Consumer Behaviour
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Consumer behaviour is a process. Earlier was thought of as buyer behaviour.

Relationship building is easier with database marketing.

People buy products not for what they do but what they mean. 

Role theory: consumer behaviour resembles actions in a play

Culture jamming: consumer activist aims to disrupt efforts by the corporate world to dominate our cultural landscape. 

Social marketing: used to take positive attitudes like purchasing alcohol and turn into discouraging young drinking

Negative consumer behaviour results:
A) The behaviour in not done by choice
B) The gratification is short-lived
C) The person feels strongly or regrets after 

Paradigm: consumer research that makes fundamental assumptions about what is being studied

Positivism/modernism: functions of objects, materialistic.
Interpretivisim/postmodernism: too much emphasis on science/tech. Instead it focuses on symbolic meaning.

Chapter 2:

Hedonic consumption: multisensory, fantasy, and emotional aspects of consumers’ interaction with products.

Sensory marketing: vision, smell, hear, and touch, taste, exposure, attention

Trade dress: when a company’s colors become so well known its referred to as their trade dress (Tiffany’s).

Kansei engineering: a philosophy that transfers customers’ feelings into design elements. Mazda: young drivers saw the car as an extension to their bodies.

Sensory thresholds:
The absolute threshold-the minimum amount of stimulation that can be detected on a sensory channel. 
The differential threshold- the minimum change detected within a stimulus.

Webers Law: the amount of change necessary to be noticed is related to the original intensity of the stimulus. 

Affecting Exposure										
Subliminal perception: does not work. High speed photography or airbrushing

Perceptual selectivity: people only pay attention to a small portion of the stimuli they are exposed to.

Adaption: the degree to which a consumer continues to notice a stimuli over time.
Lead by; intensity, duration, discrimination, exposure, relevance.

Consumers set meaning to a stimuli based on the schema, or set of beliefs, to which the stimuli is assigned. 
Priming: when certain properties of a stimulus will more likely evoke a schema than others.

Gestalt (whole) psychology: people derive meaning from the totality of a stimuli rather than from any form of individual stimulus. “The whole is greater than the sum of parts”. Figure-ground principle- one part of a stimulus will dominate.

Semiotics: the correspondence between signs and symbols

Hyperreality: means becoming real, of what is initially simulation of “hype”. 

Chapter 3:

Classical Conditioning: a stimulus elict's a response that is carried with a stimulus that doesn’t elict a response on its own. Pavlov dogs, occurs after stimulus.

Masked branding: deliberately hides a products true origin. Ex: beer in Vancouver

Advertising wearout: becoming so used to hearing or seeing an ad you begin to ignore it

Application of Stimulus Generalization:
-Family branding
-Product line extensions
-Licensing
-Look-alike packaging

Instrumental conditioning: operant condition, user identifies behaviours with positive outcome

Shaping: owner rewards prizes for entering store, hoping they will continue to drop in

Positive reinforcement: reward for good behaviour
Negative reinforcement: reward for not engaging in negative behaviour
Punishment: negative behaviour results in a negative outcome

Cognitive learning theory: this perspective views people as problem solvers, using info around them to master their environment.

Observational learning: when people watch actions of others and note the reinforcements they receive 
Attention -> Retention -> Production Processes -> Motivation -> Observational Learning

Memory- info is stored by chunking, storing small pieces into larger ones

Knowledge structure- associative network or spider web
Spreading activation- a meaning can be activated indirectly, shift back and forth between levels of meaning

Factors Influence Retrieval:
State-dependent retrieval
Familiarity and recall
Salience and recall-level of activation in memory
· von Restorff effect: unusual ads or distinctive packaging tend to facilitate brand recall
· unipolar emotions: emotions that are wholly positive or negative
pictorial versus verbal cues

Factors that influence forgetting: interference

Problems with memory measures:
Response biases
Memory lapses
Memory for facts versus feelings

Chapter 4:

Expectancy theory- behaviour is largely pulled by expectations of achieving desirable outcomes

Theory of cognitive dissonance: people have a need for order and consistency in their lives, thus a state of tension is created when beliefs or behaviours conflict with one another.

Need for affiliation
Need for power
Need for uniqueness

Levels of involvement: 
Interia-low end involvement, decisions are made by habit
Flow state- consumer is truly involved with a product/ad
Cult products-command fierce consumer loyalty, devotion. “ If Apple made a slice of bread, yeah I’d buy it”

Enculturation-learning the beliefs and behaviours in ones own culture
Acculturation- learning another’s culture

Conscientious consumerism: focus on personal health is merging with a growing interest in global health

Chapter 5:

Symbolic interactionism: relationships with other people play a large part in forming the self

Self-image congruence models: predict that products will be chosen when their attributes match some aspect of the self. 

The extended self- are objects that we consider part of us

Agentic goals-males are focused on self-assertion and mastery
Communal goals-females are focused on affiliation

Androgyny: the possession of both male and female traits

Cathexis: emotional significance of some object or idea to a person. Body Cathexis is a persons feeling about a part of their body and self

Chapter 6:

Id-ego-superego

Motivational research-in depth interviews with a subject, hotel example. 
Benefits:
Cost efficient
Providing insights
Intuitive sense

Karen Horney- people can be described as moving toward others (compliant), away from others (detached), or against others(aggressive)
Carl Jung- archetypes: collective unconscious of shared ideas and behaviour patterns

Traits:
Idiocentrics-having an individualist orientation
Allocentrics-having an group orientation

Brand personality: a set of traits people attribute to a product as if it were a person. 

Product complementarity-occurs when the symbolic meaning of different products is related to each other

Psychographics: uses psychological, sociological, and anthropological factors
AIO’s: activities, interests, and opinions

Well-known and widely used Segmentation System = VALS = Values and Lifestyles

Geodemography: refers to 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. 

Behavioural targeting: ads online or TV that are custom to the consumer’s prior activity. 
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Danel Katz: attitudes exist because they serve some function for the person, they are that persons motives. (functional theory of attitudes)

Value expressive function
Ego-defensive function
Knowledge function

The ABC Model of attitudes: 
Affect refers to the way a customer feels
Behaviour involves the person’s intentions to do something
Cognition refers to the beliefs a consumer has about an attitude object

The hierarchy of effects explains the relative impact of  the three components
When highly involved, a consumer approaches a product with a problem solving focus

AD’s have feelings to
Upbeat feelings
Warm feelings
Negative feelings

Levels of commitment to an Attitude
Compliance: low level of involvement, formed because it helps gain rewards or avoid punishments from others
Identification: formed so that a consumer will feel similar to another person or group
Internalization: high level involvement, part of a persons value system

Theory of cognitive consistency: “I love my husband, he’s the biggest idiot I’ve ever met”

Theory of cognitive dissonance: when a person is confronted with inconsistences among attitudes or behaviours, he or she will take some action to dissonance perhaps by changing an attitude or behaviour. 
-people are motivated to reduce negative feelings caused by dissonance by making things fit with one another.

Self-perception theory: an alternative explanation of dissonance effects. It assumes that people use observations of their own behaviour to determine what their attitudes are.

Foot-in-the-door technique: a consumer is more likely to comply with a request if they have already complied with a smaller request. 

Social judgement theory: also assumes people assimilate new information about attitude objects in the light of what they already know or feel. People form latitudes of acceptance and ejection around an attitude standard. Ex: designated drivers

Balance theory: considers relations among elements a Peron might perceive as belonging together. People desire relations among objects or things as harmonious, so this is how they perceive them.  When perceptions are balanced, attitudes are likely to be stable. 

Multi-attribute attitude models: extremely popular, a consumer’s evaluation of an object will depend on the attitudes and beliefs they have about the attributes of the particular object.
The Fishbein model: Measures a consumer’s attitude towards a product. Measure three components of attitude: salient beliefs, object-attribute linkages, and evaluation
The newer version of this model is called Theory of Reasoned Action: better predictor of consumer attitudes: intensions vs. behaviour, social pressure, and attitude towards buying instead of just towards the product itself. 


Chapter 9:
Rational perspective: people calmly and carefully rationalize as much info they can about making a decision. 

Behavioural influence vs. experiential perspective

Types of consumer decisions:
Habitual
Extended problem solving
Limited problem solving

Types of info search:
Internal vs. external deliberate vs. accidental

Mental accounting: decision making in terms of gains and losses
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