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      1. Welcome
            
      
      [image: ]This streaming video requires Internet connection. Access it via Wi-Fi to avoid incurring data charges on your personal mobile
            plan.
         

      

      
         
            
         
      

      Presenter: Assoc Prof Guan Chong

      
      
      Welcome to the course MKT351 Consumer Behaviour, a 5 credit unit (CU)
         course. 
      

      
      This Study Guide will be your personal learning resource to take you through the
         course learning journey. The guide is divided into two main sections – the Course
         Guide and Study Units. 
      

      
      The Course Guide describes the structure for the entire course and provides you
         with an overview of the Study Units. It serves as a roadmap of the different
         learning components within the course. This Course Guide contains important
         information regarding the course learning outcomes, learning materials and
         resources, assessment breakdown and additional course information. 
      

      
   
      
      
      
      2. Course Description and Aims

      
      For a marketer, it is important to know why consumers are purchasing a product or
         service. Since marketing strategies can be implemented only when the marketers are
         able to identify the purchase behaviour of consumers, it is necessary that marketers
         learn about the various factors influencing consumer purchase behaviour. Individual
         factors such as motivation, perception, attitude, learning, and responding to
         messages as well as other factors such as influence of family and friends, and
         culture can shape purchase behaviour. This course is designed to equip the students
         with knowledge as to how consumer behaviour is applied to form appropriate marketing
         strategies.
      

      
      
         
         Course Structure

         
         This course is a 5-credit unit course.

         
         There are six Study Units in this course. The following provides an overview
            of each Study Unit.
         

         
         
            
            Study Unit 1 – Introduction to Consumer Behaviour and Consumer
                  Decision-Making 

            
            This unit aims to provide an introduction to consumer behaviour and a
               model of consumer decision-making.
            

            
         
         
         
            
            Study Unit 2 – Consumers as an Individual Part 1 

            
            This unit aims to discuss consumer motivation and personality. 

            
         
         
         
            
            Study Unit 3 – Consumers as an Individual Part 2 

            
            This unit aims to explain concepts of consumer perception and theories of
               consumer learning.
            

            
         
         
         
            
            Study Unit 4 –Consumers as an Individual Part 3

            
            This unit aims to examine models of consumer attitude and persuasive
               communications.
            

            
         
         
         
            
            Study Unit 5 – Consumers in Their Social and Cultural Settings Part
                  1

            
            This unit aims to illustrate the concepts related to family, social class,
               culture and sub- cultures.
            

            
         
         
         
            
            Study Unit 6 – Cross-Cultural Consumer Behaviour and Consumers’ Adoption
                  of Innovations

            
            This unit aims to discuss cross-cultural consumer behaviour as well as the
               adoption and diffusion of innovations.
            

            
         
         
      
      
      
   
      
      
      
      3. Learning Outcomes

      
      
         Knowledge & Understanding (Theory Component)
         
      

      
      By the end of this course, you should be able to:

      
      
         
         	Analyze individual psychological factors and processes that affect consumer
            purchase behaviour. 
         

         
         
         	Examine the impacts of family, society, and culture on consumer purchase
            behaviour. 
         

         
         
         	Discuss how innovations are diffused and adopted by consumers. 

         
         
         	Construct a model of consumer decision making. 

         
         
      

      
      
      
         Key Skills (Practical Component)
         
      

      
      By the end of this course, you should be able to:

      
      
         
         	Develop critical thinking through the analyses of consumer behaviours in the
            market and society. 
         

         
         
         	Formulate effective marketing strategies based on consumer behaviour knowledge.
            
         

         
         
      

      
      
   
      
      
      
      4. Learning Material

      
      The following is a list of the required learning materials to complete this
         course.
      

      
      
         
         Required Textbook(s)
                
         
         Schiffman, L. G., & Wisenblit, J. (2019). Consumer behavior, 12th edition (global edition). UK: Pearson Education. 
         

         
      
      
      
      
      
      
         
         Other recommended study material (Optional)

         
      
      
      
      The following learning materials may be required to complete the learning
         activities: 
      

      
      
      
         
         Website(s):

         
         Think with Google: https://www.thinkwithgoogle.com/intl/en-apac/
            
         

         
         
      
      
      
   
      
      
      
      5. Assessment Overview

      
      The overall assessment weighting for the day and evening classes for
         this course is as follows:
      

      
      
      
         
            
            
               
               
               
            
            
               
               
                  
                  	
                     Assessment

                  
                  
                  
                  	
                     Description

                  
                  
                  
                  	
                     Weight Allocation

                  
                  
                  
               

               
               
            
            
            
               
               
                  
                  	
                     
                        Assignment 1
                        
                     

                  
                  
                  
                  	
                     Tutor-Marked Assignment

                  
                  
                  
                  	
                     18%

                  
                  
                  
               

               
               
               
                  
                  	
                     
                        Assignment 2
                        
                     

                  
                  
                  
                  	
                     Group-Based Assignment - Video

                  
                  
                  
                  	
                     14%

                  
                  
                  
               

               
               
               
                  
                  	Group-Based Assignment - PPT
                  
                  
                  	
                     6%

                  
                  
                  
               

               
               
               
                  
                  	
                     
                        Participation
                        
                     

                  
                  
                  
                  	
                     Participation during seminars

                  
                  
                  
                  	
                     12%

                  
                  
                  
               

               
               
               
                  
                  	
                     
                        Examination
                        
                     

                  
                  
                  
                  	
                     Written Examination

                  
                  
                  
                  	
                     50%

                  
                  
                  
               

               
               
               
                  
                  	
                     
                        TOTAL
                        
                     

                  
                  
                  
                  	
                     

                  
                  
                  
                  	
                     100%

                  
                  
                  
               

               
               
            
            
         

         
      

      

      
      
      The following section provides important information regarding Assessments.

      
      
         
         Continuous Assessment:

         
         There will be continuous assessment in the form of one tutor-marked
            assignment, one group-based assignment and seminar participation assessment. In
            total, this continuous assessment will constitute 50 percent of overall student
            assessment for this course. The three assignments are compulsory and are
            non-substitutable. These assignments will test conceptual understanding of both
            the fundamental and more advanced concepts and applications that underlie
            marketing. It is imperative that you read through your Assignment questions and
            submission instructions before embarking on your Assignment.
         

         
      
      
      
         
         Examination:

         
         The final (2-hour) written exam will constitute the other 50 percent of
            overall student assessment and will test the ability to apply consumer behaviour
            related concepts, theories and strategies to particular situations commonly
            faced by marketing managers. All topics covered in the study guide will be
            examinable. To prepare for the exam, you are advised to review the Specimen or
            Past Year Exam Papers available on Learning Management System.
         

         
      
      
      
         
         Passing Mark:

         
         To successfully pass the course, you must obtain a minimum passing mark of 40
            percent for each of the two assessment components. That is, students must obtain
            at least a mark of 40 percent for the combined assessments and also at least a
            mark of 40 percent for the final exam. For detailed information on the Course
            grading policy, please refer to The Student Handbook (‘Award of Grades’ section
            under Assessment and Examination Regulations). The Student Handbook is available
            from the Student Portal. 
         

         
      
      
      
         
         Non-graded Learning Activities:

         
         Activities for the purpose of self-learning are present in each study unit.
            These learning activities are meant to enable you to assess your understanding
            and achievement of the learning outcomes. The type of activities can be in the
            form of Quiz, Review Questions, Application-Based Questions or similar. You are
            expected to complete the suggested activities either independently and/or in
            groups.
         

         
      
      
   
      
      
      
      6. Course Schedule

      
      To help monitor your study progress, you should pay special attention to your
         Course Schedule. It contains study unit related activities including Assignments,
         Self-assessments, and Examinations. Please refer to the Course Timetable in the
         Student Portal for the updated Course Schedule.
      

      
      
         
         
            Note: You should always make it a point to check the Student Portal for any
            announcements and latest updates.
         

         
      

      
   
      
      
      
      7. Learning Mode

      
      The learning process for this course is structured along the following lines of
         learning:
      

      
      
         
         	Self-study guided by the study guide units. Independent study will require
            at least 4.5 hours per week.
            
         

         
         
         	Working on assignments, either individually or in groups.

         
         
         	Classroom Seminar sessions.

         
         
      

      
      
      
      
         
         StudyGuide 

         
         You may be viewing the interactive StudyGuide, which is the mobile-friendly version of the StudyGuide. The StudyGuide is developed
            to enhance your learning experience with interactive learning activities and engaging multimedia. You will be able to personalise
            your learning with digital bookmarking, note-taking, and highlighting of texts if your reader supports these features.
         

         
      
      
      
      
         
         Interaction with Instructor and Fellow Students

         
         Flexible learning—learning at your own pace, space, and
            time—is a hallmark at SUSS, and we strongly
            encourage you to engage your instructor and fellow
            students in online discussion forums. Sharing of
            ideas through meaningful debates will help broaden
            your perspective and crystallise your
            thinking.
         

         
      
      
      
      
         
         Academic Integrity

         
         As a student of SUSS, you are expected to adhere to the
            academic standards stipulated in the Student
            Handbook, which contains important information
            regarding academic policies, academic integrity, and
            course administration. It is your responsibility to
            read and understand the information outlined in the
            Student Handbook prior to embarking on the
            course.
         

         
      
      
      
   
      
      
      Study Units

   
      
      
      Study Unit 1
Introduction to Consumer Behaviour and Consumer Decision Making

   
      
      
      
      Learning Outcomes

      
      By the end of this unit, you will be able to:

      
      
         
         	Define consumer behaviour. 

         
         
         	Illustrate how consumer behaviour is related to customer relationships and
            marketing strategies. 
         

         
         
         	Demonstrate how to effectively segment the market and select the target markets. 

         
         
         	Explain three perspectives of consumer decision makers. 

         
         
         	Distinguish three levels of consumer decision making. 

         
         
         	Examine a model of consumer decision making. 

         
         
      

      
      
   
      
      
      
      Overview

      
      For any business, it is essential that marketers understand why and how consumers
         decide to purchase a product. Only when marketers understand consumer purchase
         behaviour can they design a suitable product, determine the appropriate marketing
         mix elements, and develop promotional materials to inform, attract, and retain the
         customers. Moreover, since different consumers will exhibit different behaviours,
         marketers generally choose groups of customers who exhibit similar behaviours to
         market their products to. This is done through segmenting the market and picking the
         correct target market(s). Finally, consumers constantly make decisions that are
         meant to satisfy their needs or solve their problems. Given that decision making is
         the core of consumer behaviour, marketers must have a thorough understanding of
         consumer decision making. Such knowledge would allow them to set effective marketing
         strategies to influence consumer decisions. 
      

      
      This Study Unit provides an overview of consumer purchasing behaviour (Chapter 1),
         discusses how to segment the market and choose the target market (Chapter 2), and
         examines a model of consumer decision making (Chapter 3). 
      

      
   
      
      
      
      Chapter 1: Introduction to Consumer Behaviour 

      
      
         
         1.1 Need to Study Consumer Behaviour

         
         First, read the following purchase decision episodes. 

         
         
            Episode 1:
            
         

         
         In a hurry to get to the evening lecture at SUSS, Amanda ate a light dinner
            and needed to buy a bottled drink to take to class. She hated buying bottled
            water because she believed that the energy that went into making one could not
            be justified by the amount of money that one paid for it. Furthermore, she would
            be responsible for adding her carbon footprint in the city-state of Singapore.
            She rushed to the food court as she got out of the MRT and settled for iced
            green tea in a paper cup with a lid. She felt good about her decision.
         

         
         
            Episode 2:
            
         

         
         David works for the Singapore government. He is taking classes at SUSS to
            upgrade his educational qualifications so as to be eligible for promotion. He is
            caught up with his responsibilities as a mid-level manager and his commitments
            to his extended family and evening classes. During lunch break, a colleague
            showed him how the iPhone could maximise his productivity. Impressed by this,
            David went to the store to check out the other features. He decided, however,
            that one visit was certainly not enough to make a purchase and opted to try and
            collect more information before making a decision.
         

         
         
            Episode 3:
            
         

         
         Alfred is in his forties and has two children. He and his wife are very
            conscious of the environmental impacts of owning a car in a city-state like
            Singapore. They either use the MRT or take taxis all the time. But the various
            activities that his children participate in are a huge drain on his time and he
            is beginning to feel tired from the hassle. He sits down with his wife and
            together, they make a decision to buy a car under the Revised Off-Peak Car
            scheme that restricts him to using the vehicle on weekends and at night. He
            feels good that he will only be using the vehicle for the bare
            necessities.
         

         
         The above consumption-related scenarios are daily occurrences that underscore
            the various ways that individuals make decisions regarding the purchase of goods
            and services. They are making decisions to improve their lives by finding
            something that adds value to them. Marketers should take these ways and means of
            decision making seriously when developing strategies. Hence, marketers must
            study consumer behaviour.
         

         
      
      
      
      
         
         1.2 What is Consumer Behaviour?

         
         
            (Learning Objective: To describe consumer behaviour and define its
                  scope)
            
         

         
         Consumer behaviour can be defined as the behaviour that consumers display
               in "searching for, evaluating, purchasing, using, (and disposing) of
               products and services that they expect will satisfy their needs
            (Schiffman & Wisenblit, 2019, p. 33).”
         

         
         There are two broad categories of consumer behaviour: personal and
            organisational consumer behaviour. As the names imply, personal consumer
            behaviour is applicable when goods and services are purchased by individuals and
            households while organisational consumer behaviour is applicable when goods and
            services are purchased by organisations. In this module, the focus will be on
            personal consumer behaviour: where a consumer buys goods or services for his or
            her own use, for the use of the household, or as gifts for family and
            friends.
         

         
         The behaviour of consumers as individuals, families or households—as we saw in
            the three different scenarios in §1.1—is of great importance to marketers. 
         

         
         A consumer’s purchase decisions have a direct impact on the economy with
            regard to the sourcing of raw materials, the need for updated infrastructure and
            communication, the correct operation of financial institutions, and employment.
            Consumer behaviour evolves as the market environment changes. It follows that
            the success or failure of a business depends on how well marketers can gauge the
            moods and moves of consumers with regard to:
         

         
         
            
            	what they want 

            
            
            	what they think 

            
            
            	how they work 

            
            
            	how they spend their disposable income and time 

            
            
            	how they plan for future needs 

            
            
         

         
         
         Marketers should also strive to understand the personal and group influences
            that affect consumer decisions and how these decisions are made.
         

         
         The idea that a completely rational and informed consumer exists is a myth; it
            is an ideal. Consumers do not behave like a computer, making decisions based on
            economics formulas. A real consumer in his or her natural surroundings is driven
            or constrained by many internal and external factors. Thus, a holistic approach
            to study consumer behaviour includes psychology, sociology, social psychology,
            and anthropology. As we saw in the examples at the beginning of this chapter,
            consumers’ cognition and emotions are at play when they make their decisions. 
         

         
      
      
      
      
         
         1.3 Consumer Behaviour and Marketing Strategies

         
         
            (Learning Objective: To explain how consumer behaviour impacts marketing
                  strategies)
            
         

         
         Marketing concepts evolved over time. The focus has switched from
            production, product, and selling to consumer
                  needs. The core principle underlying marketing is that marketers
            should focus on satisfying consumer needs, thus justifying the profits they
            make. 
         

         
         Since its split from Malaysia-Singapore Airlines on October 1, 1972, Singapore
            Airlines has been looking for ways to differentiate. From the consumer’s
            perspective, travel is something intangible, but the tangible factors associated
            with travel, such as seating, food, service, and ticketing system, are also
            important. Singapore Airlines strategised ways to differentiate itself to be
            where it is now, something it accomplished only because of the marketing concept
            and market orientation that it adopted.
         

         
         An offshoot of the marketing concept is the societal marketing concept
            that organisational activities extend beyond mundane operations, and that
            organisations should actively involve themselves in the long-term interests of
            society. This includes Singapore Airlines being strict about its baggage
            allowance and fuel usage and communicating with passengers the need to minimise
            the airline’s carbon footprint.
         

         
         Given the consumer focus of the marketing concept, it is inevitable that
            studying and understanding consumer behaviour is the only reliable way to
            formulate effective marketing strategies to achieve business objectives. 
         

         
         
            Customer Relationships: Value, Satisfaction, and
                  Retention
            
         

         
         The ultimate goal of marketing is to build a long-term relationship with the
            customers, in other words, to make the customers stay with the brand rather than
            switching to competitors. The keys to retaining customers are
            value and satisfaction. 
         

         
         Consumers choose marketing offerings that provide the best value. Customer
               value is the difference between perceived benefits and costs of
            consuming a product or service. If marketers hope to make their products or
            services attractive, they need to understand what benefits consumers are looking
            for and what costs they are likely to incur. Similarly, to satisfy consumers,
            market offerings must perform beyond customers’ expectations, meeting the needs
            customers hope to fulfil. 
         

         
         Providing value and satisfaction requires an in-depth understanding of
            consumers’ needs and wants as well as their actions to satisfy those needs.
            Consumer behaviour knowledge about motivations, perceptions, learning,
            attitudes, and decision making enables marketers in this endeavour. 
         

         
         
            Segmentation, Targeting, and Positioning
            
         

         
         The key to marketing success lies in effective segmentation, targeting, and
            positioning (STP, further discussed in Study Unit 1 Chapter 2 and Study Unit 3
            Chapter 1). Market segmentation, in effect, is the process of dividing
            the market into subsets of consumers with common needs or characteristics.
            Market targeting involves selecting the most appropriate one, two, or
            more segments to concentrate on in order to attain maximum efficiency and
            justifiable profits. Positioning has to do with communicating the
            differentiating benefits of a product or service against the competing offers. 
         

         
         In order to effectively implement STP, marketers need to recognize there are
            diverse groups of consumers with varying needs and individual characteristics.
            They also need to investigate the image or perception of the product or service
            that customers have in their minds. Consumer behaviour knowledge and insights
            allow marketers to develop and implement effective STP strategies. 
         

         
         
            Marketing Mix
            
         

         
         
            Marketing mix consists of four elements, commonly known as the 4Ps
               of marketing. These are product, price, place, and promotion. It is
            important for marketers to set each of these marketing mix decisions based on
            the needs of target customers in order to maximise customer attraction and
            retention. Consumer behaviour knowledge and insights would facilitate these
            strategic decisions. 
         

         
         
            [image: ]Read
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      Chapter 2: Market Segmentation and Strategic Targeting

      
      
         
         2.1 Why is Market Segmentation Necessary?

         
         No single product can satisfy all customers. Take the case of cooking salt. We
            can start as low as 50 cents for a 200g pack, or go as high as $50 for a gourmet
            200g pack. The range of price for cooking salt clearly shows that salt of
            different quality is being offered to different groups of customers and that
            salt is not produced for a mass market. If a simple product such as cooking salt
            can be marketed to different groups of customers, it is evident that marketers
            of millions of other products and services should match their ware to the right
            groups of consumers for maximum benefit for both parties. This is the main idea
            in the segmentation of markets. 
         

         
         Market segmentation, followed by targeting and positioning, enables marketers
            to establish a clear position in a competitive environment in a strategic
            manner. If we view the range of toothpastes available to a consumer in a grocery
            store, and if we spend a couple of minutes in the aisle and consider how
            consumers may choose a particular brand, it would give us a good idea of whom
            marketers intend to target with the different toothpastes: Whitening toothpaste
            for smokers, enamel protection for the elderly, colour streaks for children,
            baking-soda-added paste for conscious brushers, and gel-type toothpastes for
            finicky consumers. The range of people who need a product and the range of
            people the product caters to are never ending.
         

         
         Segmentation is not exclusive to consumer goods or value-added goods.
            Marketers of services and all levels of consumer goods should segment the market
            and target the right segments with the appropriate market mix elements, such as
            ensuring correct pricing, media usage, location for marketing, and packaging. 
         

         
         Here is a list of examples where segmentation is evident:

         
         
            
            	Federal Express versus Network Couriers (global versus local courier
               services) 
            

            
            
            	Marriott Hotel (5-star) versus Fairfield Inn (3-star) versus Courtyard
               (Retirement) 
            

            
            
            	Cold Storage versus FairPrice (gourmet catering for expats versus normal
               catering for locals) 
            

            
            
            	Scoot versus Singapore Airlines (budget-conscious versus non-budget
               travellers) 
            

            
            
         

         
         
      
      
      
      
         
         2.2 Bases for Segmentation

         
         
            (Learning Objective: To describe how to segment the
                  market)
            
         

         
         Segmentation starts with selecting a base or bases to divide the market. There
            are two groups of segmentation bases: consumer-intrinsic and
            consumption-specific.
         

         
         
            
            2.2.1 Consumer-Intrinsic Segmentation Bases

            
            This group includes two types of personal attributes:

            
            
               
               	 Facts: The existing undeniable facts about a consumer such as age,
                  gender, marital status, education, occupation, social class (conferred),
                  geographical location, and other objective matters. 
               

               
               
               	Cognition: The more subjective factors that can be identified through
                  indirect psychological tests such as personality traits, lifestyles,
                  socio-cultural values, and beliefs (conferred and/or assumed). 
               

               
               
            

            
            
            
               Demographic Segmentation
               
            

            
            The most basic type of segmentation is demographics, as it:

            
            
               
               	is the easiest and most logical way to classify people 

               
               
               	is the most cost-effective way to approach as existing secondary data is
                  abundant and available 
               

               
               
               	makes the business opportunities quite evident 

               
               
               	directly relates to the many consumption behaviours, attitudes, and
                  media exposure patterns. For example, all those who watch Channel News
                  Asia, those who read The Straits Times, who shop only at Orchard Road,
                  etc. 
               

               
               
            

            
            
            According to the above description, the age, gender, marital status,
               family life cycle, income, education, and occupation of the various consumer
               groups guide marketers in their promotional and communication efforts to
               catch the attention of appropriate groups of consumers and encourage them to
               purchase their products or services.
            

            
            
               Geo-Demographic Segmentation
               
            

            
            The place where consumers live, the climate, the surroundings, the
               culture, large cities versus small towns and villages—all these impact
               consumption patterns, and to marketers, this is valuable information. When
               applied appropriately, it can create viable business opportunities.
            

            
            Most people disagree on the present state of operations, and the moral and
               societal implications of those operations, of the American retail giant
               Wal-Mart. The store chain was started by Sam Walton on the basis of
               essential segmentation strategies. He decided to open stores only in US
               towns that had smaller population ranges and sizes—neither too small, nor
               too large. Early stores were opened not in big cities where people could
               access whatever they needed at a vast range of prices, but smaller ones
               where they could not. 
            

            
            Consider another example: A swimwear manufacturer in Sweden did not want
               to close shop during lean times (extreme cold) in his country. He spotted
               export potential in countries in the Southern hemisphere, especially
               Australia, which allowed him to stay in business.
            

            
            
               Personality Traits
               
            

            
            Personality traits can be used by marketers to segment the market. In
               general, those who are open-minded are likely to perceive less risk in
               trying new products and services and are thought to be consumer
                  innovators. For a marketer who is trying to introduce a new product
               or concept, such innovators are valuable as they act as early adopters. It
               is even better when some of these early adopters also score high on
               exhibition needs which implies that this group would be the
               spokesperson for the new product or concept. Then the marketer hits his or
               her target with the right promotional strategies. Consumer personality will
               be discussed in Study Unit 2. 
            

            
            
               Lifestyles
               
            

            
            As with personality traits, consumer lifestyles are exhibited through
               their activities, interests, and opinions, and give marketers some ideas
               about the different choices and decisions that various customer groups with
               different lifestyles make. Table 2.1 (pp. 60-61 of the textbook) compiles
               some lifestyle measures.
            

            
            The lifestyles and values of consumer clusters have also been put into a
               VALS™ framework by the Stamford Research Institute International to explain
               consumer purchase behaviour in an explicit manner. Looking at the VALS
               framework (Figure 2.2; p. 61 of the textbook): From left to right,
               column-wise, it explains clusters of motivations, namely ideals,
               achievements, and self-expression. From top to bottom, row-wise, it is about
               resources and innovation. One can deduce from the framework that those who
               are resource-rich are better innovators than those who are lacking in
               resources. This framework has come out of a study of a large psychographic
               inventory of sizeable samples of consumers. The VALS framework has found
               great application in further research and marketers’ approaches towards
               different groups.
            

            
            
               Cultural Values and Beliefs
               
            

            
            Following on from values and lifestyle segmentation, cultural values, and
               beliefs also offer ideas for market segmentation. Core cultural values,
               sub-cultural membership, and cross-cultural associations are significant for
               segmentation. Across cultures and sub-cultures, consumers eat, drink, need
               clothing and shelter, and reproduce. So the marketers’ responsibility is to
               target the different cultural and sub-cultural groups with appropriate,
               efficient, and fitting promotional appeals.
            

            
         
         
         
         
            
            2.2.2 Consumption-Specific Segmentation Bases

            
            There are two types of consumption-specific bases for segmentation:

            
            
               
               	Facts about actual consumption behaviour 

               
               
               	Cognition that consumers have about products and services with respect
                  to their attitudes and preferences 
               

               
               
            

            
            
            
               Usage Rate Segmentation
               
            

            
            It does not come as a surprise that 25% of consumers contribute to 75% of
               the products or services volume. Automatically, marketers aim their
               promotions more towards heavy users than light or non-users as it is more
               profitable to target heavy users. 
            

            
            There are also opportunities for marketers to convert some non-users to
               users as they are prospective adopters. Persistent non-adopters could be
               separated out.
            

            
            Awareness and involvement levels also warrant grouping. Giving consumers
               opportunities to get involved in experimenting with a product or service in
               a trial will improve their attitude towards it. 
            

            
            
               Usage Situation Segmentation
               
            

            
            It is normal that consumers’ consumption patterns vary during special
               occasions. The groups of people with whom consumers consume the product also
               impacts purchase decisions.
            

            
            Hallmark Cards, Chocolatiers, and Florists create strategies and promote
               their products based on usage situations. Marketers have to be aware of the
               various situations the same consumer is likely to be in and should develop a
               relationship with him or her based on this knowledge. Do you wonder why
               jewellers ask for details such as the birthdays and anniversaries of family
               members when you make a big purchase? 
            

            
            
               Product Benefit Segmentation
               
            

            
            Unless a consumer benefits from a purchase, he or she will not go for it.
               So, it is practical to look at benefit segmentation. As seen in Table 2.4
               (p. 65 of the textbook), consumers could be looking for different benefits
               when using mobile devices. Each of these groups of consumers represents a
               unique segment. 
            

            
            The benefits consumers are looking for extend beyond functional benefits.
               Marketers, particularly those in the service sector, should take extra care
               to satisfy the other three types of benefits that consumers strongly favour: 
            

            
            
               
               	social benefits 

               
               
               	special treatment benefits 

               
               
               	confidence benefits 

               
               
            

            
            
            Why would you go to a particular hairdresser? Why would you prefer to fly
               Singapore Airlines, Emirates Airline, or British Airways all the time? What
               motivated you to pursue your studies at SUSS? See Table 2.3 (p. 65 of the
               textbook) for some possible benefits consumers would expect in these
               consumption situations.
            

            
            
               Brand Loyalty and Relationship Segmentation
               
            

            
            Brand loyalty develops when a consumer has a positive attitude towards a
               particular brand of a product or service. Due to the positive perception he
               or she has for that brand, the consumer is likely to purchase the same brand
               again and again. Marketers encourage loyal customers to support their wares
               through rewards and benefits. In due course, marketers would be able to
               identify and target potential customers with similar qualities as those of
               their loyal customers.
            

            
            As an ending remark, the segmentation bases or variables are seldom
               effective when used alone. Marketers usually apply multiple bases for
               segmentation. For example, brand loyalty and benefit-seeking behaviour apply
               across all levels of demographic and geo-demographic factors. 
            

            
         
         
         
      
      
      
      
         
         2.3 Criteria for Effective Targeting

         
         
            (Learning Objective: To identify characteristics of  viable target
                  markets)
            
         

         
         Targeting all segments in the market is not viable as consumers in each
            segment may vary with respect to their needs and exposure to the media or
            reaction to information provided. Therefore, the next step after segmentation is
            to identify the appropriate segments to target. To be an effective target, the
            segment should be:
         

         
         
            
            	Identifiable 

            
            
            	Sizeable 

            
            
            	Stable or growing 

            
            
            	Accessible 

            
            
            	In line with the marketer’s objectives and resources 

            
            
         

         
         
         
            Identifiable
            
         

         
         The identifiable factors of a consumer can be very simple (such as age,
            gender, ethnicity, etc.) to very complex (such as benefits sought or lifestyle).
            There are some factors that can be obtained on request—such as education,
            income, marital status, and occupation.
         

         
         
            Sizeable
            
         

         
         The ideal size of a segment is unity, that is, each consumer is a segment.
            However, it is beyond the marketer’s ability to target individuals as segments.
            It is only practical that each segment consists of consumers large enough in
            numbers to justify special marketing efforts. Assessing the size of a segment
            based on the profile of consumers provides an estimate on the spending power and
            purchase potential of that segment. 
         

         
         
            Stable
            
         

         
         It is essential that a segment is stable over a considerable period of time.
            Stability is important to the research and development spending by the marketer,
            especially if the product is a fad item. For example, pre-teen and teenage fad
            items should be conceptualised and marketed with speed and accuracy. 
         

         
         
            Accessible
            
         

         
         Accessibility is key, from a consumer behaviour perspective. A segment should
            be reachable by the marketing and promotional messages. The mobile technologies
            we have at our fingertips today make the sky the limit when it comes to
            customised approaches.
         

         
         
            In Line with Company’s Objectives and Resources
            
         

         
         The very idea of segmentation is to match the company’s objectives and
            resources in selecting a group of consumers to provide them with a matching
            product or service. The all-business class SIA non-stop flight to New York City
            caters to an exclusive segment of business travellers. Air Asia targets segments
            where “everyone can fly”.
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                  Behavior, 12th Edition, Pearson Prentice Hall, Chapter 2, pp. 56 –
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      Chapter 3: Consumer Decision Making 

      
      A consumer’s decision to purchase or not to purchase a product or service, also
         known as a choice, is an important moment for most marketers. It can signify whether
         a marketing strategy has hit the target or missed the mark. Thus, marketers are
         interested in understanding the consumer’s decision-making process. 
      

      
      In the most general terms, a decision is the selection of an option
         from two or more alternative choices. For a consumer to make a decision, more than
         one alternative must be available. (The decision not to buy is also an alternative.)
         If the consumer has no alternative from which to choose and is literally forced to
         make a particular purchase or take a particular action (e.g., use a prescribed
         medication), such a situation does not constitute a decision and is commonly
         referred to as a “Hobson’s choice”.
      

      
      In this chapter, we will discuss perspectives of consumer decision makers, levels
         of decision making, and the consumer decision-making model. 
      

      
      
         
         3.1 Three Perspectives of Consumer Decision Makers

         
         
            (Learning Objective: To describe three different views of consumer
                  decision makers)
            
         

         
         Theories of consumer decision making vary depending on researchers’
            assumptions about the nature of humankind. There are three perspectives on how
            and why consumers behave as they do. These perspectives of consumer decision
            making depict consumers and their decision-making processes in distinctly
            different ways.
         

         
         
            
            3.1.1 Rational Perspective

            
            Traditionally, consumer researchers assume consumers make rational
               decisions that are economics based and always produce the optimal results.
               To decide rationally, consumers would have to:
            

            
            
               
               	Be aware of all available product alternatives 

               
               
               	Be capable of correctly ranking each alternative in terms of its
                  benefits and its disadvantages 
               

               
               
               	Be able to identify the one best alternative 

               
               
            

            
            
            To arrive at a rational decision, consumers exercise their cognitions,
               collecting information, deliberating alternatives, and choosing the
               utility-maximising option. They go through a systematic sequence of steps to
               reach a decision. These steps constitute the cognitive decision-making
               process (see §3.3.2), and such a decision is a cognitive decision.
            

            
            However, the assumption that all consumers are rational is too idealistic
               and simplistic. People are constrained by their cognitive skills, knowledge,
               energy, and even time, and thus they may not always make rational decisions.
               Two alternative perspectives that explain irrational consumer behaviour will
               be introduced below. 
            

            
         
         
         
         
            
            3.1.2 Experiential or Affective Perspective

            
            The experiential or affective perspective assumes that
               consumers often make decisions based on their feelings, mood, or emotions.
               An emotion is a response to a particular environment. A mood is more
               typically an unfocused, pre-existing state—already present at the time a
               consumer experiences an advertisement, a retail environment, a brand, or a
               product. When consumers make affective decisions, their focuses tend to be
               placed less on product functions or utilities, but more on the hedonic value
               or experiences. Such feeling-based decisions are not based on a systematic
               process and require limited cognitive effort.
            

            
         
         
         
         
            
            3.1.3 Behavioural Influence Perspective

            
            Following the behavioural learning concept (see Study Unit 3,
               §2.3), this perspective postulates that consumer decisions are learned
               responses to environmental influences. That is, consumers are seen as
               impulsive and irrational purchasers ready to yield to the arms and aims of
               marketers. For example, the lighting and music may influence consumers’
               restaurant choices. Point-of-purchase (POP) displays are effective in
               enhancing sales; consumers tend to buy the products on display because they
               are on display.
            

            
         
         
         
      
      
      
      
         
         3.2 Levels of Decision Making

         
         
            (Learning Objective: To distinguish three levels of decision
                  making)
            
         

         
         Researchers have identified three specific levels of consumer decision making,
            varying in the amount of cognitive effort required. Which level of decision
            making is used depends on how personally relevant the purchase is to the
            consumer (more on consumer involvement in Study Unit 3, §2.4.3) and how
            risky the purchase is (more on perceived risk in Study Unit 3, §1.5). As
            involvement and risk increase, consumers are motivated to put more effort into
            decision making. The three levels of decision making are discussed below. 
         

         
         
            
            3.2.1 Extensive Problem Solving

            
            When consumers engage in extensive problem solving, they need a great deal
               of product-related information to establish a set of criteria to evaluate
               brands and arrive at a satisfactory decision. At this level, consumers move
               thoughtfully and diligently through the complete decision-making process. 
            

            
            Extensive problem solving is usually used for (a) purchase of a new or
               unfamiliar product category, (b) infrequent purchases, and (c) expensive
               products. In these purchase scenarios, consumers have little or no prior
               product knowledge and experience and thus require more information searching
               and deliberate thinking. 
            

            
         
         
         
         
            
            3.2.2 Limited Problem Solving

            
            With limited problem solving, consumers conduct relatively restricted and
               thus less effortful information search. They already have prior beliefs and
               existing evaluation criteria for the product category. Their search for
               information is more like fine-tuning: they gather additional brand
               performance information to discriminate among various brands.
            

            
            Limited problem solving is used for (a) lower-risk or involvement
               purchases or (b) an improved product or a newly introduced brand (in a
               familiar product category). In fact, limited problem solving occurs
               frequently as consumers are constrained by limited resources and time.
               
            

            
         
         
         
         
            
            3.2.3 Routinized Response Behaviour

            
            Consumers exhibiting routinized response behaviour do not conduct any
               information search, and their choices are based on strong preference or
               habit. The same brand tends to be purchased again and again. Consumers are
               able to make decisions without new information because they have extensive
               product experiences.
            

            
            Routinized response behaviour is most likely to occur for frequent
               purchases in mature categories such as toothpaste. Consumers tend to be
               least involved and make minimum conscious effort in these decisions. Two
               unique routinized response behaviour situations include brand loyalty and
               inertia. Loyal customers buy the same brand that they have strong preference
               for and attachment to; on the other hand, inert consumers buy the same brand
               not out of affection but simply out of convenience and indifference. 
            

            
         
         
         
      
      
      
      
         
         3.3 A Model of Consumer Decision Making

         
         The consumer decision-making model (see Figure 14.1, p. 375 of the textbook)
            weaves together the psychological, social, and cultural concepts into an easily
            understood framework. This decision model has three sets of variables: input
            variables, process variables, and output variables. 
         

         
         
            Input variables that affect the decision-making process include
            commercial marketing efforts as well as non-commercial influences from the
            consumer’s sociocultural environment. 
         

         
         The decision process variables are influenced by the consumer’s
            psychological field, including motivation, personality traits, perception,
            knowledge, experience, and attitudes. Taken as a whole, the psychological field
            influences the consumer’s recognition of a need, pre-purchase search for
            information, and evaluation of alternatives.
         

         
         The output phase of the model includes the actual purchase (either
            trial or repeat purchase) and post-purchase evaluation. Both pre-purchase and
            post-purchase evaluation provide feedback in the form of experience into the
            consumer’s psychological field, serving to influence future decision
            processing.
         

         
         
            
            3.3.1  Input

            
            The input component draws on external influences that
               provide information or influence a consumer’s product-related values,
               attitudes, and behaviour. These input factors include the marketing mix and
               non-marketing sociocultural influences.
            

            
            
               Marketing inputs consist of the marketing mix activities to reach,
               inform, and persuade consumers to buy and use products. The impact of a
               firm’s marketing efforts is governed by the consumer’s perception of these
               efforts.
            

            
            
               Sociocultural inputs consist of a wide range of non-commercial
               influences of family, friends, and neighbours, and society, e.g., comments
               of a friend, an editorial in the newspaper, a family member, culture, and
               subculture.
            

            
            The influences of marketing and sociocultural inputs are delivered through
               communications channels, e.g., mass media, social media, word of
               mouth, etc. The cumulative impact of marketing mix and sociocultural
               influence is likely to affect how and what consumers purchase. 
            

            
         
         
         
         
            
            3.3.2 Process

            
            The process component of the model is concerned with how consumers
               make decisions. Consumers go through sequential steps to make decisions, and
               these steps are termed as consumer decision-making process. How a consumer
               would behave in each of the steps is influenced by his or her psychological
               characteristics. 
            

            
            

            
            

            
            
               Psychological Processes
               
            

            
            There are internal influences—motivation, perception, learning,
               personality, and attitudes—that affect consumers’ decision-making processes.
               These psychological concepts are discussed in the following study units and
               textbook chapters. 
            

            
            
               
               	Study Unit 2, Chapter 1: Consumer Motivation (Chapter 3 of the textbook) 

               
               
               	Study Unit 2, Chapter 2: Personality, Self-Image, and Consumer Behaviour
                  (Chapter 3 of the textbook) 
               

               
               
               	Study Unit 3, Chapter 1: Consumer Perception (Chapter 4 of the textbook) 

               
               
               	Study Unit 3, Chapter 2: Consumer Learning (Chapter 5 of the textbook) 

               
               
               	Study Unit 4, Chapter 1: Consumer Attitude Formation and Change (Chapter
                  6 of the textbook) 
               

               
               
            

            
            
            
               Consumer Decision-Making Process
               
            

            
            The consumer decision-making process consists of five steps: Need
                  Recognition → Pre-Purchase Information Search → Evaluation of
                  Alternatives → Purchase Decision → Post-Purchase Evaluation. 
               
            

            
            As mentioned earlier, rational decision makers go through the entire
               process to arrive at a satisfactory decision. Completing all the
               decision-making activities requires plenty of cognitive effort and involves
               deliberate thinking. Hence, this process is regarded as a cognitive approach
               to making decisions. 
            

            
            The first three steps are considered as part of the process component in
               the model (see Figure 14.1) and will be discussed below. 
            

            
            
               Step 1: Need Recognition
               
            

            
            A need is recognized when a consumer is faced with a problem. There are
               two different need recognition styles.
            

            
            
               
               	
                  Actual state need recognition: Consumers realize that they have a
                  problem when a product fails to perform satisfactorily or, in other
                  words, when the product is unable to meet their requirement. 
               

               
               
               	
                  Desired state need recognition: Consumers realize a new problem
                  when their expectation increases, and the current product cannot catch
                  up this new desire. 
               

               
               
            

            
            
            
               Step 2: Pre-Purchase Information Search
               
            

            
            Pre-purchase information search begins when a consumer perceives or
               recognizes a need that could be satisfied by the purchase and consumption of
               a product. The consumer usually searches his or her memory for knowledge
               related to this purchase decision (e.g., past experience). Such
               internal information search is performed before any
               other type of search. If the internal information is insufficient to reach a
               decision, the consumer would engage in an external information
                     search and retrieve relevant information from sources
               outside of the consumer’s mind, for example, friends, family members, sales
               persons, marketing communications, shopping, and the Internet.
            

            
            The required amount of pre-purchase information search is subject to the
               product characteristics, consumer individual characteristics, and
               situational factors. Refer to Figure 14.4 (p. 379 of the textbook).
            

            
            
               Step 3: Evaluation of Alternatives
               
            

            
            When evaluating potential alternatives, consumers need two pieces of
               information: (a) a list of brands (i.e., the evoked or consideration set)
               and (b) the criteria they will use to evaluate each brand. 
            

            
            Consumers would consider those brands which are in the evoked
                     set but ignore those brands which are unknown to them or
               placed in the inept set and insert set. 
            

            
            
               
               	The evoked set refers to a small number of acceptable brands the
                  consumer considers in making a purchase in a particular product
                  category. 
               

               
               
               	The inept set consists of unacceptable brands that the consumer
                  excludes from purchase consideration.
               

               
               
               	The inert set consists of those brands to which the consumer is
                  indifferent because they are perceived as having no advantage. 
               

               
               
            

            
            
            Marketers’ ultimate goal is to make their brands part of the evoked set
               and eventually chosen by the consumers. Brands excluded from the evoked set
               or not purchased tend to have perceptual problems. 
            

            
            
               
               	Brands may be unknown because of the consumer’s selective
                  exposure to advertising media and selective perception of advertising
                  stimuli. 
               

               
               
               	Brands may be unacceptable (i.e., in the inept set) because of
                  poor qualities or attributes or inappropriate positioning. 
               

               
               
               	Brands may be perceived as not having any special benefits and are
                  regarded indifferently (i.e., in the inert set) by the consumer. 
               

               
               
               	Brands may be overlooked because they have not been clearly
                  positioned or sharply targeted at the consumer market segment under
                  study. 
               

               
               
               	Brands may not be selected because they are perceived by consumers as
                  unable to satisfy perceived needs as fully as the brand that
                  is chosen. 
               

               
               
            

            
            
            Thus, marketers should ensure that promotion strategies are designed to
               project a more favourable, perhaps more relevant, product image to the
               target consumer.
            

            
            Next, consumers need a set of criteria for evaluating brands. The
               criteria are usually expressed in terms of important product
               attributes/features and associated benefits. For example, when evaluating
               different smart phones, screen size that allows easy viewing is one of the
               criteria. Price, quality, and performance are common attributes consumers
               use for evaluation.
            

            
            Once consumers have the evoked set and evaluative criteria, they rate each
               of the options using the criteria and apply decision rules to determine
               their final choice. Consumer decision rules are procedures used by
               consumers to facilitate brand choices. An understanding of consumers’
               decision rules is useful for marketers to formulate a promotional
               programme.
            

            
            
               
               	
                  Compensatory decision rules: The consumer evaluates brand options
                  in terms of each relevant attribute and computes a weighted or summated
                  score for each brand. The score reflects the brand’s relative merit, and
                  the consumer will choose the one with the highest score. The weighted
                  scoring method allows a brand to make up for its disadvantage in one
                  attribute by excelling in another.
               

               
               
               	
                  Non-compensatory decision rules do not allow consumers to balance
                  positive evaluation of a brand attribute against negative evaluation of
                  some other attribute. There are three types of non-compensatory rules:
                  
                  
                     Conjunctive decision rule: The consumer establishes
                     a minimally acceptable level as a cutoff point for each attribute.
                     If any attribute of a particular brand falls below the cutoff point,
                     the brand is eliminated from
                     consideration.
                  

                  
                  
                     Disjunctive decision rule:
                     This rule mirrors the conjunctive rule. The consumer still
                     establishes a minimally acceptable level as a cutoff point for each
                     attribute. However, under the disjunctive rule, if any attribute
                     exceeds the cutoff point, the brand will be kept for further
                     consideration. 
                  

                  
                  
                     Lexicographic decision rule: The
                     consumer first ranks the attributes in terms of perceived relevance
                     or importance. The consumer then compares the various brand
                     alternatives on the most important attribute. If one brand scores
                     sufficiently high on this top-ranked attribute, it is selected, and
                     the process ends. This decision rule reveals the individual
                     consumer’s preference or shopping orientation.
                  

                  
               

               
               
               	
                  Affect referral decision rule: As discussed earlier, consumers do
                  not always engage in rational and cognitive decision making. When
                  consumers engage in affective or routinized decision making, they tend
                  not to make decisions based on attribute comparisons (as seen in the
                  earlier decision rules). Instead, they refer to their overall evaluation
                  or feelings as the guide, recalling past evaluations of the options and
                  selecting the brand with the highest perceived overall rating. Such rule
                  is termed as the affect referral decision rule, typically used for
                  affective/hedonic consumption. 
               

               
               
               	
                  Decision heuristics: Heuristics are mental shortcuts that help
                  consumers arrive at a satisficing solution, not the best but good
                  enough. They can simplify and speed up the decision process and are
                  usually used when consumers have limited product information, cognitive
                  ability, or motivation to make a careful decision. Common decision
                  heuristics include recognition heuristic (choosing the most
                  familiar brand) and majority vote heuristic (choosing the most
                  popular brand).
               

               
               
            

            
            
            When consumers have incomplete information or non-comparable alternatives,
               they may cope with this missing information in a number of ways. They may
               work with whatever is available, infer, or construct the missing
               information, defer the decision, or conclude that none of the choices
               warrant purchase. 
            

            
         
         
         
         
            
            3.3.3 Output

            
            The output portion of the consumer decision-making model concerns two
               closely associated kinds of post-decision activity: purchase
                  behaviour and post-purchase evaluation. They are also the
               last two steps of the decision-making process. 
            

            
            The objective of both activities is to increase the consumer’s
               satisfaction with his or her purchase.
            

            
            
               Step 4: Purchase Behaviour
               
            

            
            Consumers make three types of purchases: trial purchases, repeat
                  purchases, and long-term commitment purchases.
            

            
            
               
               	Trial is the exploratory phase of purchase behaviour in which consumers
                  attempt to evaluate a product through direct use. 
               

               
               
               	Repeat purchase behaviour signifies that the product meets with the
                  consumer’s approval and that the consumer is willing to use it again and
                  in larger quantities. This is closely related to brand loyalty. 
               

               
               
               	For big-ticket items and durable goods, the consumer moves from
                  evaluation directly to long-term commitment. 
               

               
               
            

            
            
            

            
            

            
            
               Step 5: Post-purchase Evaluation
               
            

            
            After consumers purchase and “consume” a product, they evaluate product
               performance against their expectations. That is, consumers determine whether
               they are satisfied with the product or not. Three possible evaluation
               outcomes can turn up: 
            

            
            
               
               	
                  Neutral feeling, when actual performance matches the standard. 
               

               
               
               	
                  Positive disconfirmation, when the performance exceeds the
                  standard and the consumer is satisfied. 
               

               
               
               	
                  Negative disconfirmation, when the performance is below the
                  standard and the consumer is dissatisfied. 
               

               
               
            

            
            
            Another important issue in the post-purchase process is post-purchase
                  cognitive dissonance, a mental discomfort that consumers experience
               when they have doubts about their incurred purchases or done decisions.
               Known as buyer’s regret, dissonance is caused by consumers’ awareness that
               alternatives may offer comparable or better benefits than the chosen or
               purchased product. 
            

            
            Post-purchase cognitive dissonance is discomforting. Thus, consumers are
               motivated to rationalize their decisions with dissonance-reduction
               strategies: looking for positive information that supports the decision,
               seeking negative information about the unchosen alternatives, persuading
               others to buy the same brand, or turning to other satisfied consumers for
               approval and reassurance, to name a few. If it is too difficult to resolve
               the dissonance, consumers may reverse the decision by returning, re-selling,
               or giving away the product.
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                        Review Questions

                        
                        
                           
                           
                              
                              
                              	How are market segmentation, targeting, and
                                 positioning interrelated? Illustrate how these three
                                 concepts can be used to develop a marketing strategy for
                                 a product of your choice. 
                              

                              
                              Answer

                              
                                 
                                    Market segmentation consists of
                                    subdividing the market into homogeneous clusters, and it
                                    is the first step in a three-phase marketing strategy.
                                    After segmenting the market, the marketer must select
                                    one or more segments to target (targeting) with a
                                    specific marketing mix. The third step is to position
                                    (positioning) the product so that it is
                                    perceived by the target market to satisfy its needs
                                    better than other competitive offerings. For example, a
                                    toothpaste manufacturer can segment the market according
                                    to the benefits that consumers look for in the product.
                                    The firm may select one segment, such as consumers who
                                    are primarily concerned with plaque prevention, as its
                                    target market. Then, the company must position the
                                    product so that it is perceived as providing better
                                    plaque prevention than other toothpaste brands in the
                                    market. 
                                 

                              

                              
                              
                              
                              	For each of the following products, identify
                                 the segmentation base that you consider to be the best
                                 for targeting consumers: (a) coffee, (b) soups, (c) home
                                 exercise equipment, (d) portable telephones, and (e)
                                 non-fat frozen yogurt. Explain your choices. 
                              

                              
                              Answer

                              
                                 
                                    
                                    A summary of answers or options is
                                       listed below (note that opinions on this issue may
                                       vary):
                                    

                                    
                                    
                                       
                                       	Coffee — demographics (size and composition of
                                          family); geographic factors (regional taste
                                          differences); benefit segmentation (health
                                          concerns, taste); user behaviour (usage situation,
                                          time pressure, and rate of usage) 
                                       

                                       
                                       
                                       	Soups — demographics (size and composition of
                                          family); geographic factors (regional taste
                                          differences); usage situation (e.g., family dining
                                          versus entertaining); brand loyalty; rate of usage
                                          (e.g., suggesting new uses through recipes on the
                                          package) 
                                       

                                       
                                       
                                       	Home exercise equipment — a combination of
                                          demographics and psychographics 
                                       

                                       
                                       
                                       	Portable telephones — occupation and income 

                                       
                                       
                                       	Non-fat frozen yogurt — geographic factors;
                                          benefit segmentation; usage rate (i.e.,
                                          identifying the psychographics and demographics of
                                          heavy users) 
                                       

                                       
                                       
                                    

                                    
                                    
                                 

                              

                              
                              
                           

                           
                        

                        
                        
                     
                     
                     
                  

               

            

            
         
         
         
      
      
      
   
      
      
      
      Summary

      
      The study of consumer behaviour enables marketing managers to understand and
         predict the behaviours of consumers in the marketplace. It is concerned not only
         with what consumers buy but also with why, when, where, how, and how often they buy.
         Consumer behaviour is an integral part of strategic market planning. 
      

      
      Segmentation is defined as the process of dividing a potential market into
         distinct subsets of consumers with common needs or characteristics and choosing one
         or more segments to target with a specially designed marketing mix. 
      

      
      Consumers go through a five-step process to make purchase decisions: Need
         Recognition → Pre-Purchase Information Search → Evaluation of Alternatives →
         Purchase Decision → Post-Purchase Evaluation. External marketing mix information,
         sociocultural influences, and consumers’ individual psychological processes
         influence how consumers act in each stage of the decision-making process. 
      

      
   
      
      
      
      Formative Assessment

      
      
         
         
            
            
            
            
            	A personal consumer buys goods for: 

            
            
               	
                  his or her own use. 
                  
                  
                  
               

               	
                  consumption of co-workers. 
                  
                  
               

               	
                  his or her business. 
                  
                  
               

               	
                  a government agency. 
                  
                  
               

            

            Submit

            
               Correct. The personal consumer buys goods for his or
                  her own use, for the use of the household, or as a gift for a
                  friend. 
               

               Incorrect. This refers to organizational use.
                  
               

               Incorrect. This refers to organisatonal consumer.
                  
               

               Incorrect. This refers to organisational consumer.
                  
               

            

            
            
            
            
            
            	Singtel has designed a mobile phone plan for tech-savvy teens
               who are heavy users and live in households earning over $100,000 per
               year. In tailoring for a specific group of consumers based on their
               particular needs, Singtel has provided an example of: 
            

            
            
               	
                  societal marketing. 
                  
                  
               

               	
                  market targeting. 
                  
                  
                  
               

               	
                  the production concept. 
                  
                  
               

               	
                  the selling orientation. 
                  
                  
               

            

            Submit

            
               Incorrect. The above scenario does not reflect on the
                  company’s commitment to the customers’ best interests.
                  
               

               Correct. It is the selection of one or more of the
                  segments identified for the market to pursue. 
               

               Incorrect. The specific selection of the above market
                  segments is related to market targeting, not on product
                  variation and cost optimization. 
               

               Incorrect. This question deals with the specific
                  selection of market segment, not a focus on maximising
                  sales.
               

            

            
            
            
            
            
            	An individual’s perception of the performance of a product in
               relation to one’s expectation is known as: 
            

            
            
               	
                  market segmentation. 
                  
                  
               

               	
                  customer satisfaction. 
                  
                  
                  
               

               	
                  market targeting. 
                  
                  
               

               	
                  product promotion. 
                  
                  
               

            

            Submit

            
               Incorrect. Market segmentation is the process of
                  dividing a market into subsets of consumers with common needs or
                  characteristics. 
               

               Correct. Customer satisfaction is the difference
                  between a customer expectation and his or her perception.
                  
               

               Incorrect. Market targeting refers to the selection of
                  one or more of the segments identified for the market to pursue.
                  
               

               Incorrect. Product promotion deals with marketers’
                  initiative in communication the benefits of products to the
                  customer. 
               

            

            
            
            
            
            
            	Megan uses Head and Shoulder hair products and enthusiastically
               recommends them to others anytime she receives complements on her hair.
               With regard to hair products, Megan is best described as a/an: 
            

            
            
               	
                  apostle. 
                  
                  
                  
               

               	
                  hostage. 
                  
                  
               

               	
                  terrorist. 
                  
                  
               

               	
                  mercenary. 
                  
                  
               

            

            Submit

            
               Correct. These are satisfied customers who provide
                  positive word of mouth about the products to others.
                  
               

               Incorrect. These are unhappy customers who stay with
                  the products due to its monopoly or low pricing. 
               

               Incorrect. These are individuals who spread negative
                  word of mouth due to negative experiences with the products.
                  
               

                Incorrect. These are satisfied customers who do not
                  have any loyalty to the products. 
               

            

            
            
            
            
            
            	Of the various information sources available to consumers, ___
               is/are by far the most trusted and perceived as the most credible. 
            

            
            
               	
                  word of mouth 
                  
                  
                  
               

               	
                  corporate website
                  
                  
               

               	
                  online banner ads
                  
                  
               

               	
                  television ads
                  
                  
               

            

            Submit

            
               Correct. Positive word of mouth by individuals who will
                  not benefit from the act is perceived to be the most credible.
                  
               

               Incorrect. Such websites are developed by the company
                  to promote their products and services. 
               

               Incorrect. This is a form of online advertising –
                  purchased spaces to communicate with the customers.
                  
               

               Incorrect. These are advertisements where the company
                  has full control over the message. 
               

            

            
            
            
            
            
            	Another term for psychographic characteristics is: 

            
            
               	
                  age.
                  
                  
               

               	
                  lifestyles. 
                  
                  
                  
               

               	
                  use-situation factors
                  
                  
               

               	
                  benefits sought. 
                  
                  
               

            

            Submit

            
               Incorrect. Age is related to demographics.
                  
               

               Correct. They consist of activities, interests and
                  opinions. 
               

                Incorrect. This is related to the occasion or
                  situation which results in a purchase. 
               

               Incorrect. This is related to the benefits sought by
                  consumers of the product. 
               

            

            
            
            
            
            
            	Advertising for Colgate toothpaste emphasizes “peace of mind”
               and “fresh breath”. The company is trying to attract consumers on the
               basis of ___ segmentation. 
            

            
            
               	
                  use-related 
                  
                  
               

               	
                  benefits
                  
                  
                  
               

               	
                  lifestyle
                  
                  
               

               	
                  demographic
                  
                  
               

            

            Submit

            
               Incorrect. Use related deals with the occasion or
                  situation of consumption. 
               

               Correct. The message focused on the benefits of
                  consuming Colgate. 
               

               Incorrect. Lifestyle deals with the activities,
                  interests and opinions of the consumers in relation to the
                  product. 
               

               Incorrect. Demographics is related to characteristics
                  of the users such as age, income, gender, ethnicity, etc.
                  
               

            

            
            
            
            
            
            	Consumers’ characteristics can be classed as either facts or
               cognitions. Cognitions are abstract, can be determined only through more
               complex questioning, and generally have no single, universal
               definitions. Examples of cognition include: 
            

            
            
               	
                  demographics, gender and benefits wanted. 
                  
                  
               

               	
                  usage rate, level of involvement and
                  psychographics.
                  
                  
               

               	
                  education, usage situation and social class. 
                  
                  
               

               	
                  level of involvement, awareness of product
                  alternatives and benefits wanted. 
                  
                  
                  
               

            

            Submit

            
               Incorrect. These are consumer-rooted facts.
                  
               

               Incorrect. These are consumption specific facts.
                  
               

               Incorrect. These are consumer rooted and consumption
                  specific facts. 
               

               Correct. Cognitions include consumer attitudes and
                  preferences regarding the product. 
               

            

            
            
            
            
            
            

            
            	The attitudinal component of brand loyalty involves: 

            
            
               	
                  the frequency and consistency of buying a given
                  brand
                  
                  
               

               	
                  consumers’ feelings of commitment to the brand. 
                  
                  
                  
               

               	
                  the benefits offered to consumers as a result of
                  repeated purchase of a given brand. 
                  
                  
               

               	
                  the trust consumers place on a given brand. 
                  
                  
               

            

            Submit

            
               Incorrect. There could be many reasons for this
                  behaviour such as low pricing, freebies, etc. 
               

               Correct. This is the most important element. This will
                  motivate them to consistently buy the brand. Brand loyalty
                  includes both behaviour and attitude components. 
               

               Incorrect. These are rewards for regular customers.
                  
               

               Incorrect. Consumer trust in the brand may spill over
                  into other leading brands as well. 
               

            

            
            
            
            
            
            	In the consumer decision making process, the ___ stage
               influences the consumers’ recognition of a product need. 
            

            
            
               	
                  analysis
                  
                  
               

               	
                  evaluation 
                  
                  
               

               	
                  input
                  
                  
                  
               

               	
                  output
                  
                  
               

            

            Submit

            
               Incorrect. Analysis refers to their evaluations of
                  information available to ascertain various options to meet their
                  needs. 
               

               Incorrect. Evaluation refers to their assessment of
                  product upon consumption of the product. 
               

               Correct. Input influences consumers’ recognition of a
                  product need and consists of both marketing efforts and external
                  sociological influences. 
               

               Incorrect. Output refers to purchase behaviour and post
                  purchase evaluation. 
               

            

            
            
            
         

         
      

      
      
   
      
      
      Study Unit 2
Consumer as an Individual Part 1 

   
      
      
      
      Learning Outcomes

      
      By the end of this unit, you will be able to:

      
      
         
         	Define motivation and explain how motivation influences consumer purchase
            behaviour. 
         

         
         
         	Explain how to arouse needs. 

         
         
         	Compare and contrast various theories of motivation. 

         
         
         	Demonstrate how to conduct motivational research. 

         
         
         	Compare and contrast various theories of personality. 

         
         
         	Discuss the influence of personality on consumer purchase behaviour. 

         
         
         	Explain brand personification and its marketing applications. 

         
         
         	Describe how self-image shapes consumer purchase behaviour. 

         
         
      

      
      
   
      
      
      
      Overview

      
      Individual characteristics are very important in understanding consumer behaviour.
         For a person to purchase a product or service, he or she first needs to be motivated
         to try that product or service. The motivation arises because of a need that the
         consumer wants to satisfy. The unfilled needs and the associated desired outcomes
         drive the consumer to pursue a purchase-related goal. If marketers want to be
         successful, they must understand how needs (or motives) are aroused and how
         consumers will react if their needs are not met by consuming a product or service.
         Furthermore, individuals, due to their different personalities, do not always act
         the same way to fulfil a similar need. Thus, marketers need to understand how
         personality traits interact with motivation. These two aspects will be covered in
         this unit. In Chapter 1, we will discuss the motivational aspects of a consumer and
         Chapter 2 will cover the personality issues.
      

      
   
      
      
      
      Chapter 1: Consumer Motivation

      
      
         
         1.1 What is meant by Motivation?

         
         
            (Learning Objective: To explain the need to understand consumers’
                  motivation to purchase a product or service)
            
         

         
         We can describe motivation as a driving force within individuals that sets
               them into action. A motivation could be driven by an ongoing need such
            as food and water, an unfulfilled need such as “I ride a motorcycle but would
            prefer a car,” an extraordinary need such as “I want to scale the Himalayas or
            inch through the Antarctic,” or an unfelt or a dormant need such as “I would
            like a smoother shave.”
         

         
         
            Needs are the essence of the marketing concept. An unfilled need
            motivates consumers to purchase a product or service that satisfies the need.
            However, marketers cannot create needs. Instead, marketers constantly work to
            make consumers aware of their needs, whatever they may be. 
         

         
         Moreover, the way consumers satisfy their needs evolves. The product they
            choose to purchase and consume tends to change over time. Gillette’s razors are
            a good example. Gillette began by selling just blades, then they developed
            disposable razors. They went on to market single-blade, then double-blade
            razors. Currently, they sell four-blade razors, which provide a smoother shave.
            As one model gained acceptance, previous models became obsolete. This marketing
            approach is called planned obsolescence.
         

         
         In sum, marketers’ focus should be on the needs their products satisfy instead
            of the products they sell. One who markets products like razors cannot overlook
            the intangible motivating factors, such as personal image. Similarly, marketers
            of services, like an airline, cannot overlook motivating factors such as
            seating, food, or in-flight entertainment.
         

         
      
      
      
      

      
      
         
         1.2 Motivation as a Psychological Force

         
         
            (Learning Objective: To describe how motivation arises)
            
         

         
         Motivation arises out of need. As a result, an individual will tend to set
            goals that will enable him or her to satisfy those needs. 
         

         
         Figure 3.1 (p. 79 of the textbook) shows a model of the motivation
            process.
         

         
         The motivation process model can be explained using a simple example. If the
            weatherman predicts that tomorrow will be hot and humid, then naturally
            consumers will attempt to find a way to stay cool; they will set a goal to
            purchase a device to satisfy their need to keep themselves cool.
         

         
         When there is a need for a certain device, and that device is absent, tension
            is created. This tension drives or motivates the consumer to purchase (a type of
            behaviour) a proper device—in our example, it might be a fan or an air
            conditioner. The consumers may have heard about the device (previous learning)
            from some source, whether it be a friend, a newspaper advertisement, an Internet
            pop-up window, etc. Having all these things at their disposal, the consumers are
            one step closer to achieving their goal and satisfying their need, consequently
            reducing tension.
         

         
         Here, marketers have space to take advantage of the situation. They might be
            able to develop or improve upon a cooling device, and they will also have to
            communicate information such as availability, price, and benefits to potential
            customers. 
         

         
         First movers among marketers emerge and followers join in later. Their work
            will impact consumer motivation if they use the following appropriate
            strategies: 
         

         
         
            
            	Segmentation 

            
            
            	Targeting 

            
            
            	Positioning 

            
            
            	Differentiation 

            
            
         

         
         
      
      
      
      
         
         1.3 Components of Motivation

         
         
            (Learning Objective: To examine the various components of
                  motivation)
            
         

         
         Components of motivation include:

         
         
            
            	Needs

            
            
            	Goals

            
            
         

         
         
         
            Needs
            
         

         
         Sometimes termed as motives, needs can be classified as being either
            innate or acquired.
         

         
         
            Innate needs are biogenic or physiological; they include
            food, water, air, clothing, and shelter. These needs are perceived to be
            essential for a human’s day-to-day functioning and are primary in nature. 
         

         
         
            Acquired needs, also termed psychogenic needs, arise because of wider
            socio-cultural influences. These needs are learned from social interactions.
            Why, for example, does a person need a luxury sports car? People may buy these
            possessions to demonstrate their achievements. Acquired needs are generally
            psychological and are secondary in nature.
         

         
         Additionally, consumer needs can be classified into either utilitarian
            or hedonic needs. 
         

         
         
            Utilitarian needs are rational, entailing a desire to obtain some
            practical or functional benefits, i.e., getting solutions to problems. Driven by
            utilitarian needs, consumers focus on tangible, objective features of a product,
            such as quality, reliability, ingredient, etc. An example of utilitarian
            consumption is when we purchase vegetables for nutrition. 
         

         
         
            Hedonic needs are experiential, involving a desire to satisfy the need
            for pleasure, new experience, or emotional satisfaction. Driven by hedonic
            needs, consumers emphasize intangible, subjective product criteria, such as fun,
            fantasy, excitement, etc. Visiting amusement parks satisfies our need for
            thrill; this is a hedonic consumption.
         

         
         Nevertheless, a product can satisfy both utilitarian and hedonic needs at the
            same time. While a laptop can be used to complete school assignments, students
            also use it to watch Netflix for entertainment. 
         

         
         
            Goals
            
         

         
         An unfulfilled need creates a tension, driving or motivating an individual to
            set goals. Goals can either be generic or product-specific. 
         

         
         A generic goal indicates a general direction in which a consumer must
            move in order to achieve a goal. “I want to serve the community” is a generic
            goal; “I want to study social work and take special courses that have to do with
            volunteer service so as to better serve my community” is a product-specific
            one.
         

         
         An individual selects his or her goals based on:

         
         
            
            	Personal experience 

            
            
            	Physical capacity 

            
            
            	Prevailing cultural norms and values 

            
            
            	Accessibility of the goal in the physical and social environment 

            
            
         

         
         
         Take, for example, Mary, who wants to serve her community. The reason she
            feels this desire is that her mother volunteered at hospices and took food to
            her elderly neighbours when she was young. Furthermore, Mary has the stamina
            that would allow her to pursue a similar line of work. She also feels that, in
            order to feel closer to her community, she should be more active within it. She
            has the opportunity to pursue higher education within this field of interest and
            there are many support structures in place that she can rely on for help in
            achieving that goal. Ultimately, an individual’s self-perception and environment
            are the most important factors in deciding what goals he or she chooses to
            pursue. 
         

         
         People can be loosely grouped in two broad categories: risk-taking and
            risk-averse. Individuals set goals according to these categories and marketers
            often design their products and services with these perspectives in mind.
         

         
         Lastly, due to individual differences in selecting goals, consumers with
            different needs might choose the same goal while those having the same need
            might pursue different goals. Consumers’ consumption behaviour is
            situation-specific; marketers have to drill down to the need that consumers are
            trying to satisfy in order to avoid competitor myopia.
         

         
      
      
      
      
         
         1.4 Arousal of Consumer Needs (Motives)

         
         
            (Learning Objective: To explain how needs are aroused in consumers)
                  
            
         

         
         Needs are dormant most of the time. Needs can arise from physiological,
            emotional, cognitive, and environmental cues.
         

         
         
            Physiological arousal: “I feel hungry and I am going to buy some food.” 
         

         
         
            Emotional arousal: “I am afraid of getting infected with COVID-19. I
            should get some masks.”
         

         
         
            Cognitive arousal: Targeted marketing towards children during prime
            advertising slots for cartoon watching (after school or on Saturday mornings)
            often results in children requesting their parents to buy them the latest fad. 
         

         
         
            Environmental arousal: “I am cold because of the northerly winds and I
            am going to shut the window.”
         

         
         
            Rational versus Emotional Appeal
            
         

         
         Marketers cannot create needs but they craft marketing messages purposefully
            to arouse the needs. Two types of message appeals are common. 
         

         
         
            Rational appeals are communication messages emphasizing objective or
            quantifiable attributes of a product or service such as size, weight, price,
            speed, width, and breadth. Rational appeals are cognitive in nature and tend to
            be directed towards utilitarian needs.
         

         
         
            Emotional appeals are communications messages focusing on emotion-based
            criteria of a product, including satisfaction, beauty, security, warmth, and so
            on. Emotional appeals target at the heart and shape consumers’ affect—an overall
            feeling (like or dislike)—or emotions. Such appeals tend to activate hedonic
            needs. 
         

         
         Take insurance products as an example. Financial advisors tend to emphasize
            the benefits that we can receive from the policy—a rational appeal. At the same
            time, they may also share some unfortunate stories, for instance, a cancer
            patient could not afford the treatment. They are appealing to our insecurity—an
            emotional appeal. 
         

         
      
      
      
      
         
         1.5 Valence of Goals

         
         
            (Learning Objective: To examine the valence of goals)
            
         

         
         Goals (and their underlying needs) have valence. An approach goal is a
            positive goal that drives the individual towards an object or condition of value
            to consumers. On the other hand, an avoidance goal is a negative goal
            that deters an individual away from an object or condition that consumers wish
            to stay away from. 
         

         
         When the Health Promotion Board sets up training programmes to teach hawker
            stall owners to cook more healthily, they aim to promote the positive goal of
            engendering healthy eating habits in the minds of not only the owners but also
            of the wider population. When advertisements are released depicting the ill
            effects of drinking and driving, marketers expect to prompt the adoption of an
            avoidance goal in the minds of their audiences.
         

         
      
      
      
      
         
         1.6 Dynamics of Motivation

         
         
            (Learning Objective: To discuss how motivation can
                  change)
            
         

         
         Motivation is perpetuated by circumstances that include:

         
         
            
            	Changing lifestyle 

            
            
            	Changing trends 

            
            
            	Environment 

            
            
            	Interaction with others 

            
            
            	Experiences 

            
            
         

         
         
         Needs are never fully satisfied. When one need is fulfilled, another one—or
            several other ones—emerge, and the motivation and goal-setting cycle begins
            again. 
         

         
         Consumers tend to set a higher goal when a lower one is met. As we saw
            earlier, if the weather is hot, our initial motive is to try and stay cool. A
            consumer will seek a fan if he cannot afford anything more elaborate. He or she
            might upgrade to an air conditioner for a more comfortable room when there is
            more money.
         

         
         People generally try to set attainable goals. The success or failure of their
            goal pursuit affects their future behaviour. The success factor needs to be kept
            in mind when a marketer formulates advertising strategies.
         

         
         Humans tend to develop sweet lemon or sour grape attitudes. If
            consumers cannot attain a goal that they expected to achieve, they try to seek a
            substitute goal. John cannot afford to buy a car this year because of
            increased COE prices; as a result, he decides to repair his motorbike and save
            up to buy a car next year. He is substituting a goal to repair his bike for his
            original goal to buy a car.
         

         
         Amanda had originally planned to find work in the food and consumer goods
            industry but her job application was rejected. Eventually, she found a job at a
            bank, enjoyed it immensely, and had been rising rapidly up the corporate ladder.
            A substitute goal replaces her original goal in the long run.
         

         
         Having a substitute goal in mind reduces tension and helps a person look
            elsewhere. This is where an astute marketer can develop products and services to
            meet the varying goals of different segments.
         

         
      
      
      
      
         
         1.7 Consumer Defence Behaviour When Goal is Not Met

         
         
            (Learning Objective: To describe the defence behaviour consumers are
                  likely to exhibit when their needs are not satisfied) 
            
         

         
         The major reason a consumer buys a product or a service is that he or she is
            motivated to find a way to reach a goal and satisfy a need. Marketers should
            understand customers’ needs and goals and provide corresponding products or
            services. However, it is normal for consumers to be unhappy with a product or
            service. As their needs are not satisfied, they get frustrated. Frustration is
            an expected emotional state when one fails to attain his or her goals. 
         

         
         Depending on their individual characteristics and the circumstances they find
            themselves in, consumers may exhibit different types of defence behaviours, as
            explained below, to cope with frustration. Marketers should understand that
            defence behaviours can arise and leverage the knowledge in managing consumer
            satisfaction and designing communication messages. 
         

         
         
            Aggression
            
         

         
         Some individuals become aggressive when they are not able to meet their goals
            and ruthlessly condemn others for the failure. If a plane is delayed, taking it
            out on the people behind the airline counter at the airport is an example of
            aggressive behaviour. 
         

         
         
            Rationalisation
            
         

         
         Rationalisation refers to pacification within reasonable limits. Taking the
            attitude of “If the weather is bad, what can the airline do?” is an example of
            rationalisation.
         

         
         
            Regression
            
         

         
         Childish behaviour in reacting to a frustrating situation is known as
            regression. Hiding books in the reference section during examination week so
            that the book will be available whenever the person needs it is an example of
            regression.
         

         
         
            Withdrawal
            
         

         
         Exhibiting a fight-or-flight response in the face of failure to achieve a goal
            is withdrawal. A person who was a tennis champion during his school days might
            decide to give up tennis altogether when he was not considered for the
            university team.
         

         
         
            Projection
            
         

         
         A person might transpose his or her inability to achieve a goal onto the
            situation or other people. This is known as projection. For example, if a person
            failed a test because he had not studied properly, he might accuse the teacher
            of grading unfairly.
         

         
         

         
         

         
         
            Daydreaming
            
         

         
         Trying to attain imaginary gratification of unfulfilled need is known as
            daydreaming. A person who cannot afford to buy a bicycle may daydream of taking
            his family out in a BMW car.
         

         
         
            Identification
            
         

         
         In a frustrating situation, consumers may subconsciously associate themselves
            with relevant others that experience and resolve similar problems. This
            behaviour is named as identification. Consumers are likely to get inspired by
            these relevant others. 
         

         
         
            Repression
            
         

         
         Repression refers to a situation in which an individual cannot achieve his
            goal, switches focus, and seeks satisfaction in a different behaviour. For
            example, Mothers Against Drunk Driving (MADD) was started by mothers
            whose children had died in drink driving accidents. They could not see their
            children grow up, so they devote their energy to preventing other mothers from
            losing their children the same way.
         

         
      
      
      
      
         
         1.8 Systems of Needs

         
         
            (Learning Objective: To enumerate the system of needs that consumers are
                  motivated to satisfy)
            
         

         
         The psychologist Henry Murray first came up with a list of 28 psychogenic
            needs, a list of non-biological needs. Murray’s basic needs include the desire
            to achieve, affiliate, gain recognition, organize possessions, and display
            exhibition. Refer to Table 3.1 (p. 85 of the textbook) for some of the needs
            particularly relevant to marketing. 
         

         
         
            
            1.8.1 Maslow’s Hierarchy of Needs

            
            According to Maslow, needs follow a pyramid structure; there is a
               hierarchy of needs. Maslow also suggests that it is dissatisfaction that
               motivates behaviour. Once the lower-level needs are satisfied, the consumer
               will look to fulfil the higher-level needs.
            

            
            Maslow’s Hierarchy involves the following five needs and is illustrated in
               Figure 2.1.
            

            
            
               Physiological Needs
               
            

            
            The most basic needs are physiological, and refer to things
               that sustain life. Consumers will seek to fulfil these needs before
               embarking on fulfilling other needs.
            

            
            
               Safety Needs
               
            

            
            Once basic needs are fulfilled, people start tapping their
               security motives and seek products and services that relate to safety needs
               such as healthcare, insurance policies, safety lockers, and legal services.
               These needs indicate that it is not only physical safety that people are
               concerned about; they are also interested in order, stability, routine,
               familiarity, and control over their life and environment. 
            

            
            
               Social Needs
               
            

            
            The third-level needs are related to relationships with others,
               including affiliation, affection, and acceptance.
            

            
            
               Ego Needs
               
            

            
            Ego needs can take two orientations: The inwardly-directed ones
               include the need for self-acceptance, self-esteem, independence, etc. and
               the outwardly-directed ones such as the need for status, others’
               recognition, fame, etc. 
            

            
            
               Self-Actualization Needs
               
            

            
            The highest-level needs involve one’s desire to achieve his or
               her potential. 
            

            
            
               Figure 2.1 Maslow’s Hierarchy of Needs(Source: Figure 3.6 on p. 86 of the textbook)
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                Need Hierarchy and Marketing Application 
               
            

            
            Maslow’s needs hierarchy is purely theoretical and does not render itself
               to empirical testing. But these limitations have not stopped marketers from
               applying this theory:
            

            
            
               
               	as a base for market segmentation 

               
               
               	as an aid in product positioning and repositioning 

               
               
               	as a tool to develop market appeals for the target audience 

               
               
            

            
            
            Astute marketers can use the hierarchy to analyse consumers’ unfilled
               needs as this knowledge facilitates segmentation. The hierarchy also allows
               marketers to examine the types of needs that their products satisfy
               systematically and communicate convincingly to their target markets how
               their products satisfy those needs. 
            

            
         
         
         
         
            
            1.8.2 Trio of Needs

            
            Lastly, individuals have three major higher-level needs, namely, the need
               for power, affiliation, and achievement. These needs are referred to as
               the trio of needs. These are within Murray’s list and Maslow’s
               needs hierarchy and each is relevant to consumer motivation.
            

            
            
               Need for Power
               
            

            
            The need for power dictates an individual to exert control over his or her
               environment. This is related to Maslow’s ego need. Marketers often appeal to
               this need. Tag Heuer’s punchline, “What are you made of?” fans the ego need
               of potential and existing watch buyers. 
            

            
            
               Need for Affiliation
               
            

            
            People’s behaviour is strongly influenced by the desire for friendship,
               acceptance, and belonging. The need for affiliation can be linked to
               Maslow’s social need. 
            

            
            
               Need for Achievement 
               
            

            
            The achievement need is inherent and is closely related to the
               self-actualisation need. When a three-year-old insists that the picture she
               drew in day care should be exhibited in the living room and not on the
               refrigerator door, the child is motivated by an achievement need. 
            

            
         
         
         
      
      
      
      
         
         1.9 Motivational Research and Measurement of Hidden Needs 

         
         
            (Learning Objective: To learn how to measure motivation)
            
         

         
         Although self-reporting is commonly seen in consumer motivation studies,
            consumers may not share their real thoughts in these surveys. Furthermore,
            consumers are not always aware of or not willing to share what motivates them.
            Thus, motivational research is a useful tool for discovering a consumer’s
            unconscious and inherent needs. Although it incorporates aspects of
            psychoanalytical technique, motivational research gives marketers valuable
            insights into message development, products, and services—if they are
            paying close attention to their consumers’ purchase behaviour.
         

         
         Although researchers use a combination of quantitative and qualitative methods
            to measure motivation, qualitative measures are more widely used. Storytelling,
            word association, picture drawing, and photo sorts are the common qualitative
            approaches that apply projective techniques. Consumers are often required to
            interpret stimuli without concrete meanings, and these interpretations reveal
            their hidden motivation. 
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      Chapter 2: Personality, Self-Image, and Consumer Behaviour 
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      In Section 1.1, we discussed the motivation process in which consumers purchase a
         product or service in order to fulfil needs and satisfy the goals set by them.
         However, needs, motivation, and goal setting are subject to individual differences
         in personalities. Consumers with different personalities and self-images react
         differently to marketing messages. Thus, we can find different advertisements in
         different media for the same product, as marketers attempt to cater to all these
         different personalities and self-images. In this section, we will study how
         personality and self-image influence consumer behaviour.
      

      
      
         
         2.1 What is Personality?

         
         
            (Learning Objective: To describe the nature of
                  personality)
            
         

         
         Personality may be defined as the inner psychological characteristics that
               both determine and reflect how a person responds to his or her environment.
               
            
         

         
         Generally, personality reflects individual differences. Let us look at
            co-curricular activities in a university. A group of students like rock
            climbing, another group is keen on debating, and yet another group’s focus is on
            dancing. This allows marketers to think in terms of segments and target specific
            segments that would be interested in their products and services.
         

         
         Usually, personalities are consistent and enduring. As we saw earlier,
            marketers can target youth for rock climbing services when the target group is
            within a certain age range. When they grow older, their interest and energy
            might be diverted towards other more sedate outdoor activities.
         

         
         We should also bear in mind that over time, personalities can change due to
            major life events and circumstances. A young, vibrant, and empathetic medical
            student’s personality may change to that of a rational and intelligent
            consultant who has discovered that empathy is not the right approach towards his
            or her patients; he or she might also exhibit this attitude towards friends and
            family.
         

         
      
      
      
      
         
         2.2 Theories of Personalities

         
         
            (Learning Objective: To discuss various personality
                  theories)
            
         

         
         Three major theories of personality are:

         
         
            
            	Freudian Theory 

            
            
            	Neo-Freudian Theory 

            
            
            	Trait Theory 

            
            
         

         
         
         
            
            2.2.1 Freudian Theory

            
            We are going to look at the psychoanalytic theory of personality of Freud
               only from the angle of consumer behaviour. To put it simply, unconscious
                  needs drive consumer motivation at all times. According to Freud,
               the human personality consists of three interacting systems: the id,
               the superego, and ego.
            

            
            
               Id: James wants to quench his thirst. He has a craving for a sweet,
               fizzy drink but he is on a diet. Coca-Cola Zero is his beverage of choice.
               He goes in search of a vending machine that carries it. We begin at thirst:
               drinking is one of man’s primitive needs that requires immediate attention.
               Freud describes the primitive and impulsive needs as the id; these
               types of needs demand immediate gratification. 
            

            
            
               Superego: Anna won’t allow her five-year-old to spit her chewing
               gum out onto the street because it does not mesh with her values and it is
               her moral duty as a parent to teach her child responsibility. Superego,
               according to Freud, is an individual’s internal expression of society’s
               moral and ethical codes of conduct. It ensures that the individual behaves
               in a socially acceptable way. 
            

            
            
               Ego: The individual’s conscious control that balances the demands
               of the id and the constraints of superego.
            

            
            Marketers use Freudian personality theory to understand the underlying
               aspects of a consumer’s personality and how those aspects affect his or her
               consumption of certain products. The empirical testing and analysis of this
               kind of consumer behaviour lies beyond the scope of this course. 
            

            
         
         
         
         
            
            2.2.2 Neo-Freudian Personality Theory

            
            This school of thought emphasizes that social relationship forms the
                  basis for individual personality. Karen Horney, a Neo-Freudian,
               classified individuals into three personality types: 
            

            
            
               
               	
                  Compliant individuals who tend to move towards others and seek
                  social affiliation. 
               

               
               
               	
                  Aggressive individuals who tend to move against others and wish
                  to be successful and admired. 
               

               
               
               	
                  Detached individuals who tend to move away from others and desire
                  to be self-sufficient and independent. 
               

               
               
            

            
            
            These personality types are highly related to consumers’ brand preferences
               and product choices. Compliant consumers tend to follow the norms and choose
               well-known brands; aggressive consumers prefer masculine appeals; detached
               consumers prefer not to conform to the norms. Marketers can appeal to
               different types of consumers with relevant positioning and communication
               strategies. 
            

            
         
         
         
         
            
            2.2.3 Trait Theory

            
            Marketers often ask questions about their target markets, for example: 

            
            
               
               	Who buys BMWs? How do they factor in different models, different
                  colours, different sizes? 
               

               
               
               	Who dines at hawker centres? 

               
               
               	Who will travel by car into the CBD and who will take public transport? 

               
               
               	Who would use bikes if they were available at MRT stations? 

               
               
            

            
            
            Answers to these questions give marketers an understanding of the
               personality traits of their respective customers. Such knowledge helps
               marketers to develop products and services and market them to specific
               groups.
            

            
            Personality traits are the psychological characteristics that distinguish
               each of us. This approach to personality, i.e., trait theory, is more
               quantitative in nature than the other two. Researchers have developed
               measurement scales to profile consumers and capture individual
               differences.
            

            
         
         
         
      
      
      
      
         
         2.3 The Influence of Personality Traits on Consumer Behaviour 

         
         
            (Learning Objective: To examine how personality traits influence
                  consumer behaviour)
            
         

         
         As marketers, we have to understand the impact of personality on consumption
            behaviour as this will help us segment and target the right group of consumers
            for our products and services. It also helps us with product development,
            positioning, and branding. Some important personality traits found to influence
            consumption behaviour include: 
         

         
         

         
         

         
         
            Consumer Innovativeness
            
         

         
         Consumer innovativeness refers to the extent to which a consumer is willing
               to adopt new products or services. Consumers’ levels of innovativeness
            vary depending upon individual characteristics and product complexity. Compared
            to the laggards, innovators are more open to new ideas and thus more ready to
            try new products or services. Marketers’ knowledge of consumers’ innovativeness
            guides them in product development and extension strategies.
         

         
         
            Consumer Dogmatism
            
         

         
         Consumer dogmatism implies little flexibility. Less dogmatic customers
            are more open to new ideas; more dogmatic customers tend to be more
            conservative in their consumption patterns. Marketers must provide enough
            information for the less dogmatic audience while the product endorser must be
            authoritative to cater to more dogmatic consumers. An example will be a
            toothpaste or a toothbrush endorsed by a dentist. This personality
            characteristic is also relevant for product development and improvement
            decisions. 
         

         
         
            Social Character
            
         

         
         A consumer’s social character lies on a continuum, ranging from great inner-
            to great other-directedness. Inner-directed consumers tend to rely on
            their own values or standards in evaluating new products, while
            outer-directed consumers tend to rely on others for guidance as to
            what is appropriate. Information-rich messages and highly functional products
            appeal to more self-confident, inner-directed consumers. On the other hand,
            flashy messages endorsed by famous people and fad products appeal more to
            affiliation-seeking, outer-directed customers.
         

         
         
            Need for Uniqueness
            
         

         
         A consumer with a high need for uniqueness craves to be different and
            loves showing that off. Concept shops cater to this group of consumers. Refer to
            Table 3.3 (p. 95 of the textbook) for the typical thoughts of consumers with a
            high need for uniqueness. 
         

         
         

         
         
            Optimum Stimulation Level
            
         

         
         The optimum simulation level (OSL) reflects consumers’ willingness to
               purchase novel, complex, and risky products or services. Usually,
            consumers who score high on OSL are more open to experimentation and adopt
            products that enhance their individuality. Consumers’ OSL levels are related to
            their product choices, particularly of leisure and recreation. Consumers high on
            OSL prefer exciting and active programs while their counterparts choose quiet
            and relaxing activities. 
         

         
         
            Sensation-seeking
            
         

         
         
            Sensation-seeking is related to the OSL concept. People high on
            sensation-seeking require varied, novel, and complex sensations and are
            consequently willing to take social and physical risks for such experience.
            Those who participate in reality TV shows are good examples of such people. 
         

         
         
            Novelty Seeking
            
         

         
         
            Novelty seeking, another OSL-related trait, reflects an individual’s
            preference for variety. There are various types of novelty-seeking behaviours.
            First, exploratory purchase behaviour refers to consumers switching
            brands to experience the difference and enjoy the novelty. Second, some
            consumers go about collecting information about new products and ideas,
            irrespective of their intent to purchase. This behaviour is called vicarious
               exploration. Lastly, some consumers use already-purchased products in a
            novel way, demonstrating their innovativeness. For example, the state of
            West Bengal in India decided to do away with manual cycle rickshaws to transport
            people. The cycle rickshaw pullers, who almost always live well below the
            poverty line, have started using their vehicles to transport small and large
            goods. 
         

         
         Novelty-seeking consumers would be the ideal target for marketers with a new
            product or idea in mind. Marketers should approach this segment with the right
            mix of marketing elements and strategies to succeed.
         

         
         

         
         
            Need for Cognition
            
         

         
         Marketers must realise that there are consumers who prefer to exercise their
            thinking, evaluation, and decision-making skills before they make any purchase.
            These consumers are labelled as consumers with a high need for cognition
            (NFC). Consumers’ NFC determines what types of communication messages are more
            likely to be effective. As an illustration, low NFC consumers are the ones who
            are easily attracted by celebrity endorsers without seeing specific
            product-related information, whereas high NFC consumers are the ones who want to
            see more detailed product information instead of just seeing celebrity
            endorsers.
         

         
         
            Visualisers versus Verbalisers
            
         

         
         Some consumers prefer advertisements that offer more written or verbal
               information (verbalisers); others prefer more pictorial, striking
               information (visualisers). Marketers need to know how to combine verbal
            and visual indicators, particularly when the aim is to send a strong and
            effective message.
         

         
         
            Consumer Materialism 
            
         

         
         Highly materialistic consumers are obsessed with acquiring although they often
            do not gain happiness from owning these goods. They also tend to define
            themselves by what they have and like to exhibit their possessions to the
            public. Marketers usually target this group with luxuries or nonessentials, such
            as expensive watches, jewellery, travel packages, etc. Refer to Table 3.4 (p.97
            of the textbook) for a detailed profile of materialistic consumers. Moreover,
            materialism tends to decrease as one ages. Older consumers are likely to
            downshift, reducing their material possessions. 
         

         
         
            Fixated Consumption 
            
         

         
         Some individuals are avid collectors—they take pleasure and invest resources
            in collecting stamps, toys, cars, designs, clothing, cigarette lighters, etc.
            Philatelic and toy museums are good examples of services targeting fixated
            consumers. 
         

         
         

         
         
            Compulsive Consumption
            
         

         
         Compulsive consumption is a type of obsessive or addictive behaviour related
            to the use or acquisition of substances, for example: buying disorder, gambling,
            alcoholism, food disorder, etc. Rationality has little effect or influence on
            compulsive consumers. Often, concerned authorities take steps to help these
            consumers. Singapore’s casinos have facilities in place that prevent people from
            over-gambling.
         

         
         
            Consumer Ethnocentrism and Cosmopolitanism
            
         

         
         Consumers who are highly ethnocentric believe in buying local rather
            than foreign goods. This is particularly important in the context of an
            increasingly globalised market. Cross-cultural adoption intentions are a great
            guide for marketers; they inform them on the necessity and modus of marketing
            wares in a foreign environment. For example, in view of the growing
            ethnocentrism, Japanese car makers make reference, in their US advertising, to
            the fact that although the brand is Japanese, the vehicles themselves are
            manufactured in the United States. 
         

         
         
            Cosmopolitanism is the opposite of ethnocentrism. It describes a
            consumer trend where the whole world is seen as one marketplace; consequently, a
            market arises for foreign, ethnic cuisine and foods. A short walk down
            5th Avenue in Brooklyn, New York or Smith Street in Melbourne
            will introduce one to restaurants from many different cuisines and specialty
            shops selling goods from around the world. 
         

         
      
      
      
      
         
         2.4 Brand Personality

         
         
            (Learning Objective: To explain brand personification)
            
         

         
         Some consumers attribute human characteristics to their tangible and
            intangible possessions. For example, some might treat their car as if it were a
            child or a friend. Marketers have tapped into this consumer tendency to
            “anthropomorphise” by using cartoon characters to showcase their products. This
            is a very useful marketing device, particularly when attracting children.
            Examples would include Tony the Tiger and Mr. Peanut.
         

         
         Consumers also tend to associate brands with human-like features; the sets of
            characteristics/traits consumers attribute to the brand as if it were a person
            forms its brand personality. 
         

         
         
            Brand Personality Frameworks
            
         

         
         Jennifer Aaker (1997) asked consumers to rate brands on a list of personality
            traits and developed a brand personality framework, consisting of five major
            dimensions and associated key characteristics:
         

         
         
            
            	Sincerity (down-to-earth, honest, wholesome, cheerful) 

            
            
            	Excitement (daring, spirited, imaginative, up-to-date) 

            
            
            	Competence (reliable, intelligent, successful) 

            
            
            	Sophistication (upper class, charming) 

            
            
            	Ruggedness (outdoorsy, tough) 

            
            
         

         
         
         The framework has been widely used to personify the brands. Some examples
            are:
         

         
         
         
            
               
               
                  
                  
               
               
                  
                  
                     
                     	Sincerity
                     
                     
                     	4-wheel drive (Sincerely drives you through rough
                        terrains)
                     
                     
                     
                  

                  
                  
                  
                     
                     	Excitement
                     
                     
                     	Singapore Airlines (Best in the world)
                     
                     
                  

                  
                  
                  
                     
                     	Competence
                     
                     
                     	BMW (For sure!)
                     
                     
                  

                  
                  
                  
                     
                     	Sophistication
                     
                     
                     	Rolex (Don’t you think so?)
                     
                     
                  

                  
                  
                  
                     
                     	Ruggedness
                     
                     
                     	Levi’s jeans (Universal truth)
                     
                     
                  

                  
                  
               
               
            

            
         

         

         
         
         Recent studies, based on a similar approach, also proposed additional
            personality dimensions such as affection (likeable, personable) and popularity
            (sought after, in demand). 
         

         
         
            Other Brand Personality Issues
            
         

         
         Besides the trait dimensions, the following aspects of the brand personality
            are also relevant. 
         

         
         
            
            	
               Gender: Some products are perceived as feminine while others
               masculine. 
            

            
            
            	
               Geography: Actual locations, Singapore noodles and Nonya cuisine are
               becoming more popular in international markets. 
            

            
            
            	
               Colour: The range of colours and combinations of colours may
               attribute personalities to products. The colours on Body Shop products
               render a natural, authentic look to the cosmetics they market. 
            

            
            
         

         
         
         
            Marketing Significance of Brand Personality
            
         

         
         A unique and distinct personality allows the brand to stand out from the
            competitors and trigger positive responses from the target market such as
            favourable attitude, purchase intention, and brand loyalty. Brands personality
            also facilitates the emotional connection between the consumers and the brand,
            leading to strong consumer-brand relationships. For example, the owners of a
            Harley Davidson or Volkswagen Beetle treat their vehicles as family members and
            form societies of owners of the vehicles.
         

         
         Furthermore, research has established some relationships between consumer
            personality traits and the brand they choose. Consumers are more likely to
            choose brands that share similar personalities with them. Consumers with
            positive (vs. negative) views of others tend to prefer sincere (exciting)
            brands. 
         

         
         Thus, brand personality is a strategic marketing decision. Marketers should
            study their consumers’ personality traits, assess consumers’ views of their
            brands, and leverage all marketing mix tools to develop a suitable brand
            personality. Repetitive and consistent marketing communications are also crucial
            to establish and maintain the intended personality. All in all, a brand
            personality reflects consumers’ perceptions of the brand and can be considered
            as part of the positioning strategy. 
         

         
      
      
      
      
         
         2.5 Self and Self-Image

         
         
            (Learning Objective: To describe how self and self-image affect purchase
                  behaviour)
            
         

         
         The same individual will project multiple images based on the situations he or
            she is in. For instance: 
         

         
         
            
            	A teenager who smokes in front of his friends to look cool but not in front
               of his parents. 
            

            
            
            	A person who carries multiple versions of his or her business card because
               he or she mingles with many different groups. 
            

            
            
            	A passenger who takes SilkAir on a flight to Phnom Penh, but takes Tiger
               Airways on another one will have different reasons for doing so. 
            

            
            
         

         
         
         As we can see, an individual may exhibit multiple selves; he or she does not
            behave consistently around everybody. And, that individual’s consumption
            patterns will confirm and/or enhance his or her self-image at that particular
            moment. The association between self-image and consumption behaviour is of great
            importance to marketers. Smart marketers come up with ways to sell their wares
            accordingly.
         

         
         An individual will, nevertheless, have a certain static image of himself or
            herself. We all see ourselves as certain types of people, with certain traits,
            skills, habits, possessions, relationships, and behavioural patterns that make
            us unique. Our self-images are developed based on our backgrounds, experiences,
            and interactions with others. A variety of self-images exist for every consumer. 
         

         
         
            
            	
               Actual self-image: how consumers see themselves (I am a
               procrastinator.) 
            

            
            
            	
               Ideal self-image: how consumers hope to see themselves or aspire to
               be (I want to become a person who can finish work ahead of schedule.) 
            

            
            
            	
               Social self-image: how consumers feel others see them (I am seen as
               someone who does not work hard by my colleagues.) 
            

            
            
            	
               Ideal social self-image: how consumers would like others to see them
               (I hope to be seen as a good team member in the organization.) 
            

            
            
            	
               Expected self-image: how consumers want to be in the near feature; it
               is between the actual and ideal self-image. (I want to become a person who
               can avoid distraction.) 
            

            
            
            	
               Ought-to self-image: the kind of person the consumer believes is his
               or her duty to be (I have to take care of my parents when they are above
               70.) 
            

            
            
         

         
         
         Marketers can target their offerings at a particular type of self-image. Take
            photo apps as an example. The app developers offer different beautifying
            functions for consumers to touch up their pictures. These functions satisfy
            consumers’ desire to alter their self-images in the pursuit of the ideal self.
            Nevertheless, the expected and ought-to self-images provide the
            most clues towards products and services development. They tend to reflect
            deeper truths underlying consumption behaviour than actual and ideal
            self-images. 
         

         
         
            Social Media or Virtual Self
            
         

         
         As social media is an important part of our lives, social media self-image
            becomes an interesting topic. Social-media self-image refers to the way that the
            self is curated on social media; consumers choose what they post carefully to
            portray their desired image of self for the social media. In the sense, social
            media self-image can be a special type of ideal social self-image. 
         

         
         Moreover, virtual entertainment has long been touted as the “next big thing”
            on the Internet. Behind a computer screen, anybody can pose as anybody else;
            anybody can change the age, gender, dress size, and even his or her fundamental
            personality. People who market games like World of Warcraft capitalise on this
            virtual flexibility but it is beyond the scope of this course to discuss the
            ethical concerns underlying virtual personalities. 
         

         
         
            Extended Self
            
         

         
         This concept refers to the interrelationship between the consumers’ self-image
            and their possessions. Consumers’ attempt to own things is often based on how
            they see themselves in a given place, time, or situation; that is, possessions
            are used to confirm or enable certain self-images. Embedded with personal
            meanings, these possessions thus become the extended part of the self.
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                     Review Questions

                     
                     
                        
                        
                           
                           
                           	Discuss the ethical issues related to the statement
                              “marketers don’t create needs; needs pre-exist marketers.”
                              Can marketing efforts change consumers’ needs? Why or why
                              not? 
                           

                           
                           Answer

                           
                              
                                 
                                 
                                    
                                    	Marketers do not create needs, though in some
                                       instances they may make consumers more keenly aware
                                       of unfelt needs. The tactic that many new products
                                       take shows that marketers often do not recognise or
                                       understand consumer needs and that they cannot
                                       create a need for products. On the other hand, there
                                       are countless examples of products that have
                                       succeeded in the marketplace because they fulfil
                                       consumer needs. 
                                    

                                    
                                    
                                    	Marketing efforts are generally not designed to
                                       change consumer needs but to create or trigger wants
                                       for products/services that consumers would then
                                       purchase to satisfy needs that already exist.
                                       Market-oriented companies use consumer research to
                                       uncover relevant needs, translate them into wants by
                                       designing appropriate products and services, and
                                       position their offerings as satisfying needs and
                                       wants better than competitors’ products/services.
                                       
                                    

                                    
                                    
                                 

                                 
                                 
                              

                           

                           
                           
                           
                           	Specify both innate and acquired needs that would
                              be useful bases for developing promotional strategies for:
                              
                              
                                 
                                 	global positioning systems 

                                 
                                 
                                 	sunglasses with built-in earphones and an MP3 player 

                                 
                                 
                                 	a new version of iPhone 

                                 
                                 
                              

                              
                              
                           

                           
                           Answer

                           
                              
                                 
                                 
                                    
                                    	Global positioning systems in cars: physical safety
                                       and survival, self-esteem, affection towards one’s
                                       family and friends, social needs, and even ego
                                       needs, by using the latest technology available
                                    

                                    
                                    
                                    	Sunglasses with built-in earphones and an MP3
                                       player: power needs (control of one’s environment)
                                       and ego needs (impress one’s friends)
                                    

                                    
                                    
                                    	A new version of iPhones: self-esteem, ego needs
                                       (impress one’s friends) and power needs (control of
                                       one’s online needs)
                                    

                                    
                                    
                                 

                                 
                                 
                              

                           

                           
                           
                           
                           	For each of the situations listed in question 2,
                              select one level from Maslow’s hierarchy of human needs that
                              can be used to segment the market and position the product
                              (or the organisation). Explain your choices. What are the
                              advantages and disadvantages of using Maslow’s hierarchy in
                              segmentation and positioning applications? 
                           

                           
                           Answer

                           
                              Maslow’s needs hierarchy received wide acceptance
                                 in many social disciplines because it appears to reflect the
                                 assumed or inferred motivations of many people in our
                                 society. The five levels of need postulated by the hierarchy
                                 are sufficiently generic to encompass most lists of
                                 individual needs. Some critics, however, maintain that
                                 Maslow’s concepts are too general. To say that hunger and
                                 self-esteem are similar, in that both are needs, is to
                                 obscure the urgent, involuntary nature of the former and the
                                 largely conscious, voluntary nature of the latter. The major
                                 problem with the theory is that it cannot be tested
                                 empirically; there is no way to measure precisely how
                                 satisfied one need must be before the next higher need
                                 becomes operative. The need hierarchy also appears to be
                                 very closely bound to contemporary American culture. Despite
                                 these criticisms, Maslow’s hierarchy is a useful tool for
                                 understanding consumer motivations and is readily adaptable
                                 to marketing strategy. 
                              

                           

                           
                           
                           
                           	Describe the type of promotional message that would
                              be most suitable for each of the following personality
                              market segments and give an example of each: (a) highly
                              dogmatic consumers, (b) inner-directed consumers, (c)
                              consumers with high optimum stimulation levels, (d)
                              consumers with a high need for cognition, and (e) consumers
                              who are visualisers versus consumers who are verbalisers. 
                           

                           
                           Answer

                           
                              
                                 
                                 
                                    
                                    	Highly dogmatic consumers are likely to respond
                                       favourably to a new product when the advertising
                                       message is presented in an authoritarian manner
                                       (e.g., celebrity endorsement or expert
                                       testimonials). 
                                    

                                    
                                    
                                    	Inner-directed consumers tend to use their own
                                       values and standards in evaluating a new product;
                                       therefore, ads aimed at them should depict the
                                       attainment of personal achievement and satisfaction. 
                                    

                                    
                                    
                                    	Consumers with a high optimum stimulation level are
                                       more open to risk-taking, more likely to be
                                       innovative, try products with many novel features,
                                       and shop in new retail outlets. Consumers with high
                                       OSL are likely to respond favourably to promotional
                                       messages stressing more rather than less risk,
                                       novelty, or excitement.
                                    

                                    
                                    
                                    	Consumers with a high need for cognition are ones
                                       who often crave or enjoy thinking. They are likely
                                       to be responsive to ads that are rich in
                                       product-related information or description and are
                                       unresponsive to the auxiliary or contextual aspects
                                       of an advertisement. 
                                    

                                    
                                    
                                    	Marketers should stress visual dimensions in
                                       attracting visualisers (i.e., consumers who prefer
                                       visual information, products that stress the visual)
                                       and detailed descriptions and explanations in
                                       targeting verbalisers (i.e., consumers who prefer
                                       written and verbal product information).
                                    

                                    
                                    
                                 

                                 
                                 
                              

                           

                           
                           
                           
                           	A marketer of health foods is attempting to segment
                              a certain market on the basis of consumer self-image.
                              Describe the six types of consumer self-image and discuss
                              which one(s) would be most effective for the stated purpose. 
                           

                           
                           Answer

                           
                              Four different self-image constructs have been
                                 identified: (1) actual self-image (e.g., how the
                                 consumers in fact see themselves), (2) ideal
                                    self-image (e.g., how consumers would like to see
                                 themselves), (3) social self-image (e.g., how
                                 consumers feel others see them), and (4) ideal social
                                    self-image (e.g., how consumers would like others to
                                 see them). Other research has identified a fifth type of
                                 self-image, expected self-image (e.g., how
                                 consumers expect to see themselves at some specified future
                                 time) and a sixth self-image, the ought-to self-image
                                 (e.g., consists of traits or characteristics that an
                                 individual believes it is his or her duty or obligation to
                                 possess). The expected self-image is somewhere between the
                                 actual and ideal self-images. It is somewhat like a
                                 future-oriented combination of “what is” (the actual
                                 self-image) and what consumers would like “to be” (the ideal
                                 self-image). Moreover, because the expected self-image
                                 provides consumers with a realistic “opportunity” to change
                                 the “self,” it is likely to be more valuable to marketers
                                 than the actual or ideal self-image as a guide for designing
                                 and promoting products. In targeting consumers of health
                                 foods, the marketer can use the expected self-image to
                                 attract consumers who would like to enhance the quality of
                                 their lifestyles through better nutrition, and ideal social
                                 self-image to appeal to consumers who are likely to adopt
                                 health foods due to peer influence and
                                 pressure.
                              

                           

                           
                           
                        

                        
                     

                     
                     
                  
                  
                  
               

            

         

         
      
      
      
   
      
      
      
      Summary

      
      Motivation is the driving force within individuals that impels them to action. It
         is a result of an unsatisfied need. Goals are the sought-after results of motivated
         behaviour. People with different needs may seek fulfilment through selection of the
         same goals. On the other hand, people with the same needs may seek fulfilment
         through different goals.
      

      
      Personality can be described as the psychological characteristics that both
         determine and reflect how a person responds to the environment. Three personality
         theories prominent in the study of consumer behaviour are psychoanalystic theory,
         neo-Freudian theory, and trait theory. Each individual has a perceived self-image
         (or multiple self-images) as a certain kind of person with certain traits, habits,
         possessions, relationships, and behaviours. 
      

      
   
      
      
      
      Formative Assessment

      
      
         
         
            
            
            
            
            	The driving force within individuals that impels them to action
               is known as: 
            

            
            
               	
                  a goal. 
                  
                  
               

               	
                  tension. 
                  
                  
               

               	
                  motivation. 
                  
                  
                  
               

               	
                  a need. 
                  
                  
               

            

            Submit

            
               Incorrect. Goals are sought-after results of motivated
                  behaviour. 
               

               Incorrect. Tension is created by unfulfilled needs. An
                  individual must be motivated to ease the tension. 
               

               Correct. Motivation is the driving force that is
                  produced by a state of tension, and exists as a result of
                  unfulfilled needs. 
               

               Incorrect. It is motivation that drives the individual.
                  The need is the catalyst that triggers the tension.
                  
               

            

            
            
            
            
            
            	Esteem, prestige, power and learning are examples of: 

            
            
               	
                  physiological needs.
                  
                  
               

               	
                  biogenic needs. 
                  
                  
               

               	
                  primary needs. 
                  
                  
               

               	
                  secondary needs. 
                  
                  
                  
               

            

            Submit

            
               Incorrect. Physiological needs include need for water,
                  sex, shelter, etc. Similar to biogenic needs. 
               

               Incorrect. Biogenic needs are physiological such as
                  need for water, food, air, shelter, etc. 
               

               Incorrect. Primary needs likewise can be considered
                  biogenic in nature, required to sustain life. 
               

               Correct. The above are psychological needs derived from
                  the culture or the environment. It is considered secondary
                  needs. 
               

            

            
            
            
            
            
            	Samantha jogs five days a week because she wants to feel fit
               and be attractive. Samantha’s motives have a/an ___ direction. 
            

            
            
               	
                  upward 
                  
                  
               

               	
                  negative
                  
                  
               

               	
                  downward
                  
                  
               

               	
                  positive
                  
                  
                  
               

            

            Submit

            
               Incorrect. Not an appropriate term. 

               Incorrect. This is true when an action is carried out
                  to avoid or move away from some object or condition. For
                  example, exercise so she will not be sick or overweight.
                  
               

               Incorrect. Not an appropriate term. 

               Correct. This is true when an action is driven toward
                  some object or condition that is deemed to be positive.
                  
               

            

            
            
            
            
            
            	Aggression and rationalization are examples of ___ that people
               sometimes adopt to protect their egos from feelings of failure when they
               do not attain their goals. 
            

            
            
               	
                  fulfillment mechanisms
                  
                  
               

               	
                  defence mechanisms
                  
                  
                  
               

               	
                  substitute goals
                  
                  
               

               	
                  frustrations
                  
                  
               

            

            Submit

            
               Incorrect. This is an incorrect technical term.
                  
               

               Correct. Other defence mechanisms employed will include
                  regression, projection, etc. 
               

               Incorrect. This refers to individuals setting
                  alternative goals in place of the unattained one. Sometimes, the
                  substitute goals may overtime replace the primary goals.
                  
               

                Incorrect. Frustrations refer to the feelings one
                  experience due to failure to achieve a goal. 
               

            

            
            
            
            
            
            	When an advertisement leads the consumer to think about things
               that draw attention to an unrecognized need, this is known as: 
            

            
            
               	
                  cognitive arousal. 
                  
                  
                  
               

               	
                  physiological arousal. 
                  
                  
               

               	
                  emotional arousal. 
                  
                  
               

               	
                  biogenic arousal. 
                  
                  
               

            

            Submit

            
               Correct. Random thoughts can bring about a cognitive
                  awareness of specific needs that in turn motivates a person to
                  action. This is one of the goals of advertising. 
               

               Incorrect. Physiological arousal refers to triggers of
                  bodily needs such as hunger pangs, cold, etc. 
               

               Incorrect. Emotional arousal is triggered as a result
                  of stimulation of latent needs, for example, daydreaming.
                  
               

               Incorrect. This is relatively similar to physiological
                  arousal. 
               

            

            
            
            
            
            
            	Sazali with a high need for ___ tend to be more self-confident,
               enjoys taking calculated risks, and value feedbacks from colleagues and
               friends. 
            

            
            
               	
                  prestige
                  
                  
               

               	
                  power
                  
                  
               

               	
                  achievement 
                  
                  
                  
               

               	
                  affiliation 
                  
                  
               

            

            Submit

            
               Incorrect. Individuals with high prestige needs want
                  fight to attain status and position within his environment.
                  
               

               Incorrect. Individuals with high power needs will want
                  to control his or her environment by exerting control over those
                  around him. 
               

               Correct. Individuals with high need for achievement
                  such as Sazali views personal achievement as an end in itself.
                  They tend to confident and enjoy taking calculated risks.
                  
               

               Incorrect. Individuals with high affiliation needs tend
                  to be dependent on others and want to receive approval from
                  those around them. 
               

            

            
            
            
            
            
            	How can marketers use an understanding of consumers’
               personalities to market their products? 
            

            
            
               	
                  Marketers can change consumers’ personalities to
                  conform to their products. 
                  
                  
               

               	
                  Marketers can attempt to appeal to relevant traits
                  inherent in their target group of consumers. 
                  
                  
                  
               

               	
                  Marketers can use an understanding of consumers’
                  personalities to create consumer needs. 
                  
                  
               

               	
                  Marketers can rely on consistent consumption
                  behaviour over time. 
                  
                  
               

            

            Submit

            
               Incorrect. It is difficult to change an individual’s
                  personality.
               

               Correct. Marketers can identify traits, for example
                  those who are high on achievement or affiliation, that can be
                  exploited to their advantage in the marketing of their products.
                  
               

               Incorrect. Marketers may present a latent need that was
                  not realized, but cannot create needs which originate from the
                  consumers. 
               

               Incorrect. There are many factors that can change
                  consumer buying behaviour. 
               

            

            
            
            
            
            
            	According to Sigmund Freud’s psychoanalytic theory of
               personality, ___ are at the heart of human motivations and personality. 
            

            
            
               	
                  social relationships
                  
                  
               

               	
                  conscious decision-making
                  processes
                  
                  
               

               	
                  efforts to avoid anxiety
                  
                  
               

               	
                  unconscious needs or drives
                  
                  
                  
               

            

            Submit

            
               Incorrect. The relationship between behaviour and
                  personality lies in the unconscious needs and drives in
                  individuals. 
               

               Incorrect. It is the unconscious needs that drive human
                  behaviour. 
               

               Incorrect. It is the unconscious drives that motivate
                  human personality. 
               

               Correct. The theory was built on the premise that
                  unconscious needs or drives, especially sexual and other
                  biological drives, are at the heart of human motivation and
                  personality. 
               

            

            
            
            
            
            
            	The likelihood of a consumer accepting or rejecting
               foreign-made products is known as: 
            

            
            
               	
                  consumer ethnocentrism. 
                  
                  
                  
               

               	
                  consumer innovativeness. 
                  
                  
               

               	
                  consumer perception. 
                  
                  
               

               	
                  consumer materialism. 
                  
                  
               

            

            Submit

            
               Correct. It is the receptiveness of a consumer to
                  foreign products. 
               

               Incorrect. This refers to a consumer’s receptiveness to
                  new consumer-related experiences.
               

                Incorrect. This refers to how consumer responds to
                  consumer-related stimuli. 
               

               Incorrect. This refers to the degree of a consumer’s
                  attachment to worldly possessions. 
               

            

            
            
            
            
            
            	 Serious collectors of Hello Kitty toys and Coca Cola souvenirs
               are all displaying a form of: 
            

            
            
               	
                  dogmatic consumption behaviour. 
                  
                  
               

               	
                  fixated consumption behaviour. 
                  
                  
                  
               

               	
                  variety seeking behaviour. 
                  
                  
               

               	
                  ethnocentric consumption. 
                  
                  
               

            

            Submit

            
               Incorrect. This refers to consumers’ degree of
                  open-mindedness toward the unfamiliar and those contrary to
                  their own established beliefs. 
               

               Correct. These are individuals who do not keep their
                  interests a secret, but rather display them and openly share
                  them with others. 
               

               Incorrect. This refers to their interest in trying out
                  new products. 
               

               Incorrect. This refers to their preference for locally
                  produced consumer products. 
               

            

            
            
            
         

         
      

      
      
   
      
      
      Study Unit 3
Consumer as an Individual Part 2

   
      
      
      
      Learning Outcomes

      
      By the end of this unit, you will be able to:

      
      
         
         	Discuss how marketers can create positive perception by providing pleasing
            sensations. 
         

         
         
         	Explain two sensory thresholds and their marketing applications. 

         
         
         	Examine three elements of perception. 

         
         
         	Discuss consumer perceptions of market offerings. 

         
         
         	Explain how consumers form perceptual mapping of products and services. 

         
         
         	Discuss consumer learning processes. 

         
         
         	Compare and contrast various theories of consumer learning. 

         
         
         	Explain how one measures consumer learning. 

         
         
      

      
      
   
      
      
      
      Overview

      
      In Study Unit 2, we learned that consumers’ personality will direct their
         motivation, which in turn would make them purchase or not purchase a particular
         product or service. The purchase behaviour also depends on how consumers perceive
         the product, the brand, the manufacturer, and the distribution channel. To create
         favourable perceptions for their products and brands, marketers must understand how
         perceptions are formed and apply the knowledge in their marketing decisions. 
      

      
      When there are a large number of products and services available, how does a
         consumer know of any particular brand? If the consumer is not aware of a brand, the
         marketer needs to make the consumer learn about the product and brand. Hence, a
         marketer should know how consumers learn and how to measure consumer
         learning.
      

      
      These two topics will be covered in this study unit. Consumer perception will be
         covered in Chapter 1, and consumer learning will be discussed in Chapter 2.
      

      
   
      
      
      
      Chapter 1: Consumer Perception

      
      
         
         1.1 Importance of Perception in Purchase Decisions

         
         
            (Learning Objective: To illustrate the interaction between consumers’
                  perception of a product and their purchase behaviour)
            
         

         
         When one views an object—regardless of what it is—what runs through one’s mind
            and registers in the memory is known as perception. Perception is highly
            individual and subjective; the same object, shown to three different people,
            might elicit three very different perceptions. 
         

         
         Take, for example, a visitor to a park. He is very appreciative of the trees
            but happens to notice another man exiting the park in disgust. He asks the man
            what the problem is and the second man responds: “There are only trees here. How
            boring!” Clearly, the same thing is being perceived in two different
            ways.
         

         
         Perception can be defined as the process by which an individual
               selects, organises, and interprets stimuli into a
               meaningful and coherent picture of the world.  
            
         

         
         When target consumers perceive a product, or a manufacturer, or a promotional
            message as positive, they are likely to purchase that product. Therefore, it is
            important that marketers take steps to create a positive perception of their
            company, product, and other offerings in consumers’ minds. In order to do that,
            it is necessary to understand how perceptions are formed. 
         

         
      
      
      
      
         
         1.2 Sensation and Perception

         
         
            (Learning Objective: To discuss how sensations lead to
                  perceptions)
            
         

         
         Whenever consumers are exposed to a product, service or promotional material,
            their sensory organs are stimulated, and they experience sensation. The manner
            in which consumers react to these marketing stimuli will determine their
            perception. For example, if a promotional message shows a beautiful lady
            explaining the benefits of a face cream, it provides a pleasing sensation to
            consumers, leading to a positive perception. Hence, marketers must provide
            pleasant stimuli to appeal to consumers’ senses. It is helpful for marketers to
            understand the sensations that can be felt by consumers towards the stimuli
            provided in deciding the appropriate marketing mix and strategy.
         

         
         
            
            1.2.1 Sensation

            
            Sensation is a simple reflex action, faster than when a doctor tests your
               reflexes on your knee. The colour of an object, a perfume’s scent, a piece
               of advertising copy, an endorser of a product or service, an advertising
               jingle, the texture of food in the mouth and on the hand—all these things
               provide different sensations.
            

            
            Sensation is the immediate and direct response of the sensory organs to
                  stimuli. Sensation contributes heavily to consumer perceptions. A
               positive sensation felt by the consumer will lead to a positive perception
               towards the object while a negative sensation felt will lead to a negative
               perception.
            

            
            Thus, marketers must try to appeal to all five senses (i.e., sight, scent,
               touch, sound, and taste) whenever applicable in the most efficient manner.
               It is the marketer’s job to create positive sensation through product
               design, advertising messages, and packaging design in order to create a
               positive perception about the product in consumers’ minds. Consumers’
               positive perception will lead to their purchasing the product or
               service.
            

            
            That said, too much sensation is unwelcome and will lead to
               overstimulation. This kind of overkill hastens the loss of a consumer’s
               interest in a product or service.
            

            
         
         
         
         
            
            1.2.2 Sensory Thresholds

            
            
               (Learning Objective: To explain two sensory thresholds and their
                     marketing applications)
               
            

            
            There are many different stimuli in the market environment and thus,
               consumers do not pay attention to every single one of them. Two threshold
               concepts explain what consumers are capable of capturing or
               recognizing.
            

            
            
               
               1.2.2.1 Absolute Threshold

               
               This is the lowest level at which an individual can experience
                  sensations. Marketers need to be aware of the point at which a consumer
                  will take a second glance. If the sensory stimulus is too weak, the
                  consumer will not notice. For example, an advertisement for a car may
                  show a pretty woman standing near a car, an attempt to catch consumers’
                  eyes as soon as they see the pretty woman.
               

               
               
                  Sensory Adaptation and Marketing
                  
               

               
               Familiarity breeds contempt and this is particularly true in the case
                  of consumer exposure to the same marketing stimuli over a long period of
                  time. In other words, after repetitive exposure, consumers’ absolute
                  threshold increases. This is why advertising copy needs to be revamped
                  on a regular basis, although whether or not to do so is dependent upon
                  the product and its target audience. 
               

               
            
            
            
            
               
               1.2.2.2 Differential Threshold

               
               Sometimes it is hard to tell the difference between twins; sometimes
                  even between siblings. Many younger siblings who attend the same school
                  as their older siblings and happen to have the same teacher, will often
                  find themselves being confused with the older siblings. This perfectly
                  describes the differential threshold. The minimal difference that can be
                  detected between two similar stimuli is known as the differential
                     threshold, or the just noticeable difference (JND). 
               

               
               

               
               
                  Weber’s Law
                  
               

               
               The JND between two stimuli is not an absolute amount but is rather
                  relative to the intensity of the first stimulus. If the first stimulus
                  is strong, more intensity will be needed for the second stimulus to be
                  perceived as different.
               

               
               For example, Peter strongly resembled his brother and was a good
                  student, particularly in science and languages. When his younger brother
                  Paul went to the same school a year after Peter graduated, the teacher
                  would address him as Peter. However, Paul excelled in mathematics and
                  not science or languages. By the end of his first year of high school,
                  his teacher finally started addressing him as Paul because the teachers
                  could now associate Paul with mathematics and Peter with science and
                  languages. 
               

               
               JND applies to price, size, quantity, packaging, design, advertising
                  copy, or any other feature associated with a product, service, or its
                  promotions.
               

               
               
                  Marketing Applications of JND
                  
               

               
               When marketers think of improving their product, service, branding, or
                  marketing messages, for example, chocolate companies that consider
                  reducing the package size without increasing the price, they should
                  apply the relevant JND strategically by:
               

               
               
                  
                  	making the negative changes less discernible. Consumers won’t notice
                     whether the size of their chocolate is smaller. They would also not
                     realize that they are actually paying more for the chocolate by
                     weight. 
                  

                  
                  
                  	making the product improvement very apparent to consumers. Messages
                     like “great new taste!” are extremely common on food packaging, even
                     if there is no discernible difference in flavour. 
                  

                  
                  
               

               
               
            
            
            
         
         
         
         
            
            1.2.3 Subliminal Perception

            
            
               (Learning Objective: To describe subliminal
                     perception)
               
            

            
            A subliminal stimulus that is too weak or too brief to be seen or heard,
               i.e., below the threshold of conscious awareness, may still be strong enough
               to be perceived by a few receptor cells. This is because the human brain can
               at times be stimulated below the level of conscious awareness, which is to
               say that we can be caught unconsciously. 
            

            
            Research found that a subliminal stimulus is likely to trigger certain
               associations and motivations. For instance, Jason is watching the film
               The Curious Case of Benjamin Button. A can of Quaker oats is
               visible in the pantry in one scene. The shot is so fleeting that he does not
               consider the historical background of that particular cereal. When he goes
               grocery shopping the next day, he may, without realising, give more thought
               to a carton of Quaker oats than his usual corn flakes. That said, there is
               insufficient evidence to conclude whether subliminal stimulus can influence
               consumer purchase decision.
            

            
            The use of subliminal message or advertising is a controversial topic in
               marketing. Is it ethical to use subliminal persuasion? It depends on
               the product or service, the message and the target audience. Some would
               argue that children’s minds ought to be protected from unpalatable
               subliminal persuasion. 
            

            
         
         
         
      
      
      
      
         
         1.3 Elements of Perception

         
         
            (Learning Objective: To describe three elements of perception and
                  examine the process by which perceptions are formed)
            
         

         
         Perception is not a function of sensory input alone. Instead, consumers
            consider two kinds of inputs when forming their perceptions or their personal
            pictures of the world:
         

         
         
            
            	Physical stimuli provided in the external environment 

            
            
            	Personal needs, expectations, and past experiences 

            
            
         

         
         
         As each consumer is a unique individual with unique needs, motives, and
            experiences, no two people will see the world in exactly the same light. There
            are three elements of the perception process: selection,
            organisation, and interpretation. 
         

         
         
            
            1.3.1 Perceptual Selection

            
            As consumers, we are very selective when exposed to stimuli. We only pay
               attention to what is of interest to us and we do so subconsciously. For
               example, Jamie reads The Straits Times every morning before class, but her
               first action is always to take out the Classified section and set it aside.
               She rarely has a compelling reason to pay attention to it. At the same time,
               her brother John, who has just graduated and is looking for a job, reaches
               for the Classified section first.
            

            
            The three major factors that affect perceptual selection are: 

            
            
               
               	Characteristics of the stimuli 

               
               
               	Consumer’s previous experience as it affects expectations 

               
               
               	Consumer motivation at the particular moment-time-season-place 

               
               
            

            
            
            It is necessary for the marketing stimuli, such as product, packaging,
               brand name, advertisement, and so on, to be attention-grabbing. A stimulus
               contrasting with the environment is more likely to attract consumers’
               attention. Unexpected and unrealistic images are other ways to evoke
               attention. 
            

            
            Consumers usually pay attention to what they want to see and what they
               want to see is determined by their familiarity and past experiences. It
               means that consumers’ perceptions of a product and its attributes tend to
               align with their expectations. If we are told that actor A plays his role
               very well in the new movie, we will be looking for A’s performance during
               the screening but ignoring other actors. 
            

            
            We exercise our selectivity in perception to suit our needs and interests.
               Our senses attune to the stimuli that are relevant and important to us while
               ignoring irrelevant ones. When one visits an electronics store, for example,
               there is an awful lot of noise, such as anxious salespeople and distracting,
               dizzying advertisements. It is easy to be overwhelmed in such an environment
               but if one knows precisely what one is looking for, it is much easier to
               navigate the clutter.
            

            
            Four important concepts pertaining to perceptual selection are discussed
               below: 
            

            
            
               
               	
                  Selective Exposure
                  
                  Consumers seek out what makes them
                     happy and avoid those things that make them sad, angry, or agitated.
                     Consumers also selectively expose themselves to the marketing
                     information that reassure them of the purchase decision. Consumers
                     who like classical music would visit the Esplanade instead of live
                     music bars. 
                  

                  
               

               
               
               	
                  Selective Attention
                  
                  When a stimulus meets consumer
                     needs, the consumer’s attention is gained. For example, as
                     Singaporeans enjoy eating and drinking, information about the best
                     food such as Best 10 Cafes tends to get a lot of page hits.
                     Marketers have to keep consumers’ need for cognition in mind. Their
                     ability to visualise or verbalise is reflected in their attention to
                     the stimuli provided. Marketers also have to reduce the uncertainty
                     of selective attention by doing extensive research about consumers’
                     motives, expectations, and experiences before they try to gain the
                     consumers’ attention.
                  

                  
               

               
               
               	
                  Perceptual Defence
                  
                  Sometimes, a consumer’s defence
                     mechanism is activated. Here are some examples. 
                  

                  
                  
                     
                     	Pictures of the negative effects of smoking on a cigarette pack 

                     
                     
                     	An advertisement about drink driving that airs during prime time 

                     
                     
                     	Advertisements about drug use sanctions 

                     
                     
                  

                  
                  
                  Those who buy into the tone and content of these
                     advertisements will pay attention. However, those who find such
                     advertisements threatening would subconsciously screen out the
                     messages. They might also unconsciously distort the messages to
                     favour their existing beliefs. Such behaviour is termed “perceptual
                     defence.” Given that both kinds of audiences are important, neutral
                     stimuli tend to work better than confrontational ones when it comes
                     to overcoming the negative effects of these behaviours.
                  

                  
               

               
               
               	
                  Perceptual Blocking
                  
                  Every consumer is guilty of
                     perceptual blocking, that is, consciously avoiding undesired
                     stimuli. The StarHub set-top box is a good example of this. It
                     allows us to watch our favourite shows at our convenience while
                     skipping over commercials. It even allows us to watch programmes
                     live, pause the feed to take a phone call or do something else, and
                     return to the programme where we left off. Marketers need to work
                     hard to overcome a consumer’s blocking mode.
                  

                  
               

               
               
            

            
            
         
         
         
         
            
            1.3.2 Perceptual Organisation

            
            Whether we are conscious of it or not, our minds organise information to
               which we are exposed into sets and groups. Three principles of
               perceptual organisation are explained below. 
            

            
            
               
               	
                  Figure and Ground
                  
                  
                     Figure refers to the
                     stimuli; ground is the background for the
                     advertisement—music, colour, and design are all relevant. Figure
                     tends to be clearly perceived while the ground gets ignored by
                     consumers. 
                  

                  
                  Marketers try to make the figure more
                     prominent than the background. This principle applies to every kind
                     of advertising. Radio advertisements are characterised by music and
                     words. Music forms the ground and the words spoken are the figure.
                     Of course, if the music is overpowering, then the words themselves
                     will not be audible. In television advertisements, the figure or
                     stimuli refer to the product or service. The background is referred
                     to as noise. This noise has to be maintained at a certain
                     level to ensure that the stimuli stand out.
                  

                  
               

               
               
               	
                  Grouping
                  
                  Consumers tend to remember the information
                     they receive in chunks, so that it will be easier to form a
                     unified picture and retrieve the whole group later.
                     
                  

                  
                  Marketers need to learn to use this capacity inherent
                     in consumers to their advantage. Advertisements for VISA card depict
                     the possibility of fine dining and travel to exotic places. In
                     general, these experiences and the conveniences of owning a VISA
                     card are grouped together by the marketer in order to persuade the
                     consumer to take one up. Similarly, numbers are grouped together to
                     ensure better recall. Postal code systems and HDB block number
                     systems are related, which makes it easier to remember postal codes.
                     Canadian 2-for-1 pizza has an ongoing 2-for-1 deal and the phone
                     number makes it easy for the consumer to remember.
                  

                  
               

               
               
               	
                  Closure
                  
                  Consumers have a need for closure. People
                     tend to organize the stimuli into a complete picture. If they cannot
                     get the complete idea, they are motivated to figure out. Say, for
                     example, you run into a friend along the corridor before class. She
                     starts sharing a piece of gossip with you but the tale is only
                     half-finished when your class begins. She tells you that she will
                     finish it when you’re out, and because the story is not complete,
                     you remember the details better. 
                  

                  
                  The psychology of
                     curiosity is very useful for marketers. When a story is incomplete
                     or when they have the option to finish it, consumers tend to
                     remember the details more clearly because they participate in the
                     process. Experiments have proved that participation improves
                     memory.
                  

                  
               

               
               
            

            
            
         
         
         
         
            
            1.3.3 Perpetual Interpretation

            
            When a marketer exposes the consumer to a stimulus, they should be
               prepared to analyse different reactions. The same stimulus is likely to be
               interpreted in many different ways. It is only by understanding how a
               stimulus is interpreted by individuals that marketers can expect to be
               persuasive.
            

            
            Stereotyping happens when consumers attach their own biases (i.e., the
               stereotypes) to a stimulus and distort the meanings of it in either positive
               or negative ways. For example, Tom avoids going to Orchard Road on Sundays
               and during holidays. He has stereotyped the character of that particular
               part of town as a location frequented by maids from the Philippines. He has
               interpreted that stereotype negatively in a way that influences his
               behaviour. 
            

            
            Four triggers of stereotyping are physical appearance, descriptive terms,
               first impressions, and halo effect. They are discussed in the following
               paragraphs. 
            

            
            
               
               	
                  Physical Appearances
                  
                  Consumers tend to attribute the
                     qualities they associate with certain types of people to others who
                     resemble them. An example would be that all Kenyans are good at
                     marathon. 
                  

                  
                  This perception tendency is useful in
                     selecting endorsers for products and services. Attractive models are
                     more suitable for endorsing beauty-enhancing products than
                     problem-solving products because consumers tend to perceive them as
                     having more expertise in beauty. A beautiful actress would be more
                     suited to the promotion of skin care products or fragrances rather
                     than computers or office equipment. An IT professional or student
                     would be a good endorser for a branded computer just as a musician
                     would be a good endorser for a stereo system. 
                  

                  
               

               
               
               	
                  Descriptive Terms
                  
                  
                     What is in a name? This
                     question does apply in a marketing scenario. Stereotypes are often
                     reflected in verbal messages. The words you use to describe a
                     product, a service, or a concept have the power to persuade or
                     dissuade consumers. For example, consumers might wonder whether
                     Tiger Airways is owned by the company that owns Tiger Beer, seeing
                     that Indian Kingfisher Beer owns Kingfisher
                     Airlines.
                  

                  
                  Businesses must consider the associations
                     consumers make with verbal descriptions in their brands. Studies
                     show that pre-adolescent children are immune to gender-role
                     stereotypes, so if one was to use this kind of marketing—the ethics
                     of which are becoming increasingly questionable—sensitive adolescent
                     and teen markets are the most susceptible. 
                  

                  
               

               
               
               	
                  First Impressions
                  
                  First impressions are lasting and
                     impactful. It is difficult to enhance consumers’ perception once it
                     is formed. Hence, a product must be perfected before introduction.
                     However, post-introductory flaws could also harm initial perceptions
                     about the product. Until recently, Toyota was seen as the world’s
                     leading automobile manufacturer. Unfortunately, the recent mass
                     recall in the United States has affected worldwide consumer
                     perceptions of its cars. Only time will tell how the company fares
                     in light of this problem.
                  

                  
               

               
               
               	
                  Halo Effect
                  
                  Consumers tend to perceive and evaluate
                     multiple parts of a product based on one single dimension. For
                     example, Volvo is perceived to be a safe car brand, and consumers
                     are generous enough to ascribe more positive aspects to Volvo beyond
                     its safety record. The halo effect allows successful brands to
                     extend to other categories or licence their names to other
                     businesses. 
                  

                  
               

               
               
            

            
            
         
         
         
      
      
      
      
         
         1.4 Consumer Imagery

         
         
            (Learning Objective: To discuss how consumers form perceptions of market
                  offerings)
            
         

         
         Consumers have perceived images and values of products, brands, services,
            prices, product quality, retail stores, and manufacturers, just as they have
            perceived images of themselves. These perceptions constitute consumer imagery
            and are consumers’ interpretation of the market offerings. It is important for
            marketers to understand how consumers perceive value, quality, brand image, and
            company image in order to formulate strategies. We will discuss these consumer
            perceptions below. 
         

         
         
            
            1.4.1 Perceived Value

            
            Recall that perceived value is the difference between the benefits and the
               costs of an offering. In other words, consumers’ perceived value of an
               offering is relative to the price they pay for it. A $5 burger set meal and
               a $200 four-course French meal could be perceived as two equally good deals.
               Consumers’ perception of the price affects their perception of the product
               value, which in turn has a direct impact on their purchase intention and
               satisfaction. Hence, it is crucial to understand how consumers judge a price
               to be high, low, or reasonable. 
            

            
            A reference price is any price that a consumer uses as a
               basis for comparison in judging another price. Reference prices can be
               internal or external to the consumer. External reference
               prices are what the marketer explicitly offers; internal reference prices
               are the conclusions of the consumers based on their exposure and memory.
               Since reference price influences consumer purchase intentions, a marketer or
               retailer must be careful in setting and announcing prices to customers. 
            

            
            Furthermore, perceived price fairness is particularly important in the
               service industry, where pricing is not so transparent. A hundred passengers
               travelling economy class will have paid different amounts for their seats
               and knowledge of this price discrepancy runs the risk of alienating
               consumers. Businesses must take perceived price fairness into account and
               design different product strategies to justify discrepancies.
            

            
         
         
         
         
            
            1.4.2 Perceived Quality

            
            Perceived product quality is based on many cues, some intrinsic,
               and others extrinsic to the product. Intrinsic cues relate to the
               physical characteristics of the product itself, such as colour, size,
               flavour, or aroma. Extrinsic cues are characteristics that are not inherent
               in the product, such as price, packaging, brand image, manufacturers’ image,
               retail store image, and sometimes the country of origin. 
            

            
            In general, consumers want to base their decisions on intrinsic cues so as
               to be a rational and objective decision maker. However, they often evaluate
               products based on extrinsic cues if they have insufficient product
               experience and knowledge. Hence, marketers must be aware that the product
               quality is determined by both types of cues and that sometimes the extrinsic
               cues receive more importance in the judgment. 
            

            
         
         
         
         
            
            1.4.3 Price-Quality Relationship

            
            Consumers draw correlations between price and product quality. They
               believe more expensive is better. 
            

            
            Perfumes are expensive although they are basically a combination of
               essential oils and alcohol, packaged attractively. Costing comes less from
               the ingredients and more from high marketing expenses. Consumers are willing
               to pay these high prices because they believe that they are paying for
               quality. This also works in the opposite way. Alison is a salesperson at a
               costume jewellery shop. Her manager is concerned that necklaces and chokers
               that cost $10 are not selling well. Alison surreptitiously increases the
               price to $25 and the pieces are all sold by the end of the day. 
            

            
         
         
         
         
            
            1.4.4 Brand Image

            
            As the marketplace gets competitive and other brands also fulfil
               consumers’ needs equally well, brand image becomes an important
               differentiating point. A unique perceived brand image fosters strong brand
               loyalty among customers. 
            

            
            Brand image is the consumers’ overall perception of a brand. It could be
               seen as the symbolic values embedded with the brand. Brands should offer
               unique benefits and communicate the benefits well through brand name,
               product features, packaging, etc. 
            

            
         
         
         
         
            
            1.4.5 Store and Manufacturer’s Image

            
            
               Retail Store Image
               
            

            
            Where a product is sold or bought has an impact on consumer quality
               perception. The assortment of products affects retail store image. It
               affects the way consumers perceive and choose products. Armani Exchange will
               not allow chain department stores to carry their product line as they claim
               it cheapens the image of their products and makes them look less
               exclusive.
            

            
            
               Manufacturer’s Image
               
            

            
            The way a consumer sees the manufacturer company is important to the
               marketers. It is easier for manufacturers with a stronger image to introduce
               new products than those with a weaker image. Their products are perceived to
               be better and thus more acceptable. In view of this advantage, companies
               find it necessary to run institutional advertising, promoting their overall
               image without referring to any specific product. Financial services such as
               banking and insurance are businesses that invest a lot in such advertising.
               
            

            
         
         
         
      
      
      
      
         
         1.5 Perceived Risk

         
         Perceived risk is defined as uncertainty that consumers face when
               they cannot foresee the consequences of their purchase decisions.
            Perceived risk is an individual perception rather than an objective assessment.
            Consumers’ perceived risk consists of five elements: functional, physical,
            financial, psychological/social, and time risks. Refer to Table 4.2 (p. 136 of
            the textbook) for the definitions and examples. 
         

         
         Perceived risk varies depending on the person, the product, and the situation.
            Even for the same purchase decision, high-risk perceivers (usually risk averse)
            tend to perceive a higher degree of risk than the low-risk perceivers (usually
            risk tolerant). Moreover, the newer product is likely to be perceived as riskier
            than the established product. Purchase situations also matter. Online shops used
            to be perceived as riskier channels than physical stores but that is no longer
            the case for most people.
         

         
         Consumers use four strategies to reduce perceived risk. They seek more
            information about the product or product category from other people or sources
            of information. Remaining loyal to a brand is also a way to reduce risk.
            Consumers trust the old, satisfactory brand rather than a new, unknown brand.
            They also use other extrinsic cues to help them make a decision. For example,
            they may choose to buy from a reputable brand and rely on the brand’s expertise
            in manufacturing the product. Lastly, consumers also use price as a gauge for
            quality and choose the priciest product to minimize the risk. 
         

         
         A consumer’s perceived risk and his or her tolerance for risk-taking would
            determine whether he or she purchases the product. Marketers need to help
            consumers deal with perceived risk and convince them that the risk is, in fact,
            very small or non-existent.
         

         
      
      
      
      
         
         1.6 Positioning and Repositioning

         
         
            
            1.6.1 Product Positioning

            
            To say that positioning happens in brightly lit, highly fashionable,
               wood-panelled boardrooms is a fallacy; it happens in the human mind.
               Consumers constantly evaluate similar products offered by different firms
               against each other. How a product or service is positioned is based on how
               the consumer perceives it. 
            

            
            The following examples showcase different competitor companies in
               different sectors. 
            

            
            
               
               	Cars: Rolls Royce, Suzuki Swift, Jeep Cherokee, Volkswagen Beetle, Honda
                  Accord, Lexus 
               

               
               
               	Energy Drinks: Gatorade, 100 Plus, Red Bull 

               
               
               	Hotels: Hilton, Ritz-Carlton, Sheraton, Hotel 81, Youth Hostels 

               
               
            

            
            
            To say that positioning and perception matter only to high-end products or
               services is a misconception. If the product or service is of quality, it can
               carve a niche anywhere on the low-to-high-end continuum. 
            

            
            There are various positioning techniques. Umbrella positioning uses
               a slogan or statement to describe the universal benefits offered by the
               brand. Premier positioning highlights the brand’s exclusivity.
               Marketers can choose positioning against competition by acknowledging
               their competitors in the positioning statement. Marketers may position their
               products based on key superior attributes. Lastly, brands can try to
               occupy an unowned position identified with the aid of perceptual
               mapping. 
            

            
            In order to effectively position a product or service, marketers have to
               feature the upside of a product that are important to and in line with the
               perceptions of the targeted consumer segment. In its advertisements, for
               example, Ritz-Carlton talks about its quality of service and the teamwork
               its staff exhibit in taking care of guests.
            

            
            Services such as hotels, airlines, travel, healthcare, education are all
               intangible in nature. Image is a key factor for the sustenance of the
               service industry. Service companies have to use differentiated positioning
               strategies and offer different lines of their service to different market
               segments. Singapore Airlines (SIA) Group, for example, has three different
               airlines, Singapore Airlines, SilkAir, and Scoot that cater to different
               economically divided groups. SIA Group intends to fill as many unowned
               positions as possible.
            

            
            A successful positioning strategy leads to the development of a sustaining
               brand image, which in turn helps to build a long-term consumer relationship.
               7-Eleven stores are associated, in many people’s minds, with convenience; it
               does not matter that their prices tend to be elevated and their selection
               minimal. Consumers are happy to rely on a trusted brand that will meet their
               needs at the right price, time, and place. 
            

            
         
         
         
         
            
            1.6.2 Perceptual Mapping

            
            
               (Learning Objective: To learn how to conduct perceptual mapping and
                     use it for positioning strategies)
               
            

            
            Perceptual mapping is an analytical technique where a marketer plots
               consumer perception with respect to various brands. Perceptual mapping
               indicates gaps or an unowned position in the market. However, the marketer
               must be wary of the fact that just because a gap exists does not mean an
               opportunity does, as some gaps are traps.
            

            
            A soft drink manufacturer wants to develop a new drink, one that is
               fruit-flavoured, colourful, and is sweeter and fizzier than all the others
               on the market. A perceptual map indicates that no such product currently
               exists. Should the marketer decide to move forward with the product? Not
               without further research into whether or not there is actually a market for
               it.
            

            
            A gap in the perceptual map presents market opportunities only if the
               marketer can back up his or her desire to introduce a new product through
               existing information and a good sense of where trends are headed. 
            

            
         
         
         
         
            
            1.6.3 Repositioning

            
            Even when a product is positioned with a certain benefit as its core,
               competition can force the company to reposition itself. Consider the case of
               Federal Express (FedEx), which positioned itself as having an “overnight”
               advantage. DHL entered the courier market claiming that it was “everywhere,”
               and the idea of something being an overnighter became obvious for all
               courier services. This forced FedEx to reposition but anybody in that
               position must be cautious. Positioning is a long-term undertaking;
               repositioning requires that a company guards its ground. It has to assure
               its consumers that it is stronger and safer than its competitors.
            

            
            Repositioning is trickier than positioning and marketers should be aware
               of the pitfalls. As an example, during the 2008 subprime crisis, American
               banks tried to reposition the “sound mortgage” concept, describing it in
               terms of equity. Such loans rose in value until the bubble inevitably burst,
               causing a financial crisis. 
            

            
            Sometimes, a marketer wants to elevate the position of a product. By doing
               this, he or she vacates a spot in the lower rung of the ladder, and the gap
               is filled by another company. Vacating the spot means the company can
               neither move forward nor backward and unless it is done very carefully, it
               may be doomed to failure. 
            

            
            Repositioning should only happen in the case of increased competition and
               changing consumer taste, and caution must be exercised.
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      Chapter 2: Consumer Learning

      
      For consumers to purchase a brand or a product, they should have a positive
         perception towards the product that is offered. For the target group to be motivated
         to buy the product, the consumers must perceive that the product is the correct fit.
         Thus, forming perception becomes important. However, perceptions can be formed only
         when the consumers learn about the product or service, its usefulness, and other
         information such as technical details, price, etc. How do customers learn? This will
         be the topic for this chapter. 
      

      
      
         
         2.1 How do People Learn?

         
         Consumer learning is defined, from a marketing perspective, as the process
               by which individuals acquire the consumption knowledge from experience,
               observation, and interactions with others and use that knowledge in their
               future consumption. 
            
         

         
         How do we learn, as consumers, of products and services? A reasonable answer
            would be in different ways at different moments. We do not learn the same
            way when we purchase a pen as we do when we purchase a car or a carton of milk
            or a music album. Our criteria for decision making are different when we
            purchase for a government department, or for a private organisation, or for a
            family—or even for ourselves. 
         

         
         Marketers are as concerned with consumer learning as they are with consumer
            experience and product availability, amongst other factors that eventually put
            consumers in a position where they want to purchase the product or service. Only
            when marketers know how consumers learn can they educate them about products or
            brands effectively. 
         

         
         Behavioural and thinking processes are the two most important aspects of
            purchase and consumption decisions. Consequently, two general categories of
            learning theories are developed, and these are extremely important to marketers.
            We will look at Behavioural and Cognitive learning theories in §2.3 and §2.4. 
         

         
      
      
      
      
         
         2.2 Elements of Consumer Learning Process 

         
         
            (Learning Objective: To explain the four elements of consumer
                  learning)
            
         

         
         If John is in a business network meeting and wants to be remembered, he hands
            somebody his business card. The card must be carefully designed to reflect
            John’s self-image and the profile must be understood correctly by the person to
            whom he gives it. 
         

         
         Similarly, the marketers’ job is to provide an appropriate cue that would
            allow consumers to understand the brand clearly in a competitive environment.
            Consumers’ learning process starts with observing the cues provided by the
            marketers. Marketers assess the response of consumers to these cues, and if
            necessary, they change the cues to lead to positive responses and reinforce the
            learning process. 
         

         
         Consumer learning involves four elements: motivation, cues, responses, and
            reinforcement. 
         

         
         
            Motivation
            
         

         
         As we discussed in SU2, a consumer’s purchase decision depends on the
            motivation. With an understanding of consumer’s unfulfilled needs or motives,
            marketers would be able to evaluate what cues can be provided to direct
            consumers towards their offerings.
         

         
         
            Cues
            
         

         
         Cues are the stimuli that direct consumers’ motivated behaviour. Games like
            Pictionary and riddles use cues to guide consumers to solve problems.
            This is exactly what happens when a consumer views an advertisement for a
            product or service. The advertisement serves as the cue, suggesting to consumers
            a way to satisfy their needs and motivating them to purchase the product or
            service. However, marketers have to take care that they do not use misleading
            cues about what they have to offer.
         

         
         
            Responses
            
         

         
         The reaction of a prospective consumer after exposure to a drive or a cue is
            significant. The object of this “game” is to elicit a consistent response for a
            given cue which will lead to positive persistence. A cue may evoke multiple
            responses. Marketers have to be ready and proactive to make sure that they are
            kindling the appropriate responses from prospective consumers during and after
            advertising campaigns.
         

         
         
            Reinforcement
            
         

         
         Reinforcement refers to the reward for the desired behaviour, be it pleasure,
            fun or the benefits. It is the reward that makes consumers repeat their
            purchases, becoming loyal customers. The challenge to the marketers is thus to
            continuously provide quality solutions to consumers’ problems. There are
            specific reinforcement strategies to apply which we will see later.
         

         
      
      
      
      
         
         2.3 Behavioural Learning Theories

         
         
            (Learning Objective: To compare and contrast the theories of behavioural
                  learning)
            
         

         
         Behavioural learning theories suggest that learning happens when observable
            behaviours or responses arise out of exposure to cues or stimuli. For example,
            when we see a green light, we start crossing the street. Behavioural learning
            theories focus on the inputs and the outcomes of learning, instead of the
            process of learning. Researchers subscribing to this viewpoint believe that
            consumer learning results in simple stimulus-response connections. Consumers
            respond to different stimuli in different ways based on these learned
            connections. Thus, behavioural learning is also referred to as
            stimulus-response learning. Three major behavioural learning theories
            are discussed below.
         

         
         
            
            2.3.1 Classical Conditioning

            
            Classical conditioned learning is achieved through repeated exposure and
               reinforcement and has found wide application in advertising and promotion. 
            

            
            When a particular stimulus is paired with another stimulus, according to
               Pavlov’s theory, a known response is elicited. After a certain period of
               exposure, the first stimulus alone is enough to elicit a response. See
               Figure 3.1 for an illustration of Pavlov’s classical conditioning
               experiment.
            

            
            Recently, classical conditioning has been extended beyond reflexive action
               (e.g., salivation) and applied to create associations in consumers’
               minds. Particularly, marketers have been applying the classical conditioning
               technique to connect desired cognitive and emotional responses to their
               brands. For example, a conditional stimulus like the brand logo is paired
               with an unconditional stimulus like a piece of music which is expected to
               elicit an unconditioned response of positive mood. After sufficient repeated
               exposure, when the consumer sees the brand logo, he or she will feel
               delighted or joyful. The positive mood becomes the conditioned
               response.
            

            
            
               Figure 3.1 Pavlov’s Classical Conditioning Experiment(Source: Figure 5.3 on p. 151 of the textbook)
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               Strategic Applications of Classical Conditioning
               
            

            
            Three strategic applications of classical conditioning to marketing and
               consumer behaviour are discussed below.
            

            
            
               
               	
                  Repetition
                  
                  Repetition is the key to create an association
                     between conditional and unconditional stimuli in consumers’ minds.
                     Repetition also increases the strength of association and slows down
                     the pace of forgetfulness in consumers.
                  

                  
                  However, repetition has the biggest disadvantage of making room for
                     advertising wear-out and boredom. It is possible for consumers to
                     flip over large advertisements, switch channels during advertising
                     or just use TiVo, or even just tune out when the advertising begins.
                     
                  

                  
                  Take Coca-Cola, for example. Its product is the same
                     and the formula is kept secret. Coca-Cola’s advertising concept is
                     universal: to quench thirst. And Coca-Cola needs frequent
                     advertising to retain its top-of-mind status. How do they overcome
                     advertising wear-out? Varying the advertising themes for the same
                     product results in consumers processing more information.
                     
                  

                  
               

               
               
               	
                  Stimulus Generalisation
                  
                  Stimulus generalisation happens when
                     the same response is invoked by slightly different stimuli. Stimulus
                     generalisation enhances consistent learning among consumers as the
                     stimuli are only slightly different. 
                  

                  
                  Consumers’
                     tendency to generalize, reacting the same way towards similar
                     stimuli, has strong marketing implications. Although this consumer
                     tendency provides some incentives for the “me-too” or “copycat”
                     products, marketers have also leveraged stimulus generalisation for
                     effective branding and product development.
                  

                  
                  No
                     manufacturer stops with just one product. When marketers add other
                     items to an existing brand (i.e., product line
                           extension) or introduce a different product form under
                     the same brand (i.e., product form extension),
                     consumers are likely to accept these new products because they come
                     under a known and trusted brand. 
                  

                  
                  Furthermore,
                     family branding is also a strategic
                     application of stimulus generalization. Although Tiger Balm is
                     essentially advertised as a pain relief product, this brand name is
                     also used for the various other products under the same company This
                     allows consumers to extend any favourable brand associations they
                     might have with Tiger Balm to other products in the
                     line.
                  

                  
                  Marketers apply the concept of stimulus
                     generalisation through licensing, which is to say they
                     allow a popular brand name to be affixed to products made by other
                     manufacturers. Some well-known licensers include Disney, Calvin
                     Klein, Pierre Cardin, and Christian Dior. When a Disney character
                     appears on the licensee’s product, the product will get instant
                     recognition, and consumers who are fans of the characters will also
                     display a positive attitude and may eventually purchase the product.
                     
                  

                  
               

               
               
               	
                  Stimulus Discrimination
                  
                  The opposite of stimulus
                     generalisation, stimulus discrimination, is the selection of a
                     specific stimulus from among other stimuli. This concept is closely
                     related to positioning. As consumers may generalize
                     their learned responses to similar stimuli, it is very important for
                     marketers to teach consumers how to discriminate among multiple
                     stimuli and form a unique brand image in consumers’ minds. A
                     specific benefit is strategically chosen as the key differentiating
                     point to inform a customer of the product’s specific uniqueness. For
                     example, Marie France’s slimming business chooses to portray certain
                     things in its advertising that reflect this. Inimitability is the
                     way forward for marketers who want to be different and ensure that
                     their products stand apart from their competitors. 
                  

                  
                  This
                     discussion of classical conditioning introduces us to behavioural
                     learning. Moving forward, we will see that consumer assessments of
                     products are based on post-purchase usage and satisfaction. To
                     understand this, we must understand instrumental
                     conditioning. 
                  

                  
               

               
               
            

            
            
         
         
         
         
            
            2.3.2 Instrumental Conditioning

            
            Life is not as simple as assumed in classical conditioning. The familiar
               jingle may not always be effective to remind the consumer of a product and
               its potential benefits. Stimuli are not the only things that guide
               behaviour; positive experiences with the product or service also do so. The
               latter is what we refer to as instrumental conditioning, where the
               stimulus (usually a behaviour) leading to the most satisfactory response
               (usually a reward) is what is remembered or learned. This
               trial-and-error process becomes significant here. If the
               behaviour consumers learn through this process pacifies them, repeat
               purchases will occur. 
            

            
            Thus, instrumental conditioning deals with the deeper psychological
               impacts on behaviours, leading to more productive and complex
               decision-making processes. 
            

            
            
               Behaviour Reinforcement and Types of Reinforcement
               
            

            
            Consider the instrumental conditioning that happens in the following
               scenarios. What is the learned behaviour and what is the reward? 
            

            
            
               
               	Why do people go to the fitness gym regularly? 

               
               
               	What makes consumers decide to go to Haagen-Dazs and not Swensen’s when
                  they think of ice cream? 
               

               
               
               	Why do parents take their children to special events at the library or
                  the zoo during holidays? 
               

               
               
            

            
            
            These rewards for the desired behaviours are a form of reinforcement.
               Reinforcement is a key to instrumental conditioning; it decides whether a
               behaviour would be repeated. Reinforcement can either be positive or
               negative. 
            

            
            Positive reinforcement involves rewarding a desired behaviour and
               increasing the likelihood of repeating it in a similar situation. If Mary
               enjoys the feel of a certain moisturiser on her skin, she will buy it again;
               if she likes the way her vehicle drives, she will buy another one when her
               car needs replacement. Anything could motivate her positive experience—the
               silkiness of the moisturiser, or the scent, or the total experience.
               Together, Volkswagen’s heavy body, reliability, and quality help her enjoy
               the driving experience. When the individual aspects offer more than the
               whole, the positive reinforcement assures repeat purchase.
            

            
            Sometimes, marketers bank on negative reinforcement, where removal of an
               unpleasant outcome is used to encourage a certain behaviour for instrumental
               conditioning. Take, for example, the case of advertisements for vaccinations
               for smallpox and polio in Less Developed Countries (LDCs). When illiterate
               mothers were shown pictures of disabled children who had suffered from
               polio, the negative reinforcement (i.e., stay safe from polio) drives them
               to take their own children to vaccination centres.
            

            
            Note that negative reinforcement is not the same as punishment, which
               imposes negative consequences on an undesired behaviour. In some
               advertisements we see phrases like “If you don’t use, ……” or “If you break
               the law, ……” These advertisements use “fear appeals” to get consumers to
               follow the rules and consumers learn the hard way not to do it again.
               Research has found that punishment may not be effective in encouraging
               behaviour changes.
            

            
            
               Forgetting and Extinction
               
            

            
            Extinction occurs when reinforcement is no longer available, and the
               behaviour-reward link disappears from the consumers’ memory. In marketing,
               reinforcement in the form of consumer satisfaction can rekindle the memory
               and extinguish the chances of extinction.
            

            
            Forgetting a product, however, happens when usage decreases. Letters from
               hospitals or dental clinics regarding periodic care help their customers to
               remember their appointments. Before holidays, email inboxes become inundated
               with messages from online travel websites and airlines about holiday
               promotions. This is to remind people of their services and to attract
               customers who might not have made arrangements.
            

            
            Proper customer relationship management processes reduce the likelihood of
               forgetfulness or extinction.
            

            
            

            
            

            
            
               Strategic Applications of Instrumental Conditioning
               
            

            
            Instrumental conditioning has four marketing implications as discussed
               below.
            

            
            
               
               	
                  Customer Satisfaction and Relationship Management
                  
                  It is
                     obvious that customer satisfaction is key to the success of a
                     business. Making sure that the consumer is satisfied is merely 80%
                     of the job. In order to create repeat customers, companies need to
                     “Go the Extra Mile” (GEM). Providing a satisfying product or service
                     is an application of instrumental conditioning. 
                  

                  
                  Bear in
                     mind that customer satisfaction alone will not lead to customer
                     loyalty in a highly competitive environment. A marketer’s actions to
                     satisfy the customers should go beyond the product itself.
                     Reinforcement can also be achieved through carefully thought-out
                     relationship marketing. A six-star hotel in Sentosa had plans to
                     send chauffeurs to the airport to pick up guests. The chauffeurs
                     must be conversant in the guests’ native languages to build
                     relationships. On a smaller scale, a corner grocery store owner
                     reserving a tub of fresh strawberries for a loyal customer is also
                     relationship marketing.
                  

                  
               

               
               
               	
                  Reinforcement Schedules
                  
                  Rewards in general are offered to
                     keep customers happy and satisfied. A “little something” is often
                     given in various ways: 
                  

                  
                  
                     
                     	
                        Continuous reinforcement: the free after-dinner drink
                        every time you dine in a restaurant 
                     

                     
                     
                     	
                        Systematic reinforcement (fixed ratio): you get a stamp
                        card at the coffee shop and after every 10 visits you receive a
                        free cup of coffee 
                     

                     
                     
                     	
                        Random reinforcement (variable ratio): getting rewards at
                        random occasions as in lotteries, sweepstakes, or casino visits
                        
                     

                     
                     
                  

                  
                  
               

               
               
               	
                  Shaping
                  
                  Shaping is a form of reinforcement which is
                     performed before the desired consumer behaviour actually takes
                     place.
                  

                  
                  For example, consumers may first get a product
                     for free (e.g., a sample) which comes with some coupons. Consumers
                     would then buy the product with a coupon at a discounted price, and
                     perhaps repeat this behaviour for a few times. Through this
                     strategy, marketers shape consumers’ purchase behaviour. Gradually,
                     the marketer stops giving away coupons and consumers have to buy the
                     product at full price.
                  

                  
               

               
               
               	
                  Massed versus Distributed Learning
                  
                  Marketers need to be
                     careful to time announcements about new products or services, or
                     improvements upon existing products or services. There have been
                     many instances where film distribution companies will put off a
                     release of their film because a sequel of some kind is coming out.
                     In some instances, such as introducing a new product or challenging
                     a competitor head on, marketers use mass advertising to instantly
                     impress consumers. If a marketer is looking for long-term repeat
                     purchases of his or her product on a regular basis, then distributed
                     schedules are applied.
                  

                  
               

               
               
            

            
            
         
         
         
         
            
            2.3.3 Modelling or Observational Learning

            
            
               Primate behaviour is to be expected and must be acted upon.
               Observational learning is a process by which individuals learn behaviours by
               observing the behaviour of others and the consequences of such behaviour.
               Young children tend to learn behaviours through observing their parents and
               siblings. Consumers also learn consumption knowledge by observations. If we
               see others enjoying and benefiting from using a product, we may become
               interested to try it out. Furthermore, for observational learning to result
               in a learned behaviour, reinforcement in the form of praise, compliment, or
               satisfaction, is still essential. Young children would repeat the same
               behaviour if they are praised by adults. A consumer would keep using,
               instead of returning, the product if the product meets his or her needs. 
            

            
            Marketers apply observational learning by featuring likeable endorsers in
               their advertisement. If consumers see the endorser having social success as
               a result of using the cosmetics, they are likely to purchase it too. Videos
               demonstrating product use is also an example of observational
               learning.
            

            
         
         
         
      
      
      
      
         
         2.4 Cognitive Learning

         
         
            (Learning Objective: To describe how consumers learn through
                  cognitions)
            
         

         
         Different from the behavioural learning theories focusing on instinctive
            responses to stimuli, cognitive learning is concerned with the mental
            processing of information or data in response to a problem. All living
            things—humans, animals, and plants—have an innate urge to solve problems.
            Thinking is an additional advantage to humans when it comes to solving (or
            complicating!) a problem.
         

         
         
            
            2.4.1 Information Processing

            
            The first step to problem solving is processing information, which depends
               on the ability of the individual and the complexity of the available
               information. The average person’s intellectual capabilities allow them to
               form mental images on an ongoing basis. The formation of such images depends
               on various factors such as age, education, income, culture, ethnicity,
               gender, location, self-monitoring capability, and risk perception. All these
               factors influence information processing and recall ability.
            

            
            Information processing consists of three components: storing, rehearsal
               and encoding, and retrieving and retaining. Human memory plays a central
               role in information processing. Three different storehouses are
               involved in various stages: a sensory store, a short-term store, and a
               long-term store.
            

            
            
               
               	
                  Sensory Store is the temporary storage to keep the information we
                  receive from our senses. 
               

               
               
               	
                  Short-Term Store is the space where information is processed
                  (i.e., currently being used) and held for a brief period. 
               

               
               
               	
                  Long-Term Store is the system where information can be held for
                  days, weeks, or even years depending on the context and need. 
               

               
               
            

            
            
            Figure 3.2 shows the process from sensory input to retrieval.

            
            
               Figure 3.2 Information Processing and Memory Stores (Source: Figure 5.8 on p. 159 of the textbook)
               
                  	
                     
                        
                           
                           
                              				​
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               Storing 
               
            

            
            The brain has a second or two to capture an image of the advertisement or
               concept or product. If the image is not processed further, it is lost
               instantly. Otherwise, the image captured is stored in the short-term store.
               It is important that the marketer and advertiser ensure that the consumer
               processes information beyond the initial sensory store.
            

            
            
               Rehearsal and Encoding
               
            

            
            The transfer of information from short-term store to long-term store
               depends on rehearsal and encoding. Rehearsal refers to the silent mental
               repetition of information; encoding involves selecting a word or a visual
               image to represent a perceived object. If the information is rehearsed, it
               gets encoded and transferred to the long-term memory.
            

            
            Marketers should come up with stimuli that will impact the sensory store
               first, then encourage rehearsal and encoding. Rehearsal and encoding are
               impeded by factors such as too much of information and complex information
               and these may lead to consumer frustration, confusion, and negative purchase
               decisions.
            

            
            
               Retention and Retrieval
               
            

            
            How do we remember or retain information? The long-term store does not
               just act as a cabinet. It also alters and adjusts the material stored in
               keeping up with evolution and innovation. Information is stored in the
               long-term memory in two ways:
            

            
            
               
               	Episodically or by the order in which it is acquired 

               
               
               	Semantically or according to significant concepts 

               
               
            

            
            
            Because of our ability to store data episodically, we remember the party
               we went to last week and our ability to store data semantically is what
               causes us to remember what we drank and ate and who we talked to. 
            

            
            Retrieval is the process by which we retrieve information from long-term
               storage. Unless consumers can do this, marketers have little reason to
               provide the customer with information. Marketers should strive to facilitate
               retrieval rather than suffuse it.
            

            
         
         
         
         
            
            2.4.2 Theoretical Models of Cognitive Learning

            
            
               (Learning Objective: To examines the models of cognitive
                     learning)
               
            

            
            Cognitive learning is a systematic evaluation of information and options
               to satisfy a recognized but unfilled need or solve an unresolved problem.
               Consumers go through a series of mental and behavioural activities to reach
               a solution. First, they must realize a need and set a purchase goal (e.g.,
               buying a new mobile phone). Second, they search and read relevant
               information about the available models in the market. In this stage,
               consumers are exposed to information, resulting in product knowledge. Third,
               consumers evaluate the options based on a set of criteria and develop a
               preference or an attitude. Lastly, they purchase the preferred option and
               reject the rest. 
            

            
            The sequential stages of cognitive learning, that is, knowledge →
               evaluation → behaviour, form the core of many important marketing and
               consumer behaviour models. Refer to Figure 5.12 (p. 165 of the textbook) for
               a summary.
            

            
         
         
         
         
            
            2.4.3 Consumer Involvement

            
            Not all the purchases are equally effortful and consumers do not conduct
               extensive information processing and evaluation all the time. How much
               effort consumers put into information processing depends on their level of
               involvement in making the purchase.
            

            
            High-involvement purchases require more information processing than
               low-involvement purchases. Consumers give serious thought and activate
               cognitive processes when the purchase has high involvement. This is when the
               central route to persuasion is applied. When the purchase has low
               involvement, the human mind makes quick and simple decisions and the
               peripheral route to persuasion is applied. We will discuss the central and
               peripheral routes to persuasion in detail in SU4.
            

            
            Consumer involvement has to do with the degree of personal relevance that
               the product or purchase holds for that customer. In general,
               high-involvement purchases such as a car, an expensive camera, or a
               television have more relevance than low-involvement purchases like
               day-to-day clothing or choosing a dinner menu. Highly involved customers are
               people that can deliberate any purchase, even a simple lunch. Such consumers
               are difficult to satisfy. Marketers have to measure consumer involvement and
               tackle highly involved customers, irrespective of the value of purchase. 
            

            
            
               Marketing Applications of Involvement
               
            

            
            It is essential that consumers are involved in their purchases.
               Involvement increases brand loyalty and likelihood of repeat purchase. The
               following tactics are used by marketers to promote this:
            

            
            
               
               	Using advertisements in video games 

               
               
               	Using “avatars” in online advertisements 

               
               
               	Using sensory appeals in advertisements 

               
               
               	Forging bonds and relationships with customers 

               
               
            

            
            
         
         
         
      
      
      
      
         
         2.5 Measures of Consumer Learning

         
         
            (Learning Objective: To construct measures of consumer
                  learning)
            
         

         
         The ultimate goals of consumer learning should be increased market share and
            loyal customers. To achieve these goals, marketers develop effective marketing
            messages to teach consumers the desired behaviour or share with them the
            relevant product information. Thus, consumer learning is typically measured by
            message recall or recognition, brand loyalty, and brand equity. 
         

         
         

         
         
            Recognition and Recall 
            
         

         
         Recognition and recall tests are done to determine whether consumers remember
            the messages and advertisements. Recognition tests are based on aided recall;
            recall tests are based on unaided recall. To determine consumers’ cognitive
            responses to advertising, marketers examine:
         

         
         
            
            	How much consumers have comprehended from the advertisements 

            
            
            	Whether the consumers understood the advertisements from the marketer’s
               perspective 
            

            
            
         

         
         
         They do these through advertisement copy testing (before launch) and post
            testing (after launch).
         

         
         
            Attitudinal and Behavioural Measures of Brand Loyalty
            
         

         
         Brand loyalty measures consumers’ attitudes and behaviour toward a brand. The
            attitudinal measures track consumers’ overall feeling and commitment to buying
            the brand, while the behaviour measures look into consumers’ observable
            behaviours, such as purchase frequency, purchase quantities, and brand
            switching. A high degree of brand loyalty would indicate that marketers have
            successfully trained consumers to buy their brands repeatedly. 
         

         
         Brand loyalty can be classified into four types, and only the premium loyalty
            represents the truly loyal consumers.
         

         
         
            
            	No loyalty: no purchase and no attachment 

            
            
            	Covetous loyalty: attachment to brand name but no purchase 

            
            
            	Inertia loyalty: purchase is made but with no strings attached and hence no
               loyalty 
            

            
            
            	Premium loyalty: frequent purchase and high loyalty over a long term 

            
            
         

         
         
         Brand loyalty can arise due to the consumers themselves, brand image, and
            social factors.
         

         
         
            Consumer-driven brand loyalty: Consumers stay loyal to the brand on
            their own accord for whatever self-image-related reasons.
         

         
         
            Brand-driven loyalty: A particular brand has built a reputation (e.g.,
            Samsonite luggage, Harley Davidson bikes) over the years. The image and position
            in a consumer’s mind are important.  
         

         
         
            Social-factors-driven brand loyalty: Group influences, peer
            recommendation, and good word-of-mouth lead to loyalty to a brand.
         

         
         
            Brand Equity
            
         

         
         When brand loyalty increases, brand equity also increases, and so does the
            market share. There are many ways to build brand equity, and if it is done
            systematically, it will be sustainable over a long period of time. Examples
            would include Coca-Cola, Western Union, American Express Cards, and 7-Up. 
         

         
         
            [image: ]Read
               
               You should now read Leon G. Schiffman & Joe Wisenblit (2019), Consumer
                  Behavior, 12th Edition, Pearson Prentice Hall, Chapter 5, pp. 146-171.
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                     Review Questions

                     
                     
                        
                        
                           
                           
                           	For each of these products − chocolate bars and
                              bottles of expensive perfume − describe how marketers can
                              apply their knowledge of differential threshold to
                              packaging, pricing, and promotional claims during periods of
                              (a) rising ingredient and materials costs and (b) increasing
                              competition.
                           

                           
                           Answer

                           
                              
                                 
                                 
                                    Differential threshold is the minimal
                                    difference that can be detected between two stimuli. It
                                    is also called JND (Just Noticeable Difference). Weber’s
                                    law states that the stronger the initial stimulus, the
                                    greater the additional intensity needed for the second
                                    stimulus to be perceived as different. Also, an
                                    additional level of stimulus, equivalent to the JND,
                                    must be added for the majority of people to perceive a
                                    difference between the resulting stimulus and the
                                    initial stimulus. 
                                 

                                 
                                 In case (a), manufacturers and marketers endeavour to
                                    determine the relevant JND for their products so that
                                    negative changes − reductions or increases in product
                                    size, or reduced quality − are not readily discernible
                                    to the public and so that product improvements are
                                    readily discernible to the consumer without being
                                    wastefully extravagant. In case (b), marketers use the
                                    JND to determine the amount of change or updating they
                                    should make in their products to avoid losing the
                                    readily recognised aspects of their products. Marketers
                                    want to meet the consumers’ differential threshold so
                                    that they readily perceive the improvements made in the
                                    original product. This could create a competitive
                                    differential advantage.
                                 

                                 
                              

                           

                           
                           
                           
                           	Discuss the roles of extrinsic cues and intrinsic
                              cues in the perceived quality of: (a) wines, (b)
                              restaurants, (c) cell phones, and (d) graduate
                              education.
                           

                           
                           Answer

                           
                              
                                 
                                 
                                    
                                    	Both the extrinsic and intrinsic cues affect the
                                       perception of product quality for wines. Intrinsic
                                       cues, such as taste, colour, smell, and vintage year
                                       are important indicators of quality to knowledgeable
                                       consumers. Many consumers, however, cannot evaluate
                                       subtle variations of taste, and may not know how to
                                       judge colour, smell, and vintage; these consumers
                                       often rely on such extrinsic cues as price, where
                                       the wine was made (i.e., highly-priced, French wine
                                       would imply good quality), the appearance of the
                                       bottle, or the image of the store which carries the
                                       wine (i.e., brands carried exclusively by wine
                                       specialty stores are perceived as being of higher
                                       quality than wines sold at regular liquor stores) to
                                       evaluate the product. 
                                    

                                    
                                    
                                    	For a restaurant, intrinsic cues include the taste
                                       of food produced as well as the service provided.
                                       For patrons who have visited the restaurant earlier,
                                       their previous experience based on the intrinsic
                                       cues helps shape the perceived quality. For new
                                       consumers, external cues such as décor of the place,
                                       the extent of the menu (many restaurants place the
                                       menu outside the restaurant), price, waiting time,
                                       etc. will provide some idea about the quality of the
                                       restaurant.
                                    

                                    
                                    
                                    	For a technology savvy person, the various technical
                                       aspects of the cell phone will be the intrinsic
                                       cues. For non-savvy persons, the look, colour,
                                       various applications and the price make up the
                                       external cues.
                                    

                                    
                                    
                                    	Internal cues for graduate education include the
                                       quality of teaching. External cues include the
                                       salary drawn by graduates, job placement, ratio of
                                       number of applications to students selected, and
                                       reputation.
                                    

                                    
                                    
                                 

                                 
                                 
                              

                           

                           
                           
                           
                           	Neutrogena, the cosmetics company, has introduced a
                              new line of shaving products for men. How can the company
                              use stimulus generalisation to market these products? Is
                              instrumental conditioning applicable to this marketing
                              situation? If so, how? 
                           

                           
                           Answer

                           
                              
                                 
                                 According to classical conditioning theorists,
                                    learning depends not only on repetition, but also on the
                                    ability of individuals to generalise. Stimulus
                                    generalisation explains why imitative “me too” products
                                    succeed in the marketplace: consumers confuse them with
                                    the original product they have seen advertised. In
                                    extending its product line, the marketer adds related
                                    products to an already established brand, knowing that
                                    the new product is more likely to be adopted when it is
                                    associated with a known and trusted brand name.
                                    Conversely, it is much more difficult to develop a
                                    totally new brand.
                                 

                                 
                                 What might be the reward from using the new product
                                    (i.e., instrumental conditioning)? Because Neutrogena
                                    has a good reputation in skin care, the new shaving line
                                    can build on this reputation and add skin care value to
                                    the male segment. Like classical conditioning,
                                    instrumental conditioning requires a link between a
                                    stimulus and a response. In instrumental conditioning,
                                    however, the stimulus that results in the most
                                    satisfactory response is the one that is learned.
                                    Instrumental learning theorists believe that learning
                                    occurs through a trial-and-error process, with habits
                                    formed as a result of rewards received for certain
                                    responses or behaviours. Although classical conditioning
                                    is useful in explaining how consumers learn very simple
                                    kinds of behaviours, instrumental conditioning is more
                                    helpful in explaining complex, goal-directed activities.
                                    Therefore, for Neutrogena to use instrumental
                                    conditioning, it must provide consumers the opportunity
                                    to try the product and then like what they try. 
                                 

                                 
                              

                           

                           
                           
                           
                           	Which theory of learning (i.e., classical
                              conditioning, instrumental conditioning, observational
                              learning, or cognitive learning) best explains the following
                              consumption behaviours: (a) buying a six-pack Gatorade
                              water, (b) preferring to purchase jeans at a Diesel Store,
                              (c) buying a digital camera for the first time, (d) buying a
                              new car, and (e) switching from one cellular phone service
                              to another? Explain your choices.
                           

                           
                           Answer

                           
                              
                                 
                                 In classical conditioning, in a consumer
                                    behaviour context, an unconditioned stimulus might
                                    consist of a well-known brand symbol that implies
                                    technological superiority and trouble-free operation
                                    (the unconditioned response). In instrumental
                                    conditioning, the stimulus that results in the most
                                    satisfactory response, is the one that is learned.
                                    Instrumental learning theorists believe that learning
                                    occurs through a trial-and-error process, with habits
                                    formed as a result of rewards received for certain
                                    responses or behaviours. Observational learning occurs
                                    by modelling or observing what others do. Cognitive
                                    learning is based on mental activity. Cognitive learning
                                    theory holds that the kind of learning most
                                    characteristic of human beings is problem solving and it
                                    gives some control over their environment. 
                                 

                                 
                                 
                                    
                                    	Buying a six-pack Gatorade is an example of
                                       classical conditioning. The consumer automatically
                                       thinks of Gatorade when thirst is mentioned. This
                                       can also be an example of observational learning
                                       when consumers are exposed to TV
                                       advertisements.
                                    

                                    
                                    
                                    	Buying jeans at a Diesel store represents classical
                                       conditioning since it is a well-known brand.
                                    

                                    
                                    
                                    	Since digital camera is highly technology oriented,
                                       cognitive learning will be more appropriate.
                                    

                                    
                                    
                                    	Buying a new car is also based on cognitive
                                       learning.
                                    

                                    
                                    
                                    	Switching from one cell phone service to another is
                                       also cognitive learning.
                                    

                                    
                                    
                                 

                                 
                                 
                              

                           

                           
                           
                        

                        
                     

                     
                     
                  
                  
                  
               

            

         

         
      
      
      
   
      
      
      
      Summary

      
      Perception is the process by which individuals select, organise, and interpret
         stimuli into a meaningful and coherent picture of the world. People usually perceive
         only things that they need or want to perceive and block the perception of
         unnecessary or unfavourable stimuli. The principles of selective perception include
         the following concepts: selective exposure, selective attention, perceptual defence,
         and perceptual blocking. 
      

      
      Consumer learning is the process by which individuals acquire the purchase and
         consumption knowledge and experience that they apply to future-related behaviour.
         The two schools of thought as to how individuals learn are behavioural theories and
         cognitive theories. Basic elements that contribute to an understanding of learning
         are motivation (drives), cues, response, and reinforcement. Measures of consumer
         learning include recall and recognition test, and attitudinal and behavioural
         measures of brand loyalty. 
      

      
   
      
      
      
      Formative Assessment

      
      
         
         
            
            
            
            
            	The point at which a person can detect a difference between
               something and nothing is that person’s ___ for that stimulus. 
            

            
            
               	
                  adaptation level 
                  
                  
               

               	
                  absolute threshold
                  
                  
                  
               

               	
                  just noticeable difference
                  (JNF)
                  
                  
               

               	
                  sensory adaptation 
                  
                  
               

            

            Submit

            
               Incorrect. This refers to when consumers have gotten
                  used to the difference they had observed before. They no longer
                  notice the difference. 
               

               Correct. It is the lowest point at which we can
                  experience a sensation. That’s when we notice a difference in
                  the stimuli. 
               

               Incorrect. It is the point that the consumers readily
                  perceive the difference between two similar stimuli. For
                  example, it takes a certain increase in price before we notice
                  that the price of a cup of coffee has increased. 
               

               Incorrect. This refers to the immediate and direct
                  response of the sensory organs to stimuli. 
               

            

            
            
            
            
            
            	Samantha drives by the same billboard everyday on the way to
               work. She has seen it so many times, she no longer notices it. This is
               an example of: 
            

            
            
               	
                  sensory adaptation. 
                  
                  
                  
               

               	
                  just noticeable difference
                  
                  
               

               	
                  differential threshold
                  
                  
               

               	
                  absolute threshold. 
                  
                  
               

            

            Submit

            
               Correct. This refers to when consumers have gotten used
                  to the difference they had observed before. They no longer
                  notice the difference. 
               

               Incorrect. It is the point that the consumers readily
                  perceive the difference between two similar stimuli.
                  
               

               Incorrect. It is the minimal difference that can be
                  detected between two similar stimuli. 
               

               Incorrect. It is the lowest point at which we can
                  experience a sensation. That’s when we notice a difference in
                  the stimuli. 
               

            

            
            
            
            
            
            	When stimuli are highly ambiguous, an individual will usually: 

            
            
               	
                  ignore them. 
                  
                  
               

               	
                  block them out. 
                  
                  
               

               	
                  interpret them according to one’s own needs,
                  wishes and interests. 
                  
                  
                  
               

               	
                  consult others as to their meaning. 
                  
                  
               

            

            Submit

            
               Incorrect. Most of us will respond to ambiguous
                  stimuli. We may ignore negative stimuli. 
               

               Incorrect. We tend to block out negative stimuli, but
                  are often stimulated by ambiguous stimuli. 
               

               Correct. We tend to form closure on the stimuli we are
                  exposed to, and interpret it to fit our purpose. 
               

               Incorrect. This may apply to some consumers, but more
                  often than not we will form closure and interpret the message.
                  
               

            

            
            
            
            
            
            	Hillary has avoided purchasing a new tablet PC because prices
               keep falling and she is worried that, if she buys one today, the same
               tablet will be cheaper in three months. She is experiencing ___ risk in
               purchasing a tablet. 
            

            
            
               	
                  financial 
                  
                  
                  
               

               	
                  social 
                  
                  
               

               	
                  psychological 
                  
                  
               

               	
                  time
                  
                  
               

            

            Submit

            
               Correct. Financial risk refers to the risk that the
                  product will not be worth its costs, say three months from
                  today. 
               

               Incorrect. Social risk refers to poor product choice
                  that may result in social embarrassment for the owner.
                  
               

               Incorrect. Psychological risk refers to risk that a
                  poor product choice will result in a bruise to her ego.
                  
               

               Incorrect. Time risk refers to risk that time spent in
                  search of product may be wasted and should be vested elsewhere.
                  
               

            

            
            
            
            
            
            
            
            	Classical conditioning and behavioural conditioning theory are
               examples of ___ theories. 
            

            
            
               	
                  perception 
                  
                  
               

               	
                  behavioural learning
                  
                  
                  
               

               	
                  cognitive learning 
                  
                  
               

               	
                  involvement 
                  
                  
               

            

            Submit

            
               Incorrect. Perception theories deal with how consumers
                  selects, organizes and interprets stimuli, and draw meaning from
                  them. 
               

               Correct. Both theories study the observable responses
                  of consumers to specific external stimuli. It focuses on the
                  inputs and the outcomes of stimuli. 
               

               Incorrect. Cognitive theories involve how consumers
                  driven by goals will seek out information in order to make a
                  decision or solve a problem. 
               

               Incorrect. Involvement theories refer to consumer level
                  of motivation to search for information regarding a product or
                  service. 
               

            

            
            
            
            
            
            	Sara usually watches the Korean drama serials while waiting for
               dinner to be served. She tend to associate the drama with dinner, and
               eventually the sound of the drama alone may cause her mouth to water
               even if dinner was not ready. This is known as: 
            

            
            
               	
                  classical conditioning. 
                  
                  
                  
               

               	
                  conditional learning. 
                  
                  
               

               	
                  behavioural learning. 
                  
                  
               

               	
                  perceptual learning 
                  
                  
               

            

            Submit

            
               Correct. Learning is carried out through repetition of
                  the pairing of stimuli that are related to one another over
                  time. 
               

                Incorrect. Classical conditioning is a more specific
                  response to the question. Conditioning learning is more
                  broad-based. 
               

               Incorrect. Classical conditioning is a more specific
                  response to the question. Behavioural learning refers to
                  observable responses to specific external stimuli.
                  
               

               Incorrect. Perceptual learning refers to how we
                  perceive information. 
               

            

            
            
            
            
            
            	Our tendency to make the same response to slightly different
               stimuli is called: 
            

            
            
               	
                  stimulus discrimination.
                  
                  
               

               	
                  stimulus generalization. 
                  
                  
                  
               

               	
                  classical conditioning. 
                  
                  
               

               	
                  advertising wearout. 
                  
                  
               

            

            Submit

            
               Incorrect. It refers to the selection of specific
                  stimuli from among similar stimuli. 
               

               Correct. It explains why some me-too products are doing
                  well in the marketplace. 
               

               Incorrect. Learning is carried out through repetition
                  of the pairing of stimuli that are related to one another over
                  time. 
               

               Incorrect. Refers to when advertisements due to their
                  repetitive nature result in consumers no longer retaining and
                  attending to the message. 
               

            

            
            
            
            
            
            	Reinforcement performed before the desired consumer behaviour
               actually takes place is called: 
            

            
            
               	
                  positioning. 
                  
                  
               

               	
                  licensing. 
                  
                  
               

               	
                  shaping
                  
                  
                  
               

               	
                  passive learning. 
                  
                  
               

            

            Submit

            
               Incorrect. This seeks to differentiate consumer
                  perception of one product over competing products in the
                  marketplace. It operates on the principle of market
                  discrimination. 
               

               Incorrect. This refers to a marketing strategy for
                  market expansion that operates on the principle of market
                  generalisation. 
               

               Correct. It is able to increase the probabilities that
                  certain desired consumer behaviour will occur. 
               

               Incorrect. This is achieved through repeated exposure
                  to the same stimuli. 
               

            

            
            
            
            
            
            

            
            	Learning based on mental activity is called: 

            
            
               	
                  passive learning. 
                  
                  
               

               	
                  massed learning. 
                  
                  
               

               	
                  distributed learning.  
                  
                  
               

               	
                  cognitive learning. 
                  
                  
                  
               

            

            Submit

            
               Incorrect. This is achieved through repeated exposure
                  to the same stimuli. 
               

               Incorrect. Refers to learning that should be carried
                  out all at once within a short time frame. 
               

               Incorrect. Refers to learning schedule to be spread out
                  over a period of time.  
               

               Correct. According to this theory, learning involves
                  complex mental processing of information and involves the role
                  of motivation. 
               

            

            
            
            
         

         
      

      
      
   
      
      
      Study Unit 4
Consumer as an Individual Part 3

   
      
      
      
      Learning Outcomes

      
      By the end of this unit, you will be able to:

      
      
         
         	Describe the importance of consumer attitude in purchase decisions. 

         
         
         	Discuss how attitudes are formed. 

         
         
         	Explain various theoretical models of attitude. 

         
         
         	Discuss strategies to change consumer attitude. 

         
         
         	Discuss how consumers view different sources of communication. 

         
         
         	Describe how the target audience receives messages. 

         
         
         	Explain the role of media in communication. 

         
         
         	Examine how persuasive communication can be created. 

         
         
      

      
      
   
      
      
      
      Overview

      
      In Study Units 2 and 3, we saw how consumer personality, consumer perception, and
         consumer learning drive the consumers’ motivation to purchase a product. Another
         important characteristic of the consumer is the attitude that he or she currently
         has or will form towards a particular product, service, brand, manufacturer, or
         retail store. Unless the attitude is positive, consumers will not have any
         inclination towards purchasing a particular brand. Therefore, marketers need to
         understand how attitudes are formed and how these attitudes can be changed so that
         they can persuade consumers to purchase their product or brand. 
      

      
      Once marketers learned about consumer attitude, perception, learning, and
         personality through extensive consumer research, they can develop persuasive
         communication strategies to inform consumers about their brands and products. In
         order to develop these strategies, marketers need to know how information is
         received and processed by the consumers and what type of communication will appeal
         to consumers with different personalities. Therefore, knowledge about the
         communication process is important.
      

      
      In Chapter 1, we will discuss how attitudes are formed and what strategies are
         available for marketers to change the attitudes of consumers. Chapter 2 will cover
         the communication process.  
      

      
   
      
      
      
      Chapter 1: Consumer Attitude Formation and Change

      
      We have looked at motivation, personality, perception, and learning and the likely
         impact of these factors on consumers’ purchase behaviour. But, in considering a
         consumer’s motivation, personality, perception, and learning, we should remind
         ourselves that there is an underlying important factor that shapes behaviour: the
         consumer’s attitude towards a product or service. In this chapter, we will study how
         consumers form attitudes and how attitudes can be changed. 
      

      
      The marketer’s responsibility in dealing with consumers’ attitude includes:

      
      
         
         	understanding the existing attitude towards the product or service 

         
         
         	making potential consumers form a favourable attitude towards the product,
            service or concept on offer 
         

         
         
         	changing the existing attitude of consumers to the marketer’s favour 

         
         
      

      
      
      
         
         1.1 What are Attitudes?

         
         
            (Learning Objective: To define consumers’ attitude towards an
                  object)
            
         

         
         In the consumer behaviour context, an attitude is defined as a learned
               predisposition to behave in a consistently favourable or unfavourable way
               with respect to a given object. The object refers to a product, service,
            advertisement, event, brand, usage, space or cyberspace, price, medium, or
            retailer.
         

         
         Since it is an agreed fact that attitudes are learned, it follows that they
            are learned through personal direct experience with a product or service,
            information obtained from any source, advertisements and communication, the
            Internet, or several other forms of marketing. An attitude reflects an
            individual’s evaluation of the object, motivating the consumer to approach or
            avoid the object under consideration. However, the actual behaviour might or
            might not happen. 
         

         
         The impact of the consumption context on attitudes is strong. A person will
            stop at a fast-food restaurant for a quick lunch on a weekday, but this is not
            appropriate for a business lunch. Most consumers are consistent with respect to
            their attitudes towards a product or a brand. But in situations where their
            preferred brand is not available, is unaffordable or generally beyond reach,
            consumers are likely to switch brands. Consequently, attitudes are affected and
            new attitudes may be formed.
         

         
         Caution must be applied when measuring attitudes and the situation in which
            given behaviours take place is relevant and important. If marketers omit the
            situations, the relationship between attitude and behaviour would seem unrelated
            or might be misrepresented.
         

         
      
      
      
      
         
         1.2 Structured Models of Attitude

         
         
            (Learning Objective: To examine the various models of
                  attitude)
            
         

         
         It is important to understand how attitudes are organised and interrelated.
            Psychologists have come up with a few models of attitude, as discussed in the
            following sections. 
         

         
         
            
            1.2.1 Tri-component Attitude Model

            
            According to the tricomponent attitude model, an attitude consists of
               three components, i.e., cognitive, affective, and conative components.
               Figure 4.1 shows a simple representation of Tricomponent Attitude
               Model.
            

            
            
               Figure 4.1 The Tricomponent Attitude Model(Source: Figure 6.2 on p. 176 of the textbook)
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               Cognitive Component
               
            

            
            The cognitive component involves a consumer acquiring knowledge or
               perception about the attitude object, which leads to the formation of
               certain beliefs about that object. This belief, in turn, leads to the
               formation of a positive or a negative attitude towards the object with
               respect to its various attributes. The various attributes of ice cream, for
               example, might include flavour, colour, sweetness, portion size, price,
               availability, etc.
            

            
            
               Affective Component
               
            

            
            The affective component comprises a consumer’s emotions and feelings about
               a particular brand or a product. This component also reflects a consumer’s
               global assessment of the attitude object. In order to measure emotions and
               feelings, which are primarily evaluative, researchers use a five-point
               Likert or a semantic differential scale. Marketers touch upon emotions and
               feelings in order to affect consumer attitudes. 
            

            
            
               Conative Component
               
            

            
            The conative component refers to the likelihood or tendency that an
               individual will undertake a specific action or behave in a particular way
               with regard to the attitude object. That is, the conative component implies
               the consumer’s intentions to purchase. 
            

            
         
         
         
         
            
            1.2.2 Multi-Attribute Attitude Model

            
            Any attitude object has various attributes. Multi-attribute attitude
               models define the overall attitude as a function of the beliefs and
               perceptions consumers hold for the various attributes of a given attitude
               object. There are three models that can guide us in this regard.
            

            
            
               
               1.2.2.1 Attitude-Toward-Object Model

               
               We all have certain beliefs and evaluations with respect to a certain
                  product category, brand, etc. When you consider applying to an
                  university, you look at:
               

               
               
                  
                  	University reputation 

                  
                  
                  	Faculty members 

                  
                  
                  	Study workload 

                  
                  
                  	Whether it would add value to your career 

                  
                  
                  	Extracurricular programmes and activities 

                  
                  
               

               
               
               Based on the attitude-toward-object model, an individual’s attitude
                  toward or evaluation of a product is determined by two elements: (a) the
                  extent to which the product has each of a given set of attributes and
                  (b) the importance of each of these attributes to the person. Hence,
                  back to the university application example, you should have a favourable
                  attitude towards those institutions performing really well on your
                  important attributes.
               

               
               Similarly, when you buy a car or a television, or when you try to
                  figure out what your first job should be, your beliefs and knowledge
                  about products or options will contribute to the way your attitude
                  develops. 
               

               
               The knowledge of the attitude-toward-object model would give marketers
                  a better idea as to how much, for example, the moisturising attribute of
                  a face cream needs to be highlighted in an advertisement, rather than
                  some other relevant attribute of the cream. 
               

               
            
            
            
            
               
               1.2.2.2 Attitude-Toward-Behaviour Model

               
               The attitude-toward-object model focuses on how an individual forms
                  attitudes towards an object, but the attitude-toward-behaviour model
                  measures an individual’s attitude toward a particular behaviour or
                  action. However, they both follow similar logic. Specifically, an
                  attitude toward a behaviour is a function of the consumer’s belief about
                  the possible consequences and the desirability of those consequences. 
               

               
            
            
            
            
               
               1.2.2.3 Theory of Reasoned Action (TRA) Model

               
               The theory of reasoned action model is a comprehensive integration of
                  attitude components, which leads to a better explanation and prediction
                  of behaviour. It takes into account the cognitive, conative, and
                  affective components to predict purchase behaviour of consumers.
               

               
               Daniel is 52 years old and is thinking of buying a new car. He could
                  either go for a high-end car or a functional mid-range car. He feels
                  that a Benz would make him look like an achiever among his peers and
                  friends, while a Honda or Mazda would appeal to his wife and children.
                  He and his wife both believe that a car is just a car, and he worries
                  that she will wonder why he wants to spend more money on something that
                  only needs to perform one basic function. This is where researchers talk
                  about “normative” beliefs, or an individual’s belisf about relevant
                  “others,” and his motivation to comply with each of those “others.”
                  Daniel is caught between the judgement of his peers, friends, and
                  family; these social norms will motivate him towards a
                  decision.
               

               
            
            
            
         
         
         
         
            
            1.2.3 Theory of Trying-to-Consume Model

            
            We are all susceptible to the theory of trying to consume, which suggests
               that there are some barriers that might stop people from acting on their
               behavioural intention. Why? Joe has a paper to finish and has set aside two
               days to finish it. He has a clear intention to start working on the paper,
               but he still could not finish on time. Why? How can marketers make use of
               this behaviourial tendency? 
            

            
            Marketers look for situations where consumers might face either personal
               or environmental impediments and thus fail to try to consume. Take, for
               example, an advertisement for a weight control product, for example, oats.
               The copy reads, “Oatmeal for weight control”. The marketer encourages the
               consumer not to fail to abide. In any advertisement with respect to weight
               loss or slimming or bust enhancement or hair loss prevention, a marketer’s
               aim is to constantly remind the consumer of the impediment in case he or she
               forgets. This helps the consumer to overcome impediments when he or she
               tries to consume.
            

            
         
         
         
         
            
            1.2.4 Attitude-Toward-the-Ad Model

            
            When you are exposed to an advertisement, what is expected to happen? This
               model predicts that the consumer will form feelings and judgments as a
               result of exposure to the advertisement. These feelings and judgments input
               affect the consumer’s attitude towards the brand or the product being
               advertised. We can infer that the advertisement itself can have a profound
               impact on the attitude towards the brand or the product; consequently, it
               should contain both subjective and objective information.
            

            
            Marketers should take care not to offend the audience. A recent television
               advertisement in India for a mobile phone service provider depicts a man
               crossing the road trying to send a text message. In an effort to avoid this
               pedestrian, a car and a van collide and this young man’s mobile phone screen
               flashes the message “I am saved”. There were many who were offended by this
               advertisement. What do you expect the consumer’s attitude towards the
               service to be after watching this advertisement?
            

            
         
         
         
      
      
      
      

      
      

      
      
         
         1.3 Attitude Formation

         
         
            (Learning Outcome: To discuss how attitudes are formed)
            
         

         
         So far, we have discussed attitudes and models that impact attitudes. Now we
            are going to look at:
         

         
         
            
            	how attitudes are learned 

            
            
            	the source of influence on attitude formation 

            
            
            	the influence of personality factors on attitude formation 

            
            
         

         
         
         
            
            1.3.1 How Attitudes are Learned

            
            Who owns Xerox in Asia? The answer is Fuji-Xerox, which is a joint venture
               between Fuji and Xerox. When you see this, what is your attitude? How is it
               formed? Xerox is a copier company and Fuji’s expertise used to be in photo
               films. Cisco used to be just Cisco and now it is Certis-Cisco. FairPrice
               used to be just NTUC. Has your attitude changed?
            

            
            Attitudes can be formed before or after behaviour occurs. In the case of
               Fuji-Xerox, it does not highlight all the information; only the most
               important and most relevant information or attributes are exposed to the
               consumers in facilitating attitude formation.
            

            
            Have you trained for job interviews? What are job interviews about? They
               are about marketing yourself. What do you highlight in your CV and during
               the interview? These depend on the employer, job position, and other such
               factors. That is exactly what marketers should do to develop an attitude in
               their consumer about their product. Marketers should first identify the
               product and the target, the needs of consumers, their budget, and what
               attributes are important to them. The marketing mix should be decided in
               order to help the consumer form a positive attitude towards the brand. These
               should be reflected in advertisement and communication. 
            

            
         
         
         
         
            
            1.3.2 Sources of Influence on Attitude Formation

            
            In general, consumers’ attitude is strongly influenced by personal
               experience, family and friends, direct marketing, mass media, and the
               Internet. 
            

            
            
               Personal Experience
               
            

            
            When a consumer offers to take a taste test, a bit of a cookie, or a small
               cup of juice, or a morsel of bread in a supermarket, an opportunity for the
               consumer to develop a favourable attitude towards the product is created. So
               is the case with test driving a car or conducting open houses in
               universities and real estate services.
            

            
            
               Family and Friends
               
            

            
            The other day, Jane overheard a conversation on the MRT. A person was
               showing a friend his new smartphone and explaining that his uncle had one,
               which prompted him to buy one also. The influence of family and friends on
               purchase decisions is strong. Health clubs and magazines and even some banks
               have special “introduce a friend” deals. 
            

            
            
               Direct Marketing
               
            

            
            Direct marketing is targeted at small segments of markets with special
               needs. Marketers target consumers on the basis of demographic,
               psychographic, or geo-demographic profiles with customised product
               offerings. The Internet has made direct marketing even more feasible and
               practical.
            

            
            
               Mass Marketing
               
            

            
            In Singapore, mail boxes at HDB and condominium apartments have a lock
               system to filter drop-in junk mail. Using mail boxes, newspapers, taxis,
               buses, train stations, and sources wherever people can see, read, and absorb
               messages, marketers try to communicate to consumers in general. If you walk
               along the underground passageway from Scotts Road to Orchard MRT station,
               you can’t miss all those advertisements under your feet.
            

            
            

            
            

            
            
               The Internet
               
            

            
            We are all familiar with promotional emails, banners, and millions of
               links whenever we try to browse the Internet. Indeed, the Internet has
               turned out to be the most cost-efficient medium of advertising in a very
               short time.
            

            
         
         
         
         
            
            1.3.3 Personality Factors in Attitude Formation

            
            Personality factors also play an important role in attitude formation.
               People who have a high need for cognition seek more information while people
               who have a low need for cognition look for endorser status, attractiveness
               of packaging, flashing lights, and glitter.
            

            
         
         
         
      
      
      
      
         
         1.4 Strategies for Attitude Change

         
         
            (Learning Objective: To examine the strategies to change consumer
                  attitude)
            
         

         
         So far, we have looked at how attitudes are formed and structured. If a
            consumer does not have a positive attitude towards the product, it is still
            possible for marketers to change the attitude towards the product by applying
            appropriate strategies. In this section, we will look at four strategies that
            can be used to change consumer attitude.
         

         
         
            
            	Changing the basic motivational function 

            
            
            	Working on the tricomponent attitude model 

            
            
            	Altering components of the multi-attribute model 

            
            
            	Resolving two conflicting attitudes 

            
            
         

         
         
         
            
            1.4.1 Changing the Basic Motivational Function

            
            In Study Unit 2, we learned that unless there is motivation, the consumer
               will not set any goal or do anything. Similarly, people also form attitudes
               to serve some motivation (i.e., for some reasons). These motivations are
               termed the functions of attitudes. Attitudes are formed to serve four main
               functions, namely: utilitarian function, ego-defensive function,
               value-expressive function, and knowledge function. Marketers can change
               consumer attitude by addressing these functions. 
            

            
            
               Utilitarian Function
               
            

            
            The utility value of a brand which appeals to the consumer is highlighted
               by the marketer in the advertisements. For example, credit card
               advertisements list the utility value of owning that particular credit card
               with discounts in selected businesses. If a consumer is not satisfied with
               the utility value of a product, it can be modified to change the attitude.
               For example, Arm and Hammer was marketing its baking soda as an ingredient
               in baking cakes and biscuits. Later, it found that baking soda removes odour
               from refrigerators. Arm and Hammer started pointing it out in its
               advertisements and the sales increased.
            

            
            
               Ego-Defensive Function
               
            

            
            Consumers want to protect their self-image due to inner feelings of
               inadequacy and in their frenzy to quench such feelings, they seek products
               they think would give them security and confidence. Any advertisement for
               cosmetic products for women of all ages caters to their ego-defensive
               function in the target market. Dove uses ordinary women (rather than pretty
               ones) as endorsers for its soap and other toiletry items. Why do you see
               bottles of age-defying creams in the store and newspaper advertisements for
               these products in the cover pages of the Life! section of The Straits Times
               which are usually looked at by women rather than men?
            

            
            
               Value-expressive Function
               
            

            
            Attitudes, in general, reflect the values, lifestyle, and outlook of the
               consumers. Who are the consumers that prefer high-priced luxury cars
               compared to those who go for small functional cars? Why would Tag Heuer
               advertisements carry the punch line “What are you made of?” How does Patek
               Phillipe advertise in response to Tag Heuer watches? “Begin your tradition”.
               Both are highly-priced watches and the marketer wants to impress on the
               consumers that these watches satisfy the value-expressive function.
            

            
            
               Knowledge Function
               
            

            
            Consumers are naturally curious to know about products and people around
               them. Consumers’ cognitive “need to know” is an important angle for
               marketers to position their product and change consumer attitudes in their
               favour.
            

            
            
               Combining Several Functions
               
            

            
            Most of the time, it is imperative that the marketer combines the four
               functions in one advertisement for four different types of consumers in the
               same target market as they could be sensitive to these functions. Unless a
               marketer takes this factor into account, he or she would miss out on
               valuable target consumers.
            

            
         
         
         
         
            
            1.4.2 Working on the Tri-Component Attitude Model 

            
            Marketers can mold attitude through the three attitude components. Some
               possible strategies are:
            

            
            
               
               	Changing product beliefs: Adopting the information-based approach,
                  marketers attempt to change consumers’ cognitive thoughts about the
                  product or the brand by offering rational appeals or logical arguments.
                  See §1.4.3 for some examples.
               

               
               
               	Associating the product with a special group, event, or cause: Consumers
                  hold special attitudes to specific groups, events, or causes. Marketers
                  have more to gain when they associate their product with a group, event,
                  or specific cause that would appeal to their target consumers and change
                  their attitudes. When Motorola came up with “Motorola red phones,” it
                  made it big by associating Motorola red to AIDS awareness and related
                  events in Africa. Those who decided to own a Motorola red cell phone
                  felt good. Since the phone was used in a public setting, the consumers
                  received positive vibes as others could see that they were aupporting a
                  good cause. This approach is based on the affective component: tie-in
                  with a special group, event, or cause could enhance consumers’ feelings
                  and overall assessment of the brand. 
               

               
               
               	Changing the overall brand image: This approach also touches on the
                  affective component of the attitude. The latest message for local grown
                  “Tiger Beer” is “From North Bride to New York!” It is obvious that Tiger
                  Beer wants to change the brand rating for the product from just “local”
                  to “global.”
               

               
               
               	Changing beliefs about competitors: One has to be careful when comparing
                  with a competitor’s brand as it involves giving a free ride to your
                  competitor in your advertisements. The marketer should weigh the
                  benefits over costs in trying to change beliefs of consumers about
                  competing brands. In the car rental business, Hertz is rated number one
                  followed by Avis. Avis came up with a slogan, “Our lines are shorter”.
                  This is a strategy where not only Avis attacks Hertz on its strength of
                  being number one and having a longer line but also expresses to the
                  consumers that it knows who it is and where it stands. This kind of
                  self-evocative claim appeals to consumers’ cognitive thought about the
                  brand and enhances their intention to purchase Avis instead of Hertz. A
                  change in attitude follows.  
               

               
               
            

            
            
         
         
         
         
            
            1.4.3 Altering Components of the Multi-Attribute Model

            
            We have already seen the multi-attribute models which have offered some
               hints for attitude changing strategies. Attitude change can be brought about
               by manipulating a few of the attributes in the following ways:
            

            
            
               
               	Changing the relative importance of attributes
                  Coca-Cola has to
                     have that slightly bitter taste and Pepsi Cola came up with a
                     slightly sweeter soft drink to appeal to teenagers. This was how
                     they positioned themselves initially and they built their image on
                     such foundations. When Coca-Cola tried to move away through “New
                     Coke,” it faltered and adjusted back to its original formula. In a
                     competitive business environment, it is the relative evaluation of
                     different attributes that appeal to different segments and an astute
                     marketer will leverage that and succeed.
                  

                  
               

               
               
               	Changing brand or product beliefs 
                  This is a cognition-oriented
                     strategy where marketers convince consumers that the usual brand
                     they favour now offers more or new benefits. For example, if you
                     walk along the aisle of a supermarket where toothpaste is kept, you
                     will find Colgate brands ranging from appealing to children to
                     adults, to smokers, to the health conscious, and to ageing segments.
                     When more women entered the workforce and the lack of time drove
                     them to buy ready-mixed baking items, Arm and Hammer started
                     promoting other benefits of baking soda such as absorbing odour in
                     shoes, cleaning ceramic ware, whitening teeth, etc. In general, the
                     information provided by the marketer regarding the added benefit has
                     to be compelling, essential, and believable so that there is a
                     desired shift in attitude.
                  

                  
               

               
               
               	Adding an attribute
                   Sometimes, marketers add an attribute that was
                     originally ignored or one that represents improvement or
                     technological innovation. Have you seen soymilk advertisements
                     claiming that it has no cholesterol compared to cow’s milk? Shoe
                     makers physically adding an attribute for convenience like
                     pump-style soles in shoes for better protection of feet. In this
                     strategy, it is the presence or absence of an attribute that is
                     highlighted to change the attitude of the consumers.
                  

                  
               

               
               
            

            
            
         
         
         
         
            
            1.4.4 Resolving Two Conflicting Attitudes

            
            It is natural that consumers at times have conflicting attitudes towards
               products or services. In such situations, it is the marketer’s
               responsibility to make the negative attitude look much weaker compared to
               the positive one. If a marketer succeeds in this effort, the consumer will
               develop a favourable attitude. Consider a consumer who is thinking of buying
               an iPad. He already owns an iPhone and an iMac laptop computer. He has a
               positive attitude towards the iPad as it will be better than lugging his
               laptop everywhere. At the same time, he is not sure how these new products
               will perform when they are introduced. Many new products have problems at
               the start and it may take some time before these are resolved. To resolve
               this conflict, Apple can provide testimonials from several users who
               appreciate the iPad.
            

            
         
         
         
      
      
      
      
         
         1.5 Elaboration Likelihood Model of Attitude Change

         
         
            (Learning Objective: To examine two routes to persuasion)
            
         

         
         According to the elaboration likelihood model, consumer attitudes can be
            changed through two routes of persuasion, namely, central route and peripheral
            route. Which route consumers go through to form their attitude depends on their
            involvement in the purchase decision. 
         

         
         
            
            	
               Central Route Persuasion
               
               When a consumer’s motivation and
                  ability are high with respect to assessing the product or service, the
                  consumer spends more time getting information about the product or
                  service. Note that even a few seconds could matter when it comes to
                  paying attention to advertisements and messages. In this case, the
                  marketers should use the central route to persuasion. Consider a
                  consumer looking to purchase an electric bike which has the capability
                  to charge his iPhone and a device attached to the wheel which alerts him
                  if the bike is being moved. The marketer should provide all the
                  necessary information for the consumer to assess the
                  product.
               

               
            

            
            
            	
               Peripheral Route to Persuasion
               
               When the motivation or assessment
                  skills are low, involvement of consumer is low and the marketer should
                  use a peripheral route to persuasion. An example would include cents-off
                  coupons, free samples, messages through celebrity endorsers,
                  etc.
               

               
            

            
            
         

         
         
         It is up to the marketer to use the model to effect a change in attitude
            through the central or peripheral routes to persuasion.
         

         
      
      
      
      
         
         1.6 Behaviour Can Precede or Follow Attitude Formation

         
         
            (Learning Objective: To discuss whether behaviour follows attitude
                  formation or attitude formation follows behaviour)
            
         

         
         Marketers can change attitudes only if behaviour follows attitude formation.
            In many cases, attitudes towards a product or service are formed after the
            product is purchased or not purchased. It is important for marketers to know
            which comes first. Two theories, namely, cognitive dissonance theory and
            attribution theory offer explanations about which comes first, behaviour or
            attitude.
         

         
         
            Cognitive Dissonance Theory
            
         

         
         All human beings are always doubtful about whether they made the right choice
            or decision in relation to a material possession, a vacation, a pet, a vehicle,
            selection of spouse, etc. As a follow up, the consumer starts thinking about the
            benefits of the unchosen options. A consumer might choose a Honda car but start
            thinking about the better construction of the Mazda or safety of the Volkswagen
            that he did not buy. This is what we call as “cognitive dissonance” and when it
            happens after the purchase, it is called post-purchase dissonance.
         

         
         Our concern is whether dissonance is good or bad for the marketer with respect
            to affecting the attitude of the customer. Looking beyond the positive or
            negative effects of dissonance, the marketer should expect dissonance to happen
            in the consumer’s cognition and this expectation would direct him or her to
            communicate to the consumer the benefits of his or her product or service over
            the competitors’ at the time of or after purchase.
         

         
         Efforts by marketers include warranties and messages in their advertisements
            aimed at reinforcing consumers’ decisions, complimenting them for their
            purchase, and providing clear instructions on the usage of the product or
            service.
         

         
         There are also instances when marketers come up with a manipulative marketing
            strategy to appease the cognitive dissonance in consumers by over promoting and
            using unbelievability in their messages. 
         

         
         
            Attribution Theory
            
         

         
         In general, we attribute a cause or several causes to our own behaviour or
            behaviour of others. For example, there is a steep rise in the price of gold
            because people hoard gold for investment and women like gold jewellery.
         

         
         Attribution theory is part of everyday life and consumers express approval by
            rewarding those products and companies which they have a positive attitude
            towards and rejecting or spreading negative word of mouth for about companies
            which they have an unfavourable attitude towards due to unpleasant experiences.
            Many theories have been developed based on attribution and of these,
            self-perception theory is more often used.
         

         
         
            Self-Perception Theory
            
         

         
         This theory discusses individuals’ inferences or judgments as to the cause of
            their own behaviour. Even in attributing causality to one’s own behaviour, the
            attributions can be internal or external. For example, when a son tops the
            examination, his father is proud to claim lineage but when the son breaks the
            law for drinking and driving, his father passes on the lineage of his son to his
            wife’s family by telling her, “my son achieved this” or “your son did not obey
            the law.” The same attribution is reflected in the performance of a product.
            When the effect of the product is seen, the internal attribution leads the
            consumer to claim credit and when the effect of the product is less than
            expected, the blame is shifted to the performance of the product (external
            attribution). 
         

         
         Self-perception theory guides the marketer to develop products of high quality
            and convey messages to the consumers about the products in such a way that the
            internal and external attributions are to the advantage of the products.
         

         
         
            Foot-in-the-Door Technique
            
         

         
         This technique refers to the psychology of compliance with an initial small
            request that would mellow the person to comply to a bigger request at a later
            time. This can be explained by the attribution theory. When an individual is
            approached to donate $10 towards earthquake victims in Chile, a positive
            internal attribution towards his act (of donating a small amount) starts and he
            would be willing to donate a larger amount at a later time.
         

         
         The marketing application of this is that the marketer offers a believable
            small incentive to effect an attitude change towards purchase of the product.
            The marketer should be careful not to give incentives or rewards that are too
            big because that would make the consumers sceptical or doubtful about the
            product.
         

         
         
            Door-in-the-Face Technique
            
         

         
         This technique is the reverse of the foot-in-the-door technique. In this
            technique, the marketer starts off with a huge incentive such as
            two-for-the-price-of-one airline tickets to effect a change in the attitude
            towards purchase behaviour. This would fit only specific situations as it is a
            riskier and more expensive proposition. 
         

         
         

         
         
            Attribution Towards Others
            
         

         
         When consumers feel that the salesperson’s pitch is non-partisan and geared
            towards their benefit, their attitude will be positive. On the contrary,
            consumers will readily reject the offer by a salesperson if they feel the pitch
            is more towards earning a commission. A marketer has to bear this in mind while
            training salespeople or delivering goods on time or coming up with positive
            messages.
         

         
         
            Attribution towards Things
            
         

         
         Since products are considered “things” by consumers, the product performance
            can lead them to form product attributions. Marketers and consumer researchers
            pay attention to such attributions by consumers because they provide valuable
            insights into the various attributes of the product and ideas for
            improvement.
         

         
         Consumers use a few inherent criteria to confirm their attributions such as
            distinctiveness, consistency, and consensus. How consumers confirm their
            attributions guides marketers in using the criteria to make consumers form a
            positive attitude towards the product or service. 
         

         
         
            [image: ]Read
               
               You should now read Leon G. Schiffman & Joe Wisenblit (2019), Consumer
                  Behavior, 12th Edition, Pearson Prentice Hall, Chapter 6, pp. 172 – 195.
                  
               

               
            

         

         
         
            
               [image: ]Lesson Recording

               
               
                  Consumer Attitude Formation and
                     Change
                  
               

               
            

         

         
      
      
      
   
      
      
      
      Chapter 2: Persuasive Communications and Consumer Behaviour

      
      We have discussed the various aspects of approaching potential and existing
         customers through understanding their motivation, perceptions, and learning
         processes. We also discussed how consumers form attitudes and how marketers might
         attempt to change consumer attitudes to their favour. In this section, we will
         discuss just a few of the many ways in which marketers can communicate with
         consumers to ultimately bring about a change in consumption behaviour to increase
         the market share of the product or service in a competitive business
         environment.
      

      
      
         
         2.1 Elements and Challenges of Effective Communication

         
         
            (Learning Outcome: To discuss elements and challenges of effective
                  communication)
            
         

         
         Communication can be defined as: transmission of a message from a sender to
               a receiver via a medium or channel of transmission. Along with the four
            elements, namely, sender, receiver, medium, and message, a fifth element,
            feedback is essential to alert and inform the sender about the strength of
            reception of the message at the receiver’s end.
         

         
         Figure 4.2 shows the communication model. 

         
         
            Figure 4.2 Basic Communication Model (Source: Figure 7.1 on p. 196 of the textbook)
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         However, communication is not always effective. Individual psychological
            selectivity and the message clutter in the marketplace hinder consumers from
            catching or interpreting the marketing messages. Thus, marketers’ greatest
            challenge in communicating with the target market is to make the message as
            persuasive as possible besides deciding on essential factors such as the choice
            of the medium, the credibility, creativity, colour, and other factors. The
            latest technology enables highly customised message transmissions. For
            example:
         

         
         
            
            	Cable companies can filter commercials meant for pet owners if your family
               does not own a pet.
            

            
            
            	Portable people meter (PPM), when attached to your belt during the day and
               plugged into a cable at night, transfers data regarding your media exposure
               through the radio, television, your driving route with GPS enabled car and
               all the possible messages, television advertisements and bill boards along
               with the print media, such as newspapers and magazines that you read or
               browsed as well as the websites you visited. 
            

            
            
         

         
         
         With this kind of information about consumers, marketers have to combine the
            latest with the traditional modes in communicating with consumers. 
         

         
      
      
      
      
         
         2.2 Source as Message Initiator

         
         
            (Learning Outcome: To describe the role of the source in communication
                  process)
            
         

         
         
            Impersonal and Interpersonal Communications
            
         

         
         Communication can be either impersonal or interpersonal. When the message is
            transmitted by marketing departments, advertising and public relations agencies,
            or spokespersons, the message tends to be impersonal, that is, just one-way
            transmission from source to receiver. 
         

         
         When the consumers access or receive information from services such as
            salespersons, peers through one-on-one or electronic communication, there are
            opportunities for interaction and clarification of information related to the
            product or service and communication in this scenario is more interpersonal.
            Sources to convey the message to consumers “interpersonally” could be:
         

         
         
            
            	A formal source such as a for-profit or not-for-profit organisation 
            

            
            
            	An informal source such as parent, friend, peer, neighbour, and
               social networks (e.g., clubs, associations, internet blogs, web forums,
               etc.) 
            

            
            
         

         
         
         
            Source Credibility and Persuasion
            
         

         
         The credibility of the source is a key factor in enhancing authenticity and
            believability of the message and in turn, increases the attention span of the
            consumers. Credibility is likely to bring about a favourable attitude change
            towards the product or service.
         

         
         However, the passage of time has a negative impact on the source credibility.
            Source amnesia or sleeper effect is very common in human memory. We know many
            facts and very often we do not remember where we learn them from. The
            dissociation of a message and its source over time is known as source amnesia or
            sleeper effect. To combat sleeper effect in consumers, marketers must repeat the
            same series of advertisements or messages regularly to persuade the consumers
            consistently.
         

         
         
            
            2.2.1 Credibility and Persuasive Power of Reference Groups

            
            Since reference groups are considered as credible sources, it is useful to
               understand the various types of reference groups such as:
            

            
            
               Membership Reference Groups 
               
            

            
            These are groups which a person belongs to or qualifies to belong to, such
               as a club, association, church, or fraternity. In such a group, a member has
               to adjust his or her consumption behaviour to gain acceptance and
               recognition from the other members. Information received from such members
               becomes very credible.
            

            
            
               Aspirational Reference Groups 
               
            

            
            These are groups which possess attractive attributes, making a person want
               to join (and probably will). For example, a business student may admire and
               want to belong to the group of successful e-commerce entrepreneurs. 
            

            
            

            
            

            
            
               Symbolic Reference Groups 
               
            

            
            These can be seen as non-membership groups, which a person will never
               qualify to join. For a student, a professor may be a role model even though
               the student is not going to be accepted as a peer by the faculty group. But
               the student is likely to trust information relating to further study from
               his role-model professor as more credible. 
            

            
            
               Two Types of Group Influence
               
            

            
            Reference groups can exert normative or comparative influence on
               consumers. Normative influence encourages consumers to adopt and
               learn the group’s norms, values, and behaviours. This type of influence
               often occurs among members of membership reference groups. On the other
               hand, when individuals compare themselves to people whom they admire and
               decide to adopt or intimate those people’s behaviours, comparative
                  influence happens. Aspirational and symbolic reference groups are
               sources of comparative influence. You may refer to Table 9.1 (p. 245 of the
               textbook) for an illustration of the relationship between reference groups
               and the types of group influence. 
            

            
            The strength of reference group influence is determined by the
               individual’s tendency to conform, the individual’s product expertise, the
               power of the group, as well as product conspicuousness.
            

            
            
               Credibility and Dynamics of Informal Sources and
                     Word-of-Mouth
               
            

            
            “The third-party view” assumed by informal sources such as family,
               friends, and strangers on Internet social networks are considered to be
               highly credible as there is no hidden agenda (which a marketer has) involved
               in offering an objective opinion about a product or a service. This type of
               information exchange is referred to as word-of-mouth (WOM) and has gained
               momentum due to the increased usage of information technology as well as
               digital and mobile phone technology. In general, consumers consider
               word-of-mouth recommendations for selecting restaurants, travel destinations
               and hotels, physicians, personal care providers, childcare providers,
               movies, books, education related options, financial service providers, and
               various other products and services. 
            

            
            Word-of-mouth through the Internet is wide-reaching in the global business
               environment and some reasons for its proliferation are:
            

            
            
               
               	Advantages of two-way communication 

               
               
               	Accessibility of global social networks 

               
               
               	Proliferating brand communities 

               
               
               	User-friendly message boards and blogs 

               
               
            

            
            
            Social networks such as Facebook and Twitter seem to spread faster than
               the speed of light and a few underlying factors are:
            

            
            
               
               	Tie-strength, the degree of intimacy, and frequency of contacts between
                  the information seeker and the source 
               

               
               
               	Similarity among the group’s members in terms of demographics and
                  lifestyles 
               

               
               
               	Source credibility based on the information seeker’s perception of the
                  source’s expertise in the area of sought advice 
               

               
               
            

            
            
            Likewise, online forums have been used by brand communities to exchange
               information on their favourite brands beyond the country, time, and language
               of the members. 
            

            
            Consumer message boards and blogs offer an opportunity for individuals to
               post their opinions and evaluations of products and services for other
               interested consumers to access. 
            

            
            Since word-of-mouth recommendations can be very powerful in creating or
               changing attitudes, it is important for a marketer to leverage word-of-mouth
               to gain the attention of the consumers, improve their learning, and change
               their attitude towards a product or service.
            

            
            
               Strategic Marketing Applications of Word-of-Mouth
               
            

            
            Marketers have devised ways to creatively apply word-of-mouth to promote
               their products and services. Some of these are buzz agents, viral marketing,
               e-referrals and recommendations, which are also ways to effectively handle
               negative rumours.
            

            
         
         
         
         
            
            2.2.2 Credibility and Persuasive Power of Spokespersons and Endorsers

            
            Since messages and information from formal sources have the vested
               interest of the manufacturers, marketers, and retailers, consumers weigh the
               source credibility of messages based on various factors such as past
               performance, reputation, quality, the kinds of product they are known to
               offer, image of the product and the manufacturer, image and personality
               traits of the spokesperson, type of retail outlets that sell the product,
               and the media that carries the promotion.
            

            
            The above factors form the expectation base of the consumers, and
               marketers handle the same by using:
            

            
            
               
               	Institutional advertising 

               
               
               	Publicity 

               
               
               	Endorsers 

               
               
            

            
            
            Institutional advertising is designed to promote a favourable company
               image rather than to promote a specific product. Example: Samsung proposes
               using solar-cell technology to provide power to schools in remote
               Cambodia.
            

            
            Publicity involves citations of a product in an editorial context which
               gives the product more credibility than through paid advertisement. Example:
               an article about an OSIM massage chair in the “Mind Your Body” section of
               the Straits Times would work more in favour of OSIM Company than a paid
               advertisement in the Straits Times. 
            

            
            Celebrity endorsers such as sport stars, movie stars, and experts create
               credibility if the image and attractiveness of the endorser is kept intact.
               Example: the cases of Tiger Woods and Jack Neo could affect the credibility
               of the products they endorse.
            

            
            Some key findings of studies done to understand the relationship between
               the effectiveness of the message and the spokesperson or endorser used
               are:
            

            
            
               
               	Effectiveness of the endorser is related to the message itself. When the
                  need for message comprehension is low as in day-to-day cosmetic
                  products, the product is received better if the credibility of the
                  endorser is high. When a beautiful and well-known movie star talks about
                  a skin softener, it is received well.
               

               
               
               	When the need for message comprehension is high as in a high-tech gadget
                  or a complex financial product, the fame of the endorser will have a
                  lesser impact on consumer attitudes.
               

               
               
               	There should be perfect synergy between the endorser and the type of
                  product he or she endorses. It would be a good fit when a dentist
                  recommends a toothpaste or toothbrush. In this case, associative
                  learning theory is set into action in the minds of the consumers. An
                  attractiveness-related product like a perfume should be endorsed by a
                  physically attractive endorser. However, the same endorser is unlikely
                  to have the same effect if asked to endorse a car, which is associated
                  with prestige and quality.
               

               
               
               	Some demographic factors such as age, social class, and ethnicity of an
                  endorser have an impact and it is important that there is a match of
                  these factors with those of the consumers in the target market to make
                  the messages more credible and persuasive.
               

               
               
               	Endorser’s credibility is not a substitute for corporate credibility.
                  Other factors such as attitude towards the advertisement, brand image,
                  company reputation, etc. will interact with endorser‘s credibility to
                  influence purchase intention.
               

               
               
               	Endorser’s words must be realistic enough for the consumers to give
                  credence to the message.
               

               
               
            

            
            
         
         
         
      
      
      
      
         
         2.3 Receivers as Target Audience

         
         
            (Learning Outcome: To discuss the role of receivers in the communication
                  process)
            
         

         
         Until now, we have looked at the factors associated with the source of the
            message. Now we will look at the communication process from the receivers’
            perspective.
         

         
         
            Who receives the message?
            
         

         
         Though the message is intended for a target audience, anyone who encounters
            the message when it goes public receives it even if it is for a nanosecond. This
            includes intermediaries such as wholesalers, distributors and retailers, and
            unintended audiences such as those in the general populace who are not the
            target.
         

         
         The message should be “encoded” such that it is interpreted by the intended
            audience the way the marketer planned. Marketers use animations, pictures,
            colours, symbols, spokespersons, and novelty to attract the attention of the
            audience.
         

         
         
            Personal Characteristics and Motives of Receivers
            
         

         
         The personality, attitudes, and prior learning of the target audience affect
            the way a message is decoded. The expectations, motivations, and prior
            experiences of the receivers set in the mind a perception with respect to the
            product, brand, manufacturer, or retailer. This perception also affects the way
            the message is interpreted when they receive a message. Sometimes the
            word-of-mouth from opinion leaders acts as messages to receivers. We need to
            understand that opinion seekers have motivations that go beyond seeking
            information. 
         

         
         
            Involvement and Congruency
            
         

         
         In some big families, there are always one or two odd individuals who cannot
            see the lighter side of life. This is also the case with the ocean of consumers.
            Within the intended audience, those with low-involvement needs for the message
            of a product would prefer a humorous advertisement within a humorous television
            serial. Those with high-involvement needs or serious personalities would fall
            for the same product advertised within a television documentary. The product
            message is incongruent with the more serious documentary that it is placed
            within. Looking at different advertisements for the same product, have you
            wondered why there is such an incongruence? Have you also wondered, “Do I
            believe this?” while looking at the same advertisement in a different
            context?
         

         
         
            Mood
            
         

         
         A child comes home from school happy and singing and finishes whatever is
            served for dinner. If the same child had a bad day, even his or her favourite
            dish on the dinner table tastes awful! It is similar with the receiver when
            interpreting a message. The level of interpretation can depend on the mood of
            the receiver at the time the message is received.
         

         
         
            Barriers to Communication
            
         

         
         There are many ways to turn away from advertisements and communications.
            Selective exposure and psychological noise are two ways to avoid lending one’s
            senses to promotions.
         

         
         
            
            	
               Selective Exposure
               
               It is all a click away, whether it is
                  avoiding commercials on the Internet or television. TiVo, DVD record
                  players, and pause functions are all used to avoid commercials. The
                  caller ID, answering machines, and mobile phones help individuals to
                  receive messages from whoever they choose. But smart marketers resort to
                  non-traditional media to reach these consumers.
               

               
            

            
            
            	
               Psychological Noise
               
               Whether it is competing advertising
                  or distracting thoughts, a marketer’s billboard message could be
                  invisible or radio advertisement could be inaudible, or a television
                  advertisement could be overlooked. This type of psychological noise is
                  overcome by marketers through creative
                  strategies.
               

               
               Repetition is one of the usual ways to enhance
                  reception. Redundancy of advertisement appeal is achieved by marketers
                  through product placement in games and movies and advertisements in
                  lifts and public restrooms. As one takes the tunnel from Scotts Road to
                  Orchard MRT station, the floor is covered with advertisements for
                  various products. 
               

               
               Using contrast in an ocean of stereotypes
                  is another way to gain the attention of consumers. In the digital arena,
                  the number of visits to a site is easy to monitor and some search
                  engines are venturing into eyetracking of consumers when they look at
                  sites with advertisement banners. 
               

               
            

            
            
         

         
         
      
      
      
      
         
         2.4 Media as Channels for Transmitting Messages

         
         
            (Learning Outcome: To explain the role of media in the communication
                  process)
            
         

         
         A medium is required to connect the source and the receiver.

         
         The medium can be:

         
         
            
            	Impersonal such as mass media 

            
            
            	Interpersonal such as a conversation between a salesperson and a customer,
               or two or more people talking about a product or service 
            

            
            
         

         
         
         
            Targeting Consumers through Mass Media
            
         

         
         When a marketer plans to send a message to the masses, she or he has to check
            the segmentation strategies. Product information is communicated to the target
            audience through mass media, such as print media that includes newspapers and
            magazines, or broadcast media which includes television and radio. Since there
            is likely to be more than one segment for a product, the marketer cannot have a
            single message and a single medium for audiences in all the segments that she or
            he targets for the product.
         

         
         Consumer profile and audience profile compiled by the marketer will guide the
            selection of the medium. An appropriate match of advertiser’s consumer profile
            with the medium’s audience profile would ensure a cost-effective media choice
            and better reception by the audience. In general, more than one medium is chosen
            to send the message and the amount of effort invested in the different media
            could vary depending on the type and value of the product and service.
         

         
         
            Targeting Consumers through New or Non-traditional Media
            
         

         
         New media consist of digital technologies and three important criteria make
            this new technology attractive, which are:
         

         
         
            
            	
               Addressable: Customised and addressed to different receivers. For
               example, Amazon.com can send you personal e-mail regarding your favourite
               author’s new books.
            

            
            
            	
               Interactive: Receivers can interact with the sender during message
               transmission. For example, there is a large amount of information available
               about various products and services on blogs which allow interactions with
               the source of messages.
            

            
            
            	
               Response measurable: A receiver’s response to a promotional message
               can be measured more precisely than when using mass media. For example, a
               comparison of the effectiveness of cookies and Google’s eye-tracking with
               the response to a two-page advertisement will show how effectively response
               is measured online.
            

            
            
         

         
         
         
            Out-of-Home and On-the-Go Media
            
         

         
         Examples:

         
         Two years ago, billboards were cropping up like giant fluorescent mushrooms
            just outside Chennai Airport in India and pilots had difficulty landing their
            planes. New regulations were introduced to restrict the height of these
            billboards to two metres.
         

         
         From the 30th floor apartment, one can see heavy traffic at the
            intersection of Lavender Street and Jalan Besar and there is a big sign on top
            of a building claiming that space is available for advertising.
         

         
         Waiting time at many pedestrian crossings in Orchard Road is made more
            entertaining by marketers as one cannot escape those huge screens promoting
            various products and services.
         

         
         
            Online and Mobile Media
            
         

         
         The more the target audiences try to protect themselves from online and mobile
            promotions, the more marketers find a way to reach them. There are endless text
            messages from banks, real estate agents, and credit card companies, as well as
            e-mails. This shows the power of online and mobile media in reaching the
            intended audience with customised messages.
         

         
         
            Media and Message Congruence
            
         

         
         Can you teach a new dog old tricks? Maybe if you make adjustments to the old
            tricks to suit the abilities and the environment. New dog refers to using the
            fusion of digital technologies, personal communication devices, and integration
            of television to send messages to the intended audience (old tricks).
            Advertisers in new media should ensure that the message, product, and medium are
            a good match. Advertising old and unexciting brands on mobile phones was found
            to be ineffective. 
         

         
         We are familiar with using sites like Amazon.com and eBay.com and how they
            communicate with customers. Branded entertainment as in product placement in
            movies and video games is sure to get the attention of the audience. We still
            remember the cute ET with fondness and his discovery of Reeses Pieces candy. The
            Mars Company was initially approached to use their M & M candies in the
            movie but Mars refused. Instead, Hershey was bold enough to agree and got a cut
            of the market share of M & M after the success of the ET movie.
         

         
      
      
      
      
         
         2.5 Designing Persuasive Messages

         
         
            (Learning Outcome: To discuss how marketers can develop persuasive
                  messages)
            
         

         
         How do marketers come up with messages that stand out in a crowd? The message
            is the thought, idea, attitude, image, excitement, surprise, concern, security,
            or other information that the sender wants to convey to the intended audience.
            What factors are important to construct a message that will be persuasive or
            that will be interpreted as persuasive by the audience, as intended by the
            sender?
         

         
         
            
            2.5.1 Message Structure and Presentation

            
            In structuring and presenting a message, it is important that the message
               has a good balance of image and text, proper framing, and clarity with
               regard to one-sided or two-sided messaging.
            

            
            
               Image and Text
               
            

            
            Displaying words accompanied by pictures helps attract the attention of
               consumers and increases the association in their memory so that the
               advertised product gets into their consideration options. Although visual
               images tend to be more effective than verbal texts, the decision on what
               images and texts to include depends on the characteristics of the target
               audience, that is, visualizer or verbalizer (see Study Unit 2, §2.3).
            

            
            
               Message Framing
               
            

            
            Message framing could be positive or negative. Positive message framing
               usually highlights the benefits of using the product. An example would be
               shiny, silky hair as an effect of using a haircare product. Negative message
               framing talks about the negative consequences of not using the advertised
               product. An example would be yellow nicotine-stained teeth because of
               failure to use a particular brand of toothpaste for smokers.
            

            
            With respect to message framing:

            
            
               
               	People with a low need for cognition are persuaded more by negative
                  framing 
               

               
               
               	People with independent self-images are persuaded more by an “approach”
                  goal in advertisements, which is positive framing 
               

               
               
               	People with interdependent self-images—“how others think who I am”—are
                  persuaded more by an “avoidance” goal in advertisements, which is
                  negative framing 
               

               
               
               	Messages stressing early detection of diseases through yearly mammograms
                  and prostate screenings are more effective if negative anecdotal
                  messages are used 
               

               
               
               	When viewers have lesser opportunity to process information, negative
                  framing is more persuasive and vice versa 
               

               
               
            

            
            
            
               One-Sided versus Two-Sided Messages
               
            

            
            Should the marketer always be totally optimistic about a product or inject
               a bit of truth into the message to make it credible and hence more
               persuasive?
            

            
            Whether to come up with a one-sided message where all benefits are
               highlighted optimistically or a two-sided message where benefits are pitted
               against discredits (optimism with a bit of truth,) depends on the nature of
               the product and the nature of the audience. 
            

            
            One-sided messages are appealing to the audience when:

            
            
               
               	The target audience is friendly 

               
               
               	The target audience favours the position held by the brand or
                  communicator 
               

               
               
               	The target audience is not going to welcome an opposing argument 

               
               
            

            
            
            Two-sided messages are effective with the audience when:

            
            
               
               	The audience is critical or unfriendly 

               
               
               	The audience contains people who are well educated 

               
               
               	The audience is receptive to opposing claims 

               
               
               	The audience is likely to see the competitor’s negative counterclaims
                  
               

               
               
            

            
            
            It is up to the marketer to analyse situations in order to send out
               effective messages.
            

            
            
               Order Effects
               
            

            
            A mother gives an older child of eight years two candies and asks the
               child to give one to her younger sister who is five. The older sister looks
               at the two candies A and B and decides she wants candy A. She goes to her
               younger sister and shows her candy A first and then candy B and asks her to
               choose. Younger sister chooses candy B as it stands out better in her
               memory. This is known as “order effect”.
            

            
            In the above situation, if the older sister were choosing, the order
               effect may be reversed as what is seen first may be remembered
               better.
            

            
            When an advertisement shown first has a better effect, it is called
               “primary effect” and if the advertisement shown later has a better effect,
               it is called “recency effect”.
            

            
            Order effect has the following applications:

            
            
               
               	Listing benefits within an advertisement 

               
               
               	If audience interest is low, listing the most important point first is
                  more effective 
               

               
               
               	If interest is high, the most important point should be last in the list
                  as a way of building the tempo 
               

               
               
               	If there are “good news” and “bad news”, place “good news” first 

               
               
               	Don’t be shy about your brand name. Reveal it early. Brand name, if
                  there is one, should be flashed first to build the memory and stoke
                  associations for the audience and the rest of the message gets due
                  attention 
               

               
               
            

            
            
         
         
         
         
            
            2.5.2 Persuasive Appeals

            
            The type of appeals to be used is based on the product or service,
               context, and audience. Some options are discussed below.
            

            
            
               Emotional versus Rational Appeals
               
            

            
            Promotional messages can be broadly classified into two categories:
               emotional or rational appeals. Emotional appeals involve activating the
               receivers’ feelings and emotions and are usually used to highlight the
               hedonic benefits of a product or service. On the other hand, rational
               appeals provide factual information to the receivers and are effective in
               promoting the utilitarian benefits of a product or service. 
            

            
            
               Comparative Appeals
               
            

            
            Nutrisoy in Singapore compares its product, soymilk, with cow’s milk and
               states benefits like cholesterol-free, lactose-free, and high in calcium.
               Cow’s milk boasts of other benefits except being lactose-free. The following
               are some positive aspects of comparative appeals:
            

            
            
               
               	Comparative appeals induce more sophisticated consumers to process the
                  advertisement with intent and this will lead to better processing of
                  product information and better recall. 
               

               
               
               	Negative elements of competing products (milk has lactose and soymilk is
                  lactose-free)  should be believable and genuine. 
               

               
               
               	Men tend to evaluate brands and process information more when they see a
                  comparative appeal in the advertisement and are more likely to form a
                  positive attitude towards the advertised brand than the competing brand
                  mentioned in the advertisement. 
               

               
               
            

            
            
            Comparative appeals, on the other hand, have the following
               drawbacks:
            

            
            
               
               	Competitor’s brand is remembered. 

               
               
               	When women are exposed to comparative appeals, they become suspicious of
                  the confidence of the advertised brand against the competing brand shown
                  in the advertisement and are likely to avoid the advertised brand.
               

               
               
            

            
            
            In the global scene, comparative appeals are used more in the United
               States market than anywhere but if used appropriately, they are very
               effective. For example, Avis once claimed “At Avis, our lines are shorter
               and we are number 2 and we try harder!” Such advertisements evoke positive
               attitudes towards Avis as it is smartly declaring its position against
               competition while still maintaining its strength.
            

            
            
               Fear Appeals
               
            

            
            Fear appeals are widely used in marketing communications. There are some
               points that should be kept in mind while coming up with fear appeals:
            

            
            
               
               	Strong fear appeals may turn out to be less effective because sometimes
                  the audience may start rejecting and go into denial. For example, gory
                  pictures of lung and throat damage due to smoking may make regular
                  smokers experience cognitive dissonance. This may cause them to either
                  reject smoking or rationalise that such an extent of damage is not
                  possible or that such damage is not going to happen to them (i.e.,
                  perceptual defence). Long-time smokers who lose teeth due to gum disease
                  may also attribute the reason to genetics rather than the effect of
                  smoking.
               

               
               
               	Reasonable fear appeals are likely to make the audience pay attention to
                  the message. For example, trans-fat labels on food items will be
                  effective in Singapore along with proper awareness created among
                  Singaporeans.
               

               
               
               	Short-term cosmetic appeals in fear-inducing, anti-smoking
                  advertisements are effective on male smokers while messages on long-term
                  adverse health effects of smoking are effective on female smokers.
               

               
               
            

            
            
            In conclusion, the relationship between fear appeal and persuasiveness is
               evasive. It will depend on the audience, time, and place.
            

            
            

            
            

            
            
               Humorous Appeals
               
            

            
            Humorous advertisements are almost always remembered, unless they are
               cheap humour, as people like to laugh. Some facts about humorous
               advertisements are:
            

            
            
               
               	Humour attracts attention and increases the appeal for the product
                  advertised. 
               

               
               
               	Humour aids better comprehension of advertisements. 

               
               
               	Humour does not increase an advertisement’s persuasive impact or the
                  credibility of the source. 
               

               
               
               	Humour that is relevant to the product is more effective than humour
                  that is unrelated to the product. 
               

               
               
               	Humour is more effective in advertisements for existing products and in
                  targeting existing customers who hold a positive attitude towards the
                  product.
               

               
               
               	Humorous appeal is more appropriate for advertising low-involvement
                  products than high-involvement products. For example, using humour for a
                  hair care product is fine but should not be used for a car, a computer,
                  or a camera. 
               

               
               
            

            
            
            
               Abrasive Advertising
               
            

            
            Have you seen the advertisement for Axe brand oil on Singapore buses? It
               will not fit if the advertising shows a happy and smiling person talking
               about a pain medication or a cure. The idea is to be as persuasive as
               possible as the nature of the product warrants, and abrasive advertisements
               have been found to be effective in persuading.
            

            
            
               Sex Appeals in Advertising
               
            

            
            In a permissive society, sex appeals in advertising are not out of place
               and it is no surprise that many advertisements use sex appeal. As long as it
               does not impede the message comprehension or is irrelevant to the product
               advertised, sex appeal in advertising can be persuasive.
            

            
            
               Audience Participation
               
            

            
            An inquisitive, talkative child keeps on asking questions and we
               participate without realising. This should be a good strategy for marketers
               too. A marketer can make the audience participate while conveying a message
               about a product or service. Audience participation has the advantage of
               making the audience process the information and this in turn leads to it
               getting embedded in the long-term memory. When the advertisement is seen
               again, the memory of seeing the original advertisement comes flooding back
               to the audience. 
            

            
            
               Timely Advertising
               
            

            
            When the economic, environmental, or political situation around the target
               audience is expressed in an advertisement, taking into account the feelings
               of the audience, persuasion follows automatically.
            

            
            
               Celebrity Appeal
               
            

            
            A celebrity could be used in a testimonial, an endorsement, as an actor in
               a commercial, or as a spokesperson for a company or an event. It is
               important that the celebrity is chosen carefully so that he or she is
               relevant to the product.
            

            
         
         
         
      
      
      
      
         
         2.6 Feedback

         
         
            (Learning Outcome: To discuss how to measure communication
                  effectiveness) 
            
         

         
         How do we determine if a message intended for the target audience is received
            in the intended manner? Communication feedback is a valued component of any type
            of communication as it allows the sender to make modifications to the message if
            necessary, so that the target audience respond to the message the way they are
            expected to. 
         

         
         In interpersonal communication, as in an interaction with a salesperson,
            feedback and modifications happen during the interaction between the consumer
            and the salesperson if the salesperson is well trained to communicate.
         

         
         In evaluating the impact of impersonal mass media advertising, marketers
            measure the following effects:
         

         
         
            
            	
               Exposure effects: How many consumers were exposed to the message? 
            

            
            
            	
               Persuasion effects: Was the message received, understood, and
               interpreted? 
            

            
            
            	
               Sales effects: Did the advertisement increase sales? 
            

            
            
         

         
         
         
            Media and Message Exposure Effect
            
         

         
         There are multinational market research companies such as Neilson and
            MediaMark that track the media habits and supermarket purchase behaviour of
            consumers using portable people metres, auditions, scanners, UPC codes, radio
            frequency technology, and many other devices. The data collected are then
            analysed to understand the effect of exposure to the media and advertisement on
            purchase behaviour.
         

         
         
            Message Attention, Interpretation, and Recall Measures
            
         

         
         There are measures such as psychological measures, attitudinal measures, and
            recall and recognition measures used to effectively gauge the various aspects of
            consumers’ reactions and responses when they are exposed to a product’s
            advertising messages.
         

         
         
            Measure of Impact of Addressable Advertisements
            
         

         
         The measures discussed above measure the effectiveness of the media and
            message but they do not measure how much of the exposure is translated into
            final purchase. A new technique known as “Addressable Advertisements” is
            emerging which can measure how exposure turns into final purchase. An example
            would be electronic cookies used by some search engines to measure those clicks
            on advertisements followed by sales. Another example would be the advertisement
            planner used by Google.
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                     Review Questions

                     
                     
                        
                        
                           
                           
                           	The Department of Transportation of a large city is
                              planning an advertising campaign that encourages people to
                              switch from private cars to mass transit. Give examples of
                              how the department can use the following strategies to
                              change commuters’ attitudes: (a) changing the basic
                              motivational function, (b) changing beliefs about public
                              transportation, (c) using self-perception theory, and (d)
                              using cognitive dissonance.
                           

                           
                           Answer

                           
                              
                                 
                                 
                                    
                                    	The functional approach will entail changing beliefs
                                       regarding mass transit along one or more of the
                                       basic motivational functions of attitudes; appealing
                                       to the knowledge function by showing how one might
                                       get to work faster by using mass transit rather than
                                       a private car. 
                                    

                                    
                                    
                                    	The Department of Transportation can show the
                                       positive environmental outcomes of using mass
                                       transit, and position it as an ecologically sound
                                       transportation mode. According to self-perception
                                       theory, many people are likely to make inferences
                                       from the behaviour portrayed in the ads (i.e., using
                                       mass transit helps the environment) and begin to
                                       like the object advertised. Also, many consumers may
                                       begin to view using mass transit as a chance to
                                       personally contribute towards improving the
                                       environment (i.e., internal attribution). 
                                    

                                    
                                    
                                    	According to cognitive dissonance theory, the
                                       Department of Transportation should first induce
                                       behaviour because a favourable attitude towards mass
                                       transit will follow. Thus, the ads for mass transit
                                       should be designed to induce behaviour and encourage
                                       people to try mass transit by, for example, offering
                                       them free rides over a period of time. The
                                       department should reinforce this initial experience
                                       by providing good, dependable service as well as
                                       follow-up contacts (e.g., mail and phone) which
                                       include asking first-time riders for comments, thus
                                       making them feel important, involved, and
                                       comfortable about the experience. Cognitive
                                       dissonance theory predicts that an initial,
                                       effectively reinforced experience with mass transit
                                       will result in a favourable attitude towards this
                                       service and continued use of mass transit.
                                    

                                    
                                    
                                 

                                 
                                 
                              

                           

                           
                           
                           
                           	A college student has just purchased a new personal
                              computer. What factors might cause the student to experience
                              post-purchase dissonance? How might the student try to
                              overcome it? How can the retailer who sold the computer help
                              reduce the student’s dissonance? How can the computer’s
                              manufacturer help?
                           

                           
                           Answer

                           
                              Although attitudes may be relatively consistent
                                 with behaviour, they are influenced by situational factors,
                                 such as time, place, and social environment. A person’s
                                 attitudes may lead to one kind of behaviour in one situation
                                 and a different behaviour in a different time and place. For
                                 example, a person may have a strong preference for one brand
                                 but purchase a brand that is on sale because of having to
                                 economise. Post-purchase dissonance is likely to
                                 occur here because a personal computer is an expensive
                                 product where many brands and models are available, and many
                                 of the brands that were not selected by the student have
                                 some unique features. After the purchase, the student may be
                                 exposed to advertisements depicting other brands with more
                                 features and more extensive software than the computer he or
                                 she selected. In order to reduce post-purchase dissonance,
                                 the student might seek out advertisements that support his
                                 or her choice (i.e., advertisements for the brand
                                 purchased), talk with satisfied brand owners and users and,
                                 maybe even join a club or a users’ group of that computer
                                 brand. The manufacturer should help reduce post-purchase
                                 dissonance by using advertising which includes messages
                                 reassuring purchasers that they made the right choice,
                                 offering strong, comprehensive warranties, and providing a
                                 toll-free user-information hotline. The retailer can help by
                                 backing the manufacturer’s warranty with a service contract
                                 and by mailing buyer’s information about new software
                                 packages for the computer when such products become
                                 available.
                              

                           

                           
                           
                           
                           	You are the marketing vice-president for a large
                              soft drink company. Your company’s advertising agency is in
                              the process of negotiating a contract to employ a superstar
                              female singer to promote your product. Discuss the reference
                              group factors that you would raise before the celebrity is
                              hired.
                           

                           
                           Answer

                           
                              Generally, consumers judge the credibility of a
                                 celebrity endorsement in terms of the celebrity’s perceived
                                 expertise in the specific product category and her general
                                 trustworthiness. Before the celebrity is hired, the company
                                 and its advertising agency must evaluate her image and
                                 behaviour off stage, and the impact it is likely to have on
                                 the company’s name. This is a particularly important issue
                                 because a celebrity involved in a controversy (e.g., an
                                 arrest for drugs, a highly publicised divorce, performing in
                                 a sexually-explicit music video, or being accused of
                                 sexually deviant behaviour) is likely to have an adverse
                                 impact on the reputation of the company that uses the
                                 celebrity to endorse its product.
                              

                           

                           
                           
                        

                        
                     

                     
                     
                  
                  
                  
               

            

         

         
      
      
      
   
      
      
      
      Summary

      
      An attitude is a learned predisposition to behave in a consistently favourable or
         unfavourable way with respect to a given object. There are four broad categories of
         attitude models: tricomponent attitude model, multiattribute attitude model,
         try-to-consume attitude model, and attitude-toward-the-ad model. Strategies of
         attitude change can be classified into five categories: changing the basic
         motivational function, working on attitude components, resolving conflicting
         attitudes, altering attribute beliefs or importance, and the elaboration likelihood
         model.
      

      
      The five components of communication are: the sender, the receiver, the medium,
         the message, and feedback. The two types of communications are interpersonal and
         impersonal or mass communication. 
      

      
   
      
      
      
      Formative Assessment

      
      
         
         
            
            
            
            
            	Which component of the tricomponent attitude model includes
               consumer emotions or feelings about a particular product or brand? 
            

            
            
               	
                  Conative
                  
                  
               

               	
                  Objective 
                  
                  
               

               	
                  Affective
                  
                  
                  
               

               	
                  Cognitive
                  
                  
               

            

            Submit

            
               Incorrect. Conative is concerned with the likelihood or
                  tendency that an individual will behave in a particular manner
                  with regard to the product or brand. 
               

               Incorrect. This is not part of the tricomponent model
                  which is made up of conative, cognative and affective.
                  
               

               Correct. Affective refers to a consumer’s emotions or
                  feelings about a particular product or brand. 
               

               Incorrect. Cognitive refers to the knowledge and
                  perceptions consumer acquired about a particular product or
                  brand. 
               

            

            
            
            
            
            
            	Mandy is looking for a new HDTV. She knows that LCD set screens
               reflect less light than plasma set screen, but the LCD set is more
               susceptible to blurring. This is a/an _________ example of her attitude
               towards HDTVs. 
            

            
            
               	
                  Conative
                  
                  
               

               	
                  Objective
                  
                  
               

               	
                  Affective
                  
                  
               

               	
                  Cognitive
                  
                  
                  
               

            

            Submit

            
               Incorrect. Conative is concerned with the likelihood or
                  tendency that an individual will behave in a particular manner
                  with regard to the product or brand. 
               

               Incorrect. This is not part of the tricomponent model
                  which is made up of conative, cognative and affective.
                  
               

               Incorrect. Affective refers to a consumer’s emotions or
                  feelings about a particular product or brand. 
               

               Correct. Cognitive refers to the knowledge and
                  perceptions consumer acquired about a particular product or
                  brand. 
               

            

            
            
            
            
            
            	Peter is a regular at Harry’s Bar. He likes going there because
               the staff greets him by name, and makes him feel welcome. This is an
               example of ___ component of his attitude toward Harry’s Bar. 
            

            
            
               	
                  Conative
                  
                  
               

               	
                  Objective
                  
                  
               

               	
                  Affective
                  
                  
                  
               

               	
                  Cognitive
                  
                  
               

            

            Submit

            
               Incorrect. Conative is concerned with the likelihood or
                  tendency that an individual will behave in a particular manner
                  with regard to the product or brand. 
               

               Incorrect. This is not part of the tricomponent model
                  which is made up of conative, cognative and affective.
                  
               

               Correct. Affective refers to a consumer’s emotions or
                  feelings about a particular product or brand. 
               

               Incorrect. Cognitive refers to the knowledge and
                  perceptions consumer acquired about a particular product or
                  brand. 
               

            

            
            
            
            
            
            	When Apple challenges the notion that computers are for those
               who are technically inclined by stating that their products are friendly
               to everyone, it is altering a component of the multiattribute model to
               change attitudes. Which attitude change strategy is it using? 
            

            
            
               	
                  Changing the relative evaluation of
                  attributes.
                  
                  
               

               	
                  Changing brand beliefs. 
                  
                  
                  
               

               	
                  Adding an attribute. 
                  
                  
               

               	
                  Changing the overall brand rating. 
                  
                  
               

            

            Submit

            
               Incorrect. This will involve the evaluation of
                  different attributes within the model. 
               

               Correct. This seeks to change consumer perception about
                  the product. It is the most common approach in advertising.
                  
               

               Incorrect. This will related to a non-existent
                  attribute or one that had been overlooked. 
               

               Incorrect. Overall brand rating usually communicates
                  the status and ranking enjoyed by the products. 
               

            

            
            
            
            
            
            	When Marigold decides to point out that their orange juice has
               more vitamin C than a fresh orange, which strategy of attitude change
               are they following? 
            

            
            
               	
                  Changing the relative evaluation of
                  attributes.
                  
                  
               

               	
                  Changing brand beliefs. 
                  
                  
               

               	
                  Adding an attribute. 
                  
                  
                  
               

               	
                  Changing the overall brand rating. 
                  
                  
               

            

            Submit

            
               Incorrect. This will involve the evaluation of
                  different attributes within the model. 
               

               Incorrect. This seeks to change consumer perception
                  about the product. It is the most common approach in
                  advertising. 
               

               Correct. This will related to a non-existent attribute
                  or one that had been overlooked. 
               

               Incorrect. Overall brand rating usually communicates
                  the status and ranking enjoyed by the products. 
               

            

            
            
            
            
            
            	When a consumer’s motivation or assessment skills are low,
               learning and attitude change tend to occur via the ____ to persuasion. 
            

            
            
               	
                  central route
                  
                  
               

               	
                  tricomponent route
                  
                  
               

               	
                  peripheral route
                  
                  
                  
               

               	
                  primary route
                  
                  
               

            

            Submit

            
               Incorrect. This refers to attitude change when a
                  consumer’s motivation or ability to assess the attitude object
                  is high. 
               

               Incorrect. This model deals with the conative,
                  cognitive and affective components of persuasion. 
               

               Correct. This refers to the whena consumer’s motivation
                  or assessment skills are low. Attitude change is usually the
                  result of secondary inducement such as nice packaging, premiums,
                  free samples, etc. 
               

               Incorrect. Peripheral route is the more appropriate
                  term. 
               

            

            
            
            
            
            
            	Rohan who donates $5 to Red Cross might be persuaded to donate
               a much larger amount when properly approached because he may decide that
               he is a kind person who makes charitable donations. This demonstrates
               the basic premise of: 
            

            
            
               	
                  door-in-the-face technique. 
                  
                  
               

               	
                  self-perception technique. 
                  
                  
               

               	
                  foot-in-the-door technique. 
                  
                  
                  
               

               	
                  attribution technique. 
                  
                  
               

            

            Submit

            
               Incorrect. This refers to the technique of making a
                  second, more realistic request after the first high or costly
                  request failed. 
               

               Incorrect. This is related to how individuals’
                  inferences or judgment to the reason of their behaviour.
                  
               

               Correct. A minor request can affect subsequent
                  compliance with a more substantial request down the road.
                  
               

               Incorrect. This technique refers to how people assign
                  blame or credit to events. Not relevant to the question.
                  
               

            

            
            
            
            
            
            	A child’s immediate family is a ___ group that plays an
               important role in molding his or her general consumer values and
               behaviour. 
            

            
            
               	
                  normative 
                  
                  
               

               	
                  membership
                  
                  
                  
               

               	
                  comparative reference. 
                  
                  
               

               	
                  symbolic 
                  
                  
               

            

            Submit

            
               Incorrect. There is no such type of reference
                  group.
               

               Correct. Membership groups are groups an individual
                  belongs or would quality to belong to.
               

               Incorrect. Comparative reference groups are groups
                  whose attitudes are use by an individual as benchmarks for his
                  or her behaviour. 
               

               Incorrect. Symbolic groups are groups where an
                  individual is unlikely to qualify for despite adopting the
                  values and behaviour of the group. 
               

            

            
            
            
            
            
            	The phenomenon known as the ____ suggests that both positive
               and negative credibility effects external to the message itself tend to
               disappear after six weeks or so. 
            

            
            
               	
                  decay effect
                  
                  
               

               	
                  advertising wearout effect
                  
                  
               

               	
                  sleeper effect 
                  
                  
                  
               

               	
                  disassociation effect
                  
                  
               

            

            Submit

            
               Incorrect. Decay effect suggests that memory of a
                  negative cue will decay faster than the message, leaving behind
                  the message only. 
               

               Incorrect. This happens when repetitive exposure to the
                  same advertisement results in a decline in attention and
                  interest in the ad. 
               

               Correct. This is because when information is
                  transferred from the short-term memory to long term memory, over
                  time, it is separated from the context in which it was learnt.
                  
               

               Incorrect. This is an inappropriate technical term,
                  referring to how the sleeper effect is due to consumer no longer
                  associate the message to the source. 
               

            

            
            
            
            
            
            	The sender of a message can determine whether and how well the
               message was received through: 
            

            
            
               	
                  creative use of media. 
                  
                  
               

               	
                  feedback. 
                  
                  
                  
               

               	
                  the sales response. 
                  
                  
               

               	
                  receivers’ facial expression and body language. 
                  
                  
               

            

            Submit

            
               Incorrect. Use of media can ensure clarity and
                  interest, but not determine the degree of reception.
                  
               

               Correct. This is the mechanism in place to ascertain if
                  message is effectively communicated. 
               

               Incorrect. A change in sales may be due to other
                  factors such as product attributes, response from the
                  competition, market environment, etc. 
               

               Incorrect. Nonverbal communication can be ambiguous
                  across different groups, even within the same culture.
                  
               

            

            
            
            
         

         
      

      
      
   
      
      
      Study Unit 5
Consumers in Their Social and Cultural Settings

   
      
      
      
      Learning Outcomes

      
      By the end of this unit, you will be able to:

      
      
         
         	Describe the importance of family on purchase behaviour. 

         
         
         	Examine consumer socialisation. 

         
         
         	 Examine how consumption decisions are made in families 

         
         
         	Describe different stages of the family life cycle. 

         
         
         	Discuss how social class influences consumers’ purchase decisions. 

         
         
         	Discuss the impact of culture on consumption-related attitudes, values, and
            behaviour. 
         

         
         
      

      
      
   
      
      
      
      Overview

      
      In Study Units 2, 3, and 4, we saw how individual characteristics of consumers
         such as consumer perception, learning, attitude, and motivation have an impact on
         purchase behaviour. However, individuals live in society and their purchase
         behaviour will be influenced by societal as well as cultural factors. In this study
         unit, we will discuss the societal and cultural aspects of consumer behaviour. 
      

      
      Chapter 1 describes the impact of family and social class of the family on
         purchase behaviour. In Chapter 2, we will discuss the influence of culture on
         purchase behaviour. Chapter 3 will deal with the impact of subculture on consumer
         behaviour.
      

      
   
      
      
      
      Chapter 1: Influence of Family and Social Class on Consumer Behaviour

      
      
         
         1.1 Impact of Family on Consumption Behaviour

         
         
            (Learning Objective: To discuss how family influences consumer
                  behaviour)
            
         

         
         What is the impact of family on consumption behaviour? Take a look at these
            sentences:
         

         
         
            
            	“No candies before dinner,” says a mother to a five-year-old. 

            
            
            	"Who else is going to be at your friend’s sleepover?” says a mother to a
               nine-year-old. 
            

            
            
            	“Why do you want to spend so much on video games?” says a mother to a
               twelve-year-old. 
            

            
            
            	“I got your library fine notice. Where are the books?” says a mother to a
               fourteen-year-old. 
            

            
            
            	“Don’t drink too much at the party and if you do, let someone drive you
               home,” says a wife to her husband. 
            

            
            
            	“Be careful with the credit card. We have to watch our expenses this month,”
               says a husband to his wife. 
            

            
            
            	“Mum! Where is the dress I bought when you came to our place for Christmas
               dinner?” says a forty-year-old daughter to her seventy-year-old mother.
               
            

            
            
         

         
         
         All these sentences show common events in almost every home. As consumers, we
            influence others in their consumption behaviour. The influence depends on family
            size, status, and social class as well as demographic factors such as income,
            education, and occupation.
         

         
         
            
            1.1.1 Supporting Functions of the Family

            
            The economic well-being of a family has a great impact on
               consumption behaviour. If both parents work, the potential for more wealth
               exists, but there is also more responsibility for all members of the family
               to share the chores. However, in Singapore, the availability of live-in
               domestic helpers could act as an impediment for children to assume
               responsibilities. 
            

            
            
               Emotional support is supposed to flow smoothly among family
               members. In such families, socialisation factors are normal and intact;
               decisions about consumption are usually weighed out and made solidly. In
               cases where the emotional support is lacking from within, the support is
               sought from sources outside the family.
            

            
            Lastly, family also provide a suitable lifestyle to the members,
               especially the younger ones. Parents socialise their children into their
               preferred consumption patterns, such as diet, educational choices,
               recreational activities, hobbies, media consumption, etc. (see §1.2 for the
               discussion on consumer socialisation). These consumption patterns reflect
               the family’s lifestyle. When children grow up, they tend to prefer a similar
               lifestyle. 
            

            
         
         
         
         
            
            1.1.2 Family Types

            
            If we look at family types in Singapore, the basic family types are
               nuclear family, extended family, and single-parent family. Kinship cultures
               are more prevalent in Asian countries.
            

            
            There are many factors with respect to family and lifestyles that are
               changing the impact on family consumer behaviour. Some of these
               include:
            

            
            
               
               	The percentage of women in the workforce in Singapore today, as compared
                  to the 1960s 
               

               
               
               	The family size of a nuclear family, or the number of children in a
                  family, as compared to the 1960s 
               

               
               
               	The percentage of unmarried men and women today compared to the 1960s 

               
               
               	The birth rate compared to the 1960s 

               
               
               	The average level of literacy in Singapore compared to the 1960s 

               
               
               	The number of households that have extended family members living under
                  the same roof compared to the 1960s 
               

               
               
               	The number of single-parent households compared to the 1960s 

               
               
            

            
            
         
         
         
         These are only some of the statistics that give the marketer guidance on the
            need for various products and services. 
         

         
         Another interesting factor that makes Singaporean households unique is the
            prevalence of live-in domestic help. Around 200,000 domestic workers from all
            around the South and South-East Asian region work in Singaporean households. The
            presence of such help certainly has an impact on consumption of certain products
            and services: How many Singaporean condominiums are built with dishwashers? How
            often do you find hands-friendly dish or laundry detergent? How available is
            after-school childcare? Is elderly care comparatively better or worse here than
            other countries?
         

         
         
            
            1.1.3 Ever-Changing Household Spending Patterns

            
            In line with changes in family types, family spending patterns have also
               been changing. If students were to talk to their parents about how spending
               patterns have changed in the past forty to fifty years, they might discover
               that the percentage of income spent on dining out, travel, entertainment,
               education, clothing, fashion, accessories, transportation, and housing has
               made society on the whole more credit-laden, although income levels have
               risen.
            

            
         
         
         
      
      
      
      
         
         1.2 Socialisation and Related Roles of Family Members

         
         
            (Learning Objective: To examine consumer socialisation and the roles of
                  family members in this process)
            
         

         
         Consumer socialisation can be defined as the process by which children
               acquire the skills, knowledge, and attitudes necessary to function as
               consumers. Anywhere in the world, family has been an important
            socialisation agent; socialisation is a central family function. 
         

         
         Singapore, being multiracial, is fortunate to have as its national holidays
            significant religious dates of Christians, Muslims, Hindus, and Buddhists. This
            gives Singaporeans plenty of opportunities to teach children religious and moral
            principles, interpersonal skills, dress and grooming standards, appropriate
            manners and speech, and the selection of educational, occupational, or career
            goals.
         

         
         As in many other Asian countries, the pressure to perform well in both
            academic and extra-curricular activities is strong. Hectic and regimented
            schedules often lead to a lack of fun in a child’s daily schedule. The
            availability of computers, the Internet, TV, and the increasing prevalence of
            mobile connectivity is perceived by some as being an impediment to the
            development of interpersonal skills. This is increasingly seen as a concern.
            Marketers would certainly have a lucrative market here if they were to develop
            programmes that would cater to this particular concern of families without
            forcing the idea down their throats. 
         

         
         
            Figure 5.1 A Simple Model of the Socialisation Sources(Source: Figure 10.2 on p. 270 of the textbook)
            
               	
                  
                     
                        
                        
                           				​
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         Figure 5.1 shows a simple model of the socialisation sources. This figure
            explains the influence of the socialisation process on consumer behaviour, which
            will be discussed in the following sections.
         

         
         
            
            1.2.1 Consumer Socialisation of Children

            
            Children perceive their family as a close and reliable source of
               information, at least until a certain age, depending on the culture and
               demographics of their family and environment. When these children become
               teenagers, friends and peers and other sources of information such as
               television, the Internet, and mobile technology influence their attitude and
               consumption behaviour.
            

            
            The experiences that children have from their interactions with parents,
               siblings, and extended family members like grandparents, uncles, aunts, and
               cousins also have an impact on their consumption patterns.
            

            
            In general, globally, a mother is the foremost “socialising agent” in a
               child’s life. The marketer has to be aware that mothers should be segmented
               as well, as they come with distinctive sets of opinions and beliefs with
               respect to exposing their children to the various products and services
               marketed directly at children.
            

            
         
         
         
         
            
            1.2.2 Adolescent and Adult Consumer Socialisation

            
            Consumer socialization extends into adolescence and adulthood. After
               childhood, young consumers expand their social network and continue learning
               about consumption from their peers, as seen in Figure 5.1. They also become
               capable of being sceptical of marketing information and making complex
               decisions. Adults also keep updating their consumption knowledge as they go
               through significant life events: going into a relationship, marriage,
               establishing a new household, having their first child, retirement, etc. The
               process of consumer socialization is ongoing and never stops at any point. 
            

            
         
         
         
         
            
            1.2.3 Intergenerational Socialisation

            
            A young man is watching his newly married wife roast chicken in a 20"
               skillet for just the two of them. Wondering at the disproportionate size of
               the skillet for the portion of the food, he asks his wife why she uses that.
               The wife replies that her mother always does things that way. The young man
               is curious and calls his mother-in-law to ask about the big skillet. His
               mother-in-law says that her mother does things that way. This arouses his
               curiosity further and decides to call his grandmother-in-law and find out
               why the family always use a big skillet. The grandmother-in-law replies,
               “Wow! I had no idea! I had to use a large skillet because I had to feed a
               family of nine!” 
            

            
            There are times when children have profound influence on the consumption
               behaviour of elderly members of the family. Children are more tech-savvy;
               they often expose their parents to new technologies.
            

            
         
         
         
      
      
      
      
         
         1.3 Family Decision Making and Consumption-Related Roles

         
         
            (Learning Objective: To explain how family makes consumption
                  decisions)
            
         

         
         The marketer should bear in mind that in decision making and
            consumption-related situations, there are times when the buyer and user of the
            product are different. In a class of 45 students whose average age is 21, if you
            ask a question “Who chooses your father’s clothing?”, more than 75 percent might
            respond with, “Mother, of course!” This situation makes it necessary for the
            marketer to measure the views of the buyer as well as the user.
         

         
         
            
            1.3.1 Dynamics of Husband-Wife Decision Making

            
            Just as other decision-making processes have changed over the past five to
               six decades, the role of decision making in a family, especially decision
               making by the husband-wife team, has evolved.
            

            
            There are families where both husband and wife work and in some families,
               only one of them works while the other plays the role of the homemaker. Even
               in “traditional” families where only the husband works, both husband and
               wife share decision-making responsibilities. The wife at times makes big
               decisions such as financial investment and real estate purchases by herself.
               
            

            
         
         
         
         
            
            1.3.2 Expanding Role of Children in Family Decision Making

            
            Children today participate more in family decision making because of the
               following reasons:
            

            
            
               
               	Fewer children in families 

               
               
               	The affordability of dual-income families permit children to have more
                  buying choices 
               

               
               
               	Parents follow the social trend to encourage children to express
                  themselves 
               

               
               
            

            
            
            As we saw earlier with respect to different segments of mothers, parents
               can also be segmented into such categories as indulgent,
               neglecting, authoritative and authoritarian (see
               Figure 10.4, p. 272 of the textbook). Parents of each type have different
               influences on their children as socio-economic and demographic factors
               influence their attitudes. Similarly, children in the family also offer
               three different segments for the marketers: children as the influencers (who
               will then influence their parents), children as the primary market, and
               children as future consumers (refer to Table 10.2, p. 279 of the
               textbook).
            

            
            On a Saturday morning, a father might read the newspaper with a cup of
               coffee in hand while his five-year-old son watches cartoons. In such a
               situation, the father might have to be ready to field requests from his son
               to buy the latest cereals or new toys on the market. This “pester power” is
               extremely useful for marketers and advertisers. 
            

            
         
         
         
      
      
      
      
         
         1.4 Family Life Cycle

         
         
            (Learning Objectives: To examine the stages of the family life
                  cycle)
            
         

         
         Time keeps moving forward and families go through different stages of life
            over time. This means that there will be different needs and abilities to
            consume goods and services. It is useful to take note of family life cycles, not
            only to assess changing needs but also the impact of changes in technology,
            environment, and mobility around the world.
         

         
         The traditional family life cycle consists of different stages, as shown
            below:
         

         
         
            
            	Stage 1: Bachelorhood: A young single adult living away from parents 

            
            
            	Stage 2: Honeymooners: Young married couple 

            
            
            	Stage 3: Parenthood: Married couple with at least one child living at home 

            
            
            	Stage 4: Post-parenthood: Older married couple with no child living at home 

            
            
            	Stage 5: Dissolution: One surviving spouse 

            
            
         

         
         
         At every stage of the life cycle, the needs of the consumers are met through
            appropriate marketing communication via the media.
         

         
         
            
            1.4.1 Non-Traditional Families

            
            There are also some families that do not fit into the typical family life
               cycle stages. They should still be considered in the marketing strategies.
               These non-traditional families or households are:
            

            
            
               
               	Childless couples 

               
               
               	Couples who marry late in life 

               
               
               	Couples with a first child in their late 30s or even later 

               
               
               	Single parents due to divorce or separation 

               
               
               	Single parents with children born out of wedlock 

               
               
               	Single parents through adoption 

               
               
               	Extended family with adult children returning home, elderly parents
                  staying over, or newlyweds moving in with in-laws 
               

               
               
            

            
            
            These categories of households also need basic products and services. It
               is important to cater to these markets with after-school childcare, school
               holiday camps and programmes, single parent workshops, networks, day care
               for the elderly, and so on.
            

            
         
         
         
      
      
      
      

      
      
         
         1.5 Social Class

         
         
            (Learning Objective: To discuss the impact of social class on consumer
                  behaviour)
            
         

         
         Social class can be defined as the division of members of a society into a
               hierarchy of distinct status classes so that members of each class have
               either higher or lower status than members of other classes.
            
         

         
         For marketers, social class offers tremendous opportunities. It can form a
            reverse pyramid with high concentration on the upper class, which is obviously
            the highest-consuming. Marketers can develop products and services and come up
            with advertising and messages based on the spending power of the various
            classes.
         

         
         
            
            1.5.1 Social Class and Social Status

            
            From a marketing perspective, social class research is essential to offer
               the right mix of marketing elements to the right social strata that the
               marketer plans to target. The factors frequently used to estimate the social
               class are:
            

            
            
               
               	Relative wealth 

               
               
               	Power 

               
               
               	Prestige or the degree of recognition received from others 

               
               
            

            
            
            Along with these three factors, family income, occupational status, and
               educational attainment are also used by consumers and marketing researchers
               in determining social class.
            

            
            A description of social class profiles of the United States can be found
               on page 291 to 293 of the textbook. These social class categories are
               applicable not only to the US market but can also be applied to any other
               market with slight adjustments in the percentage distribution.
            

            
            The social comparison theory is applied by marketers to understand how the
               status operates within the minds of consumers with respect to their choice
               of products and services. Social class in general is hierarchical and can be
               used as a segmentation factor. If you are a marketer of Rolex watches, Rolls
               Royce cars or SIA first class, it becomes imperative that you are
               knowledgeable about the upper-class strata’s consumption pattern.
            

            
         
         
         
         
            
            1.5.2 Measurement of Social Class

            
            The measurement of social class is a challenging task for a marketer, and
               the approaches used for measurement are subjective measures as well as
               objective measures.
            

            
            In the subjective approach, individuals are asked to estimate their own
               social class positions and indicate that to the researcher. Self-report on
               such a sensitive issue involves self-perception of the individuals. Most
               people tend to perceive themselves as belonging to the median band of social
               classes and report that they belong to middle class. There are ways to fix
               the self-reporting classes by varying some scales to ask about their
               consumption of product and services.
            

            
            The objective approach to determining social class involves the collection
               of individual’s self-reported socio-economic variables, such as occupation,
               family income, education, house type, and residential area. These
               demographic responses are then calculated into a weighted index. Two common
               indices are Index of Status Characteristics (Warner’s ISC) and Socioeconomic
               Status Score (SES).
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      Chapter 2: Influence of Culture on Consumer Behaviour

      
      In this section, we will see that consumer behaviour can also be influenced by the
         culture to which the consumer belongs. Why would a marketer learn and understand the
         nuances of various cultures? Let us first look at how culture is defined and how
         culture influences consumer behaviour.
      

      
      
         
         2.1 What is Culture? 

         
         
            (Learning Objective: To describe what culture means) 
            
         

         
         Culture is defined as: the sum total of learned beliefs, values, and
               customs that serve to regulate the consumption behaviour of the members of a
               particular society.
            
         

         
         Following this definition of culture, the belief and value components refer to
            accumulated feelings and priorities that individuals have about things and
            possessions. The beliefs and values of an individual guide him or her to form a
            mental image of a thing, a person, a situation, or an event which in turn
            affects his or her attitude set (that is, form new attitude or modify existing
            ones), which eventually influences the individual’s purchase and consumption
            decisions.
         

         
         Customs are associated with day-to-day routine behaviour. We can say that, if
            beliefs and values act as guides for behaviour, customs are the usual and
            acceptable ways of behaving. For example, one can have belief in personal
            hygiene and accord a high value in the effect of personal hygiene; this belief
            and value may get him or her accustomed to showering and brushing his or her
            teeth in the morning every day.
         

         
      
      
      
      

      
      

      
      
         
         2.2 Culture and its Influence on Consumption Related Attitudes, Values, and
            Behaviour
         

         
         
            (Learning Objective: To explain how culture influences
                  behaviour)
            
         

         
         The way culture is intermingled in the behaviour and consumption of
            individuals makes it difficult to understand. If you question their behaviours,
            consumers may have difficulty explaining why they behave in such a manner. Each
            consumer subconsciously reacts to the environment within the context of his or
            her culture. In many condominiums, apartments on level four are usually bought
            by non-Chinese residents. Indian communities do not generally buy white wedding
            dresses for the bride. These are due to cultural differences.
         

         
         There are three different levels of subjective culture which explain the
            impact of culture on consumption behaviour. Supranational culture
            transcends national boundaries while national culture defines a
            particular country. In each country, there will be different groups such
            as families, workgroups, or friends who follow particular cultural norms.
            Therefore, it is important for a marketer to understand the various cultural
            influences on purchase behaviour.
         

         
      
      
      
      
         
         2.3 Culture Satisfies Needs

         
         
            (Learning Objective: To explain how culture sets standards for what
                  satisfies consumers)
            
         

         
         Does culture just satisfy needs, or does it go beyond that?

         
         As with any concept, culture though enduring, is subject to evolution along
            with mutation.
         

         
         In 2004, when Jaya’s 90-year-old father-in-law saw the price of the two saris
            that she bought for her daughter’s wedding, he observed that he had spent less
            than the price of those two saris to buy clothing for his entire family of ten,
            and other relatives, for the wedding of one of his sons in 1970. Over a period
            of 34 years, the trend of buying clothing for the family continues but the
            availability of the latest fashion catering to the needs of consumers as well as
            the increasing price level made a difference. 
         

         
         Whether we are buying clothing for weddings or organising a child’s birthday
            party, the evolving culture builds up the needs and awareness of the trends and
            encourages marketers to create needs for products and services that consumers
            have missed. 
         

         
         In the 1980s, when Coca-Cola entered the Irish market with Diet Coke, they
            wanted to change the attitude of people who drank tea to make them more
            favourable to drinking Coca-Cola at 11:00am. This was useful because more women
            went to work, so morning tea was becoming less of a trend. The tagline of the
            advertisement was: “It’s 11:30.” Repositioning tea time to indicate that it was
            time to drink diet coke also indicated to women that a shift was happening from
            the home to the office.
         

         
         A strong basic understanding of the target market’s culture is not just
            necessary, but in fact essential, if a marketer wants to promote new or improved
            products, concepts and services. 
         

         
      
      
      
      
         
         2.4 Cultural Learning

         
         
            (Learning Objective: To discuss how culture is learned and expressed)
                  
            
         

         
         Barbie Dolls are marketed nowadays with different national costumes—Mattel
            manages to get “ethnic” families to buy its product in this way. A sense of
            culture is instilled in the young by parents who want their children to stay
            true to certain beliefs, values, and customs.
         

         
         There are three basic ways in which culture is learned. First, formal
               learning occurs when a child learns from family (parents, siblings, and
            older generations). Second, informal learning is what the child learns as
            a matter of imitating others (family members or friends or other outsiders such
            as endorsers and stars in any field). Lastly, technical learning involves
            order from trained instructors at home, in school, or other educational
            institution.
         

         
         The impact of marketing on informal cultural learning is tremendous. There
            seems to be no age limit on how young mobile phone owners can be. StarHub,
            Singtel, and M1 all have packages that include children. Indian and American
            phone companies allow parents to put their children on plans where they can only
            receive incoming calls from three or four numbers to protect them.
         

         
         
            
            2.4.1 Enculturation and Acculturation

            
            The learning of one’s own culture is known as enculturation; the
               learning of a new foreign culture is acculturation. At this time of
               global mobility and immigration laws that allow the settlement of young
               people anywhere in the world, it is natural that marketers are clamouring to
               understand the effects and needs that arise out of enculturation and
               acculturation.
            

            
         
         
         
         
            
            2.4.2 Language and Symbols

            
            Marketers strive to talk the language of the consumer; they want to affect
               their attitude and behaviour. Symbols are very useful in achieving this. It
               is not an overstatement to compare a set of brand logos to the hieroglyphics
               of Egypt. Other than just brand logos such as Nike, Benz, and McDonald’s,
               pictorial symbols such as a picture of a white dove with a sheath of grain
               in its beak imply messages of peace. The soap brand Dove has cleverly come
               up with a name and a universal symbol as its logo. 
            

            
         
         
         
         
            
            2.4.3  Rituals

            
            Any specific culture has rituals associated with it. Rituals start from
               birth and continue beyond death. There are weddings, housewarmings, naming
               ceremonies, communions, bar mitzvahs—an endless array of occasions
               and festivities that have ritualistic orientation. Marketers arm themselves
               with products and services to meet the needs of their targets. The number of
               businesses in Singapore that target those looking to facilitate “the final
               way,” for example, is exhaustive.
            

            
         
         
         
         
            
            2.4.4 Cultural Customs and Beliefs are Shared

            
            A cultural characteristic can exist if and only if a set of beliefs,
               values, and customs are held and practised regularly by a significant
               portion of society. To achieve this, culture has to be transferred through
               family, schools, houses of worship, and media. Marketers also keep the
               culture alive by offering products and services in keeping with changes in
               technology and the environment. For instance, at the click of a mouse, one
               can send flowers to most places in the world through the home-grown Far East
               Flora site.
            

            
         
         
         
      
      
      
      
         
         2.5 Culture is Dynamic

         
         
            (Learning Objective: To explain why consumers are always adapting to
                  culture-related experiences) 
            
         

         
         Unless something evolves, it cannot survive. So is the case with the culture
            as it continuously fills needs. As we saw earlier, some factors such as
            technology, population shifts, resource shortage, wars, changing values, trends,
            exposure, and customs from other countries change the culture to an acceptable
            level where it does not become extinct. If a certain part of a ritual or a
            culture-oriented art is out of place and time, it is better that it is treated
            as obsolete and be allowed to become extinct by the group. 
         

         
      
      
      
      
         
         2.6 Measurement of Culture

         
         
            (Learning Objective: To illustrate how culture can be
                  measured)
            
         

         
         There are various measurements available to understand culture and its
            implications from a marketer’s point of view. Projective techniques and attitude
            measurement techniques are applied to measure the extent of habits and customs
            of specific cultural groups. Content analysis, consumer fieldwork, and value
            measurement instruments are three frequently used approaches to examine culture
            and spot cultural trends.
         

         
         
            Content Analysis
            
         

         
         Content analysis can be defined as: a method for systematically analysing
               the content of verbal and/or pictorial communication. This method is
            frequently used to determine prevailing social values of a society.
         

         
         As the definition of content analysis indicates, the culture of a country with
            respect to a segment can be identified by analysing the verbal, written, or
            pictorial communication in a message. This could be extended to retail stores as
            well as by analysing the range of products, brands, inventory rotation and other
            similar factors.
         

         
         In the 1980s, when Amanda visited a drug store or a pharmacy, she noticed an
            aisle full of purgatives and laxatives and thought the American diet was very
            much lacking in fibre content. In 2010, she visited a few Guardian outlets in
            Singapore and found it difficult to understand an aisle full of slimming
            products, given that the Health Promotion Board spends a lot of time promoting
            notions of healthy eating and living. 
         

         
         
            Consumer Fieldwork
            
         

         
         This involves observing consumers in their natural setting or in a contrived
            manner without the subjects being aware. Ming set up a coaching school for
            entrance tests to American universities. For the first four years of the
            business, he would take the TOEFL, SAT, GRE, and GMAT examinations himself every
            six months in order to personally experience the changes the testing board has
            made.
         

         
         
            Value Measurement Survey Instrument
            
         

         
         Market researchers have been measuring values using survey instruments, such
            as the VALS system. Similar techniques can be applied to measure culture. Other
            commonly used instruments for measuring cultural values include Rokeach Value
            Survey and Gordon’s Survey of Personal and Interpersonal Values. The World
            Values Survey also provides good information on country-level differences in
            major cultural values.
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      Chapter 3: Influence of Subcultures on Consumer Behaviour

      
      In Chapter 2, we looked at how culture impacts consumer behaviour. We also saw
         there are three levels of culture, namely, supranational, national, and group
         culture that can influence consumer behaviour. While it is easy to look at the
         supranational and national culture, it is more difficult to identify the impact of
         group culture on behaviour. This is because different groups can follow different
         cultures within the national and supranational cultural bounds. This group culture
         is called the subculture. For a marketer, understanding the impact of the subculture
         on purchase behaviour is very important. 
      

      
      There was a case in Florida in the early 1990s. A nurse in a hospital who was
         fluent in Spanish was talking to a patient who was not well versed in English or
         Spanish. A fellow nurse made a complaint against this nurse as she thought they were
         talking about her and she insisted that a common language, English should be
         mandated within the hospital.
      

      
      For special television programmes, newspapers, advertisements, and in general, the
         media in USA today, paying attention to a growing sub-group of Spanish-speaking
         families is unavoidable for marketers.
      

      
      
         
         3.1 What is a subculture?

         
         
            (Learning Objective: To define subculture and discuss its relationship
                  with culture) 
            
         

         
         A subculture is defined as: a distinct cultural group that exists as an
               identifiable segment within a larger, more complex society. Just as we
            saw under the broader category of culture and consumer behaviour, the members of
            a subculture, which is a subset of culture, possess beliefs, values, and customs
            that are exclusive to them. Sub-cultural groups can be formed on the basis
            of:
         

         
         
            
            	Nationality 

            
            
            	Religious faith 

            
            
            	Race 

            
            
            	Age 

            
            
            	Gender 

            
            
         

         
         
      
      
      
      
         
         3.2 Nationality, Race, and Religious Faith Subcultures

         
         
            (Learning Objective: To discuss how subcultures based on nationality,
                  race, and religious faith influence consumer behaviour)
            
         

         
         Even though subculture can be looked at separately in terms of nationality,
            race, and religious faith, it is quite common to find that these three are
            related to each other. Typically, nationals of any given country tend to belong
            to the same race and the majority of them follow the same religious faith.
            Therefore, all these three would be discussed together. 
         

         
         If we consider Singapore, though the population is small, we have
            representation from a large number of countries. Still, from a marketing
            perspective, only a few nationalities are dominant enough to be classified into
            a considerable subculture group. Others are grouped as “expats.” This term
            “expats” refers to white people, both English and non-English speaking. The
            major sub-cultural groups in Singapore are: 
         

         
         
            
            	Chinese 

            
            
            	Malay 

            
            
            	Indians (Though Indians speak many languages, the majority group in
               Singapore are Tamil speaking) 
            

            
            
            	Expats 

            
            
         

         
         
         Besides specific nationality subcultures, Singapore has 284,300 construction
            workers and 255,800 domestic workers who have come from different countries (as
            of June 2019; Ministry of Manpower, 2020) and together have a huge buying power.
            Marketers are interested in catering to their needs.
         

         
         The Singapore government has established ways of understanding various
            subcultures and facilitates the practice of beliefs, values, and customs of the
            various groups without conflict. This, in turn, makes the job easier for
            marketers catering to the needs of the Singapore citizens, permanent residents,
            and people on employment passes. Here are a few examples where the efforts to
            promote racial integrity have been guiding the marketers to communicate
            appropriately: 
         

         
         
            
            	National holidays for various religious occasions 

            
            
            	Chingay parades 

            
            
            	Ticket sales to National Day Parade 

            
            
            	Lighting up Orchard Road, Chinatown, Geylang and Arab Street areas,
               Serangoon Road and Little India area during the respective religious
               occasions 
            

            
            
            	Public transport 

            
            
            	Places of worship 

            
            
            	Infrastructure

            
            
            	Education and healthcare facilities 

            
            
            	Shopping belt of Orchard road, Chinatown, Little India, and Arab street 

            
            
            	Suburban shopping centres near MRT stations 

            
            
            	HDB concept and quota system for ethnic groups for purchase of HDB flats 

            
            
            	Cultural events of various groups 

            
            
            	Overall facilities for the various sub-cultural groups to co-exist 

            
            
         

         
         
      
      
      
      
         
         3.3 Age Subcultures

         
         
            (Learning Objective: To discuss how age subcultures influence consumer
                  behaviour)
            
         

         
         A lecturer in her 50s asked her Consumer Behaviour students who were in their
            20s, “Would you expect me to go to Zouk or Ministry of Sound?” On hearing this,
            the class broke out in laughter.
         

         
         If you visit a music store such as HMV, you will notice how the music
            selection is displayed in shelves categorised by age subculture.
         

         
         All libraries in Singapore have adult, young adult, children, and toddler
            sections and programmes catering to various age groups.
         

         
         Whether you are in Singapore or anywhere in the world, marketers’ efforts to
            reach Gen Y, Gen X, and Baby Boomers are distinct and strong.
         

         
      
      
      
      
         
         3.4 Gender Subcultures

         
         
            (Learning Objective: To discuss how gender subcultures influence
                  consumer behaviour)
            
         

         
         If you observe customers visiting exclusive men’s clothing and exclusive
            women’s clothing shops in a mall, you will see that men’s retail stores are
            visited by men accompanied by women whereas women’s retail stores are visited by
            women on their own. 
         

         
         A Japanese high-end car company was willing to redesign the dashboard console
            to accommodate women who want to avoid getting their long fingernails damaged
            while accessing the dashboard. Similarly, Singapore banks have come up with
            women-only credit cards.
         

         
         When it comes to processing information from an advertisement, it has been
            found that men and women process information differently. Traditionally,
            investment product advertisements are directed towards men. As women are
            becoming interested in investment products, the marketers have to come up with a
            unisex appeal in their messages.
         

         
         Online habits of men and women also differs significantly. Women seek out
            reference materials, online books, medical information, cooking ideas,
            government information, and chat sites while men are interested in investments,
            and exploring, discovering, identifying, and downloading free software.
            Therefore, the “nurturer” in women and “hunter-gatherer” in men are evident from
            the online behaviour of the different genders and this enables the marketer to
            select appropriate links for the various sites.
         

         
         There is also the working woman who has “99 lives.” She is career-oriented, a
            dutiful mother and wife, a role model, a conscientious life-long student who
            wants to be beautiful even in her 40s and 60s—the list goes on. Marketers who
            are aware of this segment are armed with messages and products to tap into the
            buying power and attitudes of working women.
         

         
      
      
      
      
         
         3.5 Interaction of Subcultures

         
         
            (Learning Objective: To explain how subcultures interact in influencing
                  consumer behaviour)
            
         

         
         Marketers cannot afford to forget how multiple sub-cultural memberships
            interact to influence target consumers’ relevant consumption behaviour. For
            example, a Singaporean Chinese woman in her thirties having a bright career and
            two toddlers and an ambitious husband will have multiple subcultures interacting
            while making purchase decisions.
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                           	As a marketing consultant, you were retained by the
                              Walt Disney Company to design a study investigating how
                              families make vacation decisions. Who, within the family,
                              would you interview? What kind of questions would you ask?
                              How would you assess the relative power of each family
                              member in making vacation-related decisions?
                           

                           
                           Answer

                           
                              As Disney’s marketing consultant, you must
                                 identify the distinct roles in the family decision-making
                                 process regarding vacations. You should identify and
                                 interview both the influencers and deciders regarding
                                 vacation decisions. It is likely that you would have to
                                 interview both parents and children. The questions asked
                                 should be designed to reveal the relative influence of the
                                 various family members regarding the many factors involved
                                 in a typical family’s decision to visit Disney World. These
                                 factors include the time of year during which the vacation
                                 is taken; the length of the vacation; the amount of money to
                                 be spent.
                              

                           

                           
                           
                           
                           	You are the owner of two furniture stores: one
                              catering to upper-middle class consumers and the other to
                              lower class consumers. How do social class differences
                              influence each store’s: (a) product lines and styles, (b)
                              advertising media selection, (c) the copy and communication
                              style used in the ads, and (d) payment
                              policies?
                           

                           
                           Answer

                           
                              
                                 
                                 
                                    
                                    	The furniture directed at the upper-middle class
                                       should be distinctive, highly styled, modern, and
                                       with an artistic quality. The furniture directed at
                                       the lower-class should be traditional, sturdy,
                                       comfortable, and highly utilitarian. 
                                    

                                    
                                    
                                    	Upper-middle-class consumers regard their homes as
                                       symbols of achievement and sources of status and
                                       prestige. They place symbolic value on furniture,
                                       and advertising directed at them should stress a
                                       total home environment as a means of
                                       self-expression. Lower-class consumers seek
                                       respectability and conformity to norms, and
                                       promotion directed at them should focus on the
                                       practical and utilitarian aspects of furniture. 
                                    

                                    
                                    
                                    	Social classes vary in terms of how they transmit
                                       and receive communication. Lower-class members
                                       portray their world in rather personal and concrete
                                       terms, and the advertising copy directed at them
                                       should be simple, straightforward, and should
                                       describe immediate experiences. Upper-middle-class
                                       people generally describe their experiences from a
                                       number of different perspectives, and the promotion
                                       directed at them should be designed to create a
                                       total experience, atmosphere, or feel. 
                                    

                                    
                                    
                                    	Because some lower-class consumers may not have the
                                       total sum required for a purchase, the store should
                                       offer deposit lay-away and instalment payment plans.
                                       The retailer should also recognise that members of
                                       the lower social classes tend to use their credit
                                       cards for instalment payments, although members of
                                       higher social classes pay their credit card bills in
                                       full each month. Thus, an in-store sales appeal of
                                       “buy now and pay later” is likely to lure
                                       lower-class consumers into buying. In the case of
                                       upper-middle-class patrons, an in-store offer of a
                                       lower price for payment with cash or personal cheque
                                       rather than a credit card (made possible by the fact
                                       that the merchant does not have to pay credit card
                                       company fees during such purchases) is a more
                                       effective payment policy. 
                                    

                                    
                                    
                                 

                                 
                                 
                              

                           

                           
                           
                           
                           	For each of the products and activities listed
                              below:
                              
                                 
                                 	Identify the core values most relevant to their
                                    purchase and use. 
                                 

                                 
                                 
                                 	Determine whether these values encourage or
                                    discourage use or ownership. 
                                 

                                 
                                 
                                 	Determine whether these core values are shifting,
                                    and if so, in what direction. 
                                    The products and
                                       activities are:
                                    

                                    
                                    
                                       
                                       	Donating money to charities 

                                       
                                       
                                       	Donating blood 

                                       
                                       
                                       	Digital video recorders 

                                       
                                       
                                       	Toothpaste 

                                       
                                       
                                       	Diet soft drinks 

                                       
                                       
                                       	Foreign travel 

                                       
                                       
                                       	Cellular smartphones 

                                       
                                       
                                       	Interactive TV home-shopping services 

                                       
                                       
                                       	Fat-free foods 

                                       
                                       
                                       	Products in recyclable packaging

                                       
                                       
                                    

                                    
                                    
                                 

                                 
                                 
                              

                              
                              
                           

                           
                           Answer

                           
                              
                                 
                                 
                                 
                                    
                                       
                                       
                                          
                                          
                                          
                                          
                                       
                                       
                                          
                                          
                                             
                                             	Product or Activity
                                             
                                             
                                             	Core Value(s)
                                             
                                             
                                             	Encourages or Discourages
                                             
                                             
                                             	Direction of shift
                                             
                                             
                                          

                                          
                                          
                                       
                                       
                                       
                                          
                                          
                                             
                                             	Donating money to charities
                                             
                                             
                                             	Humanitarianism
                                             
                                             
                                             	Encourages
                                             
                                             
                                             	No shift
                                             
                                             
                                          

                                          
                                          
                                          
                                             
                                             	Donating blood
                                             
                                             
                                             	Humanitarianism
                                             
                                             
                                             	Encourages
                                             
                                             
                                             	No shift
                                             
                                             
                                          

                                          
                                          
                                          
                                             
                                             	Digital video recorders
                                             
                                             
                                             	Efficiency, Practicality, Material
                                                Comfort
                                             
                                             
                                             
                                             	Encourages
                                             
                                             
                                             	No shift
                                             
                                             
                                          

                                          
                                          
                                          
                                             
                                             	Toothpaste
                                             
                                             
                                             	External Conformity
                                             
                                             
                                             	Encourages
                                             
                                             
                                             	No shift
                                             
                                             
                                          

                                          
                                          
                                          
                                             
                                             	Diet soft drinks
                                             
                                             
                                             	Fitness and Health, External
                                                Conformity
                                             
                                             
                                             
                                             	Encourages
                                             
                                             
                                             	Up services
                                             
                                             
                                          

                                          
                                          
                                          
                                             
                                             	Foreign travel
                                             
                                             
                                             	Individualism, Freedom
                                             
                                             
                                             	Encourages
                                             
                                             
                                             	No shift
                                             
                                             
                                          

                                          
                                          
                                          
                                             
                                             	Cellular phones
                                             
                                             
                                             	Efficiency, Practicality
                                             
                                             
                                             	Encourages
                                             
                                             
                                             	Up services
                                             
                                             
                                          

                                          
                                          
                                          
                                             
                                             	Interactive TV home shopping
                                             
                                             
                                             	Efficiency, Practicality, Progress
                                             
                                             
                                             	Encourages
                                             
                                             
                                             	Up services
                                             
                                             
                                          

                                          
                                          
                                          
                                             
                                             	Fat-free foods
                                             
                                             
                                             	Fitness and Health 
                                             
                                             
                                             	Encourages
                                             
                                             
                                             	Up services
                                             
                                             
                                          

                                          
                                          
                                          
                                             
                                             	Recyclable packaging
                                             
                                             
                                             	Ecological Concern
                                             
                                             
                                             	Encourages
                                             
                                             
                                             	Up services
                                             
                                             
                                          

                                          
                                          
                                       
                                       
                                    

                                    
                                 

                                 

                                 
                                 
                              

                           

                           
                           
                           
                           	In view of the anticipated growth of the over-50
                              market, a leading cosmetics company is re-evaluating the
                              marketing strategy for its best-selling moisturising face
                              cream for women. Should the company market the product to
                              younger (under-50) as well as older women? Would it be wiser
                              to develop a new brand and formula for consumers over 50
                              rather than target both age groups with one product? Explain
                              your answer.
                           

                           
                           Answer

                           
                              A moisturiser face cream is a product that should
                                 probably be positioned in a way depicting the target
                                 consumer’s perceived or cognitive age rather than the
                                 individual’s chronological age. Because most older consumers
                                 feel and consider themselves younger than their
                                 chronological ages, developing a new brand and formula for
                                 over-50 consumers is unlikely to be successful. Research
                                 suggests that people’s perception of their ages is more
                                 important in determining behaviour than their chronological
                                 age. Elderly consumers perceive themselves to be younger
                                 than their chronological age on four perceived age
                                 dimensions: (a) feel-age (how old they feel,) (b) look-age
                                 (how old they look,) (c) do-age (how involved they are in
                                 activities favoured by members of a specific age group,) and
                                 (d) interest-age (how similar their interests are to those
                                 of members of a specific age group.) Therefore, the company
                                 should not design a new brand specifically for older
                                 consumers and should continue marketing the existing brand
                                 to younger as well as older women. This may prove to be a
                                 complex endeavour, however, and the company must ensure that
                                 none of the advertising messages and appeals directed at
                                 older women alienates the under-50 users of the product.
                                 
                              

                           

                           
                           
                           
                           	
                              
                              
                                 
                                 	How should marketers promote products and services
                                    to working women? What appeals should they use?
                                    Explain.
                                 

                                 
                                 
                                 	As the owner of a BMW automobile dealership, what
                                    kinds of marketing strategies would you use to
                                    target working women? 
                                 

                                 
                                 
                              

                              
                              
                           

                           
                           Answer

                           
                              
                                 
                                 
                                    
                                    	The marketer avoids high-pressure sales approaches
                                       and stresses sincere, polite, and helpful
                                       salespeople. When it comes to the features a woman
                                       seeks in a new car, emphasise safety and reliability
                                       and address product design. 
                                    

                                    
                                    
                                    	For example: 
                                       
                                          
                                          	 Recognising that men and women are generally
                                             not the same height, car makers are replacing the
                                             front “bench-type” seat with split seats which the
                                             driver and passenger can adjust independently. 
                                          

                                          
                                          
                                          	Lumbar support was built into seat backs to
                                             make them more comfortable for pregnant women.
                                             They also relieve back strain for men. 
                                          

                                          
                                          
                                          	Buttons are spaced farther apart to
                                             accommodate females’ long fingernails and men with
                                             big fingers. 
                                          

                                          
                                          
                                          	Power steering was originally developed for
                                             women, recognising that they have less strength
                                             than men (this feature is also preferred by men,
                                             and especially many older consumers). 
                                          

                                          
                                          
                                          	Reinforced side-door impact beams, child
                                             safety locks, and integrated child seats are
                                             features developed to appeal specifically to
                                             women. 
                                          

                                          
                                          
                                       

                                       
                                       
                                    

                                    
                                    
                                 

                                 
                                 
                              

                           

                           
                           
                        

                        
                     

                     
                     
                  
                  
                  
               

            

         

         
      
      
      
   
      
      
      
      Summary

      
      Family is the primary reference group for attitudes and behaviours for many
         consumers. As the most basic membership group, families are two or more persons
         related by blood, marriage, or adoption who reside together. Classifying families by
         stage in the family life cycle provides important insights into family consumption
         behaviour. 
      

      
      Social stratification is the division of members of a society into a hierarchy of
         distinct social classes. Social class membership can serve as a frame of reference
         for the development of consumer attitudes and behaviour. 
      

      
      Culture is the sum total of learned beliefs, values, and customs that serve to
         regulate the consumer behaviour of members. Sub-cultural analysis enables marketers
         to segment their markets to meet the specific needs, motivations, perceptions, and
         attitudes shared by members of the sub-cultural group. 
      

      
   
      
      
      
      Formative Assessment

      
      
         
         
            
            
            
            
            	Gunalan buys Darlie toothpaste because his mother bought Darlie
               for his family when he was growing up. This is an example of: 
            

            
            
               	
                  intergenerational brand transfer. 
                  
                  
                  
               

               	
                  peer socialization. 
                  
                  
               

               	
                  consumer socialization. 
                  
                  
               

               	
                  shared shopping experience. 
                  
                  
               

            

            Submit

            
               Correct. Specific brand preferences for products like
                  as toothpaste are passed down the generations.
               

               Incorrect. Specific to socialization between
                  peers.
               

               Incorrect. Refers to the process by which children
                  acquire the skills, knowledge, attitudes and experiences
                  necessary to function as a consumer.
               

               Incorrect. Refers to when mother and child go shopping
                  together, and along the way, allow the child to acquire in-store
                  shopping skills.
               

            

            
            
            
            
            
            
            
            	During the ___ stage of traditional family life cycle, married
               couples tend to be more comfortable financially. 
            

            
            
               	
                  bachelorhood
                  
                  
               

               	
                  honeymooner
                  
                  
               

               	
                  postparenthood
                  
                  
                  
               

               	
                  dissolution
                  
                  
               

            

            Submit

            
               Incorrect. Significant expenses invested on getting
                  married.
               

               Incorrect. Honeymooners will have considerable start-up
                  expenses when establishing a new home.
               

               Correct. Emptynesters have more time and money and
                  spend more on leisure and travel more frequently. They have
                  their savings and investments set aside.
               

               Incorrect. Most widows or widowers settled on a more
                  economical lifestyle or enter into second
                  marriages.
               

            

            
            
            
            
            
            	___ is defined as the sum total of learned beliefs, values and
               customers that serve to direct the consumer behaviour of members of a
               particular society. 
            

            
            
               	
                  Individualism 
                  
                  
               

               	
                  Culture
                  
                  
                  
               

               	
                  Society
                  
                  
               

               	
                  Subculture 
                  
                  
               

            

            Submit

            
               Incorrect. This refers to a cultural orientation that
                  favours individual rewards and personal interests above that of
                  the ingroups.
               

               Correct. Culture shapes who we are; it influences the
                  value we attach to things and possessions.
               

               Incorrect. Society refers to a group of people living
                  together in a particular region and demonstrates the same
                  customers, values and beliefs.
               

               Incorrect. This refers to smaller cultural groups
                  residing within the mainstream culture of a
                  society.
               

            

            
            
            
            
            
            	Sherry is saving money so she can afford a down payment on the
               purchase of an apartment as she thinks that home ownership is the key to
               creating wealth. This personal conviction in the value of home ownership
               is one of Sherry’s:
            

            
            
               	
                  beliefs. 
                  
                  
                  
               

               	
                  rituals. 
                  
                  
               

               	
                  norms. 
                  
                  
               

               	
                  customs. 
                  
                  
               

            

            Submit

            
               Correct. The above reflects her knowledge and
                  assessment of home ownership.
               

               Incorrect. Rituals are special practices set aside for
                  specific occasions such as weddings, funerals, etc. from birth
                  till death.
               

               Incorrect. Norms refer to typical or standard behaviour
                  acceptable to a particular community.
               

               Incorrect. Customs refer to everyday and routine
                  behaviour that are approved or acceptable to the culture and
                  situation.
               

            

            
            
            
            
            
            	Kong and his brothers always put ketchup on their fried rice
               during meals. This is an example of:
            

            
            
               	
                  beliefs.
                  
                  
               

               	
                  rituals.
                  
                  
               

               	
                  norms.
                  
                  
               

               	
                  customs.
                  
                  
                  
               

            

            Submit

            
               Incorrect. Beliefs reflects an individual’s knowledge
                  and assessment of specific behaviour.
               

               Incorrect. Rituals are special practices set aside for
                  specific occasions such as weddings, funerals, etc. from birth
                  till death. 
               

               Incorrect. Norms refer to typical or standard behaviour
                  acceptable to a particular community.
               

               Correct. Customs refer to everyday and routine
                  behaviour that are acceptable to the situation and culture.
                  These will include putting marmite on toasts, putting butter
                  into coffee, etc. 
               

            

            
            
            
            
            
            	The learning of one’s own culture is known as:

            
            
               	
                  acculturation.
                  
                  
               

               	
                  exculturation.
                  
                  
               

               	
                  inculcation.
                  
                  
               

               	
                  enculturation.
                  
                  
                  
               

            

            Submit

            
               Incorrect. This refers to the adoption of the behaviour
                  patterns of the foreign or host culture. 
               

               Incorrect. Refers to colonized society’s acculturation.
                  
               

               Incorrect. Refers to efforts to teach or impress upon
                  the minds of the recipients by frequent instruction and
                  repetition.
               

               Correct. This refers to the learning of one’s own
                  culture from young.
               

            

            
            
            
            
            
            	Subcultures are:

            
            
               	
                  mutually exclusive in terms of
                  membership.
                  
                  
               

               	
                  a hindrance to market
                  segmentation.
                  
                  
               

               	
                  dynamic and evolving.
                  
                  
                  
               

               	
                  vastly different in values and beliefs from the
                  dominant cultures.
                  
                  
               

            

            Submit

            
               Incorrect. Since it is constantly evolving and dynamic,
                  there is seldom exclusivity in memberships.
               

               Incorrect. Many marketers have targeted subcultures as
                  part of their marketing strategy.
               

               Correct. Culture is constantly changing and these
                  subcultures will evolve as they progress.
               

               Incorrect. Subcultures are smaller communities residing
                  within the dominant culture.
               

            

            
            
            
            
            
            	Which of the following is true of the Generation X
               market?
            

            
            
               	
                  Receptive to being singled out and marketed to. 
                  
                  
               

               	
                  Value salary over job
                  satisfaction.
                  
                  
               

               	
                  The majority of them are married. 
                  
                  
               

               	
                  Use the Internet more than any other age
                  cohort.
                  
                  
                  
               

            

            Submit

            
               Incorrect. Not all of them will prefer
                  this.
               

               Incorrect. Job satisfaction is important to this
                  generation who pride themselves on their
                  sophistication.
               

               Incorrect. Slightly over 60 per cent are
                  married.
               

               Correct. This is a fact, and is the most appropriate
                  answer. Sixty percent of them have tried online
                  banking.
               

            

            
            
            
            
            
            

            
            	Carrie learned how to go about shopping for a new sound system
               when her older brother sat her down and told her what to look for at the
               distributors and how to negotiate for the best price. This
               constitutes:
            

            
            
               	
                  formal learning.
                  
                  
                  
               

               	
                  media learning.
                  
                  
               

               	
                  informal learning.
                  
                  
               

               	
                  technical learning.
                  
                  
               

            

            Submit

            
               Correct. Adults and older siblings teach a young family
                  member how to behave.
               

               Incorrect. Learning is not executed through the
                  media.
               

               Incorrect. There is a structured and guided approach to
                  learning. Learning was not through imitating the behaviour of
                  selected others.
               

               Incorrect. Instruction was not given out in an
                  educational environment.
               

            

            
            
            
         

         
      

      
      
   
      
      
      Study Unit 6
Cross-Cultural Consumer Behaviour and Consumers’ Adoption of Innovations 

   
      
      
      
      Learning Outcomes

      
      By the end of this unit, you will be able to:

      
      
         
         	Compare different strategies of marketing to global markets. 

         
         
         	Discuss how consumers respond to global brands. 

         
         
         	Understand the cross-cultural impact on purchasing behaviour. 

         
         
         	Discuss how global brands can be created.

         
         
         	Differentiate between adoption and diffusion of innovations. 

         
         
         	Examine how attributes of an innovation affect consumer adoption. 

         
         
         	Explain the adoption process. 

         
         
         	Discuss and profile adopter categories. 

         
         
      

      
      
   
      
      
      
      Overview

      
      In this era of globalisation and connectivity, businesses move beyond borders and
         market their offerings to consumers in foreign countries. Consumers in a different
         country have a different culture and demonstrate different consumption behaviours.
         Therefore, it is important for companies and marketers to understand consumers in
         other countries through cross-cultural analysis and develop marketing strategies
         that can attract people of all cultures. 
      

      
      Marketing strategies for new products have to be carefully planned as the
         diffusion of the new idea can be very slow. Therefore, it becomes necessary for
         marketers to understand the diffusion process as well as the adopter categories so
         that they can develop appropriate strategies to promote innovations.
      

      
      These two topics will be discussed in Study Unit 6. Chapter 1 will cover
         cross-cultural consumer behaviour in an international context, and Chapter 2 will
         deal with adoption and diffusion of innovations.
      

      
   
      
      
      
      Chapter 1: Cross-Cultural Consumer Behaviour: An International Perspective

      
      
         
         1.1 Multinational Marketing Strategies are Imperative

         
         Marketers have to handle cross-cultural consumer behaviour that has been
            shaped by the globalisation and technology development. Global trade agreements
            since the inception of the European Union in the 1960s have been numerous. Some
            of them are:
         

         
         
            
            	NAFTA (USA, Canada, and Mexico) 

            
            
            	ASEAN (Asian countries) 

            
            
            	MERCOSUR (Latin American countries) 

            
            
            	CAFTA (Central American countries) 

            
            
         

         
         
         In addition, countries also have bilateral agreements. For example, Singapore
            has bilateral trade agreements with many Asian, European, and African countries.
            Such agreements help organisations in developing trade within and outside the
            member countries. ASEAN is inviting China (already part of the ASEAN Plus Three
            Cooperation) and India to become part of it. The growth potential, large number
            of consumers, increasing disposable income, and buying power of Indian and
            Chinese consumers cannot be overlooked by ASEAN.
         

         
         Given the above development and business potential, marketers should not miss
            the opportunities to market their offerings to global consumers. The question is
            more about how to market globally rather than whether it should be done or if it
            is necessary. Global marketing strategies depend on the market, knowledge of
            consumers, attitudes of consumers, and the product or service.
         

         
         

         
         

         
         
            
            1.1.1 Global Branding

            
            
               (Learning Objective: To explain the advantages of being a global
                     brand)
               
            

            
            When and why would a consumer favour a global brand?

            
            A “world brand” or “global brand” has more power to win attitudes faster
               for its positive impressions. Compared to a local brand, consumers tend to
               perceive a global brand to have a better image, to be more technologically
               advanced, and to produce higher quality products. The global brand status
               signals quality and reputation.
            

            
            Global brands also serve as the ideal images that consumers want to
               obtain, while local brands stand for who they currently as. For example, Tag
               Heuer’s tag line “What are you made of” is aimed at a global
               consumer.
            

            
            Lastly, consumers tend to set higher social responsibility requirements
               for the global brands than the local ones. Consumers believe that global
               brands should answer to social problems related to their business.
            

            
         
         
         
         
            
            1.1.2 Consumer Views of Global Brands

            
            
               (Learning Objective: To discuss four consumer views of global
                     brands)
               
            

            
            Research has identified four different groups of consumers who hold
               different views of global brands. This classification can serve as a
               potential segmentation variable for global marketing and branding.
            

            
            
               
               	
                  Global Citizens who use a brand’s global market success as an
                  indicator of product quality and company innovativeness and expect the
                  global brand to be socially responsible. 
               

               
               
               	
                  Global Dreamers who simply see global brands as quality options
                  without much concern over social responsibility. 
               

               
               
               	
                  Anti-Globals who do not trust and try to avoid global brands. 
               

               
               
               	
                  Global Agnostics who act in the same way towards global and local
                  brands. 
               

               
               
            

            
            
         
         
         
         
            
            1.1.3 Country-of-Origin Effects

            
            
               (Learning Objective: To describe how country of origin affects the
                     global consumer behaviour)
               
            

            
            
               
               	What is the image of BMW in Singapore as opposed to its image in Europe? 

               
               
               	What is likely to be the image of Lexus and Toyota in the USA after
                  announcements of recall of cars as compared to their image in the past? 
               

               
               
               	When someone points out to a carpet and says “It is beautiful!”, the
                  immediate question is “Is it Persian?” 
               

               
               
            

            
            
            When we talk about country-of-origin, certain products are associated with
               certain countries and related perceptions. Emerging markets such as China
               and India have stronger ethnocentric views towards textiles, garments, white
               goods and other durables and non-durables. Still, the high-end market looks
               to “foreign” goods and car companies like Audi and BMW are setting up shops
               in these countries.
            

            
            It is the consumers’ perception with respect to quality and reliability of
               a product or service that results in the country-of-origin effect.
            

            
            Along with country-of-origin (COO), country-of-design (COD), country of
               assembly (COA), and country of parts (COP) are also important. Among these,
               country of parts seems to have the strongest influence on consumers’
               evaluation. After all, fabric is only as good as the yarn!
            

            
            Some consumers have animosity towards a country and it is reflected in
               their boycotting or not liking the products from these countries.
            

            
            As Japan occupied parts of China during World War II, some Chinese have
               animosity towards Japan and will not buy products made in Japan. USA was
               vehemently against Japanese cars until 1973 when they were forced to buy the
               smaller Japanese cars due to the oil crisis. In the mid-1980s, students in
               American universities demanded withdrawal of investments to universities by
               companies that do business with apartheid countries.
            

            
            Just as there are trade agreements, there are trade embargoes too.
               Immediately after the 9/11 attack in the United States, USA announced a
               trade embargo on Iraq.
            

            
            A marketer needs to understand the source of animosity, how deep the
               animosity is, and how long it is likely to last, and base the strategies on
               these issues.
            

            
         
         
         
      
      
      
      
         
         1.2 Strategies to Go Global: Localisation versus Standardisation

         
         
            (Learning Objective: To describe a continuum of strategies to go global)
                  
            
         

         
         Two distinct strategies can be used to market products or services to overseas
            markets: global (or standardized) marketing strategy or local (or localised)
            marketing strategy. The former involves using the same product and communication
            strategies across different countries, while the latter refers to customising
            product and localising communications programmes for each of the unique markets.
            Within the continuum, there are two possible hybrid strategies: (a) customised
            products with standardised communications or (b) uniform product with customized
            communications.
         

         
         When we consider which strategies to use, cross-cultural similarities are as
            important as differences. Cross-cultural similarities are helpful in saving
            costs related to marketing activities as standardized product and communication
            messages can be used in various countries. If cultural beliefs, values, and
            customs of the target countries are found to vary significantly, localized
            marketing strategies will have to be applied for each country in the overall
            target.
         

         
         Let’s take a look at some examples.

         
         IKEA, the furniture company, is established in many countries. In Singapore,
            it caters to the information needs of a multiracial population by advertising in
            English, Chinese, Tamil, and Malay newspapers and television channels with
            slight changes in the strength of the messages to match the expectations of the
            respective ethnic groups. Nevertheless, it offers similar products in these
            markets. IKEA adopts a hybrid strategy (uniform product/customized
            communications).
         

         
         Coca-Cola and Pepsi changed their strategy in India. Since these drinks are
            favoured more by the younger generation including children as well as working
            class people, the size of the bottle is very small and the drinks are sold at
            very low prices so that they can create a big market. Furthermore, branding and
            advertising campaigns are also customized to leverage India cultural elements.
            Both companies are executing local marketing strategies.
         

         
      
      
      
      
         
         1.3 Cross-Cultural Differences and Cross-cultural Analysis

         
         Cross-cultural (consumer) analysis is defined as “a form of market research
               to determine as to what extent the consumers of two or more nations are
               similar or different.” Cross-cultural consumer researchers focus on
            searching for differences and similarities in various areas: language usage,
            colour meaning, demographics, consumption patterns, perceived product benefits,
            product evaluation criteria, social conditions, family structures, etc. The
            findings are useful for making strategic global marketing decisions.
         

         
         
            Individualism versus Collectivism 
            
         

         
         One important consumption behaviour-related cultural orientation is
            individualism (vs. collectivism). This orientation reflects to what extent
            people in a society focus on themselves and immediate family members (vs.
            extended social groups). Highly individualist cultures emphasise self-reliance
            and individual initiative, while highly collectivistic cultures expect group
            identity and loyalty. We can simply put see these two orientations as “I” versus
            “we” cultures.
         

         
         The individual-collectivism cultural orientation has implications on consumer
            behaviour. Research found that collectivistic consumers rely more on
            word-of-mouth than their individualist counterparts when making product
            judgments.
         

         
         Moreover, this cultural orientation influences consumers’ likelihood to accept
            brand extensions. When you travel in a developing country where the quality of
            water is questionable, you would rest your mind by buying Aquafina, bottled by
            Pepsi. An individualistic and rational consumer may question the credibility of
            the Pepsi brand extension “Pepsi Popcorn”. However, a person from a
            collectivistic culture with a holistic approach might think that Pepsi and
            popcorn could possibly be consumed together and hence the brand extension of
            Pepsi popcorn becomes acceptable.
         

         
         
            Consumer Styles
            
         

         
         There are four unique consumption styles or types of consumers:
            price-sensitive, variety-seeking, brand-loyal, and information-seeking.
            Different countries/markets may have different composition patterns of all these
            types of consumers. Knowing the majority consumer type in the market allows
            marketers to craft effective marketing strategies. 
         

         
      
      
      
      
         
         1.4 Acquiring Exposure to Other Cultures

         
         
            (Learning Objective: To explain how consumers acquire exposure to other
                  cultures) 
            
         

         
         In the Winter Olympics held at Vancouver in 2010, an American pair wore Indian
            costumes and skated to Indian folk songs set in Bollywood style during the
            figure skating competition. The movie Slumdog Millionaire won 8 Oscars including
            music for A. R. Rahman who has now become a celebrity all over the world.
            American shows such as Amazing Race, Desperate Housewives, and talk shows with
            the likes of Oprah Winfrey are shown in many other nations. There are many
            British shows such as Mr. Bean which are also shown in many countries. In
            Melbourne alone, there are restaurants offering cuisines from 50 countries.
            Apart from the entertainment field, food, the Internet and other media, the
            migration of people expose global consumers to the tastes and smells of other
            cultures.
         

         
         In Singapore, if you walk along Serangoon Road and Jalan Besar, you can see
            restaurants serving French, Italian, Mexican, American, Thai, Vietnamese,
            Korean, and Japanese cuisine in addition to regular Indian and Indian-Chinese
            cuisine. 
         

         
         This type of international marketing is not new. Why do we see reports of
            Roman gold coins found in the coastal parts of south-eastern India? How did
            Buddhism spread across South East Asia? The Japanese martial arts, especially
            karate, have borrowed a lot of techniques from the martial arts form called
            “Kalari Payattu,” practised in Kerala, India. “Conjee” is a typical dish from
            Tamil Nadu eaten by silk weavers. The Chinese travellers improved silk weaving
            in Tamil Nadu and took back “Congee” which they liked and thought would appeal
            to others also. China has also contributed to other countries. Spaghetti is a
            version of noodles brought back from China by Marco Polo. Gun powder also came
            from China. Italians claim they came up with the idea of ice cream and gelato
            even though the knowledge of ice cream making is from China. 
         

         
         These examples should give us an idea about the advantages of exposure to
            other cultures and how a smart marketer has more to gain and much more to offer
            to global consumers and create legacies.
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               You should now read Leon G. Schiffman & Joe Wisenblit (2019), Consumer
                  Behavior, 12th Edition, Pearson Prentice Hall, Chapter 13, pp. 348 –
                  373.
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      Chapter 2: Adoption and Diffusion of Innovations

      
      Until now, we have looked at the purchasing behaviour of consumers for existing
         products and services. It is also important to know how consumers will react to new
         products and services that any marketer is planning to introduce. When a new product
         is being conceived, marketers need to decide on the price, packaging, distribution
         as well as promotional messages in addition to the target market. There are some
         consumers who are always willing to try new things whereas many consumers wait to
         consume new products until they have received good reviews. Therefore, marketers
         need to know how consumers adopt new products. 
      

      
      When introducing a new product, diffusion cannot be achieved without adoption.
         Adoption of new products and services filters through the information processing
         system of the human mind. At the stage of adoption, consumers have the power to
         decide whether to accept or reject the new product or service. Marketers should
         persuade innovators and early adopters to accept the new product and encourage
         positive word-of-mouth from these early adopters to the remaining majority and
         laggards. As more and more consumers adopt the new product, innovation is considered
         as diffusing through the market. 
      

      
      
         
         2.1 Innovation

         
         An innovation can be looked at from the perspective of a firm, product,
            market, or consumer. 
         

         
         
            Firm-oriented innovation: A new product is produced by a firm but it
            does not warrant the consumer adopting or accepting the product.
         

         
         
            Product-oriented innovation: Anything related to a change in the
            features of an existing product is known as product-oriented innovation. There
            are three types of product-oriented innovation, namely, continuous
                  innovation, dynamically continuous innovation,and
            discontinuous innovation. Example of a continuous
            innovation will be Apple’s iPad with an inbuilt camera function. Discontinuous
            innovation will be based on the consumers adopting new behaviour patterns.
            Mobile communication technology consists of altered ways of “connecting people”
            though the basic concept of connecting people through telephone has not changed. 
         

         
         
            Market-oriented innovation: A market-oriented approach to innovation
            refers either to the short period of time the product has been in the market or
            the ability of a small percentage of the target market to purchase the
            product.
         

         
         
            Consumer-oriented innovation: Perception of consumers about the novelty
            of the product has a greater practical impact on gaining the attention of
            consumers than the physical features and market realities. If the consumers
            perceive the product to be useful, it will enhance the opportunities for
            adoption and purchase of the product or service.
         

         
      
      
      
      
         
         2.2 Diffusion of Innovations

         
         
            (Learning Objective: To describe four elements of the diffusion
                  process)
            
         

         
         Diffusion process can be defined as “the process by which acceptance of an
               innovation is spread by communication to members of a social system over a
               period of time.” Diffusion is a macro concept concerning how many
            percentage of the population in a market has accepted an innovation.
         

         
         Four basic elements of diffusion are discussed below:

         
         
            Innovation
            
         

         
         Whether consumers will accept an innovation depends on the characteristics of
            the new product. These characteristics are discussed in §2.3. 
         

         
         
            Channels of Communication
            
         

         
         Practical and traditional channels of communication are either “marketer to
            consumer” or “consumer to consumer.” The Internet is an interpersonal source of
            communication. With the power of broadband, search engines, blogs, Twitter, and
            Facebook, company-sponsored and non-company-sponsored information exchange about
            products and services is enormous. There are other sources of communication such
            as podcasts and social networking.
         

         
         
            Social System
            
         

         
         Diffusion of a product or service is contingent on the social system or the
            market. For example, for an improved golf iron, the social system consists of
            all golf players and for a new videogame, the social system includes all those
            interested in playing that game. The modern social system is more open to
            accepting innovation because of:
         

         
         
            
            	Positive attitude towards change 

            
            
            	Advanced technology and skilled labour forces 

            
            
            	General respect for education and science 

            
            
            	Emphasis on rational and ordered social relationships rather than on
               emotional ones 
            

            
            
            	An outreach system where members interact with outsiders, facilitating
               exchange of new ideas and issues 
            

            
            
            	A system in which members can see themselves in different roles 

            
            
         

         
         
         The social system can influence the overall consumption pattern, and marketers
            have to be constantly aware of the impact of the social system in augmenting or
            quenching the pace of adoption of innovation.
         

         
         
            Time
            
         

         
         Time plays a crucial role in the adoption process. If purchase time is long,
            the innovation would take more time to diffuse. Purchase time refers to the time
            that elapses between the time consumers learn about the new product or service
            and the time they actually purchase the product or service. 
         

         
         
            Rate of adoption, defined as the pace at which an innovation is
            acquired and used by the target market, also matters. The rate of adoption
            depends on the type of product or service, the market and economic conditions,
            effectiveness of earlier messages, awareness created, and whether the innovation
            itself is going to add value or improve the existing condition of the product.
            In general, the rate of adoption is more rapid compared to the past 25 to 50
            years because of speedier interpersonal communication modes and digital and
            satellite communications.
         

         
         Marketers come up with a “penetration” policy like lower prices to encourage
            earlier adoption. This could create problems as seen in the case of the
            launching price of Apple iPhones. The iPhones were $200 cheaper after the
            initial launch and Apple had to refund the money to those who had bought iPhones
            when it was launched. Opposite of “penetration policy” is “skimming policy”
            where the initial prices are kept high so that marketers can recoup the
            development costs faster, especially when they are in doubt about the success of
            the product. Later on, the price is reduced for other segments to adopt.
         

         
      
      
      
      
         
         2.3 Product Characteristics Affecting Adoption

         
         
            (Learning Objective: To examine product attributes that influence the
                  likelihood of adoption)
            
         

         
         Whether it is an innovative product, entertainment fantasy, print rarity, or a
            celebrity in any field, there are overnight sensations and slow impressionists.
            When a movie is released or when a political poll is conducted or when an
            innovative product or service is introduced, uncertainties associated with the
            marketing could be minimised if the marketers could envision the likely
            reactions of the consumers. Five product characteristics that influence the
            acceptance of new products by consumers are:
         

         
         
            
            	Relative advantage 

            
            
            	Compatibility 

            
            
            	Complexity 

            
            
            	Trialability 

            
            
            	Observability 

            
            
         

         
         
         
            Relative Advantage 
            
         

         
         The degree of comparison of a new product with an existing one in use is known
            as the principle of relative advantage. Many individuals have a landline
            telephone only as keepsake but more often use their mobile phones, especially
            smart phones, as mobile telephone technology has advanced tremendously.
         

         
         
            Compatibility
            
         

         
         The consistency of the new product in fulfilling the current needs, values,
            and practice of consumers is known as compatibility. An example would be
            Gillette razors which started from a single blade, to two, three, then four
            blades.
         

         
         
            Complexity
            
         

         
         Degree to which the new product is difficult to understand or use is known as
            complexity of the product. A little video screen demonstrating the instructions
            to top-up ezlink cards at MRT stations is meant to reduce the anxiety of new
            users.
         

         
         
            Trialability
            
         

         
         Degree to which it is possible to get the consumers’ hands or minds into using
            or experimenting with a new product or service is known as trialability.
            Examples would be test-driving a new car model or attending an open house in a
            new concept university.
         

         
         
            Observability
            
         

         
         Degree to which benefits of the new product can be observed, imagined, or
            described is known as observability. High fashion items such as clothing gain
            better acceptance and adoption if potential consumers could observe.
            Window-dressing in retail stores is a highly specialised part of retail
            marketing.
         

         
      
      
      
      
         
         2.4 Adopter Categories

         
         
            (Learning Objective: To enumerate the various adopter categories and
                  explain their behaviour)
            
         

         
         There are five adopter categories in the diffusion process. They are:

         
         
            
            	Innovators (first 2.5% to adopt) 

            
            
            	Early Adopters (next 13.5% to adopt) 

            
            
            	Early Majority (next 34% to adopt) 

            
            
            	Late Majority (next 34% to adopt) 

            
            
            	Laggards (next 16% to adopt) 

            
            
         

         
         
         As the list indicates, adopters are categorised according to the time when
            they purchase the new product or service after introduction. A marketer who is
            aware of the estimated size of his market and the nature and need of the new
            product would be able to predict the adoption rate well in advance.
         

         
         
            
            2.4.1 Adoption Process

            
            
               (Learning Objective: To explain the process by which new product adoption takes place)
               
            

            
            Adoption process can be defined as: “the stages through which an
                  individual consumer passes in arriving at a decision to try or not to
                  try, or to continue using or discontinue using a new product.”
               Consumers go through five stages before they decide to adopt or reject a new
               product, and these stages are:
            

            
            
               
               	Awareness 

               
               
               	Interest 

               
               
               	Evaluation 

               
               
               	Trial 

               
               
               	Adoption or rejection 

               
               
            

            
            
            Adoption process is very much influenced by information sources.
               Traditionally, impersonal mass media sources were valuable for creating
               initial product awareness and as purchase decision progresses, impersonal
               sources give way to interpersonal sources. In today’s high-tech world, even
               the onset of awareness starts with the click of a button. Impersonal mass
               media invariably provides website addresses to entice the prospective
               consumers to get more information and visit related links.
            

            
         
         
         
         

         
         
            
            2.4.2 Consumer Innovator

            
            
               (Learning Objective: To describe the characteristics of a consumer
                     innovator)
               
            

            
            We discussed the various aspects of the innovation process and decision
               making of individual consumers with respect to adoption of new products. Now
               we will discuss the personal characteristics of those consumers who are
               willing to step out of their realm to try and adopt new products or
               services. It is important that marketers have a sound understanding of this
               segment for it is that group of consumers which contribute much towards the
               marketer’s initiative to innovate and launch new products and
               services.
            

            
            In understanding the profile of a consumer innovator, the following points
               are relevant:
            

            
            
               
               	Consumer innovators make up the first 2.5% of the intended target market
                  who adopt an innovative product. 
               

               
               
               	Consumer innovators exhibit greater enthusiasm in collecting information
                  about innovation from a variety of formal and informal media sources.
                  How many of us deliberately go through the special sections of the
                  Straits Times on innovative products such as cars, electronic gadgets,
                  mobile phones, etc.? 
               

               
               
               	Consumer innovators influence the acceptance or rejection of new
                  products. 
               

               
               
               	Consumer innovators are generally less dogmatic than non-innovators and
                  this makes them approach new products with more openness and less
                  anxiety. 
               

               
               
               	Consumer innovators usually have the innate need for uniqueness
                  which influences them to be the first ones to try new products. 
               

               
               
               	Consumer innovators are more inner-directed, that is, they rely
                  more on their own opinions than those of others. 
               

               
               
               	Consume innovators seek optimum stimulation level most of the
                  time. They seek novel, complex, and unusual experiences and are more
                  willing to risk trying new products. 
               

               
               
               	Consumer innovators are more variety seeking and innovations
                  quench their thirst for them. 
               

               
               
            

            
            
            These are the special characteristics of consumer innovators and it is
               worth the effort of the marketers to design promotional campaigns for
               innovators and for later adopters differently.
            

            
            
               Perceived Risk and Venturesomeness
               
            

            
            Perceived risk is another measure of consumers’ willingness to try new
               products. Those consumers who perceive little or no risk in their purchase
               of a new product are more likely to be early adopters or innovators.
            

            
            Venturesomeness is a broad-based measure of a consumer’s willingness to
               adopt new products. Manufacturers of toys for toddlers prefer to test the
               limit of venturesomeness by using children for pilot testing their toys. 
            

            
            
               Purchase and Consumption Characteristics
               
            

            
            Innovative behaviour and heavy usage go together. Innovators form a
               substantial market in terms of product volume. This makes the segment
               attractive to competitors. Moreover, innovators  constantly look for
               novelty. Hence continuous innovation is likely to keep this segment more
               brand loyal.
            

            
            
               Media Habits and Social Characteristics
               
            

            
            Innovators in general have greater exposure to media of all sorts. When it
               comes to social acceptance and being innovators, it works as a double-edged
               dagger. It is because this segment, though looking inward for
               novelty, is looking outward to be accepted. They are willing to try
               new products and they act as proud early adopters who spread the news of the
               new product as opinion leaders (read more about the characteristics of
               opinion leaders on pp. 254-255 of the textbook).
            

            
            They are usually younger in age, have more formal education, and have a
               higher level of personal or family income and better occupational
               status.
            

            
            
               Are There Generalised Consumer Innovators?
               
            

            
            The consumer innovators are classified more on product categories than on
               general terms for all new products. Innovations in the high-tech arena are
               more appealing to change leaders who are exuberant in adopting new
               technologies, such as in computers and hand phones, before the mainstream
               consumer. They are technophiles and techthusiasts who respond
               to technology earlier than others. 
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                        Review Questions

                        
                        
                           
                           
                              
                              
                              	Should Head & Shoulders shampoo be sold
                                 worldwide with the same formulation? In the same
                                 package? With the same advertising theme? Explain your
                                 answers.
                              

                              
                              Answer

                              
                                 Product standardisation works best with
                                    high-involvement products that approach either end of
                                    the high-tech/high-touch continuum. Low involvement
                                    products in the mid-range of high-tech/high-touch
                                    continuum are best packaged as local brands using
                                    market-by-market executions. Procter & Gamble can
                                    use the same brand as Head & Shoulders worldwide but
                                    the formulas, package sizes, and scents of each product
                                    can vary from country to country depending upon the
                                    circumstances.
                                 

                              

                              
                              
                              
                              	What advice would you give to an American
                                 retailer who wants to sell women’s clothing in
                                 Japan?
                              

                              
                              Answer

                              
                                 The American retailer should utilise
                                    cross-cultural analysis to study the Japanese in
                                    designing the marketing strategies aimed at Japanese
                                    consumers. In addition, the American company should
                                    consider language differences, and other socioeconomic
                                    and psychographic information. The marketer should be
                                    careful to avoid typical product promotion, price, and
                                    distribution problems that sometimes plague
                                    cross-cultural marketing.
                                 

                              

                              
                              
                              
                              	Panasonic is introducing a TV with 60-inch wide
                                 screen that is only 1 inch deep and weighs about half
                                 the weight of any competitor’s. 
                                 
                                    
                                    	What recommendations would you make to Panasonic
                                       regarding the initial target market for the new TV
                                       model? 
                                    

                                    
                                    
                                    	How would you identify the innovators for this
                                       product?
                                    

                                    
                                    
                                    	Should Sony follow a penetration or a skimming
                                       policy in introducing the product? Why?
                                    

                                    
                                    
                                 

                                 
                                 
                              

                              
                              Answer

                              
                                 
                                    
                                    
                                       
                                       	Innovators are the initial target market for the
                                          new TV model. These consumers are venturesome,
                                          open to new ideas, eager to try new products,
                                          perceive less risk in adopting new offerings, and
                                          are more socially integrated than other consumers.
                                          In terms of personality traits, these individuals
                                          are open-minded, inner-directed, and like exciting
                                          and new concepts (i.e., high optimum stimulation
                                          level).
                                       

                                       
                                       
                                       	Panasonic should derive the definition of
                                          consumer innovators from the status of its new
                                          product. Thus, those consumers who purchase the
                                          new TVmodel within a designated period of time
                                          following the product’s introduction are defined
                                          as the “innovators.” The company should study the
                                          characteristics of these consumers (including the
                                          data from the warranty cards that purchasers of
                                          the new product have filled out) and use the
                                          knowledge gained to develop marketing strategies
                                          for the introductions of other electronic
                                          innovations.
                                       

                                       
                                       
                                       	Because the new product involves very high
                                          development costs, Sony will probably follow a
                                          skimming policy by introducing the product at a
                                          high price and targeting consumers who are willing
                                          to pay top dollars. Such an approach will enable
                                          Sony to recoup the development costs more quickly.
                                          As other companies come up with TV sets that have
                                          features similar to Sony’s model, however, the
                                          company must gradually lower the price in order to
                                          attract additional market segments.
                                       

                                       
                                       
                                    

                                    
                                    
                                 

                              

                              
                              
                           

                           
                        

                        
                        
                     
                     
                     
                  

               

            

            
         
         
         
      
      
      
   
      
      
      
      Summary

      
      International marketers need to satisfy the needs of consumers in very distinct
         markets. Thus, they must understand the cultural similarities and differences
         between them and the people of the countries that they target. Some of the issues
         involved in cross-cultural analysis include differences in language, consumption
         patterns, needs, product usage, economic and social conditions, marketing
         conditions, and market research opportunities.
      

      
      The diffusion process and adoption process are two closely related concepts
         concerned with the acceptance of new products by consumers. The diffusion process is
         a macro process focussing on the spread of an innovation from its source to the
         consumers. The adoption process is a micro process examining the stages through
         which an individual consumer passes when making a decision to accept or reject a new
         product. 
      

      
   
      
      
      
      Formative Assessment

      
      
         
         
            
            
            
            
            	The objective of understanding cross-cultural differences in
               diverse markets is to: 
            

            
            
               	
                  develop effective targeted marketing strategies to
                  use in each foreign markets of interest. 
                  
                  
                  
               

               	
                  be informed as good citizens. 
                  
                  
               

               	
                  to be considered a global company. 
                  
                  
               

               	
                  to fulfill their social responsibilities. 
                  
                  
               

            

            Submit

            
               Correct. Different markets will exhibit unique consumer
                  behaviours; it is important to know the differences in the
                  markets. 
               

               Incorrect. This is not a marketing objective.
                  
               

               Incorrect. Understanding of diverse cultures does not
                  make a company global. 
               

               Incomplete. They can fulfill their social
                  responsibilities without entering the foreign markets.
                  
               

            

            
            
            
            
            
            	When Kok Pang makes decisions based on an association between
               the product, brand name, or service, and the country to which it was
               made, it is referred to as: 
            

            
            
               	
                  stereotyping 
                  
                  
               

               	
                  country of origin effects. 
                  
                  
                  
               

               	
                  halo effect. 
                  
                  
               

               	
                  judging value. 
                  
                  
               

            

            Submit

            
               Incorrect. Stereotype refers to characteristics
                  ascribed to groups of people involving gender, race, national
                  origin and other factors. 
               

               Correct. He is basing his perception on the country of
                  origin of the brand or product. 
               

                Incorrect. This refers to the consumption of one
                  product due to it being associated with a particular brand that
                  is highly favoured. 
               

               Incorrect. He was not considering the benefits of the
                  product but rather associate the perceive quality of the product
                  in relation to the country of origin. 
               

            

            
            
            
            
            
            	If the cultural beliefs, values and customs of specific target
               markets are found to differ widely, then a highly ___ marketing strategy
               should be used for each country. 
            

            
            
               	
                  individualised
                  
                  
                  
               

               	
                  generalized
                  
                  
               

               	
                  homogenized
                  
                  
               

               	
                  uniform
                  
                  
               

            

            Submit

            
               Correct. There is a need to customize the marketing
                  message to each market, otherwise many markets will not be able
                  to appreciate the message. 
               

               Incorrect. A general message uses the one-size-fits-all
                  approach. This will not work in the culturally different
                  markets. Culture drives the interpretation of messages and
                  consumer behaviour, among others. 
               

               Incorrect. It will be difficult to arrive at a message
                  that will communicate effectively with the diverse markets.
                  
               

               Incorrect. A uniform message may not agree with the
                  diverse beliefs, values and customs of the different markets.
                  The way of consuming the product, for example, may differ in all
                  markets. 
               

            

            
            
            
            
            
            	Meiji appeals to consumers in different countries by using
               relatively different, local or specific marketing strategies of the
               distinctive countries. The company is using ____ as a segmentation
               strategy. 
            

            
            
               	
                  national borders
                  
                  
                  
               

               	
                  international status
                  
                  
               

               	
                  local concerns
                  
                  
               

               	
                  contemporary issues. 
                  
                  
               

            

            Submit

            
                Correct. They have segmented the markets according to
                  their geographical boundaries and developed strategies based on
                  the local cultures in the respective countries. 
               

               Incorrect. This was not a key consideration of the
                  question. 
               

               Incorrect. Local concerns were not deliberated; rather
                  they localized the message to the cultures of the various
                  countries. 
               

               Incorrect. The company based their strategy on the
                  characteristics of the various countries, rather than on
                  prevalent issues. 
               

            

            
            
            
            
            
            	Global companies such as BP and Unilever are held to a higher
               level of ___ than local brands. They are expected to respond to social
               problems associated with what they sell. 
            

            
            
               	
                  quality 
                  
                  
               

               	
                  corporate social responsibility
                  
                  
                  
               

               	
                  prestige
                  
                  
               

               	
                  employment 
                  
                  
               

            

            Submit

            
               Incorrect. All companies are expected to provide
                  quality products. 
               

               Correct. They are required to be accountable to the
                  society they are servicing and not solely be concerned about
                  profits. 
               

               Incorrect. Prestige depends on their brand equity and
                  corporate standing. 
               

               Incorrect. Although they create employment, they are
                  not held to a higher level to assume such roles than any other
                  local organisations. 
               

            

            
            
            
            
            
            	The mixed strategy approach to global marketing involves
               offering: 
            

            
            
               	
                  a uniform product and a customized message. 
                  
                  
                  
               

               	
                  a customized price scheme and a uniform message. 
                  
                  
               

               	
                  a uniformed product and a uniform message. 
                  
                  
               

               	
                  a customized product and a customized message. 
                  
                  
               

            

            Submit

            
               Correct. Mixed strategy involved with customizing the
                  message or the product. 
               

               Incorrect. Global marketing strategies focused on the
                  product strategy and the communication strategy. Pricing is not
                  an element of this strategy. 
               

               Incorrect. This is considered a global strategy.
                  
               

               Incorrect. This is considered a local strategy.
                  
               

            

            
            
            
            
            
            	Product standardization works best with ___ products. 

            
            
               	
                  snack food
                  
                  
               

               	
                  cleaning
                  
                  
               

               	
                  high tech
                  
                  
                  
               

               	
                  fashion and clothing
                  
                  
               

            

            Submit

            
               Incorrect. Taste preferences differ across markets due
                  to sociocultural practices. 
               

               Incorrect. Cleaning habits and practices may differ
                  between markets. 
               

               Correct. Consumers of such products use the
                  technologies in a similar manner. 
               

               Incorrect. Fashion differs across markets depending on
                  culture, climate, and many other factors. 
               

            

            
            
            
            
            
            	___ is defined as the micro process that focuses on the stages
               through which a consumer passes when deciding to accept or reject a new
               product. 
            

            
            
               	
                  Adoption
                  
                  
                  
               

               	
                  Diffusion 
                  
                  
               

               	
                  Innovation 
                  
                  
               

               	
                  Introduction 
                  
                  
               

            

            Submit

            
               Correct. It is a micro process through which a consumer
                  makes a decision for or against a new product. 
               

               Incorrect. Diffusion refers to the process related to
                  the spread of a new product from the source to the consuming
                  public. 
               

               Incorrect. Innovation refers to new products or
                  services introduced to the market. 
               

               Incorrect. Introduction refers to the first phase of
                  the product life cycle or a new product. 
               

            

            
            
            
            
            
            

            
            	Which category of consumers tends to perceive little risk in
               adopting new products? 
            

            
            
               	
                  Innovator 
                  
                  
                  
               

               	
                  Early adopters
                  
                  
               

               	
                  Early majority
                  
                  
               

               	
                  Late majority
                  
                  
               

            

            Submit

            
               Correct. These are consumers are willing to pay higher
                  prices for newly introduced products because they enjoy being
                  the first to own them. 
               

                Incorrect. They are likely to buy the new product a
                  short while after its release. 
               

               Incorrect. These are members of first half of the mass
                  market of consumers who will purchase an established new
                  product. 
               

               Incorrect. These are the second half of the mass market
                  to purchase what would now be considered an old product.
                  
               

            

            
            
            
            
            
            	Awareness, interest, evaluation, trial and adoption/rejection
               are the five stages of: 
            

            
            
               	
                  adopter categorisation
                  
                  
               

               	
                  purchase time
                  
                  
               

               	
                  the adoption process. 
                  
                  
                  
               

               	
                  buyer behaviour
                  
                  
               

            

            Submit

            
               Incorrect. The categories are innovators, early
                  adopters, early majority, late majority and laggards.
                  
               

               Incorrect. This refers to the amount it takes to make
                  the purchasing decision. 
               

               Correct. Consumers go through these five stages toward
                  making a decision for or against a product. 
               

               Incorrect. Buyer behaviour deals with information
                  search, selection, purchase and post purchase processes.
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js/interactive.js
/**

    This function show/hide a html element visibility style.

    The Show/Hide element must be in same document with the element trigger it.

    @param id of the target html element.

*/

function showHideElementByVisibility(targetId){ 

    var e = document.getElementById(targetId); 

    e.style.visibility = (e.style.visibility != 'hidden' ? 'hidden' : 'visible'); 

    return false;

}; 



/**

    This function show a html element visibility style and hide the element that trigger it.

    The Show/Hide element must be in same document with the element trigger it.

    @param id of the target html element.

*/

function showElementByVisibilityAndHideSource(source, targetId){ 

    source.style.display = 'none';

    var e = document.getElementById(targetId); 

    e.style.visibility = (e.style.visibility != 'hidden' ? 'hidden' : 'visible'); 

    return false;

}; 



/**

    This function show/hide(Slide) a html element display style.

    The Show/Hide element must be in same document with the element trigger it.

    @param id of the target html element.

*/

function showHideElementByDisplay(targetId){ 

    var e = document.getElementById(targetId); 

    e.style.display = e.style.display != 'none' ? 'none' : 'block'; 

    return false;

}; 



/**

    This function flip html element by target id.

    @param id - id of the target html elementto flip.

    @param defaultClass - default style class.

    @param flipClass - 'imgFlipXAxis' or 'imgFlipYAxis'.

*/

function flipElementById(targetId, defaultClass, flipClass){ 

   var e = document.getElementById(targetId);

    if(e.className != flipClass){

      e.className = flipClass;

    }else{

      e.className = defaultClass;

    }

    return false;

}; 



/**

    This function check and replace class from the classlist

*/		  

function check(selectedBox){



		if (selectedBox.classList.contains('box-list-item')) {

			 selectedBox.classList.remove('box-list-item');

			selectedBox.classList.add('checkbox-list-item');

		}	

		else

		{

			selectedBox.classList.remove('checkbox-list-item');

			selectedBox.classList.add('box-list-item');

		}

};

/**

    Start of FA Quiz

*/



/**



Changed to checkbox for multiple select FA



function multiple_selectOpt(x)

{

    if(x.classList.contains('FQ_default'))

    {        

       x.classList.remove('FQ_default');

	   x.classList.add('FQ_select');

    }

    else

    {

       x.classList.remove('FQ_select');

	   x.classList.add('FQ_default');

    }

}



function multiple_checkOpt(x){



var selectAns;



for(i=0; i<x.parentNode.previousElementSibling.children.length; i++) {

	if(x.parentNode.previousElementSibling.children[i].classList.contains('FQ_select'))

	  {

		  selectAns=x.parentNode.previousElementSibling.children[i];

		  break;

	  }

}

    try {

    for(i=0; i<selectAns.parentNode.children.length; i++) {

    

		selectAns.parentNode.children[i].classList.remove('FQ_default');

		selectAns.parentNode.children[i].classList.remove('FQ_select');

		if(selectAns.parentNode.children[i].getAttribute('correct') == "yes")

		{

              selectAns.parentNode.children[i].classList.add('FQ_right');

		}

		else

		{

		      selectAns.parentNode.children[i].classList.add('FQ_wrong');

		}

		selectAns.parentNode.children[i].removeAttribute("onclick");

	}

	x.style.display = "none";

	}

	catch(err) {

  // do nothing, this is to catch undefined selectAns as user did not select anything

}

 try {

    ///////////////////////////////////////////

   x.parentNode.nextElementSibling.getElementsByClassName("incorrectMultipleFeedback")[0].style.visibility="visible";

    }

    catch(err) {

      // catch for those that have not feedback

    }





}



*/





function multiple_checkAns(x)

{

     

     var inputList = x.parentNode.parentNode.getElementsByTagName('input');

	 for (var i = 0; i < inputList.length; ++i) {

		x.parentNode.parentNode.getElementsByClassName(inputList[i].id)[0].style.display="none";

     }

	 

	 var correctAnsCount=0;

	 var selectedAnsCount=0;

     for (var i = 0; i < inputList.length; ++i) {

  

            if(inputList[i].checked)

            {

                 x.parentNode.parentNode.getElementsByClassName(inputList[i].id)[0].style.display="block";

				 if(inputList[i].getAttribute('value') == "1")

				 {

				   	selectedAnsCount++;

				 }

            }

			if(inputList[i].getAttribute('value') == "1")

			{

				correctAnsCount++;

			}

     }

     

	 var lang = document.getElementsByTagName('html')[0].getAttribute('xml:lang');

	

	 if(lang == "zh-cn")

	 {

		x.parentNode.parentNode.getElementsByClassName('ansResult')[0].innerHTML="你从"+ correctAnsCount+ "个正确中选对了" + selectedAnsCount +"个";

		x.innerHTML ="重试";

	 }

	 else

	 {

		 x.parentNode.parentNode.getElementsByClassName('ansResult')[0].innerHTML="You have selected "+ selectedAnsCount+ " out of " + correctAnsCount + " correct.";

		x.innerHTML ="Retry";

	 }

     

}



function selectOpt(x){

   

	for(i=0; i<x.parentNode.children.length; i++) {

	  if(x.parentNode.children[i].classList.contains('FQ_right'))

	  {

	      return;

	  }

	}

	

	for(i=0; i<x.parentNode.children.length; i++) {

	  

	  if(x.parentNode.children[i].classList.contains('FQ_select'))

	  {

		x.parentNode.children[i].classList.remove('FQ_select');

		x.parentNode.children[i].classList.add('FQ_default');

	  }

	   

	}

	

	 x.classList.remove('FQ_default');

	 x.classList.add('FQ_select');

}





function checkOpt(x){



// Set button to retry

	 	 var lang =document.getElementsByTagName('html')[0].getAttribute('xml:lang');

	





	 if(x.innerHTML =="重来" || x.innerHTML =="Reset")

	 {

		for(i=0; i<x.parentNode.previousElementSibling.children.length; i++)

		{

			x.parentNode.previousElementSibling.children[i].classList.remove('FQ_select');

			x.parentNode.previousElementSibling.children[i].classList.remove('FQ_wrong');

			x.parentNode.previousElementSibling.children[i].classList.remove('FQ_right');

			x.parentNode.previousElementSibling.children[i].classList.add('FQ_default');

		

		}

		var ans_box1 = x.parentNode.nextElementSibling;

			for(i=0; i<ans_box1.children.length; i++) {

				ans_box1.children[i].style.display = "none";

			}

			 if(lang == "zh-cn")

			 {

				x.innerHTML ="提交";

			 }

			 else

			 {

				x.innerHTML ="Submit";

			 }

	 }

	 

var selectAns;



for(i=0; i<x.parentNode.previousElementSibling.children.length; i++) {

	if(x.parentNode.previousElementSibling.children[i].classList.contains('FQ_select'))

	  {

		  selectAns=x.parentNode.previousElementSibling.children[i];

		  break;

	  }

}

try {

if(selectAns.getAttribute('correct') == "yes")

{

    selectAns.classList.remove('FQ_select');

    selectAns.classList.add('FQ_right');

	

	





	 if(lang == "zh-cn")

	 {

		x.innerHTML ="重来";

	 }

	 else

	 {

		x.innerHTML ="Reset";

	 }

}

else

{

    selectAns.classList.remove('FQ_select');

    selectAns.classList.add('FQ_wrong');

}



}

catch(err) {

  // do nothing, this is to catch undefined selectAns as user did not select anything

}

try {



var selected_ans_feedback_id = selectAns.getAttribute('id') + "_Feedback";

var ans_box = document.getElementById(selected_ans_feedback_id).parentNode;

for(i=0; i<ans_box.children.length; i++) {

		ans_box.children[i].style.display = "none";

	}

document.getElementById(selected_ans_feedback_id).style.display = "block";



}

catch(err) {

  // do nothing, this is to catch for lc without feedback

}





	



}

/**

    Start of Interatcive Drag & Drop

*/



function getClosest( elem, classname ) {

    while (elem !== document.body) {

        elem = elem.parentElement;

        if (elem.className == classname) return elem;

    }

}

function dragClick(elm)

{

    var span = elm.parentNode.getElementsByTagName('span');

     for (var i = 0; i < span.length; ++i) {

        span[i].style.color = "black";

        span[i].removeAttribute("class");

     }

    elm.style.color = "red"; 

    elm.className = "dragSelected";

}



function clickDrop(elm)

{

    var selectedDrag = getClosest(elm,"dragdrop").getElementsByClassName("dragSelected")[0];

    

    try {

         var selectedElmId=selectedDrag.id;

         var targetElmId=elm.id;

         

         elm.parentNode.replaceChild(selectedDrag, elm);

         

         document.getElementById(selectedElmId).removeAttribute("onclick");

         document.getElementById(selectedElmId).style.color = "black"; 

          // blank id

         document.getElementById(selectedElmId).className = targetElmId;

             

         // ans id

         document.getElementById(selectedElmId).id = document.getElementById(selectedElmId).id.replace("drop", "dropped");

         

             

    }

    catch(err) {

           //no element is selected

}



}

      

      function validate(e){  

        var span = e.getElementsByTagName('span');

        for (var i = 0; i < span.length; ++i) {

            if(checkEnd(span[i].id,"dropped"))

            {

                // if is wrong ans

                if(span[i].id.replace("-dropped","") != span[i].className)

                {

                    var blank = document.createElement("span");

                    blank.id=span[i].className;

                    

                    blank.setAttribute("draggable", "true");

                   blank.setAttribute("onclick", "clickDrop(this)");

                    blank.setAttribute("style", "display:inline-block;min-width:100px;min-height:30px;border-style:solid;border-width:0px;border-bottom-width:1px;");

                    

                    var wrongAns = span[i].cloneNode(true);

                    

                    // Set blank

                    span[i].parentNode.replaceChild(blank, document.getElementById( span[i].id));

                    // Reset to ans list

                    wrongAns.id = wrongAns.id.replace("dropped", "drop");

                    wrongAns.setAttribute("onclick", "dragClick(this)");

                    e.getElementsByClassName("ansSet")[0].appendChild(wrongAns);

                }

            }

        }

      }

      

      function reset(e)

      {

          var span = e.getElementsByTagName('span');

          

         for (var i = 0; i < span.length; ++i) {

            if(checkEnd(span[i].id,"dropped"))

            {

               var blank = document.createElement("span");

                    blank.id=span[i].className;

                    

                     blank.setAttribute("draggable", "true");

                    blank.setAttribute("onclick", "clickDrop(this)");

                    blank.setAttribute("style", "display:inline-block;min-width:100px;min-height:30px;border-style:solid;border-width:0px;border-bottom-width:1px;");

                    

                     var wrongAns = span[i].cloneNode(true);

                    // Set blank

                    span[i].parentNode.replaceChild(blank, document.getElementById( span[i].id));

                    

                    // Reset to ans list

                    wrongAns.id = wrongAns.id.replace("dropped", "drop");

                    wrongAns.setAttribute("onclick", "dragClick(this)");

                   e.getElementsByClassName("ansSet")[0].appendChild(wrongAns);

                

            }

        }

      }

 

      

        function checkEnd(data, checkData) {

    var check = data.substr(data.length - checkData.length, data.length);

 

    if (check == checkData) {

        return true;

    } else {

        return false;

    }

}



/**

    End of Interatcive Drag & Drop

*/





/**

    Start of FA lcMatching2

*/





function validateMatchingQn(data) {



    if (data.value == "correct")

    {

        data.parentNode.parentNode.getElementsByTagName("td")[2].getElementsByClassName("correctMatchFeedback")[0].style.visibility="visible";

        data.parentNode.parentNode.getElementsByTagName("td")[2].getElementsByClassName("correctMatchFeedback")[0].style.display="block";

        

        data.parentNode.parentNode.getElementsByTagName("td")[2].getElementsByClassName("incorrectMatchFeedback")[0].style.display="none";

    }

    else if (data.value == "wrong")

    {

        data.parentNode.parentNode.getElementsByTagName("td")[2].getElementsByClassName("incorrectMatchFeedback")[0].style.visibility="visible";

        data.parentNode.parentNode.getElementsByTagName("td")[2].getElementsByClassName("incorrectMatchFeedback")[0].style.display="block";

        

        data.parentNode.parentNode.getElementsByTagName("td")[2].getElementsByClassName("correctMatchFeedback")[0].style.display="none";

    }

}



/**

    End of FA lcMatching2

*/

/**

    Start of FA lcSequencing2

*/



function exchangeElements(element1, element2)

{

    var clonedElement1 = element1.cloneNode(true);

    var clonedElement2 = element2.cloneNode(true);



    element2.parentNode.replaceChild(clonedElement1, element2);

    element1.parentNode.replaceChild(clonedElement2, element1);



    return clonedElement1;

}



function dragDropSeq(elm) {



    var divs = elm.parentNode.parentNode.getElementsByTagName("div");

    var optionSelected;

    for(i=0; i<divs.length; i++) {

        if(divs[i].getAttribute('draggable') == "true" && divs[i].style.color == "blue" )

        {

            optionSelected =divs[i];

            break;

        }

    }

    if(optionSelected==undefined)

    {

        // blue mean selected

        elm.style.color = "blue";

        return;

    }

    

    if(elm.getAttribute('draggable') == "true" && (elm.style.color == "black" || elm.style.color == "") )

    {

        optionSelected.style.color = "black";

        exchangeElements(optionSelected, elm);

    }

  

}



function lcSeqValidation(e) {

    var div = e.getElementsByTagName('div');

    var seq = new Array();

     for (var i = 0; i < div.length; ++i) {

        if(checkEnd(div[i].id,"ans"))

        {

          var number=div[i].className

          seq.push(number);

        }

     }

   

     if (isSequential(seq)== true)

     {

         e.getElementsByClassName("correctSeqFeedback")[0].style.visibility="visible";

         e.getElementsByClassName("correctSeqFeedback")[0].style.display="block";

         

         e.getElementsByClassName("incorrectSeqFeedback")[0].style.display ="none";

     }

     else

     {

         e.getElementsByClassName("incorrectSeqFeedback")[0].style.visibility="visible";

         e.getElementsByClassName("incorrectSeqFeedback")[0].style.display="block";

         

         e.getElementsByClassName("correctSeqFeedback")[0].style.display ="none";



     }

     

}



function isSequential(data) {

  for (var i = 1, len = data.length; i < len; i++) {

    // check if current value smaller than previous value

    if (data[i] < data[i - 1]) {

      return false;

    }

  }

  

  return true;

}





/**

    End of FA lcSequencing2

*/
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