Chapter 6 – Personality, Lifestyles and Values

Personality
· Person’s unique psychological makeup and how it consistently influences the way he or she responds to the environment 
· Argued by many because studies have shown that people really tend not to behave consistently
· People behave differently across different situations (wild and crazy sometimes and the model of respectability at other times)
· Situational factors play a big part; personality is only one piece of the puzzle
· However, some aspects of personality tend to be stable over time and across a variety of situations (e.g. political outlook, leisure activities, etc.)
Freudian Theory
· He believed that much of human behaviour stems from a conflict between a person’s desire to gratify his or her physical need and the necessity to function as a responsible member of society
· Conflicts occur on an unconscious level, so the person is not aware of the underlying reasons for behaviour 
Freudian Systems
· id
· component of the self entirely oriented toward immediate gratification – it is the party animal of the mind
· operated according to the pleasure principle: behaviour is guided to maximize pleasure and avoid pain without regard for any consequences
· id is selfish and illogical
· Superego
· Counterweight to the id
· Essentially the person’s conscience
· It internalizes society’s rule and works to prevent the id from seeking selfish gratification
· Ego
· Mediates between the id and the superego 
· Referee between temptation and virtue
· Operates according to the reality principle: finds ways to gratify the id that will be acceptable to the outside world
· Freud’s ideas have also been adapted by consumer research:
· Importance of unconscious motives driving purchase behaviours
· Ego relies on symbolism in products to compromise between the demands of the id and the superego
· The person channels his/her unacceptable desires into acceptable outlets buy using products that signify these underlying desires
· Products stand for, or represent, a consumer true goal, one that is socially unacceptable or unattainable; by acquiring the product, the person is able to experience vicariously the forbidden fruit 
· Most of Freudian application in Marketing are related to the ways in which products might channel unconscious urges, such as those involving sexuality and aggression (e.g. sports cars are substitutes for sexual gratification for many men)
Motivational Research
· Approach based on psycho analytics (Freudian Theory) interpretations, with a particular emphasis on unconscious motives
· Socially unaccepted needs are channelled into acceptable outlets
· Relies on in-depth interviews with individual consumers
· Uses only few consumers to interview, but probes deeply into each person’s purchase motivations
· For summary of major consumption motivations see Table 6-1 (p.156)
· Ex:  
	Motives
	Associated Product

	Power/Masculinity 
	Power tools

	Femininity
	Cakes, cookies, tea, etc.


· Motivational research has great appeal to some marketers:
· Cost efficient
· Provides insight: help to develop marketing communications that appeal to the deep-seated needs of consumers, which provides a more powerful hook to relate a product to a consumer
· Intuitive sense: findings seem intuitively plausible after the fact (e.g. coffee is associated with companionship; people avoid prunes because it reminds them of old age, etc.)
Neo-Freudian Theories of Personality
· Karen Horney
· Proposed that people can be described as moving toward others (compliant), away from others (detached) or against others (aggressive)
· Some research indicates that these 3 types prefer different products
· Ex: compliant people are more likely to be tea drinkers
· Carl Jung
· Developed analytical psychology
· This approach emphasises both the individual’s development as a creative person (his/her future) and his/her individual and racial history (his/her past) in the form of personality. 
· He believed that people are shaped by the cumulative experience of past generations
· His perspective is based largely on collective unconscious: storehouse of memories inherited from our ancestral past 
· Ex: people are afraid of the dark because their distance ancestors has good reason to exhibit this fear
· These shared memories create archetypes, or universal shared ideas and behaviour patterns (involves themes like birth, death, etc.)
· Marketing often involve archetypes to link product with underlying meanings
· Ex: Mother Nature, Wizards, etc.
· Brands have personality that are similar to human personalities
· BrandAsset Archetypes Model measures a brand’s personality
· This model identifies whether a brand has a sick personality or healthy one
· A healthy personality = archetypes overwhelm their corresponding shadows (negative/sick characteristics)
· A sick personality occurs when 1 or more shadows prevail
· When a brand’s shadow dominates, it is important to guide brand to a health personality (see figure 6-1 p. 159)
Trait Theories
· One approach to personality is to focus on the qualitative measurement of specific traits, or identifiable characteristics that define a person
· Some specific traits that are relevant to consumer behaviour = innovativeness (try new things), self-conscious and need for recognition
Are You an Innie or an Outie 
· Is a person motivated to consume in order to please others or to fit in VS wanting to express a unique sense of self without much concern about what others think
· Each of us are to some extent a conformist by definition because we follow rules (laws)
· One personality trait we can measure is the need for uniqueness (degree to which a person is motivated to conform to the preferences of others VS standing apart from the crowd)
· Consumption differences between idiocentrics (individual consumption) and allocentrics (group oriented)
	
	Idiocentrics
	Allocentrics 

	Conten tment (with life and financial situation)
	(+) scored higher than allocentrics
	

	Health conscious
	
	(+) more health conscious

	Food preparation
	
	(+) spend more time preparing meals

	Workaholics
	(+) stay late at work
	

	Travel and entertainment 
	Interested in travel, culture, movies, art galleries, and museums
	Visit public library, reading books, craft projects


When Traits are Useful
· Personality traits often interact with situational factors to predict how consumers will behave
· Consumers high in the trait of public self-consciousness are more likely to make choices that allow them to present a + view of the self to others
· Ex: men won’t choose a steak called the “ladies cut”
· Consumers high in the trait of need for uniqueness tend to be more likely to desire unconventional products that are not widely consumer by the masses (hipsters!!!)
· Consumers high in the trait of need for cognition enjoy thinking extensively about things like products and their attributes
· Those low in need for cognition take shortcuts or rely on their feelings when making decisions, as opposed to careful thought
Brand Personality 
· Set of traits people attribute to a product as if it were a person
· Ex: Tony the Tiger, Geico Gecko, Jolly Green Giant…
· And, like real people, these characters sometimes need “makeover” to keep them fresh (Betty Crocker)
· Consumer’s feelings about a brand’s personality are an important part of brand equity: extent to which consumer hold strong, favourable, unique associations about a brand
· Some personality dimensions that can be used to compare and contrast the perceived characteristics of a brands in various product categories include:
· Old fashion, wholesome, traditional
· Surprising, lively, “with it”
· Serious, intelligent, efficient
· Glamorous, romantic, sexy
· Rugged, outdoorsy, tough, athletic
· Animism: inanimate objects are given qualities that make them somehow alive
· Can be a part of religion: sacred objects, animals, or places 
· Two types of animism 
· Level 1: highest order of animism, the object is associated with a human individual – spokesperson in advertising. This allows consumers to feel that the spirit of the celebrity or endorser is available through the brand
· Level 2: objects are anthropomorphized – given human characteristics. A cartoon character, or mythical creation might be treated as if it were a person, with feelings
Personality of Positioning
· Brand position = what the brand wants to  be in the eyes of the consumer
· If the consumers are not the seeing the brand the way its makers intended them to, they  must reposition the product
· Volvo is facing this problem, their cars are renowned for safety but not seen as sexy
Lifestyles and Psychographics
· Lifestyle
· Pattern of consumption reflecting a person’s choices of how he/she spends time and money
· Includes a person’s self-concept, ethnicity, and social class
· People sort themselves into groups on the basis of the things they like to, do, how they like to spend their leisure time, and how they choose to spend their disposal income
· Lifestyles and group identities
· Patterns of consumptions based on lifestyles often comprise many ingredients that are shared by others in similar social and economic circumstances
· However, each person also provides a unique “twist” to this pattern that allows him/her to inject some individuality into a chosen lifestyle
· Ex: many university students might dress like their friends, hang out the same places, and like the same foods, yet indulge a passion for marathon running, blogging that makes, him/her unique
· Lifestyles not set in stone – they evolve and change
Products Are the Building Blocks of Lifestyles
· We often choose a product precisely because we associate it with a certain lifestyle
· Ex: Lululemon make comfortable clothing, but more importantly, the company wants to play an integral role in creating consumer lifestyles around their product. They encourage consumers to change their lifestyles by asking them to write down their New Years’ resolutions and post them in stores
· The adoption of lifestyle marketing perspectives implies that we must look at patterns of behaviour to understand consumers
· An important part of lifestyle marketing is to identify the set of products and services that seems to be linked in consumers’ minds to a specific lifestyle
· Product complementarity: occurs when the symbolic meanings of different products are related to each other. These sets of products, termed consumption constellations, are used by consumers to define, communicate, and perform social roles
Psychographics
· Involves the use of psychological, sociological and anthropological factors…to determine how market is segmented by the propensity of groups within the market – and their reasons – to make a particular decision about a product, person, ideology, etc. 
· Psychographics can help marketers fine-tune their offerings to meet the needs of different segments
AIOs
· Attempts to group consumers according to some combination of three categories of variables – activities, interest, and opinions – known as AIOs
· Using data from large samples, marketers create profiles pf customers who resemble each one another in their activities and pattern of product usage
Uses of Psychographic Segmentation
· Used to define the target market
· To create a new view of the market: avoid using a “typical” customer in mind because stereotype may not be correct because the actual customer may not match these assumptions
· To position the product: emphasize features of the product that fit with a person’s lifestyle
· To better communicate product attributes
· Etc. 
VALS
· Segmentation system
· Stands for Values and Lifestyles
·  It divides people into 8 groups, according to both psychological characteristics and resources, which include such factors as income, education, energy levels, and eagerness to buy
· Top group is called innovators: successful consumers with many resources. This group is concern with social issues and is open to change
· Other groups include:
· Thinkers: satisfied. Reflective, and comfortable. They tend to be practical and value functionality 
· Achievers: are career-oriented and prefer predictability over risk or self-discovery
· Experiencers: impulsive and young and enjoy offbeat or risky experiences
· Next 3 groups have less resources:
· Believers: strong principles and favour proven brands
· Strivers: like achievers but with fewer resources. Concerned about the approval of others
· Makers: action-oriented and to focus on their energies on self-sufficiency. Often found working on their cars, canning their own vegetables, or building their own houses
· Next comes the groups with the fewest resources:
· Survivors: bottom of the ladder. They are most concerned with meeting the needs of the moment
Geodemography
· Refers to the analytical techniques that combine data on consumer expenditures and other socioeconomic factors with geographic information about the areas in which people live to identify consumers who share common consumption patterns 
· Birds of the same feather flock together
Values
· A value = belief that some condition is preferable to its opposite
· Plays an important role in his/her consumption activities, since many products and services are purchased because they will help attain a value-related goal
Core Values
· Every culture has a set of values that it imparts to its members.
· People in one culture might feel that being a unique individual is preferable to subordination one’s identity to the group, whereas other value group membership
· Differences in values can explain why marketers efforts that are a big it in one country can flop in another
· Japan promoted a breast cancer awareness ad, showing an attractive women drawing stares from men on the street as a voice over says: “If only women paid as much attention to their breasts as men do”.
· The same ad flopped in France because the use of humour for serious diseases offended the French
· The process of learning the beliefs and behaviours endorsed by one’s own culture is called enculturation
· In contrast, the process of learning the values and behaviours of another culture = acculturation 
Ways to classify values
· Terminal values: desired end states that apply to many cultures.
· The Rokeach Value survey is a scale used to measure these values
Conscious Consumers: 
· Consumers going green
· They focus on their personal health and have a growing interest in global health
· However attitude does not always predict behaviour (chapter 7) 
· For ex: when people have less money to spend they might not purchase environmentally friendly products even if they have a positive attitude towards them
Materialism
· [bookmark: _GoBack]Refers to the importance people attach to worldly possessions
