Chapter 5 – The Self

What is the Self?
· Beliefs a person holds about his or her attributes and how he or she evaluates these qualities

Self-Concept
· Components of Self-Concept
· Content (what): How you see yourself physically and mentally 
· Valence (+ vs -): Do you have a positive or negative view of yourself
· Intensity (how strong): Can vary over time, but relates to the two terms above
· Stability over time
· Accuracy (realistic?)

The Self
· Self-esteem: The positivity of our attitude toward ourselves
· Ideal Self: our conception of how we would like to be
· Actual Self: our more realistic appraisal of the qualities we have
· Products can:
· Help us reach ideal self
· Be consistent with actual self
· Impression management means that we work to “manage” what others think of us

Multiple Selves
· Marketers pitch products needed to facilitate active role identities
· People are assuming virtual identities in cyberspace
· Avatars represent visual identity
· How do online “selves” affect consumer behaviour?

Symbolic Interactionism
· Relationships with others play a large part in forming the self
· We exist in a symbolic world creating shared meanings
· “Who am I in this situation?”
· “Who do other people think I am?”
· Self-fulfilling prophecy

Looking Glass Self
· “Taking the role of the other”
· Can vary depending on…
· …Whose perspective we are taking
· …How accurate our predictions are of their evaluations of us


Symbolic Self-Completion Theory
· The theory predicts that people who have incomplete self-definition tend to complete this identity by acquiring and displaying symbols associated with it.
· Actual self [who are we]  People who have an incomplete self-definition will compensate by acquiring symbols associated with a desired social identity  Ideal Self [want to become]

Self/Product Congruence
· Consumers demonstrate their values through their purchase behaviour
· Self-image congruence models: We choose products when attributes match the self

Consumption and Self-Concept
· Identity marketing: Consumers alter aspects of themselves to advertise a branded product
· Product consumption = definition of self
· Product as extended self
· Extended self: External objects considered a part of us
· Levels of extended self:
· Individual: Personal possessions (cars, clothing…)
· Family: Residence and furnishings
· Community: Neighbourhood or town where you live
· Groups: social or other groups

Gender and Socialization
· Social Assumptions
· Men or Women
· Traits
· Products
· Androgyny
· Roles
· LGBTQ Consumers

Body Decoration and Mutilation
· Group membership: Separate members from non-members (motorcycle gang motorcycle selection)
· Social Hierarchy: People buy products to show their earning
· Gender-Role Identification: Buying products, or changing your body to appeal to a specific look a specific gender
· Sense of Security: Consumers often wear lucky charm
· Desired Social Conduct: Wearing an earring on the left ear for gay men
· [bookmark: _GoBack]High Status or Rank: Wearing glasses without prescription to enhance perceived status.
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