Chapter 3 – Learning and Memory 

Learning

Schools of thought:
Behaviourism: (conditioning) learning takes place as a response to external events. 
Cognitive psychology: marketers have a strong interest in consumer reaction to stimuli.

· Marketers are interested in knowing how consumers think and learn in order to get them to pick their products over others. 

Learning: relatively permanent change in behaviour that is caused by experience.
· Vicarious learning: learning by observing events that affect others. 
· Incidental learning: casual, unintended learning (knowing jingles just from hearing them, but not by actually using that product). 

· Behavioural learning theories assume that learning takes place as the result of responses to external events, as opposed to internal thought processes. 
· Represented by two major approaches to behavioural learning…

Classical conditioning: 
· Occurs when a stimulus that elicits a response is paired with another stimulus that initially does not elicit a response on its own. Over time, the second stimulus causes a similar response because it is connected with the first stimulus. 
· Ivan Pavlov, a Russian physiologist who conducted research on digestion in animals, first demonstrated this phenomenon in dogs…
· He paired a neutral stimulus (a bell) with a stimulus known to cause salivation in dogs (meat). Meat was an unconditioned stimulus (UCS) because it was naturally capable of causing the response. Over time, the bell became a conditioned stimulus (CS). The bell did not initially cause salivation but the dogs learned to associate the bell with the meat and began to salivate at the sound of the bell only. The salivation because of a sound was a conditioned response (CR). 

Marketing applications – Classical Conditioning:
· When a product that is originally neutral is paired over time with a product that produces an emotion-educing response (associative learning)...
Repetition: associative effects are more likely to occur after a conditioned stimulus and an unconditioned stimulus have been paired a number of times (product slogans/jingles that are repeated). If the paired stimuli are only occasionally presented with one another, then it may lead to extinction.
Conditioning product associations: associating your brand with something positive, trendy, likeable, or humorous (car commercials changing their songs to current, fun songs). 
Stimulus generalization: the tendency of stimuli similar to a conditioned stimulus to evoke similar conditioned responses. Companies try to take the brand and extend it (Betty Crocker starting off with baked goods, and moved into utensils, icings, cookbooks, etc.) Or (consumers having a similar response who see a product that resembles something they normally use) 
· Family branding: a variety of products capitalize on the reputation of a company name (product lines). 
· Product-line extensions: related products are added to an established brand. 
· Licensing: well-known names are rented by others. 
· Look-alike packaging: distinctive packaging designs create strong associations with a brand. It is often exploited by makers of generic brands that want to communicate a quality image by packaging similarly. 

Stimulus discrimination: when we learn only to respond to the original stimulus, and not to other similar stimuli. A stimulus similar to a CS is not followed by UCS. Marketers want to show that their product is different than the others (sugar vs. aspartame, butter vs. margarine), so they use stimulus discrimination to differentiate it from competitors (in packaging). 
Masked branding is when companies deliberately hide a product’s true origins.

Marketing Applications of Conditioning: 
· Many marketers use conditioned associations to create a positive brand equity, in which a brand has strong positive associations in a consumer’s memory and commands a lot of loyalty as a result. 
· Repetition is needed to ensure that the marketer can condition an association so that the consumer is actually exposed to, and remembers, the ad. 
· Advertising wearout happens when consumers are so used to seeing a particular stimulus that they no longer pay attention to it (bad). 
· Music, humour, or imagery can affect conditioning.
· The unconditioned stimulus should be presented prior to the conditioned stimulus (it is more effective to play a jingle and then the ad) 

Instrumental Conditioning: 
· Aka operant conditioning occurs as the individual learns to perform behaviours that produce positive outcomes and to avoid behaviours that yield negative outcomes. 
· [bookmark: _GoBack]Shaping occurs when consumers are rewarded for successive steps taken toward the desired response.
-Positive reinforcement: reinforcing a positive behaviour with a reward to learn an appropriate behaviour (a woman getting a compliment on a perfume will encourage her to buy that perfume again). 
-Negative reinforcement: removes something negative in a way that increases desired response (a retailer offering to pay the tax if the consumer pays today). 
-Punishment: a response is followed by an unpleasant event (having the sole of your shoe break when you buy a cheap pair – you won’t want to buy that again).
-Reinforcement schedules: focus on behaviour and its consequences.
· Extinction: when a positive outcome is no longer received (no longer receiving compliments). 
· Positive/negative reinforcement strengthens the response/outcome.
· The tie is weakened under punishment and extinction (it is unpleasant).

Learning Schedules:
-Fixed-ratio reinforcement: reinforcement occurs only after a fixed number of responses (buy 14 and get 15th free). 
-Variable-ratio reinforcement: reinforcement after a certain number of responses, but you don’t know how many responses are required (Roll up the rim).
-Fixed-interval reinforcement: after a specific time period has passed, the first response that is made brings the reward (consumers crowding into a store for the season-end sale, and not returning for a while).
-Variable-interval reinforcement: the time that must pass between reinforcement is delivered varies among some average (a loyalty club member gets mailed a coupon every 8-10 months). 

Cognitive Learning Theory:
Stresses the importance of the internal mental processes. 
Consciousness: conditioning occurs because individuals develop conscious hypotheses and act on them. Learning can take place at a conscious level, and at an unconscious level (mindlessness). 
Observation: learning based on observing the actions of others and noting the reinforcements they receive for their behaviours (vicarious). 
Modeling: imitating behaviour learned by observing what others are doing. 

 Memory

· Acquiring and storing information to be used later 
· Information processing approach 

Memory Process:
· External inputs: visuals, ads, colours, etc. 
· Encoding: information is entered in a way the system will recognize.
· The way memory is encoded will determine how it will be represented in memory.
· Involves linking new information to existing knowledge in order to make the new information more meaningful.
· If the information has meaning or relevance, it will be more easily remembered:
· Sensory meaning: colour or shape. 
· Semantic meaning: symbolic associations.
· Episodic memories: memories for events that are personally relevant.
· Narratives persuade people to construct a mental representation of the information they are viewing. 
· Storage: knowledge is integrated with what is already in memory and “warehoused” until needed.
· Retrieval: the mind accesses the desired information. You want to make sure consumers can retrieve your brand, so you need to provide some type of cue – jingle, slogan, colours, etc. 

Memory systems: 
· Sensory memory: permits storage of the information we received from the senses (smelling popcorn and thinking of the movies)…very temporary.
· Attention gate: if information is to be retained in short-term memory, it passes through this gate (paying attention to the ad/product itself). 
· Short-term memory: stores information for a limited time period and only in chunks; chunking.
· Elaborative rehearsal: moving memories from the short-term to the long-term memory…thinking about the meaning of a stimulus and relating it to other information already in memory.
· Long-term memory: system that allows us to retain information for a long period of time.

Activation models of memory: the more effort it takes to process information, the more likely it will be placed in long-term memory.
Spreading activation: one node activating other nodes, thus meaning spreads across the network, which allows consumers to shift back and forth between levels of meaning (brings up concepts including competing brands, and relevant attributes). 
· Brand-specific, ad-specific, brand identification, product category, and evaluative reactions.

Analogical learning: 
· If a marketer wants to educate a consumer about a new product, the marketer might do so by drawing an analogy (highlight similarities) between the new product and an existing product.
· Base: the existing product.
· Target: the new product.
· Occurs because the consumer can easily integrate existing knowledge from the base into the formation of the new knowledge structure for the new product.
· May occur at the level of attributes (identifiable features of the product), or of relations (how the product relates to a desired outcome).
Retrieval: 
· State-dependent retrieval: the state of mind that the person is in when they must retrieve information.
· Familiarity: easier to remember something that you already know (recall).
· Salience: how prominent the information is in your memory.
· Pictorial vs. verbal cues: aid in memory (the Pillsbury Dough Boy, or Tony the Tiger…they help us remember the brands).

Factors influencing forgetting: 
· Decay: information gets old and we can’t remember it.
· Retroactive interference: new information that you learn about the same/similar stimuli wipes out the old information. 
· Proactive interference: enough information in your mind that it’s closed off to other information (you already know what kind of car you want, you’re not interested in hearing anything else)…prior learning interfering with new learning.
· Partial-list cueing: (stimulus response) products that are at the top of memory due to dominance (Coke comes to mind when you say “cola”) 

Nostalgia: bittersweet emotion, in which the past is viewed with both sadness and longing.
· Works because consumers want feelings from their past, or because many adults feel that things were better in the past. 
· A retro brand is an updated version of a brand from a prior historical period.

Factors influencing strength of learning: 
· Reinforcement
· Relevance and involvement 
· Repetition 

Measuring memory: 
· Recognition: whether or not consumers can remember seeing a brand or not if shown the ad. 
· Recall: whether or not consumers can think independently of what they have seen.

Logo design – how to aid in recall: 
· Simple
· Recognizable
· Unique
· Tone
· Transferability 
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