Chapter 1: An Intro to Consumer Behaviour
INTRODUCTION
Consumer Behaviour: People in the Marketplace

Demographics: measurable descriptive characteristics of a population.

Psychographics: psychological information including aspects of a personas lifestyle, interests, attitudes, values and personality. Plays in important role in deciding which market a product should be introduced to and how to target certain groups of consumers

Consumption Communities: online place where members share views and recommendations about anything. Pressure for some individuals to buy things that others in the group approve of

Subcultures: cultural values or strongly held beliefs about the way the world should be structured.

Market segmentation strategies: targeting a brand only to a specific group of consumers.
To position a brand in a certain way, brands often have clearly defined images or personalities.

Brand loyalty: the result of satisfying a customer’s specific needs or desires. When a bond between a consumer and a brand is very strong it is very hard for a competing brand to break that bond.

Consumers are often drawn to a product’s aesthetic characteristics.

Opinions and desires are shaped by the world around us.


WHAT IS CONSUMER BEHAVIOUR?
Consumer Behaviour:  the study of processes involved when individuals or groups select, purchase, use or dispose of products, services ideas or experiences to satisfy needs and desires

Consumer Behaviour is a Process 
Early stages of consumer behavior referred to as the Buyer Behaviour: interaction between consumers and producers during point of purchase
Now, Consumer behavior is seen as an ongoing process: look at everything from before, during and after purchase of a product.

Need to study consumer behaviours so marketers can understand how to satisfy their needs, and better than competing brands.
Data about these consumers help marketers understand opportunities and threats for a brand.

CONSUMER’S IMPACT ON MARKETING

Segmenting Consumers
Marketing Segmentation: identifies groups of consumers who are similar in one or many ways, and devises marketing strategies to appeal to that group in particular
Develop specialized marketing messages/products to these individual groups.

You can group in several ways:
· Age: people in the same age group tend to share similar values and common cultural experiences. Marketers first try to target a certain age group and then broaden appeal later on
· Gender: differentiating by gender starts very early on
· Family structure/life stage: this has big effects in the way consumers spend $
· Social classes/ income: distribution of wealth is of great interest to marketers because it determines which groups have the greatest buying power and market potential
· Ethnicity:
· Geography: segmenting by region
· Lifestyles:

Relationship Marketing: key to success= building relationships with consumers that will last a lifetime. It involves interacting with consumers over time and giving them a reason to bond with the brand.

MARKETING’S IMPACT ON CONSUMERS

Pop culture: both a product of marketing and an inspiration for marketing
Consumer generated marketing: part of marketing’s influence on culture

Meaning of Consumption
People buy products not for what they do, but for what they mean. The roles that products play in our lives go well beyond the tasks they perform.

The Global Consumer
People around the world are joined by their common devotion to a brand.
U-Commerce: Use of ubiquitous networks that enable real time connections in business and consumption behavior.
Pressure to understand how global customers behave due to the fact that many smaller companies are now looking to expand overseas, which elevates competition.

Virtual Consumption
Electronic marketing increases convenience by breaking down barriers caused by time and location.
Digital native: “always-on” world
Horizontal revolution: We can communicate with everyone via Internet at any time and place, therefore info flows ACROSS people as well.
Synchronous interactions: occur in real time
Asynchronous interactions: don’t require participants to respond right away

Marketing Ethics and Business Policy
Essentially, the rules of conduct that guide a business’s actions. Consumers will be more likely to buy from those companies that are seen as ethical. Notions of right/wrong differ between cultures.
American Marketing Association’s Code of Ethics (what marketers are/are not allowed to do, legally) 

NEEDS AND WANTS: DO MARKETERS MANIPULATE CONSUMERS?
Marketers make consumers believe that their product/ service is a necessity and that they will be seen as inferior if they do not have it.
Not necessarily artificial needs. The needs are already there the marketer just convince consumers that their product is the best solution to that need.
Advertising is an important source of consumer information.

Protect consumer from unfair practices.

Corporate social responsibility: voluntary decision to protect/enhance their positive social and environmental impacts as they go about their business activities
Transformative Consumer Research: promotes research projects that include the goal of helping people or bringing social change

THE DARK SIDE OF CONSUMER BEHAVIOUR
Consumer addiction: physiological or psychological dependency on a product or service
Compulsive consumption: repetitive/excessive purchasing in order to relieve stress, anxiety, etc. (centers on the process of buying, not on the purchase itself)
Destructive consumer behavior characterized by:
· Behaviour not engaged in by choice
· Gratification from behavior is short lived
· Feelings of guilt afterwards

Shrinkage: losses due to theft, in turn consuemrs pa higher price


THE ROLE OF CONSUMER RESEARCH

Primary Research
Data collected by researcher specifically to answer the research question at hand


Chapter 2: Perception
Sensation: immediate response of our sensory receptors to stimuli
Perception:  process by which these sensations are selected, organized, and interpreted (more influential in determining consumer preferences)

SENSORY SYSTEMS
Perceptual process (3 stages)
1) exposure
2) attention
3) interpretation

Sensory inputs can be received by a # of channels. These inputs that are picked up by our 5 sense constitute the raw data that generate any types of responses.

SENSORY MARKETING
Companies pay extra attention to the impact of sensation on our product experiences

Sight: colors have meaning.  Important for packaging. Different for many cultures.
Smell:  odors can stir emotions, evoke memories, relieve stress. Sense of smell can lead to different behavioural reactions to stimuli.
Touch:
Taste:
Hear:

EXPOSURE
Process by which consumer come into contact with the stimulus and has the potential to notice it

Sensory Thresholds:
· The Absolute Threshold: min. amount of stimulant that can be detected on sensory channel
· The Differential Threshold: ability for sensory to detect changes in a stimulus or detect differences between stimuli. (min. change in stimulus that can be detect is known as just noticeable difference)
· Weber’s law: change necessary to be noticed= change in intensity of stimulus/ intensity of stimulus before change
· Emphasizes that it is the ratio that counts, not necessarily the actual difference that occurs
· JND is important to marketers because 1) they don’t want negative changes to be noticed too much 2) they want to positive changes to be great enough that they are actually noticeable

Subliminal Perception
The perception of stimuli below the level of consumer consciousness

ATTENTION
Extent to which brain’s processing activity is devoted to a particular stimulus

How you devote your attention varies depending on the stimulus and the recipient (the mood you are in, etc.)

Sensory overload: being exposed to more than you can/are willing to handle

Perceptual selectivity: people attend to only a small portion of stimuli to which they are exposed

Personal Selection Factors
Experience determines how much exposure to a particular stimulus a person accepts

Perceptual filters: based on past experiences influence what consumers decide to process

Perceptual vigilance: a factor in selective exposure. Consumers more likely to be aware of stimuli that are related to their currents needs.

Perceptual defense: people see what they want to see, block out what they don’t want to see

Adaptation: the degree to which consumers continue to notice a stimulus over time.  Occurs when consumers no longer pay attention to a stimulus because it is familiar.
	Factors leading to adaptation
· intensity
· duration
· discrimination
· exposure
· relevance

Stimulus Selection Factors
Characteristics of stimulus play important role on saying what gets notice and what doesn’t
· size
· colour
· position
· novelty

INTERPRETATION
Meanings that people assign to sensory stimuli
Consumers assign meanings based on schema (cognitive framework that helps organize and interpret info)

Stimulus Organization
People tend to view stimulus in terms of relationships with other events, sensations, or images.
Gestalt psychology: people derive meanings from the totality of a set of stimuli rather than from an individual stimulus. (whole is greater than the sum of its parts)

Principle of closure: consumers perceive incomplete pictures as complete. (we fill in the blanks on the basis of our prior experiences)

Principle of similarity: consumers group together objects that share similar physical characteristics (group similar items into sets to make wholes)

Figure-ground principle: one part of a stimulus will dominate while the others parts remain in the background 

INTERPRETATION BIAS
consumers tend to project their own desires/assumptions onto products and ads

Perceptual Positioning 
Evaluation of a product is the result of what it means rather than what it actually does

Positioning strategy: the way the marketers want the brand to be viewed; uses elements of marketing mix to influences consuemrs interpretations of the brands meaning

Positioning Dimensions
· price leadership
· attributes
· product class
· occasions
· users
· design

Chapter 3: Learning and Memory
Learning: change in behavior that is caused by experience
Incidental learning: unintentional acquisition of knowledge 

BEHAVIOURAL LEARNING THEORIES
Assume that learning takes place as a result of a response to external events (as opposed to internal thought processes)

Classical Conditioning
Occurs when a stimulus that elicits a response (unconditioned stimulus) is paired with another stimulus that doesn’t normally elicit a response on its own. Over time the second stimulus (conditioned stimulus) causes a similar response (conditioned response) because it is associated with the first one.

Associative Learning
Consumers learn associations between stimuli in a rather simple fashion without more complex processes or cognition taking place.

Repetition
Repeated exposures increase the strength of stimulus-response associations and prevent decay of these associations in memory
Most effective strategy: combination of spaced exposures that alternate in terms of media that are more or less involving

Stimulus Generalization
Tendency of stimuli that are similar to a CS to evoke similar conditioned responses (ex: Pavlov ad the bell…things sounding like bells with make the dogs salivate)

Stimulus Discrimination
Occurs when a stimulus similar to a CS is NOT followed by a UCS.

Marketing Applications of Conditioning
Brand equity: brand has a strong image in consumers memory

Repetition
3 exposures is the perfect amount
1st: creates awareness
2nd: demonstrates relevance to the consumers
3rd: serves as a reminder of the benefits

“Wearout” occurs when consumers becomes so used to hearing/seeing a stimulus that they no longer pay attention to it.


Conditioning product associations
Pairing a product with a positive stimulus to create desirable association.
Unconditioned stimulus should be presented prior to the conditioned stimulus.

Applications of stimulus generalization
Strategies based on stimulus generalization:
1. family branding: products capitalize on reputation of company name
2. product line extensions: related products added to established brand
3. licensing: well-known name is rented by others
4. look-alike packaging: when a particular design creates strong association with a brand

Instrumental Conditioning
“operant conditioning”

Occurs as the individual learns to perform behaviors that produce positive outcomes (rewards) and to avoid behaviors that yield negative outcomes (punishments).

Shaping occurs when consumers are rewarded for successive steps taken toward the desired response.

Positive reinforcement: when you are given a reward, those actions are strengthened (ex: when you are complimented on your perfume, you will wear it again)
Negative reinforcement: when you remove something undesirable, those actions are strengthened (ex: when retailers offer to pay taxes, removing the tax will create positive actions)
Punishment: when a response is followed by an unpleasant event, used to decrease behavior (ex: someone makes fun of you for wearing blue eye shadow, you wont wear that eye shadow again)

4 Types of Learning Schedules
ratio vs. interval: ratio= reinforce learner based on the number of responses that have been completed … interval= reinforce the learner after a certain amount of time passes since the appropriate response

1) fixed-ratio reinforcement: reinforcement occur sonly after a fixed number of responses (ex: 15th purchase is free)

2) variable-ratio reinforcement: behavior reinforced after certain number of responses, but  the required amount is unknown to the consumer (ex: roll up the rim to win)


3) fixed-interval reinforcement: after a specified time period has passed, you will be reinforced (ex: a seasonal sale)

4) variable-interval reinforcement: time that must pass before being reinforced is unknown to the consumer and varies around some average (ex: loyalty club members will get mailed coupons every so often)

Examples of Instrumental Conditioning in marketing
Frequency marketing: reinforces behaviors of regular purchasers by giving them prizes with values that increase along with amount purchased (ex frequent flyer programs)


COGNITIVE LEARNING THEORY
Stresses that importance of internal mental processes

Mindlessness: when learning occurs in an automatic, passive way. Unconscious procedural knowledge. 

Observational Learning
Occurs when people watch the actions of others and note the reinforcements they receive for their behaviors; learning occurs as a result of vicarious experience

Modeling: when people store observations in their memories and use this info as a point of reference later on in their own experiences.  For modeling to occur, 4 conditions must be met:
1) consumers attention must be directed towards the model whom is desirable to emulate
2) consumer must remember what model says/does
3) consumer must convert info into action
4) consumer must be motivated to perform these actions

Applications of Cognitive theory
Ex: Using axe because in the commercials the guys who wear axe get all the girls 

THE ROLE OF MEMORY IN LEARNING
Memory: acquiring info and storing it over time so that it will be available when needed 
Data in inputted, processed then outputted when needed (encoding, storage, retrieval)

Encoding Information for Later Retrieval

Encoding: linking new info to existing knowledge in order to make  new info more meaningful. 

Types of meaning
· sensory meaning (actual senses)
· semantic meaning (symbolic associations)

Personal relevance
· episodic memories: personally relevant
· flashbulb memories: vivid and unique
· narrative: a story

Memory Systems

Sensory memory: permits storage of info we receive from our sense; very temporary. 

* If info is retained for further processing, it passes through an “attentional gate” and is transferred to short term memory
Short term memory: stores info for limited time and capacity is limited. Can be regarded as working memory; holds info we are currently processing.  Info is stored by combining little pieces of info into larger “chunks.”

Long-term memory: system that allows us to retain info for a long period of time. For info to get into long term memory, “elaborative rehearsal” is required (thinking about meaning of stimulus and linking it to other things already in your memory)

Storing Information in Memory
Multiple store: assumes STM and LTM are two separate systems
Activation models of memory: Different levels of processing occur that activate some aspect of memory rather than others

Associative Network Models
Info stored in associative network where many bits of info is organized according to some set of relationships

“knowledge structures” –the storage units; spider-web like
Info is placed into nodes which are connected by associative links within these structures
*Pieces of info that are seen as similar are linked together under a broader category.
Links form between nodes as associative network is developed.

Spreading Activation
A meaning can be activated indirectly… when one node is activated, meaning spreads across the whole network and other concepts are then triggered.

Memory trace for an ad could be stored in the following ways:
· brand specific: in terms of claims made for the brand
· ad specific: in terms of ad content itself
· brand identification: in terms of brand name
· product category: in terms of how product works or where it’s used
· evaluation reactions: 

Levels of knowledge
“proposition”: links two nodes together to form a complex meaning
“schema”: cognitive framework that is developed through experience 
“script”: sequence of procedures that is expected by an individual

Analogical Learning
Drawing an analogy between new products and existing ones

Base: existing product
Target: new product
Consumer can easily integrate existing knowledge from the base into the formation of new knowledge regarding the target.

2 forms:
1) level of attributes: the identifiable features of product
2) level of relations: how the product relates to a desired outcome

Retrieving Information for Purchase Decisions
Retrieval: process of accessing info from long term memory
May be difficult to retrieve unless the right cues are present (always in memory though)

Factors Influencing Retrieval
· physiological factors
· situational factors: environment which message is delivered

· Familiarity and Recall- prior familiarity with an item enhances recall
· Salience (prominence or level of activation in memory) and recall- stimuli that stand out in environment are more likely to be recalled because they command attention
· Pictorial vs. verbal cues-  superiority of visual memory over verbal memory

Factors Influencing Forgetting
We forget when we have “interference”: new info comes in and replaces old info

Products as Memory Makers
The experience between nostalgia and a brand makes us remember/like an ad more

Marketing Power of Nostalgia
Nostalgia is a bittersweet emotion- when an ad triggers nostalgia we can undergo spontaneous recovery

Measuring Memory for Marketing Stimuli

Recognition vs. recall
Recognition test: shown ads one at a time and asked if you have seen it before
Recall test: consumer needs to think independently about which ads they have seen before

Problems with Memory Measures

· Response bias: results obtained from a measuring instrument are not necessarily caused by what is being measured  Ex: people will respond yes regardless of what they actual answer is
· Memory lapses: people unintentionally forget crucial information
· Omitting: leaving out facts
· Averaging: tendency to normalize things that are actually extreme
· Telescoping: inaccurate recall of time
· Memory for facts vs. feelings:  


Chapter 4: Motivation and Affect
The Motivation Process
Motivation: process that cause people to behave the way they do
When a need is triggered there are two ways that we can reduce/eliminate it
1) utilitarian: desire to achieve functional/practical benefit
2) hedonic: experiential need involving emotional responses or fantasies
Goal: desired end state
Tension: when a discrepancy exists between present state and desired state
Drive: urgency to reduce tension; degree of arousal
*All of these combined form a want

MOTIVATIONAL STRENGTH

Drive Theory
Concentrates on the biological needs that produce unpleasant states of arousal; Motivated to reduce the tension caused by this physiological arousal.  State of tension activates goal oriented behavior in which you try to balance out your unpleasant state (homeostasis)

Expectancy Theory
Behaviours are pulled by expectations of achieving desirable outcomes (positive incentives)

MOTIVATIONAL DIRECTION
Goals can be obtained in many different ways; marketers need to make consumer believe that their way is the best way to satisfy their needs

Need vs. Want
Wants are what you use to satisfy your needs

Types of Needs
Biogenic needs: necessary to maintain life
Psychogenic needs: acquired in the process of becoming part of a culture
Utilitarian needs: consumers will emphasize on the objective/tangible attributes of a product
Hedonic needs: consumers will turn to this type in order to fulfill their emotions (subjective)

Motivational Conflicts
Goals have valence: they can either be positive or negative
Positive goals: motivated to approach the goal
Negative goals: motivated to avoid negative outcome

3 types of conflicts can occur
1) approach-approach conflict: person must choose between two desirable alternatives
· Theory of Cognitive dissonance: people have a need for consistency in their lives and that state of tension is created when beliefs or behaviours conflict with one another
· Ex: there are two really good laptops that you want to buy and don’t know which one to decide on
· Once you have picked one over the other, you are in a state of post-decision dissonance (thinking about the benefits that you lost on for the other laptop, creates dissonant state consumers wish to reduce) 
2) approach-avoidance conflict: when we desire a goal but wish to avoid it at the same time (ex: want to eat the cookies but don’t want to become fat)
3) avoidance-avoidance conflict: when we face a choice between two undesirable alternatives (ex: throwing money into an old car or spending lots of money on a new one)

Classifying Consumer Needs

Specific Needs and Buying Behaviour
· Need for achievement: strongly value personal accomplishment
· Need for affiliation: need to be in company of other people
· Need for power: need to control one’s environment
· Need for uniqueness: need to assert ones individual identity

Maslow’s Hierarchy of Needs

· Implies that the order of development is fixed—a certain level must be obtained before the next one is activated
· Higher order needs become the driving force behind human behavior as consumers lower level needs are satisfied
· Lower level needs never fully satisfied by on going. Do not need to satisfy one need completely in order for next level to motivate behavior

Criticism: no measurement tool to measure needs empirically. Cannot precisely measure when a need is satisfied

Motivation and Goal Fulfillment
SMART goals: specific, measurable, attainable, realistic, time-bound

CONSUMER INVOLVEMENT

Involvement: a person’s perceived relevance of the object based on their needs, values and interests
As involvement increases, we pay more attention to ads for that product (high cognitive), think more about the ad and try to understand it, pay more attention to product related info

Levels of Involvement
The degree of involvement can be seen as a continuum: one end you are obsessed and the other end you have no interest whatsoever

Low involvement: characterized by inertia; decisions are made out of habit
High involvement: passionate intensity, truly involved with decision making

3 types of involvement:
1) Product involvement: consumers level of interest in a product. (mass customization is huge; when consumers are able to participate in making something their own the are more involved)
2) Message Response Involvement: tv media is low involvement- exerts little control over content. Print media is high involvement- reader is involved in processing the info
3) Purchase situation involvement: differences that occur when buying the same product but for different situations (ie: buying a gift for someone or buying something for yourself, you may not buy your sister a present at the dollar store but if its for yourself you might not care where you buy it)

Strategies to Increase Involvement
· appeal to consumers hedonic needs
· use novel stimuli
· use prominent stimuli
· celebrity endorsers
· build a bond with consumers

AFFECT

Types of affective responses
Affect: experience of emotionally-laden states
Evaluations: valenced reaction to events and objects that are not accompanied by high levels of arousal
Moods: temporary positive or negative affective states accompanied by moderate levels of arousal
Emotions: more intense and related to specific triggering events

Uses of affective states
· positive moods and emotions are highlighted as a product benefit
· negative moods used to activate a negative emotion in the consumer and then giving the consumer a means of how to fix the negative issue (ie: starving children in Africa)
· mood congruency effect: our judgments are usually consistent with our current moods

How Social Media Taps Into our Emotions
Sentiment analysis: looking through social media to find terms that people are using the define different products/companies
Word-phrase dictionary: used to code the data
Text mining software used to collect and combine words to paint a picture

Chapter 5: The Self
PERSPECTIVE ON THE SELF

Self Concept
The beliefs a person holds about their own attributes and how they evaluate these qualities
Attributes include: content, positivity/negativity, intensity, stability
Self-assessment can be quite distorted
Stereotype threat: anxiety a consumer feels when they might act in a way that confirms a group stereotype

Self-Esteem
Positivity of your attitude toward yourself
Social comparison: when an individual starts comparing themselves to people shown in the media and with other people around them

Real and Ideal Selves
Ideal self: concept of how individual would like to be
Actual self: the realistic appraisal of the qualities that we do and don’t have

Impression management: where we work to manage what others think of us

Multiple Selves
The self has many different components or role identities; different selves are active at different times

Virtual Identity

Avatars online
Self fulfilling prophecy: you think people expect you to act a certain way, so eventually you just end up acting like that

Self-Consciousness
When you are sensitive to the image that you project to others
High self-monitors are more likely to evaluate products consumed in public in terms of the impressions they make on others

Consumption and Self-Concept

Products that shape the self
People see themselves as they imagine other people to see them
We use an individual’s consumption behaviours to determine what kind of person they are

An individual can develop an attachment to a product to the extent that the object defines him/her self-concept

Symbolic self completion theory: people with incomplete self-definition will complete their identity by acquiring and displaying symbols associated with it




Self/Product Congruence

Self/product congruence models predict that products will be chosen when their attributes match some aspect of the self.
Matching between these attributes and the consumers self-image.

The Extended Self

The props and settings that consumers use to define their social roles become part for their selves. These external objects make up the extended self.

4 levels of extended self
1) individual level: personal possessions
2) family level: individuals residence and furnishings in it
3) community level: neighborhood/town where they’re from
4) group level: attachments to certain social groups

Gender Roles
Unclear if gender roles are innate or culturally shaped

Gender differences in socialization
Males: agenic goals stress self-assertion and mastery
Females: communal goals affiliation, harmonious relationships

Gender vs. Sexual identity
Sex-typed traits: masculinity and femininity are not biological characteristics (you can be male and exhibit female characteristics)

Sex typed products
Certain products are associated with one gender over another (dolls, cars, etc.)

Androgyny
Possession of both masculine and feminine traits

Gender-bending products
Products that are typically addressed towards one sex that is altered to fit the needs of the other sex

Body Image
Big part of the self-concept
It is the subjective evaluation of your own physical self

Many marketing strategies exploit the fact that people distort their body images by preying on the insecurities of the consumer (creating a gap between the real self and the ideal self)

Chapter 6: Personality, Lifestyles, & Values 
PERSONALITY
Refers to a persons psychological makeup and how it consistently influences the way they respond to the environment
Situational factors play an important role in determining a consumers behavior; however personality tends to be rather stable over time and across several situations


Freudian Theory

Human behavior stems from fundamental conflict between a persons desire to gratify his or her physical needs and the necessity to function as a responsible member of society

Freudian Systems
· id: component of the self that is oriented toward immediate gratification
· pleasure principle: behavior is directed by the notion that we try to maximize pleasure and avoid pain (selfish and illogical) directs us towards pleasure without thinking about the consequences that might arise
· superego: a persons conscience (counter weight to id)
· ego: system that mediates between id and superego
*conflicts occur on an unconscious level so individual not necessarily aware of reasons of behavior
*unconscious motive: when consumers cannot tell marketers true motivations because they don’t even know why

Motivational Research
Emphasis on unconscious motives; assumption that unacceptable needs are channeled into acceptable outlets
In-depth interviews: probes deep into a person’s purchase motivations

Motivational research has great appeal
· cost efficient
· providing insights
· intuitive sense

Neo-Freudian Theories of Personality

1)Karen Horney: people describe as being compliant (move towards others), detached (away from others) or aggressive (against others)
2)Carl Jung: Analytical psychology emphasize on individuals development as a creative person and his individual and racial history in the formation of personality. Personality is formed by experiences of the past. Based on collective unconscious storehouse of memories inherited from our ancestral past

Brands have personalities that are quite similar to human personalities

Trait theories
One approach to personality is identifying the quantitative measurement of specific traits 
Ex: how introvert you are, extrovert, innovative, self-consciousness, need for cognition, etc…

Innie or Outtie?
We all to some extent conform because we follow rules in society

Need for uniqueness: degree to which an individual is motivated to conform to preferences of other versus standing out
Idiocentrics: having an individualist orientation higher scores in contentment, workaholics, travel and entertainment
Allocentrics: having a group orientation higher scores in health-consciousness, food prep,

When Traits are Useful
Companies need to create brand personalities that will attract a certain type of consumer

Public self-consciousness: make choices that make themselves look good in front of others; avoid products with bad images
Need for uniqueness: more likely to desire unconventional options
Need for cognition: enjoy thinking extensively about things like product attributes. Low cognition: rely on feelings more than information to make choices

BRAND PERSONALITY
Set of traits that people attribute to a product as if it were a person

Brand equity: extent to which consumers hold strong, positive, associations with a brand in memory. Willingness to pay more for a brand named product rather than the same product with no name brand.

Animism: inanimate objects are assigned qualities that make them somehow alive
2 types can be identified:
· level 1: object associated with human individual (ex: a celebrity endorser)
· level 2: objects are anthropomorphized (ex: cartoon is given human characteristics and assumed to have humanly feelings)

Personality Positioning
Brand personality is a statement about how the brand has positioned itself

LIFESTYLES AND PSYCHOGRAPHICS

Lifestyle: who we are, what we do
Pattern of consumption reflecting a person’s choices of how they spend time and money

Lifestyle marketing perspective: recognize the people sort themselves out into groups on the basis of what they like to do, how the spend leisure time/money

Lifestyles as Group Identities
People in the same social/economic class share similar patterns of consumption based on lifestyles

Products are the Building Blocks of Lifestyles
Lifestyle marketing strategies: position product by fitting it into an existing pattern of consumption and thus create a brand personality that is relevant to a variety of products and situations

We must look at the patterns of behavior to understand consumers
Where PEOPLE, PRODUCTS, and SETTINGS are combined to express certain consumption lifestyles
Important part of this type of marketing s that you need to identify a set of products and services that seem to be linked to the consumers minds to a specific lifestyle.

Product complementarity: occurs when symbolic meanings of different products are related to each other. All products together form constellations. We each have one that defines ourselves.

Psychographics
The use of psychological, sociological, and anthropological factors to determine how the market is segmented by the propensity of groups within the market

Conducting a Psychographic Analysis

Types of psychographic studies:
· lifestyle profile: differentiate between users and non-users
· product-specific profile: profiles target market in terms of product-relevant dimensions
· general lifestyle segmentation: consuemrs grouped into homogenous groups based on similarities in their overall preferences
· product specific segmentation: questions used in a general approach are tailored to a product category

AIOs
Grouping consumers into categories based on combinations of different activities, interests and opinions
Marketers create profiles of consumers who resembles one another in these aspects

Uses of psychographic Segmentation
1) to define market
2) to create a new view of the market: marketers tend to create a strategy with a typical consumers in mind, however this stereotype may not be correct (consumers do not match assumptions)
3) to position product
4) to better communication product attributes
5) to develop overall strategy
6) to market social and political issues

Psychographic Segmentation Typologies
Marketers have made up their own typologies that break up consumers based on lifestyles.  Breaks up population into different groups and given a profile of what they typical member is like

VALS (Values and lifestyles segmentation)
Most widely known/used segmenting system

Horizontal: by self-orientation
Vertical: by resources
(diagram on p.173)

Geodemography
Type of segmentation that combines data on consumer socioeconomic factors with geographic info to identify consumers who share similar consumption patterns.

VALUES
A belief that some condition is preferable to its opposite. Central to what makes a consumer distinct.
Two people can value the same thing (vegetarianism) but their reasons for believing in that can be completely different (health reasons vs. animal activist)

Beliefs “taught” by parents, teachers, friends, etc= socialization agents
Beliefs “taught” by culture= enculturation
Learning beliefs of another culture= acculturation

Terminal values: desired end states
LOHAS: lifestyles of health and sustainability


Chapter 7: Attitudes
THE POWER OF ATTITUDES

Attitude: lasting (endures overtime), general (applies to more than a momentary event) evaluation of people, object or issues
Attitude object (Ao): anything towards which someone has an attitude

The Functions of Attitudes
Functional Theory of Attitudes: explains how attitudes facilitate social behavior

It is important for a marketer to know why an attitude is held before they attempt to change it

Attitude function:
· Utilitarian function: forms product attitude based on whether it provides pleasure or pain
· Value expressive function:  forms a product attitude because of what the product says about him/her as an individual
· Ego defensive function: formed to protect the person from extern threats or internal feelings
· Knowledge function: formed as a result of a need for order, structure or meaning

Many attitudes can be formed towards a product, but there is usually a dominant one that consumers are drawn towards

Marketers can take advantage of knowing what these dominant attitudes are and employ them into their communications and packaging

Understanding how an attitude object is important to different people, marketers are able to come up with different strategies that will appeal to different segments

The ABC Model of Attitudes

3 components of an attitude:
1) Affect: the way a consumer feels about an attitude object
2) Behavior:  the persons intentions to do something with regard to an attitude object (ex: a purchase)
3) Cognition : the beliefs a consumer has about an attitude object

ABC Model of attitudes refers to the interrelationships among knowing, feelings and doing

HIERARCHIES OF EFFECTS

High Involvement (A-B-C)
· Consumer forms beliefs about an object by gaining knowledge about relevant attributes.  
· Consumers evaluated beliefs and forms feelings about the object. 
· On basis of evaluation, consumer engages in a certain behaviour

Low Involvement 
· collects very little info about the object before acting 
· emotions develop for the object only after consumption
· consumer does not have a strong preference for a specific brand therefore acting on the basis of limited knowledge
· less important the object, the more important marketing stimuli is (ex: packaging) 
· marketers need to know which objects are low-involvement so they don’t waste time giving consumers a lot of info about it and then they don’t even search for it

Zajonc’s Model of Hedonic Consumption
· consumers act on the basis of emotional reactions
· emotions of the communicator are important as well…emotional contagion: happy delivery of message = happy consumer attitudes
· cognitive affective model: an affective judgment is but the last step in a series of cognitive processes
· Independence hypothesis: affect and cognition involve two separate independent systems (affective responses don’t always require prior cognitions)

Product attitudes don’t tell the whole story

Attitude towards the advertisement

Consumers can form attitudes towards a product just by the way it is depicted in marketing communications.  Form attitudes towards products that we haven’t even seen/used before.

Attitude toward the advertisement (Aad):  predisposition to respond in a favourable or unfavourable manner to a particular ad stimulus during a particular exposure occasion

Ads Have Feelings Too

Feelings depicted in the ad directly affect brand attitude.
Feelings can be influenced by the execution of the ad and by consumer’s reactions to the advertiser’s motives.

Specific types of feelings can be generated by an ad:
1) upbeat feelings
2) warm feelings
3) negative feelings

FORMING ATTITUDES

How we learn attitudes:
· Classical condition example: attitude object is repeatedly paired with a catchy jingle
· Instrumental conditioning example:  consumption of object attitude is reinforced 
· The outcome of a very complex cognitive process

Not all attitudes are created equal
Need to distinguish among types of attitudes since not all are formed the same way
(ex: brand loyal attitudes vs. non-brand loyal attitudes)

Levels of Commitment to an Attitude

Degree of commitment is related to level of involvement with the attitude object
· compliance:  attitude formed because it helps gain rewards and avoid punishments
· identification:  attitude formed so that consumer can feel similar to another person or group
· internalization:  attitudes are internalized and become part of persons value system

The Consistency Principle
Consumers value harmony among thoughts feelings and behaviours, and they are motived to maintain uniformity among these elements.
They will change their thoughts feelings and behaviours to make them consistent with experiences

Cognitive Dissonance and Harmony Among Attitudes

Cognitive dissonance: when person experiences inconsistencies among attitudes and behaviours, they will take some action in order to resolve unpleasant psychological state.  Theory proposes that people are motivated to reduce negative feelings caused by dissonance by making things fit with one another.

Pressure to revolve dissonance is more present in high involvement situations where dissonant elements are more important to the individual.

Evaluations of a product increase more after the purchase: post purchase dissonance occurs when consumer has a choice between two favourable alternatives (laptop example)

Self-Perception Theory

People use observations of their own behaviors to determine what their attitudes are, just like how we assume others’ attitudes just by observing them

Theory states that we maintain consistency by inferring that we must have a positive attitude toward an object if we have bought/consumed it (relevant to low involvement hierarchy)

Buying product out of habit results in a positive attitude toward it after we have bought it (why buy if we don’t like?)

Social Judgment Theory

People assimilate new information about attitude objects in light of what they already know/feel
Initial attitude is a frame of reference and new info is categorized in terms of the existing standard

(Important to note that people are different in terms of the info that they will find acceptable/ unacceptable)
We form latitudes of acceptance and rejection around attitude standard.  Ideas that fall within this latitude are favorably received, when it falls outside latitude attitudes are negative. Latitude gets smaller the more involved we are with the object.

Assimilation effect:  ideas that fall within latitude are seen as closer to our own position that it actually is
Contrast effect: ideas that fall outside latitude are seen as farther away from our own position that it actually is

Balance Theory

Relations among things that consumers perceive as belonging together; relations among 3 elements (a triad)
Each triad has 1) a person 2) an attitude object 3) another person/object

People desire relations among elements in a triad to be harmonious or BALANCED

Unit relation: one element is seen as somehow belonging to or being part of the other
Sentiment relation: two elements are linked because one has expressed a preference/dislike for the other (see tattoo example on p.196/7 for cheat sheet)

Marketing applications:
Attitudes are stable when perceptions are balanced.

Forming unit relation with a popular product may improves ones chances of being included as positive sentiment relation for another person’s triad.

Ex:  Marketer can create a positive sentiment relation between the consumer and the product by depicting a positive unit relation between the product and a well-known personality.

ATTITUDE MODELS

Products have many different attributes; the importance of specific attributes differs from person to person. Peoples decisions to act on their attitudes are affected by many different factors.

The Multi-Attribute Model
Consumers attitude of an Ao will depend on the beliefs they have about the attributes of an object.
An attitude towards a product can be predicted by identifying these specific beliefs and combining them to derive a measurement of the consumers overall attitude

1) attributes: characteristics of Ao
2) beliefs: cognitions about a specific Ao.  The extent to which the consumer perceives that a brand possesses a particular attribute
3) importance weights: how important this attribute is to the specific individual (priority of an attribute)

The Fishbein Model

Measures three components of attitude
1) salient beliefs;  beliefs about object that are considered during evaluation
2) object-attribute linkages;  probability that a particular object has an important attribute
3) evaluation:

assumes:
· we are able to specify adequately all relevant attributes
· that consuemrs will go through the process of identifying a set of relevant attributes, weighing them and summing them

Aijk= S Bijk Iik
Attitude Score = sum of (Importance of attribute  X Extent to which brand possesses attribute)

Applications of the multi attribute model

How can we increase attitudes?
· capitalize on relative advantage: increase importance level 
· strengthen perceived product-attribute links: improve perceptions that product has attribute
· add new attribute: make new attribute that will be important to consumers that competition may not have or is doing worse on
· influence competitor’s rating: decrease positivity of competition

USING ATTITUDES TO PREDICT BEHAVIOUR

The Extended Fishbein Model

Theory of reasoned action


Intentions vs. Behaviours

Need to distinguish between firmly held attitudes and those that are more superficial (attitudes held with greater conviction are more likely acted upon)

Need to make sure that consumers attitudes translate into relevant consumer behaviours

Some factors may interfere with the actual behaviours that consuemrs engage in, even though their intensions are sincere

Theory of reasoned actions aims to measure behavioural intentions, recognizing that certain uncontrollable factors inhibit the prediction of their actual behaviours

Social Pressure:  acknowledges the power of other people in influencing behavior
· subjective norm added to model to include the effects of what we believe other people think we should do
· arrived at by including two factors:
· intensity of normative belief (NB) that others think an action should be taken or not
· the motivation to comply (MC) with that belief

Attitude toward buying

Model now measures the attitude toward buying rather than only the attitude towards the product itself (Aact)
-  Focuses on consequences of a purchase 

Obstacles to Predicting Behaviour in the Theory of Reasoned Action

· model developed to deal with actual behavior, not the outcomes of behaviours
· some outcomes beyond consuemrs control
· assumption that behavior is intentional may be invalid
· measures of attitude not really correspond to the behavior they supposed to predict
· problems with time frame the attitude is measured
· attitudes with experience with the object are stronger that aptitudes formed by advertising

Types of Normative Influence

Descriptive norms: norms that convey info regarding what other people commonly do
Injunctive norms: norms that convey info regarding what in commonly approved and disapproved if by others

· Communicating that others are engaging in certain things can increase compliance with their behavior
· Gives consumers feedback on how they are performing relative to the descriptive norm


Chapter 8: Attitude Change and Interactive 
Communications
Persuasion: active attempt to change attitudes. CENTRAL GOAL of marketing communications.

Psychological principles that influence people to change their minds and comply to requests:
· Reciprocity:  more likely to give if you receive something first
· Scarcity:  items become more attractive when they are not as frequently available
· Authority:  we believe authoritative sources more readily
· Consistency: people try to not contradict themselves in terms of what they do/say
· Consensus:  take into account what other people are doing before we do it. This desire to fit in with what others are doing influences our actions

Tactical Communications Options
· Source of message helps to determine consumers’ acceptance of it
· Where something is said can be as important and what is said

The Elements of Communication
Communications Model:  
· source chooses and encodes a message
· message is transmitted via a medium
· message decoded by receivers
· receivers interpret message in light of their own experiences
· feedback is received by the source
· source uses feedback to modify aspects of the message

INTERACTIVE COMMUNICATIONS

Permission marketing: marketers are much more successful when they try to persuade consumers who have opted into their message

We have a voice to say which messaged we choose to see and when

Traditional model: to understand MASS communications
Views advertising as the process of transferring information to the buyer before a sale

Classic model:  media exert direct and powerful effects on individuals and those in power to brainwash and exploit them use the effects.

Uses and Gratifications
The theory: consumers are an active, goal-directed audience that draws on the mass media as a resource to satisfy needs.
Emphasizes that media compete with other sources to satisfy needs and that these needs include diversion, entertainment, and info.

Consumer Interactivity
Customer co-creation:  When consumer interacts with marketer to influence the product, service or outcome that is created.
Giving customers a voice in how product is offered leads to more innovative solutions and greater consumer engagement

Levels of Interactive Response

Two types of feedback:
1) first order response: product offer than directly yields a transaction (ex: catalogues, tv infomercials)
a. allows marketers to gauge effectiveness of their efforts
2) second order response: customer feedback in response to a marketing message that is not in the form of a transaction (ex: social media responses)

The Role Of Persuasion Knowledge
Persuasion knowledge model: consumers develop knowledge about persuasion and use this knowedge to cope with persuasive attempts

Exchange between consumer and agent is a two way interaction: they each have their own goals.

3 types of knowledge:
1) topic: specific knowledge related to issue at hand
2) agent: knowledge about source of persuasion
3) persuasion: knowledge about persuasive tactics and techniques being used

THE SOURCE

[bookmark: _GoBack]Source of message has big impact on likelihood of acceptance of message

Two important characteristics:
1) credibility
2) attractiveness

Should be match between needs of recipient and potential rewards offered by the source
· people sensitive about social acceptance are more persuaded by an attractive source
· people internally oriented are swayed by credible/expert sources

Should be match between type of product and source
· experts w/products w/ high performance risks
· celebrities w/ products w/ high social risks
· real-life endorsements with everyday items

Source Credibility
A communicators: expertise, objectivity, trustworthiness, sincerity, persuasiveness

Building Credibility
Can be enhanced if the sources qualifications are perceived as relevant to the product being endorsed

Source Biases
· knowledge bias: sources knowledge about topic is not accurate
· reporting bias: source has required knowledge but their willingness to convey it accurately is compromised
· fact that source is perceived as a “hired gun” compromises believability

Hype vs. Buzz

Corporate paradox: more involved a company seems to be in the distribution of news of its products the less credible it looks
Buzz: word of mouth viewed as authentic and generated by consumers
Hype: word of mouth dismissed as inauthentic—propaganda implanted by company

Source Attractiveness

Refers to the sources perceived social value
· physical appearance
· Personality
· social status
· similarity to receiver


What is beautiful is good

Halo effect: individuals who are rated right in one dimension are assumed to excel on others as well
Physically attractive source facilitates attitude change

Social adaptation perspective: info seen to be instrumental in forming an attitude will be heavily weighted by the perceiver; we filter out irrelevant info to minimize cognitive effort

Celebrities as Communication Sources

Celebrities have “cultural meanings”:  symbolize important categories like status and social class

Match-up hypothesis: celebrity endorser’s image should match the image of brand/product

THE MESSAGE
Characteristics of message itself help to determine the impact of that message on attitudes

Sending the Message

Visuals can have a great impact on the message but not always good at communicating factual info. Allow the receiver to chunk info at the time of encoding.. these elements may affect brand attitudes/ form inferences about the brand.

Requires more effort to process a verbal message: most appropriate for high-involvement situations

Verbal material decays rapidly in memory therefore frequent exposures are needed to obtain desired effect.

Vividness
Powerful descriptions or graphics command attention and are more strongly embedded in memory

Repetition
Mere exposure effect: People like things that are more familiar to them. 
Too much repetition creates habituation and cause wearout

Two factor theory:  
· positive side of repetition:  increases familiarity and reduces uncertainty
· negative side of repletion: boredom increases with each exposure

For wearout not to occur:
· limiting the amount of exposure per repetiion (using 15 second spots instead of 30)
· slightly varying the execution of ads over time through campaigns based on one theme

Constructing the Argument

One- versus Two-Sided Arguments
Supportive arguments: present one or more positive attributes
Two- sided arguments: positive and negative info is presented
Refutational arguments:  negative issue is raised and then dismissed…increase source credibility by reducing reporting bias

Drawing Conclusions
Should the argument draw conclusions or should the points be merely presented allowing the consumer to arrive at their own conclusion?

Comparative Advertising
Identifies two or more specificall names brands and compares them in terms of one or more specific attributes
Credible only if they don’t reach too far by comparing a brand to a competitor who is clearly superior

Types of Message Appeals

Emotional vs. rational appeals
Choosing an appeal depends on the type of product and the type of relationship that consumer has with it

Humorous Appeals
What is funny to one person may be offending to another so marketers need to be careful how to use their humor
More likely to be effective when the brand is clearly identified and the funny material doesn’t overtake the message
Needs to be appropriate to products image

Fear Appeals
Highlight the negative consequences that can occur if they consumer fails to change a behavior or attitude.
Popular for social risk issues.

Most effective when only a moderate amount of fear is induced
Increased level of fear does not result in increased change (see image p.232)
Works better when source credibility is high

The Message of Art Form: Metaphors
Use of an explicit comparison. 
Allows marketer to activate meaningful images and apply them to everyday events.

Resonance: combines play on words with releveant picture
Uses element that has a double meaning (a pun) which there is similarity in the sound of a word but different meaning

Forms of story presentation
Lecture: speak directly to the audience in an attempt to inform them about product/ persuade them to buy it
Drama: draws viewer into action

THE SOURCE VS. THE MESSAGE
Consumers level of involvement result in activation of very different cognitive processes when message is received.  This level of involvement will determine which aspects of a communication are processed.

The Elaboration Likelihood Model
Assumes that once a consumer receives a message, they begin to process it

Central route persuasion:  under conditions of high involvement
· when consumer find info in persuasive message to be relevant/ interesting, they will carefully attend to the message content
· generate cognitive responses; think actively about arguments presented
· involve traditional hierarchy of effects: beliefs carefully formed and evaluated and strong attitudes that are then formed will guide behaviour

Peripheral Route: under conditions of low involvement
· when person is not motivated to think about the arguments 
· person uses other cues in decided suitability of message (ex: packaging, source, context message is presented)
· cues that surround actual message

Support for ELM

3 independent variables crucial to the ELM:
1) message processing involvement
2) argument strength
3) source characteristics

Conclusions: 
· highly involved consuemrs look for strong rational arguments
· less involved consumers look for the “colors and images use din packaging” or endorsements by famous people  


END OF MIDTERM NOTES

Chapter 1: An Intro to Consumer Behaviour

T e e R

et ——

i e T ey e

e e i




