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To learn how Quebec's 
rich and diverse ♦ cu lture has led various 

multinationa l companies to adapt 
their campaigns, visit 
vvwv.l pearsoned.ca/ 
marketmgmanagementcanada . 

: : : What Influences Consumer Behavior? 
Consumer behavior is the study of how individua ls , groups, and organizations select. buv, use. and dispose of goods, services, ideas, o r experiences to satisfv their needs all<l wa~ts.1 Marketers mus t fully understand both the theory a nd reality of ~onsumcr beha\'· ior. Table 6. 1 provides a brief profile of the m a jor Sou th Asian marke ts. namely. Bangladesh, India, Pakistan. and Sri Lanka. Table G.2 pro\·ides the data for private con· sumption expenditure in India for the year 2005-2006. 

A cons umer's buying behavio r is influenced by c ultural, social, and personal factors. Cultural factors exert the broadest and deepest influence. 

Cultural Factors 
Culture, subculture. and sodal class are particularly important influences on consurner b~\ ing behavior. Culture is the fundamental determinant of a person's vvants and behavior. T \ growing child acquires a sec of values, perceptions, preferences. and beha\iors through his 
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r- - - - -
Bangladesh India Pakistan Sri Lanka 

~ 
1 Population (Million. 2005) 142 1,095 156 20 
2 Area (1.000 sq. km) 144 3,287 796 66 
3 D1stnbut1on of Gross Domestic Product 

(% , 2004) 

■ Agriculture 21 21 22 18 
■ Industry 27 27 25 27 
■ Services 52 52 53 55 

4 Gross National Product (GNP) 66 793 107 23 
at Factor cost ($. Billion, 2005) 

5. GNP Per capita ($. 2005) 470 720 690 1160 
6. Inflation Rate (Average Annual , 2000-2005) 4 3 38 60 
7 Households with Television (% . 2004) 29 37 39 32 
8 Mobile Phone (per 1,000 persons. 2004) 31 44 33 114 
9 Personal Computers 12 12 5 27 

(per 1,000 persons , 2004) 

10. Internet Usage 2 32 13 14 
(per 1,000 persons, 2004) 

11 Share of Income/Consumption (%. 1995-2003) 

■ Richest 20% 41 43 40 42 

■ Poorest 20% 09 09 09 08 

12. Adult Illiteracy Rate (%. 2004) 39 50 09 

13. Population in Poverty 36 35 17 06 
(%, <$1 PPP a day, 1990-2004) 

14 Human Development Index, Rank (2004) 137 128 134 93 

Suurci: StJ',,r,1,,1' Our:,,,, of ,no,a 2UUf>-2vlJ/ ~Uff l)t! !~~,._- 5 .· 'l (''\ !'I 1.f'f1,1 

her family and other key institu­
tions. A child growing up in the 
United States is exposed to the fol ­
lowing values: achievement and 
success, activity, efficiency and prac­
ticality, progress, material comfort, 
individualism, freedom , external 
comfort, humanitarianism, and 
youthfulness.2 A child growing up in 
a traditional middle-class family in 
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. 

Each culture consists of smaller 
subcultures that provide more spe­
cific identification and socialization 
for their members. Subcultures 
include nationalities, religions, racial 

,---
: Food and Beverages 

I Of which . 

■ Cereals. pulses 

1

1 
■ Sugar and gas 

■ Oil and oil seeds 

■ Fruits, vegetables, and tubers 

■ Milk and products 

■ Beverages, pan , tobacco 

Clothing and footwear 

Rent, fuel, and power 

--7 
7,379 

1,301 

429 

441 

1,662 

1,230 

675 

943 

2,206 

Transport and Communication 3,581 

Others _ 4, 60g_ 

Total 18,718 

Sn111ce- Stas••t?.I Ou11,, ,e vi l::U,d 20Db 200' r!ilc,111b~, l 3\a --1
1
1 

SP1v,ce, ;JfJ07I j) 2!l ____________ _] 

groups, and geographic regions. . . 
When subcultures grow large and affluent enough, comparues often design specialized mar-
keting programs to serve them. 

TABL E 6 .1 

f'rof1:e of lv\~I01 South 1-,c,,ar lv1drkL 

, TABLE 6 .2 I 
Tl1e Per Capita Privnte Consumption 

Expenditure ,n lnclta (In Rupees . for 

2005-2006 at current prices! 
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. k ting nroiec1 started In Banr1Ic1c.Je',h ,n thH m11J 8/Ji; ,,1 P I t S · 1 t tIonal's (PSI) social-mar e ,, ' ' · • '0¥rn0 opu a 10n erv1ces n erna well the oral contrar,eptIve pill tirandecl Maya h· , mixed results While its Raja brand condoms sold quite ' 
1 1 

,, ,, d~ v,!r 1 · . ted that while peop e assoc1a P.u conuorns a~ an ov low acceptance among women. Later analysis sugges _ . . er tt,,, . t d with birth control and perce,vr. c.J d'l c1 powerlul druq 01 counter consumer product. a pill was associa e II ere the cultural tit, import.ant aspects that contributed to the lack of popularity of the Pl s w yearning for ;i rn~11: 
child, the main buyers being men (this was true for pills also). and the role of physlr.ians and trad!!rs 

. . 1 . . ,f 11 marketing rc~earch, which reve;1hl iii- 1. Mu/t1c11/1ural markellng grew out o care I i:l l r ti -. . 1 J'd ol a lways rc~poncl lt1 vmabl y lo nia,~ n. k ferent e thnic and demographic n1 c , cs < 1 n · · · Jar 1·1 
advertising. · . , I . ·k , · 

C . h . 1. ·d well though1 -out m11lt1cul111 ru 111.ir L1111g , 1ra1e"it•~, omparnes ave capita 1ze on · . . .. " · n recent years (see "Marke ting Insight: Marketing lo Culiur'.il Markel s.c·grncnl'> J ._ /\ , coun1r11•~ 
become more cu lturally diverse, however, many marke lrng cnrnra ign'> largeimg a '>fl PLil1t 
cultural 1arge1 can spill over and positively inOuence 01 h~r cu~ I II ra I gro~ 1 p, . 

1 
. 

Virtually all human societies exhibit social stratifica/lOII. Slratifi c:a lion ,un11·11m1:\ take\ 
the form of a caste system where the members of different casll'<; _;ire rea red lor ct:rlain rolP\ 
and cannot change thei r cas le membership. More frequ entl y.' 11 takc_s the lorn, of social 
classes, relatively homogeneous and enduring divisions 111 a ~oc ie ly, w~ icl, arc l11crarchically 
ordered and whose members share similar values, interests, and behavior. One cla,\ic dq iil­
tion of social classes in the United Stales defined seven ascending level!>, as loll ow~: ( I J lower 
lowers, (2) upper lowers, (3) working class, (4) middle cla-;s, (5) uppe r middle~. ((i) lower 
uppers, and (7) upper uppers." Indian marketers use a te rm ca ll ed socioeconomic cla~~inca­
tion (SEC). which uses a combination of the educati on and occupalion of the chief wagl' 
earner of the household 10 classify buyers in the urban areas. This clas~ifie!. all the urban 
households into eight broad categories, namely, A I , A2, 131, 132, C, D. EI , and EL; with A I ~ig­
nifying the highest purchase potential and E2 signifying the !owes!. for the rural area\, the 
system uses !he occupation of !he chief wage earner of the household and 1he type of hou~c 
to classify households into four broad categories from nI lo Ht! i11 lhe descending order of 
purchase potential (see Tables 6.3 and 6.4). 

Social classes have several characteris tics. Firs(. those w ithin each cla!.s tend Ill 
behave more alike than persons from two diffe rent social classes. Social clas~e -; differ in 
dress, speech patterns, recreational preferences, and many other character isti cs. Secom.I. 
pe rsons are perce ived as occupying inferior or superior pos itio ns acco rd ing 10 ~ocial 
class. Third, socia l class is indicated by a cluster of variables- for exa mple, occupation, 
income,_ we_al_th, educa tion, and value orientation- rather than by an y sin gle variable. 
Fourth, 1nd1v1duals can move up or down the social -class ladder during 1h1•ir life1 imes. 
T~e ex1e1~1 of this mobility vari es according to how rigid the social !.lralification is in a 
given society. 

So_c:ial classes sh_ow_ dislinct product and brand prefe rences in many areas, including 
clothing, home fur111sl11ngs, leisure activities, and automobiles. Social classes differ in rnrdia 
preferences, with 1_1pper-class_ consumers often preferring maga?ines and books and lower· 
: las~ consum~r_s_ oltcn prefer~mg television. Even within a media c:a!Pgory, such as TV. upper· 
class consume, s tend to p1e ler news and dram ·t .111 11 1 tciicl to 1Jrefcr . . . , d , . . . . , • ' , , < owcr-c ass cons11111 t>rs . so,,p oper,ls ,I~. spoi IS pi ograms. [ hc•re arc also languagp differences a111ong lhl' social 
classes. Advcrt1s111g copy ancl dialogue must ring·• 1. 1 I 1 . , I I • · • l Ul' u I l C larg l'I C( !>OC:Ja C: assl'~. 

Social Factors 

111 nddition to cultural factors, social fn ctoi·s . .1. r f ' l . d social . . . , . , . .. . . sue 1 as re e rc ncc vrnups, a111 1 y, ,111 · 1oles urn! statuses allccl our buying behavior. , 

R[ FFRFNCE GROUPS A pc•rson's i I' eel 
f 
. . , f 

1 . . d ' . • re erence groups arc all the grouµ s tha t havf' a l II' · ( c1ct -to - nee 01 111 1rcc:1 mlluc•ncc 011 11 . . . 
1 , di rer! 1e11 attitudes c1r b •I • · · t ' ro1111~ 1av1ng a inlluence arc• cal1Pcl mcmbcrshi . . · . · e l,tvio1. ' · · , 

1 rile . . . 1· . I . p groups. Some ot tl wse ·ue 11rhn·,ry groups with wllo11 J pe rson 1nte1ac1s air,. contmuo ·J , . ' • • 11 · · us Y and mlonnally, such as famil y. friends, neighbor~. ·1 
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MARKETING INSIGHT 
MARKETING TO CULTURAL MARKET SEGMENTS 

----------- -

Hispanic Americans 

Hispanic Americans have become the largest minority in the country 

with annual purchasing power expected to reach $1 trillion in 2010 

The Hispanic American segment can be difficult for marketers 

Roughly i:vo dozen nat1onal1ties can be classified as "Hispanic 

American . including Cuban. Mexican. Puerto Rican , Dominican, and 

other Central and South American groups with a mix of cultures. 

physical types, racial backgrounds. and aspirations 

Nickelodeon has been hugely successful in creating a "Pan­

Lat1na" 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 111 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 

telev1 s1on . 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 their 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 tile 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 to their family's use of Spanish and 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 brand integration. 

African Americans 

The purchasing power of the country's 36 million African Americans 

exploded during the prosperous 1990s and reached $800 b1ll1on in 

2006. or 8 4% of total US. buying power Based on survey f1nd1ngs. 

African Americans are the most fashion conscious of al l 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 telev1s1on 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 

S1m1larly. 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 w1th1n 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 (1 1 %). 

Vietnam (10%). Korea (10%). and Japan (9%). As a group, Asian 

Americans represented $427 bill ion in purchasing power in 2006, or 

4.5% of the total Yet the Asian Amer ican 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 

"inv1s1ble 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 ne1gl1bors will approve of them) The most computer­

literate group, Asian Americans are more likely to use the Internet on 

a daily basis Tile diverse national identities that make up the Asian 

American ethn icity limit the effectiveness of pan-Asian marketing 

appeals Bank of America prospered by targeting Asians In San 

Francisco wi th separate TV campaigns aimed at Chinese. Korean , 

and Vietnamese consumers. 

- -k ? F st You Gotta Spend ' Advertising Age, July 3. 2006. p 19: "The 'Invisible' Market." Brandweek, January 30. 2006, Samar 

Sources Li ·a Sanders "How to Target Blac s ir · 
· s · .. 8 1 Globe July 9. 2006. Dianne Solis, "Latino Buying Power Still Surging ," Dallas Momrng News. September 1. 2006 

Farah "Latino Marketing Goes Mainstream. os on · 
· " .. P e Grocer February 1 2006 Pepper Miller and Herb Kemp. Whats Black about//? lnsrg/Jts to Increase Your Share of a 

Joseph T rno sk · Ass1m1late or Perish rogressrv ' · · · 

· a w 1. • · .. N\' p amount Market Publishing, 2005). Paula Lyon Andrus, "Mass Appeal ·Dora· Translates Well ," Marketrng News, October 

Changrng African American Market (Ithaca, ar . . 
. "Old N to lallor Message to Hispanics. Adweek. August 4. 2003. p. 9. 

13. 2003. µ 8; Mindy Charsk1 . avy _ _ _ _ _ -- . ------- -----· -- - --- _ 
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TABLE 6.3B t 

Education 
1 Occupation 

SSC/HSC Graduate/ Graduate/ 
School School Non- Postgraduate Postgraduate 
up to 5-9 

ssc/HSC Graduate (General) (Professlonal) 
Illiterate 4 Years Years --- ---- -----......_ - -- D D D 

E1 D 
82 B2 E2 E2 C Unskilled Workers 

D C 
E2 E1 

C 82 B2 Skilled Workers 
D C 

E2 D 
81 A2 A2 Pet1y Traders 

C B2 
Shop Owners D D 

Businessmen/ 
lndustnal1sts with 

, Number of 
A2 A1 A2 Employees 

C B2 B1 
• None D 

A2 A1 A1 B1 
C B2 B2 

A1 A1 '1 - 10 
A1 

B1 A2 A2 
· 10 + B1 

B1 A2 A1 
D D B2 Self-employed/ D 

Professionals 
B2 B1 81 

D D D C Clencal/ 
Salesmen 

C 82 B1 A2 
Supervisory D D C 

' Level 
B2 B1 A2 A2 

' Officers/ C C C 

Executives -
A2 A1 A1 B1 B1 B1 Jumor B1 

Officers/ 
Executives -
Mtddle/Semor 

------

-------
Education Type of House 

Pucca Seml-Pucca Kuccha 

Illiterate R4A R4A R4B 

Below SSC R3A R38 R4A 

SSC/HSC R2 R3A R3B 

Some College Education, R1 R2 R38 
Not Graduate 

Graduate/Postgraduate R1 R2 R3A 
(General) 

Graduate/Postgraduate R1 R2 R3A 
1 (Professional) 
L_ ----- -- -----

. al and coworkers. People also belong to secondary groups, such as religious, profe_sswn ;jon-
trade-union groups, which tend to be more formal and require less continuous in~e; .~dual 

Reference groups influence members in at least three ways. They expose an lI1 1 create 
to new behaviors and lifestyles, they influence attitudes and self-concept. ao<l th~y influ· 
pressures for conformity that may affect product and brand cho ices. People are a so erson 
enced by ~r?ups_ to w~ic_h they do not belong. Aspirational groups are thos~n~~-idual 
hop es to Jorn; d1ssoc1attve groups are those whose values or behav10r an 
rejec ts. 
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Where reference group influence is 

strong, mn~kcters must de termine how 10 
reach and influ ence the group's opinion 

l<'aders: An_ opinion lea_der is I he person 

who offers mformal advice or inform , 
.
1
.. 

1 
at1on 

about aspect tc ~roe uc1 or product cate-

gory, such as wh1c_h of several brands is 

best or how a particular product ma b 

0 . . l d y e 
used,1• pm10n ca ers are often hi hi 

l .. d t -· II · g y 
con I en , socta y active, and involved 

with the category. Marketers try to re h 

opinion leaders by identifying their de~~­

graphic and psychographic characteristi 

identify ing the media they read, a~~ 
directing messages at them. 

CHRYSLE R 

Socioeconomic class 
~ - -

Urban 
Al 

A2 

81 

82 

C 

I D 
' 
I El 

I E2 

Subtotal (Urban) 

Rural 
R1 

To reach opinion leaders involved with their African , 

American communities, Chrysler 1s taking its cars to 
I 

R3 

church. As part of its "Inspired Drives" tour, in which 

R2 

R4 

the company sets up tracks around the country for 

customers to test its latest models, Chrysler is locat­

ing test drives at influential megachurches. New 

Birth Missionary Baptist Church in Lithonia, Georgia, 

' Subtotal (Rural) 

Total (Urban + Rural)"" 

is one. Situated on 250 acres, it has 25,000 mem- ____ _ 

% of Households 

1 0 

1 8 

25 

24 

61 

6.6 

30 

50 

28 4 

26 

8.0 

26 7 

34.3 

71 6 

100 

bers and a charismatic senior pastor, Bishop Eddie s,, · -' ,:,1 1r,1 ', l•J•, 1- f 'a·, -- , .. 
,..J,l ')~ ~J'"fl(J ')' PS?',' -I.'"',-: 

!' J . 

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 

1 powerful way to reach customers. 1 

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. 

FAMILY The family is the most important consumer buying organization in society, and 

family members constitute the most influential primary reference group,8 We can distinguish 

between two families in the buyer's life. The family of orientation consists of parents and 

siblings. From parents a person acquires an orientation toward religion, politics, and 

economics, and a sense of personal ambition, self-worth, and love. Even if the buyer no 

longer interacts very much with his or her parents, their influence on behavior can be signif­

icant, In countries where parents live with grown children, their influence can be substantial. 

A more direct influence on everyday buying behavior is the family of procreation-namely, 

one's spouse and children. 

Family members influence buying decisions. In traditional joint families, the influence of 

grandparents on major purchase decisions, and to some extent on the lifestyles of the 

Younger generations, is still intact, though diminishing. Western researchers on family 

d_ec ision making have focused more on husband, wife, and child dominance in different 

snuations, and have found evidence where one of these dominate, or there is joint decision 

making.9 10 

Millions of kids under the age of 17 are also online. Marketers have jumped online with 
them, offering freebies in exchange for personal information. Many have come under fire for 

t_hrs practice and for not clearly differentiating ads from games or entertainment. 

htablishing ethical and legal boundaries in marketing to children online and off-line con­

tinues to be a hot topic as consumer advocates decry the commercialism they believe such 

tllarketin · h 8 
g engenders, as discussed 111 C apter . 

TABLE 6 4 

t <; 
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i' - I s ATUS A person participates in many groups-family, clubs, organizations. 

Groups often are an important source of information and help to define norms fo r behavior. 

We can define a person's position in each group to which he belongs in terms of role andsta­

tu~. A role consists of the activities a person is expected to perform. Each role carries a 

status. A senior vice president of marketing has more sta tus than a sales manager, and a 

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 btatus-symbol potential of products and brands. 

Personal Factors 

A buycr'b decisionb arc also influenced by personal characteristics. These include the buyer's 

age and btuge in th_e life cycle; occupa tion and economic circumstances; personality.and 

b~lf-c~ncept; and li festyle and values. Because many of these characteristics have a 1·rr1· 

direc t impact on consumer behavior, it is important for marketers to fo llow them closely. 

~G[ A ~D ~ TAuE IN THE Ll~r <: YCLE People buy cli!Tere111 goods and services over a Ilk· 

trme. Taste rn food, clothes, f·urn1ture, and recreation is oft . , , . I· , . 1 C . tion 1s 

h db h /
. -

1 
l '.f. en age 1e ,lieu . . onsu1np 

s a e l e amt I e C C , . '. . ' . • • . • . . . • 
.. P Y . Y Y 1~- I rends hke delt1yed marriages, child ren rrngratmg to d1~1,1111 

cities or abroad for work leaving parents b h' I . • I· 
. e inc, tendency of pro lessiornls /workmg l'011P t 

to acquire assets s11ch a1, a house or an attl b"l · 1 
• ' · • I · , 

• < 01110 1 e 111 t 1e early stages of career (earlll'r t irit 

u<,ed to be c:luse-10-re11rement '1ct1ui ·· 1· . 1· . · , t 
. . , . 1. , k ~. ·1 sr tons or a large majority). has n·sult ed ill dil fer~n 

opportun llres or mar cten, at drlfcrent stagcb · ti . . , • 
Marke ters should also c:unsider critical 1:r, :n, 1~ con~um_er Ille cycle.. . . 11· 

I . . d ' .. 1J C cucnts or /1 c11tstf/()lrs- rn •11-,-1aol' r hildh11 tl1. 1 

ne<is, re ucallon, 1vorcc, carcer change wid I cl . . ' r, ' Tl ,,1' 

should alert service providns- t , k 1 
'. ow 100 - as g1v111 g ri se to new 1wcch. 11 

m<·nl coun!iclnn,- Lci W"yu tl-, c· y >.ml sl, awyers, and rnarriagP, ernpluynren l. a 11d bcn-.1" 1
' · 

· ... " can 'H! p. 11 

OC< UPt ION AN'> f< ONOMIC Clh(UrJI JI 

Lion pattern:.. . /\ hl11 e-collar worker· .11 b l~r - l:. ~ Ckcupat ion also i111lucncc~ r n11 '
11111 

wr uyworkd ti k \111111 

pany prei, ldcnt will huy dres~ ~ul t ,· . 0 1es, wor shoes, and li111r lihox1"•· 1 1 
, , "· utr travel and . ., •tt'I' i r 

to ldc11t.ily the occupat.loll al 1,,.0 1 
'' coun try club 111c111bcn,ll lp~. Ma1 "1 1 

. "' ups t m t huve abc , . . I ·1, .1111 

<ic rv1ceh i.llld even tai lor JJrocluctu 
1
• • . , ivc-uvcragc tnl C' rc:,, t 111 tlwl1 prrn 111 

11 
. . , 01 certa in o t:c.: L . 1 1 

. 1111 

pan1l·!i, lor cxurnple, cJc~lgn dilf . , . 1POL 01111 gruuph: Co111p11 tl'I ~011wall , 1 
. (, (L fl l JJl!ld11 t: ts f b d ' 'I ' ,111< 

µh yslcran1,. or ran 111unagt·r..,, ,·nginl'l' f'> , l.1W) 1 

f'rod11ct choice I~ 11rcotly ,,ff .. c.. t I b •I 
• o < '- Cl Y l' l'O IIU ' • ' (l,'1' 
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Income Groups Number of Households (mllllon) TABLE 6.5 

(Annual Households Income 
at 2000 prices) 2005 2015 2025 

sI,are of Popul::i t,011 rn O,tterent 111cr:rnc 

Brackl'ts 1f sI,m.1tes1 

d JO (Deprived) 101 1 
90- 200 (Asp1rers) 

74 1 49 9 
91.3 106 

200- 500 (Seekers) 
93 1 

10 9 551 
500- 1000 (St rivers) 

94 9 
2.4 55 

1 > 1000 (GlotJal Indians) 
33 1 

1 2 3 1 95 
Total 206 90 243 8 280.5 

•II I 11111 ! I .I) I 

/t I I , I H l ' I 
( I Ii I 11 ',fl,J, ii' 

• C11111 /fl, t I : i 
,!' 1, ,.., j 

Year-wise Population (mlllion) 
--, 

Age-group 2001 2006 2011 2016 
TABLE 6.6 , 

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 (7 9) 113 (8.9) 

Total 1,027 (100) 1,114 (100) 1,194 (100) 1,268 (100) 

,'\Jl/f,• 11jl1fl 1 / )I I ! I fll , , 't • ti 

·1•1 c~,'I H1<,L lr1 ?UUIJ fJ 1.i 

Gucci, Prada, and 13urberry, can be vulnerable to an economic downturn. If economic indica­

tors point to a recess ion, marketers can take s teps to redesign , reposition, a nd reprice their 

products or introduce or increase the emphasis on discount brands so they can continue to 

offer value to targe t custome rs. 
The estima ted number of Indian house holds categorized by income groups and the pro­

jected age distribution of population are presented in Tables 6.5 and 6.6, respectively. 

PERSONALITY ANO SELF -CONCEPT Each person has personality characteristics that influ­

ence his or her buying behavior. By personality, we mean a set of distinguishing human psy­

chological traits that lead to relatively consistent and enduring responses to environmental 

stimuli (including buying behavior). We often describe it in terms of such traits as self­

conlidcncc, dominance, autonomy, deference, sociability, defensiveness, and adaptability. 12 

Personality can be a usefu l variable in analyzing consumer brand choices. The idea is that 

hrands also have personaJities, and consumers a re likely to choose brands whose personalities 

lllatch their own, We define brand personality as the specific mix of human traits that we can 

attribute tu a particu lar branc.l . 
Stanford's Jen nifer /\ake r researched branc.l p e rsonalities and identified the fo llowing 

traits:1, 

.1. Since rity (down -to -earth, honest, wholesome, a nd cheerful) 

~· E_xcitement (daring, ~pirited, imagina tive, and up-to -date) 

,'I. Cotnpetem;e (reliable intelligen t and successful) 
4 ' I I 

· Snphi~ticatlo n (uppe r-class and charming) 
5· lluggeclnc:,,s (outdoorsy and tough) 

Sht· a11;i lyzed 1,omc well -known brands and founc.1 that a n umber of them tended to be 

; 1r1J, ig n11 one p,1rtlr ular trail : Levi's with "ruggedness" ; MTV with "excitement"; CNN with 

tcimpt· t1•1H·l'"; 11ntl Campbe ll 's with "s ince rity." The implication is that these brands will 

' 5 1 
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. l"ty traits. A braml personality may hav , 
. I I , " 1111e pcrso11<1 • 1· I I 11· ~ 

.ittrnl't 1wr~on:. wlw an· h1g I on t H s , . 1 , 1 is also youth u , re ie 1ous, authenti 
Crsornl1ty t 1<l c, 

Sl'Vl' l ,d 1lllri l111ll'S: !.(·vi's sur:ges ts ii p · ' 

,11111 1\11H'rlr,u1 . . 1._ bility of Aaker's scale outside the United 

1 1 .· g the gc>ner,1 1za . b .. 
/\ ('1oss -culwrnl sill()' l'XJl 0_1111 _ _, r ·d -11 Japan and Spam, ut a peacefulness" 

State~ found 1ha1 thn·e uf 1hr five taciors app ie 
1
, nd Spain and a "passion" dimens1·0 

" b ti in Japan a , ' n 
d1111l'lt~io 11 1rplaced "ruggedness O 1 ., _ H. earch on brand personality in Kore 

I f " pct ency ii es a 
l'llll'rgl·d in Spain i11steac o com . · 

1
.k ,_ bleness and ascendancy-reflecting th 

n·w.lil'd two cult me-speci fic factors- passive_ • _ead anomic systems.'" e 
. . . . . I ' . , Korea's social an ec 
1111prn lance ol Conluc1a11 va ucs 111 ' 1 , brand personality consistent Wt'th 

. I d . brands that rnve a 
l .u11su11wrs of1en t· 10ose an use . _ 1 ) (though the match may instead b 

I ' / . ,, . ' . ,, (I ve view ou1 se ves ' a e 
t H II own acI11r1 -" ~-, unu p l ww" Id like to view ourselves) or even 

based '.m !he consumer's ideal s~IJ-concepl (how we1~~~ese effects may also be more pr~~ 

ollll'rs sl'i/-co11n·p1 (how we th111k others see us). . . d d 17 0 h 
d h, for pnvately consume goo s. n t e other 

11011nced for publicly consumed pro ucts l an . . h h h 
. .. f · " that is sens1t1ve to ow at ers see t em-

h,111d , ro11s1uners who are high sel -mo111tors - • . . . _ 
. ('ties fit the consumpt10n s1tuat10n. I8 Finally 

an· more likely to choose brands whose pe1 sona 1 . . . , 

· - . 1· 11· ( rious professional, canng family member 
nhl'n consuml•rs have multiple aspects o se se _ . _ , 

· · k d d·r1· - ti ·n d1'fferent s1tuat1ons or around different 
ac11,-e lun-lover) 1hat may be evo e I eren Y 1 

types uf people. 

1 r , n VAi u People from the same subcul ture, social class, and occupation 

may l c.>ad quite ditlerenl lifestyles. 

INDIA ' S " GEN N E XT " 

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.19 

1. l'VI $ 1('1)fllt' lJI c111(1 ,111<1gr ,11l(1 f)1!IS(ln,11ity 

11.1,; ,•nr1t,I,\I IO! y,•.11~ HPI\' IS A1Hf\' 

\ \.u 11,11 ·s tJ f..,' 011 1111• I.Ji ,11111 
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A lifestyle is_ a _per~on's pattern of li vi ng in the world as expressed in activities , in ter­

ests, and oprnwns. It port~ays t~e "whole person" interacting with hi s environment. 

Marketers search for relationships between their products and lifesryle groups. For 

example, a computer manufacturer might find th at most co mputer buye rs are 

achievement onented and then aim the brand more clearly at the achiever lifestyle. 

Here 's an exarnple of one of the latest lifestyle trends businesses are targeting: 

LOH AS 

Consumers who worry about the environment, want products to be produced in a sustainable way, and 

spend money to advance their personal health. development, and potential have been named "LOHAS," an 

acronym standing for lifestyles 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 LO HAS or "Cultural Creatives" category. Table 

1 6.2 breaks the LO HAS market into five segments with estimated size, and product and service interests. 20 
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Lifestyles are shaped partly by whether consumers are money constrain ed or 

time constrained. Companies aiming to serve money-constrained consumers will 

create lower-cost products and services. By appealing to thrifty consumers, Wal­

Mart has become the largest company in the world. Its "everyday low prices" have 

wrung tens of billions of dollars out of the reta il supply chain, passing the larger 

part of savings along to shoppers in the form of rock-bottom bargain prices. 21 

"Breakthrough Marketing: IKEA" outlines IKEA's global success formula of appeal-
Fa, sa1 Ban"' o~ Pa✓-. s~a )-,a3 ::re .... c~:: t5.,...,< .... i;. 1i;~rs 

ing to price-conscious shoppers in the furniture market. 

Consumers who experience time famine are prone to multitasking, doing rwo for t11ne-press<:d er~cu 11 e, 

or more things at th e 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 ~timulus-response mod~! 

shown in Figure 6.1 . Marketing and environmental stu~ult e_nter the_ consumers 

consciousness, and a set of psychological processes combm_e _ with certain cons.umer 

characteristics to result in decision processes and purchase dec1s10ns. The marketers task 

is to understand what happens in the consumer's consciousness between the arn va l of the 
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BRtAKTHROUGH MARKETING 

IKEA was founded in 1943 by a 17-year-ofd 
Swede named lngvar Kamprad The com­
nany, which In ItIally sold pens, Christmas 
carrJs, and seeds from a shed on Kamprad's 
fam ily farm, eventually 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 insplfes remarkable levels of devo­
tion from its customers, who vIs1t In num­
bers that average 1 1 mIll lon 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 
winners "Ambassador of Ku!" (Swedish tor 
"fun ") who, In order to collect the ir prizes , 
had to live in the !KEA store for three full 
days before 11 opened, which they gladly did. 

IKEA achieved this level of success by 
ottering a unique value proposition 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 

s Ned1sh furni ture retailer IKEA excels at appealing to price-consc,ous shoppers aro1.,rd '.h? , , 
:;,th styll5h ,terns carefully selected for each countr,Cs market 

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 home, meaning they are easier to transport, take up less shelf space, and seldom requ ire delivery, which reduces costs 
IKEA's mission of providing value is predica ted on fou nder Kamprad's statement that "People have ve ry thin wallets. We should take care of their interests." IKEA adheres to this philoso­phy by reducing prices across its products by 2% to 3% annually. Its focus on value also benefits the bottom line: IKEA enjoys 10% margins, higher than competi tors 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 

-- -- - - ·-- - -----

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 con­sidered IKEA's reg ular glasses too small , the company developed larger glasses for the U.S. market. 
IKEA managers visited Eu ropeans and U.S. consumers in their 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 led \KEA to add seating and dining space in its California stores, brighten the color palettes, and hang more pie· ture frames on the walls. 
IKEA evolved into a retail empire with 264 stores and revenues of $22.2 billion in 2006 and still had excellent growth opportunities 

IKEA planned to double the number of U.S. outlets by 2010. and in 2006, it rolled out 6 new stores worldwide. 
----- ------s K; ry Capell ' !KEA How the Swedish Retailer Became a Global Cult Brand," BusinessWeek November 14 2005 • -- · -- - ~ ?' 

ources r · 14 2005 P 106. www.ikea.com. · · , P. 96; Need a Home to Go with That 2 
BusmessWeek, November , , · 

. k t·ng stimuli and the ultimate purchase decisions. Four key h l . uts1de mar e 1 
. 1 · d psyc o og1cal o otivation percept10n, earnmg, an memory-fundamentall . fl processes-m 

22 
' 

· Y m uence consumer responses. 

. . . Freud Maslow, Herzberg Motivation. ' . . . needs at any given time. Some needs are bzogenic· the . We all have ma?t nsion such as hunger, thirst, or discomforL Other'nee~ anse from physi­ological states o e hological states of tension such as the need for re s '.11:e psychogenic; they arise from psyc 
cognmon, esteem, or 
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belonging. A need be_con:ies a motive \•Vhen iris a roused to a s ufficient level of intensity to 
drive us ro act. _Mot1v_at1on has both direction- we select one goal over another-and 
intensity-the V1gor with which we pursue the goal. 

Three of the best -known_ theories of human motivation-those of Sigmu nd Freud, 
Abraham Maslow, a~d Frederick Herzberg-carry quite diffe rent im plications fo r consumer 
analysis and marketmg stra tegy. 

FRE ~·s ... ~ of Sigmund_ Freud assumed that the psychological forces shaping people's 
behav10_r are largely unconscious, and that a person cannot fully understand his or he r own 
rnotiv~t_i~ns. 'v\Th en a person exam ines specific brands, she will react not only to their stated 
capabilities, but also to ot~er, less conscious cues such as shape, size, weigh t, material. color. 
and brand name. A techmque called laddering lets us trace a person's motivations from the 
stated instrumental ones to th e more terminal ones. Then the marketer can decide at what 
level to develop the message and appea\.23 

Motivation researchers often collect "in -depth interviews" with a few dozen consumers 
to uncover deeper motives triggered by a p roduct. They use various projecrive techn iques 
such as word association , senten ce completion, picture interpretation , and role playing, 
many pioneered by Ernes t Dichter, a Viennese psychologist wh o settl ed in the United 
States.24 

Today motivational research ers continue the tradition of Freudian interpretation . Jan 
Callebaut identifies different m otives 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 position ed in on e of these three appeals.25 Another motiva tion researcher, Clotaire 
Rapaille, works on breaking the "code" behind a lot of product behavior.26 

C HR Y SLER 

When Chrysler decided to offer a new sedan, 1t 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 

■ successful U.S. car launches in recent history.27 

MASLOW'S THEORY Abraham Maslow sought to explain why people are d riven by pa rt ic­
ular needs at particular times.28 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-actual ization needs (see Figure 6.2) . People will try to satisfy their most important 
needs firs t. v\Then a pe rson succeeds in satisfying an important need, he will then try to sat­
isfy the next-most-important need. For example, a s ta rving man (need I) will not take an in­
terest in the la tes r happenings in the art world (need 5). nor in how he is viewed by o the rs 
(need 3 or 4). nor even in whe ther he is breathing clean air (need 2); but when he has enough 
food and water, the next-m ost-important need will become salient. 

HERZBERG s THEO ~Y Frederick He rzbe rg developed a two-facto r theory tha t d is tin ­
guishes dissa tisfiers (fac tors tha t cause dissatisfaction) from sat isji"t'rs (factors tha t cause 
satisfaction )_z,, The absence o f dissa tisfiers is not e nough to mo ti vate a purchase; satisfiers 
must be p resent. For example, a compute r that does no t come with a warranty would be a 
dissatis fi er. Ye t the presence of a p roduct warranty would no t act as a satisfier or m o tiva ­
tor of a purchase, because it is no t a sou rce of intri nsic satisfac ti on . Ease of use would be 
a satisfier. 

Herzberg·s theo ry has two implications. Firs t, seller~ should do their best to avoid dissat ­
isfiers (e.g., a poor training manual or a poor service policy). /\l though these th ings will not 
sell a product. they m ight easily unsell it. Second , the sell er should identify the major satis ­
fiers or motivators of purchase in the market and then supply the m. 
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FIG 6 2 
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A motivated person is ready to act. How he or she acts is influenced by his o~ her view of th_e 
situation. Jn marketing, perceptions are more important than the reality, because Its 
perceptions that affect consu_mers' ac~ual_ behavior. Perception _is the p_rocess by which 'vi! 
select, organize, and interpret mformat1on mputs 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 st1muh 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; an other, 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 is the allocation of processing capacity to some stimulus. 
Voluntary attention is something purposeful; involuntary attention is grabbed by someone or 
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 screen most stim· 
uli out- a process called selective attention. Selective attention means that marketers must 
work hard to attract consumers' notice. The real challenge is to explain which stimuli people 
will notice. Here are some findings: 

1. People are more likely to no~ce s~muli that relate to a current need-A person who is mo· 
tivated to buy a co~puter will ~otJc~ com_puter ads; he will be Jess likely to notice DVD ads. 

2. People are more likely to 11otice stimuli tlzey ariticipate-You are more likely to nonce 
computers than radios in a computer store because you don't expect the store to carry 
radios. 

3. People are m~re likely t~ ,io~ce stimuli whose deviations are large in relationship to 
the ~orm~l size oftlze stimuli-You are more likely to notice an ad offering Rs. JOO off 
the hst pnce of a computer than one offering Rs. 5 off. 

Though we screen out much, we are influenced by unexpected stimuli such as sudden offers 
in the mail, ?ver 1:11e phone, or from a salesperson. Marketers may att~mpt to p romote their 
offers intrusively 111 order to bypass selective attention filters. 

SE ECTIVE DISTORTION Even noticed stimuli don't always come across in the way the 
senders intended. Selective distortion is the tendency to interpret information in a way tJial 
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fits our preconceptions. Consum .11 . 
brand and product beliefs and exers wi . of1en d,st0rt information to be consistent with prior 

. pectat1ons. 11 

I·or a s tark demonstration of th 
"blind" taste tests, one group ofc e power of consumer brand beliefs, consider that in 
. . I ·1 h onsumers samples a p d . . h 111s, w 11 e a not er group knows 1 . bl · · ro uct wlt out knowing which brand 

. . nvana y the groups h - d"ff summg exactly the same product. ' ave 1 · erent opinions, despite con-

When consumers report different . . 
tical products, it must be the case th op~rn_ons of branded and unbranded versions of iden-
means (past experiences market" at t etr _brand and product beliefs, created hy whatever 

h d h 
. ' < mg act1vtty for the br d h 1.k c ange t eir product perceptions W an , or t e I cl, have somehow 

uct. "12 Whe n Coors changed its lab. I fe can "find examples with virtually every type of prod-
. d h · e ram Banquet Bee " t "O · · I o r " cla1me t e tas te had changed eve th 

I 
r o ngma ra t, consumers 

Selective dis tortion can work t~ th~ua~::he formulation had no_t. 
consumers dis tort neutral or amb· h ntag_e o f mar~eters with strong brands when 
other words, bee r may seem to last tgbuous · rand information to make ii more positive. In 
in a bank line may seem shorter de etdt~r, a car may se~m to drive more smoothly, the wait 

, epen mg on the particular brands involved. 

SELECTIVE RETtNTION Most f d , 
ex osed but we do ret . . o us_ on t remember much of the information to which we're 
seiectiv~ retention we'a1~-trormat1on that supports our attitudes and beliefs. Because of 

d . b ' re I e Y to remember good points about a product we like and forget 
goo pbomts a out competing products. Selective retention again works to the advantage of 
strong rands. It also explains wh k d · · . Y mar eters nee to use repellt10n-to make sure their mes-
sage 1s not overlooked. 

SUBLIMINAL PERCEPTION Th I · · · · . e se ect1ve perception mechamsms require consumers' 
active engagement and thought. A topic that has fascinated armchair marketers for ages is 
sublimin~ perception. They argue that marketers embed covert, subliminal messages in ads 
or packa~•?g. Consumers are not consciously aware of them, yet they affect behavior. 
Although Its clear that ?1ental 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.11 ' 

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. 1\vo popular approaches to learning are classical conditioning and oper­

ant (instrumental) conditioning. 
A drive is a strong internal stimulus impelling action. Cues are minor stimuli that deter-

mine when , whe re, and how a person responds. Suppose you buy an HP computer. If your 
experience is rewarding, your response to compute rs and HP will be positively reinforced. 
Later on, when you want to buy a printer, you may assume that because HP makes good 
computers, HP also makes good printers. In othe r words, you generalize your response 10 
similar s timuli . A countertendency to generalization is discrimination. Discrimination 
means we have learned to recognize differences in sets of similar stimuli and can adjust our 

responses accordingly. 
Learning theory teaches marketers that they can build demand for a product by associat-

ing it with strong drives, using motivating cues, and providing positive reinforcement. A new 
company can enter the market by appealing to the same drives that competitors use and by 
providing similar cues, because buyers are more likely to transfer loyalty to similar brands 
(generalization); or the company might design its brand to appeal to a different set of drives 
and offer strong cue inducements to switch (discrimination) . 

Some researchers prefer more active, cognitive approaches when learn ing depends 
upon the infe rences or interpretations consumers make about outcomes (was an unfa­
vo ra ble consumer experience due to a b ad product or did· the consumer fail to follow 
instructions properly?). The hedonic bias says people have a general tendency to attrib ­
ute success to themselves and fa ilure to external causes. Consumers are thus more likely 
to blame a product than themselves, putting pressure on marketers to ca refully explicate 
product functions in well -designed packaging and labels, instructive ads and Web s ites, 

and so on. 
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tions consist of all brand-related thoughts, feelings, percepllons, im ages, experience~. 
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 ngh1 type~ of 
product and service experiences to create the right brand kno~ledge structures and mai n­
tain them in memory. Companies such as Procter & Gamble like to create mental map~ 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 , favorabil iry, 
and uniqueness to consumers. Figure 6.3 displays a very simple mental map highlighting 
brand belie fs for a hypothetical consumer for State Farm insurance. 

"'1EMORY PROCESSES 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 s1reng1h 
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.:rn 

In general, the more atlention we pay to the meaning of informa tion during encoding, 
the stronger the resulting associations in memory will be.37 When a consumer actively thinks 
a?o~t and "elaborat~s" on the sig1

0

1ificance ?f product or service information , stronger assn­
c1at1ons are created 111 memory. It s also easier for consumers lo create an association 1o new 
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----- Reputable 

insurance Personal service 

Red color 
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cholog1sts hc ll<'vc m e mory 1~ e xtn·11> ely d11rahle, , o that once information l)cco1T>e~ stored in 

111c111ory, it s s1re11g1h of associa tion c.l eC'ays very slowly.1·, 

Third , information ma y I><· a1m ilfl/J /1• ln memory h u t 1101 be r1C·cessi/J /e (able to be 

reca lled) wilho ul tli r propPr rc lricval c11 c~ or reminde rs. The particular as~ocia tio ns fo r a 

brand thal come• to lllind de pe nd on the contcx l In which we conside r it. The more cues 

linked tn a p irC'c or Informal ion, lwwcvl'I', the w ca tcr Ilic likelihood that we can recall it. 

The l'ff<'c ll ven ess of re l ri c val c ues is one reason ma rk,:tl ng Inside a supe rma rke t or any 

rc111 II store is so c ritica l - 1111' ac tua l produc t packaging, the use of in -s tore rninibillboard 

displays, and so 011. Tlw infon11ation they C'ontain and the reminders they r rnvi dc of adver­

tising or othe r information already conveyed 0 111slde lhe :, tore will he prime dc lermina nt s 

of consume r decision making. 
M!'111ory ca n of'tl'll he rl'<.:ons trnc live, however, and consumers may remember an cxpc­

riPnc1' wilh a brand d iffe re ntl y aft e r lhc fac t d ue 10 inte rvening fa c tor~ or o thC'r eve111s .411 

::: The Buying Decision Process: The Five-Stage Model 

Thrsr• l>asic psychological processes play an imrortant rol e in understanding how co n ­

,unwrs 11rt11ally m a ke 1hcir buying dec is ion s:" Table (i .7 provides a li st nf' som e key con ­

s11n1t'r l>chavior qu<'s llons in te rms of "who, what , whe n, whe re, how, and why." 
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1wnr rnrpo ra1,· headquarters in Grand llapids, Michigan. The r<'sult was a name cha nge, color-
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. Markl• ting scholars liav<' d l'wloped a "s lagc n10d1JI" o f the buying-d<'c ision r ruccss (sec 

"'~•in• G.tl) . The consunw r passl'S through fi ve stages: problPm recognition , information search, 

l'Vn lu111 llln of nll c rna lives, purchasf' uecision , a nd post pu rchase behavio r. ~Jearly, the buying 

J.>ror1•ss sta rt~ long hef'orl' IIH' ucl ual purchase and has conseque nces long afl e rward :M 
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TABLE 6 .7 

WhC1 llll\'> ou, product or St'rv,ce'1 

Wllo mnl--t>s tlit1 l1CI~IO11 to buy lllll pI tJduct? 

Who ,ntlut'llt'es tile decI~IO11 to buy l11tJ product? 
I 'J 

How ,s thP rurchnso decision rn;1de? Who nssurnes wllat ro O 
· 

Wl1at c10l's t11e customer buy? wI1at ne0ds must be satisfied? 

Why (10 rustom~rs buy a p:111,culrn brand? 

Wl1ere do they go or look to buy the produr.l or service? 

Wht111 do they buy? Any seasonnlity fnctors? 

How Is our product p01ce1wd by custrnners? 

Whal are customer:::' attitudes toward our product? 
' . ? Whal $0C1al tactors might inlluence the purchase dec1s1011 • 

Do customers' lifestyles lnlluence their decisions? 
How do personal or demograpl1Ic factors influence the purchase decision? 

-- - ---- ----·-

~ I 

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 for a 
Hawaiian vacation. which triggers thoughts about the possibility or making a purchase. 

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

Information Search 

Surprisingly. consumers often search for limited amounts or information. Survcvs han· 
shown that for durables, half_of all consumers look at only one store, and only 30%. look at 
more 1han one brand or appliances. \/lie can distinguish between two levels of involwnwnt 
with search. The milder se~rch st_at~ is called lieiglicened arrenrion. At this leve l a person sim· 
ply becomes mo'.e r~cept1vc _to 111lormation about a product. At the next level, the person 
may enter an nctwe mfon11arwn senrc/1: looking for reading 111ate · I 1 · 1· · •ids noin•• . . . . na , p 10111ng ne1 .. r, ~ onlme, and v1s1tmg stores to learn about the product. 

INFORMATION SOURCES Ma1·or · f · . · · · • 111 ormation sources to which consumers will turn !all 11110 tour groups: 

-• Perso11al. Family, friends. neighbors, acquaimances 
• Commercial. Advertising, Web sites salespcr . ct . 1 . . . . . • ' sons, ea ers, packaging. displays 
■ Public. Mass media. consumer-rating or · · ganizat1ons 
■ fa·perie11tial. Handling. examining us1-11 th ct , g e pro uct 

The relative amount and influence f th l I t' 
b · I t · · G O ese sources vary with the product categorv an( 1 1 

uyer s c 1arac ensues. enerally spe ki tl · l ut 
a product from commercial- . k a ng, _1e constuner receives the most informa1ion a ,o 

n1.1r eter-dommated H . ff · c 1nfor· mation often comes from pers al . - sources. owever, tl1e most e ecnv . 
Each information source on f sources ~r public sources tl1at are independent authontll'~. 

sion. Commercial sources n per oalrlms a different function in influencing the buying de< : I 
orm v perform an i f . · fu. , . persona sources perform a legitimizing · 

1 
n 01 mat1on nc11on. whereas n 

or new drugs from commerc· al or eva uation function. For example, physicians often 1ea1 1 
sources but turn to other doCiors for evalua1ions. 
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SEARCH A S Through gathering information h 
jna brands and their features Th fi b . . ' t e consumer learns about compet-

w othe consumer. The individuale rst ox m ~1gure 6.5 shows the total set of brands available 
consumer will come to know I b f th 

the awareness set. Some brands th 'd . . on Ya su set o ese brands, 

th 
. f ' . e consz eratzon set, will meet initial buying criteria As the 

consumer ga ers more m ormation on! , f h / · · 

ak fi 
. , ) a ew, t e c 101ce set, will remain strong contenders. 

The consumer m es a nal choice from this set.46 

Marketers need to identify the hierarchy of attri·bute th t 'd · · 
. . . . s a gu1 e consumer dec1s10n mak-

ing m order to understand different competitive forces and h th · 
. . . . ow ese vanous sets get 

formed. This process of 1dent1f..'111g the hierarchv 1·s called mark t u·t· · Yi 
') 1 e par 10nmg. ears ago, 

most car bu~ers fir~t decided on the manufacturer and then on one of its car divisions 

(brar~a-dommant hierarchy). A buyer might favor General Motors cars and, within this set, 

Pon~ac. Tod~y, man~ buyers decide first on the nation from which they want to buy a car 

{nanon-dommant hierarchy). Buyers may first decide they want to buy a Japanese car, then 

Toyota, arid then the Corolla model of Toyota. 

The hierarchy of attributes also can reveal customer segments. Buyers who first decide 

on ~rice are price dominant; those who first decide on the type of car (sports, passenger, 

stat10n 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.47 

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 arrariges 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 compariy must also identify the other brands in the consumer's choice set so that it can 

plan the appropriate competitive appeals. In addition, the company should identify the con­

sumer's information sources and evaluate their relative irnportarice. Asking consumers how they 

first heard about the brand, what information came later, and the relative importarice of the dif­

ferent sources will help the company prepare effective communications for the target market. 

Evaluation of Alternatives 
~ow does the consumer process competitive brand information and make~ final va!ue 

t· Judgment? No single process is used by all consumers, or by one consumer m all buymg 

situations. There are several processes, and the most current models see the consumer 

forming judgments largely on a conscious and rational basis. . . 

t 

Some basic concepts will help us understand consumer e~aluatl?n processe~: First, the 

consumer is trying to satisfy a need. Second, the consumer 1s lookmg for certam benefits 

from the product solution . Third, the consumer sees each product as a bundle of 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-Safery, tread life, ride qualiry, price 

FI G . f . 5 
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. that deliver the sought -after benefits. 
U. 1 to attributes . . Consumers will pay the most atten °1 d 'ng to attributes important to dtffer-' oduct accor 1 We can often segment the market 1or a pr 

ent consumer groups. 

. and learning, people acquire beliefs and at-Bt:l IEFS AND ATTI UDES Throu~h expene_nce b r fis a descriptive thought that a person 
titudes. These in turn influence buymg behavior.~ ~ ie a person's enduring favorable or un­
holds about something. Just as impo~ant are at~tu ts, dencies toward some object or idea.4R 
favorable evalu~tions, emotional feelings, an? a~~~l~ -~~. politics, clothes, music, food. 
Peopl~ have att1tud~s toward almost ~ve~mg~r di~iking an object, moving toward or away 

Attitudes put us 111to a frame of m111d. likin? toward similar objects. Because atti-
from it. They lead us to behave in a fairly consistent ;ay difficult to change. A company is 
tudes economize on energy and thought, they _can e vehry than to try to change attitudes II d . d fi . d • t xisting attitudes rat er · we a vise to It its pro uct 111 ° e d ·gns to remind consumers of Here are two examples of organizations that used a campai 
their attitudes, with handsome results: 

CALIFORNIA M I LK PROCES S O R BOA R D 

· I·f · · 1993 milk processors from across the state After a 20-year decline in milk consumption among Ca I orrnans, in . . 
formed the California Milk Processor Board (CMPB) with one goal in mind: to get people to dnnk 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?" tag line 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 

I 

• 

NATIONAL EGG C O - ORD INATI O N C OMMITTEE 

"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 egg consumption, strived for 
and achieved fair return to farmers, while protecting the interests of the consumer and the middlemen. II has 
garnered support for the industry from various quarters. Its famous promotional campaigns, "Sunday ho 
ya Monday, roz khao Ande" (Be it Sunday or Monday, eat egg every day) and "The best square meal in the 
world," were reinforced by documentary films, rural publicity through vans, unique schemes such as providing 
egg carts to unemployed youth, distributing nutritional booklets, mother and child-care booklets, recipe booklets. 
organizing exhibitions, poultry seminars, and sponsoring sports and cultural events. All this resulted in India 
reaching the number two position in egg production (44 billion production in 2003) in the world, next only to 
United States. so 

EXPECTANCY-VALUE MODEL The consumer arrives at attitudes toward various brands 
through an atlribute evaluation procedure.s1 He or she develops a set of beliefs about 
where _each b~and stands on each attribute. The expectancy-value model of att itude 
formation pos!ls that consumers evaluate products and services by . b ' · ti ir brand . · · d . . com mmg 1e behefs- the pos1t1ves an negatives- according to importance. 

~u~pose Lind_a has narro~ed her choice set to four laptop computers (A, B, C, D) . Assume shes interested 111 four attributes: memory capacity, graphics ca b ' t• _. d weigh!. . T bl 6 8 h h b 1· f pa I ity, size an and pnce. a e . s ows er e 1e s about how each brand rat h f t 'butes If . es on t e our at n · one computer dom111ated the others on all the criteria we could d . h L' da would . . . , pre 1ct t at m choose 1t. But, as 1s often the case, her ch01ce set consists of brands that v in their appeal. 
If Linda wants the best memory capacity, she should buy C· 1·r h aryh b aphics . . , s e wants t e est gr capability, sh e should buy A; and so on. 
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If we knew the weights Linda attaches to the four attributes, we could more reliably pre­

dict her computer choice. Suppose she assigned 40% of the importance to the 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 to the expectancy-value model , 

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 

Computer Attribute 

A 

B 

C 

D 

, ' 
. , 

Memory 
Capacity 

8 

7 

10 

5 

'' '' ' 1 

Graphics 
Capability 

9 

7 

4 

3 

, ] 
,, C ' ('""\ ""'! .. 

Size and 
Weight Price 

6 9 

7 7 

3 2 

8 5 
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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 

. . th Li da will favor computer A. which (at 8 o An expectancy-model formulation predicts at n 

has the highest perceived value.;z . es the same way. Kno\\ing this th 
Suppose most computer buyers form their preferenc . . . · e 

marketer of computer B, for example, could apply the following Slrategies to Stimulate 
greater interest in brand B: 

■ Redesign the computer. This technique is called real reposition ing. 
■ Alter beliefs about the brand. Attempting to alter beliefs about the brand is called 
psychological repositioning. 
■ Alter beliefs about competitors' brands. This strategy, called competitive dep~sitioning, 
makes sense when buyers mistakenly believe a competitor's brand has more qualiry than n 
actually has. 
■ Alter the importance weiglrts. The marketer could try to persuad e buyers to attach 
more importance to the attributes in which the brand excels. 
■ Call attention to neglected attributes. The marketer could draw buyers· attention to 
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 fo r one or more attributes.53 

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 e>..ecut­
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 mt•thod 
(credit card). 

NONC0~1PEfllSATORY MODELS OF CONSUMER CHOICE The expectancy-value model 
is a compensatory model, in that perceived good things for a product can h elp tom erromr 
perceived bad things. But consumers oflen take "mental shortcuts" usin g simplit\·in~ rho1ct' 
heuristics. Heuristics are rules of tlrnmb or mental shortcuts in the decision pro.cess . 
. Wi~ nonco1:"pensator:r models of consumer choice. positive and negath·e attribute con­

s1deranons don t necessarily net out. Evaluating attributes in isolation makes decision making 
easier for a consumer, but it also increases the likelihoochhat she would have made a differen1 
choice if she had deliberated in greater detail. We highlight three such choice> heun stics hr n· 

I . With the ~onjunctive heuristic, the consumer sets a minimum acceptable cutoff It'\ t'I fur 
each attnbute and chooses t11e first alternative t11"it 11, .,,,ts ti · · d 1 r ill . . . . · · , , '- 1c m1111mum stan arl or , 
attnbutes. For example, 1f Linda decided all attribut"s 11ad t 1 .. I 11 
h B ' o r,lle at east a :l . s w wou, c oose computer . 

2. With the lexicographic heuristic, the consumN clioo«·•s the b t d t1 ,. . f 11 . . . J, . est 1ran on 1e u,1~1, o ' 
perceived most unportant allnbute. With this decision n I l · ct Id ( 

3. With the ellmlnatJon-by-aspects heurl'ilic , . . I e . .lll a \\ OU dwost' romputt'r , 
I d b bil. • ·ill wt 

1 
' thl' consumer compares bmnds on an atmbutt sc ecte pro a 1suc. y- wre t ,e probabilit)' ofcl • 

1 . , ioo!>in° an attribute 1·s pos1't1, el\ rt' a1,-u to iL'i importance--a.lld eliminates brands ti O 
• • • • 1nt do not mee t mmnnurn accept.ible rntoffs. 

Our brand or product knowledge the numbi'r 'lnd -1 . 
sure involved, and the social contcx; (sue! . . 1 < 

st_mi_anty of brand choice:. and ti111e pre, 
1 as l 1e need lor IU'illfi t b ) II 111.i1 affect whether and how we use choice heuristics_ "' ca ton 10 a peer o r o~ a 

Consumers don't necessarilv use onlv one 1 • . f . 
phased decision strategy t11at c~mbines t~v ) pc O 

• choice rule. Sometime~. chey adopt 3 

o or lllOrt' for exam I th . h ,com· pensatory decision rule such as the conjunctive h · P e, ey nug t use a 110 1 d 
choices to a more manageable number •nd , , e unsuc to reduce the number of bran 

• u u1en evaluat h • . -on for the runaway success of the lntel lnsidc c . e t e rema1IUng brands. One rea!> d 
the fi.rst cutoff for many consumers-they ,~:;1

~ in L11e 1990s w ·ds that it made the brafl 
1 Intel microprocessor. Personal computer make nly buy a personal computer that had ai

0 d 1oice but to support Intel's markenng e"" rs, such as 181\I. Dell. and Gacewav. had 0 
110rt~ . 
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. d d ' . · s, ettcrs to 
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evaluauons. 

The second factor is wwnricipaterl situntionnl factors 
that may erupt to change the purchase intention . Limh 
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ctoclslon 

Attitudes of 
others 

Unonllclplltod 
sltuetlonnl roctors 
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Intention 
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mi0 ht lose her J. ob, some other purcl1a · · I b ' 
t> se mtg 1l ecorne more urgent, or a store sa lesperson 

mav tum her off. Preferences and even p •I · · . · . . urc 1ase mtent1ons are not completely reliable pre-
dictors of purchase behavior. 

. A consumer's de~isio~ to modify, postpone, or avoid a purchase dec ision is heavily 

mfluenc_ed by percewed nsk.57 Consumers may perceive many types of risk in buying and 
consummg a product: 

l. 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. 
3. Financial risk-The product is not worth the price paid. 

4. Social risk-The product results in embarrassment from others. 

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

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

isfactory product. 

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 conswner might experience dissonance that stems from noticing certain 

disquieting features or hearing favorable things about other brands and will be alert to informa­

tion that supports his or her decision. Marketing communications 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. 

POSTPURCHASE SATISFACTION Satisfaction is a function of the closeness between expec­

tations and me product's perceived performance.58 If performance falls short of expecta­

tions, the consumer is disappointed; if it meets expectations, the consumer is satisfied; if it 

exceeds expectations, the consumer is delighted. These feelings make a difference in whether 

the customer buys the product again and talks favorably or unfavorably about it to others. 

The larger the gap between expectations and performance, the greater the dissatisfaction. 

Here the conswner'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 dfasatisfied.59 
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cial roles ir creating a\,areness □ J nng tne problem recogn111on 
srage . Fa,rs. haats. exhib11lors and road shows are some ot tile tng­
gers of rniormanon searcn \' s,is to neartly to,vns aro ; eeoback 
irorn ex,SU"lJ ov,ners are o:tre· meo a c· rriom>at10n s.ea--cri Ootn1Ql1 
'aaders and p...."'Ople who are perC\' 1~ed to ce i..now!ecigeable play 
rmponant ro1e as mtormat,on oro, iders and advisors A.s the per­
cen ed nsk of CIJ\ mg tends to be h gher rural consumers exh1b11 
great"' rwo'l-emant rn purchase process leao rig to rro,e data loo 
1foonaooo search bellaV'O' Fam tv rnernbers re'Jrves an<l friends 
are consutled before rna1-.,r.g purc113se dec,s Jns of h gher I alue 
orooJc!s S•nce the reacn o! the e•~tror c rreo,a and ot))ei mass 
adlen s ng .s IOVI n rural areas dependence oo irom;at,on, aavt<'e 
and Sc;ggestions from ottitir peop'e are h,gl'>t>' Ho,\e:er as the e\pc­
sv e io nass med a and niOITl'at1on 1ectin0log\ s •!'Cfi'& ng rural 
CO'ls~n•ers a•e Df\.c'l"" ng ",ore r'DfTT'ffl Jtxklt C JCvC!S dflO Ser\ . 
.ces ano the,· oepenot1nce ori trao nor.a rl:' 'e'.:"::e \j1}:..ps s grJOi· 
a , ,-.an ng 
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Level of Consumer Involvement 

Th a1 Odel assumes a high te, el of m, olYrment on the pan of lhe con -
e expectancy-v ue m . . . . . . 

•um \ \' d r: sun1er 10• volvemenl m term, of the lt' , el ol engagement and acu,-e 
J er. e can e,me con - · . 
proce55ing the consumer undertakes m respondmg to a marketm{! stimulus. 

E ""0"" ... .___ r.. ._ "- r ~ ~01... ODE Richard Petty and John Cacioppo's elabororion /1kt'­

lihood model. an influential model of attitude formation and change. describes how con­
sumers make evaluations in both \m,·- and high-invoh-ement cirrumstances.~ There.are n ,1J 

◄ 



1 1 , where attit ude formatio n or chang, means of persuasion in their model: the ce11
':~ roll c;tional con side ration of th e tno~t int . I ct . b I on a diligent , r f . 1-sttmu aces much thought an 1s asct .' . / rollte wherr attitude orrnatton or change portanc product information: and the penphem '·at 'ion of a brand w ith eit her positi·v 1 f the assoc1 . e prO\·okes much less thought and resu ts r011:1 . ers include a cele lmty cndor~cnient or negative periplwral rues. Pcripl1eral wes for co•:~umf 1. gs · . . . pos111ve ee in . a credible source. or any ob1ecl that generates ss sufficient motivation ability and Con sumers follow tl~e central route only if they posse .. · luate -1 brand in d e t~il hw~ ti . must want to evc1 ' ' ' , ' le opporcumtv. In other words, consumers · . om and have sufficient time a d · · k owledge 111 mem •1 • ' · n nere~sary bran_d and product or service ~1_ · • . onsumers tend to follow the peripheral the proper settmg. If anv of those factors 1s lack mg, c . .

1 
. d cisions rome and consider less ·central. more extrinsic factors Ill 1 ,eir e · 

o G STRATEGIES Many products are bought under condi-L_ \II · NvOLVEMENT MARKETIN . . . rand differences. Consider salt. Con-t.Ions oflow involYement and the absence of sigmficant b 
1 . f h . . d . 1 ry If they keep reac ung or l e same sumers have little involvement 111 this pro uct ca ego · h · · - d I al E· 'dence suggests consumers ave low in-brand. 11 s out ol habit. not strong bran oy, ty. V1 

,·oh·ement with most low-cost, frequently purchased products. . . 1 low -·11wolvement product into one of l\1arketers use four techmques to try to conver a . . . . . higher involYemcnt. First, they can link the product to so~e rnvolvmg issue, as w~en Cr_est linked its toothpaste to avoiding cavities. Second, they can ILnk the pr~duc_l to some 111volv1 ng personal situation-for example, fmit juice makers began to i~clude Vltamms s~ch as calc1urn to fonify their drinks. Third. they might design advertising to tngger stro~1g emotions related to personal ya\ues or eoo defense. as when cereal makers began to adverllse to adults the heart­healthy nature of ce;eals and the importance of living a long time to enjoy family life. Fourth. they ~ ight add an important feature-for example, when GE light bulbs introduced "Soft \\lute" wrsions. These strategies at best raise consumer involvement from a low to a moderate leYel: 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 giYing consumers one or more positive cues to justify their brand choice. fo r 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 inrludr a belo\"ed celebrity endorser, attractive packaging, and an appealing promotion!•1 

VARIETY-SEEKING BUYING BEHAVIOR Some buying situations are characterized by low involvement but significant brand differences. Here consumers often do a lot of brand S\\itching. Think about cookies. The consumer has some beliefs about cookies, choosrs a brand without much evaluation, and evaluates the product during consumption. Next tinH'. the consumer may reach for another brand out of a wish for a diffe rent tas te . Brand switch­ing occurs for the sake of variety, rather than dissatisfaction. 
The. market le_ader and the minor brands in this product categorv have different mar~eu~g strategies. The m~ket lea~er will try to encourage habitual bu)1ing b eha\'ior by dommaung the sh~l_f space w1th a vanety of related but different product versions, a\'oiding out-of-stock cond111ons, and sponsoring frequent reminder advc 1- · Ch II , firn1~ ·u · k' r 1s111g. a cngcr w1 encourage vanety see mg by offering lower prices deal ' . . 1- . I -111d _ ._. . . , , s, coupons, ree samp es. , adu•rt1~111g that tnes to break the consumers purchase and . · I d • t f • h . 

c consumption eye e an prc~l'n, reasons or trymg somet mg new. 

Decision Heuristics and Biases 
V,'e\'e seen that consumers don't always process infonn t' . . . , rntional manner. "Marketing Insight· H 

1 , C a ion or make dcns1ons If\ a dehber:ttl . recent advances from the thriving a~ad~\\ . _o~std1mers Really Make Decisions" highlights ~on1t' . . . ' m1cstu y ofhowconsL - k d•·· -· Behavioral dec1s1on theorists have ·ct , .1• d .. uners ma e cc1s10ns. ' i e nu ie manv d1fl , h . . d b . ·r . in e, ·eryday consumer decision making Tl . - erent euns11cs an 1.1~ ~ - • · 1ey com e into •>l a . I · t thi: likelihood of fmure outcomes or events.r..i t < Y w 1en consumers torecas 
l. The availability heuristic-Consumers base ti • \\"itl1 which a pa rticula r example of an '

1
, 

1eir predictions on the quickness and ea~e ou come comes t . d f I es to m ind too easilv, consumers might overe . . 0 mm . I an examp e com · sttmate the l'k l'I . . r ex-ample, a recent product failure may lead a c l e _1100d of its happernng. •or · , product failure and make him more inclinedo~~sumer to_ mflate the likelihood of a futu rt 
purchase a product warranty. 
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