Chapter 2 – Perception in Consumer Behaviour

Sensation and perception

· Sensory Stimuli (eyes, ears, nose, mouth, skin)  Exposure  Attention  Interpretation
· We receive external stimuli through our 5 senses
· Vision: what we see
· Provokes emotions
· Reactions are biological and cultural
· Product recognition
· Importance of package design 
· Smell: Odours
· Can stir emotions
· Create calming effect
· Reactions to odours depend on cultural background
· Hearing
· Many aspects of sound affect people’s feelings and behaviours
· Can relax or stimulate workers and consumers
· Touch
· Richness, quality, and durability are assessed by touch
· Taste
· Taste testing
· Blind taste tests
· Cultural changes determine desirable tastes
· Exposure
· A stimulus comes within range of someone’s sensory receptors

Sensory Thresholds
· Absolute threshold
· Billboard with too small print
· Hot water in a bath
· Sensory adaptation
· Differential threshold
· Just Noticeable Differences: The ability of a sensory system to detect changes in a stimulus or differences between two stimuli. The minimum change in a stimulus that can be detected.
· Weber’s law: The amount of change necessary to be noticed is systematically related to the original intensity of the stimulus. The stronger the initial stimulus, the greater the change must be for it to be noticed.
· Used for 2 reasons: Reductions are not readily discernible to the public. Product improvements are perceived by the public
· Subliminal Perception
· Stimulus is below the level of consumer awareness
· Subliminal techniques: embeds and subliminal auditory perception
· Use of subliminal Perception
· Most researchers believe that subliminal techniques are not much use in marketing
· Individual differences
· Advertisers lack of control over behaviour
· Amount of attention to stimulus
· General level
· Attention
· The degree to which consumers focus on the stimulus
· Sensory overload
· Marketers need to break through the clutter
· Perceptual Selection
· Personal selection factors:
· Selective exposure: degree to which we pay attention to something
· Perceptual vigilance: is a factor in a selective exposure. Consumers are more likely to be aware of stimuli that relate to their current needs.
· Perceptual filters: based on our own experiences
· Perceptual defense: tend to see what you want to see
· Adaptation: we notice less overtime
· Stimulus selection factors
· Weber’s Law
· Perception
· Stimulus Organization
· Gersalt: “the whole is greater than the sum of its parts”	
· Principle of closure: Consumers to perceive an incomplete picture as complete.
· Principle of Similarity: consumers tend to group together objects that share similar physical characteristics
· [bookmark: _GoBack]Principle of figure-ground: one part of a stimulus will dominate while other parts recede into the background.
· Perceptual Positioning
· The position of a brand in the mind of the consumer (competition, attributes)
· Perceptual map
· Company’s own strength and weaknesses in comparison with competitors
· Market position
· What ads do we remember?
· Consistent with values, attitudes, lifestyles
· Some form of distinctiveness
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