prices across its products by 2% tg 3¢ annually.
Its focus on value also benefits the bottom line: IKEA enjoys 10%
margins, higher than competitors such as Target (7.7%) and Pier
1 Imports (5%).

Many of its products are sold uniformly throughout the world, but
IKEA also caters to local tastes. In China, for example, it stocked

Sources Ke'erryVCapell, “IKEA  How the Swedish Retailer Became a Global Gyt Bran
BusinessWeek, November 14, 2005, p. 106, www.ikea.com
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utside marketing stimuli and the ultimatf'e purchase decisions, Four ke
grocesses—motivation, perception, learning, and Memory—fundame

22
consumer responses.

Motivation: Freud, Maslow, Herzberg
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Swedish furniture retailer IKEA excels at appealing 1 price-cons
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«ith stylish items carefully selected for each country's market

250,000 plastic placemats with Year of the Rooster themes, which
quickly sold out after the holiday. When employees realized U.S
shoppers were buying vases as drinking glasses because they con-
sidered IKEA's regular glasses too small, the company developed
larger glasses for the U.S. market.

IKEA managers visited Europeans and U.S. consumers in ther
homes and learned that Europeans generally hang their clothes.
whereas U.S. shoppers prefer to store them folded. Wardrobes for the
U.S. market were designed with deeper drawers. Visits to Hispanic
households in California leg IKEA to add seating and dining space
its California stores, brighten the color palettes, and hang more pic-
ture frames on the walls.

IKEA evolved into 3 retail empire with 264 stores and revenues of
$22.2 billion in 2006 and still hag excellent growth opportunities

IKEA D!anned to double the number of U.S. outlets by 2010, and n
2006, it rolled out g new stores worldwide.
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pelonging. A neeq be_con?es a motive when it is aroused to a sufficient level of intensity to
drive us to act. Motivation has both direction—we select one goal over another—and
m(ensit)'—fhe vigor with which we pursue the goal.

Three of the best-known theories of human motivation—those of Sigmund Freud,

Abrahz_im Maslow, ar‘)d Frederick Herzberg—carry quite different implications for consumer
analysis and marketing strategy.

, ) Sigmund Freud assumed that the psychological forces shaping people’s
behavior are largely unconscious, and that a person cannot fully understand his or her own
motivations. When a person examines specific brands, she will react not only to their stated
capabilities, butalso to other, less conscious cues such as shape, size, weight, material, color,
and brand name. A technique called laddering lets us trace a person’s motivations from the
stated instrumental ones to the more terminal ones. Then the marketer can decide at what
level to develop the message and appeal.23

Motivation research?rs often collect “in-depth interviews" with a few dozen consumers
to uncover deeper motives triggered by a product. They use various projective techniques
such as word association, sentence completion, picture interpretation, and role playing,
many pioneered by Ernest Dichter, a Viennese psychologist who settled in the United
States.?

Today motivational researchers continue the tradition of Freudian interpretation. Jan
Callebaut identifies different motives a product can satisfy. For example, whisky can meet
the need for social relaxation, status, or fun. Different whisky brands need to be motivation-
ally positioned in one of these three appeals.2s Another motivation researcher, Clotaire
Rapaille, works on breaking the “code” behind a lot of product behavior.26

CHRYSLER

When Chrysler decided to offer a new sedan, it had already done a great deal of traditional market research that
suggested U.S. consumers wanted excellent gas mileage, safety, and prices. However, it was only through qual-
itative research that Chrysler discovered what cultural anthropologist Clotaire Rapaille calls “the code’—the
unconscious meaning people give to a particular market offering. First interviewers took on the role of “a visitor
from another planet,” asking participants to help them understand the product in question. Then, participants
told stories about the product, and finally, after a relaxation exercise they wrote about their first experiences with
the product. In this way, Chrysler learned that “cookie-cutter” sedans were “off-code,” and it used information
from the sessions to create the PT Cruiser. With its highly distinctive retro design, this sedan was one of the most
m  successful U.S. car launches in recent history.?”

MASLOW'S THEORY Abraham Maslow sought to explain why people are driven by partic-
ular needs at particular times.2 His answer is that human needs are arranged in a hierarchy
from most to least pressing—physiological needs, safety needs, social needs, esteem needs,
and self-actualization needs (see Figure 6.2). People will try to satisfy their most important
needs first. When a person succeeds in satisfying an important need, he will then try to sat-
isfy the next-most-important need. For example, a starving man (need 1) will not take an in-
terest in the latest happenings in the art world (need 5), nor in how he is viewed by others
(need 3 or 4), nor even in whether he is breathing clean air (need 2); but when he has enough
food and water, the next-most-important need will become salient.

ERZBERG'S THEORY Frederick Herzberg developed a two-factor theory that distin-
guishes dissatisfiers (factors that cause dissatisfaction) from satisfiers (factors that cause
satisfaction).2? The absence of dissatisfiers is not enough to motivate a purchase; satisfiers
must be present. For example, a computer that does not come with a warranty would be a
dissatisfier. Yet the presence of a product warranty would not act as a satisfier or motiva-
tor of a purchase, because it is not a source of intrinsic satisfaction. Ease of use would be
asatisfier.

Herzberg's theory has two implications. First, sellers should do their best to avoid dissat-
isfiers (e.g., a poor training manual or a poor service policy). Although these things will not
sell a product, they might easily unsell it. Second. the seller should identify the major satis-
fiers or motivators of purchase in the market and then supply them.

.
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Perception

A motivated person is ready to act. How he or she acts is influenced by his or her view of the
situation. In marketing, perceptions are more important than the reality, because it's
perceptions that affect consumers’ actual behavior. Perception is the process by which we
select, organize, and interpret information inputs to create a meaningful picture of the world.*
The key point is that it depends not only on the physical stimuli, but also on the stimuli's
relationship to the surrounding field and on conditions within each of us. One person might
perceive a fast-talking salesperson as aggressive and insincere; another, as intelligent and
helpful. Each will respond differently to the salesperson.

In marketing, perceptions are more important than the reality, as it is perceptions that
will affect consumers’ actual behavior. People can emerge with different perceptions of the
same object because of three perceptual processes: selective attention, selective distortion,
and selective retention.

SELECTIVE ATTENTION Attention s the allocation of processing capacity to some stimulus.
Voluntary attention is something purposeful; involuntary attention is grabbed by someone of
something. It's estimated that the average person may be exposed to over 1,500 ads or brand
communications a day. Because we cannot possibly attend to all these, we svcreen most stim-
uli out—a process called selective attention. Selective attention mean's that marketers must
work hard to attract consumers’ notice. The real challenge is to explain which stimuli people
will notice. Here are some findings: P

1. Peoplearemorelikely to notice stimuli thatrelate to a current need—A person who is mo-

tivated to buy a computer will notice computer ads; he wi ” _ )
2. People are more likely to notice stimuli ey ant'i e will be less likely to notice DVD ads.

L cipate—You are more likely to notice
COMPpUIETS than radios in a computer store because you don’t expect the stoie to carry
radios. p >

3. Pegplenrs S likely to notice stimuli whose deviations are large in relationship 1©
the norma I size of the stimuli—You are more likely to notice an ad offering Rs. 100 off
the list price of a computer than one offering Rs. 5 off ering Rs.

Though WT screeg}out;nuch. we are influenced by unexpected stimuli, such as sudden offers
in the mail, over the phone, or from a salesperson. Marketers may att;:m t to promote their
offers intrusively in order to bypass selective attentiop filters ner

E DISTORTION Even noticed stimulj

. . ) . . dOn' .. . e
senders intended. Selective distortion is the tend t always come across in the way th

€ncy to interpret information in a way that

4——;44




ANALYZING CONSUMER MARKE

fits our preconceptions. Consumers wi i i
. s will often distort informati i i i
] , { or ste
brand and product beliefs and expectations o mation to be consistent with prior
I'or a stark demonstratj .
tration of the power of consumer brand beliefs, consider that in

“blind” taste tests, one group of cons
‘ . sumers samples a i i ic
it is, while another group knows. [nvarij . R have diffoont Optoron searite oo

' ably, the groups h: i inions, despite con-

mning ECactSy the same o Y groups have different opinions, despite con
When consumers report differ ini

| ent opinions of branded i iden-

tical products, it must be the case that Gt belets, created by whateve

their brand and product beliefs, cre
5t e ie . s, created by whatever
means (past experiences, marketing activity for the brand, or the like), have somehow

char_zzg\e;lhlheiéprodtfcl perceptions. We can find examples with virtually every type of prod-
uct. en Coors changed its label from “Banquet Beer” to “Original Draft,” consumers
claimed the taste had changed even though the formulation had not.

Sclectlved@storuon can work to the advantage of marketers with strong brands when
consumers distort neutral or ambiguous brand information to make it more positive. In

gther word.s, beer may seem to taste better, a car may seem to drive more smoothly, the wait
in a bank line may seem shorter, depending on the particular brands involved.

Most of us don't remember much of the information to which we're

€ n information that supports our attitudes and beliefs. Because of
selective retention, we're likely to remember good points about a product we like and forget

good points about competing products. Selective retention again works to the advantage of

strong brands. It also explains why marketers need to use repetition—to make sure their mes-
sage is not overlooked.

exposed, but we do retai

SUBLIMVIIN/

AL PEI The selective perception mechanisms require consumers’
active engagement and thought. A topic that has fascinated armchair marketers for ages is
subliminal perception. They argue that marketers embed covert, subliminal messages in ads
or packaging. Consumers are not consciously aware of them, yet they affect behavior.
Although it's clear that mental processes include many subtle subconscious effects,33 no evi-
dence supports the notion that marketers can systematically control consumers at that level,
especially in terms of changing moderately important or strongly held beliefs.

Learning

When we act, we learn. Learning induces changes in our behavior arising from experience.
Most human behavior is learned, although much learning is incidental. Learning theorists
believe that learning is produced through the interplay of drives, stimuli‘. cues, responses,
and reinforcement. Two popular approaches to learning are classical conditioning and oper-
ant (instrumental) conditioning. ' o

A drive is a strong internal stimulus impelling action. Cues are minor stimuli that deter-
mine when, where, and how a person responds. Suppose you bu'y an HP computer. If your
experience is rewarding, your response to computers and HP will be positively reinforced.
Later on, when you want to buy a printer, you may assume that becaurlse HP ma‘kes good
computers, HP also makes good printers. In other yvorc.is, you 'ger.zera(tze your response (o
similar stimuli. A countertendency to generalization is QIsgrlmlpathn. Discriml-nation
means we have learned to recognize differences in sets of similar stimuli and can adjust our
resi).g;]rsl?;?;ct(;]oergrl;%cla);ches marketers that they can builq d.emand' {or a profduc} by aSSRCim-
ing it with strong drives, using motivaling.cues, and prowdu}g pOSI’uve rein OFCLrTlen[. Ei,w
company can enter the market by appealing to the'same drives that co'mpemo.rs .Lilse gn y
providing similar cues, because buyers are more likely to transfer loydlw tg)mmn ar rd‘nd.s‘
(generalization); or the company might design'lts prqnd to appeal to a different set of drives
and offer strong cue inducements to switch (dlsgr{mlnatlon). - S

Some researchers prefer more active, cognitive approaches w 1e‘n earning epends
upon the inferences or interpretations consumers make gbout outcomes (wgs an unfa-
vorable consumer experience due to a bad product or did the consumer fail to fol]gw
instructions properly?). The hedonic bias says people have a general l_endency to at-lrlb-
Ute success to themselves and failure to external causes. Consumers are thus more l}kely
to blame a product than themselves, putting pressure on mgrketer§ to carefully exPh.Cate
product functions in well-designed packaging and labels, instructive ads and Web sites,
and so on.
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ation. When a node becomes activated be(.:au‘se we al information from LTM (when e
we read or hear a word or phrase) or retrieving internal In e

think about some concept), other nodes are also activated if they're strongly enough assoc;.
d(eﬁ]“t?l[il; trh‘:)ldl;loisn can think of consumer brand knowlefig@ asa node in memory \Yllh a

; : ' . A : and organization of these associations will he
variety of linked associations. The strength and org he brand. Brand
important determinants of the information we can recall abouln t 1(.‘ rand. ; ran a:ssocia-
tions consist of all brand-related thoughts, feelings, perceptions, images, experiences,
beliefs, attitudes, and so on that become linked to the brand node. '

We can think of marketing as a way of making sure consumers have the right lypesl of
product and service experiences to create the right brand knoyvledge structures and main-
tain them in memory. Companies such as Procter & Gamble like to create mental maps of
consumers that depict their knowledge of a particular brand in terms of the key associations
that are likely to be triggered in a marketing setting, and their relative strength, favorability,
and uniqueness to consumers. Figure 6.3 displays a very simple mental map highlighting
brand beliefs for a hypothetical consumer for State Farm insurance.

MORY FROCESSES Memory is a very constructive process, because we don’t remember
information and events completely and accurately. Often we remember bits and pieces and
fill in the rest based upon whatever else we know.

Memory encoding describes how and where information gets into memory. The strength
of the resulting association depends on how much we process the information at encoding
(how much we think about it, for instance) and in what way.36

In general, the more attention we pay to the meaning of information during encoding,
the stronger the resulting associations in memory will be. When a consumer actively thinks
about and “elaborates” on the significance of product or service information, stronger asso-
ciations are created in memory. It's also easier for consumers to create an association o new
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information when extensive, relevant knowledpe struciores
yeason personal experiences ereate such strong, l;lilll(l a sm‘”
(he productis likely 1o herelated (o existing kll,()Wlt'(I;"p‘ '
The ease with which we can integrate new inlurnm;i(‘m into established knowledsze struc
wies also (.If.d”y depends onits simplicity, vividness, and conc I'(‘l("lll" 5 Re ;:-'nml (-)‘(’ )r))' ures
o information, l«.m, provide greates Opportunity for processing nmlll‘im‘llh'(- Amlm'ni';l for
strongel “"“"""”""""" Recentadvertising research in a field x(-ll)ill)',. h()W("V('I’, :lli’ﬂ‘f‘al’: that
high l‘vvvlls -()I‘ repetition for an lnnl?vulvin);, unpersuasive ad are unlikely (o Imvx’- as much
siles impact as lower levels of repetition for an involving, persaasive ad,

valready exist in memory, One
ations is that information about

e = Memory retrieval is the way information gets out of memory. Ac-
cording to the associati

| ve network memory model, a strong brand association is both more
.l(‘f'(‘shll)lf' and more casily recalled by “spreading activation.” Our successful recall of brand
information doesn’'t depend only on the initial strength of that information in memory. Three
factors are particularly important,

First, the presence of other product information in memory can produce interference
effects and cause us to cither overlook or confuse new data, One marketing challenge in a
category crowded with many competitors—for example, airlines, financial services, and
insurance companices —is that consumers may mix up brands.

Second, the time between exposure to information and encoding matters—the longer
the time delay, the weaker the association. The time elapsed since the last exposure oppor-
wnity, however, has been shown generally to produce only gradual decay. Cognitive psy-
chologists believe memory is extremely durable, so that once information becomes stored in
memory, its strength of association decays very slowly. "

Third, information may be available in memory but not be accessible (able to be
recalled) without the proper retrieval cues or reminders. The particular associations for a
brand that come to mind depend on the context in which we consider it. The more cues
linked to a piece of information, however, the greater the likelihood that we can recall it.
The effectiveness of retrieval cues is one reason marketing inside a supermarket or any
retail store is so critical —the actual product packaging, the use of in-store minibillboard
displays, and so on. The information they contain and the reminders they provide of adver-

tising or other information already conveyed outside the store will be prime determinants j
of consumer decision making. Problem
Memory can often be reconstructive, however, and consumers may remember an expe- | recognition
Hence with a brand differently after the fact due to intervening factors or other events A0 ! l
\ !
.4 4 - el 1 | \
::: The Buying Decision Process: The Five-Stage Model | Information |
| search \
These basic psychological processes play an important role in understanding how con- w ,' l
sumers actually make their buying decisions.*" Table 6.7 provides a list of some key con- |
sumer behavior questions in terms of “who, what, when, where, how, and why. | \
Snmrlmmp:mivslrymI‘ullvund(-rslund the customers’ buying-decision process—all thel | Evaluation ‘
experiences in learning, choosing, using, and even disposing of a product.™ Bissel developed w) of alternatives
i ) o ) ionees of al PTA or |
its Steam ° Clean vacuum cleaner based on the product trial experiences of alocal PTA group | |
hear corporate headquarters in Grand Rapids, Michigan. The result was a name change, color- |
) : y ‘ H i i i o 'eht rog l
toded attachments, and an infomercial highlighting its special features.™ | l
Qe » N i » | i ~decis ‘ool (¢
Marketing scholars have developed a "stage model” of the l)uyn']g de cision process (see | Purchase l\
Figure 6.4). The consumer passes through five stages: problem recognition, information search, | declsion |
valuation of alternatives, purchase decision, and postpurchase behavior. Clearly, the buying | |
{ - ae ) MY afterward 11
Process starts long before the actual purchase and has consequences long afterward.! L
Consumers don't always pass through all five stages 1n buying a product, llhey may skip or .
TOVerge : o emilar b i aste, you go directly from the need {
t‘ )\f“‘“ some, When you buy your regular hhlmd'()( l'()(')‘lh’p.n' :( \‘ ‘ .,E‘,-‘-h el Zv'llm“on 0o Postpurchase |
o othpaste to the l)ul'(’h.lS(‘ decision, .\kl‘ppl.ng information se¢ l ge aluz: T R : behavior ‘
Model in Figure 6.4 provides a good frame of reference, however, because it captures the full | |
fange of considerations that arise when a consumet faces a highly involving new purchase.
FIG.

P .
roblem Recognition
The hH\ln;' process starts when the buyer recognizes d problem or need triggered by inter- Five S M

Nalor external stmuli. With an intet nal stimulus, one of the person's normal needs—hunger, B e



9]

s

DN e & i B st b s cai i L S S

TING WITH CUSTOMERS

Who buys our product or service”

Who makes the deision to buy the product?

Who influences the decision to buy the product? (
How is the purchase decision made? Who assumes what role?
What does the customer buy? What needs must be salistied?
Why do customers buy a particular brand?

\Where do they go or look to buy the product or service?

When do they buy? Any seasonality factors?

How s our product perceived by customers?

What are customers’ attitudes toward our product?

What social factors might influence the purchase decision”?

Do customers' lifestyles influence their decisions?

How do personal or demographic factors influence the purchase decision?

thirst, sex—rises to a threshold level and becomes a drive; or a need can be aroused by an
external stimulus. A person may admire a neighbor's new car or see a television ad fora
Hawaiian vacation, which triggers thoughts about the possibility of making a purchase.

Marketers need to identify the circumstances that trigger a particular need by gathering
information from a number of consumers. They can then develop marketing strategies that
trigger consumer interest. Particularly for discretionary purchases such as luxury goods,
vacation packages, and entertainment options, marketers may need to increase consumer
motivation so a potential purchase gets serious consideration.

Information Search

Surprisingly, consumers often search for limited amounts
shown that for durables, half of all consumers look
more than one brand of appliances.

of information. Surveys have
at only one store, and only 30% look at

ore ! _We can distinguish between two levels of involvement
with search. The milder search state is called heightened attention. At this level a person sim-

ply becomes more receptive to information about a product. At the next level, the person

may enter an active information search: looking for reading material, phoning friends, going
online, and visiting stores to learn about the product

INFORMATION SOURCES

Major informati : ,
N lon sources to ~ON < T AT allinto
four groups: which consumers will turn fal

8 Personal. Family, friends, neighbors, acquaintances

omme . isi e
C -wncial Adve‘rtlsmg, Web sites, salespersons, dealers, packaging, displays
Public. Mass media, consumer-rating organizations

u Experiential. Handling, examining, using the product

The relative amoun i g
b characterisrics.t(;::?e at:tylznze klgf these sources vary with the product category and i
N p'ro duct from commerct al—mzukztn (’i‘g» lhe consumer receives the most information {‘b‘“”
mation often comes from persona s o Omma‘“d—sources. However, the most effective {”fm'
Each information source perfoboufces o Public sources that are independent authori®®
sion. Commercial sources nor a;’lma 2 different function in influencing the buying 4°
sources perform a legitimizi Mally Perff’rlll an information function, whereas perso™
g or evaluation function. For example, physicians often Jear

of new drugs from commerci:
cial sources byt turn to other doctors for evaluations.
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Hewlett-Packard Hewlett-Packard Toshiba e e 1 Decision Making
Tashiba Toshiba
sompaq Compag L _—
NEC

:mhigsgrigigiiggg }ano_rmation, the consumer learns about compet-
The il d o X in Figure 6.5 shows the total set of brands available
1o the consumer. The individual consumer will come to know only a subset of these brands,
the awareness set. Some .brands, tbe consideration set, will meet initial buying criteria. As the
consumer gathers more information, only a few, the choice set, will remain strong contenders.
The consumer makes a final choice from this set.46

Marketers need to identify the hierarchy of attributes that guide consumer decision mak-
ing in orde'r to understand different competitive forces and how these various sets get
formed. This process of identifying the hierarchy is called market partitioning. Years ago,
most car buyers first decided on the manufacturer and then on one of its car divisions
(brand-dominant hierarchy). A buyer might favor General Motors cars and, within this set,
Pontiac. Today, many buyers decide first on the nation from which they want to buy a car
(nation-dominant hierarchy). Buyers may first decide they want to buy a Japanese car, then
Toyota, and then the Corolla model of Toyota.

The hierarchy of attributes also can reveal customer segments. Buyers who first decide
on price are price dominant; those who first decide on the type of car (sports, passenger,
station wagon) are type dominant; those who first decide on the car brand are brand dom-
inant. Type/price/brand-dominant consumers make up a segment; quality/service/type
buyers make up another. Each segment may have distinct demographics, psychographics,
and mediagraphics and different awareness, consideration, and choice sets.*?

Figure 6.5 makes it clear that a company must strategize to get its brand into the
prospect’s awareness, consideration, and choice sets. If a food store owner arranges yogurt
first by brand and then by flavor within each brand, consumers will tend to select their fla-
vors from the same brand. However, if all the strawberry yogurts are together, then all the
vanilla and so forth, consumers will probably choose which flavors they want first, and then
choose the brand name they want for that particular flavor. ' . _

The company must also identify the other branq§ in the consumers chmceiset s0 that it can
plan the appropriate competitive appeals. In addmoq, the company s.hould identify the con-
sumer’s information sources and evaluate their relative importance. Askmg consumers how th'ey
first heard about the brand, what information came later, and thfe re!ative importance of the dif-
ferent sources will help the company prepare effective communications for the target market.

ing brands and their fe

Evaluation of Alternatives

How does the consumer process competitive brand information and make a flrlmlaLva!Ue
judgment? No single process is used by all consumers, or by one c(;)r:sumerlin all buying
situations. There are several processes, and (tihe tl?mztl (;)l;rsries?nt models see the consumer
forming j onscious and ration .

lsn()lrr‘l‘ge)ggsgi:f:;sc ;i)rtgseﬁl(l’ﬁ;; us understand consumer evaluation [;rocesse§: Fli)rst, the
consumer is trying to satisfy a need. Second, the consumer IS lookmgbor Selarta;n e{neﬁts
from the product solution. Third, the consumer sees each product as a bundle o attributes
with varying abilities for delivering the benefits sought to satisfy this need. The attributes of

interest to buyers vary by product—for example:

L. Hotels—Location, cleanliness, atmosphere_, price ) )
2. Mouthwash—Color, effectiveness, germ-killing capacity, taste/flavor, price

3. Tires—Safety, tread life, ride quality, price

$.



NG WITH CUSTOMERS

s that deliver the sought-after benefi

: i ttribute .
Consumers will pay the most attention to a ding to attributes important to differ.

We can often segment the market for a product accor
ent consumer groups.

and learning, people acquire beliefs and 5.

titudes. These in turn influence buying behavior. A beliefis a descr'lptl\iif.'ul:;gllgf:‘[,g;:l;ﬁeperson
holds about something. Just as important are attitudes, a persons end g obiect OF un
favorable evaluations, emotional feelings, and action tendenc'lf‘:s toward some obj fc: oridea
People have attitudes toward almost everything: religion, politics, clothes, 'mui:lc, ozd.

Attitudes put us into a frame of mind: liking or disliking an object, mO\l;{ng O\gar oraway
from it. They lead us to behave in a fairly consistent way (owa_rd similar ?1 JECtS'A ecause att-
tudes economize on energy and thought, they can be very difficult to ¢ ang}f. company is
well advised to fit its product into existing attitudes rather thgn to try to change attitudes.
Here are two examples of organizations that used ad campaigns to remind consumers of
their attitudes, with handsome results:

Through experience

CALIFORNIA MILK PROCESSOR BOARD

After a 20-year decline in milk consumption among Californians, in 1993 milk processors from across the state
formed the California Milk Processor Board (CMPB) with one goal in mind: to get people to drink more milk. The
ad agency commissioned by the CMPB developed a novel approach to pitching milk’s benefits. Research had
shown that most consumers already believed milk was good for them. So the campaign would remind consumers
of the inconvenience and annoyance of running out of milk, which became known as “milk deprivation.” The “Got
Milk?" tagline reminded consumers to make sure they had milk in their refrigerators. A year after the launch, sales
volume increased 1.07%. In 1995, the “Got Milk?” campaign was licensed to the National Dairy Board. In 1998,
the National Fluid Milk Processor Education Program, which had been using the “milk mustache” campaign since
1994 to boost sales, bought the rights to the “Got Milk?” tagline. The “Got Milk?” campaign continues to pay
strong dividends by halting the decline in sales of milk in California more than 13 years after its launch.49

NATIONAL EGG CO-ORDINATION COMMITTEE

“My Egg, My Price, My Life.” In the early 1980s, this clarion call from the legendary Dr. B.V. Rao, resulted in con-
verting a crisis for the poultry industry (due to low consumption, low prices, higher costs of input, and exploita-
tion by middlemen) into a huge opportunity. By organizing poultry farmers and combining their power with that
of professionals a phenomenal growth in egg consumption in the country was achieved. The National Egg Co-
ordination Committee, formally registered as a trust in May 1982, has promoted €gg consumption, strived for
and achieved fair return to farmers, while protecting the interests of the consumer and the middlemen. It has
garnered support for the industry from various quarters. Its famous
ya Monday, roz khao Ande” (Be it Sunday or Monday,
world,"” were reinforced by documentary films, rural pu
egg carts to unemployed youth, distributing nutritional b
organizing exhibitions, poultry seminars, and sponsori
reaching the number two position in egg production (
United States.%0

promotional campaigns, “Sunday ho
eat egg every day) and “The best square meal in the
blicity through vans, unique schemes such as providing
00Klets, mother and child-care booklets, recipe booklets.
NG Sports and cultural events. Al this resulted in India
44 billion production in 2003) in the world, next only o

EXPECTANCY-VALUE MODEL The consumer arri i
_ _ ITives at attitudes tg ari brands
through an attribute evaluation procedyre 5! He or she develops avzgfdo\fldl)r:l)iléi's about

where _each brand stands on each attribute. The expectancy-valye model of attitude
formation posits that consumers evaluate products ang services by combining their brand
beliefs—the positives and negatlves—according to importance 8

Suppose Linda has narrowed her choice set to four laptop tomputers (A, B, C, D). Assum¢

apacity, graphics capability, size and weight
10w each brand rates on the four attributes- If

)

If Linda wants the best memory capacity, sh
capability, she should buy A; and SO on.

ands that vary in their apped

¢ should buy C; if she wants the best graphics
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Lean machine.

When it comes
to winning titles,
perfect form helps
So | serve up milk.
Studies suggest
peopie pursuing a
healthy weight could
lose more weight
and burm more fat by
including 24 ounces
a day of lowfat or
free milk in their
reduced-calorie
diet, Instead of
8 ounces or less.
That's what | call
& nice return.

ir

milk
your diet.(Lose .
weigh
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If we knew the weights Linda attaches to the four attributgs, we could more reliably pre-
dict her computer choice. Suppose she assigned 40% gf the importance to tl;e computer’s
memory capacity, 30% to graphics capability, 20% to size and weight, and 10% to price. To
find Linda’s perceived value for each computer, according t? the ‘CXpeClal:lC.)i-\’allle n1oqel,
we multiply her weights by her beliefs about each computer’s attributes. This computation

leads to the following perceived values:

Computer A = 0.4(8) + 0.3(9) + 0.2(6) + 0.1(9) =8.0
Computer B =0.4(7) + 0.3(7) + 0.2(7) +0.1(7) =7.0

| (riromputer Attribute
! -
| Mooy S e
!3 A 8 9 6
| B 7 7 7
s c 10 4 3
i D 3 8
N

Price

o NN N O
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Computer C = 0.4(10) + 0.3(4) + 0.2(3) + 0.1(2) =6.0
Computer D = 0.4(5) + 0.3(3) + 0.2(8) +0.1(5) = 5.0

An expectancy-model formulation predicts that Linda will favor computer A. which (at g g

has the highest perceived value.3 _
Suppose most computer buyers form their prefere

marketer of computer B, for example, could apply

greater interest in brand B:

nces the same way. Knowing this, the
the following strategies to stimulate

® Redesign the computer. This technique is called real repositioning.

= Alter beliefs about the brand. Attempting to alter beliefs about the brand is called
psychological repositioning. .

= Alter beliefs about competitors’ brands. This strategy, called competritive depqsir foning,
makes sense when buyers mistakenly believe a competitor’s brand has more quality than i
actually has.

u Alter the importance weights. The marketer could try to persuade buyers to attach
more importance to the attributes in which the brand excels.

® Call attention to neglected attributes. The marketer could draw buyers’ attention o
neglected attributes, such as styling or processing speed.

» Shift the buyer’s ideals. The marketer could try to persuade buyers to change their ideal
levels for one or more attributes. ’

Purchase Decision

In the evaluation stage, the consumer forms preferences among the brands in the choice
set. The consumer may also form an intention to buy the most preferred brand. In execut-
ing a purchase intention, the consumer may make up to five subdecisions: brand (brand

A), dealer (dealer 2), quantity (one computer), timing (weekend), and payment method
(credit card).

| € COMPENSATOR

COMPENSATORY MODELS OF CONSUMER CHOICE The expectancy-value model
is a compensatory model, in that perceived good things for a product can help to overcome
perceived bad things. But consumers often take “mental shortcuts” using simplifying choice
heuristics. Heuristics are rules of thumb or mental shortcuts in the decision process.

With noncompensatory models of consumer choice, positive and negative attnibute con-
siderations don't necessarily net out. Evaluating attributes in isolation makes decision making
easier for a consumer, but it also increases the likelihoodrthat she would have made a different
choice if she had deliberated in greater detail. We highlight three such choice heuristics here

1. With the conjunctive heuristic, the consumer sets a
each attribute and chooses the first alternative
attributes. For example, if Linda de
choose computer B.

2. With the lexicogrnphlc heuristic, the consumer chooses the best brand on the basis of its
pe‘rceivcd most important attribute. With this decision rule, Lind a‘\\ ould choose cc:n{pult‘“

3. With the elimination-by-aspects heuristic, the consumer compares brands on an attribute
Sclf‘f l_ed PI’Obab'l‘S“C“ﬂY‘_—“fm‘m the probability of choosing an dm[me* is .)os'lll‘\ cl‘\ related
to its importance—and eliminates brands that do notmeet minimum dl'Cé{)Lihll‘ cutoffs

minimum acceptable cutoff level for
: that meets the minimum standard for all
cided all attributes had 1o rate at least a 5, she would

QUT b'l'd"g or Plf?}d“u k"‘]U‘-\'ll‘dEU- the number ang similarity of brand choices and time pres
o > i 7| 5 17 " . - R h
sure Involved, and the Nﬂ(l'd COHlL’:\It (such as the need lorjustification 1o a peer or boss) all 2!
affect whether and how we use choice heuristics + I 55
Consumers don't necessarily use only :
’ Y one type of choic ; : !
) L g - ice rule. Sometimes, they adopté
phased dec:;'(?? Strate El'..V that combines two or more. For example, they might use a noncon”
pensatory decision rule such as the conjunctive heurisye 1o rec'iucé thegnumber of brand

N . A

the first cutoff for many Cunsumers'—lhe\'tjg:ﬁ;lg?um the 1990s was that it made the bra_nt;
. - J g : J

Intel microprocessor. Personal chmpites only buy a personal computer that had a

n . n
choice but to support Intel's marketing etfor[]gaken' such as IBM, Dell, and Gareway, had 7¢
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ANCALY NG VNS UINT B MATKL
RSSO > Even if consumers form brand ‘
evaluations, two general factors can intervene between the Purchase |
purcha:e intention and the purchase decision (Figure 6.6).+ : P

The first is the attitudes of others. The extent to which another ]
persons attitude reduces our preference for an ;\hurn;;(ivo (lt~‘—

pends on two things: (1) the intensity of the other person's

negative attitude toward our preferred alternative and (.,\) ()ll\l‘ : . | “
motivation to comply with the other person's wisln\&;‘ The | Attitudes of Unanticipated

| |

more intense the other person’s negativism and the closer the L others | |situational factors

other person is to us, the more we will adjust our purchasein- ‘ l i

tention. The converse is also true. o i 1
Related to the attitudes of others is the role played by ] .

infomediaries who use various media channels to disseri- ourchas

nate their evaluations. Examples include product-testing llul\ltr(;?t‘lq;l?

reports published in consumer magazines such as Insights
reviews of books, movies, music DVDs and CDs, letters (o t
editors, and discussions in e-forums and various chat ' i
rooms. Consumers are undoubtedly influenced by these | Evauation o i
evaluations. alternatives |

The second factor is unanticipated situational factors | |
that may erupt to change the purchase intention. Linda
might lose her job, some other purchase might become more urgent, or a store salesperson
may turn her off. Preferences and even purchase intentions are not completely reliable pre-
dictors of purchase behavior.

A consumer’s decision to modify, postpone, or avoid a purchase decision is heavily
influenced by perceived risk.>” Consumers may perceive many types of risk in buying and
consuming a product:

1. Functional risk—The product does not perform up to expectations.

2. Physical risk—The product poses a threat to the physical well-being or health of the user
or others.

. Financial risk—The product is not worth the price paid.

. Social risk—The product results in embarrassment from others.

Psychological risk—The product affects the mental well-being of the user.

. Time risk—The failure of the product results in an opportunity cost of finding another sat-
isfactory product.

oo w

The amount of perceived risk varies with the amount of money at stake, the amount of
attribute uncertainty, and the amount of consumer self-confidence. Consumers develop
routines for reducing the uncertainty and negative consequences of risk, such as decision
avoidance, information gathering from friends, and preferences for national brand names
and warranties. Marketers must understand the factors that provoke a feeling of risk in
consumers and provide information and support to reduce perceived risk.

Postpurchase Behavior

After the purchase, the consumer might experience dissonance that slems.l'rom noticing (fel’luin
disquieting features or hearing favorable things‘ about other {Jraqu and will be alert to u'ﬂorma-
tion that supports his or her decision. Marketing commun.lca(mns should supply beliefs and
evaluations that reinforce the consumer’s choice and help him feel good about the brand. .
The marketer’s job therefore doesn't end with the purchase. Marketers must monitor
postpurchase satisfaction, postpurchase actions, and postpurchase product uses.

>OSTPL HASE SATIS S Satisfaction is a function of the closeness between expec-
tations and the product’s perceived performance.’® If performance falls short of expecta-

tions, the consumer is disappointed; if it meets expectaliops. the consumer is sa'tisﬁed; if it
exceeds expectations, the consumer is delighted. These feelings ’make a dltferenge in whether
the customer buys the product again and talks favorably or unfavorably about }l to .other.s.
The larger the gap between expectations and performance, the greater' the dissatisfaction.
Here the consumer’s coping style comes into play. Some consumers magnify the gap when the

product isn't perfect and are highly dissatisfied; others minimize it and are less dissatisfied.’

|
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> PURCHASE ACTIC " I the consumer s S&U}ﬁeﬁ sl"‘; o i
o : 10 say good things &
P"tdun again, lhe satisfied customer will also tend  bandon of return the product. The
uthers On the other hand, dissatsfied consumers ma) tion by complasr

hev may zakenu,.. aCUC
may seek information that confirms 11s high value. T1

o ups (S S DUSINess. o
mngte the COMmpany, gmng!r,a.a...ef or compl : 2ining 10 C‘,f v-~ stop bunving the prods
vate, or government agencies, Private 4CL0*13 ..c.u’jf deciding 1@ ’ o ‘
fexit option, r>rwammgfnends 'voice opron..” 4 to build long-term brand 20

Chapter 5 descnbed CRM programs designec T “:u ¢ i fewer DROoUt et
Postpurchase communications 1o buyers have been shown e\:?'r; Je ~f- 10 Do ‘_' .

and order cancellations. Computer companies. for era..m-e o s i saceek
S341 1, c;an ; $2CC 3 g
congratulating them on having selected a fine computer. They

sons fo provements and i5s7 the kocat
brand owners They can solicit customer suggestior rampe Wets. They can send ownen
available services. They can write intelligible instruction DooKiet \,_‘“ LT
magazine containing articles describing new computer 2pphicau o R
provide good channels for speedy redress of customer gnenanaes
monitor h T 12 e
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USE AND DISPOSAL \1arLeIe*s<nc_._-.h
dispose of the product ‘Figure 6.7). A key driver of sales frequency s
rate—the more quickly buyers consume a product. the sooner they ™
ket to repurchase it

One opportunity to increzse frequency of product use oocurs when CoOnsUMET™ Demteriim
of their usage differ from reality. Consumers may fail to replace products with relamien b
spans soon enough because they overestimate 123 product life.” One smategy 10 speed
ment is to tie the act of replacmgme product to a ceriain holrday. event. or ome of vear

For example, Oral B has run loo:!*bms? promotions tied in with the springume sw
daylight savings time. Another strategy is to provide consumers with better mfo-
about either: (1) when they first used the product or need 10 replace wor 2
of performance. Batteries have built-in gauges that show how much power thes ha

toothbrushes have color indicators to indicate when the bristles are worn and <o o Perhugn
the simplest way to increase usage is 1o learn when 2ctual usage is less than recomumena
and persuade customers of the merits of more regular usage. overcoming potental hundie
If consumers throw the product away. the marketer needs 10 know how [hey dismons
it, especially if—like batteries, be\erage containers, electronic equipment. and dxsposad
diapers—it can damage the environment
“Markeung Memo. Rural Consumer Behavior highbights some npacalies of consus

situation and behavior in the rural context

i Other Theories of Consumer Decision Making
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L Markelers o unger-
QN appropnate

research. Rural con-

2yan Fechs rocl
4¥2Q Wes Y compared

clothes which are accept

acceptabie n urban markets. have poor accept-
abery in rural markets. Trs norm regarding e role of women ang
her behavior n pubic has mphicabons

pubic cahons for developing adverisements

targeted at the rural audiences. However, rural youth. because of
"

7 exposure tends 1 be more open 1o new ideas. in addibon, fac-

tors like
-

popularty of sateliite television. increased migration and
n nf te

etration of telephones and other means of communication are

erence groups have a greater imporiance. Relatives ano people from
the same caste and community are important reference groups. Jont
family structure still exists in villages although there has been dis-
cemable trend towards nuciear families. As a result. rural areas tend
to exhibat collective consumption behawvior, Most products are pur-
chased for the consumpbon of every one i the family ang n t for
ndmaduals. The head of the family has a signdficant rofe in decision
making, sometmes taken in consufiabon win family members. The
caste system that still prevails strongfy in many rural areas in India
alsg affects the pehavior of the consumers, especally in tems of role
and status of the indnaguals and famibies

In rural areas. the consumpbon S driven 1o 2 large oegree by the
occupation and income of the consumers. LOw income levels and
nadequacy of credit facilities 2iso affect the consumption patiems
Angther important factor that atlects demand pattermns (N rural areas

is the instabifity of the income of the farmers viuch S

nked 10 the

seasonality of agricuttural production as well as to the unpredictabil-
v of harvest. Similarly. the landless laborers and daily wage eamers
get therr remuneration on a day-to-day basts and therefore they pur-
chase small quantities of products at a tme, mostly on a daiy basis
or for one or two days’ consumpbon Rural consumers aiso differ n
the meanings that they aftach 1o different objects and activiies. As
compared 1o the urban counterparts. rural consumers have different
nterpretations of colors, symbols, and social actvities. Rural con-
sumers show preference for boid, pnmary colors; red cokor connotes
happiness and auspiciousness and green cofor signifies prospenty
Ownership of larpe tractor large house (pucca house), telephone and
other migher value consumer durables, and education of children in
ches are considered as status symoo's

Rural consumers also exhibit a certain specific pattemns in the
five-stage buying decision process. The community way of life in
rural areas plays an important role during the problem recognition
and information search stage Even ff the needs are intemally tmig-
gered these are shapsg by the nteraction wiin the reference
groups. mainly the community. The problem recognition might resuit
from the interactions (compare/contrast) with the community mem-
pers. Low penetration of mass megia and the dominant presence of
a community influence the problem recognition stage through word-
of-moutn  Publicity efforts by different government agencies and
non-govemment organizations working in the rural areas play cru-
cial roles in creating awareness dunng tne problem recognition
stage. Farrs. haats, exhibitions and road shows are some of the trig-
gers of information search Visits to nearby towns, ana feedback
from existing owners are other media of information search. Opinion
leaders and people who are perceived 10 be knowledgeable play
important role as information providers and adwvisors. As the per-
ceived nisk of buying tends to be higher, rural consumers exhibit
greater involvement in purchase process. leading to more detailed
nformabon search behavior Family members, relatives and friends
are consuited before making purchase decisions of higher value
products Since the reach of the electronic media and other mass
advertising is low m rural areas, dependence on information, adwvice
and suggestions from other peopie are higher However as the expo-
sure 1o mass media and information technology s increasing, rural
consumers are becoming more informed about products and serv-
ices and their gependence on traditional reference groups |

g S gradu-
alty waning

Sources R ndu Busness Lne. February 10 2005 Mtp.//www Dlonnet com . “Understanaing nural consumer psyche key
OUrCe V seare Dionnet com. and Pradeep Kashyap and Skicharth Raut eds ) 7
T SuCCx

Bizantra. 2007), p 60

Level of Consumer Involvement

he Rural Marketng Book INew Deih

The expectancy-value model assumes a high level of involvement on the part of the con-
sumer. We can define consumer involvermnent in terms of the level of engagement and active
processing the consumer undertakes in responding to a marketing stimulus.

: ~A AAODE
ELIM

ELARAORATION | 1K (
CLABORATION LIKELIROUU WL

5EL Richard Petty and John Cacioppo's elaboration like-

lihood model. an influential model of attitude formation and change. describes how con-
sumers make evaluations in both low- and high-involvement circumstances.* Thereare two
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, e attitude formation or ¢ ;
means of persuasion in their model: the cenfral roule: (ﬁ)l:farltc‘i)nsidcralion of the mol:l”i:]'l‘
stimulates much thought and is based on a diligent, rjl where attitude formation or. chiar "
portant product information; and the peripheral r().”“"q(ion of a brand with either ])Osi“’vL
provokes much less thought and results fron‘1 the as‘soC“rs‘ include a celebrity endorge
Of negative peripheral cues. Peripheral cues for C()l-]s-un}‘i(;]ing'i.

a credible source, or any object that generates posmve‘L . fﬁcicnt motivation, abiljyy

Consumers follow the central route o i“thx?';l?tofgces\fasltllnte a brand in detail, taa\;;*alll]:ej
Opportunity. In other words, consumers must Wé | ave sufficient tira .
necessary brand and product or service knowledge in m‘emorr);. :l(::jd}::)vff)llow tl‘;“;)i'::;)ﬁ}; 2nd
the proper setting. If anv of those factors is lacking, cor)sumf lecisions .
route and consider less central, more extrinsic factors in their deci: '

"
Meny,

WA/ OLVEMENT R RKETING STRATEGIES Many pl'OdUF(S are bOEJgh[.UndEl' Colldi~
tions of low involvement and the absence of significant brand differences. (Jlo-nsuéer salt. Con.
sumers have little involvement in this product category. If they keep méc “r:g_ lor the Same
brand, it's out of habit, not strong brand loyalty. Evidence suggests consumers have low jp.
volvement with most low-cost, frequently purchased Pmdl_'c‘s' oduct i _

Marketers use four techniques to try to convert a low-va)lvem_ent pro u'c.t Into one of
higher involvement. First, they can link the product to some involving issue, as when Cr.eS(
linked its toothpaste to avoiding cavities. Second, they can llr.lk the P“_’dUC} to some ”“"01\.’“11%
personal situation—for example, fruit juice makers began to m.clude vitamins sgch as calcium
to fortify their drinks. Third, they might design advertising to trigger SUO‘HS emotions related to
personal values or ego defense, as when cereal makers began to advert1§e to ad'ults. the heart-
healthy nature of cereals and the importance of living a long time to enjoy family life. Fourth,
they might add an important feature—for example, when GE light bulbs introduced "sof
White” versions. These strategies at best raise consumer involvement from a low to a moderage
level: they do not necessarily propel the consumer into highly involved buying behavior,

If. regardless of what the marketer can do, consumers will have low involvement with a
purchase decision, they are likely to follow the peripheral route. Marketers must pay special
attention to giving consumers one or more positive cues to justify their brand choice. For
instance, frequent ad repetition, visible sponsorships, and vigorous PR are all ways to enhance
brand familiarity. Other peripheral cues that can tip the balance in favor of the brand include
a beloved celebrity endorser, attractive packaging, and an appealing promotion.s

VARIETY-SEEKING BUYING BEHAVIOR Some buying situations are characterized by low

ences. Here consumers often do a lot of brand
switching. Think about cookies. The consumer has some beliefs about cookies, chooses a

brand without much evaluation, and evaluates the product during consumption. Next time,
the consumer may reach for another brand out of a wish for a different taste. Brand switch-
ing occurs for the sake of variety, rather than dissatisfaction,

The market leader and the minor brands in this product category have different
marketing strategies. The market leader will ry to encourage habitual bu-ying behavior by
dominating the shelf space with a variety of related by different product versions, ﬂ\‘Olli'“ﬁ
out-of-stock conditions, and Sponsoring frequent reminger advertising, Challenger firms
will encourage variety seeking by offering lower prices, deals, coy ons 'fr se samples, and
advertising that tries to bre ' e

‘ eak the consumer's purchase and consumption cycle and presents
reasons for trying something new. ;

Decision Heuristics and Biases

We've seen that consumers don’t alw.
rational manner. “Marketing Insight:
recent advances from the thriving ac

Behavioral decision theorists h
evervday consumer decision m
likelihood of future outcomes or

ays process information or make decisions in a deliberate
How Consumers Really Make Decisions” highlights some

ad@lmt‘ study of how consumers make decisions.

ave identified many different heuristics and biases 1

aking. They ¢ i ’
<e\ mi [il‘](’_\ come into play when consumers forecast the
‘ents.e ’

1. The availability heuristic-—Consumers b
with which a particular eXample of an oy
mind too easily, consumers might overe
ample, a recent product failure
product failure and make him r

ase their predic

‘ tions on the quickness and eas¢
1lcome comes ¢

» O mind. If an example comes (©

-, leadb;ll::)ate the likel.ihood of its happemng. For c\;

nors inclineq Nsumer 1o inflage the likelihood of a futurt
€d 10 purchase a product warranty.
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