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Instruction Sheet 

CONSUMER BEHAVIOUR  

   Learning Guide 1  

 

This learning guide is developed to provide you the necessary information 

regarding the following content coverage and topics ï 

1. Definition, Need, and Models of Study of CB   

2. Individual determinants of consumer behaviour ; Psychological concepts like 

motivation and learning and their impact on Consumer behaviour 

3. Role of groups and culture on consumer behaviour 

4. Buying process ï individual and organizational  ; and the differences therein  

Upon completion of this Learning Guide, you willï 

1. Be able to understand what factors affect individual consumer behaviour as 

well as organizational consumer behaviour 

2. Develop an in depth understanding of the buying process, and the various 

internal and external factors affecting it  

3. Be able to  see how marketers use principles of consumer behaviour  to 

persuade consumers  

Learning Activities 

1. Read the specific objectives of this Learning Guide.  

2. Read the information written in the ñInformation Sheet 1ò. 

3. Accomplish the ñSelf-check 1ò On page 46  Request the key answer / key 

to correction from your teacher or you can request your teacher to check it 

for you.  
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4. If you earned a satisfactory evaluation proceed to ñInformation Sheet 2ò.  

However, if your rating is unsatisfactory, see your teacher for further 

instructions  

5. Accomplish the ñSelf-checkò in page124.   Again you can request the key 

answer / key to correction from your teacher or you can request your 

teacher to check it for you.  

6. If you earned a satisfactory evaluation proceed to Information Sheet 3.  

7.  Read the information written in the ñInformation Sheet 3ò. 

8. Accomplish the ñSelf-checkò in page 177. Again you can request the key 

answer / key to correction from your teacher or you can request your 

teacher to check it for you.  

9. Accomplish the ñSelf-checkò in page 184Again you can request the key 

answer / key to correction from your teacher or you can request your 

teacher to check it for you.  

10. Do the ñSA testò  on page  185 ,if you are ready and show your output to 

your teacher.  Your teacher will evaluate your output either satisfactory or 

unsatisfactory.  If unsatisfactory, your teacher shall advice you on 

additional work.   
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Course Objectives and Outline  

Why do you buy the things you do? How did you decide to go to the college 

youôre attending? Where do like to shop and when? Do your friends shop at the 

same places or different places? Marketing professionals want to know the 

answers to these questions. They know that once they do have those answers, 

they will have a much better chance of creating and communicating about 

products that you and people like you will want to buy. Thatôs what the study of 

consumer behavior is all about. Consumer behavior considers the many 

reasons whyðpersonal, situational, psychological, and socialðpeople shop for 

products, buy and use them, and then dispose of them. Companies spend 

billions of dollars annually studying what makes consumers ñtick.ò Although you 

might not like it, Google, AOL, and Yahoo! monitor your Web patternsðthe 

sites you search, that is. The companies that pay for search advertising, or ads 

that appear on the Web pages you pull up after doing an online search, want to 

find out what kind of things youôre interested in. Doing so allows these 

companies to send you popup ads and coupons you might actually be 

interested in instead of ads and coupons for products such as Depends or 

Viagra. Massachusetts Institute of Technology (MIT), in conjunction with a large 

retail center, has tracked consumers in retail establishments to see when and 

where they tended to dwell, or stop to look at merchandise. How was it done? 

By tracking the position of the consumersô mobile phones as the phones 

automatically transmitted signals to cellular towers. MIT found that when 

peopleôs ñdwell timesò increased, sales increased, too.  

Researchers have even looked at peopleôs brains by having them lie in 

scanners and asking them questions about different products. What people say 

about the products is then compared to what their brains scans showðthat is, 

what they are really thinking. Studying peopleôs buying habits isnôt just for big 

companies, though. Even small businesses and entrepreneurs can study the 

behavior of their customers with great success. For example, by figuring out 

what pin codes their customers are in, a business might determine where to 

locate an additional store. Customer surveys and other studies can also help 
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explain why buyers purchased what they did and what their experiences were 

with a business. Even small businesses such as restaurants use coupon codes. 

For example, coupons sent out in newspapers are given one code. Those sent 

out via the Internet are given another. Then when the coupons are redeemed, 

the restaurants can tell which marketing avenues are having the biggest effect 

on their sales. Some businesses, including a growing number of startups, are 

using blogs and social networking Web sites to gather information about their 

customers at a low cost. For example, Proper Cloth, a company based in New 

York, has a site on the social networking site Facebook. Whenever the 

company posts a new bulletin or photos of its clothes, all its Facebook ñfansò 

automatically receive the information on their own Facebook pages.. 

Youôve been a consumer with purchasing power for much longer than you 

probably realizeðsince the first time you were asked which cereal or toy you 

wanted. Over the years, youôve developed a systematic way you choose among 

alternatives, even if you arenôt aware of it. Other consumers follow a similar 

process. The first part of this subject looks at this process. The second part 

looks at the situational, psychological, and other factors that affect what, when, 

and how people buy what they do. Keep in mind, however, that different people, 

no matter how similar they are, make different purchasing decisions. You might 

be very interested in purchasing a Smart Car. But your best friend might want to 

buy a Ford 150 truck. Marketing professionals understand this. They donôt have 

unlimited budgets that allow them to advertise in all types of media to all types 

of people, so what they try to do is figure out trends among consumers. Doing 

so helps them reach the people most likely to buy their products in the most 

cost effective way possible. 

 At any given time, youôre probably in some sort of buying stage. Youôre thinking 

about the different types of things you want or need to eventually buy, how you 

are going to find the best ones at the best price, and where and how will you 

buy them. Meanwhile, there are other products you have already purchased 

that youôre evaluating. Some might be better than others. Will you discard them, 

and if so, how? Then what will you buy? Where does that process start? 

These are the questions that we answer this semester  
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Information Sheet-1 INTRODUCTION TO CONSUMER BEHAVIOUR  

 

Introduction  

Consumer behaviour is comparatively a new field of study which evolved just 

after the Second World War. The sellersô market has disappeared and buyers 

market has come up. This led to paradigm shift of the manufacturerós attention 

from product to consumer and specially focused on the consumer behaviour. 

The evaluation of marketing concept from mere selling concept to consumer-

oriented marketing has resulted in buyer behaviour becoming an independent 

discipline. The growth of consumerism and consumer legislation emphasizes 

the importance that is given to the consumer. Consumer behaviour is a study of 

how individuals make decision to spend their available resources (time, money 

and effort) or consumption related aspects (What they buy? When they buy?, 

How they buy? etc.). 

The heterogeneity among people makes understanding consumer behaviour a 

challenging task to marketers. Hence marketers felt the need to obtain an in-

depth knowledge of consumers buying behaviour. Finally this knowledge acted 

as an imperative tool in the hands of marketers to forecast the future buying 

behavior of customers and devise four marketing strategies in order to create 

long term customer relationship. 

The study of consumer behavior focuses on how individuals make decisions to 

spend their available resources (time, money, effort) on consumption-related 

items (Schiffman and Kanuk, 1997).  The field of consumer behavior covers a 

lot of ground.  According to Solomon (1996), consumer behavior is a study of 

the processes involved when individuals or groups select, purchase, use, or 

dispose of products, services, ideas, or experiences to satisfy needs and 

desires.   

The official definition of consumer behavior given by Belch  (1998) is óthe 

process and activities people engage in when searching for, selecting, 

purchasing, using, evaluating, and disposing of products and services so as to 

satisfy their needs and desiresô.  Behavior occurs either for the individual, or in 
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the context of a group, or an organization.  Consumer behavior involves the use 

and disposal of products as well as the study of how they are purchased.  

Product use is often of great interest to the marketer, because this may 

influence how a product is best positioned or how we can encourage increased 

consumption 

BASICS OF CONSUMER BUYING PROCESS  

 

Consumer Behaviour 

It is broadly the study of individuals, or organisations and the processes 

consumers use to search, select, use and dispose of products, services, 

experience, or ideas to satisfy needs and its impact on the consumer and 

society. 

Customers versus Consumers 

The term Ųcustomeró is specific in terms of brand, company, or shop. It refers to 

person who customarily or regularly purchases particular brand, purchases 

particular companyós product, or purchases from particular shop. Thus a person 

who shops at Bata Stores or who uses Raymonds clothing is a customer of 

these firms. Whereas the Ųconsumeró is a person who generally engages in the 

activities - search, select, use and dispose of products, services, experience, or 

ideas. 

Consumer Motives 

Consumer has a motive for purchasing a particular product. Motive is a strong 

feeling, urge, instinct, desire or emotion that makes the buyer to make a 

decision to buy. Buying motives thus are defined as Ųthose influences or 

considerations which provide the impulse to buy, induce action or determine 

choice in the purchase of goods or service. These motives are generally 

controlled by economic, social, psychological influences etc. 

Motives which Influence Purchase Decision 

The buying motives may be classified into two: 

i. Product Motives ii Patronage Motives 

i. Product Motives 
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Product motives may be defined as those impulses, desires and considerations 

which make the buyer purchase a product. These may still be classified on the 

basis of nature of satisfaction: 

a) Emotional Product Motives b) Rational Product Motives 

 

Emotional Product Motives are those impulses which persuade the consumer 

on the basis of his emotion. The buyer does not try to reason out or logically 

analyse the need for purchase. He makes a buying to satisfy pride, sense of 

ego, urge to initiate others, and his desire to be unique. 

Rational Product Motives are defined as those impulses which arise on the 

basis of logical analysis and proper evaluation. The buyer makes rational 

decision after chief evaluation of the purpose, alternatives available, cost 

benefit, and such valid reasons. 

ii. Patronage Motives 

Patronage motives may be defined as consideration or impulses which 

persuade the buyer to patronage specific shops. Just like product motives 

patronage can also be grouped as emotional and rational. 

Emotional Patronage Motives those that persuade a customer to buy from 

specific shops, without any logical reason behind this action. He may be 

subjective for shopping in his favourite place. 

Rational Patronage Motives are those which arise when selecting a place 

depending on the buyer satisfaction that it offers a wide selection, it has latest 

models, offers good after-sales service etc. 

Knowledge of buyer motives of consumers is useful for marketers to anticipate 

market trends and formulate effective marketing strategies. 

Need for Study of Consumer Behaviour 

The study of consumer behaviour helps everybody as all are consumers. It is 

essential for marketers to understand consumers to survive and succeed in thes 

competitive marketing environment. The following reasons highlight the 

importance of studying consumer behaviour as a discipline. 
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Importance in day to day life 

The purpose of studying a discipline is to help oneself to better appreciate its 

contributions. The reason to study consumer behaviour is because of the role it 

plays in the lives of humans. Most of the free time is spent in the market place, 

shopping or engaging in other activities. The extra time is usually passed in 

knowing and thinking about products and services, discussing with friends 

about them, and watching advertisements related to them. The usage of them 

significantly reveals our life styles. All these reasons suggest the need for study. 

However, the purpose may be to attend immediate and tangible reasons. 

Pertinence to Decision Making 

Consumer behaviour is said to be an applied discipline as some decisions are 

significantly affected by their behaviour or expected actions. The two 

perspectives that seek application of its knowledge are micro and societal 

perspectives. 

The micro perspectives involve understanding consumer for the purpose of 

helping a firm or organization to achieve its objectives. The people involved in 

this field try to understand consumers in order to be more effective at their 

tasks. 

Whereas the societal or macro perspective applies knowledge of consumers to 

aggregate- level faced by mass or society as a whole. The behaviour of 

consumer has significant influence on the quality and level of the standard of 

living. 

 

Organisational Buyer versus Individual Buyer 

The obvious difference between industrial or institutional markets and consumer 

markets is that, instead of purchases being made for individual consumption 

industrial markets are made for business use. There are several factors that 

differentiate consumer markets and their buying behaviour from organizational 

market and their buying behaviour. The key factors of differentiation are: 
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i Market Structure and Demand 

ii. Buyer Characteristics 

iii. Decision Process and Buying Patterns 

i Market Structure and Demand : The distinguishing factors of market structure 

and demand are as follows: 

In organizations buyers are more geographically concentrated than consumer 

markets. 

Organisational buyers are fewer in number but they are bulk buyers compared 

to individual buyers. 

Organisational buyer markets are either vertical or horizontal. In vertical 

structures they cater only one or two industries, whereas in horizontal structure 

the buyer base is too broad. 

Organsational demand is derived from consumer demand. The nature of the 

demand is fluctuational and inelastic. 

ii. Buyer Chararteristics: The distinguishing factors of buyer characteristics are 

as follws: 

Many individuals or group involvement is seen in decision making process. 

Organisational buyers are quite knowledgeable and professional. 

The buying motive is mostly rational than individual buyer. 

iii. Decision Process and Buying Patterns The major differences are as follows: 

In organizational buying lot of formalities like proposals, quotations, procedures 

are to be followed unlike consumer buying. 

Decision process is much complex with high financial risk, technical aspects, 

multiple influencing factors etc. 

Organizational buying requires more extensive negotiation over larger time 

period than consumer buying. 
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CONSUMER INVOLVEMENT 

Some consumers are characterized as being more involved in products and 

shopping than others. A consumer who is highly involved with a product would 

be interested in knowing a lot about it before purchasing. Hence he reads 

brochures thoroughly, compares brands and models available at different 

outlets, asks questions, and looks for recommendations. Thus consumer 

involvement can be defined as heightened state of awareness that motivates 

consumers to seek out, attend to, and think about product information prior to 

purchase. 

CAUSES OF CONSUMER INVOLVEMENT 

The factors that influences consumer involvement include personal, product and 

situational. 

Personal Factors 

Self-concept, needs, and values are the three personal factors that influence 

the extent of consumer involvement in a product or service. The more product 

image, the value symbolism inherent in it and the needs it serves are fitting 

together with the consumer self- image, values and needs, the more likely the 

consumer is to feel involved in it. Celebrities for example share a certain self-

image, certain values, and certain needs. They tend to use products and 

services that reflect their life style. They get highly involved in purchasing 

prestigious products like designer wear, imported cars, health care products etc. 

Product Factors 

The consumer involvement grows as the level of perceived risk in the purchase 

of a good or service increases. It is likely that consumers will feel more involved 

in the purchase of their house than in the purchase of tooth paste, it is a much 

riskier purchase. 

Product differentiation affects involvement. The involvement increases as the 

number of alternatives that they have to choose from increases. This may be 

due to the fact that consumers feel variety which means greater risk. 
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The pleasure one gets by using a product or service can also influence 

involvement. Some products are a greater source of pleasure to the consumer 

than others. Tea and coffee have a high level of hedonic (pleasure) value 

compared to, say household cleaners. Hence the involvement is high. 

Involvement increases when a product gains public attention. Any product that 

is socially visible or that is consumed in public, demands high involvement. For 

example, involvement in the purchase of car is more than the purchase of 

household items. 

Situational Factors 

The situation in which the product is brought or used can generate emotional 

involvement. The reason for purchase or purchase occasion affects 

involvement. For example, buying a pair of socks for yourself is far less involved 

than buying a gift for a close friend. 

Social pressure can significantly increase involvement. One is likely to be more 

self conscious about the products and brands one looks at when shopping with 

friends than when shopping alone. 

The need to make a fast decision also influences involvement. A consumer who 

needs a new refrigerator and sees a Ųone- day- only saleó at an appliances 

retailer does not have the time to shop around and compare different brands 

and prices. The eminence of the decision heightens involvement. 

 

TYPES OF INVOLVEMENT 

The two types of involvement are: 

A) Situation B) Enduring 

Involvement has various facets of consumer behaviour such as search for 

information, information processing, and information transmission. 

Situational Involvement 
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Situational involvement is temporary and refers to emotional feelings of a 

consumer, experiences in a particular situation when one thinks of a specific 

product. 

Enduring Involvement 

Enduring involvement is persistent over time and refers to feelings experienced 

toward a product category across different situations. For example, holiday- 

makers renting a resort for their trip are highly involved in their choice, but their 

involvement is temporary. Whereas involvement of a person whose hobby is 

bike racing endures overtime and affects his responses in any situation related 

to pre-purchase, purchase and post- purchase of sport bikes. It is observed that 

involvement is triggered by special situation in the case of holiday makers, but 

in the second case, in comes from, and is a part of the consumer. 

The contrast between situational and enduring involvement is important. When 

marketers measure involvement they examine the extent to which it can be 

induced by the product or selling situation. After noticing the type of 

involvement they are facing, marketers work to control products or selling 

situations. 

EFFECTS OF CONSUMER INVOLVEMENT 

Involvement with the product makes consumers process product-related 

information more readily. This information is processed thoroughly, hence, it is 

retained for a longtime. Because of this the consumers become emotionally 

high and tend to engage in extended problem solving and word- of-mouth 

communications. These result into three categories: search for information, 

processing information, and information transmission. 

Customers who are highly involved tend to search for information and shop 

around more when compared with low involvement customers. For example, 

the customer who is highly involved with cars and thinks about buying it is likely 

to gather information. He sees for alternative models to figure the advantages 

and disadvantages of each. The more they are involved, the more they learn 

about the alternatives with in that category. To gather the information they use 
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various sources. One such behaviour is to shop around, where they visit various 

outlets and talk to sales people. The customers of this kind should be 

encouraged buy retailers to visit the outlets to know, and compare various 

models to meet information needs. 

Processing of Information 

Processing of information means depth of comprehension, extent of cognitive 

elaboration, and the extent of emotional arousal of information as discussed 

below. 

Depth of Comprehension 

Highly involved customers tend to process product information at deeper levels 

of understanding than the ones with low involvement. For example educated 

parents in urban areas are highly involved in baby food purchase decisions than 

rural uneducated parents. They also retain this information for long time. In this 

case marketers need to provide information cues to help the consumers to 

retrieve information from memory. But when the target is low involvement 

consumers, marketers should make the necessary information as accessible as 

possible at the time of selection and buying of the product. 

Extent of Cognitive Elaboration 

Highly involved customers think more about product choices than consumers 

with low involvement. Their deep understanding involves support arguments 

and / or counter arguments. That is, highly involved consumers tend to generate 

cognitive responses either in support of the product information or against the 

information provided by the marketers. 

If we talk of the previous example, marketing baby food products, the product all 

though effective may have significant side effects like obesity. Educated parents 

are likely to give this the great deal of thought before giving it to their children. 

To ensure that the parents generate positive thoughts, the marketers have to 

mention a quality argument that the product benefits outweigh its negative 

effects. If the arguments are less informed and not persuasive, it is likely to 
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produce negative thoughts resulting in an unfavourable attitude towards the 

product. 

Level of Emotional Arousal 

Highly involved consumers are more emotional than less involved consumers. 

The highly involved react more strongly to the product-related information which 

may act for or against marketers. This is because the negative interpretation is 

likely to be exaggerated more number of times causing the customers to reject 

the product. 

Information Transmission 

Transmission of information is the extent to which greatly involved customers 

send information about the product to others. This is done usually through word-

of-mouth communication. The researchers have shown that if consumers are 

highly involved they talk about the product frequently than others. Satisfied 

consumers are likely to speak favourable about the product, while unsatisfied 

speak negatively. Therefore, marketers catering to highly involved consumers 

should attempt to enhance consumer satisfaction and decrease dissatisfaction. 

For example, customer happy with ONIDA television communicates the same to 

others through word-of-mouth. 

CONSUMER DECISION MAKING PROCESS  

The most important environment in which firms operate is their customer 

environment because the basic belief of marketing oriented company ï that the 

customer is the centre around which the business revolves. Therefore, 

marketing people need to understand the processes that their customers go 

through when making decision.  

The consumer decision making process involves series of related and 

sequential stages of activities. The process begins with the discovery and 

recognition of an unsatisfied need or want. It becomes a drive. Consumer 

begins search for information. This search gives rise to various alternatives and 

finally the purchase decision is made. Then buyer evaluates the post purchase 
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behaviour to know the level of satisfaction. The process is explained below with 

the help of diagram.  

 

1. Need Recognition 

When a person has an unsatisfied need, the buying process begins to satisfy 

the needs. The need may be activated by internal or external factors. The 

intensity of the want will indicate the speed with which a person will move to 

fulfill the want. On the basis of need and its urgency, forms the order of priority. 

Marketers should provide required information of selling points. 

2. Information Search 

Identified needs can be satisfied only when desired product is known and also 

easily available. Different products are available in the market, but consumer 

must know which product or brand gives him maximum satisfaction. And the 

person has to search out for relevant information of the product, brand or 

location. Consumers can use many sources e.g., neighbors, friends and family. 

Marketers also provide relevant information through advertisements, retailers, 
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dealers, packaging and sales promotion, and window displaying. Mass media 

like news papers, radio, and television provide information. Now a days internet 

has become an important and reliable source of information. Marketers are 

expected to provide latest, reliable and adequate information. 

3. Evaluation of Alternatives 

This is a critical stage in the process of buying. Following are important 

elements in the process of alternatives evaluation 

a)A product is viewed as a bundle of attributes. These attributes or features are 

used for evaluating products or brands. For example, in washing machine 

consumer considers price, capacity, technology, quality, model and size. 

b)Factors like company, brand image, country, distribution network and after-

sales service also become critical in evaluation. 

c)Marketers should understand the importance of these factors to consumers of 

these factor to consumers while manufacturing and marketing their products. 

4. Purchase Decision 

Outcome of the evaluation develops likes and dislikes about alternative 

products or brands in consumers. This attitude towards the brand influences a 

decision as to buy or not to buy. Thus the prospective buyer heads towards final 

selection. In addition to all the above factors, situational factors like finance 

options, dealer terms, falling prices etc., are also considered. 

5. Post- Purchase Behaviour 

This behaviuor of consumer is more important as for as marketer is concerned. 

Consumer gets brand preference only when that brand lives up to his 

expectation. This brand preference naturally repeats sales of marketer. A 

satisfied buyer is a silent advertisement. But, if the used brand does not yield 

desired satisfaction, negative feeling will occur and that will lead to the 

formation of negative attitude towards brand. This phenomenon is called 

cognitive dissonance. Marketers try to use this phenomenon to attract user of 
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other brands to their brands. Different promotional-mix elements can help 

marketers to retain his customers as well as to attract new customers. 

CONSUMER DECISION RULES 

These are generally referred to as information processing strategies. These are 

procedures that help consumers to evaluate various options and reduce the risk 

of making complex decisions by providing the guidelines. Decision rules have 

been broadly classified into two categories : 

1. Compensatory Decision Rules : Consumers evaluate brand or model in terms 

of each attribute and computes a weighted score for each brand. The computed 

score reflects the brandós relative merit as a potential purchase choice. The 

assumption is that consumer will select the brand that scores highest among 

alternative brands. The unique feature of this rule is that it balances the positive 

evaluation of a brand on one attribute to balance out a negative evaluation on 

some other attribute. For example, positive attribute like high fuel efficiency is 

balanced with the negative evaluation of high maintenance cost. 

2. Noncompensarory Decision Rules: In contrast to the above rule 

noncompensatory rules do not allow consumers to balance positive evaluation 

of a brand on one attribute against negative evaluation on some other attribute. 

There are three types of noncompensatory rules. 

Conjunctive Decision Rule : In conjunctive decision rule the consumer 

establishes a different, minimally acceptable level as a cut off point for each 

attribute. In this the option is eliminated for further consideration if a specific 

brand or model falls below the cut off point on any attribute. 

Disjunctive Rule : It is the Ųmirror imageó of conjunctive rule. Here the consumer 

establishes a separate minimally acceptable cut off level for each attribute. In 

this case if an option meets or exceeds the cut off establishes for any one 

attribute it is accepted. 

Lexicographic Decision Rule : In this rule the consumer initially ranks the 

attributes in terms of perceived relevance or importance. Later he compares 

different alternatives in terms of the single attribute that is considered most 
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important. On this top ranked alternative, regardless of the score on any other 

attribute, if one option scores sufficiently high it is selected and the process 

ends. 

LEVELS OF CONSUMER DECISION MAKING 

The consumer decision making process is complex with varying degree. All 

purchase decisions do not require extensive effort. On continuum of effort 

ranging from very high to very low, it can be distinguished into three specific 

levels of consumer decision making: 

1) Extensive Problem Solving ( EPS ) 2) Limited Problem Ssolving ( LPS ) 

3) Routine Problem Solving ( RPS ) 

1.Extensive Problem Solving ( EPS ) : When consumers buy a new or 

unfamiliar product it usually involves the need to obtain substantial information 

and a long time to choose. They must form the concept of a new product 

category and determine the criteria to be used in choosing the product or brand. 

2.Limited Problem Solving ( LPS ) : Sometimes consumers are familiar with 

both product category and various brands in that category, but they have not 

fully established brand preferences. They search for additional information 

helped them to discriminate among various brands. 

3.Routine Problem Solving ( RPS ) : When consumers have already purchased 

a product or brand , they require little or no information to choose the product. 

Consumers involve in habitual and automatic purchases. 

CONSUMER BEHAVIOUR AND MARKETING IMPLICATIONS 

The basic belief of marketing-oriented company is that the customer is the hub 

around which the business revolves. Therefore, understanding what makes 

people in general buy and what makes your customer in particular buy is a vital 

part of business success. Market itself means ï customer, around whom all 

marketing strategies are formulated and implemented. In order to meet 

competition at the market place, the marketing managers are using various 

methods to add value to the final product which will reach the hands of the 
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consumers. It means in ever changing marketing environment, there is a 

growing concern or awareness among marketers to go for a careful study of the 

consumer behaviour around which all marketing activities are made. Following 

are the key marketing implications of consumer behaviour. 

CONSUMER BEHAVIOUR AND MARKETING STRATEGIES 

Understanding the consumer behaviour is the basic for marketing strategy 

formulation. Consumers reaction to this strategy determines the organization 

success or failure. In this competitive environment Organisations can survive 

only by offering more customer value - difference between all the benefits 

derived from a total product and all the costs of acquiring those benefits - than 

competitors. Providing superior customer value requires the organization to do 

a better job of anticipating and reacting to the customer needs than the 

competitor. Marketing strategy is basically the answer to the question: How will 

company provide superior customer value to its target market? The answer to 

this question requires formulation of marketing - mix ï product, price, place and 

promotion - strategies. The right combination of these elements meets customer 

expectation and provides customer value. For example, marketer of a bike must 

know the customers performance expectations, desired service, Price willing to 

pay, information he seeks and after-sales service to provide superior customer 

value. 

CONSUMER BEHAVIOUR AND MARKET SEGMENTATION 

The most important marketing decision a firm makes is the selection of one or 

more segments to focus their marketing effort. Marketers do not create 

segments but they find it in the market place. Market segmentation is the study 

of market place in order to discover viable group of consumers who are 

homogeneous in their approach in selecting and using goods or services. Since 

market segment has unique needs, a firm that develops a product focusing 

solely on the needs of that segment will be able to meet the target group desire 

and provides more customer value than competitor. For example, right segment 

for ŲFeminaó magazine is educated urban women. The success of this 

magazine depends on their understanding of the urban woman. 
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CONSUMER BEHAVIOUR AND PRODUCT POSITIONING 

Product positioning is placing the product, service, company, or shop in the 

mind of consumer or target group. Through positioning marketers seek the right 

fit between a product and desired customer benefits. The right positioning 

means understanding the consumer perception process in general and 

perception of companyós product in particular. For example, Samsung brand is 

perceived as premium brand by few customers and value-driven brand by 

others in the market, but marketer must find out what makes their target market 

to perceive differently and position it accordingly. 

CONSUMER BEHAVIOUR AND MARKETING RESEARCH 

Studying consumer behaviour enables marketing researchers to predict how 

consumers will react to promotional messages and to understand why they 

make the purchase decision they do. Marketers realized that if they know more 

about the consumer decision making criteria, they can design marketing 

strategies and promotional messages that will influence consumers more 

effectively. The importance of consumer behaviour made marketers to think of a 

separate branch in marketing research - Consumer research, to deal 

exclusively for consumer related issues. The current focus of consumer 

research is on study of underlying needs and motives in taking purchase 

decisions, consumer learning process and attitude formation process. 

CONSUMER BEHAVIOUR AND NON-PROFIT AND SOCIETAL MARKETING 

A sound knowledge of consumer behaviour can help the organisations that sell 

ideas and concepts of social relevance. Institutions that promote family 

planning, AIDS free society, governmental agencies, religion orders and 

universities also appeal to the public for their support in order to satisfy some 

want or need in society. The knowledge about potential contributors, what 

motivate their generosity, how these motives can be effectively appealed is 

useful for the organizations involved in these activities. 

CONSUMER BEHAVIOUR AND GOVERNMENTAL DECISION MAKING 
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To major areas where consumer behaviour study helps government is in policy 

making on various services, and in designing consumer protection legislation. 

The knowledge of peopleós attitudes, beliefs, perceptions and habits provides 

adequate understanding of consumers. 

  

 

MODELS OF CONSUMER BEHAVIOUR  

The theories of consumer decision-making process assume that the consumerôs 

purchase decision process consists of steps through which the buyer passes in 

purchasing a product or service.   

 The reasons for the study of consumerôs helps firms and organizations improve 

their marketing strategies by understanding issues such as: 

¶ The psychology of how consumers think, feel, reason, and select between 

different alternatives (e.g., brands, products);  

¶ The psychology of how the consumer is influenced by his or her 

environment (e.g., culture, family, signs, media);  

¶ The behavior of consumers while shopping or making other marketing 

decisions;  

¶ Limitations in consumer knowledge or information processing abilities 

influence decisions and marketing outcome;   

¶ How consumersô motivation and decision strategies differ between products, 

that differ in their level of importance or interest that they entail for the 

consumer; and  

¶ How marketers can adapt and improve their marketing campaigns and 

marketing strategies to more effectively reach the consumer.  

 

 

. 
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 Andreason (1965) proposed one of the earliest models of consumer behavior. 

This model is shown in Figure 2.1.The model recognizes the importance of 

information in the consumer decision-making process. It also emphasizes the 

importance of consumer attitudes although it fails to consider attitudes in 

relation to repeat purchase behavior.  
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A second model, which concentrates on the buying decision for a new product, was 

proposed by Nicosia (1976). This model is shown in Figure 2.2. The model 

concentrates on the firm's attempts to communicate with the consumer, and the 

consumers' predisposition to act in a certain way.  

 

These two features are referred to as Field One. The second stage involves the 

consumer in a search evaluation process, which is influenced by attitudes. This 

stage is referred to as Field Two. The actual purchase process is referred to as Field 

Three, and the post-purchase feedback process is referred to as Field Four. This 

model was criticized by commentators because it was not empirically tested 

(Zaltman, Pinson and Angelman, 1973), and because of the fact that many of the 

variables were not defined (Lunn, 1974). 

 

2. NICOSIA MODEL 

This model focuses on the relationship between the firm and its potential 

consumers. The firm communicates with consumers through its marketing 

messages (advertising), and the consumers react to these messages by 

purchasing response. Looking to the model we will find that the firm and the 

consumer are connected with each other, the firm tries to influence the 

consumer and the consumer is influencing the firm by his decision.   
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Figure2-2. Nicosia Model of Consumer Decision Process  

Source:  Nicosia, (1976). 

The Nicosia model is divided into four major fields: 

Field 1: The consumer attitude based on the firmsô messages. 

The first field is divided into two subfields.  

The first subfield deals with the firmôs marketing environment and 

communication efforts that affect consumer attitudes, the competitive 

environment, and characteristics of target market. Subfield two specifies the 

consumer characteristics e.g., experience, personality, and how he perceives 
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the promotional idea toward the product in this stage the consumer forms his 

attitude toward the firmôs product based on his interpretation of the message.    

Field 2: search and evaluation   

The consumer will start to search for other firmôs brand and evaluate the firmôs 

brand in comparison with alternate brands. In this case the firm motivates the 

consumer to purchase its brands. 

Field 3: The act of the purchase 

The result of motivation will arise by convincing the consumer to purchase the 

firm products from a specific retailer. 

Field 4: Feed back 

This model analyses the feedback of both the firm and the consumer after 

purchasing the product. The firm will benefit from its sales data as a feedback, 

and the consumer will use his experience with the product affects the 

individuals attitude and predispositionôs concerning future messages from the 

firm. 

 

The Nicosia model offers no detail explanation of the internal factors, which 

may affect the personality of the consumer, and how the consumer develops 

his attitude toward the product. For example, the consumer may find the firmôs 

message very interesting, but virtually he cannot buy the firmôs brand because 

it contains something prohibited according to his beliefs. Apparently it is very 

essential to include such factors in the model, which give more interpretation 

about the attributes affecting the decision process.    

HOWARD-SHETH MODEL 

Perhaps, the most frequently quoted of all consumer behavior models is the Howard-

Sheth model of buyer behavior, which was developed in 1969. This model is shown 

in Figure 2.3.  The model is important because it highlights the importance of inputs 
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to the consumer buying process and suggests ways in which the consumer orders 

these inputs before making a final decision.  The Howard-Sheth model is not perfect 

as it does not explain all buyer behavior. It is however, a comprehensive theory of 

buyer behavior that has been developed as a result of empirical research (Horton, 

1984). 

Schiffman and Kanuk (1997) mentioned that many early theories concerning 

consumer behavior were based on economic theory, on the notion that 

individuals act rationally to maximize their benefits (satisfactions) in the 

purchase of goods and services.  A consumer is generally thought of as a 

person who identifies a need or desire, makes a purchase, and then disposes 

of the product during the three stages in the consumption process in Figure2.2 

(Solomon, 1996) 

This model suggests three levels of decision making: 

1. The first level describes the extensive problem solving. At this level the 

consumer does not have any basic information or knowledge about the brand 

and he does not have any preferences for any product. In this situation, the 

consumer will seek information about all the different brands in the market 

before purchasing.  

2. The second level is limited problem solving. This situation exists for 

consumers who have little knowledge about the market, or partial knowledge 

about what they want to purchase. In order to arrive at a brand preference 

some comparative brand information is sought.  

3. The third level is a habitual response behavior. In this level the consumer 

knows very well about the different brands and he can differentiate between 

the different characteristics of each product, and he already decides to 

purchase a particular product.  

 

According to the Howard-Sheth model there are four major sets of variables; 

namely: 



 

FDDI/ FSBM/ SLB/ CB/150115 Page 30 
 

 

 

a) Inputs. 

These input variables consist of three distinct types of stimuli (information 

sources) in the consumerôs environment. The marketer in the form of product 

or brand information furnishes physical brand characteristics (significative 

stimuli) and verbal or visual product characteristics (symbolic stimuli). The third 

type is provided by the consumerôs social environment (family, reference 

group, and social class). All three types of stimuli provide inputs concerning the 

product class or specific brands to the specific consumer. 
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Figure 2-3 A Simplified Description of the Theory of Buyer Behavior 

Source: Howard, and Sheth,Pp32  (1969)  

 

 

b) Perceptual and Learning Constructs, 

The central part of the model deals with the psychological variables involved 

when the consumer is contemplating a decision. Some of the variables are 

perceptual in nature, and are concerned with how the consumer receives and 

understands the information from the input stimuli and other parts of the model. 

For example, stimulus ambiguity happened when the consumer does not 

understand the message from the environment. Perceptual bias occurs if the 

consumer distorts the information received so that it fits his or her established 
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needs or experience. Learning constructs category, consumersô goals, 

information about brands, criteria for evaluation alternatives, preferences and 

buying intentions are all included. The proposed interaction In between the 

different variables in the perceptual and learning constructs and other sets give 

the model its distinctive advantage. 

c) Outputs 

The outputs are the results of the perceptual and learning variables and how 

the consumers will response to these variables (attention, brand 

comprehension, attitudes, and intention). 

d) Exogenous(External) variables 

Exogenous variables are not directly part of the decision-making process. 

However, some relevant exogenous variables include the importance of the 

purchase, consumer personality traits, religion, and time pressure.  

The decision-making process, which Howard-Sheth Model tries to explain, 

takes place at three Inputs stages: Significance, Symbolic and Social stimuli. In 

both significative and symbolic stimuli, the model emphasizes on material 

aspects such as price and quality. These stimuli are not applicable in every 

society. While in social stimuli the model does not mention the basis of 

decision-making in this stimulus, such as what influence the family decision? 

This may differ from one society to another.                                

 

Finally, no direct relation was drawn on the role of religion in influencing the 

consumerôs decision-making processes. Religion was considered as external 

factor with no real influence on consumer, which give the model obvious 

weakness in anticipation the consumer decision.       
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ENGEL-KOLLAT-BLACKWELL MODEL 

This model was created to describe the increasing, fast-growing body of 

knowledge concerning consumer behavior. This model, like in other models, 

has gone through many revisions to improve its descriptive ability of the basic 

relationships between components and sub-components, this model consists 

also of four stages; 

 

First stage: decision-process stages 

The central focus of the model is on five basic decision-process stages: 

Problem recognition, search for alternatives, alternate evaluation (during which 

beliefs may lead to the formation of attitudes, which in turn may result in a 

purchase intention) purchase, and outcomes. But it is not necessary for every 

consumer to go through all these stages; it depends on whether it is an 

extended or a routine problem-solving behavior. 
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figure 2-4.The Engel-Kollat-Blackwell Model of Consumer Behavior. 

Source: Engel , Blackwell,  and Miniard,(1995) page No 95 

 

Second stage: Information input 

At this stage the consumer gets information from marketing and non-marketing 

sources, which also influence the problem recognition stage of the decision-
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making process. If the consumer still does not arrive to a specific decision, the 

search for external information will be activated in order to arrive to a choice or 

in some cases if the consumer experience dissonance because the selected 

alternative is less satisfactory than expected.  

Third stage: information processing 

This stage consists of the consumerôs exposure, attention, perception, 

acceptance, and retention of incoming information. The consumer must first be 

exposed to the message, allocate space for this information, interpret the 

stimuli, and retain the message by transferring the input to long-term memory. 

Fourth stage: variables influencing the decision process 

This stage consists of individual and environmental influences that affect all 

five stages of the decision process. Individual characteristics include motives, 

values, lifestyle, and personality; the social influences are culture, reference 

groups, and family. Situational influences, such as a consumerôs financial 

condition, also influence the decision process. 

This model incorporates many items, which influence consumer decision-

making such as values, lifestyle, personality and culture. The model did not 

show what factors shape these items, and why different types of personality 

can produce different decision-making? How will we apply these values to 

cope with different personalities? Religion can explain some behavioral 

characteristics of the consumer, and this will lead to better understanding of 

the model and will give more comprehensive view on decision-making. 

ECONOMIC OR MARSHALLIAN MODEL 

This theory was first advanced by the economists. They gave formal explanation of 

buyer behaviour. According to this theory the consumers are assumed to be rational 

and conscious about economic calculations. They follow the law of marginal utility. 

An individual buyer seeks to spend his money on such goods which give maximum 

satisfaction (utility) according to his interests and at relative cost. The buying 
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behaviour is determined by the income ï its distribution and level - affects the 

purchasing power. The economic factors which affect the buyers behaviour are: 

1. Disposable Personal Income 

The economists attempted to establish relationship between income and spending. 

Disposable personal income represents potential purchasing power that a buyer has. 

The change in income has direct relation on buying habits. Personal consumption 

spending tends both to rise and fall at a slower rate than what disposable personal 

income does. 

1. Size of family income 

Size of family and size of family income affect the spending and saving patterns. 

Usually large families spend more and small families spend less in comparison. 

2. Income Expectation 

The income expected to get in future has direct relation with the buying behaviour. 

The expectation of higher or lower income has a direct effect on spending plans. 

3. Tendency to Spend and to Save 

This goes to the habit of spending or saving with the disposable income of buyers. If 

the buyers give importance to the present needs, they dispose of their income. And 

buyers spend less if they give importance to future needs. 

4. Liquidity of Funds 

The present buying plans are greatly influenced by liquidity of assets readily 

convertible into cash. For example, readily marketable shares and bonds, bank 

balances come into this category. However, this convertable assets influence and 

offer freedom to buyer, who actually buys with current income. 

5. Consumer Credit 

Facility of consumer credit system - hire purchase, installment purchase etc., play an 

important role in purchase decision. A buyer can command more purchasing power. 
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ŲBuy now and pay laterô plays its role effectively in the rapid growth of market for car, 

scooter, washing machine, furniture, television and so on. 

The economic model of consumer behaviour is unidimensional. It is based on certain 

predictions of buying behavoiur. They are: 

a. Lower the price of the product, higher the sales 

b. Lower the size of substitute product, lower the sale of this product 

c. Higher the real income, higher the sales of this product 

d. Higher the promotional expenses, higher are the sales 

However, Ųlower the price of a product, higher the salesó may not hold good, as 

buyer may feel that the product is sub-standard one. 

The behavioural researchers believe that this model ignores all the other aspects 

such as perception, motivation, learning, attitude and personality, and socio-cultural 

factors. Further, it is also observed that consumer also gets influenced by other 

marketing variables such as products, effective distribution network and marketing 

communication. Hence, it is felt that the economic model is inadequate. It assumes 

that market is homogeneous where markets are assumed to be heterogeneous. 

LEARNING OR PAVLOVIAN MODEL 

Psychology has contributed lot to the marketers to understand the buyers. It explains 

how consumers learn about a product and the way they can recall from the memory, 

and the development of buying habits. All theories of buyerós behaviour have been 

primarily based on a learning, viz., Stimulation-Response or S-R model, this theory 

of learning is explained as a process of repetition, motivation, conditioning and 

relationship. Repetition improves learning. For example, when advertisements are 

repeated, people may be able to understand further about the product. This is aimed 

at repeated advertisements for drawing the attention and interest of the people. 

According to stimulus- response theory learning involves the following steps. 
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a. Drive: It is a strong internal stimulus which impels action and when it is directed 

towards a drive reducing object, it becomes a motive. A drive thus motivates a 

person for action to satisfy the need. Drives may be primary-thrust, hunger etc., and 

secondary - desire for money, pride etc. 

b. Cues:These are weak stimuli. They determine when the buyer will respond. 

c. Response : Response is the feedback reaction of the buyer. It is an answer given 

to drive or cue. The individual has to choose some specific response in order to fulfill 

the drive or the need which was acting as a stimulus. For example, a hunger drive 

can be satisfied by visiting a shop known through an advertisement and buying the 

readymade food product. If that experience is satisfactory, this response of 

satisfaction is strengthened. 

PSYCHOANALYTICAL MODEL 

Sigmund Freud developed this theory. According to him human personality has three 

parts: 

1. The Id, is the source of all mental energy that drives us to action 

2. the super ego, the internal representation of what is social is approved conscience 

3. The Ego, the conscious director of id impulses for finding him satisfaction in 

socially acceptable manner. 

The buyer behaviour depends upon the relative strength of the three elements in the 

personal ability. Motivational research has been involved in investigating motives of 

consumer behaviour so as to develop suitable marketing implications accordingly. 

This approach has been used to generate idea for developing- design, features, 

advertising and other promotional techniques. 

SOCIOLOGICAL MODEL 

According to this theory the individual decision and behaviour are quite often 

influenced by the family and the society. He gets influenced by it and in turn also 

influences it in its path of development. He plays many roles as a part of formal and 
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informal associations or organizations i.e., as a family member, employee of a firm, 

member of professional forum, and as an active member of 

an informal cultural organization. Hence he is largely influenced by the group in 

which he is a member. For example, the decision may be made by one, actual 

buying may be done by another, and the product is used by yet another member of 

the family. Here, a mother takes a decision to buy a tiny cycle for her child, the cycle 

is purchased by the father and the user is the child. 
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Self Check 1  Written test  

 

REVIEW QUEST IONS  

1. Explain the nature of consumer behaviour  
 
2. Justify the statement-ˈThe evaluation of marketing concept from mere Selling 
concept to Consumer-oriented marketing has resulted in buyer behaviour becoming 
an independent discipline. 
 
3. What is a motive indicate the various roles it play in influencing Purchase 
behaviour  
 
4. Compare and contrast the buying behaviour of organization market and final 
consumers.  
 
5. What is Consumer Involvement? Discuss the factors that affect the Consumer 
Involvement.  
 
6. How does processing of information affect consumer involvement?  
 
7. Discuss various consumer involvement models and their suitability to different 
organisations?  
 
8. What essential elements are required to understand consumer Decision Making?  
 
9. Hoe does decision making change because of change in purchase Involvement?  
 
10. How can a consumer arrive at a decision? Explain various stages in it 
.  
11. What is customer value? And why is it important to marketers  
 
12. What are the four major marketing implications to understand consumer 
Behaviour?  
 
13. List the inputs of various decisions making models and discuss their limitations in 
the market place.  
 
14. How do compensatory and noncompensatory decision rules vary?  
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15. Define extensive problem solving, limited ploblem solving and Routine Problem 
Solving. What are the differences among the three decision-making approaches? 
What type of decision process would you expect most consumers to follow in their 
first purchase of a new product or brand in each of the following  
areas (a) Cosmetics (b) Computer (c) Mobile (d) Edible oil (e) Air-conditioner. 

Explain your answers. 

 

16. 3. Develop a short questionnaire designs to measure the information search 

consumers engage in prior to purchasing an expensive recreational or entertainment 

item or service. Your questionnaire should include measures of types of information 

sought, as well as sources that provide this Information. Also include measures of 

the relevant consumer characteristics that might influence information search, as 

well as some measure of past experience with the products. Then interview two 

recent purchasers of each product, using the questionnaire you have developed. 

Analyse each consumers response and classify each consumer in terms of 

information search. What are the marketing implications of your results? 
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Unit 2 CONSUMER    AS AN INDIVIDUAL 

 

PERSONALITY 

 The word Ųpersonality óderives from the Latin word Ųpersonaó which means Ųmaskó. 

The study of personality can be understood as the study of Ųmasksó that people 

wear. These are the personas that people not only project and display, but also 

include the inner parts of psychological experience, which we collectively call our 

Ųselfó.  

5.1. The Nature of Personality In our study of personality, three distinct properties 

are of central importance: a) Personality reflects individual differences. b) Personality 

is consistent and enduring. c) Personality can change.  

Personality Reflects Individual Differences 1. An individualós personality is a unique 

combination of factors; no two individuals are exactly alike.  

2. Personality is a useful concept because it enables us to categorize consumers 

into different groups on the basis of a single trait or a few traits. Personality is 

Consistent and Enduring  

1. Marketers learn which personality characteristics influence specific consumer 

responses and attempt to appeal to relevant traits inherent in their target group of 

consumers.  

2. Even though an individualós personality may be consistent, consumption behavior 

often varies considerably because of psychological, socio-cultural, and 

environmental factors that affect behavior.  

Personality can Change 1. An individualós personality may be altered by major life 

events, such as the birth of a child, the death of a loved one, a divorce, or a major 

career change. 2. An individualós personality also changes as part of a gradual 

maturing process. a) Personality stereotypes may also change over time. b) There is 
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a prediction, for example, that a personality convergence is occurring between men 

and women.  

PERSONALITY PERSPECTIVES 

 The different approaches or perspectives to personality are: · Biological · 

Psychoanalytic · Dispositional · Learning · Humanistic · Cognitive  

Theories of Personality There are three major theories of personality we need to 

discuss in this lesson. They are: a) Freudian theory. b) Neo-Freudian personality 

theory. c) Trait theory. 

. Freudian Theory Sigmund Freudós psychoanalytic theory of personality is the 

cornerstone of modern psychology. This theory was built on the premise that 

unconscious needs or drives, especially biological and sexual drives, are at the heart 

of human motivation and personality. Id, Superego, and Ego The Id is the 

ˈwarehouseᴁ of primitive and impulsive drives, such as: thirst, hunger, and sex, for 

which the individual seeks immediate satisfaction without concern for the specific 

means of that satisfaction. Superego is the individualós internal expression of 

societyós moral and ethical codes of conduct. a) The superegoós role is to see that 

the individual satisfies needs in a socially acceptable fashion. b) The superego is a 

kind of ˈbrakeᴁ that restrains or inhibits the impulsive forces of the id. Ego is the 

individualós conscious control which functions as an internal monitor that attempts to 

balance the impulsive demands of the id and the socio-cultural constraints of the 

superego. Freud emphasized that an individualós personality is formed as he or she 

passes through a number of distinct stages of infant and childhood development. 

These distinct stages of infant and childhood development are: oral, anal, phallic, 

latent, and genital stages. An adultós personality is determined by how well he or she 

deals with the crises that are experienced while passing through each of these 

stages. Structure of Mind: Freudôs Id, Ego, and Superego As mentioned above Freud 

came to see personality as having three aspects, which work together to produce all 

of our complex behaviors: the id, the ego and the superego. As you can see, the Ego 

and Superego play roles in each of the conscious, subconscious, and unconscious 

parts of the mind. All 3 components need to be well balanced in order to have good 
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amount of psychic energy available and to have reasonable mental health. Freudian 

Theory and Product Personality Those stressing Freudós theories see that human 

drives are largely unconscious, and that consumers are primarily unaware of their 

true reasons for buying what they buy. These researchers focus on consumer 

purchases and/or consumption situations, treating them as an extension of the 

consumerós personality.  

 

Neo-Freudian Personality Theory Several of Freudós colleagues disagreed with his 

contention that personality is primarily instinctual and sexual in nature. They argued 

that social relations are fundamental to personality development. Alfred Adler viewed 

human beings as seeking to attain various rational goals, which he called style of life, 

placing emphasis on the individualós efforts to overcome feelings of inferiority. Harry 

Stack Sullivan stressed that people continuously attempt to establish significant and 

rewarding relationships with others, placing emphasis on efforts to reduce tensions. 

Karen Horney focused on the impact of child-parent relationships, especially the 

individualós desire to conquer feelings of anxiety. She proposed three personality 

groups: compliant, aggressive, and detached. Compliant individuals are those who 

move toward othersðthey desire to be loved, wanted, and appreciated. Aggressive 

individuals move against othersðthey desire to excel and win admiration. Detached 

individuals move away from othersðthey desire independence, self-sufficiency, and 

freedom from obligations. A personality test based on the above (the CAD) has been 

developed and tested. It reveals a number of tentative relationships between scores 

and product and brand usage patterns. It is likely that many marketers have used 

some of these neo- Freudian theories intuitively.  

 

. Trait Theory Trait theory is a significant departure from the earlier qualitative 

measures that are typical of Freudian and neo-Freudian theory. It is primarily 

quantitative or empirical, focusing on the measurement of personality in terms of 

specific psychological characteristics called traits. A trait is defined as any 

distinguishing, relatively enduring way in which one individual differs from another. 
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Selected single-trait personality tests increasingly are being developed specifically 

for use in consumer behavior studies. Types of traits measured include: Consumer 

innovativeness ð how receptive a person is to new experiences. Consumer 

materialism ð the degree of the consumerós attachment to ˈworldly possessions.ᴁ 

Consumer ethnocentrism ð the consumerós likelihood to accept or reject foreign-

made products. Researchers have learned to expect personality to be linked to how 

consumers make their choices, and to the purchase or consumption of a broad 

product category rather than a specific brand. 5.4 Personality & Consumer Diversity 

Marketers are interested in understanding how personality influences consumption 

behavior because such knowledge enables them to better understand consumers 

and to segment and target those consumers who are likely to respond positively to 

their product or service communications.  

 

Consumer Innovativeness and Related Personality Traits. Marketing practitioners 

must learn all they can about consumer innovatorsð those who are likely to try new 

products. Those innovators are often crucial to the success of new products. 

Personality traits have proved useful in differentiating between consumer innovators 

and non-innovators. Personality traits to be discussed include: ¶ Consumer 

innovativeness. ¶ Dogmatism. ¶ Social character. ¶ Need for uniqueness. ¶ Optimum 

stimulation level. ¶ Variety-novelty seeking.  

. Consumer Innovativeness How receptive are consumers to new products, new 

services, or new practices? Recent consumer research indicates a positive 

relationship between innovative use of the Internet and buying online. 

. Dogmatism Dogmatism is a personality trait that measures the degree o rigidity an 

individual displays toward the unfamiliar and toward information that is contrary to 

their established beliefs. Consumers low in dogmatism are more likely to prefer 

innovative products to established ones. Consumers high in dogmatism are more 

accepting of authority- based ads for new products.  
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. Social Character Social character is a personality trait that ranges on a continuum 

from innerdirected to other-directed. Inner-directed consumers tend to rely on their 

own ˈinnerᴁ values or standards in evaluating new products and are innovators. 

They also prefer ads stressing product features and personal benefits. Other-

directed consumers tend to look to others for direction and are not innovators. They 

prefer ads that feature social environment and social acceptance.  

Need for Uniqueness These people avoid conformity are the ones who seek to be 

unique!  

Optimum Stimulation Level Some people prefer a simple, uncluttered, and calm 

existence, although others seem to prefer an environment crammed with novel, 

complex, and unusual experiences. Persons with optimum stimulation levels (OSL s) 

are willing to take risks, to try new products, to be innovative, to seek purchase-

related information, and to accept new retail facilities. The correspondence between 

an individualós OSL and their actual circumstances has a direct relationship to the 

amount of stimulation individualós desire. If the two are equivalent, they tend to be 

satisfied. If bored, they are under stimulated, and vice versa. 

. Variety-Novelty Seeking. This is similar to OSL. Primary types are variety or novelty 

seeking. There appear to be many different types of variety seeking: exploratory 

purchase behavior (e.g., switching brands to experience new and possibly better 

alternatives), vicarious exploration (e.g., where the consumer secures information 

about a new or different alternative and then contemplates or even daydreams about 

the option), and use innovativeness (e.g., where the consumer uses an already 

adopted product in a new or novel way). The third form of variety or novelty 

seekingðuse innovativenessðis particularly relevant to technological changes. 

Consumers with high variety seeking scores might also be attracted to brands that 

claim to have novel or multiple uses or applications. Marketers, up to a point, benefit 

from thinking in terms of offering additional options to consumers seeking more 

product variety. Ultimately, marketers must walk the fine line between offering 

consumers too little and too much choice. The stream of research examined here 
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indicates that the consumer innovator differs from the non-innovator in terms of 

personality orientation.  

5.6. Cognitive Personality Factors Market researchers want to understand how 

cognitive personality influences consumer behavior. Two cognitive personality traits 

have been useful in understanding selected aspects of consumer behavior. They 

are: a) Need for cognition. b) Visualizers versus verbalizers.  

Need for Cognition This is the measurement of a personós craving for or enjoyment 

of thinking. Consumers who are high in NC (need for cognition) are more likely to be 

responsive to the part of an advertisement that is rich in product-related information 

of description. They are also more responsive to cool colors. Consumers who are 

relatively low in NC are more likely to be attracted to the background or peripheral 

aspects of an ad. They spend more time on print content and have much stronger 

brand recall. Need for cognition seems to play a role in an individualós use of the 

Internet.  

Visualizers versus Verbalizers Visualizers are consumers who prefer visual 

information and products that stress the visual. Verbalizers are consumers who 

prefer written or verbal information and products that stress the verbal. This 

distinction helps marketers know whether to stress visual or written elements in their 

ads. From Consumer Materialism to Compulsive Consumption  

5.7. Consumer Materialism : Materialism is a trait of people who feel their 

possessions are essential to their identity. They value acquiring and showing off 

possessions, they are self centered and selfish, they seek lifestyles full of 

possessions, and their possessions do not give them greater happiness. 5.8 Fixated 

Consumption Behavior Somewhere between being materialistic and being 

compulsive is being fixated with regard to consuming or possessing.  

Like materialism, fixated consumption behavior is in the realm of normal and socially 

acceptable behavior. Fixated consumersó characteristics: include ï 1. A deep 

(possibly: ˈpassionateᴁ) interest in a particular object or product category. 2. A 

willingness to go to considerable lengths to secure additional examples of the object 
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or product category of interest. 3. The dedication of a considerable amount of 

discretionary time and money to searching out the object or product. This profile of 

the fixated consumer describes many collectors or hobbyists (e.g., coin, stamp, 

antique collectors, vintage wristwatch, or fountain pen collectors). 

 

Compulsive Consumption Behavior Compulsive consumption is in the realm of 

abnormal behavior. Consumers who are compulsive have an addiction; in some 

respects, they are out of control, and their actions may have damaging 

consequences to them and those around them.  

 

Brand Personality It appears that consumers tend to ascribe various descriptive 

ˈpersonality-likeᴁ traits or characteristicsðthe ingredients of brand personalitiesð

to different brands in a wide variety of product categories. A brandós personality can 

either be functional (ˈprovides safetyᴁ) or symbolic (ˈthe athlete in all of usᴁ).  

 

Brand Personification A brand personification recasts consumersó perception of the 

attributes of a product or service into the form of a ˈhumanlike character.ᴁ It seems 

that consumers can express their inner feelings about products or brands in terms of 

association with a known personality. Identifying consumersó current 

brandpersonality link or creating one for new products are important marketing tasks. 

There are five defining dimensions of a brandós personality (ˈsincerity,ᴁ 

ˈexcitement,ᴁ ˈcompetence,ᴁ ˈsophistication,ᴁ and ˈruggednessᴁ), and fifteen 

facets of personality that flow out of the five dimensions (e.g., ˈdown-to-earth,ᴁ 

ˈdaring,ᴁ ˈreliable,ᴁ ˈupper class,ᴁ and ˈoutdoorsᴁ).  

 

Personality and Color Consumers also tend to associate personality factors with 

specific colors. In some cases, various products, even brands, associate a specific 

color with personality-like connotations. It appears that blue appeals particularly to 
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male consumers. Yellow is associated with ˈnovelty,ᴁ and black frequently 

connotes ˈsophistication.ᴁ Many fast-food restaurants use combinations of bright 

colors, like red, yellow, and blue, for their roadside signs and interior designs. These 

colors have come to be associated with fast service and food being inexpensive. In 

contrast, fine dining restaurants tend to use sophisticated colors like gray, white, 

shades of tan, or other soft, pale, or muted colors to reflect fine leisurely service. 

Consumersó like or dislike for various colors can differ between countries.  

Self and Self-image Self-images, or ˈperceptions of self,ᴁ are very closely 

associated with personality in that individuals tend to buy products and services and 

patronize retailers with images or ˈpersonalitiesᴁ that closely correspond to their 

own selfimages. Such concepts as one or multiple selves, self-image, and the notion 

of the extended self is explored by consumer behavior researchers.  

The Makeup of the Self-Image A person has a self-image of him/herself as a certain 

kind of person. The individualós self-image is unique, the outgrowth of that personós 

background and experience. Products and brands have symbolic value for 

individuals, who evaluate them on the basis of their consistency with their personal 

pictures or images of themselves. Products seem to match one or more of 

individualós self images; other products seem totally alien. Four aspects of self-

image are: 1. Actual self-imageðhow consumers see themselves. 2. Ideal self-

imageðhow consumers would like to see themselves. 3. Social self-imageð

how consumers feel others see them. 4. Ideal social self-imageðhow 

consumers would like others to see them. Some marketers have identified a 

fifth and sixth self-image. 5. Expected self-imageðhow consumers expect to 

see themselves at some specified future time. ˈOught-toᴁ selfðtraits or 

characteristics that an individual believes it is his or her duty or obligation to 

possess. In different contexts consumers might select different self images to 

guide behavior. The concept of self-image has strategic implications for 

marketers. Marketers can segment their markets on the basis of relevant 

consumer selfimages and then position their products or stores as symbols 

for such selfimages.  
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. The Extended Self Consumersó possessions can be seen to ˈconfirmᴁ or 

ˈextendᴁ their self-images. The above suggests that much of human emotion can 

be connected to valued possessions. Possessions can extend the self in a number 

of ways: actually, by allowing the person to do things that otherwise would be very 

difficult or impossible to accomplish (e.g., problem-solving by using a computer). 

Symbolically, by making people feel better or ˈbiggerᴁ (e.g., receiving an employee 

award for excellence). By conferring status or rank (e.g., status among collectors of 

rare works of art because of the ownership of a particular masterpiece). By 

bestowing feelings of immortality, by leaving valued possessions to young family 

members (this also has the potential of extending the recipientsó ˈselvesᴁ). By 

endowing with magical powers (e.g., a cameo pin inherited from oneós aunt might be 

perceived as a magic amulet bestowing luck when it is worn). 

APPLICATIONS FOR MARKETERS  

PERSONALITY  

The Trait theory holds greater and wider relevance for a marketer than the Freudian 

and Neo-Freudian approaches. This is primarily due to the fact that the approach 

proves to be realistic, objective and quantitative. Single trait personality scales, 

inventories and tests have been designed, and tested for validity and reliability, and 

thereafter been applied for consumer research. Such single trait scales, as the name 

suggests, pertain to measurement  of a single trait. Based on the traits, the 

consumers can be classified into groups, labelling the consumers as being of a 

certain personality type. Consumers can be finally segmented into personality types, 

on the basis of the configuration of traits that they possess. Personality traits have 

been found to have an influence on consumer decision making and consumption 

patterns. The traits that consumers possess, influences their decision making 

processes and subsequent consumption patterns. Consumer behaviourists have 

identified General and Consumption specific traits; On the basis of these, they have 

been able to usefully formulate and implement marketing strategies, through first 

segmenting the market, target it, positioning their product/service offering, and 

designing the marketing mix accordingly. Some traits that have been subject to 
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research are traits like consumer innovativeness, consumer susceptibility to 

interpersonal influence and consumer ethnocentrism. The Five factor theory lists the 

traits as openness to experience, 

conscientiousness, experience, agreeableness and neuroticism (also referred to as 

OCEAN). Some of these traits and their relevance for a marketer are explained as 

follows: 

i) Consumer Innovativeness: 

Innovativeness as a personality trait reflects how well a person reacts to something 

that is ñnewò; this ñnewò could be a new product or a brand or even a change in the 

marketing mix. A marketer needs to assess in its target segment, the degree of 

receptivity towards new products and services/brands or even towards changes 

made in the other Ps be it pricing, distribution and/or communication; the marketer 

also needs to have an understanding of consumer segments who would be most 

receptive to try out new products and services, so as to assess the target segments 

that would be most lucrative; this has implications especially in terms of diffusion and 

adoption, two important topics in the study of consumer behavior that shall be 

discussed subsequently. Thus, a study of consumer innovativeness becomes 

important for a marketer. Innovativeness gets related to other personality traits like 

dogmatism, social character, optimum stimulation levels and variety novelty seeking. 

The presence/absence of such traits help differentiate between consumer innovators 

and non-innovators.  

ii) Consumer Susceptibility to Interpersonal Influence: Susceptibility to interpersonal 

influence measures a personôs receptiveness to social influence. A marketer needs 

to understand the how a consumer segment responds to social influence and social 

approval in the purchase and consumption of goods and services. The famous 

SUSCEP scale, has been designed to assess consumersô susceptibility to social 

influence. The scale has been successfully used to identify differences amongst 

people with respect to social influence, and their attitude towards 

acceptance/rejection of new products and services based on social approval. People 

who score high on the scale are high on self-confidence as opposed to those who 
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score low on the scale. Interpersonal influence can assume three forms, viz., 

information influence, value expressive influence and utilitarian influence. a) 

Information influence: Inclination of a consumer to rely on others for information, and 

readily accept this information without thought and deliberation, is referred to as an 

information influence. The information could pertain to the product and service 

offering or the 4 Ps, competitors etc. b) Value expressive influence: The person 

desires social acceptance by members of the social class; in order to gain such 

acceptance and hold on to it, he decides to behave in a manner that is similar to 

them. He respects the values, beliefs and notions of other members of his social 

class. As a consumer, this value expressive influence would imply that the consumer 

behaves like others in his social group, be it family, friends, peers, reference group, 

members of the social class, etc. He would patronize product and service offerings 

that have social approval, and behave similar to others in his social group in terms of 

purchase decisions and consumption patterns. He would seek to gain and maintain 

social approval and so get influenced by values expressed by members of his social 

group. c) Utilitarian influence: Under this kind of influence, a person tries to be 

conventional; he agrees to what have to say in order to win a reward or avoid a 

punishment. In other words, he yields to social pressure, in order to be benefited like 

others or escape a punishment like others. As a consumer, he would patronize 

usage of product and service offerings or brands that are rewarding in terms of 

usage experience provide value for money and bring satisfaction; he would avoid 

brands that others do not buy because they are not rewarding 

 

iii) Cognitive factors: Cognitive personality traits have also been studied by consumer 

researchers and have been found to have an impact on consumption behavior. 

While many traits have been studied and examined, two traits in particular, viz., 

visualizers and verbalizers, and need for cognition have been found to have a 

profound influence on how consumers behave in the marketplace. The traits hold 

relevance in that they could help the marketer in designing their communication 

strategy, both in terms of media and message strategy. The various traits, and their 

implications for a marketer are explained subsequently through a table iv) Consumer 
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Ethnocentrism: Ethnocentrism is illustrative of a personsô feeling of patriotism, and a 

resultant desire to accept or reject foreign made products and/or brands. As 

consumers, they feel that it is undesirable and inappropriate to prefer foreign 

products over indigenous ones; this could be one, because of patriotism, and two, 

because of the impact that it would have on the socio-cultural fabric and the 

economy. A scale referred to as ñCETSCALEò has been developed to measure the 

receptivity within consumers towards foreign made product and service offerings 

and/or foreign brands. This could help a marketer, especially a multi-national, help 

assess the consumer segment, in terms of receptivity towards foreign made 

products. 

On the basis of the trait theories, marketers can formulate and implement marketing 

strategies, through first segmenting the market, targeting it, positioning their 

product/service offering, and designing the marketing mix accordingly. This would 

help him classify segments, provide the product/service offering accordingly, and 

design the mix in terms of price, place and promotion. Apart from the above traits 

that are more useful for a marketer, there also exist other general and consumption 

specific traits, a few of which are mentioned below (See Table 4): a) General 

personality traits: General personality traits are those traits that affect an individual 

across all kinds of situations, whether related or unrelated to shopping and /or 

consumption behavior. b) Consumption-specific personality traits: Consumption-

specific personality traits are traits that affect shopping and /or consumption 

behavior. 

 

CONSUMER PERSONALITY, SELF-CONCEPT AND SELF-IMAGE AND 

IMPLICATIONS FOR MARKETERS: Consumer personality, self-concept and self 

image have implications for a marketer. Consumersô purchase and usage of product 

and service offerings is reflective of his personality, self-concept, and self-image. 

Consumers generally buy those products/brands, whose personality matches their 

own. For marketers this is important as they must know that consumers make 

purchase decisions to support their personality, self-concept and self-image. The 
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concept of self helps a marketer to understand, predict, and direct the purchase 

decisions of consumers. Thus, marketers need to understand the congruity between 

personality, self-concept and self-image of the customers, vis a vis, the brand 

personality and image of the product/service offering. The study of consumer 

personality, self-concept and self-image can be useful for a marketer in the following 

ways: 1. Every person is unique in oneself, and thus personality reflects individual 

differences. Yet, while we are different, we may be similar to each other on a trait (s), 

and could constitute a personality type (s). A personôs decision with regard to the 

brand as well as the timing and place of purchase, the amount purchased, its usage 

and disposal, are all based on his personality. This could have implications for a 

marketer who could treat each personality type as a separate segment, position his 

offering accordingly and design the 4Ps. Drawing upon from various theories on 

personality, marketers can formulate and implement marketing strategies, through 

first segmenting the market, targeting it, positioning their product/service offering, 

and designing the marketing mix accordingly. This would help him classify segments, 

provide the product/service offering accordingly, and design the mix in terms of price, 

place and promotion. 2. Self-concept is closely related with personality, and 

individuals would buy such products/services, which match their concepts and 

personalities. The study of consumer self-concept helps a marketer understand how 

the ñactualò and ñidealò selves come into play in the marketplace. A consumer tries to 

relate his  personality with the personality of the product/service offering, and the 

brand, the ñactual-selfò, comes into play; on the other hand, when he tries to match 

the product /service and the brand personality with his aspirational group, and 

aspires to buy the same, the ñideal-selfò comes into play. Further, consumerôs also 

exhibit ñmultipleselvesò, and the same consumer could act differently at different 

times with different people; Again, whether the ñactual-selfò or the ñideal-selfò, comes 

into play would be determined by situational factors, which would include social 

visibility of purchase and usage, and the importance/relevance of the purchase for 

the personôs self-image. This has implications for a marketer in terms of market 

segmentation. 3. Similarly, there also exists a relationship between self-image and 

brand personality. Consumers match the product and/or brand personalities, with 

their selfimage, and buy those where they find a close or perfect match. In this 
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manner they attempt to reaffirm and preserve their self-image. Based on findings 

from research undertaken in consumer behavior, various kinds of self-images have 

been identified. As a consumer, which of the self-images comes into play would 

depend upon the i) product/service offering and, ii) the situational factors, which 

would include social visibility of purchase and usage, and the importance/relevance 

of the purchase for the personôs self-image. Self-image can be used as a basis to 

segment the market, and the marketer can then position his product/service offering 

as a symbol of such self-images. Thus, the study of consumer personality 

(personality traits and types as well as general and consumption specific personality 

traits), self-concept, and self-image is important, and holds relevance for a marketer 

in the design, development and implementation of his marketing strategies. After 

gaining an insight into the various personality types, a marketer could design his 

marketing strategy so to be able to serve consumers with the varying personality 

types in a better manner, leaving them more satisfied. 
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Perception is the process of selecting, organizing and interpreting information inputs 

to produce meaning. The above definition of perception of perception lays emphasis 

on certain features: 

meaning from it. 

ties; emotions, feelings etc. are based on his or her perceptions of their 

surroundings or environment. 

perceptual and cognitive process will be subjective in nature. 

1.2 The process of perception has three sub stages - 

1. Sensationï Attending to an object/event with one of five senses 

2. Organisation ï Categorising by matching sensed stimulus with similar object in 

memory, .g. colour 

3. Interpretationï Attaching meaning to stimulus, making judgments as to value and 

liking, e.g. bitter taste 

People can emerge with different perceptions of the same object because of three 

perceptual processes: 

1. Selective attention 

2. Selective distortion and 

3. Selective retention. 

Selective Attention. People are exposed to a tremendous amount of daily stimuli: the 

average person may be exposed to over 1500 ads a day. A person cannot possibly 

attend to all of these; most stimuli will be screened out. Selective attention means 

that marketers have to work hard to attract consumersó 

notice. A stimuli is more likely to be attended to if it is linked to an event, satisfies 

current needs, intensity of input changes (sharp price drop). 
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Selective Distortion. Stimuli do not always come across in the way the senders 

intend. Selective distortion is the tendency to twist information into personal 

meanings and interpret information in a way that will fit our preconceptions. 

Unfortunately, there is not much that marketers can do about selective distortion. 

Advertisers that use comparative advertisements (pitching one product against 

another), have to be very careful that consumers do not distort the facts and 

perceive that the advertisement was for the competitor. 

Selective retention. People will forget much that they learn but will tend to retain 

information that supports their attitudes and beliefs. Because of selective retention, 

we are likely to remember good points mentioned about competing products. 

Selective retention explains why marketers use drama and repetition in sending 

messages to their target market. We remember inputs that support our beliefs, 

forgets those that donót. 

1.3 Elements of Perception 

We will examine some of the basic concepts that underlie the perception process. 

Sensation is the immediate and direct response of the sensory organs to stimuli (an 

advertisement, a package, and a brand name). A stimulus is any unit of input to any 

of the senses. 

Sensory receptors are the human organs (i.e., the eyes, ears, nose, mouth, and 

skin) that receive sensory inputs, sight, sound, smell, taste, or touch. 

Human sensitivity refers to the experience of sensation. 

Sensitivity to stimuli varies with the quality of an individualós sensory receptors and 

the amount or intensity of the stimuli to which he/she is exposed. 

Sensation itself depends on energy change, the difference of input. 

Thus, a constant environment, whether very busy and noisy or relatively quiet, would 

provide little sensation because of the lack of change, the consistent level of 

stimulation. 
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As sensory input decreases, the ability to detect changes increases. This ability of 

the human organism to accommodate itself to varying levels of sensitivity as external 

conditions vary not only protects us from damaging, disruptive, or irrelevant 

bombardment when the input level is high but has important implications for 

marketers. 

The Absolute Threshold - The lowest level at which an individual can experience a 

sensation is called the absolute threshold. The point at which a person can detect 

the difference between ˈsomethingᴁ and ˈnothingᴁ is that personós absolute 

threshold for the stimulus. Sensory adaptation is a problem that causes many 

advertisers to change their advertising campaigns regularly. Marketers try to 

increase sensory input in order to cut through the daily clutter consumers experience 

in the consumption of advertising. Some increase sensory input in an effort to cut 

through the advertising ˈclutter.ᴁ Other advertisers try to attract attention by 

decreasing sensory input. 

1.4 The Differential Threshold 

The minimal difference that can be detected between two stimuli is called the 

difference threshold or the JND (just noticeable difference). A 19th century German 

scientist named Ernst Weber discovered that the JND between two stimuli was not 

an absolute amount, but an amount relative to the intensity of the first stimulus. 

Weberós law states that the stronger the initial stimulus, the greater the additional 

intensity needed for the second stimulus to be perceived as different. Also, an 

additional level of stimulus, equivalent to the JND must be added for the majority of 

people to perceive a difference between the resulting stimulus and the initial 

stimulus. Weberós law holds for all senses and almost all 

levels of intensity. Retailers use the principle in reducing prices. Markdowns must 

amount to at least twenty percent to be noticed by shoppers. 

1.5 The Nature and Process of Perception 

Information processing is a series of activities by which stimuli are perceived, 

transformed into information and stored. There are four major stages in the 
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information-processing model, viz., exposure, attention, interpretation and memory. It 

is the first three, which constitute the perception process. Exposure occurs when a 

stimulus such as an advertisement comes within range of a personós sensory 

receptor nerves-vision. Attention occurs when the receptor nerves pass the 

sensation on to the brain for processing. Target customer allocates cognitive 

processing capacity Åi.e. pays attention to ad. Interpretation is the assignment of 

meaning to the received sensations. Target customer interprets the message Åi.e.ó 

message sent = message receivedó 

Memory is the short-term use of the meaning for the immediate decision-making and 

the longer-term retention of the meaning. ïTarget customer stores the advertisement 

and message in memory so can be accessed when needed. 

Process of Perception 

There is normally a linear flow from exposure to memory. 

Exposure ï Attention - Interpretation ï Memory 

Perceptual process 

As we can see in the perceptual process in figure there is a linear flow from 

exposure to memory. But, these processes occur virtually simultaneously and are 

clearly interactive. It implies that our memory influences the information we are 

exposed to, attend to, and the interpretation we assign. At the same time, memory 

itself is being shaped by the information it is receiving. Much of the interpreted 

information will not be available to active memory when the individual needs to make 

a purchase decision. The perceptual process consists of 

many sub processes. We can understand this by taking a note of the input-

throughput ï output approach. This approach is based on the fact that there is an 

input, which when processed gives outputs. That is, the perceptual inputs will 

comprise of stimuli in the environment. 

1.6 Perceptual processes 
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Perceptual Inputs: The first process in the perceptual processes the presence of 

stimuli like people, objects, events, information etc. 

Perceptual mechanism: We will discuss the mechanism of perception in the next 

section. 

Perceptual outputs: The perceptual outputs will be the behaviour or actions of the 

individuals, i.e., the resultant opinions, feelings attitudes etc. 

1.7 Biases in the Perceptual Process 

- Customers only allow exposure to a small number of the 3000 

daily marketing communications e.g. Ųzippingó and Ųzappingó TV commercials. 

- inte 

- versus non-smoker interpretations of warnings on cigarette packs. 

1.8 Dynamics of Perception 

a. Physical stimuli from the outside environment, and internal stimuli based on 

expectations, motives, and learning is based on previous experiences. Because 

each person is a unique individual, with unique experiences, needs, wants, desires, 

and expectations, it follows that each individualós perceptions are also unique. 

There are three aspects to perceptionsðselection, organization, and interpretation of 

stimuli. 

b. Individuals are very selective as to which stimuli they ˈrecognize.ᴁ 

c. They subconsciously organize the stimuli they do recognize according to widely 

held psychological principles. 

d. And they interpret such stimuli (i.e., they give meaning to them) subjectively in 

accordance with their needs, expectations, and experiences. 

1.8.1 Perceptual Selection 
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We as consumers subconsciously exercise selectivity as to the stimuli they perceive. 

Which stimuli get selected depends on two major factors in addition to the nature of 

the stimulus itself: 

a. Consumersó previous experience as it affects their expectations. 

b. Their motives at the time (their needs, desires, interests, and so on). 

Each of these factors can serve to increase or decrease the probability that a 

stimulus will be perceived. 

The Nature of the Stimulus 

Marketing stimulus contains an enormous number of variables. Examples include: 

a. Nature of the product. 

b. Its physical attributes. 

c. The package design. 

d. The brand name. 

e. The advertisements and commercials. 

f. The position of a print ad or commercial. 

g. The editorial environment. 

Contrast is one of the most attention-compelling attributes of a stimulus. 

h. Advertisers use extreme attention-getting devices to get maximum contrast and 

penetrate the consumerós perceptual screen. 

i. Advertisers use color contrasts, size, etc., to create stopping power and gain 

attention. 

Expectations 

People see what they expect to see. What they expect to see is usually based on 

familiarity, previous experience, or preconditioned set expectations. Stimuli that 
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conflict sharply with expectations often receive more attention than those that 

conform to expectations. 

Motives 

People tend to perceive things they need or want. The stronger the need, the greater 

the tendency to ignore unrelated stimuli in the environment. An individualós 

perceptual process attunes itself more closely to those elements of the environment 

that are important to that person. Marketing managers recognize the efficiency of 

targeting their products to the perceived needs of consumers. 

Selective Perception 

The consumerós ˈselectionᴁ of stimuli (selective perception) from the environment is 

based on the interaction of expectations and motives with the stimulus itself. 

Selective exposureðconsumers actively seek out messages they find pleasant or 

with which they are sympathetic. 

a. Consumers actively avoid painful or threatening messages. Selective attentionð

consumers have a heightened awareness of the stimuli that meet their needs or 

interests. 

b. Consumers have a lower awareness of stimuli irrelevant to their needs. 

c. People vary in terms of the kind of information in which they are interested and the 

form of message and type of medium they prefer. 

Perceptual defenseðThreatening or otherwise damaging stimuli are less likely to be 

perceived than are neutral stimuli. Individuals unconsciously may distort information 

that is not consistent with their needs, values, and beliefs. 

Perceptual blockingð consumers screen out enormous amounts of advertising by 

simply ˈtuning out.ᴁ 

1.8.2 Perceptual Organization - People do not experience the numerous stimuli they 

select from the environment as separate and discrete sensations. People tend to 

organize stimuli into groups and perceive them as unified wholes. Gestalt 
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psychology (Gestalt, in German, means pattern or configuration) is the name of the 

school of psychology that first developed the basic principles of perceptual 

organization. Three of the most basic principles of perceptual organization are figure 

and ground, grouping, and closure. 

Figure and Ground 

Stimuli that contrast with their environment are more likely to be noticed. The 

simplest example is the contrast between a figure and the ground on which it is 

placed. The figure is usually perceived clearly. The ground is usually perceived as 

indefinite, hazy, and continuous. The figure is more clearly perceived because it 

appears to be dominantðthe ground appears to be subordinate and less important. 

Advertisers have to plan their advertisements carefully to make sure that the 

stimulus they want noted is seen as figure and not as ground. 

Marketers sometimes run advertisements that confuse the consumer because there 

is no clear indication of which is figure and which is ground. 

Grouping 

Individuals tend to group stimuli in ˈchunksᴁ rather than as discrete bits of 

information. Grouping can be used advantageously by marketers to imply certain 

desired meanings in connection with their products. 

Closure 

Individuals have a need for closure. 

a. As a result, people organize a perception so they see a complete picture. 

b. If the pattern of stimuli to which they are exposed is incomplete, they tend to 

perceive it as completeðthey fill in the missing pieces. The very act of completion 

serves to involve the consumer more deeply in the message. 

1.8.3 Perceptual Interpretation 
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The interpretation of stimuli is uniquely individual because it is based on what 

individuals expect to see in light of their previous experience. Stimuli are often highly 

ambiguous. 

a. When stimuli are highly ambiguous, individuals usually interpret them in such a 

way that they serve to fulfill personal needs, wishes, and interests. How close a 

personós interpretations are to reality depends on the clarity of the stimulus, the past 

experiences of the perceiver, and his or her motives and interests at the time of 

perception. 

Perceptual Distortion 

With respect to perceptual distortion, individuals are subject to a number of 

influences that tend to distort their perceptions. 

Physical Appearancesðpeople tend to attribute the qualities they associate with 

certain people to others who may resemble them. 

a. Attractive models are more persuasive and have a more positive influence on 

consumer attitudes and behavior than do average-looking models. 

Stereotypesðindividuals tend to carry ˈpicturesᴁ in their minds of the meaning of 

various kinds of stimuli. 

First Impressionsðthese tend to be lasting but formed while the perceiver does not 

know which stimuli are relevant, important, or predictive. 

Jumping to Conclusionsðmany people tend to jump to conclusions before 

examining all the relevant evidenceðhearing the beginning of an ad and drawing the 

incorrect conclusion. 

Halo Effectðdescribes situations where the evaluation of a single object or person 

on a multitude of dimensions is based on the evaluation of just one or a few 

dimensions. 

b. Consumers often evaluate an entire product line on the basis of the one product 

within the product line. 
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c. Licensing also is based on the halo effectðassociating products with a well-known 

celebrity or designer name. 

Consumer Imagery 

Consumers attempt to preserve or enhance their self-images by buying products 

they believe agree with that self-image and avoiding products that do not agree. This 

is called consumer imagery. Consumers tend to shop in stores that have images that 

agree with their own self-images. 

Perceptual Mapping 

Perceptual mapping allows marketers to determine how their products appear to 

consumers in relation to competitive brands on one or more relevant characteristics. 

Perceptual mapping enables the marketer to see gaps in the positioning of all brands 

in the product class and to identify areas in which consumer needs are not being 

adequately met. 

1.9 Marketing Application of Perception. 

1.9.1 Positioning of Services 

Compared with manufacturing firms, service marketers face several unique problems 

in positioning and promoting their offerings. Services are intangible; image becomes 

a key factor in differentiating a service from its competition. The marketing objective 

is to enable the consumer to link a specific image with a specific brand name. Many 

service marketers have developed strategies to provide customers with visual 

images and tangible reminders of their service offerings. 

1.9.2 Perceived Price 

How a consumer perceives a price (perceived price)ðas high, as low, as fairðhas a 

strong influence on both purchase intentions and purchase satisfaction. Perception 

1.9.3 Reference Prices 
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A reference price is any price that a consumer uses as a basis for comparison in 

judging another price. Reference prices can be external or internal. An advertiser 

generally uses a higher external reference price (ˈsold elsewhere at...ᴁ) in an ad in 

which a lower sales price is being offered, to persuade the consumer that the 

product advertised is a really good buy. 

1.9.4 Perceived Quality 

Consumers often judge the quality of a product (perceived quality) on the basis of a 

variety of informational cues. 

a) Intrinsic cues are physical characteristics of the product itself, such as size, color, 

flavor, or aroma. 

b) Extrinsic cues are such things as price, store image, service environment, brand 

image, and promotional message. 

1.9.5 Perceived Quality of Products 

Intrinsic cues are concerned with physical characteristics of the product itself, size, 

color, flavor, etc. 

a) Consumers like to think they base quality evaluations on intrinsic cues, but in 

reality, they are often unable to identify that product in a taste test. 

b) In the absence of actual experience with a product, consumers often evaluate 

quality on the basis of extrinsic cues, price, brand image, store image, etc. 

Many consumers use country-of-origin stereotypes to evaluate products. 

1.9.6 Perceived Quality of Services 

It is more difficult for consumers to evaluate the quality of services than the quality of 

products. Service characteristics includeðintangibility, variability, perishability, 

inseparability, simultaneously produced, and consumed. Consumers are unable to 

compare services side-by-side as they do products, so consumers rely on surrogate 
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or extrinsic cues when purchasing services. Marketers try to standardize their 

services in order to provide consistency of 

quality. Service is consumed as it is being produced. As a result, defective services 

are difficult to correct. Researchers have concluded that the service quality that a 

customer perceives is a function of the magnitude and direction of the gap between 

expected service and the customerós assessment of the service actually delivered. 

1.9.7 Price/Quality Relationship 

Perceived product value has been described as a trade-off between the productós 

perceived benefits (or quality) and perceived sacrifice required to acquire it. A 

number of research studies support the view that consumers rely on price as an 

indicator of product quality. Other studies suggest consumers are actually relying on 

a well-known brand name as a quality indicator. Because price is so often 

considered to be an indicator of quality, some products deliberately emphasize a 

high price to underscore their claims of quality. Marketers have used the price/quality 

relationship to position their products as the top-quality offering in their product 

category. 

b) There is a positive price/quality relationship. 

c) Consumers use price as a surrogate indicator of quality if they have little 

information or little confidence in their ability to make a choice. 

Retail Store Image 

Retail stores have their own images that influence the perception of the quality of the 

products they carry. Studies show consumers perceive stores with small discounts 

on a large number of products as having lower-priced items than stores that offer 

large discounts on a small number of products. The width of product assortment also 

affects retail store image. The type of product the consumer wishes to buy influences 

his or her selection of retail outlet, conversely, the consumerós evaluation of a 

product often is influenced by the knowledge of where it was bought. 

Manufacturerôs Image 
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Consumer imagery extends beyond perceived price and store image to the 

producers themselves. Manufacturers who enjoy a favorable image generally find 

that their new products are accepted more readily than those of manufacturers who 

have a less favorable or even a ˈneutralᴁ image. Today, companies are using 

advertising, exhibits, and sponsorship of community events to enhance their images. 

 

Applications in Marketing  

Perception 

Background.  Our perception is an approximation of reality.  Our brain attempts to 

make sense out of the stimuli to which we are exposed.  This works well, for 

example, when we ñseeò a friend three hundred feet away at his or her correct 

height; however, our perception is sometimes ñoffòðfor example, certain shapes of 

ice cream containers look like they contain more than rectangular ones with the 

same volume. 

Factors in perception.  Several sequential factors influence our perception. 

Exposure involves the extent to which we encounter a stimulus.  For example, we 

are exposed to numerous commercial messages while driving on the freeway:  bill 

boards, radio advertisements, bumper-stickers on cars, and signs and banners 

placed at shopping malls that we pass.  Most of this exposure is randomðwe donôt 

plan to seek it out.  However, if we are shopping for a car, we may deliberately seek 

out advertisements and ñtune inò when dealer advertisements come on the radio. 

Exposure is not enough to significantly impact the individualðat least not based on a 

single trial (certain advertisements, or commercial exposures such as the ñSwooshò 

logo, are based on extensive repetition rather than much conscious attention).  In 

order for stimuli to be consciously processed, attention is needed.  Attention is 

actually a matter of degreeðour attention may be quite high when we read 

directions for getting an income tax refund, but low when commercials come on 

during a television program.  Note, however, that even when attention is low, it may 
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be instantly escalatedðfor example, if an advertisement for a product in which we 

are interested comes on. 

Interpretation involves making sense out of the stimulus.  For example, when we see 

a red can, we may categorize it as a CokeÒ. 

Weberôs Law suggests that consumersô ability to detect changes in stimulus intensity 

appear to be strongly related to the intensity of that stimulus to begin with.  That is, if 

you hold an object weighing one pound in your hand, you are likely to notice it when 

that weight is doubled to two pounds.  However, if you are holding twenty pounds, 

you are unlikely to detect the addition of one poundða change that you easily 

detected when the initial weight was one pound.  You may be able to eliminate one 

ounce from a ten ounce container, but you cannot as easily get away with reducing a 

three ounce container to two (instead, you must accomplish that graduallyðe.g., 3.0  

--> 2.7 --> 2.5 --> 2.3 --> 2.15 ï> 2.00). 

Several factors influence the extent to which stimuli will be noticed.  One obvious 

issue is relevance.  Consumers, when they have a choice, are also more likely to 

attend to pleasant stimuli (but when the consumer canôt escape, very unpleasant 

stimuli are also likely to get attentionðthus, many very irritating advertisements are 

remarkably effective).  One of the most important factors, however, is repetition.  

Consumers often do not give much attention to a stimuliðparticularly a low priority 

one such as an advertisementðat any one time, but if it is seen over and over again, 

the cumulative impact will be greater. 

Surprising stimuli are likely to get more attentionðsurvival instinct requires us to give 

more attention to something unknown that may require action.  A 

greater contrast (difference between the stimulus and its surroundings) as well as 

greater prominence (e.g., greater size, center placement) also tend to increase 

likelihood of processing. 

Subliminal stimuli.  Back in the 1960s, it was reported that on selected evenings, 

movie goers in a theater had been exposed to isolated frames with the words ñDrink 

Coca Colaò and ñEat Popcornò imbedded into the movie.  These frames went by so 
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fast that people did not consciously notice them, but it was reported that on nights 

with frames present, Coke and popcorn sales were significantly higher than on days 

they were left off.  This led Governments to ban the use of subliminal advertising  

 

LEARNING  

Learning theorists do not completely agree on how learning takes place, and 

therefore it has been difficult to come up with a general definition of learning. From a 

psychological perspective, learning refers to a relatively permanent change in 

behaviour which comes with experience (Solomon, M., Bamossy, G., Askegaard, S. 

1999, 65). From the marketing point of view, consumer learning is the process by 

which individuals acquire the purchase and consumption knowledge and experience 

they apply to future related behaviour (Schiffman, L., Bednall, D., O Cass, A., 

Paladino, A., Ward, S., Kanuk, L. 2008a, 185).  

Individuals do not always learn by direct means; they can also learn by observing 

events that affect other people around them, or even unconsciously when they are 

not even trying to. This unintentional acquisition of knowledge is known as incidental 

learning. The concept of learning is vast, and ranges from consumer s simple 

association between stimulus and response to a complex series of cognitive 

activities. Psychologists who study learning have advanced several basic theories to 

explain the learning process. In this work we will handle the main learning theories 

that are divided into two major categories: behavioural and cognitive learning. 

Solomon et al. (1999, 65) state that behavioural learning theories are based on the 

assumption that learning takes place as the result of responses to external events. In 

turn, Schiffman et al. (2008a, 187) refer to behavioural learning theories as stimulus-

response theories since they primarily focus on the inputs and outcomes that result 

in learning. The behavioural approach sees the mind of the individual as a Ăblack 

box  emphasizing the observable aspects of behaviour. 
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This particular view of learning is represented by two main learning theories: 

classical conditioning and instrumental conditioning. 

3.1 Classical conditioning 

Early classical conditioning theorists regarded both animal and humans as relatively 

passive entities that could be taught certain behaviours through repetition or 

conditioning (Schiffman et al. 2008a, 187). As a process, classical conditioning 

occurs when a stimulus that elicits a response is paired with another stimulus that 

initially does not elicit any response on its own. In the course of time, the second 

stimulus produces an equal response because it is associated with the first stimulus 

(Solomon et al. 1999, 66). 

Ivan Pavlov, a Russian physiologist, was the first to demonstrate this phenomenon in 

the behaviour of dogs and proposed it as a general model on how learning 

occurs. Pavlov induced classical conditioning learning by pairing a neutral stimulus 

(a bell) with a stimulus known to cause salivation response in dogs; he squirted meat 

powder into their mouths. The powder was an unconditioned stimulus (UCS) 

because it was naturally capable of causing the response. After many repetitions of 

the test, the bell became a conditioned stimulus (CS). This means that despite it did 

not initially cause salivation after the repetitions the dog learned to associate the bell 

with the meat powder. Finally the ringing sound caused the salivation. The response 

of the dog over the sound, now mentally linked to the feeding time, is called 

conditioned response (CR) (Solomon et al. 1999, 66). 
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According to Solomon et al. (1999, 66), the basic form of classical conditioning is 

primarily associated with responses controlled by the autonomic (e.g. salivation) and 

nervous (e.g. eye blink) systems. This means that classical conditioning focuses on 

visual and olfactory cues that induce, for example, hunger or sexual arousal. In 

general, when these certain cues are continually paired with conditioned stimuli (e.g. 

brand names) consumers may learn for example to feel thirsty when later exposed to 

a beverage brand cue. 

There are three basic concepts that are fundamental to classical conditioning: 

repetition, stimulus generalisation, and stimulus discrimination. Repetition increases 

the strength of association between the conditioned stimulus (CS) and unconditioned 

stimulus (UCS). It also decelerates the process of forgetting. However, when a 

product is overexposed in the market the effects of prior conditioning can start to 

reduce until they finally disappear. This phenomenon is called extinction or 

marketing wearout (Schiffman et al. 2008a, 189). 

Stimulus generalization refers to the ability of stimuli similar to the conditioned 

stimulus (CS) to evoke similar conditioned responses. In his research, Pavlov 

noticed that the dogs would, in some cases, salivate when they heard noises 

resembling a bell. In the same way, people react to stimuli similar to the original 

stimulus showing the same paired conditioned response. Stimulus discrimination 

refers to a situation when a stimulus similar to the CS is not followed by a UCS. In 

this kind of situations, responses are weakened with high risk of disappearing 

(Solomon et al. 1999, 66).  

 

 

 

 

Operant conditioning  
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Solomon et al. (1999, 67) describe that operant conditioning, also known as 

instrumental conditioning, occurs as the person learns to perform behaviours that 

produce positive outcomes and to avoid those that yield negative outcomes. 

Whereas in classical conditioning responses are involuntary and quite simple, 

responses in instrumental conditioning are made deliberately to obtain something in 

exchange. While classical conditioning is useful for explaining how consumers learn 

simple behaviours, instrumental conditioning is useful in explaining more complex 

goal-directed behaviours (Schiffman et al. 2008-a, p. 193). The desired behaviour 

may be learned over a period of time as intermediate actions are rewarded in a 

process called shaping. While classical conditioning involves the close pairing of two 

stimuli, operant conditioning occurs as the result of a rewarding the individual after 

the desired behaviour. This takes place over a period in which a variety of other 

behaviours are attempted and then abandoned because they were not reinforced 

(Solomon et al. 1999, 67).  

According to Solomon et al. (1999, 67), there are three ways in which operant 

conditioning can occur: positive reinforcement, negative reinforcement, and 

punishment. Positive reinforcement refers to delivering a reward after the desired 

behaviour is performed encouraging the learning of the appropriate response. The 

second one, negative reinforcement, also strengthens responses so that appropriate 

behaviour is learned. In punishment a response is followed by unpleasant events 

which aim at teaching individuals to perform the desired behaviour in order to avoid 

the negative effects. The negative results previously mentioned teach people not to 

repeat undesired behaviours. Positive and negative reinforcement strengthen the 

future linkage between a response and an outcome because of the pleasant 

experience. These specific ties may be weakened under conditions of both 

punishment and extinction (Solomon et al. 1999, 68). 

A central factor in operant conditioning is the set of schedules by which 

reinforcement is given for appropriate behaviour. The schedules determine how 

often reinforcement is delivered; it can be done according to a fixed-interval, 

variable-interval, fixed-ratio, or variable-ratio. Determining which one is the most 

effective schedule for reinforcement is of high importance for marketers since it is 
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directly related to the amount of resources and effort dedicated to rewarding 

consumers with the objective of conditioning the desired behaviours (Solomon et al. 

1999, 69). 

Solomon et al. (1999, 69) state that in fixed-interval schedule reinforcement is 

delivered after a specified period has passed. In such conditions, individuals usually 

respond slowly immediately after the reinforcement but their responses speed up as 

the time for the next reinforcement approaches. In variable-interval schedule 

reinforcement is delivered after a period of time that varies around some average. 

This means that people do not precisely know when to expect reinforcement, thus 

responses are therefore performed at a consistent rate. 

When reinforcement is delivered after a fixed number of responses, the schedule is 

called fixed-ratio. This schedule motivates people to continue performing the same 

behaviour over and over again. In turn, variable-ratio is when the person gets 

reinforced after a certain number of responses, but the consumer does not know 

how many responses are required. In this kind of situations people tend to respond 

at very high and steady rates. This type of conditioning is very effective as the 

behaviour is very difficult to modify (Solomon et al. 1999, 69). 

Pavlovôs early work on dogs was known as classical conditioning. Pavlov discovered 

that when dogs were fed meat powder they salivated. Pavlov then discovered that if 

a bell were rung before the dogs were fed, the dogs would begin salivating 

in anticipation of being fed (this was efficient, since they could then begin digesting 

the meat powder immediately). Pavlov then found that after the meat had been 

"paired" with the meat powder enough times, Pavlov could ring the 

bell without feeding the dogs and they would still salivate. 

In the jargon of classical conditioning, the meat powder was an unconditioned 

stimulus (US) and the salivation was, when preceded by the meat powder, 

anunconditioned response (UR). That is, it is a biologically "hard-wired" response to 

salivate when you are fed. By pairing the bell with the unconditioned stimulus, the 

bell became a conditioned stimulus (CS) and salivation in response to the bell (with 

no meat powder) became a conditioned response (CR). 
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Many modern day advertisers use classical conditioning in some way. Consider this 

sequence: 

 

Operant conditioning. Instrumental, or operant, conditioning, involves a different 

series of events, and this what we usually think of as learning. The general pattern 

is: 

 

There are three major forms of operant learning. In positive reinforcement, an 

individual does something and is rewarded. He or she is then more likely to repeat 

the behavior. For example, you eat a candy bar (behavior), it tastes good 

(consequence), and you are thus more likely to eat a similar candy bar in the future 

(behavioral change). 
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Punishment is the opposite. You eat what looks like a piece of candy (behavior), only 

to discover that it is a piece of soap with a foul taste (consequences), and 

subsequently you are less likely to eat anything that looks remotely like that thing 

ever again (changed behavior). 

It should be noted that negative reinforcement is very different from punishment. An 

example of negative reinforcement is an obnoxious sales person who calls you up on 

the phone, pressuring you into buying something you donôt want to do (aversive 

stimulus). You eventually agree to buy it (changed behavior), and the sales person 

leaves you alone (the aversive stimulus is terminated as a result of consequences of 

your behavior). 

In general, marketers usually have relatively little power to use punishment or 

negative reinforcement. However, parking meters are often used to discourage 

consumers from taking up valuable parking space, and manufacturers may void 

warranties if the consumers take their product to non-authorized repair facilities. 

Several factors influence the effectiveness of operant learning. In general, thecloser 

in time the consequences are to the behavior, the more effective the learning. That 

is, electric utilities would be more likely to influence consumers to use less electricity 

at peak hours if the consumers actually had to pay when they used electricity (e.g., 

through a coin-slot) rather than at the end of the month. Learning is also more likely 

to occur when the individual canunderstand a relationship between behavior and 
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consequences (but learning may occur even if this relationship is not understood 

consciously). 

Another issue is schedules of reinforcement and extinction. Extinction occurs when 

behavior stops having consequences and the behavior then eventually stops 

occurring. For example, if a passenger learns that yelling at check-in personnel no 

longer gets her upgraded to first class, she will probably stop that behavior. 

Sometimes, an individual is rewarded every time a behavior is performed (e.g., a 

consumer gets a soft drink every time coins are put into a vending machine). 

However, it is not necessary to reward a behavior every time for learning to occur. 

Even if a behavior is only rewarded some of the time, the behavior may be learned. 

Several different schedules of reinforcement are possible: 

¶ Fixed interval: The consumer is given a free dessert on every Tuesday when he or 

she eats in a particular restaurant. 

¶ Fixed ratio: Behavior is rewarded (or punished) on every nth occasion that it is 

performed. (E.g., every tenth time a frequent shopper card is presented, a free 

product is provided). 

¶ Variable ratio: Every time an action is performed, there is a certain percentage 

chance that a reward will be given. For example, every time the consumer enters the 

store, he or she is given a lottery ticket. With each ticket, there is a 20% chance of 

getting a free hamburger. The consumer may get a free hamburger twice in a row, or 

he or she may go ten times without getting a hamburger even once. 

Variable ratio reinforcement is least vulnerable to extinction. 

Sometimes, shaping may be necessary to teach the consumer the desired behavior. 

That is, it may be impossible to teach the consumer to directly perform the desired 

behavior. For example, a consumer may first get a good product for free (the product 

itself, if good, is a reward), then buy it with a large cents off coupon, and finally buy it 

at full price. Thus, we reinforceapproximations of the desired behavior. Rather than 

introducing Coca Cola directly in Indonesia, fruit flavored soft drinks were first 

introduced, since these were more similar to beverages already consumed. 
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Vicarious learning. The consumer does not always need to go through the learning 

process himself or herselfðsometimes it is possible to learn fromobserving the 

consequences of others. For example, stores may make a big deal out of 

prosecuting shop lifters not so much because they want to stop that behavior in the 

those caught, but rather to deter the behavior in others. Similarly, viewers may 

empathize with characters in advertisements who experience (usually positive) 

results from using a product. The Head ónô Shoulders advertisement, where a poor 

man is rejected by women until he treats his dandruff with an effective cure, is a 

good example of vicarious learning. 

Memory ranges in duration on a continuum from extremely short to very long 

term.  Sensory memory includes storage of stimuli that one might not actually notice 

(e.g., the color of an advertisement some distance away).  For slightly longer 

duration, when you see an ad on TV for a mail order product you might like to buy, 

you only keep the phone number in memory until you have dialed it.  This is known 

as short term memory.  In order for something to enter intolong term memory, which 

is more permanent, you must usually ñrehearseò it several times.  For example, when 

you move and get a new phone number, you will probably repeat it to yourself many 

times.  Alternatively, you get to learn your driverôs license or social security numbers 

with time, not because you deliberately memorize them, but instead because you 

encounter them numerous times as you look them up. 

Several techniques can be used to enhance the memorability of information.  

ñChunkingò involves rearranging information so that fewer parts need to be 

remembered.  For example,  consider the phone number (800) 444-1000.  The eight 

digits can be more economically remembered as an 800 number (1 piece), four 

repeated 3 times (2 pieces), and 1000 (1-2 pieces).  ñRehearsalò involves the 

consumer repeating the information over and over so that it can be remembered; this 

is often done so that a phone number can be remembered while the ñmemoreeò 

moves to the phone to dial it.  ñRecirculationò involves repeated exposure to the 

same information; the information is not learned deliberately, but is gradually 

absorbed through repetition.  Thus, it is to the advantage to a marketer to have an 

advertisement repeated extensivelyðespecially the brand name.  ñElaborationò 
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involves the consumer thinking about the objectðe.g., the product in an 

advertisementðand thinking about as many related issues as possible.  For 

example, when seeing an ad for Dole bananas, the person may think of the color 

yellow, going to the zoo seeing a monkey eating a banana, and her grandmotherôs 

banana-but bread.  The Dole brand name may then be activated when any of those 

stimuli are encountered. 

Memories are not always easily retrievable.  This could be because the information 

was given lower priority than something elseðe.g., we have done a lot of things 

since last buying a replacement furnace filter and cannot remember where this was 

bought last.  Other times, the information can be retrieved but is not readily 

ñavailableòðe.g., we will be able to remember the location of a restaurant we tried 

last time we were in Paris, but it may take some thinking before the information 

emerges. 

ñSpreading activationò involves the idea of one memory ñtriggeringò another one.  For 

example, one might think of Coke every time one remembers a favorite (and very 

wise) professor who frequently brought one to class.  Coke might also be tied a 

particular supermarket that always stacked a lot of these beverages by the entrance, 

and to baseball where this beverage was consumed after the game.  It is useful for 

firms to have their product be activated by as many other stimuli as possible. 

There are numerous reasons why retrieval can fail or, in less fancy terms,  how we 

come to forget.  One is decay.  Here, information that is not accessed frequently 

essentially ñrustsò away.  For example, we may not remember the phone number of 

a friend to whom we have not spoken for several months and may forget what brand 

of bullets an aunt prefers if we have not gone ammunition shopping with her lately.  

Other times, the problem may rest in interference.  Proactive interference involves 

something we have learned interfering with what we will late later.  Thus, if we 

remember that everyone in our family always used Tide, we may have more difficulty 

later remembering what other brands are available.  You may be unable to 

remember what a new, and less important, friendôs last name is if that person shares 

a first name with an old friend.  For example, if your best friend for many years has 
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been Jennifer Smith, you may have difficulty remembering that your new friend 

Jenniferôs last name is Silverman.  In retroactive interference, the problem is the 

reverseðlearning something new blocks out something old.  For example, if you 

once used WordPerfect than then switched to Microsoft Word, you may have trouble 

remembering how to use WordPerfect at a friendôs houseðmore so than if you had 

merely not used any word processing program for some time. 

Memorability can be enhanced under certain conditions.  One is more likely to 

remember favorableðor likable stimuli (all other things being equal).  Salienceðor 

the extent to which something is highly emphasized or very clearly evidentð

facilitates memory.  Thus, a product which is very visible in an ad, and handled and 

given attention by the actors, will more likely be 

remembered.  Prototypicality involves the extent to which a stimulus is a ñperfectò 

example of a category.  Therefore, people will more likely remember Coke or 

Kleenex than competing brands.  Congruence involves the ñfitò with a situation.  

Since memory is often reconstructed based on what seems plausible, something 

featured in an appropriate settingðe.g., charcoal on a porch next to a grill rather 

than in a garage or kitchenðis more likely to be remembered (unless the 

incongruence triggers an elaborationðlife is complicated!)  Redundancies involve 

showing the stimulus several times.  Thus, if a given product is shown several places 

in a houseðand if the brand name is repeatedðit is more likely to be remembered. 

Priming involves tying a stimulus with something so that if ñthat somethingò is 

encountered, the stimulus is more likely to be retrieved.  Thus, for example, when 

one thinks of anniversaries, the Hallmark brand name is more likely to be activated.  

(This is a special case of spreading activation discussed earlier). 

A special issue in memory are so called ñscripts,ò or procedures we remember for 

doing things. Scripts involve a series of steps for doing various things (e.g., how to 

send a package).  In general, it is useful for firms to have their brand names 

incorporated into scripts (e.g., to have the consumer reflexively ask the pharmacist 

for Bayer rather than an unspecified brand of aspirin). 
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Positioning involves implementing our targeting.  For example, Apple Computer has 

chosen to position itself as a maker of user-friendly computers.  Thus, Apple has 

done a lot through its advertising to promote itself, through its unintimidating icons, 

as a computer for ñnon-geeks.ò  The Visual C software programming language, in 

contrast, is aimed a ñtechies.ò 

Repositioning involves an attempt to change consumer perceptions of a brand, 

usually because the existing position that the brand holds has become less 

attractive.  Sears, for example, attempted to reposition itself from a place that offered 

great sales but unattractive prices the rest of the time to a store that consistently 

offered ñeveryday low prices.ò  Repositioning in practice is very difficult to 

accomplish.  A great deal of money is often needed for advertising and other 

promotional efforts, and in many cases, the repositioning fails. 

APPROACHES TO CONSUMER LEARNING 

There are two approaches to the study of learning, viz., the behavioral approach to 

learning, and the cognitive approach to learning. According to the behavioral 

theorists, learning takes place in response to events/happenings in a personôs 

external environment.  

On the other hand, the cognitive theorists believe that learning takes place as a 

result of a personôs conscious and deliberate information processing and storage 

activity.  

Cognitive theorists believe that a personôs learning is a complex mental process. It 

takes place as a result of a conscious and deliberate information processing and 

storage activity that takes place within living beings. Living beings make active use of 

creativity, insight, and information processing to solve issues and problems. The 

focus of cognitive theorist is on the ñthinkingò rather than the ñdoingò of the behavioral 

scientists. One of the main proponents of this theory is Edward Tolman, who 

conducted a series of experiments on rats, and finally came up with his findings. In 

terms of consumer learning, any kind of extensive problem solving, on the part of the 

consumer, is cognitive and would be included under this approach. This would 
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include gathering, processing and interpreting information; storing it in memory; and 

final retrieval when required. According to the cognitive theorists, response towards 

stimuli are not always reflexive and automatic, or out of pure conditioning; there is 

much beyond pure reflex or conditioning. A living being, animal/human being 

perceives a stimulus (object/situation/person./event) in a particular manner; on the 

basis of his perception, he assigns meanings and corresponding responses to the 

stimulus; a set of expectations about the outcome are also generated. The living 

entity begins to associate a cue with an expectation and memorizes this relationship; 

this leads to learning. A cognitive structure of this relationship is formed in the 

memory and is preserved it until it needs to be retrieved in future; learning based on 

this mental activity is called cognitive learning. Tolman established this relationship 

between environmental cues and expectations, based on the experiments that he 

conducted on white rats. A special T-maze was designed, and the white rats were 

taught to obtain food in the maze. To start with, Tolman kept food in the right corner 

of the T maze; a white rat was put in the maze, and was trained to turn right to obtain 

the food. A relationship between the cue (food: smell of food) and the expectation 

(appropriate movement would lead to the food) was established. Thereafter, Tolman 

changed the position of the art and started him from the opposite part of the maze. 

According to the past conditioning (instrumental conditioning, RŸS), the rat should 

have turned right, but instead it moved in the direction where the food was kept. The 

rat has learnt to move through the maze with a motive and direction, towards the 

food (goal), and a connection was built between the stimulus and the 

stimulus (SŸS). The rat had not only learnt to form an association between the cue 

and the expectation, (i.e., the smell of the food acted as the cue; and the right 

movement across the maze to obtain it, was the response), but he had also 

memorized this association. As the association between the cue and the expectancy 

was strengthened, learning occurred. So Tolmanôs approach to learning could be 

explained as: - stimulus leads to another stimulus (or S-S) - the association between 

the cue and the expectancy leads to learning; behavior is goal directed. Cognitive 

learning focuses on the gathering and processing of information, storage in memory 

and final retrieval of knowledge from a personôs memory. A person first gathers 
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information and then processes it. This information gathering and processing 

depends on the complexity of information as well a personôs cognitive ability. 

Cognitive ability differs from person to person, so does imagery. Imagery is a 

perceptual process that enables formation of mental images within a person; these 

images relate to a stimulus and influence a personôs ability to recall information. 

Once the information has been processed, a person organizes it by associating it 

with various other cues, and creates mental images, and finally stores it in his 

memory.  

Memory involves the process of gathering, processing and storing information over 

time so that it will be available when required. As and when required to solve 

problems, he retrieves this information from his memory. The process is continuous; 

on a regular basis, the person is confronted with new inputs that he integrates with 

the existing knowledge that he already has in his memory; this may require 

addition/deletion/modification of existing information. In terms of consumer behavior, 

-consumers are exposed to information about new product/services or changes in 

existing products/services on a day to day basis; marketers also constantly update 

them about their brands like the attributes, features, price, and comparison with other 

brands etc. In fact, consumers are informed about any change that is bought about 

in any of the 4Ps; viz., product attributes, benefits, features, price, discounts, 

availability etc. The consumer also forms mental images about the various brands 

through imagery, which leads to easy recall later on. Once the consumer receives 

this information, he integrates this information with the existing knowledge that he 

has stored in his memory, and would retrieve this information as and when he wants 

to solve a problem or satisfy a need through purchase and usage of a 

product/service. Let us elaborate a little more on memory. Individuals store the 

knowledge that they gather and process in a storage house, which is referred to as 

memory. The knowledge remains preserved her, gradually getting updated/modified 

as and when newer inputs are received. When faced with a problem, this information 

is recalled for problem solving. Information processing and storage occurs in varying 

degrees and stages depending upon (a) an individualôs interest and the relevance for 

a knowledge input, (b) information complexity, (c) as well as his cognitive ability. As 
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information storage occurs in stages, and an individual moves from mere attention to 

comprehension to rehearsal to elaborative rehearsal, there are said to be separate 

storage house in the memory, viz., a sensory store, a short-term store, and a long-

term store. As and when processing takes place, the input moves from one storage 

house into another.  

-Sensory memory: This is the first storage house. The information that is received 

from the senses is stored for a very short duration here, just long enough for 

perceptual interpretation to take place. Information processing is very shallow in this 

stage and the capacity of the storage house is limited. In case a person gives 

attention to the information input, it is transmitted to the short-term memory. - Short 

term memory store: Also called working memory, this is the second storage house. 

Information processing takes place here, and the input is analyzed and assigned 

meaning here. However, information is held in store for a brief period only. Also, 

there is a limited capacity to the amount of memory that can be processed at a time. 

As our senses are continuously being exposed to new stimuli, and are always 

interpreting it, the shortterm memory could quickly become overloaded. Only those 

stimuli which are of relevance and interest to the person would be retained for further 

processing and storage. Movement of information from short-term to long-term 

depends on rehearsal. If a person fails to rehearse an input, repeat it or create 

mental images of it, it would get lost in short-term memory and no longer move to 

long-term memory. It is only if the information input undergoes rehearsal, that it 

would be transferred to the long-term memory store. Rehearsal, is a process that 

entails a silent repetition of information in the mind, through encoding. Encoding is a 

process by which a sign, symbol, name or word is used to represent the stimuli or 

the information. - Long term memory store: This is the storage house where 

information is retained for relatively longer period of time. The information that is 

rehearsed in the short-term memory is finally transmitted to the long-term memory 

for storage and retrieval. The long-term memory has an unlimited capacity. 

Information is stored in the long-term memory, episodically (in sequential order, as 

and when its is acquired one after the other) or semantically (as per the relevance 

and significance); while a person may forget some of the inputs that he has received 



 

FDDI/ FSBM/ SLB/ CB/150115 Page 87 
 

 

within a short span, he has a capacity to recall it later on; also, some information 

input may last for years and years; Similar to rehearsal in the short-term memory, is 

a process called elaborative rehearsal in the long-term memory. Some inputs are 

stored in the long-term memory using elaborative rehearsal. Elaborative rehearsal is 

a process of evaluating information input for comprehension and meaning, and 

storing it in long-term memory. This comprehension may be subjective and vary from 

person to person as it is based on a personôs background, demographics, 

pschychographics etc. The process also includes the creation of associations 

between the cues, and bits of information. The total set of associations that is 

created is known as the schema. Factors that can affect a consumer's ability to 

process, store and retrieve knowledge are familiarity with the information, relevance 

of the information, interest in the information, the form in which it is provided etc. As 

and when a person is exposed to information, the new information gets integrated to 

the existing organized knowledge in a personôs memory; this process is referred to 

as activation. The organized knowledge in a person memory about a domain is 

known as an associative network. It is referred to as an ñassociative networkò as 

activating one node tends to activate other nodes which further activate other nodes 

and so on.  

Information remains in the long-term memory but also keeps on getting updated as 

new information gets integrated into memory (activation), and enlarges the 

associative network. Another related concept that needs mention here is scripts. The 

information that is stored in our memory gets organized around different types of 

events or situations or episodes; this is referred to as a script. Information is retained 

in the long-term memory. The ability to retain depends much on the cognitive ability 

and retention power of the person himself. Apart from this, retention is also affected 

by the nature of the information and its processing. So are factors like time, i.e., time 

lapsed time since exposure to information. Information gets retrieved when a person 

faces a problem and needs to solve it. The process by which a person recovers 

information from long-term storage is called retrieval. This generally happens when a 

person faces a problem and needs to solve it. In retrieval, information is accessed 

from long-term memory; it is affected by, physiological factors (ability of the 
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individual), familiarity and relevance of the information input, situation, ambience and 

environment, moods and emotions etc. In terms of consumer behavior: - A person 

watches an advertisement for a brand (sensory memory). When he pays attention to 

the advertisement, it moves to his short-term memory. The inputs are processed 

here in the short-term memory, and if it is found to be of relevance and interest, it 

moves to the long-term memory. The inputs could relate to the brand name, sign or 

logo, symbol, features, attributes, price, celebrity endorsing it, the message content, 

the jingle and the music etc. On the other hand, if the consumer lacks relevance and 

interest for the product, the information input would be scrapped off and forgotten. 

Many a times, a consumer also faces a clutter, in terms of being exposed to too 

many stimuli at the same time. This amounts to an information overload, and here, a 

person uses his discretion as to whether to retain it or let it go. Once the person 

decides to retain it, he rehearses it within himself mentally, by forming images and 

associating the cues related to it (rehearsal); it is then that the information moves 

into long term memory. He may also evaluate the information for better 

comprehension (elaborative rehearsal). The total set of associations that a consumer 

forms within himself is known as the schema. 

Information remains in the long-term memory but also keeps on getting updated as 

new information gets integrated into memory (activation), and enlarges the 

associative network. The information that is stored in our memory gets organized 

around different types of events or situations or episodes; and gets to be called as a 

script. The consumer retains the information in his long-term memory. The ability to 

retain depends much on the cognitive ability. Apart from this, retention is also 

affected by other factors. The more an information input relates to a personôs need, 

interest, relevance, familiarity, experience, demographic and psychographic 

background etc., the more likely it is to be remembered. Also the personsô ability to 

rehearse and repeat information is an aid to retention. So are factors like time, i.e., 

time lapsed time since exposure to information. The consumer would retrieve the 

information when a need arises and he wants to it buy a product to satisfy the need 

and solve a problem. As explained in consumer decision making, a lot of information 

search (while problem solving/decision making) is internal, when the consumer 
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retrieves a lot of information from his memory. He also searches a lot of information 

externally, that add up to his associative network where one node would tend to 

activate other nodes and help retrieval. Retrieval of information is assisted by cues, 

which may be self generated or external, and may take forms of images, sounds, 

shapes, colors, smells, etc. Marketing strategies can be used to create a feeling of 

nostalgia and affect instant recall. 

Factors that can affect a consumer's ability to process, store and retrieve knowledge 

are familiarity with the information, relevance of the information, interest in the 

information, the form in which it is provided etc. Implications for a marketer: In terms 

of consumer behavior: Any kind of extensive problem solving, on the part of the 

consumer, is cognitive. There can be sources of product information, internal and 

external; Internally, the consumer has memories of his past experiences, as well as 

knowledge that he has gained from his family, friends, peers, as well as the word-of-

mouth. Externally, he collects information that is provided by the marketer in the form 

of advertisements, salespersons as well as product packaging and labeling, point-of-

purchase stimuli, etc. Consumers should be exposed to information about new 

product/services or changes in existing products/services on a day to day basis; 

marketers also constantly update them about their brands like the attributes, 

features, price, and comparison with other brands etc. Consumers store information 

and retrieve it later on. Factors that affect storage, retention and retrieval are 

physiological factors (ability of the individual), familiarity and relevance of the 

information input, situation, ambience and environment, moods and emotions etc. 

Consumers tend to remember product/service categoryôs which they find to be of 

relevance as it pertains to a need benefit. Familiarity with a product/service category 

also leads to faster attention, processing, storage and retrieval. They also remember 

the benefits that are provided by a product/service rather than its attributes and 

features. Retrieval of information is also assisted by cues, which may be self 

generated or external, and may take forms of images, sounds, shapes, colors, 

smells, etc. Marketing strategies can be used to create a feeling of nostalgia and 

affect instant recall. Information is stored semantically or visually; Visual always 

gains over semantics; Information that is spread through images, pictures, and audio 
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visual cues is more easily stored and retrieved than the information that is verbally or 

through reading, speaking and writing. Involvement Theory: Based on the cognitive 

theory, the involvement theory stems out from the body of research referred to as the 

split-brain theory or hemispherical lateralization. According to the split-brain theory, 

the human brain can be divided into the right and left hemispheres, each of which 

ñspecializesò with different kinds of information. The right side is emotional, intuitive, 

metaphoric and impulsive; it concerns itself more with non-cognitive, non-verbal, 

pictorial (images, colors) and audio-visual information; it deals more with situations of 

low-involvement and passive learning, where lesser information evaluation is 

required. The right brain processing falls in line with classical conditioning, and the 

person learns via repetition, eg. an advertisement being repeated on TV. The left 

side of the brain is rational, logical and realistic; it concerns itself with cognitive 

information in form of alphabets, letters and words in print; it deals with cognitive 

activities like reading, speaking and writing; it concerns itself more with situations of 

high-involvement and active learning, where more of cognition is required. The left 

brain processing is very cognitive, and learning is via the print media. The 

involvement theory has implications for selection of a media strategy: - Non-verbal 

and pictorial cues trigger right brain processing, and impact recall and familiarity. 

With involvement being low; people passively process and store nonverbal, pictorial 

information. TV being an audio-visual medium, TV watching is regarded as a right-

brain activity, and a low-involvement medium. - Verbal or cognitive cues trigger left 

brain processing and impact evaluation, recall and familiarity. With involvement 

being high; people passively process and store verbal and written information. Print 

media (i.e. newspapers, magazines, journals, brochures etc) is  

regarded as a high-involvement media, and reading and comprehending is regarded 

as a left-brain activity.  

In terms of consumer behavior it implies that: - If a person resorts to information 

processing for purchasing a product then he is considered to be high on 

involvement; If not, he is said to be low on involvement. - For low-involvement 

purchases, marketing communication through TV is the right media; consumers 

learn via repetition, i.e. exposure to the same message over TV again and again. On 
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the other hand, in cases of high-involvement purchases, the print media acts as right 

choice while selection of media. The consumer has access to information in print 

form, where he can go through the information again and again and process it better 

for product/brand evaluation and choice. Assessment of the theory: The involvement 

theory, in particular the split-brain theory has been critically assessed by 

researchers. Critics argue that the processing of information takes place together 

and the two sides of the brain do not act independently. In fact, some people have 

the ability to use both the right and left hemispheres together, and they are 

integrated processors. It is also been argued that despite hemispherical 

specialization, both the right and the left sides of the brain are capable of both kinds 

of involvement, high and low; the left side of the brain specializes in high and low 

cognition, the right side in high and low affect. Nevertheless, three theories emerge 

from within the cognitive theories, especially with reference to high and low 

involvement purchase situations, viz., central and peripheral routes to persuasion 

theory, elaboration likelihood model and the social judgment theory. These have 

been discussed in the next section. 

The theory has practical implications for the content/context and presentation of both 

print and television advertisements. Non-verbal and pictorial cues trigger right brain 

processing, and impact recall and familiarity. With involvement being low; people 

passively process and store nonverbal, pictorial information. TV being an audio-

visual medium, TV watching is regarded as a right-brain activity, and a low-

involvement medium. Implications for a marketer: Verbal or cognitive cues trigger left 

brain processing and impact evaluation, recall and familiarity. With involvement 

being high; people passively process and store verbal and written information. Print 

media (i.e. newspapers, magazines, journals, brochures etc) is regarded as a high-

involvement media, and reading and comprehending is regarded as a left-brain 

activity. i) Route to Persuasion Theory: The theory holds that consumers attach a 

degree of relevance to a purchase situation, which could take the form of a high 

involvement purchase or a low involvement purchase; consumers put in a lot of effort 

in information gathering, processing and storage when the situation is one of high 

involvement; the amount of cognitive effort that is put is much more when a purchase 
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is of relevance to them and the involvement is high. This is in contrast to situations of 

low involvement, where the purchase is of low relevance, and therefore, information 

processing and evaluation is much low. Thus, the central route to persuasion, works 

in case of high involvement purchase situations, and the peripheral route to 

persuasion, works in case of low involvement purchases. Drawing a parallel from the 

right split-brain theory and from high and low involvement media strategy, the central 

route basis itself on cognition, rationality and logic, verbal cues and print media. The 

peripheral route, on the other hand, basis itself on affect, emotions and intuition, non-

verbal cues and the audio-visual media. 

The central route to persuasion operates in cases of high involvement purchases; 

High involvement purchases require cognitive processing, thus the marketer needs 

to design his message based on logic and rationality. The product attributes, 

features and benefits as well as the USPs need to be focused upon; the marketer 

could also address comparative analysis with other brands in terms of value 

(comparative advertisements). The media to choose from is the print. On the other 

hand, the peripheral route to persuasion operates in cases of low involvement 

purchases, which do not require cognitive processing, as consumers are less 

motivated to think. The marketer could get away with advertisements based on 

emotional appeals, social appeals, fun, fantasy and humor. The media to choose 

from is the audio visual, TV with colours, jingles and celebrities. ii) Elaboration 

Likelihood Model: The Elaboration Likelihood Model bases itself in line with what has 

been said about high and low involvement as well as the route to persuasion theory. 

According to the theory, the degree of relevance that a person attaches or the level 

of involvement that a person holds, determines which route to persuasion would be 

more effective; in cases of highinvolvement, where a consumer would put in more 

cognitive effort, he would follow the central route to persuasion and focus on the 

message content; on the other hand, in cases of low involvement, he would follow 

the peripheral route to persuasion and focus on the message context, background, 

scenery and music. 

In terms of relevance for a marketer, for high involvement, where the central route to 

persuasion works, the focus should on the message content, logic and arguments; 
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the arguments should suggest product attributes and be highly cognitive; For low 

involvement, where the peripheral route to persuasion works, the focus should be on 

the celebrity spokesperson, message context, and highly visual and symbolic 

advertisements: background, scenery and music. Also comparative advertisements 

(where product attributes and features are compared with other brands) are 

processed centrally. iii) Social Judgment Theory: Here again, the belief is that it is 

the degree of involvement that determines how an individual would process 

information; when faced with alternatives, people who are highly involved with an 

issue/object/person/situation/product, will accept very few alternative opinions. Such 

people are they are said to possess narrow latitude of acceptance and wide latitude 

of rejection. Because of this, highly involved individuals will be assimilating in nature, 

i.e., they would readily interpret and accept a message that is in line with and 

congruent with what they believe in and what they support (assimilating effect). They 

would also negate opinions that are not congruent (contrasting effect). On the other 

hand, persons who are low on involvement, will accept opinions and arguments both 

for and against, and would possess wide latitude of acceptance, and also wide 

latitude of non-commitment. 

The Cognitive theory, contributes to the understanding of consumer behavior. 

Cognitive learning focuses on the gathering and processing of information, storage in 

memory and final retrieval of knowledge from a personôs memory. Consumers store 

information and retrieve it later on. Consumers tend to remember product/service 

categoryôs which they find to be of relevance and familiarity. Retrieval of information 

is also assisted by cues, which may be self generated or external, and may take 

forms of images, sounds, shapes, colors, smells, etc. The involvement theory and 

the related contributions viz., route to persuasion, elaboration likelihood model, and 

the social judgment theory, provide insights into high and low involvement purchases 

and the selection of media. If a person resorts to information processing for 

purchasing a product then he is considered to be high on involvement; If not, he is 

said to be low on involvement. For low-involvement purchases, marketing 

communication through TV is the right media; consumers learn via repetition, i.e. 

exposure to the same message over TV again and again. On the other hand, in 
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cases of high-involvement purchases, the print media acts as right choice while 

selection of media. 

Involvement Theory 

Involvement theory developed from research into hemispherical lateralization or split-

brain theory. 

a) The premise is that the right and left hemispheres of the brain specialize in the 

kinds of information they process. 

b) The left hemisphere is responsible for cognitive activities such as reading, 

speaking, and attribution information processing. 

c) The right hemisphere of the brain is concerned with nonverbal, timeless, pictorial, 

and holistic information. 

2.7.1 Involvement Theory and Media Strategy 

Individuals passively process and store right-brain information. 

a) Because it is largely pictorial, TV viewing is considered a right hemisphere activity. 

b) Passive learning was thought to occur through repeated exposures to low-

involvement information. 

i) TV commercials were thought to produce change in consumer behavior before it 

changed consumer attitudes. 

c) The left hemisphere is associated with high-involvement information. 

i) Print media (newspapers and magazines) are considered left hemisphere or high-

involvement activity. 

Right-brain theory is consistent with classical conditioning and stresses the 

importance of the visual component of advertising. 

d) Recent research suggests that pictorial cues help recall and familiarity, although 

verbal cues trigger cognitive functions, encouraging evaluation. 
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e) The right-brain processing theory stresses the importance of the visual component 

of advertising, including the creative use of symbols. 

f) Pictorial cues are more effective at generating recall and familiarity with the 

product, although verbal cues (which trigger left-brain processing) generate cognitive 

activity that encourages consumers to evaluate the advantages and disadvantages 

of the product. 

2.7.2 There are limitations to split-brain theory. 

Research suggests the spheres of the brain do not always operate independently of 

each other, but work together to process information. There is evidence that both 

sides of the brain are capable of low- and high-involvement. It does seem the right 

side is more cognitively oriented and the left side more affectively oriented. 

Involvement Theory and Consumer Relevance 

A consumerós level of involvement depends on the degree of personal relevance that 

the product holds for the consumer. 

a) High-involvement purchases are those that are very important to the consumer in 

terms of perceived risk. 

b) Low-involvement purchases are purchases that are no very important to the 

consumer, hold little relevance, and little perceived risk. 

Highly involved consumers find fewer brands acceptable (they are called narrow 

categorizers); uninvolved consumers are likely to be receptive to a greater number of 

advertising messages regarding the purchase and will consider more brands (they 

are broad categorizers). 

2.8 Central and Peripheral Routes to Persuasion 

Central and peripheral routes to persuasionðthe central premise is that consumers 

are more likely to weigh information carefully about a product and to devote 

considerable cognitive effort to evaluating it when they are highly involved with the 

product category and vice versa. 
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a) Use of the central route to persuasion is more effective in marketing for high-

involvement purchases. 

b) The peripheral route to persuasion is more effective for low-involvement 

purchases. 

The elaboration likelihood model (ELM) suggests that a personós level of involvement 

during message processing is the critical factor in determining the most effective 

route of persuasion. 

c) Thus, when involvement is high, consumers follow the central route and base their 

attitudes or choices on the message arguments. 

d) When involvement is low, they follow the peripheral route and rely more heavily on 

other message elements to form attitudes or make product choices. 

The marketing implications of the elaboration likelihood model are clear: 

e) For high-involvement purchases, marketers should use arguments stressing the 

strong, solid, high-quality attributes of their productsðthus using the central (i.e., 

highly cognitive) route. 

f) For low-involvement purchases, marketers should use the peripheral route to 

persuasion, focusing on the method of presentation rather than on the content of the 

message(e.g., through the use of celebrity spokespersons or highly visual and 

symbolic advertisements). 

2.9 Measures of Involvement 

Researchers have defined and conceptualized involvement in a variety of ways 

including ego involvement, commitment, communication involvement, purchase 

importance, extent of information search, persons, products situations, and purchase 

decisions. 

a) Some studies have tried to differentiate between brand involvement and product 

involvement. 
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b) Others differentiate between situational, enduring, and response involvement. 

The lack of a clear definition about the essential components of involvement poses 

some measurement problems. 

c) Researchers who regard involvement as a cognitive state are concerned with the 

measurement of ego involvement, risk perception, and purchase importance. 

d) Researchers who focus on the behavioral aspects of involvement measure such 

factors as the search for and evaluation of product information. 

e) Others argue that involvement should be measured by the degree of importance 

the product has to the buyer. Because of the many different dimensions and 

conceptualizations of involvement, it makes sense to develop an involvement profile, 

rather than to measure a single involvement level. 

2.10 Marketing Applications of Involvement 

Involvement theory has a number of strategic applications for the marketer. f) The 

left-brain (cognitive processing)/right-brain (passive processing) paradigm seems to 

have strong implications for the content, length, and presentation of both print and 

television advertisements. g) By understanding the nature of low-involvement 

information processing, marketers can take steps to increase consumer involvement 

with their ads. 

Measures of Consumer Learning Market share and the number of brand-loyal 

consumers are the dual goals of consumer learning. 

a) Brand-loyal customers provide the basis for a stable and growing market share. 

b) Brands with larger market shares have proportionately larger groups of loyal 

buyers. 

Recognition and Recall Measures 

Recognition and recall tests are conducted to determine whether consumers 

remember seeing an ad, the extent to which they have read it or seen it and can 
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recall its content, their resulting attitudes toward the product and the brand, and their 

purchase intentions. a) Recognition tests are based on aided recall, although recall 

tests use unaided recall. 

b) In recognition tests, the consumer is shown an ad and asked whether he or she 

remembers seeing it and can remember any of its salient points. 

c) In recall tests, the consumer is asked whether he or she has read a specific 

magazine or watched a specific television show, and if so, can recall any ads or 

commercials seen, the product advertised, the brand, and any salient points about 

the product. 

THE ROLE OF MEMORY  

The memory of a person has a central role in the processing of information, and 

therefore it is of great importance for the understanding of cognitive learning. 

Solomon et al. (1999, 75) argue that memory involves acquiring information and 

storing it over time so that it is available when needed. Contemporary approaches to 

the study of memory employ an information-processing point of view. Theorists 

assume that the mind works in some way like a computer; first the data is input, 

processed and output for later use in revised form.  

The memory process consists of three stages: encoding, storage, and retrieval. In 

the encoding stage information is entered in a form that the system recognises. Next, 

the information is integrated with what is already in memory, and then it is stored for 

later use. In the last stage, i.e. retrieval, the person accesses the desired 

information. The memory process is summarized in Figure 3.  

Marketers rely on consumers preserving the information they have learned about 

products and services; trusting that later it will be applied in purchase decisions. 

During the consumer decision-making process, a persons  internal memory is 

combined with external memory, i.e. all the products details on packages in shopping 

lists, to permit brand alternatives to be identified and evaluated (Solomon et al. 1999, 

76).  
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Solomon et al. (1999, 76) affirm that the way information is encoded or mentally 

programmed helps in determining how it will be represented in memory. In 12  

general, incoming information that is associated with other information already stored 

in memory stands a better chance of being retained. For example, brand names that 

are easy to visualize or that are linked to physical characteristics of a product 

category (e.g. WC Duck - toilet bowl cleaner) tend to be more easily retained in 

memory than more abstract brand names.  

Types of memory  

Consumers may process a stimulus simply in terms of its sensorial meaning, i.e. 

colour or shape. When this occurs, the meaning may be activated when the person 

sees, for example, a picture of the stimulus. In some cases individuals may 

experience a sense of familiarity when seeing an ad of a chocolate bar they tasted 

yesterday. However, some information is encoded at a more abstract level through 

semantic associations. Semantic associations refer to symbolic networks residing in 

our memory. The ideas that rich people drive luxury cars or that fashionable woman 

has a handbag by Hermes are examples of semantic associations (Solomon et al. 

1999, 76).  

Episodic memories are those related to events that are relevant to a person. As 

these memories are important to the individual, he or she will have a strong 

motivation to preserve these memories, e.g. couples often have their own songs that 

remind them of their precious moments; the memories that may be triggered upon 

hearing a certain song would be unique for them, but probably meaningless for 

others. Commercials sometimes attempt to activate episodic memories by focusing 

on experiences shared by many people. Recalling the past may have an effect on 

future behaviour. Some especially vivid associations are called flashbulb memories; 

these are usually related to some highly significant event. For example, people may 

remember quite clearly what they were doing when they heard about the destruction 

of the twin towers in the 9/11 attack. 13  

Memory systems  
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As shown earlier, information processing occurs in different stages. According to 

Solomon et al. (1999, 77), there are three distinct memory systems where the 

information is processed: sensory memory, short-term memory (STM) and long-term 

memory (LTM). Each one of them plays an important role in the processing of brand-

related information.  

As Solomon et al. (1999, 77) describe, sensory memory permits the storage of the 

information we receive from our senses, i.e. sight, hearing, taste, smell or touch. 

Information is temporarily stored here lasting at most two seconds. For example, a 

person might walk past a pizzeria and get the aroma of delicious pizza baking inside. 

Although the sensorial perception of the delicious smell would only last for a few 

seconds, it would be long enough for the person to decide whether he or she should 

investigate further. When the information that is stored temporarily in the sensorial 

system captures the attention of the individual, it is processed and stored in the 

short-term memory system. Thus, in order to reach this second stage of memory 

(STM) the information passes through an attention-gate whose key function is to tell 

our brain that further processing is required.  

In short-term memory (STM), information is also stored for a limited period of time, 

and its capacity is limited. The STM system can be regarded as the brain s working 

memory, like the RAM of a computer; it holds the information the person is currently 

processing. The information is stored by combining small pieces into larger ones in a 

process known as ñchunkingò. As defined by Solomon et al. (1999, 77), a chunk is a 

sort of configuration that is familiar to the person and can be manipulated as a unit. 

For example, a brand name can be a chunk that summarizes a large amount of 

detailed information about the brand.  

Long-term memory is the system that allows a person to preserve information for 

longer periods. In order for the information to be transferred from the STM to the 

LTM elaborative rehearsal is required. This process requires that the information 14  

is held long enough in the STM for encoding to take place. When the information is 

encoded it takes the form of an image or word to represent the perceived object 

(Schiffman et al. 2008b, 226). Later, this words or images are related to others that 
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are already present in LTM. The goal of marketers is to assist consumers in this 

encoding process by contriving catchy slogans or jingles that can be easily 

memorized (Solomon et al. 1999, 78).  

Storing of information in memory  

The traditional perspective, known as multiple-store, assumes that short-term 

memory and long-term memory are separate systems. Later research has 

emphasized the interdependence of these two systems, and moved away from the 

distinction between the two types of memory. This new perspective argues that 

different aspects of memory are activated depending on the nature of the processing 

task. This approach is called activation models of memory. The more effort it takes to 

process information (so-called deep-processing), the more likely it is that information 

will be placed in long-term memory. According to activation models, an incoming 

piece of information is stored in an associative network containing many bits of 

related information organized according to some set of relationships (Solomon et al. 

1999, 78).  

Knowledge structures  

Knowledge structures are the storage units of memory. They can be thought as 

complex spiders  webs filled with pieces of information. The information is placed 

into nodes which are connected by associative links within these structures. Similar 

pieces of information are chunked together under a distinct category. New incoming 

information is adhered to the structures that are already present in memory 

(Solomon et al. 1999, 78).  

According to the hierarchical processing model, a message is processed in a 

bottom-up fashion. This means that the processing begins at a very basic level and 

is subject to increasingly complex processing operations that require greater 

cognitive capacity. If the processing at one level fails to evoke the next level, 

processing of the marketing stimuli is terminated, and capacity is allocated to other 

tasks (Solomon et al. 1999, 78).  
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As associative networks are developed, links between nodes are created. For 

example, a consumer might have a network for men s fragrances. Each node 

represents a concept related to the category of fragrances. These nodes can be 

attributes: a specific brand, a celebrity associated with a fragrance s brand, or even 

a related product. A network for men s fragrances might include concepts like the 

names Burberry, Dolce & Gabbana or Issey Miyake, as well as attributes like 

masculine and elegant.  

An individual, when asked to list, for example, men s fragrances, would recall only 

those brands contained in the appropriate category. This evoked group of brands 

forms a consumer s particular evoked set. This set is different for every consumer. 

The goal of a new product entering the market is to position itself as a category 

member in the minds of consumers. In order to accomplish this goal, marketers need 

to provide the right cues that would support their product s placement in the 

appropriate category in consumers  minds (Solomon et al. 1999, 78).  

Spreading activation  

Previously, we mentioned that concepts and attributes are stored in networks within 

individual s brain and that they can be activated when the right cues are present. 

Now, these meanings stored there can be also activated indirectly; in this case, 

energy spreads across nodes of varying levels of abstraction. As one node is 

activated, other nodes associated with it will also be triggered. A meaning thus 

spreads across the whole knowledge network bringing up concepts including 

competing brands and relevant attributes that are used to form attitudes towards the 

brand (Solomon et al. 1999, 78). 16  

The process of spreading activation allows a person to shift back and forth between 

different levels of meaning. The way specific information is stored in memory 

depends on the type of meaning assigned to it. This meaning type will in turn 

determine how and when the meaning is activated. Solomon et al. (1999, 79) argue 

that memory trace for an advertisement could be stored in one or more of the 

following ways:  
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Brand specific: in terms of claims made for the brand.  

Ad-specific: in terms of the medium or content of the ad itself.  

Brand identification: in terms of the brand name.  

Product category: in terms of how the product works, where it should be used, or 

experiences with the product.  

Evaluative reactions: in terms of whether ñthat looks like funò.  

 

Levels of knowledge  

Solomon et al. (1999, 79) define that a person s knowledge is coded at different 

levels of abstraction and complexity. The meaning concepts are individual nodes 

(e.g. elegant, expensive, and beautiful). These nodes can be combined into larger 

units which are called a proposition (also known as a belief). A proposition links two 

nodes together to form a more complex meaning which can serve as a single chunk 

of information. For example, a proposition could be that ñBurberry is a fragrance for 

modern menò. Propositions are in turn linked together to produce a complex unit 

known as a schema. Solomon et al. (1999, 79) define schema as a framework that is 

developed through experience. In turn, schema is defined by Schiffman et al. 

(2008a, 199) as ñthe total package of associations brought to mind when a cue is 

activatedò. The ability to move up and down among levels of abstraction greatly 

increases flexibility and efficiency in the processing of information. Hence young 

children, who do not yet have well-developed schemas, are not able to make 

efficient use of purchase information compared to older children or adults. One type 

of schema that is relevant to consumer behaviour is a 17  

script; which is a sequence of procedures that is expected by a person. Consumers 

learn to expect a certain sequence of events and they may feel uncomfortable if the 

service departs from the script (Solomon et al. 1999, 80).  

Retrieving of information for purchase decisions  
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Retrieval is defined as the process whereby information is accessed from long-term 

memory. People in general have an extensive quantity of information stored in their 

memory that is not necessarily available on demand. Although most of the 

information entered in long-term memory does not vanish, it may be very difficult or 

sometimes impossible to retrieve unless the appropriate cues are present (Schiffman 

et al. 2008a, 201).  

Factors influencing retrieval  

Solomon et al. (1999, 80) define two main factors that influence a person s retrieval 

ability; they are physiological and situational. The physiological factors can be seen 

in the inferior ability that older people present for recalling current memories although 

events that occurred long ago are recalled with great facility. The situational factors 

are related to the environment in which the message is delivered. Recall is enhanced 

when the consumer pays more attention to the message as the whole. Some 

researches have shown that descriptive brand-names are more likely to be 

remembered than those brand-names that do not provide adequate cues as to what 

the product is. The viewing environment of a marketing message can also affect 

recall.  

State-dependant retrieval  

In a process termed state-dependant retrieval, people are able to access information 

if their internal state is identical at the time of recall to what it was when the 

information was learned. This process, also called the mood congruence effect, 

emphasizes the desirability of matching consumer s mood at the time of 18  

purchase to the mood at the time of exposure to advertisement (Solomon et al. 1999, 

80).  

 Familiarity and recall  

According to Solomon et al. (1999, 81), as a general rule, prior familiarity with an 

item enhances its recall. This is one of the basic goals of marketers who are 

constantly trying to create and maintain awareness of their products. The more 



 

FDDI/ FSBM/ SLB/ CB/150115 Page 105 
 

 

experience and knowledge a consumer has of a product, the better the consumer is 

capable to process incoming information related to that product. However, some 

evidence indicates that over-familiarity can result in inferior learning or recall. When 

consumers are highly familiar with a brand or an advertisement, they may pay 

attention to fewer attributes because they do not believe that any additional effort will 

yield a gain in their knowledge.  

 Salience and recall  

The salience of a brand refers to its prominence or level of activation in memory. As 

described earlier, marketing stimuli that stand out in contrast to their environment are 

more likely to receive attention which in turn increases the likelihood of recall. Almost 

any technique that increases the novelty of a stimulus also improves recall. This 

effect also explains why unusual advertising or distinctive packaging has the 

tendency to facilitate brand recall (Solomon et al. 1999, 81).  

Pictorial versus verbal cues  

Several researches give evidence of the superiority of visual memory over verbal 

memory. Nevertheless, this is very difficult to prove since it is not an easy task to 

measure recall of pictures. Still, the available data indicate that information 

presented in pictorial form is more likely to be recognized later. As visual 

advertisement is more likely to be noticed by consumers, it is also more likely to 19  

be remembered. Even though pictorial ads may enhance recall they do not 

necessarily improve comprehension (Solomon et al. 1999, 82).  

Factors influencing forgetting  

It is trivial to assume that companies and their marketers hope that consumers do 

not forget their products. Early memory theorists concluded that memories simply 

vanish due to the passage of time. In a process of decay, the structural changes in 

the brain that were produced by learning simply vanish. Forgetting occurs also due 

to interference; as additional information is learned, it displaces the earlier 

information (Solomon et al. 1999, 82).  
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Solomon et al. (1999, 81) argue that memories can be forgotten in a process called 

retroactive interference; stimulus-response associations will vanish if consumers 

later learn new responses to the same or similar stimuli. The explanation to this 

interference is simple: pieces of information are stored in memory as nodes that are 

interconnected by links, but as new responses are learned some previously stored 

connections may be impossible to retrieve. In turn, in a process known as proactive 

interference earlier learning can interfere with new learning.  

The effect of interference helps to explain problems in remembering brand 

information. For example, consumers have a tendency to organize attribute 

information by brand. Additional attribute information regarding a brand or similar 

brands may limit the person s ability to recall old brand information. Recall may also 

be inhibited if the name of the brand is composed of words of common use; the 

words are competing for remembrance resulting in less retention of brand 

information (Solomon et al. 1999, 82). 

MARKETING APPLICATIONS OF THE LEARNING PROCESS 

Understanding consumer behaviour is an important task for marketers in their 

attempt to offer consumers greater satisfaction. Each individual consumer is 

influenced by his or her perceptions, motivations, learning, attitudes and personality. 

Learning refers to changes in a personôs behavior caused by information and 

experience. Learning can occur through simple associations between a stimulus and 

a response, or as a result to a complex series of cognitive activities. There are two 

basic types of learning ï conditioning (classical conditioning and instrumental 

conditioning) and cognitive learning 

The learning process 

For an even more complete understanding of the mechanism behind the consumerôs 

behaviour, the variable known as the learning is of great importance. It is considered 

that learning is the base of the perception mechanism and of the consumerôs 

motivation to buy or not buy a certain product or service. The learning is essential for 

the process of consuming if we take into account the fact that the buying behaviour 
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is a learnt behaviour. Learning may occur in situation of high involvement (when the 

consumer has reason to learn) or of low involvement (when the consumer is very 

poorly or not at all motivated to learn). 

Learning can represent a noticeable or unnoticeable change in a consumerôs 

behaviour due to the consequences of experience and it leads to the increase of the 

probability that a behavioural act to be repeated. Learning is a constant life time 

process for the consumer by the mean of many categories of activities: responding 

the communications received from the environment, following the example of 

another consumer, making repeated attempts or using logical reasoning. A personôs 

knowledge is improving and changing permanently as the individual is influenced by 

new environmental stimuli, as he learns from past experiences so, in time, the 

consumer might change his behaviour related to a product or a situation of buying or 

consumption. 

The process of learning sometimes happens without any intention of the individuals; 

we can recognize many trademarks, we can reproduce slogans or even hum jingles 

learnt unconsciously for products we do not use and have no interest in. This 

process of casual, unintentional learning is called incidental learning. 

Summary of learning theories 

The learning theories explain the manners by which the consumers learn confronted 

with a large variety of situations. The following learning theories are studied in this 

paper: the classic learning theory, the instrumental learning theory and the cognitive 

learning theory. 

The classical learning theory (classical conditioning) is based on the Pavlov 

repeating principle according to which the automatic responses can be learnt. This 

principle is used especially in the promotional activities based on the idea that 

learning is achieved not only by the repeating of the behavioural act (buying and 

using a product) but also by the repeating of the promotional messages about it. 

In order to make this procedure efficient it is necessary to repeat the stimulus for a 

certain number of times so the response to it to stabilize. The number is determined 
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by the stimulus capacity and the subjectôs receptiveness and motivation. H. Krugman 

sustains, for example, that ñmore than three exposures to a marketing 

communication are wasted. The first exposure creates the awarness of the product, 

the second demonstrates its relevance to the consumer, and the third serves as a 

reminder of the productôs benefitsò. [H.Krugman, Journal of Advertising Research, 

1986] Research proved that, even if there is only one conditioned event, at least 30 

exposures to the stimulus are necessary in order to maximize the effect.{ Blythe, J., 

Comportamentul consumatorului, Editura Teora, Bucure_ti, 1999] On the other hand, 

an over exposure to the same message can be harmful for the marketing efforts, 

meaning that consumers complain quite often about the annoying frequency of an 

advertising that becomes disturbing and even determines aversion against a certain 

trademark or ceases to be perceived by the consumer. This situation, also known 

as marketing wareout can be avoided by presenting the basic message in a variety 

of forms. [Solomon, M., Consumer Behavior, Prentice Hall, 2002, p.75] 

Another efficacy factor of the classic conditioning is the order in which the 

conditioned(the product) and the unconditioned(the sonorous background of the 

message) stimuli are presented: 

Å In the anticipated conditioning, the conditioned stimulus is presented before the 

unconditioned one; 

Å In the delayed conditioning, the unconditioned stimulus is presented before the 

conditioned one; 

Å In the simultaneous conditioning, the two stimuli are presented at the same time. 

The method of anticipated and simultaneous conditioning give the best results in the 

case of promotional activities, especially when the used media is represented by 

radio and television, since the sponsor can not control the order in which the subject 

reads the information in the case of written messages. Even if the two Stimuli, 

conditioned and unconditioned, are presented simultaneously in the same 

promotional message and on the same page, there is a possibility of perceiving them 
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in the wrong order, for a newspaper page is not read necessarily in the normal 

layout, from front to bottom of the page.  

Generalization appears when two related stimuli determines a similar response. The 

marketers rely on generalization in the management of the mix of products; 

strategies based on stimulus generalization include family branding, product line 

extensions, and licensing. Another frequently used tactic by the small enterprises is 

to capitalize the advantage offered by the generalization phenomenon by packing 

the product in similar shapes and packages with the ones of the better positioned 

competitor (look-alike packaging). 

Discrimination is the process with the help of which the consumers learn to 

differentiate stimuli and response only to the right stimulus. The marketers provoke 

discrimination between products by making the 

opinion on a product more positive by the mean of an unconditioned stimulus and 

ignoring at the same time the competing product. 

Annulment happens when a conditioned stimulus do not determine anymore the 

conditioned response due to some causes, such as: 

Å The conditioned stimulus is manifesting in the absence of the unconditioned 

stimulus (e.g. the product is presented without the sound background); 

Å The unconditioned stimulus is manifesting unexpectedly in the absence of the 

conditioned stimulus (e.g. the sound background is presented in the absence of the 

product). 

The instrumental learning theory. According to this theory, if a product/service offers 

a high degree of satisfaction while consuming it, the consumer will have the 

tendency afterwards to choose again, when the same type of needs will emerge. 

This reaction is known as operant conditioning and means that the product had a 

positive sustain and the consumer has become conditioned to buy the product again. 

If he is satisfied by the result once, the consumer will desire to make his feeling 

permanent. This phenomenon can have for consequence the excessive consume of 



 

FDDI/ FSBM/ SLB/ CB/150115 Page 110 
 

 

aliments and, generally, of any products that induce the affective reaction of 

pleasure. Even if his needs are not completely satisfied, the consumer will still be 

tempted by that product, for the mere pleasure it offers. An example of affective 

conditioning is the assuring of the clientsô fidelity through the sales, special offers, 

coupons etc. as well as the extension of fidelity cards given by some stores. 

The instrumental learning (the operant conditioning) can be the result of one of the 

following situations: 

Å Positive reinforcement ï is the pleased or desired result of a situation (a woman 

receiving compliments after using a certain perfume trademark, learns that its use 

has a positive effect and it will still use it); 

Å Negative reinforcement ï means the avoidance or elimination of a unpleasant 

consequence (a mother misses her daughter performance on a show due to a 

migraine; solving this problem with a help of a certain medicine will determine the 

subject to learn how to avoid unpleasant consequences); 

Å Punishment ï when the active behaviour determines a negative result, the subject 

learns not to use that product again (the use of a certain product is unpleasant for a 

person or determines a negative reaction from relatives and friends). 

The operant conditioning does not necessary means the acquisition of the product. 

The marketers often offer free samples or the possibility to try it, to test some 

products in the hope that the positive experience lived will determine the ulterior 

buying of that products. The active conditioning is useful in explaining the way in 

which consumers can be preconditioned and of the manner in which buying habits 

emerge; however 

it does not explain how the learning process evolves when the subject searches the 

information. For understanding this aspect, the comprehension of the cognitive 

learning process is necessary. The cognitive learning theory. This theory is inspired 

by the idea that learning process can not always be reduced to the automatic 

response to a stimulus action. The people analyze the situations that happen during 

the buying process taking into account the previous experiences and make 
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evaluations. The conclusion is that, even if the theories of classic conditioning and 

active conditioning are based on the fact that the leaning process is automatic, the 

cognitive theory considers it is based on a conscious process. 

The process of cognitive learning needs the following elements: 

1. cognitive effort ï represents the degree of effort the consumer is prepared to 

invest in the analysis of the products. This will depend on the complexity of the 

product, on the level of involvement and the subjectôs motivation; 

2. cognitive structure ï is the device with which the subject acknowledges the 

information received and integrates it in the already existent knowledge; 

3. informationôs analysis ï means selecting first the correct and relevant information 

from all the information received from the environment and, secondly, their correct 

interpretation so to develop a plan of action; 

4. elaboration ï refers to the structuring of the information by mental processes and 

the integration of those data in the memory; 

5. memorization ï is the mechanism by the mean of which the learnt information is 

stocked. The cognitive learning may have the following variants: 

Å Iconic rote learning ï means the learning by association of two or more concepts, in 

the absence of conditioning. A significant quantity of information is assimilated 

mechanically, unintentionally, and at the moment when a certain needs manifests 

itself these information gathered in time are used to select product or a trademark. 

Å Vicarious learning (modelling) ï consumers learn not only from self experiences but 

also by deliberate observation of other consumers behaviour which they adapt 

depending on their own needs. 

Å Reasoning ï is the most complex learning method, through which a person 

involves in creative thinking and reasoning processes of the information memorized 

and of the new ones received by the environment for creating new associations and 

concepts. 
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In conclusion, marketers are very interested to help consumers learn about their 

products and stimulate the consumtion process. Knowledge of learning theories can 

be used to structure communications that will assist consumers in learning relevant 

facts, behaviors, and feelings about products or brands. 

MOTIVATION  

Motivation is concerned with:  

¶ Needs-the most basic human requirement  

¶ Drives-tell show these needs translate into behaviour  

¶ Goals-what these behaviour aim to achieve  

 

Types of Needs  

a. Physiological (or primary) needs: Those needs, which are innate, or biogenics 

needs and sustain life. E.g., food and air  

b. Psychological needs: personal competence  

c. Learned (secondary or cultural) needs: acquired needs  

Needs Arousal  

Needs are aroused by four distinct stimuli:  

(a) physiological 

(b) Cognitive 

(c) Environmental 

(d) Emotional  
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What determines customer needs?  

1 Personal characteristics of the individual:  

Genetics ï the branch of science dealing with heredity and chemical/biological 

characteristics ï E.g. food allergies  

Biogenics ï characteristics that individuals possess at birth ï E.g. gender and 

race  

Psychogenics ï individual states and traits induced by a personós brain 

functioning ï E.g. moods and emotions.  

- ding temperature, attitude and rainfall.  

 

4.4. What determines customer wants?  

1. The individual context:  

 ï E.g. luxury versus budget cars  

ï the groups and organisations that a person belongs ï E.g. teen clothing styles  

ï the influence of a customerós culture and cultural values ï E.g. ethnic foods  

 

2. The Environmental Context:  

 

Maslowôs Hierarchy of Needs  

Abraham Maslow hypothesized that within every human being there exists a 

hierarchy of five needs:  

1. Physiological ,  

2. Safety ,  

3.Social, 

 4.Esteem , 
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 5.Self actualization  

Shethôs Five Needs  

Sheth had identified five levels of needs, which we are mentioning below, with some 

examples:  

ïThose needs which ssatisfy a physical/functional purpose, e.g. 

soap  

ïNeeds that Allow identification with desired group, e.g. logos  

ïThose needs which, create appropriate emotions, e.g. joy on getting gift  

ïThe Need for knowledge/information, e.g. newspaper  

ïThe needs, which are contingent on time/place, e.g. emergency repairs  

 

McCLELLANDôS Three Needs Theory  

McClelland had identified three types of needs: Need for achievement, Need for 

Power, and Need for affiliation  

· nACH:  

need for achievement: drive to excel: drive to achieve in relation to a set of 

standards; to strive to succeed.  

· nPOW:  

need for power: the need to make others behave in a way that they would not have 

behaved otherwise.  

· nAFF:  

need for affiliation: the desire for friendly and close interpersonal relationships.  

4.8 Motives and Motivation  

Now that we know about needs and wants in details , we need to now move on the 

motivation. But before going into an in-depth discussion on these, we will  

first understand the distinct meanings of the three interrelated terms motives, 

motivating, and motivation.  
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Motives: Motives give direction to human behaviour. Wecan say that a motive is an 

inner state that energizes, activates, or moves and directs or channels behaviour 

towards the goal.  

Motivating: This implies an activity engaged into by an individual, by which he or 

she will channelise the strong motives in a direction that is satisfactory.  

Motivation: Motivating can be described as the driving force within individuals that 

impels them into action. For instance, at the basic level, our body has a need (say 

hunger), which will translate into a drive (here the drive will e to obtain food) and the 

goal will be to satisfy the need (in this example to fee full in the stomach).  

4.9. Positive or negative Motivation  

Motivation can be either positive or negative. A positive motivation happens when an 

individual experiences a driving force towards an object or person or situation. This 

is also called person motivation. On the other hand, a driving force compelling the 

person to move away from someone or something will be known as negative 

motivation.  

4.10. Consumer Motivation  

The study of consumer motivation essentially addresses the question: ˈWhy do 

people shop?ᴁ The answer, really, is that people shop for a variety of reasons and it 

is very difficult to make generalizations. Shopping for food can, on one level, is seen 

as satisfying some basic survival need. The problem with that, however, is that most 

of us buy far more food than we would actually need for basic subsistence and many 

of the items we purchase in a supermarket are ˈluxuriesᴁ (relatively speaking).  

Personal Motives  

Role Playing ï some shopping activities are associated with a particular role in  

society (housewife, mother, student, etc).  

Diversion ï shopping can be a form or recreation, or an escape from daily routine.  

Self-Gratification ï shopping can be mood-related, for instance where people 

engage in ˈretail therapyᴁ to cheer themselves up or alleviate depression.  

Learning ï shopping is an ideal way to learn about new fashions and trends.  

Physical Activity ï for some people, a stroll around the mall can be their main form of 

exercise.  
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Sensory Stimulation ï shoppers often report that they enjoy handling merchandise, 

the sounds of background music, the scents of perfume counters, etc, and visit 

stores or malls to indulge in this.  

Social Motives  

Social Interaction ï people enjoy the opportunities for social interaction with friends, 

strangers, sales staff, etc.  

Peer Affiliation ï certain shops allow customers mix with key reference groups; e.g. 

people with shared interests, members of a social category they either belong to or  

aspire to, etc.  

Status & Authority ï shopping experiences are sometimes seen as ways of 

commanding respect and attention; e.g. during encounters with sales staff.  

Pleasure of Bargaining ï some shoppers love to ˈhaggleᴁ, a way of obtaining 

goods at a better price or of priding oneself on the ability to make ˈwiseᴁ 

purchases. The above categories are by no means mutually exclusive. Some 70% of 

the population visits a shopping mall at least once per week and they are liable to do 

so for a variety of reasons at any one time. Shopping is certainly far more than 

merely going to a store to buy a product one needs or wants ï people often go to the 

mall with no intentions of spending any money at all!  

4.11. Customer Moods  

Moods are emotions felt less intensely and are short-lived.  

· Marketing stimuli can induce positive or negative moods:  

ï Ambience of store or service delivery facility  

ï Demeanour of salesperson  

ï Sensory features of the product  

ï Tone and manner of advertising  

ï Content of message from salesperson or ad.  

4.12. Hedonic Consumption  

· The use of products/services for intrinsic enjoyment rather than to solve a problem 

in the physical environment  

· Hedonic consumption creates pleasure through the senses:  
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ï Sensory pleasure from a bubble bath  

ï Aesthetic pleasure from an original work of art  

ï Emotional experience from a scary movie  

ï Fun and enjoyment from playing sport.  

How involved with the product are most prospective buyers in the target 

market segment? Involvement is used here in a more precise way than in everyday 

language and refers to the degree to which people regard the product as important 

and personally relevant. As indicated in the class, the more involved a person is with 

a product, the more likely they are to engage all the stages of the PDP and expend 

time and effort on making a choice. Conversely the less involved they are, the more 

likely it is that they will do less searching and less evaluation of alternatives. The 

implications of this are significant. If people will do only a small amount of searching 

for information you will have an advantage if you provide them with relevant 

information and make it available to them in an appropriate way and your 

competitors do not. For  instance, it may be highly beneficial to offer inducements to 

salespeople in retail outlets to provide information about your brand if that 

information alone is largely all that is going to be used to decide which to purchase. 

Alternatively one might try to influence the degree of involvement people have with a 

product. For instance the linkage between toothpaste and ˈcavity preventionᴁ 

created through advertising and the advice of dentists is an attempt to increase the 

importance people attach to using toothpaste.   
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SELF-CHECK 2 Written test   

 

1. How would you explain the fact that although no  two individuals have identical 

personalities, personality is sometimes used in consumer research to identify distinct 

& sizeable market segments 

2. Discuss the application of perception management in customer value creation. 

3. How is consumer innovation related to personality traits? 

4. Explain how learning is related to brand loyalty? 

5. How can Maslowós theory of motivation be applied to individual consumer 

behavior? 

6. Explain the common perceptual errors. 

7. Explain the applications of Stimulus generalization for Marketers 

8. How can instrumental conditioning be used by marketers  

9. What are the applications of JND  for marketers  

10. Discuss the Involvement theory. How is it relevant for a marketer? 

11. True or False  

A. According to the cognitive theorists, response towards stimuli are not always 
reflexive and automatic, or out of pure conditioning.  

B. Branding is a perceptual process that enables formation of mental images 
within a person.  

C. Visual cues always gain over semantics in terms of storage, recall and 
retrieval.  

D. Highly involved people are they are said to possess narrow latitude of 
acceptance and wide latitude of rejection.  

E. Consumers, who are involved lowly with a product category are likely to be 
brand loyal and would tend to patronize select brands.  

 



 

FDDI/ FSBM/ SLB/ CB/150115 Page 119 
 

 

 

Unit 3 GROUP INFLUENCE ON CONSUMER BEHAVOUR  

 

CULTURE  

 Meaning  

For the purpose of studying consumer behaviour, culture can be defined as the sum 

total of learned beliefs, values and customs that serve to guide and direct the 

consumer behaviour of all members of that society.  

Howard and Sheth have defined culture as ˈA selective, manmade way of 

responding to experience, a set of behavioral patternᴁ. Thus, culture consists of 

traditional ideas and in particular the values, which are attached to these ideas. It 

includes knowledge, belief, art, morale, law, customs and all other habits acquired by 

man as a member of society. An accepted concept about culture is that includes a 

set of learned beliefs, values, attitudes, habits and forms of behaviour that are 

shared by a society and are transmitted from generation to generation within that 

society.  

Culture is learned through the following three ways:  

1. Formal learning: parents and elders teach children the proper way to behave. For 

instance, you have been taught that you need to study to be successful and happy in 

life. This learning may influence your response both as a student and individual 

towards education.  

2. Informal learning: we learn by imitating the behaviour of our parents, friends, or by 

watching TV and film actors in action  

3. Technical learning: instructions are given about the specific method by which 

certain things to done such as painting, dancing, singing etc.  
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Characteristics of Culture  

 

ïNorms, standards of behaviour,  

 

rewards and punishments.  

 

 

 

 

 

 

Culture also determines what is acceptable with product advertising. Culture 

determines what people wear, eat, reside and travel. Cultural values in India are 

good health, education, respect for age and seniority. But in our culture today, time 

scarcity is a growing problem, which implies a change in meals. Some changes in 

our culture:  

1. Convenience: as more and more women are joining the work force there is an 

increasing demand for products that help lighten and relieve the daily household 

chores, and make life more convenient. This is reflected in the soaring sale of 

Washing machines, microwaves, Pressure cookers, Mixer-grinders, food processors, 

frozen food etc.  

2. Education: People in our society today wish to acquire relevant education and 

skills that would help improve their career prospects. This is evident from the fact 

that so many professional, career oriented educational centers are coming up, and 
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still they cannot seem to meet the demand. As a specific instance count the number 

of institutions offering courses and training in computers that has opened in your city.  

3. Physical appearance: Today, physical fitness, good health and smart appearance 

are on premium today. Slimming centers and beauty parlours are mushrooming in all 

major cities of the country. Cosmetics for both women and men are being sold in 

increasing numbers. Even exclusive shops are retailing designer clothes.  

4. Materialism: There is a very definite shift in the peopleós cultural value from 

spiritualism towards materialism. We are spending more money than ever before on 

acquiring products such as air-conditioners, cars CD players etc, which adds to our 

physical comfort as well as status.  

 

Types of Culture  

 

o The culture prevalent in a nation, common to everyone  

 

o The culture of the masses with norms of mass appeal  

 

o The culture of a group within the larger society  

o Group identification based on nationality of origin, race, region, age, religion, 

gender, etc.  

 

o The companyós values, rituals, customs, myths and heroes  

 

Hofstedeôs Five Dimensions of Culture  
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Culture has a profound impact on the way consumers perceive themselves, products 

they buy and use, purchasing processes, and the organisations from which they 

purchase. Marketers, however, are giving more attention, to understanding macro 

cultures and how they affect consumer behaviour. Hofstede found five dimensions of 

culture that are common among 66 countries. These dimensions serve as a 

foundation for characterizing, comparing and contrasting specific national cultures, 

and they are helpful in identifying environmentally sensitive segments of the market.  

1. Individualism versus collectivism ( Pursuit of self- or group interest )  

Individualism describes the relationship between an individual and fellow individuals, 

or the collectivity that prevails in society. Table 1.1 below depicts the attitudinal and 

behavioural differences associated with individualism and collectivism.  

2. Power distance ( Social inequality and submission to authority)  

Power distance reflects the degree to which a society accepts inequality in power at 

different levels in organisations and institutions. It can affect preferences for 

centralization of authority, acceptance of differential rewards, and the ways people of 

unequal status work together. 
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3. Uncertainty avoidance ( Tolerance/avoidance of ambiguity )  

Uncertainty avoidance concerns the different ways in which societies react to the 

uncertainties and ambiguities inherent in life. Some societies need well-defined rules 

or rituals to guide behaviour, whereas others are tolerant of deviant ideas and 

behaviour.  

4. Masculinity/femininity (Segregation of male and female roles in society )  

 

This factor determines the extent to which societies hold values traditionally 

regarded as predominantly masculine or feminine. For instance, assertiveness, 

respect for achievement, and the acquisition of money and material possessions are 

identified with masculinity; and nurturing, concern for the environment and 

championing the underdog are associated with a cultureós feminity  

5. Abstract versus associative thinking  

 

Creation of value in products based on cause/effect logic or association among 

events without a logical link  

 

 

CULTURAL INFLUENCES  

Culture is that complex whole which includes knowledge, belief, art, law, morals, 

customs and any other capabilities and habits acquired by humans as members of 

society.  

Culture influences the pattern of living, of consumption, of decision-making by 

individuals. Culture is acquired. It can be acquired from the family, from the region or 

from all that has been around us while we were growing up and learning the ways of 

the world. Culture forms a boundary within which an individual thinks and acts. When 

one thinks and acts beyond these boundaries, he is adopting a cross-cultural 

behaviour and there are cross-cultural influences as well.  

The nature of cultural influences is such that we are seldom aware of them. One 

feels, behaves, and thinks like the other members of the same culture. It is all 

pervasive and is present everywhere. Material culture influences technology and 

how it brings cultural changes like use of telephones, mobile phones, clothing styles 
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and fashions, gives the marketers a chance to improve the product, packing, etc. to 

meet the needs of the customers.  

Norms are the boundaries that culture sets on the behaviour. Norms are derived 

from cultural values, which are widely told beliefs that specify what is desirable and 

what is not. Most individuals obey norms because it is natural to obey them. Culture 

outlines many business norms, family norms, behaviour norms, etc. How we greet 

people, how close one should stand to others while conducting business, the dress 

we wear and any other patterns of behaviour.  

Culture keeps changing slowly over time; and is not static. Changes take place due 

to rapid technologies. In case of emergency, war, or natural calamities, marketers 

and managers must understand the existing culture as well as the changing culture 

and culture of the country where the goods are to be marketed. Major companies 

have adapted themselves to international culture and are accepted globally.  

Coca Cola is sold allover the world. Procter & Gamble and other companies give 

cross-cultural training to their employees. By making cross-cultural mistakes, many 

companies have difficulty in pushing their products for example,  

(i) Coca Cola had to withdraw its 2 litres bottle from Spain, because it did not fit in 

the local refrigerator; (ii) Many countries are very traditional and do not like women 

displayed on the products. This acts as a detriment to business in those countries. 
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This shows the relationship between individuals and the society. The relationship 

influences marketing practices. If the society values collective activity, decisions will 

be taken in a group. It gives rise to following questions which affect consumer 

behaviour.  

Individual/ collective: Whether individual initiation has more value than collective 

activity?  

Romantic orientation: This depicts whether the communication is more effective 

which emphasises courtship or otherwise. In many countries a romantic theme is 

more successful.  

Adult/ child theme: Is family life concentrated round children or adults? What role 

do children play in decision-making?  

Masculine/ Feminine: Whether the society is male dominant or women dominant or 

balanced.  

Competitive/ Cooperation: Whether competition leads to success. This is achieved 

by forming alliances with others.  

Youth/ age: Are prestige roles assigned to younger or older members of the society. 

American society is youth oriented and Korean is age oriented. Decisions are taken 

by mature people in Korea.  

II. Environment Oriented Values  

Cleanliness: If a culture lays too much stress on cleanliness. There is scope for the 

sale of beauty creams, soaps, deodorants, insecticides, washing powder, vacuum 

cleaner, etc. In western countries, a lot of emphasis is placed on this aspect and 

perfumes and deodorants are widely used.  

Performance/ status: A status oriented society cares for higher standards of living, 

and chooses quality goods and established brand names and high prices items. This 

is true for the United States, Japan, Singapore, Malaysia, Indonesia, Thailand and 

most Arabic countries.  

In performance oriented societies, where rewards and prestige is based on an 

individual's performance, less importance is given to brand names. Products which 

function equally well and may not be big brand names are used. Germans do not 

give the same amount of emphasis to brand names. The marketers adopt strategies 

accordingly.  

Tradition/ change: Traditional oriented societies stick to the old product and resist 

innovation or new techniques. In traditional societies, there is less scope for new 
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products, and old traditional products are in greater demand. In some societies 

which are upwardly mobile, consumers are looking for modern methods, new 

products, new models and new techniques.  

Risk taking/ security: An individual who is in a secure position and takes a risk can 

be either considered venturesome or foolhardy. This depends on the culture  

of the society. For developing new entrepreneurs risk taking is a must. It leads to 

new product development, new advertising themes and new channels of distribution. 

Security oriented societies have little chances of development and innovation.  

Problem solving/fatalist: A society can be optimistic and have a problem solving 

attitude or, be inactive and depend on fate. This has marketing implications on the 

registering of complaints when consumers are dissatisfied with the purchase of the 

products. Advertising plays an important part and gives guidance to the consumer, 

and removes these doubts to a great extent.  

Nature: There are differences in attitude over nature and its preservation. 

Consumers stress on packing materials that are recyclable and environment friendly. 

Some countries give great importance to stop environmental pollution and to 

recycling of products.  

Companies like P&G, Colgate-Palmolive captured a great extent of the market by 

offering products which are less harmful to the environment. They also use 

ingredients in the products which are not harmful in any way.  

III. Self-Oriented Values  

Active/passive: Whether a physically active approach to life is valued more highly 

than a less active orientation. An active approach leads to taking action all the time 

and not doing anything. In many countries, women are also taking an active part in 

all activities. This makes the society a highly active one, where everybody is involved 

in work.  

Material/ non-material: In many societies money is given more importance, and a 

lot of emphasis is on being material minded. While in many societies things like 

comfort, leisure and relationships get precedence over being materialistic. 

Materialism can be of two types.  

something or achieve something. Cars are used for transportation.  
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People like to possess things of material value which would help them to bring 

efficiency.  

rather than for use-Art is acquired for owing it. Cultural differences play art important 

role in this type of materialism. Instrumental materialism is common in the United 

States of America, where as Japanese advertisements are mostly dominating 

terminal materialism.  

 

Hard work/leisure: This has marketing implications on labour saving products and 

instant foods. Some societies value hard work and consider it as a fuller life. Others 

adopt labour saving devices and instant foods to have more leisure time at their 

disposal.  

Postponed gratification/ immediate gratification: Should one save for the rainy 

day or live for the day? Sacrifice the present for the future, or live only for the day? 

Some countries like The Netherlands and Germany consider buying against credit 

cards as living beyond one's means, whereas credit cards are very popular in 

America and other countries having a different cultural orientation, some prefer cash 

to debt. Some societies save for tomorrow; others enjoy the present and spend 

lavishly.  

Sexual gratification/Abstinence: Some traditional societies curb their desires, 

food, drinks or sex, beyond a certain requirement. Muslim cultures are very 

conservative, and do not want their women to be seen in public or be exposed, so 

the Polaroid camera which gives instant photographs can be purchased and pictures 

can be taken by the family members without their women being exposed to the 

developers in a photo lab.  

Humour/ serious: Should we take life lightly and laugh it off on certain issues or, 

take everything seriously? This is an- other aspect of culture. Advertising  

personnel selling techniques and promotion may revolve around these themes and 

the way the appeal for a product is to be made in various cultures.  

SUBCULTURES AND CONSUMER BEHAVIOUR  

Culture can be divided into subcultures. A subculture is an identifiable distinct, 

cultural group, which, while following the dominant cultural values of the overall 

society also has its own belief, values and customs that set them apart from other 

members of the same society.  

Sub-culture categories are:  
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(i) Nationality: Indian, Srilanka, Pakistan , (ii) Religion: Hinduism, Islam  

(iii) Race: Asian, black, white (iv)Age: young, middle aged, elderly  

(v) Sex: Male, Female (vi)Occupation: Farmer, teacher, business  

(vii) Social class: upper, middle, lower (viii) Geographic regions: South  

India, North-eastern India  

 

1. Regional, Ethnic, and Religious Influences on Consumer Behavior  

The three major aspects of culture that have important effects on consumer behavior 

are regional, ethnic, and religious differences. Firstly, consumption patterns may 

differ in various regions of India and the world, and marketing strategy can 

sometimes be tailored specifically to these regions.  

Secondly, our country has a number of different ethnic groups, and population trends 

will dramatically alter the demographic profile of the country in the next 50 years. The 

very diverse Asian American subculture is described as young and having higher 

socioeconomic status, placing strong value on the family and the group, and being 

strongly brand loyal. In spite of its diversity, marketing strategies can be developed 

for this group.  

Finally, religious beliefs and values can influence consumer. Many marketers are 

now becoming multicultural in their marketing activities by trying to appeal to a 

variety of cultures at the same time. Although the diversity of the Indian melting pot 

may be unique, there are many important ethnic groups in other  

areas of the world.  

2. Age, Gender, and Household Influences on Consumer Behavior  

Among the four major age groups, Teens, who need to establish an identity, are the 

consumers of tomorrow and have an increasing influence on family decisions. The 

somewhat disillusioned Generation X consists of smart and cynical consumers who 

can easily see through obvious marketing attempts. Baby boomers grew up in a very 

dynamic and fast-changing world, and this has affected their values for individualism 

and freedom. The 50 and older segment can be divided into two groups-the young 

again and the gray market. Neither group likes to be thought of as old. The affect of 

gender differences on consumer behavior is examined next. Sex roles are changing. 

Women are becoming more professional and independent, and men are becoming 

more sensitive and caring. Also, men and women can differ in terms of traits, 

information processing, decision styles, and consumption patterns.  
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Gender is consistent throughout lifetime, influencing customer values and 

preferences. Gender shows different consumption patterns and perceptions of 

consumption situations ïE.g. the wedding ceremony.  

Households play a key role in consumer behavior. The proportion of nontraditional 

households has increased due to factors such as  

(1) later marriages, (2) Cohabitation, (3) Dual-career families,  

 

(4)Increased divorce, and (5) Fewer children  

Households also exert an important influence on acquisition and consumption 

patterns. First, household members can play different roles in the decision process 

(gatekeeper, influencer, decider, buyer, and user). Second, husbands and wives 

vary in their influence in the decision process, depending on the situation-husband-

dominant, wife-dominant, autonomic, or syncratic.  

3. Psychographics: Values, Personality, and Lifestyles  

The roles of psychographics in affecting consumer behaviour are  

detailed below.  

Values are enduring beliefs about things that are important. They are learned 

through the processes of socialization and acculturation. Our values exist in an 

organized value system, with some values being viewed as more important than 

others. Some are regarded as terminal values and reflect desired end states that 

guide behavior across many different situations. Instrumental values are those 

needed to achieve these desired end states. Domain-specific values are those that 

are relevant within a given sphere of activity. Western cultures tend to place a 

relatively high value on material goods, youth, the home, family and children, work 

and play, health, hedonism, and technology. Marketers use tools like value 

segmentation to identify consumer groups with common values.  

Personality consists of the distinctive patterns of behaviors, tendencies, qualities, 

and personal dispositions that make people different from one another. Approaches 

to the study of personality include  

1.The psychoanalytic approach, which sees personality arising from unconscious 

internal struggles within the mind at key stages of development;  

2.Trait theories, which attempt to identify a set of personality characteristics that 

describe and differentiate individuals, such as introversion, extroversion, and 

stability;  
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3.Phenomenological approaches, which propose that personality is shaped by an 

individualós interpretation of life events  

4.Social-psychological theories, which focus on how individuals act in social 

situations (e.g., compliant, detached, or aggressive); and  

5.Behavioral approaches, which view an individualós personality in terms of past 

rewards and punishments.  

Marketers also measure lifestyles, which are patterns of behavior (or activities, 

interests, and opinions). These lifestyles can provide some additional insight into 

consumersó consumption patterns. Finally, some marketing researchers use  

Psychographic techniques that involve all of these factors to predict consumer 

behavior. One of the most well known Psychographic tools is the Values and 

Lifestyle Survey (VALS). The newer VALS2 identifies eight segments of consumers 

who are similar in their resources and self-orientations.  

GROUPS, SOCIAL CLASS & REFERENCE GROUPS 

Introduction 

With the exception of those very few people who can be classified as hermits, people 

tend to be involved with others on a rather constant basis. Like almost all behavior, 

an individual's social relationships are of- ten motivated by the expectation that they 

will help in the satisfaction of specific needs. For example, a person might become a 

volunteer ambulance driver to satisfy a need for community recognition. Another 

person might join a computer club in an effort to find compatible friends to satisfy 

social needs. A third person might join a health food cooperative to obtain the 

benefits of group buying power. These are just a few of the almost infinite number of 

reasons why people involve themselves with others. 

Objectives 

After studying this section, you should be able to 

- Discuss the basic concepts of social involvement and group dynamics. 

- Define Social Class and its impact on consumer decisions. 

- Emphasise the role of reference groups in influencing consumer behavior. 
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- Identify other social and societal groupings that influence consumer buying 

processes. 

WHAT IS A GROUP? 

A group may be defined as two or more people who interact to accomplish some 

goals. Within the broad scope of this definition are both an intimate "group" of two 

neighbors who informally attend a fashion show together and a larger, more formal 

group, such as a neighborhood. 

Types of Groups 

To simplify our discussion, we will consider four different types of group 

classification: primary versus secondary groups, formal versus informal groups, large 

versus small groups, and membership versus symbolic groups. 

1. Primary versus Secondary Groups 

If a person interacts on a regular basis with other individuals (with members of his or 

her family, with neighbours, or with co-workers whose opinions are valued), then 

these individuals can be considered as a primary group for that person. On the other 

hand, if a person interacts only occasionally with such others, or does not consider 

their opinions to be important, then these others constitute a secondary group for 

that person. 

From this definition, it can be seen that the critical distinctions between primary and 

secondary groups are the frequency with which the individual interacts with them 

and. the importance of the groups to the individual. 

2. Formal versus Informal Groups 

Another useful way to classify groups is by the extent of their formality; that is, the 

extent to which the group structure, the members' roles, and the group's purpose are 

clearly defined. If a group has a highly defined structure (e.g., a formal membership 

list), specific roles and authority levels (a president, treasurer, and secretary), and 

specific goals (to support a political candidate, improve their children's education, 
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increase the knowledge or skills of members), then it would be classified as a formal 

group. 

The local chapter of the American Red Cross, with elected officers and members 

who meet regularly to discuss topics of civic interest, would be classified as a formal 

group. 

On the other hand, if a group is more loosely defined, if it consists, say, of four 

women who were in the same college sorority and who meet for dinner once a 

month, or three co-workers who, with their spouses, see each other frequently then it 

is considered an informal group. 

3. Large versus Small Groups 

It is often desirable to distinguish between groups in terms of their size or complexity. 

A large group might be thought of as one in which a single member is not likely to 

know more than a few of the group's members personally, or be fully aware of the 

specific roles or activities of more than a limited number of other group members. 

Examples of large groups include such complex organizations as General Motors, 

with its numerous subordinate divisions, and the American Bar Association, with its 

many state, county, and city chapters. 

In contrast, members of a small group are likely to know every member personally 

and to be aware of every member's specific role or activities in the group. For 

example, each staff member of a college newspaper is likely to know all the other 

members and be aware of their duties and interests within the group. 

In the realm of consumer behavior, we are principally concerned with the study of 

small groups, since such groups are more likely to influence the consumption 

behavior of group members. 

4. Membership versus Symbolic Groups 

Another useful way to classify groups is by membership versus symbolic groups. A 

membership group is a group to which a person either belongs or would qualify for 

membership. For example, the group of women with whom a 
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young homemaker plays golf weekly or with whom she hopes to play golf when an 

opening occurs would be considered, for her, a membership group. 

In contrast, a group in which an individual is not likely to receive membership, 

despite acting like a member by adopting the group's values, attitudes, and behavior, 

is considered a symbolic group. Clearly, actual membership groups offer a more 

direct, and thus a more compelling, influence on consumer behavior. 

In summary, we can say that small, informal, primary membership groups are of the 

great interest to marketers because they exert the greatest potential influence on 

consumer purchase decisions. 

CONSUMER-RELEVANT GROUPS 

To more fully comprehend the kind of impact that specific groups have on 

individuals, we will examine six basic consumer-relevant groups: the Family, 

Friendship groups, Formal social groups, Shopping groups, Consumer action groups 

and Work groups. 

The Family 

An individual's family is the most important group to influence his or her consumer 

decisions. The family's importance in this regard is due to the frequency of contact 

that the individual has with other family members and that the family has a greater 

extent of influence on the establishment of a wide range of values, attitudes, and 

behavior. 

Friendship Groups 

Friendship groups are informal groups because they are, usually unstructured and 

lack specific authority levels. In terms of relative influence, after an individual's 

family, it is friends who are most likely to influence the individual's purchase 

decisions. 

Seeking and maintaining friendships is a basic drive of most people. Friends fulfill a 

wide range of needs: they provide companionship, security, and 
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opportunities to discuss problems that an individual may be reluctant to discuss with 

members of his or her own family. Friendships are also a sign of maturity and 

independence, for they represent a breaking away from the family and the forming of 

social ties with the outside world. Consumers are more likely to seek information 

from those friends they feel have values or outlooks similar to their own. 

Formal Social Groups 

In contrast to the relative intimacy of friendship groups, formal social groups are 

more remote and serve a different function for the individual. A person joins a formal 

social group to fulfill such specific goals as making new friends, meeting "important" 

people (e.g., for career advancement), or promoting a specific cause. Because 

members of a formal social group often consume certain products together, such 

groups are of interest to marketers. For example, the membership list of a men's club 

would be of interest to local men, Insurance agents, automobile agents, tax 

accountants. 

Membership in a formal social group may influence a consumer's behavior in several 

ways. For example, members of such groups have frequent opportunity to informally 

discuss products, services, or stores. Some members may copy the, consumption 

behavior of other members whom they admire. 

Shopping Groups 

Two or more people who shop together-whether for food, for clothing, or simply to 

pass the time, can be called a shopping group. Such groups are often offshoots of 

family or friendship groups. People like to shop with others who they feel have more 

experience with or knowledge about a desired product or service. Shopping with 

others also provides an element of social fun to an often boring but necessary task. 

In addition, it reduces the risk that a purchase decision will be socially unacceptable. 

Relatively few marketing or consumer behavior studies have examined the nature of 

shopping groups. However, one study of the 

in-store behavior of shoppers revealed some differences between group and 

individual shopping. The research found that shopping parties of at least three 
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persons deviated more from their original purchase plans (they bought either more or 

less than originally planned) than did either single shoppers or two-party groups. The 

study also found that shopping groups tended to cover more territory in the store 

than individuals shopping alone, and thus had more opportunity to see and examine 

merchandise and to make unplanned purchases. 

A special type of shopping group is the in-home shopping group, which typically 

consists of a group of women who gather together in the home of a friend, to attend 

a "party" devoted to the marketing of a specific line of products. The in-home party 

approach provides marketers with an opportunity to demonstrate the features of their 

products simultaneously to a group of potential customers. The undecided guests 

often overcome a reluctance to buy when they see their friends make positive 

purchase decisions. Furthermore, some of the guests may feel obliged to buy 

because they are guests in the home of the sponsoring hostess. 

Consumer Action Groups 

A particular kind of consumer group-a consumer action group- has emerged in 

response to the consumerist movement. This type of consumer group has become 

increasingly visible since the 1960s and has been able to influence product design 

and marketing practices of both manufacturers and retailers. 

Consumer action groups can be divided into two broad categories: those that 

organize to correct a specific consumer abuse and then disband, and those that 

organize to address broader, more pervasive, problem areas and operate over an 

extended or indefinite period of time. A group of tenants who band together to 

dramatize their dissatisfaction with the quality of service provided by their landlord, or 

a group of irate community members who unite to block the 

entrance of a fast-food outlet into their middle-class neighborhood, are examples of 

temporary, cause-specific consumer action groups. 

Work Groups 
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The sheer amount of time that people spend at their jobs, frequently more than thirty-

five hours per week, provides ample opportunity for work groups to serve as a major 

influence on the consumption behavior of members. 

Both the formal work group and the informal friendship/work group have the potential 

for influencing consumer behavior. The formal work group consists of those 

individuals who work together as a team. Their direct and sustained work 

relationship offers substantial opportunity for one or more members to influence the 

consumer-related attitudes and activities of other team members. Members of 

informal work groups may influence the consumption behavior of other members 

during coffee or lunch breaks or after-hours meetings. 

Social Class 

Social class is more of a continuum, i.e., a range of social positions, on which each 

member of society can be place. But, social researchers have divided this continuum 

into a small number of specific classes. Thus, we go by this framework, social class 

is used to assign individuals or families to a social-class category. 

Social class can be defined as ŲThe division of members of a society into a 

hierarchy of distinct status classes, so that members of each class have relatively 

the same status and the members of all other classes have either more or less 

status.ó 

Characteristics of Social Classes: 

The main characteristics of Social class 

1. Persons within a given social class tend to behave more alike 

2. Social class is hierarchical 

3. Social class is not measured by a single variable but is measured as a weighted 

function of oneós occupation, income, wealth, education, status, prestige, etc. 

4. Social class is continuous rather than concrete, with individuals able to move into 

a higher social class or drop into a lower class. 
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REFERENCE GROUPS  

Reference groups are groups that serve as a frame of reference for individuals in 

their purchase decisions. This basic concept provides a valuable perspective for 

understanding the impact of other people on an individual's consumption beliefs, 

attitudes, and behavior. It also provides some insight into methods that Groups can 

be used to effect desired changes in consumer behavior.  

What is a Reference Group?  

A reference group is any person or group that serves as a point of companion (or 

reference) for an individual in the formation of either general or specific values, 

attitudes, or behavior. The usefulness of this concept is enhanced by the fact that it 

places no restrictions on group size or membership, nor does it require that 

consumers identify with a tangible group (i.e., the group can be symbolic: prosperous 

business people, rock stars, and sports heroes).  

Reference groups that influence general values or behavior are called normative 

reference groups. An example of a child's normative reference group is the 

immediate family, which is likely to play an important role in molding the child's 

general consumer values and behavior (e.g., which foods to select for good nutrition, 

appropriate ways to dress for specific occasions, how and where to shop, what 

constitutes "good" value).  

Reference groups that serve as benchmarks for specific or narrowly defined attitudes 

or behavior are called comparative reference groups. A comparative reference group 

might be a neighboring family whose lifestyle appears to be admirable and worthy of 

imitation (the way they maintain their home, their choice of home furnishings and 

cars, the number and types of vacations they take).  
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Both normative and comparative reference groups are important. Normative 

reference groups influence the development of a basic code of behavior; 

comparative reference groups influence the expression of specific consumer  

attitudes and behavior. It is likely that the specific influences of comparative 

reference groups are to some measure dependent upon the basic values and 

behavior patterns established early in a person's development by normative 

reference groups.  

Broadening the Reference Group Concept  

Like many other concepts borrowed from the behavioral sciences, the meaning of 

reference group has changed over the years. As originally employed, reference 

groups were narrowly defined to include only those groups with which a person 

interacted on a direct basis (e.g., family and close friends). However, the concept 

has gradually broadened to include both direct and indirect individual or group 

influences. Indirect reference groups consist of those individuals or groups with 

whom a person does not have direct face-to-face contact, such as movie stars, 

sports heroes, political leaders, or TV personalities. Referents that a person might 

use in evaluating his or her own general or specific attitudes or behavior vary from 

an individual to several family members to a broader kinship, from a voluntary 

association to a social class, a profession, an ethnic group, a community, or even a 

nation.  

TYPES OF REFERENCE GROUPS  

Reference groups can be classified in terms of a person's membership or degree of 

involvement with the group and in terms of the positive or negative influences they 

have on his or her values, attitudes, and behavior. Four types of reference groups 

that emerge from a cross-classification of these factors: contactual groups, 

aspirational groups, disclaimant groups, and avoidance groups.  

1. A contactual group is a group in which a person holds membership or has 

regular face-to-face contact and of whose values, attitudes, and standards he or she 
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approves. Thus a contactual group has a positive influence on an individual's 

attitudes or behavior.  

 

 

2. An aspirational group is a group in which a person does not hold membership 

and does not have face-to-face contact, but wants to be a member. Thus it serves as 

a positive influence on that person's attitudes or behavior.  

3. A disclaimant group is a group in which a person holds membership or has face-

to-face contact but disapproves of the group's values, attitudes, and behavior. Thus 

the person tends to adopt attitudes and behavior that are in opposition to the norms 

of the group.  

4. An avoidance group is a group in which a person does not hold membership and 

does not have face-to-face contact and disapproves of the group's values, attitudes, 

and behavior. Thus 'the person tends to adopt attitudes and behavior that are in 

opposition to those of the group.  

 

Consider Ram, a senior majoring in advertising at the state university in the 

southwestern United States. The school's Advertising Club, of which he is vice-

president, serves as one of Ram's contractual groups. Ram believes that continuing 

his education to obtain an MBA will enhance his career opportunities. It is clear that 

individuals who hold the MBA degree serve as an aspirational group for him. Still 

further, although he enjoys his position as a reporter on the university's newspaper, 

the recent editorials (endorsed by most of the staff) urging students to adopt a more 

conservative political philosophy run counter to his own views. Thus the newspaper 

staff is currently a disclaimant group. Finally, Ram personally knows a number of 

students who have quit college during their final year; these former students serve as 

an avoidance group.  

Factors that Affect Reference Group Influence  
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The degree of influence that a reference group exerts on an individual's behavior 

usually depends on the nature of the individual and the product and on specific  

social factors. This section discusses how and why some of these factors operate to 

influence consumer behavior.  

Information and Experience  

An individual who has firsthand experience with a product or service, or can easily 

obtain full information about it, is less likely to be influenced by the ad vice or 

example of others. On the other hand, a person who has little or no firsthand 

experience with a product or service, and does not expect to have access to 

objective information about it (e.g., a person who believes that relevant, advertising 

may be misleading or deceptive), is more likely to seek out the advice or example of 

others. Research on imitative behavior provides some interesting insights on how 

insufficient experience or information concerning a product makes consumers more 

susceptible to the influence either positive or negative, of others. For example, if a 

medical school student wants to impress his new girl-friend, he may take her to a 

restaurant that he knows from experience to be good or to one that has been highly 

recommended by the local newspaper's Dining-Out Guide. If he has neither personal 

experience nor information he regards as valid, he may seek the advice of friends or 

imitate the behavior of others by taking her to a restaurant he knows is frequented by 

physicians whom he admires.  

Credibility, Attractiveness, and Power of the Reference Group  

A reference group that is perceived as credible, attractive, or powerful can induce 

consumer attitude and behavior change. For example, when consumers are 

concerned with obtaining accurate information about the performance or quality of a 

product or service, they are likely to be persuaded by those they consider to be 

trustworthy and knowledgeable. That is, they are more likely to be persuaded by 

sources with high credibility. When consumers are primarily concerned with the 

acceptance or approval of others they like, with whom they  
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identify, or who offer them status or other benefits, they are likely to adopt their 

product, brand, or other behavioral characteristics.  

When consumers are primarily concerned with the power that a person or group can 

exert over them, they might choose products or services that con- form to the norms 

of that person or group in order to avoid ridicule or punishment. However, unlike 

other reference groups that consumers follow either because they are credible or 

because they are attractive, power groups are not likely to cause attitude change. 

Individuals may conform to the behavior of a powerful person or group but are not 

likely to experience a change in their own attitudes.  

Different reference groups may influence the beliefs, attitudes, and behavior of an 

individual at different points in time or under different circum- stances. For example, 

the dress habits of a young female attorney may vary, depending on her place and 

role. She may conform to the dress code of her office by wearing conservative 

business suits by day and drastically alter her mode of dress after work by wearing 

more conspicuous, flamboyant styles.  

Conspicuousness of the Product  

The potential influence of a reference group varies according to how visually or 

verbally conspicuous a product is to others. A visually conspicuous product is one 

that can be seen and identified by others, and that will stand out and be noticed 

(e.g., a luxury item or novelty product). Even if a product is not visually conspicuous, 

it may be verbally conspicuous it may be highly interesting or it may be easily 

described to others. Products that are especially conspicuous and status-revealing 

(a new automobile, fashion clothing, home furniture) are most likely to be purchased 

with an eye to the reactions of relevant others. Products that are less conspicuous 

(canned fruits, laundry soaps) are less likely to be purchased with a reference group 

in mind.The success of a brand of status running shoes like Reebok is aided by the 

fact that it is relatively easy to spot a person wearing them-given the distinctive flag 

symbol on the side of each shoe.  

Reference Group Impact on Product and Brand Choice  
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In some cases, and for some products, reference groups may influence both a 

person's product category and brand (or type) choices. Such products are called pro- 

duct-plus, brand-plus items. In other cases, reference groups influence only the 

product category decision. Such products are called product-plus, brand-minus 

items. In still other cases, reference groups influence the brand (or type) decision. 

These products are called product-minus, brand-Plus items. Finally, in some cases, 

reference groups influence neither the product category nor the brand decision; 

these products are called product-minus, brand-minus items. The idea of classifying 

products and brands into four groups in terms of the suitability of a reference group 

appeal was first suggested in the mid-1950s, along with an initial classification of a 

small number of product categories.  

Reference Groups and Consumer Conformity  

Marketers are particularly interested in the ability of reference groups to change 

consumer attitudes and behavior (i.e., to encourage conformity). To be capable of 

such influence, a reference group must  

1. Inform or make the individual aware of a specific product or brand;  

2. Provide the individual with the opportunity to compare his or her own thinking with 

the attitudes and behavior of the group;  

3. Influence the individual to adopt attitudes and behavior that are consistent with the 

norms of the group;  

4. Legitimize an individual's decision to use the same products as the group.  

The ability of reference groups to influence consumer conformity is demonstrated by 

the results of a classic experiment designed to compare the effects.  

Benefits of the Reference Group Appeal  

Reference group appeals have two principal benefits for the advertiser: they increase 

brand awareness and they serve to reduce perceived risk.  

Increased Brand Awareness  
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Reference group appeals provide the advertiser with the opportunity to gain and 

retain the attention of prospective consumers with greater ease and effectiveness 

than is possible with many other types of promotional campaigns. This is particularly 

true of the celebrity form of reference group appeal, where the personality employed 

is generally well known to the relevant target segment.  

Celebrities tend to draw attention to the product through their own popularity.  

This gives the advertiser a competitive advantage in gaining audience attention, 

particularly on television where there are so many brief and similar commercial 

announcements.  

Reduced Perceived Risk  

The use of one or more reference group appeals may also serve to lower the 

consumer's perceived risk in purchasing a specific product. The example set by the 

endorser or testimonial-giver may demonstrate to the consumer that uncertainty 

about the product purchase is unwarranted: Following are examples of how 

reference group appeals serve to lower the consumer's perceived risk.  

Celebrity. Consumers who admire a particular celebrity often have the following 

reactions to the celebrity's endorsement or testimonial. For eg. "She wouldn't do a 

commercial for that product if she didn't believe it was really good."  

Expert. When consumers are concerned about the technical aspects of a product, 

they welcome the comments of an acknowledged or apparent expert. For eg. "If he 

says it works, then it really must work."  

Common Man. When consumers are worried about how a product will affect them 

personally, they are likely to be influenced by a common man endorsement or 

testimonial. For eg. "People just like me are using that product," 

FAMILY INFLUENCES & DECISION MAKING  

Introduction  
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The family is a major influence on the consumer behaviour of its members. There 

are many examples of how the family influences the consumption behaviour of its 

members. A child learns how to enjoy candy by observing an older brother or sister; 

learns the use and value of money by listening to and watching his or her parents. 

Decisions about a new car, a vacation trip, or whether to go to a local or an out-of-

town college are consumption decisions usually made within the context of a family 

setting. As a major consumption unit, the family is also a prime target for the 

marketing of many products and services.  

Objectives  

After studying this Section, you will be able to  

- Define a Family and its types  

- Discuss Family life cycle and its implications on consumer behaviour  

- Define Family roles and consumption patterns  

- Explain relationships and family marketing  

 

THE FAMILY  

The importance of the family or household unit in consumer behavior arises for two 

reasons:  

1. Many products are purchased by a family unit.  

2. Individualsó buying decisions may be heavily influenced by other family members.  

 

How families or households make purchase decisions depends on the roles of the 

various family members in the purchase, consumption, and influence of products. 

Household products like food and soaps may be purchased by a person but 

consumed by many, whereas personal care items, such as cosmetics or shaving 

cream, might be purchased by an individual family member for his or her own 
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consumption. Homes and cars, on the other hand, are often purchased by both 

spouses, perhaps with involvement from children or other member of the extended 

family.  

Visits to shopping malls often involve multiple family members buying clothing and 

accessories, something with a heavy dose of influence by family members-children 

may buy clothing paid for and approved of by parents, whereas teenagers may 

influence the clothing purchase of a parent.  

Regardless of how many family members are present when items are being 

purchased, the other family members play an important role in the purchase. Just 

because of being mother for two young children, it is her responsibility for buying 

food for the family and act as an individual in the market. It does not mean that her 

decisions are not influenced by the preferences and power of  

other family members. Although marketing communications are usually directed to 

individuals, marketers should consider the consumption circumstances and the 

family structure before deciding on specific communication or advertising methods to 

attract their segment.  

What is a Family?  

A family is a group of two or more persons related by blood, marriage, or adoption 

who reside together. The nuclear family is the immediate group of father, mother, 

and child(ren) living together. The extended family is the nuclear family, plus other 

relatives, such as grandparents, uncles and aunts, cousins, and parents-in-law. The 

family into which one is born is called the family of orientation, whereas the one 

established by marriage is the family of procreation. In a more dynamic sense, the 

individuals who constitute a family might be described as members of the most basic 

social group who live together and interact to satisfy their personal and mutual 

needs.  

What is a Household?  



 

FDDI/ FSBM/ SLB/ CB/150115 Page 147 
 

 

The term household is used to describe all person, both related and unrelated, who 

occupy a housing unit. There are significant differences between the terms 

household and family even though they are sometimes used interchangeably. It is 

important to distinguish between these terms when examining data.  

The term household is becoming a more important unit of analysis for marketers 

because of the rapid growth in nontraditional families and non-family households. 

Among non-family households, the great majority consist of people living alone. The 

remaining non-family households include those consisting of elderly people living 

with non-family members. For example, persons of Opposite Sex Sharing Living 

Quarters, friends living together, and same sex couples.  

Structural Variables Affecting Families and Households  

Structural variables include the age of the head of household or family, marital  

status, presence of children, and employment status. For example, consumer 

analysts have enormous interest in whether families have children and how many 

they have. Children increase family demand for clothing, food, furniture, homes, 

medical care, and education, while they decrease demand for many discretionary 

items, including travel, higher-priced restaurants, and adult clothing.  

Other structural changes affect the types of products that are manufactured. For 

example, in Japan, high-tech companies have formed a consortium to standardize 

technology that has been developed to monitor and manage households.  

Sociological Variables Affecting Families and Households  

Marketers can understand family and household decisions better by examining the 

sociological dimensions of how families make consumer decisions. Three 

sociological variables that help explain how familyós function includes cohesion, 

adaptability, and communication.  

Cohesion is the emotional bonding between family members. It measures how 

close to each other family members feel on an emotional level. Cohesion reflects a 

sense of connectedness to or separateness from other family members.  
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Adaptability measures the ability of a family to change its power structure, role 

relationships, and relationship rules in response to situational and developmental 

stress. The degree of adaptability shows how well a family can meet the challenges 

presented by changing situations.  

Communication is a facilitating dimension, critical to movement on the other two 

dimensions. Positive communication skills (such as empathy, reflective listening, 

supportive comments) enable family members to share their changing needs as they 

relate to cohesion and adaptability. Negative communication skills (such as double 

messages, double binds, criticism)  

 

 

minimize the ability to share feelings, thereby restricting movement in the dimensions 

of cohesion and adaptability. Understanding whether family members are satisfied 

with family purchase requires communication within the family.  

 

To determine how the family makes its purchase decisions and how the family 

affects the future purchase behaviour of its members, it is useful to understand the 

functions provided and the roles played by family members to fulfill their 

consumption needs.  

FUNCTIONS OF THE FAMILY  

Four basic functions provided by the family are particularly relevant to a discussion 

of consumer behaviour. These include  

(1) Economic well-being, (2) Emotional support, (3) Suitable family lifestyles, and (4) 

Family-member socialization.  

(1) Economic Well-Being  
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Providing financial means to its dependents is unquestionably a basic family 

function. How the family divides its responsibilities for providing economic well-being 

has changed considerably during the past 25 years. The traditional roles of husband 

as economic provider and wife as homemaker and child rearer are still valid. The 

economic role of children has changed. Today, even if some teenage children work, 

they rarely assist the family financially. Their parents are still expected to provide for 

their needs. But some of them get enough pocket-money to decide their 

consumption of discretionary items.  

(2) Emotional Support  

The provision of emotional nourishment (including love, affection, and intimacy) to its 

members is an important basic function of the contemporary family. In fulfilling this 

function, the family provides support and encouragement and assists its members in 

coping with personal or social problems. To make it easier for working parents to 

show their love affection  

and support for their children, greeting-card companies have been marketing cards 

especially for parent to give to their children. For instance, in most communities, 

many educational and psychological centers are available that are designed to assist 

parents who want to help their children improve their learning and communication 

skills, or generally, better adjust to their environments.  

(3) Suitable Family Lifestyles  

Another important family function in terms of consumer behaviour is the 

establishment of a suitable lifestyle for the family. Family lifestyle commitments, 

including the allocation of time, greatly influence consumption patterns. For example, 

the increase in the number of married women working outside the home has reduced 

the time they have available for household chores, and has created a market for 

convenience products and fast-food restaurants. Also, with both parents working, an 

increased emphasis is placed on the notion of ˈquality timeᴁ, rather than the 

ˈquantity of timeᴁ spent with children and other family members. Realizing the 
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scarcity of quality family time, Hotels feature a variety of weekend packages targeted 

to couples and their children.  

(4) Socialization of Children and Other Family Members  

The socialization of family members, especially young children, is a central family 

function. In large part, this process consists of imparting to children the basic value 

and modes of behaviour consistent with the culture. These generally include moral 

and religious principles, interpersonal skills, dress and grooming standard, 

appropriate manners and speech, and the selection of suitable educational and 

occupational or career goals. Socialization skills (manners, goals, values, and other 

qualities) are imparted to a child directly through instruction and indirectly through 

observation of the behaviour of parents and older siblings. Marketers often target 

parents looking for assistance in the task of socializing preadolescent children.  

FAMILY LIFE CYCLES  

Families pass through a series of stages that change them over time. This process 

historically has been called the family life cycle (FLC). The concept may need to be 

changed to household life cycle (HLC) or consumer life cycle (CLC) in the future 

to reflect changes in society. However, we will use the term FLC to show how the life 

cycle affects consumer behavior.  

Family Life Cycle Characteristics  

The traditional FLC describes family patterns as consumers marry, have children, 

leave home, lose a spouse, and retire. These stages are described in Table 3.1, 

along with consumer behaviors associated with each stage. But consumers donót 

necessarily have to pass through all these stages-thy can skip multiple stages 
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Young Singles 

Young singles may live alone, with their nuclear families, or with friends, or they may 

co-habitate with partners in this stage. Although earnings tend to be relatively low, 

these consumers usually donót have many financial obligations and donót feel the 

need to save for their futures or retirement. Many of them find themselves spending 

as much as they make on cars, furnishings for first residences away from home, 

fashions, recreation, alcoholic beverages, food away from home, vacations, and 

other products. 

Newly Married Couples 

Newly married couples without children are usually better off financially than they 

were when they were single, since they often have two incomes available to spend 

on one household. These families tend to spend a substantial amount of their 

incomes on cars, clothing, vacations, and other leisure activities. They also have the 

highest purchase rate and highest average purchases of durable good (particularly 

furniture and appliances) and appear to be more susceptible to advertising. 

Full Nest I 
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With the arrival of the first child, parents begin to change their roles in the family, and 

decide if one parent will stay to care for the child or if they will both work and buy 

daycare services. In this stage, families are likely to move into their first home; 

purchases furniture and furnishings for the child; and purchase new items such as 

baby food, toys, sleds, and skates. These requirements reduce familiesó ability to 

save, and the husband and wife are often dissatisfied with their financial position. 

Full Nest II 

In this stage, the youngest child has reached school age, the employed spouseós 

income has improved. Consequently, the familyós financial position usually improves, 

but the family finds itself consuming more and in larger quantities. 

Consumption patterns continue to be heavily influenced by the children, since the 

family tends to buy large-sized packages of food and cleaning suppliers, bicycles, 

music lessons, clothing, sports equipment, and a computer. 

Full Nest III 

As the family grows older and parents enter their min-40s, their financial position 

usually continues to improve because the primary wage earnerós income rises, the 

second wage earner is receiving a higher salary, and the children earn from 

occasional and part-time employment. The family typically replaces some worn 

pieces of furniture, buys some luxury appliances, and spends money on education. 

Families also spend more on computers in this stage, buying additional PCs for their 

older children. Depending on where children go to college and how many are 

seeking higher education, the financial position of the family may be tighter than 

other instances. 

Married, No Kids 

Couples who marry and do not have children are likely to have more disposable 

income to spend on charities, travel, and entertainment than others in their age 

range. Not only do they have fewer expenses, these couples are more likely to be 

dual-wage earners, making it easier for them to retire earlier if they save 

appropriately. 

Older Singles 

Single, age 40 or older, may be single again (ending married status because of 

divorce or death of a spouse), or never married (because they prefer to live 

independently or because they co-habitate with partners), either group of which may 

or may not have children living in the household. This group now has more available 

income to spend on travel and leisure but feels the pressure to save for the future, 

since there is no second income on which to rely as they get older. 
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Empty Nest I 

At this stage, the family is most satisfied with its financial position. The children 

have left home and are financially independent allowing the family to save more. In 

this stage discretionary income is spent on what the couple wants rather than on 

what the children need. Therefore, they spend on home improvements, luxury items, 

vacations, sports utility vehicles, food away from home, travel, and product for their 

grand children. 

Empty Nest II 

But this time, the income earners have retired, usually resulting in a reduction in 

income and disposable income. Expenditures become health oriented, centering on 

such items as medical appliances and health, and medicines. But many of these 

families continue to be active and in good health, allowing them to spend time 

traveling, exercising, and volunteering. Many continue working part time to 

supplement their retirement and keep them socially involved. 

Solitary Survivor 

Solitary survivors be either employed or not employed. If the surviving spouse has 

worked outside the home in the past, he or she usually continues employment or 

goes back to work to live on earned income (rather than saving) and remain socially 

active. Expenditures for clothing and food usually decline in this stage, with income 

spent on health care, sickness care, travel entertainment, and services.. Those who 

are not employed are often on fixed incomes and may move in with friends to share 

housing expenses and companionship, and some may choose to remarry. 

Retired Solitary Survivor 

Retired solitary survivors follow the same general consumption patterns as solitary 

survivors; however, their income may not be as high. Depending on how much they 

have been able to save throughout their lifetimes, they can afford to buy a wide 

range of products. These individuals have special needs for attention, affection, and 

security based on their lifestyle choices. 

Marketers use the descriptions of these FLC stages when analyzing marketing 

and communication strategies for products and services, but they often add 

additional information about consumer markets to analyze their needs, identify 

niches, and develop consumer-specific marketing strategies. 

FAMILY DECISION-MAKING 
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Families use products even though individuals usually buy them. Determining what 

products should be bought, which retail outlet to use, how and when products are 

used, and who should buy them is a complicated process involving a variety or roles 

and actors. 

Role Behavior 

Families and other groups exhibit what sociologist Talcott Parsons called 

instrumental and expressive role behaviors. 

performance, and other functions performed by group members. 

roles involve supporting other family members in the decision-making 

process and expressing the familyós aesthetic or emotional needs, including 

upholding family norms. 

Individual Roles in Family Purchases 

Family consumption decisions involve at least five definable roles, which may be 

assumed by spouses, children, or other members of a household. Both multiple roles 

and multiple actors are normal. Marketers need to communicate with consumers 

assuming each of these roles, remembering that different family members will 

assume different roles depending on the situation and product. Children, for 

example, are users of cereals, toys, clothing, and many other products but may not 

be the buyers. One or both of the parents may be the decider and the buyer, 

although the children may be important as influencers and users. 

Family Roles 

For a family to function as a cohesive unit, roles or tasks-such as doing the 

laundry, preparing meals, setting the dinner table, taking out the garbage, walking 

the dog must be carried out by one or more family members. In our dynamic society, 

etc. family-related roles are constantly changing. 

Key Family Consumption Roles 

The roles played by the different family members will vary from product to product. 

While shopping in the market, a housewife comes across a new variety of juice that 

she buys for the family. Her decision to purchase does not directly involve the 

influence of other family members. She is the decider, buyer; but she may or may 

not be the preparer and is not the only user. In case of products such as television, 

car, music systems, furniture or any other product which is likely to be used by some 
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or all the family members, the purchase decision is likely to be joint or group 

decision. 

There are eight distinct roles in the family decision-making process. A look at these 

roles provides further insight into how family members act in their various 

consumption-related roles: 

1. Influencers: Those family members who provide information and advice and thus 

influence the purchase. The housewife tells her family about the new eatery that has 

opened in the neighborhood and her favorable description about it influences her 

husband and teenaged children. 

2. Gatekeepers: Those family members who control the flow of information about a 

product/service thus influencing the decisions of other family members. The 

teenaged son who wants a racing bicycle, may withhold from his father much of the 

relevant information on all brands except the one that he fancies, thereby influencing 

his fatherós decision in favour of his preferred brand. 

3. Deciders: Family members who have the power to unilaterally or jointly decide 

whether or not to buy a product or service. The husband and wife may jointly decide 

about the purchase of a new refrigerator. 

4. Buyers: Those family members who actually buy a particular product or service. A 

housewife may be the person who actually buys all the foodstuffs, rations and 

toiletries, which are consumed by all the family members. 

5. Preparers: Those family members who transform or prepare the product into the 

form in which it is actually consumed. The housewife may prepare the family meal 

using raw vegetables, lentils, spices, oil and other ingredients. 

6. Users: Those family members who use or consume a particular product or 

service. All family members may use the car, watch the television, and listen to the 

stereo music system 

7. Maintainers: Family member(s) who service or repair the product so that it will 

provide continued satisfaction. 

8. Disposers: Family member(s) who initiate or carry out the disposal or 

discontinuation of a particular product or service. 

Influencing Spouses and Resolving Consumer Conflicts 

When making consumer decisions, husbands and wives commonly attempt to 

influence each other to arrive at what they feel to be the best outcome. Six influence 
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strategies for resolving husband/wife consumption-related conflicts have been 

identified: 

decision alternatives to influence the other spouse. 

position in the household. 

exchanged with the other spouse at some future date. 

ard: An attempt by a spouse to influence the behaviour of the other spouse by 

offering a reward. 

-laden reaction to 

influence the other spouseós behaviour. 

se to influence the behaviour of 

the other. 

These influence strategies tend to be used by either husbands or wives when they 

find themselves in disagreement or in conflict with the other spouse regarding 

specific consumer decision. For instance, we all have experienced occasions on 

which different restaurants to visit, see different movies, or go on a different type of 

family vacation. These are only a few examples of the almost endless possibilities of 

potential family consumption conflicts that might need to be resolved. 

Children 

As any parent knows, young children attempt to influence family decisions as soon 

as they possess the basic communication skills needed to interact with other family 

members (ˈBuy me a cookieᴁ, ˈI want a Barbie dollᴁ, ˈLetós eat at 

McDonaldósᴁ.). Older children are likely to participate more directly in family 

consumption activities. In a study of children aged 6 to 14, more than half indicated 

that they influenced family purchase decisions, such as choice of vacations, stereo 

equipment, and home computers. Other research indicates that children play 

relatively important roles when it comes to initiating interest in a new computer and in 

the actual purchase decision. 

The parent-child relationship, as it relates to consumer behaviour, can be viewed as 

an influence versus yield situation. Specifically, children attempt to influence their 

parents to make a purchase (to yield). In observing shoppers in a supermarket, it is 
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quite evident that children attempt to influence their parents to make purchases of 

special interest (e.g., laundry detergents) for which they see ads on TV. 

Teenagers and Post teens 

A significant number of teenagers have discretionary spending in terms of spending 

patterns. High school students (those in grades 7 through 12) are most interested in 

sports and fitness. Boys between the ages of 16 and 19 spend most of their money 

on movies, dating, entertainment, vehicle expenses, and clothing, while girls of that 

age spend most of their money on clothing, cosmetics, and fragrances. 

The teen market can be segmented in terms of lifestyle groups. Figure below 

presents a four-category segmentation schema of the teenage market. Such 

segmentation framework has value for marketers who wish to focus their marketing 

efforts on a particular subgroup of teens. 

OPINION LEADERSHIP 

An issue of considerable importance to consumers and marketers alike- the informal 

influence that others have on consumersó behaviour and the dynamic processes that 

impact consumersó behaviour is the nature and dynamics of the influence that 

friends, neighbors, and the acquaintances have on our-consumer related decisions. 

This influence is often called word-of-mouth communications or the opinion 

leadership process. We also consider the personality and motivations of those who 

influence, i.e., opinion leaders and those who are influenced, i.e., opinion receivers. 

What is opinion Leadership? 

Opinion Leadership is the process by which one person (opinion leader) informally 

influences the actions or attitudes of others, who may be opinion seekers or merely 

opinion recipients. The definition of opinion leadership emphasizes on informal 

influence. This informal flow of opinion related influence between two or more people 

is referred to as word-of-mouth communication. 

The person is the opinion leader and may become an opinion receiver. Individuals 

who actively seek information and advice about products are often called opinion 

seekers. 

These opinion leaders are very often a part of the social groups and also have social 

communication network. The biggest advantage of the informal word-of-mouth 

communication is that it is informal and interpersonal in nature and this takes place 

between people who are not directly associated with the commercial selling source 

or the firm. Very often, we can see that the formal word-of-mouth communication is 

more influential than mass advertising in determining which product or brand is 

bought.  
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Characteristics of Opinion Leaders 

Let us now take a look at the main characteristics of opinion leaders. Some of the 

main features that all opinion leaders have are: Characteristics of Opinion Leaders 

Opinion leaders are more knowledgeable, and have a keen level of interest. 

- More involved in the product category 

- Have local friendship and social interaction 

- Can disseminate information 

- Have high credibility 

- Have more self-confidence, are more sociable and cosmopolitan, 

can take risks. 

Opinion leaders are activated greatly to reduce distance process for the products 

they have bought; may want to influence neighbours and friends. They involve 

themselves, to confirm their own judgment.They are younger, have more 

Characteristics of Opinion Leaders 

Let us now take a look at the main characteristics of opinion leaders. Some of the 

main features that all opinion leaders have are: Characteristics of Opinion Leaders 

Opinion leaders are more knowledgeable, and have a keen level of interest. 

- More involved in the product category 

- Have local friendship and social interaction 

- Can disseminate information 

- Have high credibility 

- Have more self-confidence, are more sociable and cosmopolitan, 

can take risks. 
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Opinion leaders are activated greatly to reduce distance process for the products 

they have bought; may want to influence neighbours and friends. They involve 

themselves, to confirm their own judgment. They are younger, have more education, 

have a higher income, and higher occupational status. 

exposed to media. See more movies and television. Also read information 

magazines and technical publication devoted to the product category. Having greater 

knowledge about the product, they can disseminate more and true information about 

the products and their usage. 

Opinion leaders are therefore a case of study to marketers and their strategies are 

evaluated and formed, keeping the opinion leaders and their roles in mind. 

1. Opinion leaders are perceived to be highly credible sources of product related 

information. Opinion leaders are persons who are considered to be knowledgeable. 

They often voice their opinion based on first hand information. 

2. Opinion leaders are gregarious people and also have a lot of experience: Their 

experience as a shopper and user sets them apart from other people. Since most of 

their advice is based on first hand experience, opinion receivers have a lot of 

confidence in their advice. Besides, because of their gregarious nature, people enjoy 

interacting with them. 

3. Opinion leaders usually provide unbiased information, i.e., they provide both 

favourable and unfavorable information to the opinion seekers: This adds credibility 

to them and opinion seekers have faith that they are receiving correct information. 

4. Opinion leaders are both sources of information and advice 

5. Opinion leaders have got greater exposure to the media, especially in their area of 

leadership 

6. Opinion leaders tend to be consumer innovators 

7. Opinion leaders have got some personal product specific characteristics like 

personality traits, social status and demographic characteristics 
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DIFFUSION OF INNOVATIONS 

We as consumers always find a new innovation-idea or product or even new service 

attractive. However, for the firm which is trying its hand at the new innovation, there 

is always a question hanging around ŲHow fast will the diffusion of the innovation 

take place?ᴁ This is to say that any innovation has got an element of risk involved. 

The firm will introduce a new concept or a new product after an intensive research is 

carried out by it. Thus we see that the process of diffusion of innovation is very 

critical to a firm. 

Diffusion 

Diffusion is a macro process concerned with the spread of a new product an 

innovation from its source to the consuming public. Adoption is a micro process that 

focuses on the stages through which an individual consumer passes when 

deciding to accept or reject a new product. 

Diffusion of innovations is the process by which acceptance of an innovation (new 

products or new service or new idea) is spread by communication (mass media, 

sales people, informal conversation) to members of the target market over a period 

of time. 

The Diffusion Process 

The diffusion process follows a similar pattern, overtime, irrespective of the social 

group or innovation. The typical diffusion process shows a slow growth or adoption. 

It later rises rapidly, and then a period of slow growth is noticed. In fast diffusion 

process, the product clicks immediately. The spread of innovation is very quick. 

People patronise the product immediately, and later on there is again slow diffusion. 

In slow diffusion process, the product takes a lot of time to diffuse or spread, and the 

consumer follows a pattern of adoption slowly by getting acquainted with the product. 
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Diffusion is the process by which the acceptance of an innovation (a new product, a 

new service, new idea or new practice) is spread by communication (mass media, 

salespeople, or informal conversations) to members of a social system (a target 

market) over a period of time. The four basic elements of this process are: 

1. The Innovation 

2. The channels of Communication 

3. The Social System 

4. Time 

 

 

These studies show that the products take a certain amount of time, from when it 

gets introduced to its saturation. The marketer therefore has to understand what 

determines the spread of innovation in a given market segment, and how do the 

early buying consumers differ from those of late purchasers. 

1. The Innovation: 

Various approaches which have been taken to define a new product or a new 

service include 
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a) Firm-oriented definitions: A firm oriented approach treats the newness of a 

product from the perspective of the company producing or marketing it. When the 

product is ˈnewᴁ to the firm it is considered to be new. 

b) Product oriented definitions: Product-oriented approach focuses on the features 

inherent in the product itself and on the effects these features are 

likely to have on consumersó established usage patterns. Three types of product 

innovations could be: Continuous innovation having the least disruptive influence on 

established patterns involving the introduction of a modified product, rather than a 

totally new product. E.g., latest version of Microsoft Office; dynamically continuous 

innovation which may involve the creation of a new product or the modification of an 

existing product e.g., disposable diapers, CD players; discontinuous innovations 

requiring consumers to adopt new behavior patterns e.g., TV, fax machines, Internet 

c) Market oriented definitions: Judges the newness of a product in terms of how 

much exposure consumers have to the new product. The definitions could be: 

i. A product id considered new if it has been purchased by a relatively small (fixed) 

percentage of the potential market. 

ii. A product is considered new if it has been on the market for a relatively short 

(specified) period of time. 

d) Consumer oriented definitions: A new product is any product that a potential 

consumer judges to be new. 

2. The channels of Communication: 

How quickly an innovation spreads through a market depends to a great extent on 

communications between the marketer and consumers, as well as communication 

among consumers i.e., word-of-mouth communication. Thus this communication will 

include two types of communication: 

a. Communication between marketers and consumers 

b. Communication among consumers i.e., word of mouth. 
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Consumer information sources fall into four categories: 

Personal sources : Family, friends, neighbors, and acquaintances. 

Commercial sources : sales people, advertising, sales promotion techniques. 

Public sources : Mass media, consumer rating organisations 

Experimental sources : Demonstration, handling samples. 

Depending on the innovation or new product, and the prospective customers, the 

firms try to adopt a cost effective way of communicating with them. 

3. The Social System 

The diffusion of a new product usually takes place in a social setting frequently 

referred to as a social system. In our case, the terms market segment and target 

segment may be more relevant than the term social system used in diffusion 

research. A social system is a physical, social, or cultural environment to which 

people belong and within which they function. For example, for new hybrid seed rice, 

the social system might consist of all farmers in a number of local villages. 

The key point to remember is that a social systemós orientation is the climate in 

which marketers must operate to gain acceptance for their new products. For 

example, in recent years, the World has experienced a decline in the demand for red 

meat. The growing interest in health and fitness thought the nation has created a 

climate in which red meat is considered too high in fat and calorie content. At the 

same time, the consumption of chicken and fish has increased, because these foods 

satisfy the prevailing nutritional values of a great number of consumers. 

4. Time 

Time pervades the study of diffusion in three distinct but interrelated ways: 

a) The amount of purchase time: Purchase time refers to the amount of time that 

elapses between consumersó initial awareness of a new product or service and the 

point at which they purchase or reject it. For instance, when the concept of ˈHome 
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Landᴁ super market was introduced by Asha Chavan in Pune, apart from offering a 

variety of quality products, also give an unconditional guarantee of replacement or 

refund, home delivery of all, even single item telephonic orders at no extra cost. And 

beyond 

business, Homeland also offers free services like phone, electricity, credit card and 

cell phone bill payments. 

b) The identification of adopter categories: The concept of adopter categories 

involves a classification scheme that indicates where a consumer stands in relation 

to other consumers in terms of time. Five adopter categories are frequently used viz., 

innovators, early adopters, early majority, late majority, and laggards. Let us discuss 

about these categories later in the chapter. 

c) The rate of adoption: The rate of adoption is concerned with how long it takes a 

new product or service to be adopted by members of a social system i.e., how 

quickly it takes a new product to be accepted by those who will ultimately adopt it. 

The marketing objective for launching new products is to gain wide acceptance from 

the market as quickly as possible. So as to obtain huge market share with the new 

product, marketers either adopt a Penetrating strategy, i.e., low introductory price to 

discourage competitors from entering the market or go for a Skimming strategy.  

Influence of Product Characteristics on diffusion  

The rate of spread of innovation depends on a number of factors listed below:  

1. Type of group: Some groups, who are young, affluent and highly educated, 

accept changes faster than the old, traditional and poor groups. This shows that the 

target market is an important determinant of the rate of diffusion.  

2. Perceived risk: The more the risk associated with changing to new innovation, 

the slower is the rate of diffusion. The risk consists of the product not performing as 

expected, the risk of the consequences of change-over, and the risk of reverting 

back to the old product, if not satisfied with the innovative product.  



 

FDDI/ FSBM/ SLB/ CB/150115 Page 165 
 

 

3. Type of decision: An individual vs. a collective decision. Individual decisions lead 

to faster diffusion than collective ones.  

 

 

4. Marketing effort: This also affects the diffusion process. More aggressive 

marketing effort, consisting of high and continuous advertising expenditure, diffuses 

faster than otherwise.  

5. Trial: The trial can be taken at low cost and low risk, the diffusion is faster. Some 

products can be borrowed, rented or, their trial can be taken at retail outlets. These 

products like medicines and other low priced items have faster diffusion. These days 

even car outlets are giving free trials and rides to prospective customers, to make 

their new models of cars diffuse faster.  

6. Fulfillment of felt need: The faster a need is satisfied or fulfilled by a product, the 

greater is the rate of its diffusion.  

7. Compatibility: The more the product is compatible with the beliefs, attitudes and 

values of the individual or group the faster the diffusion - vegetables soup for 

vegetarians, ordinary microwave no roasting.  

8. Relevant advantage: The advantage could be of price, quality, ease of handling, 

product quality. To have quick diffusion, the product must offer either a price 

advantage or a performance advantage. Washing machine is expensive, but a 

labour saving device.  

9. Complexity: If the product is complex (difficult to understand and use) the 

diffusion is slower. The product may be complex but its use must be easy. 

Complexity may be because of many attributes (at- tributes complexity which are 

difficult to under- stand). The other complexity may be trade off complexity. The 

trade off takes place between cost of purchase and economy. Convenience vs. 

space or speed of cooking, vs. quality of cooking, as in microwave ovens.  
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10. Observability: The more easily the positive effects of the products can be 

observed, the more discussion takes place and faster the diffusion process, e.g. cell 

phones.  

 

Classification of Adopters  

Adopters can be classified into five groups based on the time when they adopt.  

Innovators: The first 2.5 per cent to adopt innovation.  

Early adopters: The next 13.5 per cent to adopt.  

Early majority: The next 34 per cent to adopt.  

Late majority: The next 34 per cent to adopt.  

Laggards: The final 16 per cent to adopt.  

Innovators  

Innovators are venturesome risk takers. They are younger, more educated and 

socially mobile. They have the capacity to absorb risk associated with the new 

product. They are cosmopolitan in outlook, are aware and make use of commercial 

media, and are eager to learn about new products, are progressive, ready to use 

new products.  

Early adopters  

They take a calculated risk before investing and using new innovations. They are 

opinion leaders and provide information to groups, but they are also concerned 

about failure. Therefore, they weigh advantages and disadvantages of the product 

before plunging in for a purchase.  

Early majority  

They tend to be more continuous and use the product after the innovators and early 

adopters seem to be satisfied with it. They are elders, well educated and less 
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socially mobile. They rely heavily on inter-personal source of in- formation. They 

constitute 34 per cent of the consumers.  

Late majority  

They are doubtful and skeptical about the innovation of new products. They tend to 

use the product not so much because of innovation, but because of other pressures, 

non-availability of the product and social pressures. They have less social status, 

and are less socially mobile than the previous group.  

Laggards  

They are more traditional. They possess limited social interaction and are oriented to 

the past. They adopt the innovations with great reluctance. They constitute a small 

portion of 16 per cent of the consumers.  

As depicted in figure 4.4 below adopter categories are generally depicted as taking 

on the characteristics of a normal distribution i.e., a bell-shaped curve that describes 

the total population that ultimately adopts a product. 
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Non adopter Categories 

A classification of the non-adopter categories would include: 

a. The unaware group: Those consumers who are not aware of the new product 

b. Symbolic rejectors: Who, though aware of the product, have decided against 

buying it. 

c. Symbolic adopters: Who know the product will be useful or them but have not tried 

it. 

d. Trial adopters: Who have tried the product and also rejected the same. 

e. Trial rejectors 

Role of Personal Influence 

Personal influence is another important factor, which plays a role in the adoption 

process of new products. This refers to what effect the statements made abut Ųa 

new productó by one person will have on another personós change in attitude or 

probability. This means that based on the comments or views expressed by ones 



 

FDDI/ FSBM/ SLB/ CB/150115 Page 169 
 

 

personal friend or acquaintance one may change the decision to adopt a new 

product or innovation. It is usually observed that consumers and especially women 

prefer to consult one anotherós friends and value the opinions expressed by them 

about new products, the quality differences among the different brands, store at 

which to purchase to experience shopping and so on. 

Market strategy related to diffusion. 

There are differences in the early purchasers or innovators and late purchasers 

(Laggards). The strategy for the target market adopted is a "moving target market" 

approach. First the general target market is selected, and then the focus shifts to 

innovators, early adopters, early majority, late majority and laggards. This takes 

place as the product keeps getting acceptance from the consumers. There is then a 

change in the media and advertising themes for different target groups. 

Diffusion enhancement strategies 

The idea is to find out the diffusion inhibitors and to eliminate them for the 

enhancement of diffusion. For this the diffusion determinants are analysed, and 

diffusion strategies framed, as given in table below. 
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Self Check 3  WRITTEN TEST  

 

1. What is culture? Differentiate between traditions, norms and values . 

2. Give examples of how culture affects perceptions regarding a product/ service 

3. Contrast advertisements (TV/Web) of a chosen product that is sold in India and 

the US. Illustrate how the cultural differences in the two countries affect the 

communication around the same product in the two markets  
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Unit 4   Organizational Buying  

 

Those who supply goods and services to consumer markets are themselves in need 

of goods and services to their business. These organizations-producers, resellers, 

and government-make up vast marketing organizations that buy a large variety of 

products, including equipment, raw material, and labor and other services. Some 

organizations sell exclusively to other organizations and never come into contact 

with consumer buyers. Despite the importance of organizational markets, far less 

research has been conducted on factors that influence their behavior than on factors 

that influence consumers. However, we can identify characteristics that distinguish 

organizational buying from consumer buying and typical steps in the organizational 

buying process.  

Characteristics of Organizational Buying 

Many elements of the sociocultural environment discussed earlier influence 

organizational as well as consumer buying, but some additional forces are salient 

only in the organizational setting. In particular, each organization has its own 

business philosophy that guides its actions in resolving conflicts, handling 

uncertainty and risk, searching for solutions, and adapting to change.  

Five characteristics mark the organizational buying process: 

1. In organizations, many individuals are involved in making buying decisions, 

2. The organizational buyer is motivated by both rajonal and quanti tative criteria 

dominant in organizational decisions; the decision makers are people, subject to 

many of the same emotional criteria used in personal purchases.   

Organizational buying decisions frequently involve a range of complex technical 

dimensions. A purchasing agent for Volvo Automobiles, for example, must consider 
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a number of technical factors before ordering a radio to go into the new model. 

The electronic system, the acoustics of the interior, and the shape of the dashboard 

are a few of these considerations. 

4. The organizational decision process frequently spans a considerable time, 

creating 

a significant lag between the marketer's inItial contact with the customer and 

the purchasing decision. Since many new factors can enter the picture during this 

lag time, the marketer's ability to monitor and adjust to these changes is critical. 

5. Organizations cannot be grouped into precise categories. Each organization has 

a characteristic way of functioning and a personalityJo 

The first item in this list of characteristics has important implications. Unlike the 

consumer buying process, organizational buying involves decision making by groups 

and enforces rules for making decisions. These two characteristics greatly 

complicate the task of understanding the buying process. For example, to predict the 

buying behavior of an organization with certainty, it is important to know who will take 

part in the buying process, what criteria each member uses in evaluating prospective 

suppliers, and what influence each member has. It is also necessary to understand 

something not only about the psychology of the individuals involved but also how 

they work as a group. Who makes the decision to buy depends in part on the 

situation. Three types of buying situations have been distinguished: the straight 

rebuy, the modified rebuy, and the new task. 

The straight rebuy is the simplest situation: The company reorders a good or service 

without any modifications. The transaction tends to be routine and may be handled 

totally by the purchasing department. With the modified rebuy, the buyer is seeking 

to modify product specifications, prices, and so on. The purchaser is interested in 

negotiation, and several participants may take part in the buying decision. A 

company faces a new task when it considers 
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buying a product for the first time. The number of participants and the amount of 

information sought tend to increase with the cost and risks associated with the 

transaction. 

This situation represents the best opportunity for the marketer. 

Stages in Organizational Buying 

The organizational buying process contains eight stages, or key phrases, which are 

listed in Figure 4.3. Although these stages parallel those of the consumer buying 

process, there are important differences that have a direct bearing on the marketing 

strategy. The complete process occurs (lilly in the case of a new task. Even in this 

situation, however, the process is far more formal for the industrial buying process 

than for the consumer buying process. Most of the information an industrial buyer 

receives is delivered through direct contacts such as sales representatives or 

information packets. It is unlikely that an industrial buyer would use information 

provided through a trade ad as the sole basis for making a decision. 

1. Problem recognition. The process begins when someone in the organization 

recognizes a problem or need that can be met by acquiring a good or service. 

Problem recognition can occur as a result of internal or external stimuli. External 

stimuli can be a presentation by a salesperson, an ad, or information picked up at a 

trade show. 

2. General need description. Having recognized that a need exists, the buyers must 

add further refinement to its description . Working with engineers, users, purchasing  

agents, and others, the buyer identifies and prioritizes important product 

characteristics. 

Table 4.1 lists several sources of information 
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D. for many industrial customers. Armed with extensive product knowledge, this 

individual is capable of addressing virtually all the product-related concerns of a 

typical customer. To a lesser extent, trade advertising provides valuable information 

to smaller or isolated 

customers. Noteworthy is the extensive use of direct marketing techniques (for 

example, toll-free numbers and information cards) in conjunction with many trade 

ads. Finally, public relations plays a significant role through the  placement 

of stories in various trade journals. 

3. Product specification. Technical specifications come next. '!'his is usually the 

responsibility of the engineering department. Engineers design several 

alternatives,depending on the priority list established earlier. 

4. Supplier search. The buyer now tries [0 identify the most appropriate vendor. The 

buyer can examine trade directories, perfonn a computer search, or phone other 

companies for recommendations. Marketers can par:.icipate in this stage by 

contacting possible opinion leaders and soliciting support or by contacting the buyer 

directly. Personal selling plays a major role at this stage . 

5. Proposal solicitation. Qualified suppliers are next invited to submit proposals. 
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Some suppliers send only a catalog or a sales representative. Proposal development 

is a complex task that requires extensive research and skilled writing and 

presentation. In extreme cases, such proposals are comparable to complete 

marketing strategies found in the consumer sector. 

Supplier selection. At this stage, the various proposals are screened and a choice 

is made. A significant part of this selection is evaluating the vendor. One study 

indicated that purchasing managers felt that the vendor was often more important 

than the proposal. Purchasing managers listed the three most important  

characteristics of the vendor as delivery capability, consistent quality, and fair price. 

Another study found that the relative importance of different attributes varies with 

the type of buying situations.For example, for routine-order products, delivery, 

reliability, price, and supplier reputation are highly important~. These factors can 

serve as appeals in sales presentations and in trade ads. 

7. Order-routine specification. The buyer now writes the final order with the 

chosen supplier, listing the technical specifications, the quantity needed, the 

warranty, and so on. 

8. Performance .review. In this final stage, the buyer reviews the supplier's 

performance. This may be a very simple or a very complex process. 
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