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1.0 Aims and Objectives

Aims

· to answer the what, when, why, how, who and related questions of consumer behavior

Specific Objective

 At the end of this unit you will be able to:

· define customer behavior 

· show the evolution of consumer behavior

· pinpoint areas of consumer behavior knowledge application

· indicate the ethical dimensions of consumer behavior 

1.1 Introduction 

Consumer Behavior (C.B.) may be defined as the decision process where individuals engage in evaluating, while acquiring, using, or disposing of goods and services. (Solomon: 2002)

According to Shifmen, Consumer behavior is a study about how or why individuals spend their time, energy and resource while making purchase decisions.

Technical Terms of Consumer Behavior

 A. Customers and Consumers

The term customer is typically used to refer to some one who regularly purchases from a particular store or company. On the other hand, the term consumer generally refers to anyone engaged in any of the activities used in our definition of consumer behavior. Therefore, a customer is defined in terms of a specific firm while a consumer is not. E.g., Customer of Commercial Bank of Ethiopia, Financial Service Consumer.

B. The Ultimate Consumer

The primary attention of marketers is directed towards ultimate consumers, that is those individuals who purchase for the purpose of individual or household consumption. Basically there are two types of consumers. They are personal and organizational.

 C. The Individual Buyer 

The most commonly known consumer situation is that of an individual making a purchase with little or no influence from others. However, in some cases a number of individuals can be jointly involved in a purchase decision. These situations suggest that people can take different roles such as initiators, influencers, buyers, and users in consumer behavior definition.

Some purchase situations involve at least one person in each of these roles, while in other circumstances a single individual can take on several roles at the same time.

However we will focus only on the buyer, i.e. the individual who actually makes the purchases in terms of analyzing the factors involved in purchase decisions.

 D. The Decision Process

Consumer behavior involves a mental decision process as well as a physical activity. The actual act of purchase is just one stage in a series of mental and physical activities that occur during a certain period of time. Some of these activities precede the actual buying, while others follow it. Therefore, to understand consumers adequately, decision process should be known in addition to the physical activities. 

E. A subset of Human Behavior 

Consumer behavior is actually a subset of human behavior. That is, factors affecting individuals in their daily lives also influence their purchase activities. Internal influences, such as learning and motives, and external factors, such as social expectations and constraints, affect our role as consumers. The fact that consumer behavior is a subset of human behavior advantageous. Several disciplines, collectively referred to as the behavioral sciences have studied human behavior for sometime, and we can draw their contributions to understanding consumer. And it included:

1. Psychology – which is the study of the behavior and mental process of individuals

2. Sociology – the study of the collective behavior of people in groups.

3. Social psychology – the study of how individuals influence and are influenced by groups

4. Economics – study of people’s production, exchange, and consumption of goods and services.

5. Anthropology – study of people in relation to their culture.

1.2 Ethics in Consumer Behavoir

The primary purpose of studying consumer behavior as part of marketing curriculum is to understand why and how consumer makes their purchase decisions. These insights enable marketers to design more effective marketing strategies. Some critics are concerned that an in-depth understanding of consumer behavior makes it possible for unethical marketers to exploit human vulnerabilities (weaknesses) in the market place. In short, they are concerned that knowledge of consumer behavior gives marketers unfair advantage.

Newspaper headlines have identified a number of highly unethical, often illegal marketing practices undertaken by seemingly honest, educated, and respectable business people who were obviously caught up in the quest for commercial superiority, for profits, for market share etc. Unethical marketing practices occur at every level of the marketing mix: in the design of products, in packaging, in pricing practices, in distribution efforts, and in promotional schemes. They also occur at the other side of the marketing equation, with consumers sometimes practicing unethical behavior as well. Although most studies of marketing ethics focus on marketers’ practices, some researchers are beginning to study consumer ethics as well.

Unfortunately, there is no universally accepted definition for the term ethics. A study of ethical philosophies reveals two different groups of theories: technological theories and deontological theories.

Teleology deals with the moral behavior as determined by its consequences. One’s choice is based on what is best for every one involved. Utilitarianism, a teleological theory, is summarized best by the notion of “the greatest good for the greatest number.” According to this theory, it is perfectly ethical for a company to conceal potentially negative consequences of a production from early consumers. If a large number of people are likely to benefit, the product is perfected. To an utilitarian, ethics is evaluated on the basis of a cost/benefit analysis: i.e., as long as the benefits to society exceed the costs, a behavior is considered ethical. 

Ideally, a cost/benefit analysis should explore human and financial, long-and short-range implications of a business decision. Responsible decisions require that all individuals who may be affected by the decision should be correctly identified, and the consequences of the contemplated actions should be anticipated. It is especially important that ethical decision makers anticipate all negative consequences that may occur, and take actions to avert such outcomes.

Deontology deals with the methods and intentions involved in a particular behavior. Deontological theories focus on the results of a particular action, and they tend to place greater weight on personal and social values than on economic values.

Kant’s categorical imperative is a deontological theory. It suggests that individuals should be willing to have their actions become universal laws that would apply equally to themselves as well to others. The reverse of the “golden rule,” which most of us learned in grammar school, aptly expresses the notion of ethical behavior in marketing: "Do not do unto others what you would not have others do unto you (or your loved ones)." Clearly, this is a deontological theory, not a utilitarian theory. Of the two dominant traditions, deontology is favored by most moral philosophirs today.

Ethics is clearly a two-way street. For the marketing process to work beneficially for all of the society, marketers and consumers alike must understand and practice ethical behavior. Once again, the golden rule should prevail. (See 9.6.4.1 for unethical activities of consumer behavior).

1.3 the Development of Consumer BEHAVIOR AS a Discipline

There are a number of reasons why the study of consumer behavior developed as a separate marketing discipline. Marketers had long noted that consumers do not always act or react as marketing theory suggested they would. Consumer preferences are changing and becoming highly diversified. Even in industrial markets, where needs for products are always more homogeneous than in consumer markets, buyers are exhibiting diversified preferences and less predictable purchase behavior.

To better meet the needs of specific groups of consumers, most marketers adopted a policy of market segmentation, which called for the division of their total potential markets into smaller, homogenous segments for which they could design specific products and promotional campaigns. They also use promotional techniques to vary the image of their products so that they shall be perceived as better fulfilling the specific needs of certain segments – /a process now known as positioning/. Other reasons for the developing interest in consumer behavior includes the rate of new product development, growth of the consumer movement, public policy concerns, environmental concerns, and the growth of both non-profit marketing and international marketing.

Indeed, a major stumbling block of many international marketing efforts has been the general lack of familiarity with the needs, preferences, and consumption habits of consumers in foreign markets. Marketers now use cross-cultural consumer studies as the basis for product development and promotional strategies to meet the needs of targeted foreign consumers.

Development of Marketing Concept (Historical Perspective)

The field of consumer behavior is rooted in the marketing concept, a marketing strategy that evolved in the late 1950s, after marketers passed through a series of marketing approaches referred to as the production concept, the product concept and the selling concept.

When World War I ended, marketers could sell almost all products they could produce to consumers, where until then manufacturing facilities were dedicated to the production of war materials. This marketing approach is called a production orientation; its implicit marketing objectives are cheap, efficient production and intensive distribution. A production orientation is a feasible marketing strategy when consumers are more interested in obtaining the product than they are in its specific features. When demand exceeds supply, a production orientation can work. Consumers will buy what’s available, rather than wait for what they really want.

Production orientation should not be confused with a product orientation, which assumes that consumers will buy the product that offers them the highest quality, the best performance, and the most features. 

As pointed above the product orientation leads a company to strive constantly to improve the quality of its product, with a result often referred to as “marketing myopia” which is a focus on the product, rather than on the consumer needs it presumes to satisfy. A marketer in love with its product may improve it far beyond its worth to the consumer, passing the cost of unneeded quality or special features to the public. In highly competitive markets, some companies keep adding unnecessary features in hopes of attracting buyers.

A natural evolution from both a production and product orientation is a selling orientation, in which a marketer’s primary focus is selling the products that it has unilaterally decided to produce. The implicit assumption in the selling orientation is that consumers are unlikely to buy a product unless they are actively and aggressively persuaded to do so. The problem with a selling philosophy is that it does not take consumer satisfaction into account.

In the late 1950s some marketers began to realize that they could sell more products, more easily; if they produce only those goods that they had predetermined consumers would buy. Instead of trying to persuade customers to buy what the firm had already produced, marketing oriented firms endeavored to produce only products that they had first confirmed consumers would buy. Consumer needs and wants became the firm’s primary focus. This consumer – oriented marketing philosophy came to be known as the marketing concept. The key assumption underlying the marketing concept is that, to be successful, a company must determine the needs and wants of specific target markets, and deliver the desired satisfactions better than the competition. The marketing concept is based on the premise that a marketer should make what it can sell, instead of trying to sell what it has made. While the selling concept focused on the needs of the seller, the marketing concept focuses squarely on the needs of the buyer. To identify unsatisfied consumer needs, companies had to engage in extensive marketing research. Thus, the marketing concept laid the groundwork for the application of consumer behavior principles to marketing strategy. Marketing concept uses a pull strategy while the others use push strategy. In short the marketing concept assumes that selling is the beginning of marketing.

 Generally, Marketing management concept includes

1. Production concept

2. Product concept

3. Selling concept

4. Marketing concept

5. Social marketing

1.4 Why do we study Consumer Behavior?

Understanding the reasons for studying consumer behavior enables one to better appreciate its contributions. Some of the reasons are: 

1. Significance in daily lives

In a general sense, the most important reason for studying consumer behavior is the significant role it plays in our lives. Much of our time is spent directly in the market place, shopping or engaging in other activities. A large amount of additional time is spent thinking about products and services, talking to friends about them, and seeing or hearing advertisements about them. In addition, the goods we purchase and the way in which we use them significantly influence how we live our daily lives. 

These general concerns alone are enough to justify our study. However, many seek to understand the behavior of consumers for what are thought to be more immediate and tangible reasons.

2. Application in consumers’ decision making

Consumers are often studied because certain decisions are significantly affected by their behavior or expected actions. For this reason, consumer behavior is said to be applied discipline. Such applications can exist at two different levels of analysis. 

· Micro perspective: This involves understanding consumers for the purpose of helping a firm or as organization to accomplish its objectives. Advertisement managers, product designers, and many others in profit oriented businesses are interested in understanding consumers in order to be more effective at their tasks. In addition, managers of various non-profit making organizations have benefited from the same knowledge. 

· Macro perspective: on the Macro/aggregate level we know that consumers collectively influence economic and social conditions within an entire society. In market systems based on individual choice, consumers strongly influence what to be produced. Consequently, the collective behavior of consumers has a significant influence on the quality and level of our standard of living. 

Understanding consumer behavior from a macro perspective can provide insight into aggregate economic and social trends and can perhaps even predict such trends. In addition, this understanding may suggest ways to increase the efficiency of the market system and improve the well being of people in society. It also includes understanding the implication of political and technological factors on a consumer purchase behavior.

Application Areas of consumer behavior knowledge 
The field of consumer behavior has a variety of practical applications. The applications could be from macro or micro perspectives. Together they contribute to the importance of understanding consumers for solving a variety of contemporary problems. Some of the applications included:

1. Consumer Behavior and Marketing Management 

Effective business managers are realizing the importance of marketing to the success of their firm. 

Marketing is the process of planning and executing marketing strategies, pricing, promotion and distribution of ideas, goods and services to create exchanges that satisfy individual and organizational objectives. 

A sound understanding of consumer behavior is essential to the long run success of any marketing program. In fact, it is seen as a corner stone of the marketing concept, an important orientation of philosophy of many marketing managers. The essence of the marketing concept is captured in three interrelated orientations:

A. Consumers want and needs. When the focus is on identifying and satisfying the wants and needs of consumers, the intention of the firm is not seen as merely providing goods and services. Instead, want and need satisfaction is viewed as the purpose of providing products and services as a means to achieve that end.

B. Company objectives: Consumers wants and needs are numerous. Therefore, a firm that concentrates on satisfying a small proportion of all desires will most effectively utilize its resources. Company objectives and any of the firm’s special advantages are used as criteria to select the specific wants and needs to be addressed.

C. Integrated strategy: An integrated effort is most effective in achieving a firm’s objective. Consumer marketing efforts can closely be coordinated with each other and with other activities of the firm. Several major activities can be undertaken by an organization in a market oriented way. These include market opportunity analysis, target market selection and marketing mix determination, which includes decisions on the proper combination of marketing variables to be offered to consumers.

· Marketing opportunity analysis – this activity involves examining consumers’ needs and wants that are not being fully satisfied. The analysis begins with a study of general market trends, such as consumers’ life styles and income levels, which may suggest satisfied wants and needs.

· Target – market selection. The process of reviewing market opportunities often results in identifying distinct groupings of consumers who have unique wants and needs. This can result in a decision to approach each market segment with a unique marketing offering. (Market segmentation).

· Marketing – Mix determination – This stage involves developing and implementing a strategy for delivering an effective combination of want – satisfying features to consumers. There are four major ingredients frequently referred to as the marketing mix variables: product, price, place, and promotion.

I. Product – The nature of the physical product and service features are of concern here. Among decisions that need to be considered by consumer behaviors are:

· What product to offer?

· What size, shape, and features should a product has?

· How should it be packaged?

· What aspects of service are most important to consumers? 

· What types of warranties and service programs should be provided?

· What types of accessories and associated products should be offered?

II. Price - Marketers must make decisions regarding the prices to change for the company’s products or services and any modification of those prices. These decisions will determine the amount of revenues the firm will generate. A few of the factors involving consumer behavior are: - 

· Analyzing factors that affect price/internal & external/ factors?

· How is the price awareness of consumer in the relevant product category?

· How sensitive are consumers to price differences among brands?

· How large a price reduction is needed to encourage purchases during new product introductions and sales promotions?

· What size of discount should be given to those who pay with cash? 

III. Place - The place variables involves consideration of where and how to offer products and services. Same decisions influenced by consumer behavior include: 

· What type of retail outlet should a firm select?

· Where should it be located, and how many outlets should there be?

· What arrangements are needed to distribute products to retail? 

· What image and clients should the retailer seek to cultivate?

· What internal and external variables affect modes of distribution and channel relation?

IV. Promotion - Of concern here are the goals and methods of communicating aspects of the firm and its offerings to target consumers. Consumer related decisions include: 

· What methods of promotion are best for each specific situation

· What are the most effective means for gaining consumers’ attention?

· What methods best convey the intended message?

· How often should a given advertisement be repeated? 

· How can sub mixer of promotion be manipulated?

These examples indicate the relevance of consumer behavior to marketing – management decision making. 

2. Consumer Behavior in Non Profit and Social Marketing

Can crime prevention, charitable contribution, or the concept of family planning be sold to people in much the same way that some business firms sell their products? The answer is simply yes. 

A number of scholars have suggested that various social and non-profit organizations have services or ideas that they need to market for their target groups. Such organizations include governmental agencies, religious organizations, universities and charitable institutions. Often these groups must also appeal to the public for support in addition to attempting to satisfy some want or need in society. Clearly a sound understanding of consumer decision processes can assist their efforts. A single example is the role of public relations (PR).
3.Consumer Behavior and Governmental Decision-making 

In recent years the relevance of consumer behavior principles to governmental decision-making has become quite evident. The two major areas of activity that have been affected (by: government services) are:

1. Government policies that provide service to the public result in decisions that influence consumer behavior. The effectiveness of these decisions will be influenced by the extent to which they are based on an adequate understanding of consumers. This requires knowledge of people’s attitudes, beliefs, perceptions, habits as well as reactions under a variety of circumstances 

2. Consumer protection. Many agencies at all levels of government are involved with regulating business practices for the purpose of protecting consumers’ welfare. Some government programs are also designed to influence certain consumer actions directly and discourage others. 

But researches show that the effect of many consumer protection efforts has been considerably less than expected, and in some cases the efforts may actually have had negative consequences for consumers. This is because officials have not made their decisions on the basis of consumers. 

4. Consumer behavior and Demarketing 

The history of the world in general has long been characterized by the intensive efforts of private enterprises to stimulate the public for greater levels of consumption. 

Various government policies have supported such efforts because of their favorable effect on economic development. Recently, however, it has become increasingly clear that we are entering an era of scarcity in terms of some natural resources such as oil, natural gas, and even water. These scarcities have led to promotions stressing conservation rather than consumption.

The term “demarketing” refers to all such efforts to encourage consumers to reduce their consumption of a particular product or service. Some demarketing efforts have met with considerable success while many others have made hardly any impact on changing long established consumption patterns. An analysis of the successes and failures of various efforts strongly suggested that demarketing programs must be based on a sound understanding of consumer’s motives, attitudes, and historically established consumption behavior. 

5. Consumer Behavior and Consumer Education 

Consumers also stand to benefit directly from orderly investigations of their own behavior. This can occur on an individual basis or as part of more formal educational programs. As we study what has been discovered about the behavior of others, we can gain insight into our own interactions with the market place. What is learned about consumer behavior can also directly benefit the consumer in more formal sense. To be most effective, these educational programs should be based on a clear understanding of the important variables influencing consumers. 

1.5 Consumer Behavior Model

Consumer behavior model is a factor of three important components of the company model; these are marketing environment factors, consumer behavior factors and buying decision factors. The following diagram illustrates the components of consumer behavior model.

	Environmental Factors


	Consumer Behavior Factors
	Buyers Decision

	Micro environment

· Customer, competitor, supplier, human resource intermediaries

Macro environment

· Political, economical, socio-cultural, technological factors/PEST)
· Segmentation variables, geography, demography, psycho grapy-behavioral 

Marketing mixes
	Culture


Social Class


Personality


Psychology 
	Decision Process

Problem recognition

· Information search

· Evaluation of alternatives

· Purchase decision

· Post purchase evolution


	· Product choice

· Brand choice

· Dealer choice

· Purchase timing

· Purchase amount

· Marketing mix influence






So the central aim of consumer behavior is to act as a link between marketing environment and decision in understanding the impact of consumer behavioral factors and buying decisions.

Check Your Progress Exercise

Answer the following questions on your notebook.

1. What is the difference between individual and household consumer?
2. Do you think all marketing activities are ethical? Mention them.

3. What is the difference between marketing and ethical marketing concept?

4. Do you think that consumer behavior could be applied in religious organization? 

1.6 Summary

The study of consumer behavior enables marketers to understand and predict the behavior of consumers in the market places; it also promotes understanding of the role that consumption plays in the lives of individuals.

Consumer behavior has become an integral part of strategic market planning.  The belief that ethics and social responsibility should also be integral component of every marketing decision is embodied in a revised marketing concept – the societal marketing concept –, which calls on marketers to fulfill the needs of their target markets in ways that improve society as a whole.

1.7 Answer to Check Your Progress Exercise

1. Individual consumer is a factor of psychology and personality while household decision is a factor of group influence.

2. There are unethical marketing activities that do not consider the satisfaction of consumers of the well being of a society. Example includes illegal marketing, exploitation of consumers (consumed consumers, additional consumption) etc.

3.  Ethics is a factor of being honest, fair and incorporate the concept of societal marketing.

4. Yes it can be applied in public relations and in understanding the behavior of clients, customers, audiences etc.
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2.0 Aims and Objectives

Aims

· To familiarize, introduce and understand what consumer research is and how one can go through it.

Specific Objective

After the end of this part, you will be able to:

· define consumer research

· show the historical development of consumer research

· indicate the process of consumer research

2.1 Introducton 

The marketing concept is built on the premise that marketers first identify consumer needs and then develop products and services to satisfy those needs. Consumer research offers a set of diverse methods to identify such needs. Consumer research is used to understand consumption behavior. It is used to identify and locate appropriate target markets and learn targets media habits (choice). It is used to identify both felt and unfelt needs. Consumer research helps to learn how to perceive products and brands. The research enables to know attitudes before and after promotional campaigns, and how and why consumers make their consumption decisions. 

Many of these applications of consumer research are managerial in perspective: they are designed to help a marketer make specific marketing decisions concerning product, price, promotion and distribution. Consumer research provides the basis for the development of new product and service concepts to meet targeted consumers' needs. It enables the marketer to satisfy consumer need and want into the product or service a company designs. It also helps in discovering which attributes are most important to the target market integrating them into the product or service design. 

2.2 Consumer Research

2.2.1 Evolution of Consumer Research 
The field of consumer research developed as an extension of the field of marketing research. It focuses on consumer behavior rather than on other aspects of marketing process. The initial reason for studying consumer behavior was to enable marketers to predict how consumers would react to promotional messages, and to understand why they made the purchase decisions they did. The evolution of consumer research could be viewed briefly from two conflicting eras.

2.2.1.1The Modernist (Positivism) Era

The era in which the field of consumer research developed is known as the modernist era. Researchers who endorse the assumptions upon which modernism is based are called positivists. 

The research methods used in positivist research are borrowed primarily from natural sciences, which consists of experiments, survey techniques, and observation. The findings are descriptive, empirical and if collected randomly, can be generalized to larger populations. The data collected are quantitative in nature and give themselves to sophisticated statistical analysis. 

2.2.1.2 The Post Modern (Interpretivism) Era

A number of academicians from the field of consumer behavior have become more interested in the act of consumption than in the act of buying (i.e. decision making). They view consumer behavior as a subset of human behavior, and increased understanding as a key to reducing some of the ills associated with consumer behavior such as drug addictrum, shoplifting, alcoholism and compulsive buying behavior. 

Comparison between positivism and interpretivism

                        * Purpose                                                                                * Methodology
Positivism   ( Prediction of consumer actions                                                    ( quantitative 

Interpretivism  ( understanding consumption practices                                     ( qualitative 

· What are the assumptions of each era?

Positivism: 

· they assume that consumers make decisions after weighing alternatives

· the causes and effects of behavior can be identified and isolated.

· individuals are problem solvers who engage in information processing 

· a single reality exists

· events can be objectively measured

· causes of behavior can be identified, by manipulating causes and the marketer can influence behavior (outcome)

· findings can be generalized to larger population.

Interpretivism: on the other hand, the assumptions of the interpretive is that:         

· there is no single, objective, truth

· reality is subjective 

· causes and effects cannot be isolated 

· each consumption experience is unique

· researcher interactions affect research findings

· findings are often not generalized to larger population.

 2.2.1.3 Combination of positivist and interpretive

Marketers have discovered that both positivist and interpretivism are really complementary in nature. The prediction made possible by positivist research and the insightful understanding provided by interpretive research together produce a richer consumer behavior and enable the marketer to design more meaningful and effective marketing strategies. 

2.2.2 The Consumer Research Process
2.2.2.1 Developing research objectives 

It is important for the marketing manager and the researcher to agree at the outset on the purposes and objectives of the study to ensure that the research design is appropriate. Setting objectives helps to define the type and level of information needed. 

2.2.2.2 Collecting secondary data

A search for secondary information generally follows statements of objectives. Secondary information is any data originally generated for some purpose other than the present research objectives. Secondary research sometimes provides sufficient insight into the problem at hand to eliminate the need for primary research. Most often, it provides clues and direction for the design of primary research. Secondary sources include published and unpublished materials.

2.2 3 Designing Primary Research (Primary Data Collection)
The design of a research study is based on the purpose of the study: if descriptive information is needed, then a quantitative study is likely to be undertaken, if the purpose is to get new ideas, then a qualitative study should be in order.

The difference between the two is illustrated as follows.

A. Qualitative research designs. The choice of data collection techniques for qualitative studies includes depth interviews, focus groups and projective techniques. They usually stress open ended and free response types of questions to stimulate respondents to reveal their inner most thoughts and beliefs.

· A depth interview is a lengthy, nonstructural interview between a respondent and a trained interviewer. Respondents are encouraged to talk freely about their activities, attitudes and interests.

· Focus groups – it consists of eight to ten respondents who meet with a moderate or facilitator for a group discussion working on some problems

· Projective techniques are designed to tap the underlying motives of individuals despite their unconscious rationalizations. 

They consist of a variety of disguised tests that contain ambiguous stimuli, such as incomplete sentences, untitled pictures or carton, inkblots, word association tests, and third person characterizations. The respondent is asked to complete, describe, or explain the meaning of various stimuli. The theory behind projective tests is that respondents’ inner feelings influence how they perceive ambiguous stimuli. The stories they tell or the sentences they complete are actually projections of their inner thoughts, even though subjects may attribute their responses to something or someone else. Thus, their responses are likely to reveal their underlying needs, wants, fears, aspirations, and motives whether or not the respondents are fully aware of them.

B. Quantitative research design

(Data collection methods include) 

1. Observational research – best way to gain an in depth understanding of the relationship between people and products is by watching the process of buying and using products. 

2. Experimentations – designed to identify cause and effect relationship by manipulating certain variable at a time such as casual research.

3. Survey if researchers wish to ask consumers about their purchase preferences, they can do so in person by mail, or by telephone.

Data collection instrument – for quantitative research the primary data collection instrument include questionnaire and interview.

· Questionnaire – can be open ended or close ended

· Attitude scale – can be likert scale – agree/disagree

· Interview – can be structured or unstructured

2.2.4 Data Collection
Qualitative studies usually require highly trained social scientists (moderator) to collect data. A quantitative study generally uses a field staff that is either recruited or trained directly by the researcher.

2.2.5 Data Analysis
In qualitative research, the moderator or test administrator usually analyzes the responses received. In quantitative research, the researcher supervises the analysis of open-ended responses that are first coded and quantified; then all of the responses are tabulated and analyzed.

2.2.6 Report Preparation
In both qualitative and quantitative research, the research report includes a brief executive summary of the findings. The body of the report includes a full description of the methodology used. Quantitative research also includes tables and graphs to support the findings. A sample of the questionnaire is usually included in the appendix to enable management to evaluate the objectivity of the findings. And the report or research needs to provide conclusions and recommendations. In short, a compiled research has four parts: research proposal, literature review (secondary material) data presentation and analysis (primary data). It also includes summary, conclusion and recommendation.

Check Your Progress Exercise

Answer the following questions on your notebook.

1. What other reasons could you mention for conducting (doing) a research.
2.  What is the difference between primary and secondary data?

3. Compare and contrast positivism and interpretivism. 

4. What are focus group, brainstorming and projective techniques. 

2.3 Summary

The field of consumer research developed as an extension of the field of marketing research. It predicts how consumers would react in the market place and identify the reasons for marketing purchase decisions.

The consumer research process generally consists of six steps. Defining objectives, collecting secondary data, developing a research design, collecting primary data, analyzing the data and preparing a report of the findings.

2.4 Answer to Check Your Progress Exercise

1. Research is a relative truth that acts as a bridge between two or more groups that insures the validity, applicability or predictability of an event by consulting primary and secondary data. 

2. Primary data help in collecting first hand information through interview, questionnaire and observation. Where as secondary data are collected through the consultation of published and unpublished materials. 

3. Positivism believes that consumers are rational and behavior is predictable where as interpretivisum or post modernism views the contrary to the above.

4. Refer to section 2.2
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3.0 Aims and Objectives

Aims

· To show how, when, what and Why Consumers make decisions in relation to

      the scarce resources that they have
Specific Objectives

After the end of this part, you will be able to:

· define what consumer decision making is

· introduce the different levels of consumer decision making

· show the various types of consumers in relation to their expenditure pattern

· to familiarize the models of consumer decision making
3.1 Introduction

What is a decision?

Everyday, each of us makes numerous decisions concerning every aspect of our daily lives. However, we generally make these decisions without stopping to think about how we make them and what is involved in the particular decision making process itself. Decision is, therefore, defined as the selection of an option from the two or more alternative choices. In other words, for a person to make a decision, a choice of alternatives must be available. And this choice is affected by different levels of consumer decision.

3.2 Levels of consumer decision-making 

Depending on the level of involvement and the types of products consumers could make the following types of decisions.

3.2.1 Extensive Problem Solving 
Consumers may have no established criteria for evaluating a product category or specific brands in that category or have not narrowed the number of brands. In this kind of instance, they will consider a small manageable subset, where their decision-making efforts can be classified as extensive problem solving.

At this level, the consumer needs a great deal of information to establish a set of criteria. Information helps to judge specific brands. In this case the information collected about each brand should be large enough for consideration.

Extensive consumer’s problem solving task depend on 

· how well established his/her criteria for selection are
· how much information are gathered about each brand

· how narrow the set of brands are
· extensive problem solving seeks more information to make a choice. E.g. Durable goods

· nature of the product

3.2.2 Limited Problem Solving
At this level, consumers already have established the basic criteria for evaluating the product category and the various brands in the category. However, they have not fully established preferences concerning a selected group of brands and they gather information to discriminate among the various brands. 

3.2 3 Routinized Response Behavior
At this level, consumers have some experience with the product category, and a well-established set of criteria with which to evaluate the brands they are considering. In some situations, they may search for a small amount of additional information; in others they simply review what they already know. Routinized response behavior needs little additional information. E.g. Purchase of non-durable goods.

3.3 Models of consumers

Models of consumers refer to a general view or perspective as to how and why individuals behave as they do. Some of this models are discussed below:

3.3 1. Economic view
From economical point of view, a world is a stage of perfect competition. In this case consumers had often been characterized as making rational decisions. This model is called economical man theory which requires 

· awareness of all available alternatives

· ranking each alternatives correctly in terms of its benefits and disadvantages

· ability to identify the one best alternative

This model has its own problem, which can be listed as follows.
· People are limited to their existing skills, habits and reflexes

· People are limited by the existing values and goals

· People are limited by the extent of their knowledge 

3.3 2. Passive View
Unlike economic view, the passive view depicts the consumers basically as submissive to the self-serving interests and promotional efforts of marketers. In this view, consumers are perceived as impulsive and irrational purchasers, ready to yield to the aims of marketers.

3.3 3. Cognitive View
This model describes the consumer as a thinking problem solver, which focuses on the processes where by he/she seeks and evaluates information about selected brands and retail outlets.

The cognitive, or problem solving, view describes a consumer who falls somewhere between the extremes of the economic and passive views, who does not (or cannot) have total knowledge about available product alternatives and therefore cannot make perfect decisions. But they actively seek information and attempt to make satisfactory decisions.
3.3 4. An Emotional View
Although marketers are aware of the emotional or impulsive model of consumer decision-making, they frequently prefer to think of consumers in terms of either economic or passive models. In reality, however, each of us is likely to associate deep feeling or emotions, such as joy, fear, love, hope, sexuality, fantasy, and even a little “magic” with certain purchases or possessions. These feeling or emotions are likely to be highly involving.

When a consumer makes an emotional purchase decision, less emphasis is placed on the search for repurchase information. Instead, more emphasis is placed on current mood and feeling with no rationality.

Consumers’ moods are also important to decision making. Mood can be defined as a “feeling state” or state of mind. 

Mood appears to be important to consumer decision making, because it impacts on when consumers shop, where they shop, and whether they shop alone or with others. It is also likely to influence how the consumer responds to actual shop environment. 

3.4  model of consumer decision-making

The model is designed to tie together many of the ideas on consumer decision making and consumption behavior discussed throughout the material. The model has three major components. Namely Input, process and output.

3.4.1 Input 
The input component of our consumer decision-making model draws on external influences. Input serves as source of information about a particular product and influences consumer’s product – related values, attitudes, and behavior. Chief among these input factors are the marketing mix activities of organizations that attempt to communicate the benefits of their products and services to potential consumer. Also the non-marketing socio cultural influences, which, when internalized, affect the consumer’s purchase decisions.

 A. Marketing inputs. The main activities of a firm are a direct attempt to reach, inform and persuade consumers to buy and use its product. These inputs to the consumer’s decision making process take the form of specific marketing mix strategies that consist of the product (including its package, size and guarantees); mass media advertising, direct marketing, personal selling, and other promotional efforts, pricing policy, and the selection of distribution channels to move the product from the manufacturer to the consumer.

 B. Socio cultural inputs. The influences of social class, culture, and sub culture although less tangible, are important input factors that are internalized and affect how consumers evaluate and ultimately adopt (reject) products. 

3.4.2 Process
The process component of the model is concerned with how consumers make decisions. To understand this process, we must consider the influence of the psychological concepts. The psychological field represents the internal influences, which include (motivation, perception, leaning, personality, and attitudes). These conditions affect consumers’ decision-making processes. This includes knowing what they need or want, their awareness of various product choices, their information gathering activities, and their evaluation of alternatives. 

The act of making a consumer decision consists three stages.

1) The first stage is need recognition – occurs when a consumer is faced with a problem.

The two different problem recognition styles are 

· Actual state types – consumers who perceive that they have a problem when a product fails to perform satisfaction (e.g., dissatisfaction with block and white TV.)

· Desired state types – consumers for whom the desire for some thing new may trigger the decision process. (E.g., need arises to purchase a computer).

Problem recognition also can be of two kinds.

Simple problem recognition refers to needs that occur frequently and that can be dealt with almost automatically.

Complex problem recognition is a state in which a problem develops overtime as the actual state and the desired state gradually move apart. 

2) The second stage is repurchase search (Information search) - It begins when a consumer perceives a need/want that might be satisfied by the purchase and consumption of a product. At this point collection of past experiences will provide adequate information.

On the other hand, when the consumer has had no prior experiences, he/she may have to engage in extensive search of the outside environment for the useful information on which to base a choice.

Many consumer decisions are based on a combination of past experience (internal sources) and marketing and non-commercial information (external sources). These are the factors of the following three

· Perceived risk can influence consumer information search and evaluation (high risk ( complex information search) 

· Experience – prior knowledge or test of an item (product or service)

· Situational factors

3) The third stage is evaluation of alternatives when evaluating potential alternatives, consumers tend to use two types of information: (1) a list of brands from which they plan to make their selection and (2) the criteria they will use to evaluate each brand.

3.3.3 Output
Output is the third and the last major component of the model. The output portion of the consumer decision-making model concerns two closely associated kinds of post decision activities.

1) Purchase behavior – consumers make three types of purchase: trial, repeat and long term commitment purchases

· Trial: When a consumer purchases a product for the 1st time and buys a smaller quantity than usual trial purchase.

· Repeated purchase: When a consumer purchases a product, which is already an established product category after a trial. 

· Long term purchase: However, trial is not always feasible. For example, with most durable goods (cars, dryers, micro oven), a consumer usually moves directly from evaluation to a long-term commitment (through purchase), without the opportunity for an actual trial. 

2) Post purchase evaluation. As consumers use a product, particularly during a trial purchase, they evaluate its performance in their own expectations. There are three possible outcomes of these alternatives.

A. Actual performance matches expectations, leading to a satisfied feeling. (Optional satisfaction/Expectation = reality)

B. Performance exceeds expectations, causing what is known as positive disconfirmation of expectation (which leads to over satisfaction) (Reality > Expectation)

C. Performance is below expectations, causing negative disconfirmation of expectations or dissatisfaction. (Reality < Expectation)

An important component of post purchase evaluation is the reduction of uncertainty or doubt that the consumer might analyze, consumers try to reassure themselves that their choices were wise ones; that is, they attempt to reduce post purchase cognitive dissonance. Also post purchase evaluation is an important feedback for markets in terms of identifying whether consumers are satisfied or dissatisfied. 

Check Your Progress Exercise

Answer the following questions on your notebook.

1. What is the difference between durable and non-durable commodity?

2. Give an example with respect to a certain product or service, that explains the buying decision process?

3.5 Summary

We have defined decision as the selection of the best alternative from among the choices. We have also tried to discuss the levels of consumer decision-making, based on how and why individuals behave as they try to make decisions. We have given the different models of consumers.

The consumer’s decision to purchase or not to purchase a product or service is an important moment for most marketers.  It can signify whether a marketing strategy has been wise, insightful, and effective, or whether it was poorly planned and missed the mark.  Thus, marketers are particularly interested in the consumer’s decision making process.  For a consumer to make a decision, alternatives must be available.

3.6 Answer to Check Your Progress Exercise

1. Durable products last longer than non-durable items.

2. A person may want to buy a color TV in place of his old black and white TV. Problem (need) recognition, then he will go out to look for different types of color TV (information search), then he will evaluate the alternatives based on price, size, value for money etc. Then he will make purchase decision. 
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4.0 Aims and Objectives

Aims

· To be close entach with the what, where, how, who, and why of market segmentation, through the provision of process, techniques and advantages of segmentation.
Specific Objectives

After completing this unit, you will be able to

· define market segmentation

· understand the different bases of segmentation

· know effective criteria of target marketing

· know implementing techniques of segmentation

· understand the implementation of segmentation strategy

4.1 Introduction

Market segmentation and diversity are in natural harmony. Hence from a diverse market place, composed of many different peoples, with different backgrounds and countries of origin, different interests, and different needs and wants, would weight the reason behind segmenting markets. Diversity in the global marketplace makes market segmentation an attractive, viable, and potentially highly profitable strategy. 

The necessary conditions for successful segmentation are: a large enough population with sufficient money to spend and sufficient diversity. The segment need to be be capable of being partitioned into sizable segments on the basis of demographic, psychological, or other segmentational variables. When marketers provide a range of product choices to meet diverse consumer interests, consumers are better satisfied. Thus, market segmentation is a positive force for both consumers and marketers alike. 

4.2 What is market segmentation?

Market segmentation can be defined as the process of dividing a market into distinct subsets of consumers with common needs or characteristics and selecting one or more segments to target with a distinct marketing mix. In short, segmentation is a way of identifying homogeneous (familiar) group of people from the heterogeneous market. The segmentation could be based on geographic factor, demographic factors, socio cultural variables, etc. 

 If all consumers had the same needs, wants and desires, with the same background, education, and experience, mass (undifferentiated) marketing would be a logical strategy. Its primary advantage is that it costs less: one advertising campaign is all that is needed, one marketing strategy is all that is developed, and one standardized product is all that is offered.

But the strategy of segmentation allows producers to avoid head-on competition in the market place by differentiating their offerings, not only on the basis of price, but also through styling, packaging, promotional appeal, method of distribution, and superior service since market is hetrogenious. 

Market segmentation is just the first step in a three-phase marketing strategy. First, a marketer need to segment the market into homogenous clusters. Secondly, the marketer must select one or more segments to target. To accomplish this the marketer must decide on a specific product, price, channel and/or promotional appeal for each distinct segments. The third step is positioning the product so that it is perceived by each target market as satisfying marketers needs better than other competitive offerings. 

How market Segmentation Operates

Segmentation operates in discovering the needs and wants of specific groups of consumers so that specialized products can be developed and promoted to satisfy each group’s needs. Many new products have been developed to fill gaps in a market place revealed by segmentation process. Segmentation studies also are used to guide, redesign, reposition, or in the extension of the product targeting to a new consumer segment.

In addition to filling product gaps, segmentation research is used by marketers to identify the most appropriate media in which to place advertisements.

The segmentation proves (survey, analysis, profile, sorting and implementing) is a vital component of consumer research that assist in the operation of market segmentation.

4.3 Bases for segmentation

The first step in developing a segmentation strategy is to select the most appropriate base(s) on which to segment the market. Eight major categories of consumer characteristics provide the most popular bases for market segmentation. They include geographic factors, demographic factors, psychological characteristics, socio cultural variables, use-related characteristics, use-situation factors, benefit sought, and hybrid. The above segmentational variables are discussed as follows.

4.3.1 Geographic Segmentation 
In geographic segmentation, the market is divided by location. The theory behind this strategy is that people who live in the same area share similar needs and wants and that these needs and wants differ from that of those people living in other areas.

Region 



North, South, East, West

City size 



major metropolitan areas, small cities, towns

Density of area 


urban, suburban, exurban, rural 

Climate 



Temperature, hot, humid

Some marketing theorists and marketing practitioners believe that world wide satellite television transmission and global communication networks have erased all regional boundaries and, therefore, geographic segmentation should be replaced by a single global marketing strategy. 

On the contrary, other marketers have been moving in the opposite direction and developing highly regionalized marketing strategy. For that matter, you cannot sell a raincoat to a person leaving in Sahara desert! Since the climate of that area would not allow to do so. 

4.3.2 Demographic Segmentation 
Demographic characteristics, such as age, sex, marital status, income, occupation, and education, are most often used as the basis for market segmentation. Demography refers to the vital and measurable statistics of a population. Demographic information is the most accessible and cost-effective in identifying a target market. Indeed, most secondary data, including census data, are expressed in demographic terms. Demographics are easier to measure than other segmentation variables; they are invariably included in psychographics and socio-cultural studies, because they add meaning to the findings.

Demographic variables reveal ongoing trends, such as shifts in age, sex (gender), income distribution, life expectancy, mortality etc that would show opportunity or threat.

Age 

Because product needs and interests often vary with consumer age, marketers have found age to be a particularly useful demographic variable for distinguishing segments. In places where population of children is considered to be very small a marketer should see that this segment is not viable.

Sex

Gender has always been a distinguishing segmentation variable. Women have traditionally been the main users of such products as hair coloring and cosmetics, and men have been the main users of tools and shaving preparations.

Martial status

Traditionally, the family has been the focus of most marketing efforts and for many products, the household continues to be the relevant consuming unit. Marketers are interested in the number and kinds of households that own and/or buy certain products. 

Income, education, and occupation

Income has long been an important variable for distinguishing market segments. Major problem with segmenting the market on the basis of income alone is that income simply indicates the ability or (inability) to pay for a product. For this reason, marketers often combine income with some other demographic variable(s) to define their target markets more accurately.

4.3.3 Psychological/Psychographics Segmentation
Demographics help to locate a target market, where as psychological and socio-cultural characteristics help to describe how its members think and how they feel. Psychological characteristics refer to inner or intrinsic qualities of the individual consumer. Consumer segmentation strategies are often based on specific psychological variables that could include;

Needs – Motivation:
 
Shelter, Safety, Security, affection, sense of self worth 

Personality:


Extroverts, novelty seeker, aggressive, low dogmatic

Perception:


Low risk, moderate-risk, and high risk

Learning-involvement: 
Low-involvement, high-involvement 

Attitudes:


Positive attitude, negative attitude

Psychographics (lifestyles):  Economy-minded, status seekers, outdoors enthusiasts, & status seekers.

Psychographics research is commonly referred to as lifestyle analysis. It has been heartily embraced by marketing practitioners in the promotion of goods and services.

Psychographics are often referred to as AIOs, for much psychographics research focuses on the measurement of Activities (how the consumers or family spends time of working, vacation, hiking), Interests (the consumer’s or family’s preferences and priorities on home, fashion, food), and Opinions (how the consumer feels about a wide variety of events and political issues, social issues, the state of education). In their most common form, psychographic studies use a battery of statements designed to identify relevant aspects of a consumer’s personality, buying motives, interests, attitudes, beliefs and values.

4.3.4 Socio-Cultural Segmentation 
Sociological (i.e. group) and anthropological (i.e. cultural) variables together referred as socio-cultural variables – provide further bases for market segmentation. 

Family life cycle 

Family life cycle segmentation is based on the premise that many families pass through similar phases on their formation, growth, and final dissolution. At each phase, the family unit needs different products. Family life cycle is a composite variable based explicitly on marital and family status. But implicitly including relative age, income, and employment status. Each of the stages in the traditional family life cycle (i.e. bachelor hood, honey mooners, parent hood, post parent hood and dissolution) represents an important target segment to a variety of marketers. 

Social class

Social class (relative status in the community) is a potential market segmentation variable. It is traditionally “measured” as weighted index of several demographic variables, such as education, occupation, and income. The concept of social class implies a hierarchy in which individuals in the same class generally have the same degree of status, while members in other classes have either higher or lower status. 

Culture, subculture, and cross culture

Some marketers have found it useful to segment their domestic and international markets on the basis of cultural heritage, because members of the same culture tend to share the same values, beliefs and customs. Marketers who use cultural segmentation stress specific, and widely held cultural values with which they hope consumers will identify. Cultural segmentation is particularly successful in international marketing, but in such instances, it is important for the marketer to understand fully the beliefs, values and customs of the countries in which the product is marketed. 

4.3.5 Use-Related Segmentation 
An extremely popular and effective form of segmentation categorizes consumers in terms of product, or brand usage characteristics, such as usage rate, awareness status and degree of brand loyalty.

Rate of usage segmentation differentiates among heavy users, medium users, light users, and non-users of a specific product or brand.

Awareness status encompasses the notion of consumer awareness, interest level, or buyer readiness. Marketers have to determine whether potential consumers are aware of the product, interested in the product, or need to be informed about the product. 

Sometimes, brand loyalty is used as the basis for segmentation. Marketers often try to identify the characteristics of their brand loyal consumers so that they can direct their promotional efforts to people with similar characteristics in the larger population. 

The above-discussed points could be summarized as follows.

Usage rate: 

Heavy users, medium users, height users, non users.

Awareness:

Unaware, aware, interested, and enthusiastic 

Brand loyalty:

None, some, strong 
But in general, frequency of purchase and quantity of purchase have inverse relation i.e., the more quantity of an item one buys, the frequency of purchase declines.

4.3.6 Usage – Situation Segmentation
Marketers recognize that the occasion or situation often determines what consumers will purchase or when they consume. For this reason, they sometimes focus on the usage-situation as a segmentation variable, which could include; 

Time;
Leisure, work, rush, morning, and height

Objective;
personal, gift, shack, fun, achievement

Location;
Home, work, friend’s home, in store

Person;
 self, family members, friends, boss, peer 

4.3.7 Benefit Segmentation 

Marketing and advertising executives constantly attempt to isolate the one particular benefit that they should communicate to consumers. Benefit could include convenience, social acceptance, long lasting, and economy, value-for-money.

4.3.8 Hybrid Segmentation 
Marketers commonly segment markets by combining several segmentation variables rather than relying on a single segmentation base. Like psychographics and demographic profiles, geo-demographics and VALS (Values and Life Styles). This could provide marketers with more accurate and defined consumer segments as opposed to deriving from using a single segmentation variable. For instance, consider the following;

1. Psychographics – demographic profiles: The two profiles are highly complementary approaches that work best when used together. By combining the knowledge gained from both demographic and psychographs studies, marketers are provided with powerful information about their target/markets. 

2. Geo-demographic segmentation. This type of hybrid segmentation scheme is based on the notion that people who live close to one another are likely to have similar financial means, tastes, preferences, life styles and consumption habits. (E.g., Geo-demographic similarity of sub-Saharan countries).

4.4 Criteria for effective targeting of market segments 

The greatest challenge for the marketer is to select one or more segments and design an appropriate marketing mix. To have an effective target group, a market segment should be (1) identifiable (2) sufficient both in quality and quantity (3) stable or growing and (4) reachable (accessible) in terms of media and cost. 

4.4.1 Identification 
To divide the market into separate segments on the basis of a common need or characteristic that is relevant to the product, marketers must be able to identify the relevant characteristic. Some segmentation variables, such as geography (location) or demographics (age, gender, occupation, race), are relatively easy to identify or are even observable. Others, such as education, income, or martial status, can be determined through questionnaires. Still other characteristics, such as benefits sought or lifestyle, are more difficult to identify. Knowledge of consumer behavior is especially useful to marketers who use such intangible consumer characteristics as the basis for market segmentation.  

4.4.2 Sufficiency 
For a market segment to be a worthwhile target it must have a sufficient number of people to warrant tailoring a product or promotional campaign to its specific needs or interests.

4.4.3 Stability 
Most marketers prefer to target consumer segments that are relatively stable in terms of demography and psychological factors, needs that are likely to grow larger over time. 

4.4.4 Accessibility
It means that marketers must be able to reach the market segments they want to target in an economical way such as transportation and warehouse cost. 

4.5 Implementing segmentation strategies

Firms that use market segmentation can pursue a concentrated marketing strategy or differentiated marketing strategy. In certain instances, they might use a counter segmentation strategy. The strategies are discussed briefly below.

Once an organization has identified its most promising market segments, it must decide whether to target one segment or several. The premise behind market segmentation is that each targeted segment receives a specially designed marketing mix. This includes the provision of specially tailored product, price, distribution network and/or promotional campaign targeting several segments using individual marketing mixes. This is called differentiated market targeting. Where as for getting on the way of segment with a unique marketing mix is called concentrated marketing strategy. 

On the other hand, differentiated marketing is a highly appropriated segmentation strategy for financially strong companies. Company's that are well established in a product category and competitive with other firms would benefit by this strategy. Since differentiated marketing strategy helps in developing a positioning strategy for each targeted segment. In certain instances, a company might decide to follow a counter segmentation strategy in which it combines two or more segments so that it would use common marketing mix.

Check Your Progress Exercise

Answer the following questions on your notebook.

1. Mention the different types of segmentational variables. 

2. What is the difference between mass marketing and segmentation?

3. How can life expectancy affect a marketing activity?

4.6 Summary

Market segmentation and diversity go hand in hand.  Without diversity, there will not be segmentation of market segmentation.  It is widely used by manufactures, retailers, hotels, the non-profit sector and so on.

Eight major classes of consumer characteristics serve as the most common bases for segmentation:  Geographical factor, demographic factors, psychological factor, socio-cultural variables, used-related factors, use – situation factors, benefit sought and hybrid forms of segmentation.

4.7 Answer to Check Your Progress Exercise

1. Segmentation variable include geography, psychograph, behavioral, hybrid etc

2. Mass marketing tries to provide a standardized product of service for a large number of segments where as segmentation tries to identify homogeneous group of people in a certain environment where it would provide a certain product or service.

3. Life expectancy could have both opportunity and threat. For example, if life expectancy is very high there is a marketing opportunity to provide product/service for older people. 
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5.0 Aims and Objectives

Aims
The main aim of this unit is to know what culture is and understand its impact in buying decision and consumer behavior.

Specific Objectives

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

· know the meaning of culture

· understand the difference between core and sub culture

· understand the impact of cross culture

· know the concept and impact of acculturization

· view the concept in multinational strategies

5.1 Introduction

Culture has an influence on all consumer behavior. Usually individuals grow following the beliefs, values, and customs of their society. They also avoid behaviors that are not allowed or considered taboo. In addition to cultural segmentation, marketers segment larger societies into smaller subgroups (subcultures). Sub-culture consist of people who are similar in terms of their ethnic origin, their customs, and/or the ways they behave. These subcultures provide important marketing opportunities for marketing strategists.

Sub culture can be defined as a distinct group that exists as an identifiable segment within a larger, more complex society.

Therefore, the cultural composition of a society or a nation is a composite of two distinct elements: 

1) The unique beliefs, values, and customs subscribed by members of specific subcultures: and 

2) The central or core cultural themes that are shared by most of the population, regardless of specific sub cultural memberships. 



Major subculture categories in any nation include religion, geographic location, race, age and sex. Each of these can be broken down into smaller segments that can be reached through special appeals and selective media choices. Example: The core cultural values that make Oromo, Tigrie, Amhara, Gurage etc., an Ethiopia. But a region has its own sub cultural value in it.

Categories 




      examples 

1. Religion 




Christians, Muslims

2. Geographic location 



North eastern, North western, 

Eastern, southern, southwestern.

3. Race 





Tigrai, Amhara, oromo, Somali, etc

4. Age 





Teens, youth, middle age, elderly

5. Gender





 Female, male

6. Occupation 




Lawyers, businessmen 

Accountants, managers 

7. Social class




 lower, middle, upper 

5.2 Culture and Subcultures 

5.1.2 Definition
Culture is a community's behavior expressed in terms of language, religion, dress, act, etc. Some of the factors that create homogeneity in culture are discussed below. 

In every country there are different religious groups. Most of these are Muslims, Christians, Hindu, Buddha, etc. The members of all these religious groups at times are likely to make purchase decisions that are influenced by their religious identity. For example: animal product (meat) is forbidden in Hindu religion; and don't think to market pork to Muslims, Orthodox or Catholic Christians.

Commonly, consumer behavior is directly affected by religion in terms of products that are symbolically and ritualistically associated with the celebration of various holidays like Christmas or the Ethiopian New Year.
5.2.2 Geographic and Regional Cultures 
Every country enjoys a wide range of climatic and geographic conditions. Given the country’s size and physical diversity, it is only natural that many people have a sense of regional identification and use this identification as a way of describing others. These labels often assist us in developing a mental picture and supporting stereotype of the person in question.

5.2.3 Racial Subcultures 
Different racial groups in Ethiopia such as Oromo, Amhara, Tigray, Somali etc. have their own race associated cultures. Anglo Soxon, Black American, Hispanic or Asian, in the case of U.S.A., have noticeable cultural differences as well.

Each major age sub grouping of the population (eg. those who are 19, those between 20 to 30, or those 65 and above) might be thought of as having a separate subculture, and important shift occur in the demand for specific types of products and services. The age group determines the degree of flexibility or rigidity of a society incorporating new ideologies.  

5.2.4 Sex Subcultures 
Because sex roles have an important cultural component, it is quite fitting to examine gender as a sub cultural category.

All societies tend to assign certain traits, roles and status to males and others to females. In most societies, for instance, aggressiveness, competitiveness, independence and self-confidence often were considered as traditional masculine traits; while neatness, tactfulness, gentleness and talkativeness are considered as traditional feminine traits. In terms of role differences, women have historically been coasted as homemakers with responsibilities to childcare and men as the providers or breadwinners. But this role and status is showing a changing dimension. 

5.3 Cross-cultural consumer behavior

In our examination of psychological, social and cultural factors, we have consistently pointed out how various segments of a society differ. If so much diversity exists among segments of a single society, then even more diversity is likely to exist among the members of two or more societies. To succeed, international marketers must understand the “cross cultural” differences among the consumers of different societies. This can help them to develop target marketing strategies that penetrate each foreign market and serve its interest. This is how the notion "think global, act local" is used by international marketers.
Today, almost all major corporations are actively marketing their products beyond their original homeland borders; many are engaged in global marketing. In fact, the issue is not whether to sell a brand in other countries, but rather how to do it.

5.4 Acquiring exposure to other cultures 

As more and more consumers come in contact with the material goods and life style of people living in other parts of the world, they have the opportunity to adopt these different products and practices.

A portion of consumers’ exposure to different cultures tend to come about through consumers’ own initiatives – their travel, their living and working in foreign countries, or even their immigration to a different country. Additionally consumers obtain  a taste of different cultures from contact with foreign movies, theater, art, and artifact, which has contributed to cultural transfer. Exposure of culture could be affected by the following factors.

5.4.1 Country of Origin Effects 
When consumers are making purchase decisions, they may take into consideration the countries of origin of their choices.

5.4.2 Cross – Cultural Analysis
To determine whether and how to enter a foreign market, marketers need to conduct some form of cross cultural consumer analysis. Cross-cultural consumer analysis can be defined as the effort to determine to what extent the consumers of two or more nations are similar and different. This requires the understanding of each people psychology, social life, and cultural characteristics.
5.4.3 Similarities and Differences among People
A major objective of cross cultural consumer analysis is to determine how consumers in two or more societies are similar and how they are different. Such an understanding similarities and differences is critical to the multinational marketers, who must devise appropriate strategies to reach consumers in specific foreign markets. The greater the similarity between nations, the more feasible it is to use relatively similar strategies in all nations. On the other hand, if the cultural beliefs, values and customs of specific target countries are found to be widely different, then a highly individualized marketing strategy is indicated for each country. 

5.5 Acculturation (Marketing view point)

Acculturization is the understanding and adoption of a certain culture from/with another culture.

Too many marketers, contemplating international expansion, make the strategic error of believing that “if it is liked by local and domestic consumers, then every one will like it.” It reflects a lack of appreciation of the unique psychological, social, cultural and environmental characteristics of distinctly different cultures. To overcome such a narrow and culturally myopic view, marketers must also go through a kind of understanding process. They must learn everything that is relevant about the usage or potential usage of their products and product categories in the foreign countries in which they plan to operate.

In a sense, cross – cultural acculturation is a dual process of marketers.

1. Marketers must thoroughly orient themselves to the values, beliefs, and customs of the new society to appropriately position and market their products. (Consistent and sensitive with traditional attitudes and beliefs).

2. To gain acceptance for a culturally new product in a foreign society, they must develop a strategy that encourages members of that society to modify or even break with their own traditions (To change their attitudes and possibly alter their behavior).

5.6 Alternatives in multinational strategies global versus local

Some marketers have argued that world markets are becoming more and more similar and that standardized marketing strategies are, therefore, becoming more feasible. In contrast, other marketers feel that differences between consumers of various nations are far too great to permit a standardized marketing strategy. In a practical sense, a basic challenge for many executives contemplating multinational marketing is to decide whether to use shared needs and values as a segmentation strategy or to use national borders as a segmentation strategy. 

5.6.1 Favoring a “World Brand”
An increasing number of firms have created world brands products that are manufactured, packaged and positioned in exactly the same way regardless of the country in which they are sold. E.g. General Motors, Gillette, Unilever, Toyota, Microsoft, Nike etc.

5.6.2 Adaptive Global Marketing
In contrast to the marketing communication strategy that stresses a common message, some firms embrace a strategy that adopts their advertising messages to the specific values of particular products. E.g. McDonald, Levi, Reebok. For instance McDonald sells vegetarian sandwiches to segments with Hindu Religion. The saying "think global act local" compromises the two notices.

5.7 Marketing mistakes: A failure to understand differences

In most cases, the gamble for marketers in international marketing is not knowing whether the product, the promotional appeal, the pricing policy, or the retails channels that work effectively in one country will also work in other countries. Some specific changes should be made to ensure acceptance in each foreign market. Such changes include:

· Product problems: International marketers frequently neglect to modify their products to meet local customs and tastes. 

Color is a critical variable in international marketing, because the same color often has different meanings in different cultures.

Blue, in Holland ( warmth, in Sweden ( coldness, in Iran ( death, in India ( purity 

Yellow, in USA ( warmth, in France ( infidelity etc.

It is critical that the colors of products and packages convey the proper meaning in the countries in which they are marketed. Another example is the case of Ford Company where they come up with the model 'pinto' in Spain. But their disguise 'pinto' in Spanish colonial means small male gentile. 

· Promotional problems: When communicating with consumers indifferent parts of the world, the promotional message must be consistent with the language and customs of the particular target society.

· Pricing and distribution problems: International marketers must adjust their pricing and distribution policies to meet local economic conditions and customs.

Check Your Progress Exercise
Answer the following questions on your notebook.

1. Do you think the world is getting globalize or becoming one?

2. How can acculturization be done?

3. Define the following

A. Ritual

B. Norm

      C. Custom

5.8 Summary
Culture is all aspects of a society that give that society its distinctive character and personality.  The impact of culture on society is so natural and so ingrained that its influence on behavior is rarely noted.  Yet, culture offers order, direction, and guidance to members of society in all phases of human problem solving.  Culture is dynamic and gradually and continually evolves to meet the needs of society.

5.9 Answer to Check Your Progress Exercise

1. Technology, computer, TV etc are creating homogeneity to a certain extent.

2. Acculturization is a factor of strong interaction between different cultural groups where it could be done through cultural sharing, using of modern technology such as IT and TV etc.

3. Ritual: a practice in a certain cultural even e.g., putting flower in a funeral.

Norm: accepted mode of behavior

Custom: a cultural practice done by many people
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6.0 Aims and Objectives

Aims

· In this unit the influence of different direct and indirect reference groups on the purchase behaviors of a consumer will be discussed

Specific Objective

At the end of this unit, you will be able to

· define what a reference group is 

· know the different types of groups

· evaluate the factors that affect a reference group

· know the application of group influence in marketing

6.1 Introduction

With the exception of those very few people who are classified as hermits (secluded), most individuals interact with other people on a daily basis. Like all human behaviors, individual’s social behaviors and social relationships are often motivated by satisfying specific needs.

What is a group?
Group may be defined as the coming together of two or more people who interact to accomplish either individual or mutual goals.

6.2 factors that affect groups
There are different ways to classify groups. Some factors affecting groups include: 

1. Size ( small and large groups. A segment is attractive when it is large enough. But there could be small number of groups with high spending ability, eg., upper class
2. Regularity of interaction (the more the interaction, the higher the impact on individual behavior). If a person interacts only occasionally with others or does not consider their opinions to be of any particular importance, then these others groups constitute a secondary group for that person. But if an individual interacts with other regularly and affect his/her behavior, it is referred as primary group.

3. Structure and hierarchy: If a group has a highly defined structure, specific roles, authority levels, and specific goals, then it would be classified as a formal group. On the other hand, if a group is more loosely defined, then it is considered as Informal group. The relative position of an individual in a certain group has different degree of influence. 
4. Membership status 

· A membership group ( a group to which a person either belongs or would qualify for membership. This groups could be divided as:
· A symbolic group ( is a group in which an individual is not likely to receive membership, despite acting like a member by adopting the group’s values, attitudes and behavior. This is so since they do not have the skills or the opportunity to compete professionally with the symbolic group.
· Aspirational group – a group in which one wants to join or to be in.

· Disociative group – a group to which one wants to avoide

6.3 Consumer Relevant Groups 

Some of the specific examples of groups, which are relevant for consumers, include:

1. Family ( individual’s family is in the best position to influence one's consumption decisions on a primary base. Family is important or has strong influence since frequency of contact creates influence on individual’s value, attitude and behavior, which influence on the purchase decision of that individual.

2. Friendship groups – are classified as informal groups because they are usually unstructured and lack specific authority levels in terms of influence. It is second next to family. 

3. Formal social groups 

Are more remote in terms of intimacy compared to family and friendship groups, which are close and informal. Individuals may join formal social groups in order to satisfy goals such as 

· making new friends 

· meeting important people

· broadening the individual knowledge 

· pursuing a special interest 

· promoting a specific cause (problem) 

4.Shopping groups – Two or more people who shop together can be called a shopping group 5. Consumer – Action group

· Has emerged in response to the consumerist movement.

· Objective is to pressurize over the business community.
6. Work groups 

· This emerged because of the same work environment of groups

· It can be formal work groups such as team, committee or informal work groups such as coffee group, lunch break group, after work meeting groups etc.

All in all the above and other types of groups have influence on the purchase behavior of an individual
6.4 Reference groups

6.4.1 Definition 
Reference groups can be defined from two perspectives:

6.4.1.1 groups that influence, generally or broadly the values or the behaviors are called normative reference groups. E.g. Family Groups that serve as benchmarks for specific or narrowly defined attitudes or behaviors are called comparative reference groups e.g., Neighbor. Normative reference groups influence the development of a basic code of behavior and Comparative reference groups influence the expression of specific consumer attitudes and behavior.

A reference group is any person or group that serves as a point of comparison (reference) for an individual in forming either general or specific values, attitudes, or behavior

· Provides valuable insight to know the impact of other people on an individual consumption beliefs, attitudes and behavior

· Reference groups are groups that serve as frames of reverences for individuals in their purchase or consumption decisions.

· Is not affected by group’s size, membership structure and hierarchy.

6.4.1.2 Reference groups can also be viewed as direct or indirect reference groups, which have a great influence on purchasing behavior of customers.

· Direct reference groups – interact on a direct basis, which include family and close friends.

· Indirect reference groups – include those individuals or groups with whom a person does not have direct face to facer contact such as movie stars, sports hero, political leaders, TV personalities/celebrities).






6.4.2 Life Style and Social Class
On the basis of membership or degree of involvement with a group, be it positive or negative influences on values, attitudes and behavior, reference groups could be divided into the following four kinds.

1. Contractual group ( is one in which a person holds membership or has regular face-to-face contact with. Example: school, working place, family

2. Aspirational group ( could be a person who does not have membership and do not have face to face contact but wants to be a member of that group

3.  Disclaimant group ( a group in which a person holds membership and has face-to-face contact but disapproves the group’s values attitudes, and behavior 

4. Avoidance group ( a group in which a person neither holds membership nor has face to face contact and disapproves the group’s values, attitudes and behavior where he/she dissociate himself/herself.

The above four kinds of groups could be summarized as groups having positive influence and groups having negative influence.
  Membership group                  Non membership group

Positive Influence          Contractual group                    Aspriational group

Negative Influence         Disclaimant group                  Avoidance group

6.5 Factors affecting reference group influence 

What are the factors that affect the influence of Reference Groups?

1. Information and experience: An individual with full information and experience about product or a service, is less likely to be influenced by the advice of other groups where as he/she may have ever influence on others.

2. Credibility, attractiveness and power of the reference group: Reference groups having good credibility, attraction, or power, can influence consumer attitude and behavioral change. Different types of power influence consumers, (legitimate, expert power).

3. Conspicuousness of the product (Nature of the product)

· Privately consumed products ( less conspicuous 

· Openly consumed products (highly conspicuous 

4. Exposure and cohesiveness – the proximity or nearness that an individual has to a certain group has impact on influencing an individual's purchase behavior 

Reference groups and consumer conformity 

To change, consumer attitudes and behavior, a reference group must:

1. inform or make the individual aware of the specific product or brand

2. provide the individual with the opportunity to compare his/her own thinking with attitudes and behavior of the group

3. influence the individual to adopt attitudes and behavior that are consistent with the norms of the group; and 

4. legitimize an individual’s decision to use the same products as the group. But reference group's impact on an individual is determined by 

· membership of the group

· type of social relationship (roommates, friends) 

· conspicuousness of the product 

6.6 Reference group APPLICATION OVER marketing practices

Reference group actions are used very effectively by some advertisers to communicate to their market. The most common types of reference groups’ appeals include 

6.6.1 Celebrities (People with reference power) 
· Celebrities, particularly movie stars, TV personalities, popular entertainers, sports icons, provide a very common type of reference group appeal.

· Marketers’ can use them in the following fashion;

A. Endorsement ( celebrities often are asked to lend their names to advertisements for products with which they may or may not be experts. (These persons will be paid for it).

B. Actors ( a celebrity may be asked to present a product or service as part of a character enactment, rather than as personal testimonial or endorsement.

C. Spokesperson ( a celebrity who represents a brand or company over an extended period of time, often in print and television advertisements, as well as in  personal appearance, is usually called a company spokes person. 

6.6.2 The Expert
A second type of reference group appeal used by marketers is the expert. A person who, because of his or her occupation, special training, or experience, is in a unique position to help the prospective consumer evaluate positively the product the advertisement promotes. Example: showing a person with white gowns dress gives expert power as chemist or a Medical Doctor. People introducing cosmetic, soap etc type of products use the technique in advertisments.

6.6.3 The Common Man
A reference group appeal that uses the testimonials of normal satisfied customers is known as the common-man approach.

6.6.4 The Executive or Employee Spokesperson
Certain organizations use their top executives as spokespersons in consumer advertisement because of their achievements. Also they use their lower level managers or employees as spokespersons in advertisements.

Social class and social status

Researchers often measure social class in terms of social status; that is, they define each social class by the amount of status the members of that class have in comparison with members of other social classes. Status is frequently thought of as the relative rankings of members of each social class in terms of specific status factors such as 

· wealth – amount of economic assets 

· power – the degree of personal influence over others.

· prestige – the degree of recognition received from others 

Marketing practitioners use 

· family income,

· occupational status

· educational attainment to measure the rank in a social class

The implication of social class in relation to different variables can be presented as follows:

· Social class is hierarchical – social class categories are usually ranked in a hierarchy, ranging from low to high status. People in a certain class status feel equal, superior or inferior in a Social class; and market segmentation social class stratification provides a basis for market segmentation for products and services (upper, middle and lower class).

· Social class and behavioral factors - People in the same class share values, attitudes and behavioral patterns among members; and differ values, attitudes and behavior with the other social classes.

· Social class as a frame of reference - Social class membership serves consumers as a frame of reference (reference group) for the development of their attitudes and behavior.

Social class categories 

There is no general agreement among sociologists as to how many distinct class divisions are necessary to adequately describe the class structure of the world. However, the following are the different types of social class categories

A. Two – category – social class schemes

· Blue – collar, and white collar

· Lower and upper 

B. Three – category social class schemas 

· Blue – collar, gray collar, and white collar

· Lower, middle, and upper 

C. Four – category social class schemes

· Lower, lower – middle, upper, upper-middle, and upper-upper 

D. Six – category social class schemas 

    Lower – lower, upper lower, lower middle, upper middle, lower upper, upper – upper.

E. Nine – category

· Lower- lower, lower, lower-upper, lower-middle, middle, upper-middle, lower-upper, upper, upper-upper.

6.7 Social Class Difference 

1. Clothing fashion and shopping

A Greek philosopher once said, “know, first, who you are; and then adorn yourself accordingly". This bit of wisdom is relevant to clothing marketers today, because most people dress to their self-images, which include their perceptions of their own social class membership.

Members of specific social classes differ in terms of what they consider fashionable or good taste. Social class is also an important variable in determining where a consumer shops. So on a distinct group social class demands different provision of product or service. 

2. The pursuit of leisure 

Social class membership is also closely related to the choice or recreational and Leisure – time activities.

3. Saving, spending and credit 

Saving, spending and credit card usage all seem to be related to social – class standing. I.e., where, when, how etc a group spends its money is important information for marketers. 

Social class and communication 

Social class groupings differ in terms of their media habits and in how they transmit and receive messages.

Upper and middle class ( have a broader or a more general view of the world.

Lower class ( tends to see the world through their own immediate experiences. 

Specifically social class could be grouped as follows:

Upper upper class ( upper class ( upper lower class ( upper middle ( middle ( lower middle ( upper lower ( lower ( lower lower class
Check Your Progress Exercise
Answer the following questions on your notebook and check your answers with key.

1. Give two examples for primary and secondary groups?

2. Give example of other relevant groups that have impact on individual's behavior?

3. Give example for the different types of reference groups?

4. Give example for the above types of power of a reference group?

5. Give examples of legitimate and expert powers?

6.8 Summary

Reference group is a base for a consumer to behave in a certain acceptable manner in terms of exerting of positive, a negative or a neutral influence on an individual. Reference groups could be divided into primary- secondary, direct-indirect depending on the degree of influence that they could exert. Marketers need to understand the relation between an individual and a certain group in manipulation of marketing mixes and development of strategies.

6.9 Answer to check Your Progress Exercise 

1. Primary group- friends, family

   Secondary groups- Celebrities, role models

2. Cultural group, social class, neighbors, formal and informal groups, family, friends, etc

3. Reference group: family, friends etc

4. Family, for example has a direct impact in influencing the purchase behavior of family members.

5. Legitimate power (positional power)- Chair person of a company, religious leaders

   Expert power- Doctors, knowledgeable people
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7.0 Aims and Objectives

Aims

· This unit is designed to help you understand the influence and use of opinion leaders in consumer behavior, and know the different types of opinion leadership.

Specific Objectives

At the end of this part you will be able to

· know the definition of opinion leadership

· know what would make a person an opinion leader

· understand techniques of measuring opinion leaders

· understand the different profiles of opinion leaders

· know who opinion leaders are

· know the diffusion process

· understand the communication process 

· know the characteristics of modern social system

7.1 Introduction

When you want to buy a certain product you need information from other people. This information could be about the price, about durability of the product, etc.

Your choice of products and services might be influenced by advices from other people. Opinion leadership involves much interaction about so many products and services. It is often difficult for consumers to remember the extent to which they have participated in informal communications, which in return influenced either their consumption behavior or the consumption behavior of others. 

What is opinion leadership?

Opinion leadership is the process by which one person (the opinion leader) informally or formally influences the actions, or attitudes of others, who may be opinion seekers or merely opinion recipients. Informal influence could be done through word-of-mouth (WOM)

· Word of mouth implies personal or face-to-face communication (usually in rumor without substantiated information). 

· Are opinion leader may become an opinion receiver in another product.

· Opinion seekers are individuals who actively seek information and advice about products and receive unsolicited information. 

· Opinion leaders could be innovators or initiators.

7.2 Dynamics of the opinion leadership process 

7.2.1 Opinion Leaders are Persuasive 

They are effective at influencing opinion seekers about product related decisions. This is because 

1. they have highly credible sources of product information 

2. they provide both favorable and unfavorable information about a product 

3. they are the sources of both information and advice because of their experience and advising character.

4. they have good influence in certain product categories, about which they offer information and advice.

5. they are leaders in one product-related information or they may become opinion receivers in another situation.

6. they may be attractive and practice different type of power

7.2.2 The Motivation Behind Opinion Leadership
What is the need for becoming opinion leader

What motivates a person to talk about a product? Motivation theory suggests that people may provide information or advice to others to satisfy some basic need of their own.  
7.2.3 Motivations of Opinion Leaders and Receivers 
The above points are further discussed below:

Opinion leaders motivations

1. Self improvement motivations

· Reduce post purchase uncertainty or dissonance 

· Gain attention or status 

· Assert superiority and expertise

· Feel like an adventurer
· Experience the power of converting others 

2. Product – involvement motivations

· Express satisfaction or dissatisfaction with a product or service

3. Social – involvement motivations 

· Express nighbourness and friendship by discussing products or services that may be useful to others.

4. Message involvement motivations 

· Express one’s reaction to stimulating advertisement by telling others about it.

Opinion receiver’s motivations 

1. Self improvement motivations 

· Reduce the risk of making a purchase commitment 

· Reduce search time (avoid the necessity of shopping around) 

2. Product – involvement motivations 

· Learn how to use or consume a product 

· Learn what products are new in the market place 

3. Social involvement motivations 

· Buy products that have the approval of others, thereby ensuring acceptance. 

· They obtain new products or new usage information 

· They reduce their perceived risk through receiving first hand knowledge from the users.

· They reduce the search time for a specifically needed product

· They can get approval of acceptance from opinion leaders

7.3 Measuring of opinion leadership

Consumer researchers are interested in identifying and measuring the impact of opinion leadership process on consumption behavior. To measure opinion leadership, the following four basic measurement techniques can be used.

7.3.1 Self – Designating Method
In this method, respondents are asked to evaluate the extent to which they have provided others with information about the product or have other wise influenced the purchase decisions of others. 

Then each respondent is asked a series of questions to determine the degree to which he/she perceives about the product/service. On the basis of this, we can conclude as to what extent individuals are influencing others; sometimes, always, or frequently. 

7.3.2 Socio Metric Method
Measures the person-to-person or informal communication of consumers concerning a product. In this method, respondents are asked to identify the specific individual whom they provided advice or information. 

7.3.3 Key Informant Method
Opinion leadership can also be measured through awareness or knowledge about the nature of social communications among members of a specific group. The key informant is asked to identify those individuals in the group who are most likely to be opinion leaders. 

7.3.4 Objective Method 
The objective method of determining opinion leadership is much like a controlled experiment. It involves placing new products or product information with selected individuals and then tracing the resulting “web” of interpersonal communication concerning the relevant product.

· Artificially places individuals in position to act as opinion leaders and measures their effort. 

7.4 Profile of opinion leaders
7.4. 1 Knowledge and Interest 
Opinion leaders tend to possess a high level of interest in the product in which they provide advice or information. Due to this, they are likely to seek information about the product and because of their knowledge, others may seek advise from them about the product. Example: Interest in Computer accessories 

7.4.2 Consumer Innovators 
Opinion leaders tend to be consumer innovators. Consistent with their high (keen) interest in a product category, they are likely to try new products in the category as soon as they are introduced. Thus, on the basis of first hand knowledge, opinion leaders tend to speak with some authority when providing information or advice to others about new products. Example: Fashion flowers. 

7.4.3 Personal Characteristics 
Personal traits – opinion leaders are self confident and sociable.

· Social class: Opinion leaders usually belong to the same socio economic group as the opinion receivers
· They are most likely to give information or advice to those people with whom they regularly engage in informal communication; the people within their own social stratum.

7.4.4 Demographic Characteristics  
Consumers tend to seek information and advice from people whom they perceive to be highly knowledgeable. 

Generally, opinion leaders have the following profile? Innovativeness, greater willingness to talk, self-confidence, gregariousness (sociability) etc

7.4.5 Media Habits 
Like consumer innovators, opinion leaders are likely to read special – interest publication devoted to the specific topic or product category in which they “specialize” 

7.5 Frequency and overlap of opinion leadership

The frequency of consumer opinion leadership suggests that people are sufficiently interested in at least one product to talk about and give advice, concerning it, to the others. 

7.5.1 Overlap of Opinion Leadership
Opinion leadership tends to overlap across certain combinations of interest areas. Overlap is likely to be highest among product categories that involve similar interests. E.g. TV and VCR (Video Cassette Recorder)

Thus, opinion leaders in one product area are opinion leaders in related areas.
Hence, research does suggest the existence of a special category of opinion leader, the market maven. These consumers possess a wide range of information about many different types of products, stores and other dimensions of markets. They both initiate discussions with other consumers and respond to requests for market information. Market mavens like to shop, and they also like to share their shopping expertise with others. If the profile of opinion leaders is with high levels of brand leadership, their influence extends beyond the realm of high involvement products.

Market mavens are also distinguishable from other opinion leaders. This is because their influence stems not so much from product experience but from a more general knowledge or market expertise that leads to an early awareness of a wide array of new products. 

Market mavens are similar to “the most know man” 

The most know man features include the following. 

· They want to know how things work (mechanical work) 

· They want to know the recent technology

· They are “do it yourselves”

· They enjoy teaching others about how to do things.

This implies that “most know man” influences others highly. 

7.5.2 Situational Environment of Opinion Leadership
Product related information discussions among people do not take place in a vacuum and spontaneously. Rather product discussions generally occur within relevant situational contexts. In situations, the opinion leaders would provide information to the opinion receivers as an outgrowth of conversation concerning the situation.

7.5.3 Opinion Leaders are Friends or Neighbors 
It is not surprising that opinion leaders and opinion receivers are friends, neighbors, or work associates. Friendships provide numerous opportunities for conversation concerning product – related topics. Close proximity is likely to increase the occurrences of product – related conversation.

7.6 The interpersonal flow of communication 

How does information provided by the mass media reach and influence the total population? Several theories suggest that opinion leader is a vital link in the transmission of information of influence.

7.6.1 Two – Step Flow of Communication Theory
Information flow from radio and print media to opinion leaders ( the general public. This theory portrays opinion leaders as direct receivers of information form impersonal mass media sources, which in turn transmit and interpret this information to the masses.

Mass media ( opinion leaders ( mass (public)

The need for modifications of this theory is in large part based on the following observations: 

1. Mass media may inform both opinion leaders and receivers; however, the opinion receiver is more likely to be influenced by the opinion leader than by the media. 

2. Not all-interpersonal communication is initiated by opinion leaders and directed to opinion receivers. Very often, those who are receivers may initiate the interpersonal communication by requesting information or advice from the opinion leaders. 

3. Those who receive information and advice from others (i.e. opinion receivers) are more likely to offer advice to others (including opinion leaders) than those who do not receive advice from others. 

4. Opinion leaders are likely more influential than those who are non leaders to both and receive and seek advice from others. 

7.6.2 Multi Step Flow of Communication Theory
A more comprehensive model of the interpersonal flow of communication depicts the transmission of information from the media as a multiple flow i.e., depending on the channel accessibility.  

The Channels of Communication

How quickly an innovation spreads through a market depends to a great extent on communications between the marketer and the consumers, as well as communication among consumers (word of moth, communication). Of central concern is the uncovering of the relative influence of impersonal sources (advertising) and interpersonal sources (sales people, informal opinion leaders).

7.6.3 Communication Model
The formal communication model consists of

Source


Message

Channel 

Receiver

7.7 The social system

The diffusion of a new product usually takes place in a social setting frequently referred to as a social system. A social system is a physical, social or cultural environment to which people belong and in which they function. 

The orientation of a social system, with its own special values or norms, is likely to influence the acceptance or rejection of new products. When a social system is modern in orientation, the acceptance of innovations is likely to be high. In contrast, when a social system is traditional in orientation, innovations that are perceived as radical or as infringements on established customer are likely to be avoided. 

Characteristics of Modern Social System

· Positive attitude towards change

· An advanced technology and skilled labor force

· A general respect for education and science

· Emphasis on rational and ordered social relationship rather than emotional ones.

· An out reach perspective is interactive with outsiders so that entrance of a new idea to the social system is high.

A system in which members can readily see themselves in quite different roles.                               

7.8 Diffusion of innovations 

The introduction of new products is vital to the consumer, the marketer and the world economy. For the consumer, new products represent increased opportunities to satisfy personal, social and environmental needs. For the marketer, new products provide an important mechanism for keeping the firm competitive and profitable. For the entire countries/world, new products represent potential improvements in the quality of life for the society.

The framework for exploring consumer acceptance of new products is drawn from the area of research known as the diffusion of innovations. Consumer researchers who specialize in the diffusion of innovations are primarily interested in understanding how closely related are the processes: the diffusion process and the adoption process. In the broadest sense, diffusion is a macro process concerned with the spread of a new product (an innovation) from its source to the consuming public. In contrast, adoption is a micro processes that focuses on the stages through which an individual consumer passes when deciding to accept or reject a new product. 

7.8.1 The Diffusion Process 
The diffusion process is concerned with how innovations spread, that is, how they are assimilated within a market. More precisely, diffusion is the process by which the acceptance of an innovation (new product, new practice) is spread by communication such as mass media, sales people, informal conversation to members of a social system (a target market) over a period of time. 

We can define product innovation from the following point of view 

· Firm – oriented definition. A firm-oriented approach considers the newness of a product from the perspective of the company producing or marketing it. When the product is “new” to a company, it is considered new. 

· Product – oriented definition. This definition focuses on the features inherent in the product itself and on the effects these features are likely to have on consumers’ established usage patterns. One product-oriented framework considers the extent to which a new product is likely to disrupt (stop) established behavior patterns. The above could be defined using the following three types of product innovations. 

1. A continuous innovation has the least disruptive influence on established pattern. It involves the introduction of a modified product, rather than a totally new product. 

2. A dynamic continues innovation is somewhat more disruptive for a continues innovation does not alter established behavioral patterns. It may involve the creation of a new product or the modification of an existing product.

3. A discontinuous innovation requires consumers to adopt new behavior patterns.

Newness of a product could depend on user satisfaction. Thus, the more satisfaction a consumer derives from a new product, the higher is the newness a product. On the basis of this concept product is classified as artificially new, marginally new, and genuinely new. A genuinely new product has features that satisfy the user in a manner that is different from an older product. 

· Market oriented definitions A market oriented approach judges the newness of a product in terms of how much exposure consumers have to the new product. This definition consists of 

1. A product is considered new if it has been purchased by a relatively small (fixed) percentage of the potential market.

2. A product is considered new if it has been on the market for a relatively short (specified) period of time. 

· Consumer-oriented definition this definition new product is any product that a potential consumer judges to be new. That is, newness is based on the consumer’s perception of the product rather than on physical features or market realties.

7.8.2 Product Characteristics that Influence Diffusion 
All products that are new do not have equal potential for consumers’ acceptance. Some products seem to catch on almost over night, while others take a very long time to gain acceptance or never seem to achieve widespread consumer acceptance. Some of the product characteristics that seem to influence consumer acceptance of new products include (1) relative advantage, (2) compatibility (3) complexity, (4) trail ability, and (5) observablity.

· Relative advantage. The degree to which potential customers perceive a new product as superior to existing products is its relative advantages in terms of cost, time, simplicity, etc. Sales promotion (coupons, service) could enhance the relative advantage of a product/service. 

· Compatibility. The degree to which potential customers feel that a new product is consistent with their present needs, values and practices etc measure product compatibility. 

· Complexity. The difficulty to understand or use a new product affects the products' acceptance. Easier to understand and use ( acceptance of a product is high. 

Four predominant types of “technologies” acts as barriers to a  new product's acceptance:

A. Fear of technical complexity

B. Fear of rapid obsolescence

C. Fear of social rejection

D. Fear of physical harm

· Trial ability. It refers to the degree to which a new product is capable to be tried on a limited basis. The greater the opportunity to try to a new product, the easier the product is adopted. 

· Observability (communicability). It is the ease with which a product’s benefits or attributes can be observed, imagined, or described to potential consumers.

· Socially visible products are products which are easily diffused. 

         Tangible products ( easily diffused.

· A product that is perceived as having a strong relative advantage in fulfilling present needs, and values on a limited basis, and simple to understand and to see is more likely to be purchased than a product that is not so perceived, and not easy to try. 

Factors that affect product diffusion process: 
1. Time 

Time is the backbone of the diffusion process. It pervades the study of diffusion in three distinct but interrelated ways: (1) the amount of purchase times (2) the identification of adopter categories and (3) the rate of adoption.

2. Purchase time
It refers to the amount of time that elapses between consumers’ initial awareness of the new product and the point at which they purchase or reject it. 

3. Adopter categories 

Involves a classification scheme that indicates where a consumer stands in relation to other consumers in terms of time. 

Adopter categorizes include 

A. Innovators – venture some – very eager to try new ideas

B. Early adopters – tries – more integrated into the social system, want to check before adopting
C. Early majority – deliberate – adopt the new product prior to the average time deliberate delay for some time before adopting. 

D. Late majority – skeptical – adopt the product just after the average time.

E. Laggards – traditional – the last people to adopt the innovation, suspicious about the new, oriented to past, local in thinking.               

Non-adopters (non tries) could be a result of the following variables. 

· Unaware group – do not know about the innovation or do not have enough information to decide.

· Symbolic rejecters – they know the product but decided that it is not for them.

· Symbolic adopters – believe the product might be for them but do not try.

· Trial adopters – who have tried the product but do not purchase 

· Trial rejecters – who have tried and rejected it.

Rate of adoption – concerned with how long it takes a new product to be adopted by members of a social system. (Fast / low) 

The objective in marketing new products is usually to gain wide acceptance of the product as quickly as possible.

Two most common strategies for rate of adoption include: 

1. Penetration policy is usually accompanied by a relatively low introductory price designed to discouraged competition from entering the market. 

2. Skimming policy. Sometimes marketers might prefer to avoid a rapid rate of adoption for a new product so that the first maker of the product makes it available at a very high price at the introduction period of a company and at a lower price in later stages. 

7.8.3 Adoption Process 
The second major process in the diffusion of innovation is adoption

Adoption process is the stage through which an individual consumer passes while arriving at a decision. That is to try or not to try, continue or to discontinue using a new product.

Stages in the adoption process 

It is often assumed that the consumer moves through five stages in arriving at a decision to purchase or reject a new product. These stages include: 
1. Awareness – consumers are exposed to the product innovation 

2. Interest – when they develop an interest about the product, they search information.

3. Evaluation – based on the information, they evaluate the product and decide whether to try or not.

4. Trial – they consume/use the product on a limited basis

5. Adoption/rejection – based on their trials and evaluation they decide to use or reject it. 

Modern stage of adoption process 

Innovation decision process include 

1. Knowledge – a consumer exposed to the innovation gains some understand about how it functions.

2. Persuasion (attitude formation) – consumers develop +ve or –ve attitude toward the innovation 

3. Decision – "consumer engage" in activities that lead to a choice to adopt or reject the innovation. 

4. Implementation – consumers put the innovation use 

5. Confirmation – consumers want reinforcement for the innovation decision but may reveres this decision if exposed to conflicting messages about the product. 

In short the above points show the different factors, characteristics and stages involved in adopting a product service. 

Check Your Progress Exercise
Answer the following questions on your notebook.

1. Why is it necessary to know about the behavior of opinion leaders?
2. Mention some of the factors that contribute for being an opinion leader?

3. What is the difference between firm oriented and product oriented diffusion?

4. How could marketers overcome those variables that influence consumer's acceptance of a product?

5. Mention the different types of powers that an opinion leader may have?

7.9 Summary

Opinion leadership is the process by which  one person informally influences the actions or attitudes of others, who may be opinion seekers  or merely opinion recipients.  Opinion receivers perceive the opinion leader as a highly credible, objective source of product information which can help reduce their search time and perceived risk.

7.10 Answer to check Your progress Exercise

1. Opinion leaders have information, power or attraction that would give them dictating power over other people hence marketers need to understand there impact on others.

2.  Power, attractiveness and informational influence.

3. Firm oriented focuses on the whole organization while product diffusion concentrates on a single unit.

4. Using of promotional tools, PR, through opinion leaders.
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8.0 Aims and Objectives

Aims

· to appreciate and understand the role and impact of a family on influencing purchase decision

Specific Objectives

At the end of this part you will be able to:

· know the different types of families

· understand the important functions of a family

· understand the impact of family on decision making

· know the relation between family and decision making

· know the different types of family life cycles
8.1 Introduction 

Family is defined as two or more persons related by blood, marriage, or adoption and live (reside) together. In a more dynamic sense, the individuals who constitute a family might be described as members of the most basic social group who live together and interact to satisfy their personal and mutual needs. 

The family is a complex and ever – evolving core institution in the society. It has a major influence on the consumer behavior of its members. The family commonly provides the opportunity of product exposure and trial and imparts consumption values to its members. As a major consumption unit, the family is also a prime target for many products and services 

8.2 Types of Family

In most societies, four types of families dominate: the married couple, the nuclear family and the extended family.

1. Married couple generally is representative of new married couple who have not yet started a family or older couples who have already raised their children. 

- i.e., only Husband and wife

2. Nuclear family constitutes a husband, wife and one or two children.

3. Extended family constitutes Nuclear family and at least one grand parent living together in the household.

4. Because of divorce (separation), and out of wedlock births, there has been rapid increase in the number of single parent family households consisting of one parent and at least one child. Each type of the family constitutes its own unique behavior. 
8.3 Functions of the family

Any family has one or more of the following functions.

8.3.1 Economic Well-Being 
Almost in every corner of the world, a family provides financial means to its dependents. And this would determine the tending ability, pattern, nature etc of members in the family.

8.3.2 Emotional Support
The provision of emotional nourishment (including love, affection, and intimacy) to its members is an important and basic function of the contemporary family.

Family also provides support, encouragement and assists its members in coping with decision-making and on personal social problems.

8.3.3 Suitable Family Lifestyles
Another important family function in terms of consumer’s behavior is the establishment of a suitable life style for the family. Upbringing and experience are personally and jointly held goals of the spouses that determine the importance placed on education, career, reading, television viewing, learning of computer skills, on the frequency and the quality of dining out, selection of other entertainment and recreational activities.

8.3.4 Socialization of Family Members 
The socialization of family members, ranging from young children to adults, is a central family function. In the case of young children, imparting the basic values and modes of behavior are consistent with the culture through moral and religious principles.

· Socialization skills are imparted to a child directly through instruction and indirectly through observation of the behavior of parents and older siblings (older brothers and sisters having the same parents).

8.4 Consumer socialization of children

Consumer socialization is the process by which children acquire the skills, knowledge and attitudes necessary to function as consumers.

· Children acquire their consumer behavioral norms through observation of their parents, who function as role models.

· Preadolescent children tend to rely on their parents and older siblings who serve as their basic consumption educators (model)

· Adolescents and teen agers ( their models are their friends. 

· Shared shopping experiences (co shopping) give children the opportunity to acquire in-store shopping skills. (though different in working mothers and nonworking mothers) 

· Consumer socialization serves as a tool by which parents influence other aspects of the socialization process (to control child behavior using reward of material or punishment) 

· Consumer socialization has two distinct components 

1. Socialization directly relates to consumption, such as the acquisition of skills and knowledge concerned with budgeting, pricing, brand attitudes and actual product usage. 

2. Socialization indirectly relates to consumption such as buying the first razor for a young man and buying the first bra for a young girl. 

8.4.1 Adult Consumer Socialization 
The socialization process is not confined to childhood; rather, it is an ongoing process. It is believed that socialization begins in early childhood and extends throughout one person's life. 



8.4.2 Intergenerational Socialization 
It appears that it is quite common for selected product loyalty or brand preferences to be transferred from one generation to another. Intergeneration brand transfer – may be effective even within three or four generations of the same family. 

8.5 Family decision-making

The family is the basic decision-making unit

· Under wear clothes are frequently purchased by women for their husbands and unmarried sons; a family makes many purchase decisions and purchase for children/members of the family etc.

Family roles

For a family to function as a cohesive unit, roles or tasks to be carried out by one or more family members. There are eight distinct roles in the family decision making process. 

· Influencers – family members who provide information to other members about a product

· Gate keepers – family members who control the flow of information about a product into the family.

· Deciders – family members with the power to determine unilaterally or jointly whether to shop for, purchase, use, consume, or dispose of a specific product. 

· Buyers – family members who make the actual purchase of particular products. 

· Prepares – family members who transform the product into usable form for consumption.

· Users – family members who use or consume a particular product.

· Maintainers – family members who service or repair the product so that it will provide contained satisfaction.

· Disposers – family member who initiate or carry out the disposal or termination of a particular product.

In general, these roles depend on the character of the family and the nature of the product.

8.6 Husband – Wife decision making

Most husband-wife influence studies classify consumption decision as 

· Husband – dominated/patriarchal

· Wife – dominated/matriarchal 

· Joint – (equal) 

· Autonomic (solitary or unilateral) 

The nature of husband – wife influence in family decisions depends on 

· The nature of the product 

· Family role structure orientation 

· The specific stage of the decision making process (problem recognition, search for information and final decision) 

· Development of a society

When it comes to making purchasing decisions, husbands, and wives frequently disagree on when to spend or save, how much to spend on some item, what color fits best, or where to buy something.

These conflicts can be solved through the following strategies.

· Expert – an attempt to influence by his/her superior information about the decision.

· Legitimacy – an attempt to influence by using the position in the household. Example: patriarchal or matriarchal family.

· Bargaining – an attempt to agree by using/giving the chance to decide.

· Reward – an attempt to influence by offering a reward.

· Emotion – an attempt to influence by showing emotion leaden action. 

· Impression – any persuasive attempt by one spouse to influence the behavior of the other. The combination of the above strategies could be used in resolving conflicts.

Children's Role in family decision making

Young children attempt to influence family decisions as soon as they posses the basic communication skills needed to interact with other family members.

Children and Television 

Older children and those with greater media exposure tend to recall more advertising slogans. The more exposed they are to information, the more influential or pushy they would be towards these parents. 

Teenagers – according to some experts there are at least six key reasons why teenagers have got a special attention by marketers 

1. Teenagers spend a lot of money (their own money) 

2. Teens also spend family money

3. Teens influence what the family buys

4. Teens are trendsetters (fads and fashions) 

5. Teens are a growing market 

6. Teens are future consumer 

They directly or indirectly influence their family on making certain buying decisions. Hence marketers need to understand the behavior of children in terms of analyzing their influence on their family.

8.7 Family life cycle

A certain family passes through the following stages (cycles, and the purchase behavior changes accordingly. It is a progression of stages through which many families pass, starting with bachelorhood, moving to the creation of the basic family unit, and, then to family growth (with the birth of children), followed by the family contraction (as grown children leave the household) and finally to the dissolution of the basic unit (due to the death of one spouse). Each stage is briefly discussed below:

8.7.1 Bachelorhood Stage
This stage consists of a young single man and a woman who establish house holds apart from their parents. Marriage marks the transition from the bachelorhood stage to the honeymoon stage.

8.7.2 Honeymooners Stage 
The honeymoon stage starts immediately after the marriage vows are taken and generally continues until the arrival of the couple’s first child.

8.7.3 Parenthood Stage 
When a couple has their first child, the honeymoon is considered over. The parent hood stage (the full-nest stage) usually extends over more than 20 – year period. Because of its long duration, this stage can be divided into shorter phases the preschool phase, the elementary school phase, the high school phase, and the college phase. 

8.7.3 Post parenthood stage (Empty – Nest Stage) 
Because parenthood extends over many years, it is only natural to find that post parent hood, when all the children have left home, is un pleasant for some parents and liberating for others. 

Each stage of family development (change) has its own opportunity and threat for marketers that need to be spotted so as to take appropriate measure. 

Check Your Progress Exercise
Answer the following questions on your notebook.

1. What other roles does a family has rather than transforming values, norms etc?
2. What is the difference between purchase decider and purchaser?

3. Why do marketers bother about teenagers?

8.8 Summary

The family is a major influence on the consumption behavior of its members; it is also the prime target market for most product and product categories.  As the most basic membership group, families are defined as two or more persons related by blood, marriage, or adoption who reside together.  There are four types of families married couples, nuclear families, extended families, and single parent families.  The basic function  of the family and the provision of economic and emotional support, a suitable lifestyle and childhood socialization to its members.

8.9 Answer to Check Your Progress Exercise

1. Family has a direct influence on the behavior and specially on the buying behavior of its members.

2. Purchase decider is the influencer of what, when, how etc to buy where as the purchaser is the executer.

3. Because teenagers spend their pocket money or influence family members to purchase of a certain item.
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9.0 Aims and Objective

Aims

This unit is designed to introduce different personality theories, and personality affecting factors in terms of evaluation of their impact on consumer behavior.
Specific Objectives

At the end of this point you will be able to:

· see the different determining factors of personality

· know the definition of consumer personality

· see different theories of personality

· evaluate the implication of personality development on consumption behavior

· understand the link between personality and self theory
9.1 Introduction

In the words of D.E. James “it is better to consider the individual aspects of a person’s make up as bricks, and the personality as the whole house built of bricks, but held together with cement.” Personality is an organized whole without which an individual would have no meaning. Personality is a comprehensive, all embracing concept. The way in which you understand the world and your place in it, the things that motivate you, and the way in which you learn, are all aspects of your personality. Personality is derived from Latin words which:
· Personare – to speak through 

· Persona – an actor’s mask, a character in a play

· Pesona grata – an acceptable person

· Persona non grata – an unacceptable person 

Definition
The term “personality” is derived from Latin word "personnare” which means, “to speak through.” The Latin term was used to denote the masks the actors used to wear in ancient Rome and Greece. Personality, thus traditionally, referred to how people influence others through their external appearances (actions). But for an academician personality includes (i) external appearance and behavior, (ii) the inner awareness of self as permanent organizing force and (iii) the particular organization of measurable traits, both inner and outer. Thus, a thoroughly complete definition of personality becomes a jigsaw puzzle because human beings operate as a whole, not as a series of distinct parts. Though psychologists and social scientists unanimously agree to the importance of personality, they are unable to come with a unanimous definition. It has been differently defined by many people and some of these are:

1. Personality is a broad, amorphous designation relating to fundamental approaches of persons to others and themselves. To most psychologists and students of behavior, this term refers to the study of the characteristic traits of an individual, relationships between these traits and the way in which a person adjusts to other people and situations.

2. Personality is a pattern of stable states and characteristics of a person that influences his or her behavior toward goal achievement. Each person has unique ways of protecting these states.

3. Personality is a very diverse and complex psychological concept. The term may mean something like outgoing, invigorating inter-personality abilities. 

4. ……….. But we must also recognize and explain the fact that development results in man acquiring a distinctiveness or uniqueness, which gives him identity that enables him to recognize himself as apart from others. These distinguishing characteristics are summarized by the term personality.

5. The individual’s personality is the total pattern of characteristics, ways of thinking, feeling and behaving that constitute the individual’s distinctive method of relating himself to the environment. 

Some of the above definitions explain personality from different perspectives. Some schools have found that there are three to five thousand words that describe personal qualities. Gordon in fact, found more than fifty different definitions of personality and categorized these definitions into five major areas labeled as follows:

A) Omnibus. These definition view personality as the “sum total,” aggregate or totality of properties or qualities.

B) Integrative and configurational. Under this view of personality the organization of personal attributes is stressed.

C) Hierarchical. These definitions specify the various levels of integration or organization of personality. 

D) Adjustment. This view emphasizes the adjustment (adaptation, survival, and evolution) of the person to the environment.

E) Distinctiveness. The definitions of this category stress on the uniqueness of each personality.

After analyzing these definitions, Gordon defined personality as the dynamic organization within the individual; as those psychological systems that determine his unique adjustment to his/her environment.

Kluckhoan and Murray have beautifully concluded the puzzle of personality by words like “to some extent, a person’s personality is like all other people, like some other people, like no other people.”

The next part of this unit tries to evaluate the impact of personality on consumer behavior.

9.2 What is consumer personality?

The study of personality has been approached by theorists in a variety of ways. Some have emphasized the dual influence of heredity and early childhood experience on personality development; others have stressed broader social and environmental influences and the fact that personalities develop continuously overtime. Some theorists prefer to view personality as a unified whole: others focus on specific traits. The wide variation in view points make it difficult to arrive at a single definition. However, we propose that personality be defined as those inner psychological characteristics that both determine and reflect how a person responds to his/her environment (i.e., both heredity and environment have impact on personality development).

The emphasis in this definition is on our inner characteristics (those specific qualities, attributes, traits, factors and mannerisms that distinguish one individual from other individuals).

9.3 Nature of Consumer personality 

Personality has the following characters.

1. Personality reflects individual differences because the inner characteristics that constitute an individual’s personality are a unique combination of factors; no two individuals are exactly alike. Nevertheless, many individuals tend to be similar in terms of a single personality characteristic.

2. Personality is consistent and enduring (stability).

Even though an individual’s personality may be consistent, consumption behavior often varies considerably because of psychological, sociocultural and environmental factors that affect behavior.

3. Personality can change. Although personality tends to be consistent and enduring, it may still change under certain circumstances. Individual’s personality may be altered by major life events, such as the birth of a child, the death of some one loved, a divorce, or a major career promotion. But not only individuals’ personality change in response to abrupt events, it changes also as part of a gradual maturing process.

9.4 Determinant of personality 

The major determinants of personality of a person can be grouped into four broad headings.

9.4.1 Biological Factors 
Biological (inborn) factors may be studied under three heads – the heredity, the brain and physical structure. 

1. Heredity. The relative effect of heredity comprises an old argument in personality theory. Certain characteristics, primarily physical in nature, are inherited from one’s parent, transmitted by genes in the chromosomes contributed by each parent. The importance of heredity varies from one personality trait to another. For instance, heredity is generally more important in determining a person’s temperament. 

2. Brain. Another biological factor that influences, personality is the role of brain in an individual. 

3. Physical features. Perhaps the most outstanding factor that contributes to personality is the physical structure of an individual. An individual’s external appearance is proved to be having a tremendous effect on one's personality. For instance, the fact that a person is short or tall, fat or skinny, handsome or ugly, black or whitish will undoubtedly influence the person’s effect on others and in turn, will affect the self concept.
9.4.2 Cultural Factors
Culture is traditionally considered as the major determinant of an individual’s personality. Culture largely determines what a person is and what a person will learn. The culture where a person is brought up, is a very important determinant of the behavior of a person. The personality of an individual to a marked extent is determined by the culture in which he/she is brought up. According to Mussen each culture expects and trains its members to behave in the ways that are acceptable to the group.

9.4.3 Family and Social Factors 
Family and social factors are also important in shaping personality of an individual. In order to understand the effect of a family on individual’s personality, we have to understand the socialization and identification process.

· Socialization process. The contribution of family and social group in combination with the culture is known as socialization. Socialization is the process by which an individual infant acquires from the enormously wide range of behavioral potentials that are open to him/her at birth. Those behavior patterns are customary and acceptable according to the standards of his family and social group. It initially starts with a contact with the mother and later on with other members of the family and the social group which play influential roles in shaping in the infant's personality.

· Identification process. Identification is fundamental in understanding personality. Identification starts when a person begins to identify himself with some other members of the family. The identification process can be examined from three angles: (a) it can be viewed as the similarity of behavior between child and the model, (b) it can be like the model and (c) it can be viewed as the process through which the child actually takes the attributes of the model.

Apart from family background, social class also influences a person’s perception, perception of self and others, and perception of work, authority and money, etc.

9.4.4 Situational Factors 
Human personality is also influenced by situational factors. The effect of environment is quite strong. Knowledge, skill and language are obviously acquired and represent important modifications of behavior. Learned modification in behavior are not passed on to children, they are acquired by them through their own personal experience, through interaction with the environment. According to Milgram “situation exerts important pressure on the individual. It exercises constraints and may provide push. In certain circumstances it is not so much the kind of person a man is, as the kind of situation in which he is placed that determines his actions. He certainly does not rule out the importance of the developmental aspects of personality. He rather demonstrates that the situation may potentially have a very big impact on the behavioral expression of personality.

9.5 Theories OF CONSUMER Personality 

So far we have seen the fundamental concepts behind the definition and nature of consumer personality. This part will discuss the different types of personality theories. These theories are bases for understanding buyers behavior. 
9.5.1 Psychoanalytical Theory (Intra-Psychic Theory) 
The grand-daddy of many personality theorists is the one originated by Sigmund Freud as a result of his psycho-analytical exploration. The theory is the cornerstone of modern psychology. This 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. Freud constructed his theory on the basis of patients’ recollections of early childhood experiences, analysis of their dreams, and the specific nature of their mental and physical adjustment problems. 

According to Freud the human mind is composed of three elements – (i) the pre conscious, (ii) the conscious, (iii) the unconscious. The items in the mind that can be recognized only through Freud’s association method are preconscious. The conscious element is concerned with thoughts, feelings, and beliefs and desires that we can learn about ourselves through introspection. The final component “unconscious” is basically concerned with ideas and wishes that cannot be learned through introspection but can be determined from hypnotism, dreams, and Freudian therapeutic techniques. The “conscious” is guided by a “reasoned reality” and the “unconscious” is guided by the famous “hedonistic principle” of pleasure. Freud developed an organization of personality consisting of three structures within the human mind – the id, the ego, and the super ego. These parts of the mind are primarily responsible for originating human actions, reactions and modifications.

The Id. It is the original and most basic system of human personality. It consists of everything psychological that is inherited and present at the time of birth. At the base of the Freudian theory lies the Id that is primitive, instinctual and governed by the principles of greed and pleasure. Id represents a storehouse of all instincts, containing in its dark depths – all wishes, desires that unconsciously direct and determine our behavior. It is largely childish, irrational, never satisfied, demanding and destructive of others. But Id is the foundational base upon which all other parts of personality are erected. 

Like a newly born baby, id has no perception of reality. It is primitive, immoral, insistent and rash. Id is the reservoir of the “psychic energy” which Freud calls “Libido” Id is totally oriented to increasing pleasure and avoiding pain, and it strives for immediate satisfaction of desires. 

One notable characteristics of Id is that it cannot tolerate uncomfortable levels of tension within it and seeks to release tension as soon as it develops. The methods of dealing with tension by Id are noteworthy. They are (i) primary processes and (ii) reflex actions. The former attempts to discharge a tension by forming mental image of desirable means of releasing tension. But this kind of tension release is temporary or momentary, and would not satisfy the real need. The later method of tension releases is reflected in the behavior of individuals such as blinking of eyes, raising eyebrows, rubbing the checks, etc. Id, in fact, is capable of resolving the tension in reality.

Thus, id encompasses the most primitive and ancient aspects of human and mental make-up. It is instinctive, often unconscious and unrecognized, and is unaffected by socially or culturally determined restrictions. Id basically represents an individual’s natural urges and feelings. 

Ego. As an individual learns to separate the unreality from reality in childhood, the ego develops. The ego is reality – oriented part of thinking; it is largely practical and works in an executive capacity. Ego is rational and logical, and in essence it is the conscious mediator between Id’s impulsive demands and super ego’s restrictive guidance. Ego is rational master. 

The ego is said to be the executive part of the personality because it controls the gateway to action, selects the features of the environment to which it will respond, and decides what instincts will be satisfied.

One essential feature of ego is that it regulates and integrates the inner motives and conflicting demands, (defends the person) by using defense mechanism, and masters the person’s goals. The ego develops by creating perceptual mechanism that enables a person to adjust to the reality principle viz., tolerance of tension, expectation of punishment, awareness of things and associated inhibitions of actions. The most important characteristic of ego is that it has the ability to distinguish between mental images and actual sources of tension release, and it responds to the real sources of tension reduction. 

The ego performs this task by (i) observing accurately what exists in the outside world (perceiving), (ii) recording these experiences carefully (remembering), and (iii) modifying the external world in such a way as to satisfy the instinctual wishes (acting). Although ego contains no energy, it controls behavior by means of the approach – avoidance conflict, turning the energy of Id against itself. It governs how people act, what they say and think consciously. It attempts to find acceptable ways or solution to many conflicting demands.

Super ego. It represents conscious thoughts, ideals, feelings that are acquired by a person from his parents, teachers, friends, religion, organization and colleagues etc. As a child grows and absorbs parental and cultural attitudes and values, he/she develops a superego. It is called “ego-ideal” that tells an individual what is acceptable. The primary concern of super ego is to determine whether the action proposed by “ego” is right or wrong so that the individual acts in accordance with the values and standards of the society. If people violate the prohibitions of super ego they may feel guilty. It is the moralistic segment of the human personality. 

The super ego acts a sensor on the individual. As a sensor super ego is likely to be in constant and pronounced battle with the id. The role of ego is to mediate between the id and super ego. A personality becomes disorderly when either the id or super egos become dominant. At the same time, when too much energy is consumed by ego in mediating between the id and super ego, an individual’s personal development will suffer. 

The super ego, in some respects, is the antithesis of id. Id is pressing for satisfaction, the ego is trying to delay it, and the super ego urges morality.

The Id was conceptualized as a “warehouse” of primitive and impulsive drives – basic physiological needs such as thirst, hunger, and sex – for which the individual seeks immediate satisfaction without concern for the specific means of satisfaction. There is a strong emotional sense of “animalism”.

In contrast to the Id, the super ego is conceptualized as the individual’s internal expression of society’s moral and ethical codes of conduct. The superego’s role is to see what the individual does to satisfy need in socially acceptable fashion. Thus, the superego is a kind of a “brake” that restrains or inhibits the impulsive forces of the Id.

The ego is the individual’s conscious control which functions as an internal monitor that attempts to balance the impulsive demands of Id and socio cultural constraints of the super ego.  

Stages of personality development 

In addition to specifying a structure for personality, Freud emphasized that an individual’s personality is formed as he or she passes through a number of distinct stages of infant and childhood development. These are the oral, anal, phallic, latent, and genital stages. Freud labeled four of these stages of development to the area of the body on which he believed that child’s sexual instincts are focused on at the time. 

Oral stage. The infant first experiences social contact with the outside world through the mouth (e.g. Eating, drinking, sucking). A crisis develops at the end of this stage when the child is weaned from the mother’s breast or from the bottle.

Anal stage. During this stage, the child’s primary source of pleasure is the process of elimination. A second crisis develops at the end of this stage when parents try to toilet train the child.

Phallic stage. The child experiences self-oriented sexual pleasure during this stage with the discovery of the sex organs. A third crisis occurs when the child experiences sexual desire for the parent for the opposite sex. How the child resolves this crisis affects latter relationships with persons of the opposite sex and with authority figures.

Latency stage. Freud believed that the sexual instincts of the child lie dormant from about age 5 until the beginning of adolescence and that no important personality changes occur during this time.

Genital stage. At adolescence, the individual develops a sexual interest in persons of the opposite sex, beyond self-oriented love and love for parents.

According to Freud, adult’s personality is determined by how well he or she deals with the crisis that is experienced while passing through each of these stages (particularly the first three). For instance, if a child’s oral needs are not adequately satisfied at the first stage of development, the person may become fixated at this stage and as an adult display a personality that includes such traits as dependence and excessive oral activity (gum chewing and smoking). When an individual is fixated at the anal stage, the adult personality may display other traits, such as an excessive need for neatness.

Application area of Freudian Theory 

(Freudian theory and product personality). Researchers who apply Freud’s psycho analytical theory to the study of consumer personality tend to stress the idea that human drives are largely unconscious and that consumers are primarily unaware of their true reasons for buying what they buy. These researchers tend to focus on consumer purchases and/or consumption situations, treating them as a reflection and an extension of the consumer’s own personality. In other word’s one’s appearance and possession – how well groomed one is, what one wears, carries, and displays – are taken to reflect the individual’s personality. That is why it is said that "marketers do not create need rather need emerges from the market itself."

Brand personality 

Consumers tend to ascribe various descriptive “personality like” traits or characteristics – the ingredients of brand personalities – to different brands in a wide variety of product categories. Associating the Brand with gender of masculine or feminine is called Brand personification. Some brands are considered as masculine and others as feminine.

Consumers not only ascribe personality traits to products, but also they tend to associate personality factors with specific colors. In some cases, various products, even brands, associate a specific color with personality. For instance products with red color, connotes excitement, human, strong, hot and passionate. Yellow is associated with novelty, caution, temporary, warmth and black frequently connotes sophistication, power, authority and Mystery. Other color connotations also include:

· Blue – commands, respects, authority

· Green – secure, natural, relaxed or easy going living things

· Orange – powerful, affordable, informal

· Brown – informal and relaxed, masculine, nature 

· White – goodness, purity, chastity, cleanliness, delicacy, refinement, formality

· Silver, gold and platinum – regal, wealthy, stately.

Many fast food restaurants use combination of bright colors, like red, yellow and blue, for their roadside signs and interior designs. These colors have come to be associated with fast service and food being inexpensive. In contrast, fine dinning restaurants tend to use sophisticated colors like gray, white, shades of tan, or other soft, pale, or muted colors to reflect fine leisurely service. 

9.5.2 Type Theories of Consumer Personality 
The type theories represent an attempt to scientifically describe personalities by classifying individuals into convenient categories.

One of the first personality theories was developed by Hippocrates, the Greek known also as “The father of medicine” who lived around 400 B.C. He claimed that differences in “temperament” were caused by different body humors.” His theory suggested the following relationship. 

	Body humor 

Temperament 


Behavior

	Blood 


sanguine 


hopeful, confident, optimistic 

Black bile 

melancholic 


depressed, prone to ill founded 

Bile 


choleric 


active, aggressive, irritable fears 

Phlegm 

phlegmatic 


sluggish, apathetic 


These terms are of course still in use in the English language with roughly the same meanings. Hippocrate’s theory, however, is unsound for two reasons. First, what we know about the relationships between body chemistry and behavior fails to conform the theory. Second, our own personal experience should tell us, intuitively, that there are more than four types of people or personality, in the world.

Attempts to describe the components and structures of personality have focused on the concepts of type and trait. 

Type approaches attempt to fit people into predetermined categories possessing common patterns of behavior, like choleric and phlegmatic. A personality trait on the other hand is any enduring or habitual behavior pattern that occurs in a variety of circumstances. Punctuality is a personality trait on which individuals can be compared. A trait can also regarded as a disposition to behave in a particular way. Some individuals seem to disposed always to arrive late for meeting, for example. 

9.6 consmer TRAITS; CONSUMER Innovativeness, SUSCEPTIBILITY, COGNITIVE Personality and consumption Behavoir

9.6.1 Consumer Innovativeness and Related Traits
Marketing practitioner must learn all they can about consumers who are likely to try new products or practices, for the market response of such innovator is often crucial to the ultimate success of a new product. This requires the understanding of personality affecting factors and theories of personality. 
Personality traits that have proved useful in differentiating between consumer innovators and non-innovators include:

A) Consumer innovativeness

How receptive consumers are to new products or new practices is quite important to both consumers and marketers, for both can benefit from the right innovation. Consumer researchers have endeavored to develop measurements to gauge the level of consumer innovativeness, because such personality trait measures provide insights into the nature and boundaries of a consumer’s willingness to innovate. 

B) Dogmatism

It is a personality trait that measures the degree of rigidity individual’s display toward the unfamiliar information that is contrary to their own established beliefs. A person who is highly dogmatic approaches the unfamiliar defensively and with considerable discomfort and uncertainty. At the other end of the spectrum, a person who is low in dogmatism will readily consider unfamiliar or opposing beliefs (they are flexible). 

Consumers who are low in dogmatism (open-minded) are more likely to prefer innovative products to establish or traditional alternatives. In contrast, highly dogmatic (closed-minded) consumers are more likely to choose established, rather than innovative, product.

It is likely that highly dogmatic consumers will be influenced to accept new products with more advertisements that contain authoritative appeals. To this end, marketers have used celebrities and experts in their new-product advertising to make it easier for potentially reluctant consumers (non innovators) to accept the innovation. In contrast, low-dogmatic consumers (who are frequently high in innovativeness) seem to be more receptive to messages and stress factual differences and product benefits.

C) Social character 

The personality trait known as social character has its origins in sociological research, which focuses on the identification and classification of individuals into distinct socio-cultural types. As used in consumer psychology, social character is a personality trait that ranges on the continuum from inner-directedness to outer directedness. Available evidence indicates that inner-directed consumers tend to rely on their own “inner” values or standards in evaluating new products and are likely to be consumer innovators. Conversely, outer-directed consumers tend to look to others for direction on what is “right” or “wrong”; thus, they are less likely to be consumer innovators. 

Inner and outer-directed consumers also may be attracted to different types of promotional messages. Inner-directed people seem to prefer advertisements that stress product features and personal benefits (enabling them to use their own values and standards in evaluating products), while outer-directed people seem to prefer advertisements that feature a social environment or social acceptance (in keeping with their tendency to look to others for direction). Thus, outer-directed individuals may be more easily influenced because of their natural inclinations to go beyond the content of and advertisement and think in terms of likely social approval of a potential purchase. 

D) Optimum stimulation level

Some people seem to prefer a simple, uncluttered, and calm existence, while others seem to prefer an environment crammed with novel, complex, and unusual experiences. Consumer research has examined how such variations in need for stimulation may be influenced by selected personality traits and how, in turn, specific stimulation levels may be related to consumer behavior.

So far, this research has linked high optimum stimulation levels (OSL's) with willingness to take risks, to try new products, to be innovative, to seek purchase-related information and to accept new retail outlets. 

Optimum stimulation level (OSL) seems to reflect a person’s desired level of life style stimulation. For instance, if consumers’ factual lifestyles are equivalent to their OSL scores, then they are likely to be quite satisfied. On the other hand, if their lifestyles are under stimulated (i.e. their OSL is greater than current reality), they are likely to be bored; if their lifestyles are over stimulated (i.e. their OSL is lower than current reality), they are likely to seek rest or relief. This suggests that the relationship between consumers’ lifestyles and their OSLs is likely to influence their choices of products and how they manage and spend their time. 

E) Variety – novelty seeking
A personality – driven quite similar and related to OSL is variety or novelty seeking. There appear to be many different types of variety seeking: 

1. Exploratory purchase behavior (switching brands to experience new and possibly better alternatives) 

2. Vicarious exploration (where the consumer secures information about a new or different alternative and then contemplates or even daydreams about the alternatives.

3. Use innovativeness (where the consumer uses an already adopted product in a new or novel way)

The stream of research examined indicates that the consumer innovator differs from the non-innovators in terms of personality orientation. A knowledge of such personality differences for new products and design requires distinctive proportional strategies for specific segments. 

9.6.2 Consumer – Susceptibility to Interpersonal Influence 
Just as consumer researchers are interested in identifying characteristics of consumer innovators, they are also engaged in pinpointing the traits of consumers who are likely to be responsive to the influence of others. To this end, consumers’ researchers have developed a twelve-item scale (called suscep) designed to measure consumer’s susceptibility to interpersonal influence. Suscep is assumed to be a general trait that reflects consumer differences in terms of response to social influence. According to the underlying theory upon which the scale was developed, there are three types of interpersonal influence: 

A) Information influence: which is the tendency to accept information from others as evidence about reality 

B)  Value-expressive influence: which captures' consumers desires to enhance their standing with others 

C) Utilitarian influence: where consumers conform with the wishes of others to obtain a reward or avoid punishment

The latter two types of influence are each normative and subjective in nature, that is, they reflect the consumer’s own expectations of the objectives of others. Testing the suscep scale shows that individuals scored higher on susceptibility to interpersonal influence. 

9.6.3 Cognitive Personality Factors 
Consumer researchers have been increasingly interested in how cognitive personality factors influence various aspects of consumer behavior. In particular, two cognitive personality traits visualizers versus verbalizers and need for cognition have shown signs of being useful in understanding selected aspects of consumer behavior. 

1. Visualizers versus verbalizers. One highly promising area of cognitive personality research classifies consumers as visualizers (consumers who prefer visual information and products that stress the visual or verbalizers (consumers who prefer written or verbal information and product). Some marketers stress strong visual dimensions to attract visualizers; others feature a detailed description or point-by-point explanation to attract verbalizers. 

2. Need for cognition. Another promising cognitive personality characteristics is need for cognition (NC), which measures a person’s craving for or enjoyment of thinking. Available research indicates that consumers who are high in NC are likely more responsive to the part of an advisement that is rich in product related information or description and unresponsive to the contextual or peripheral aspects of the advertisement such as the presence of a celebrity endorser. In contrast, those consumers who are relatively low in NC are more likely to be attracted to the background or peripheral aspects of an advertisement, such as an attractive model or well-known celebrity. 

9.6.4 Consumption Behavior
Consumer researchers have become increasingly interested in exploring several interrelated consumption and possession traits. These traits range from consumer materialism to fixated consumption behavior and then to compulsive behavior 

9.6.4.1 Consumer Materialism

Materialism, as a personality distinguishes between individuals who regard possessions as particularly essential to their identities and those for whom possessions are secondary. Some of features of materialistic people are: 

1. They value acquiring and showing off possession

2. They are self centered and selfish

3. They seek lifestyles full of possessions 

4. Their many possessions do not give them greater personal satisfaction 

9.6.4.2 Fixated Consumption Behavior
Some where between being materialistic and being compulsive or addictive with respect to buying or possessing objects is the notion of being fixated with regard to consuming or possessing. Like materialism, fixated consumption behavior is in the realm of normal and socially acceptable behavior (i.e. fixated consumers do not keep their objects or purchases a secret; rather, they frequently display them, and their involvement is openly shared with others who share a similar interest. 

Fixated consumers typically posses the following characteristics. (1) A deep interest in a particular object or product category (2) a willingness to go considerable lengths to secure additional examples of the object or product category of interest. (3) The dedication of a considerable amount of discretionary time and money in searching the object or product. 

9.6.4.3 Compulsive Consumption 
It is in the realm of abnormal behavior. Consumers who are compulsive have an addiction, in some respects they are out of control, and their actions may have damaging consequences to themselves and those around them. Examples of such behavior are: uncontrollable gambling, drug addiction, alcoholism and various food and eating disorders. 

Check Your Progress Exercise
Answer the following questions on your notebook.

1. Which factor is more influential in personality development?

2. What is the difference between Id and Super-ego?

3. Do you think cigarette companies are abusing consumers?

9.8 Summary

Personality can be described as the psychological characteristics that determine and reflect how a person responds to his or her environment.  Although personality tends to be consistent and enduring, it may change abruptly in response to major life events, or gradually over time.

Understanding personality theories and affecting factors help marketers in product designing and other marketing mix manipulation.

9.9 Answer to Check Your Progress Exercise

1. Core factors i.e., age and gender

2. Id is impulsive, animalistic that wants to maximize pleasure and minimize pain which is ego centric where as super ego is conscious, socio-centric and reasonable.

3. Yes, even though need exists in a certain market, cigarette companies are observed in creating a hooked (addictive) consumption behavior. Manipulating consumers is not on ethical activity.
unit 10: consumer needs and motivation 
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10.0 Aims and Objectives

Aims

This unit is about the different theories of motivation and their applications in consumer behavior and marketing

Specific Objectives

At the end you will be able to

· define what motivation is

· know different models of motivation

· understand different types of motivation such as positive, negative, rational and emotional motivations

· understand the dynamic nature of motivation

· know the diversity of motivation and its application in marketing

10.1 Introduction

We all seek different pleasures and spend our money in different ways. Diversity in consumer behavior (different ways of spending money) – does not surprise us. We have been brought up to believe that the differences among people are what makes life truly interesting. However, the diversity in human behavior often causes us to overlook the fact that people are really very much alike. There are underlying similarities (constants that tend to operate across many types of people) that serve to explain and clarify consumption behavior. Psychologists and consumer behaviorists agree that most people tend to experience the same kinds of needs and motives; but express these motives in different ways. For this reason, the understanding of human motives is very important to marketers; it enables them to understand and to predict human behavior in the market place. Human needs (consumer needs) are the basis of all modern marketing. The key to a company’s survival, profitability, and growth in a highly competitive marketing environment is its ability to identify and satisfy unfulfilled consumer needs better and sooner than the competitors. 

Marketers do not create needs, although in some instances they make consumers more keenly aware of unfelt needs. Successful marketers define their markets in terms of the needs they presume to satisfy, rather than in terms of the products they sell. This is a market-oriented, rather than a production oriented approach to marketing. A marketing orientation focuses on the needs of the buyer; a production focuses on the needs of the seller. The marketing concept implies that the manufacturer orientation should be able to produce what people tend to buy. On the other hand a production orientation implies that the manufacturer will try to sell what he decides to make. 

10.2 Model of the motivation process 

What is motivation? 

Motivation can be defined as the driving force within individuals that leads them to action. This driving force is produced by a state of tension, or as a result of an unfulfilled need. Individuals strive both consciously and unconsciously to reduce this tension through behavior that they think or feel will fulfill their needs and thus reduce the stress they feel. The specific goals they select and the patterns of action they undertake to achieve their goals are the results of individual thinking and learning.

State of need-induces tension that exerts a “push” on the individual to engage in behavior that gratifys a need and thus reduce the tension. Whether gratification is actually achieved it depends on the course of action pursued.

The specific courses of action that consumers pursue and their special goals are selected on the basis of their thinking processes (i.e. cognition) and previous learning. For that reason, marketers who understand motivational theory attempt to influence the consumer’s cognitive processes. 









10.3 Some concepts about motivation

Needs
Every individual has needs: some are innate, others are acquired. Innate needs are physiological (biogenic); they include the need for food, water, air, clothing, shelter, and sex. Because they are needed to sustain biological life, the biogenic needs are considered primary needs or motives. 

Acquired needs are needs that we learn in responses to our culture or environment. These may include needs for self-esteem, prestige, action, power and learning. Because acquired needs are generally psychological (i.e. psychogenic), they are considered as secondary needs or motives. They result from the individuals subjective psychological state and from relationship with others.

Goals 
Goals are the sought-after results of motivated behavior. All behavior is goal oriented. Generic goals is the general classes or categories of goals that consumers select to fulfill needs. Marketers are even more concerned with consumers. Product – specific needs – that is, the specifically branded or labeled products they select to fulfill their needs. Marketers who support their trade association advertising recognize the importance of promoting both types of goals. 

The selection of goals
For any given need, there are many different and appropriate goals. The goals selected by individuals depend on: 

· Their personal experiences

·  The goal’s accessibility in the physical and social environment

· Physical capacity 

· Prevailing cultural norms and values 

Interdependence of needs and goals
Needs and goals are interdependent; neither exists without the other. However, people are often not aware of their needs as they are of their goals. 

Individuals are usually somewhat more aware of their physiological needs than they are of their psychological needs. Most people know when they are hungry or thirsty or cold, and they take appropriate steps to satisfy these needs. The same people may not be conscious of their needs for acceptance, self-esteem, and status. They may, however, subconsciously engage in behavior that satisfies these psychological (acquired). 

Positive and Negative Motivation 
Motivation can be positive or negative in direction. We may feel a driving force toward some object or condition, or a driving force that directs away from some object or condition.

Some psychologists refer to positive drive as needs, wants, or desires, and to negative drives as fears or aversion. Although positive and negative motivational forces seem to differ dramatically in terms of physical (and sometimes emotional) activity, they are basically similar in that both serve to initiate and sustain human behavior. For this reason, researchers often refer to both kinds of drives or motives as needs, wants and desires. 

Goals, too, can be positive or negative. A positive goal is one toward which behavior is directed and thus it is often referred to as an approach object. A negative goal is one from which behavior is directed away and thus is sometimes referred to as an avoidance object. Since both approach and avoidance goals can be considered objects of motivated behavior, most researchers refer to both simply as goals. 

Sometimes people become motivationally aroused by a threat to or elimination of a behavioral freedom. This motivational state is called psychological reactance and is usually manifested by a negative consumer response.

Rational versus emotional motives
What do we mean by rational motive? I hope you will clearly know it after reading what is given below.

Some consumer behaviorists distinguish between rational motives and emotional (non rational) motives. They use the term rationality in the traditional economic sense, which assumes that consumers behave rationally when they carefully consider all alternatives and choose those that give them the greatest utility. In a marketing context, the term rationally implies that consumers select goals based on total objectivity. Emotional motive implies the selection of goals according to personal or subjective criteria (e.g. the desire for individuality, pride, fear, affection, status).

The assumption underlying this distinction is that subjective or emotional criteria do not maximize utility or satisfaction. However, it is reasonable to assume that consumers always attempt to select alternatives that, in their view, serve to maximize satisfaction. Obviously, the assessment of satisfaction is a very personal process, based on the individual’s own need structure, as well as on past behavioral and social (learned) experiences. What may appear irrational to an outside observer may be perfectly rational in the context of the consumer’s own psychology. Therefore, the distinction between rational and emotional consumption motives is not always warranted.

Consumer researchers who subscribe to the positivist perspective tend to view all consumer behavior as rationally motivated, and they try to isolate the causes of such behavior so that they can predict, and thus influence, future behavior. 

Experimentalists are interested in studying the hedonistic pleasures that consumption behavior provides, such as fun, or fantasy, or sensuality. They study consumer behavior to gain insights and understanding of the consumer in his or her own unique circumstances.

10.4 THE Dynamic nature of motivation 

Motivation is a highly dynamic phenomenon. It constantly changes as the result of reaction and experiences.

10.4.1 Needs and Goals are Constantly Changing
Needs and goals are constantly growing and changing in response to an individual’s physical condition, environment, interactions with others, and experiences. As individuals attain their goals, they develop new tones. If they do not attain their goals, they continue to strive for old goals, or they develop substitute goals. 

Some of the reasons why need-driven human activity never ceases are: (1) existing needs are never completely satisfied; they continually give to activities designed to attain or maintain satisfaction. (2) As needs become satisfied, new and higher-order needs emerge that cause tension. (3) People who achieve their goals set new and higher goals for themselves. 

10.4.2 Needs are Never Fully Satisfied 
Most human needs are never fully or permanently satisfied. New needs emerge as old needs are satisfied. Some motivational theorists believe that a hierarchy of needs exists and that new, higher-order needs emerge as lower-order needs are fulfilled.

A number of researchers have explored the nature of the goals that individuals set for themselves. In general, they have concluded that individuals who have successfully achieved their goals usually set new and higher goals for themselves, that is, they raise their levels of aspiration. This is probably due to the fact that success makes them more confident of their ability to reach higher goals. Conversely, those who do not reach their goals sometimes lower their levels of aspiration. Thus, goal selection is often a function of success and failure. 

The nature and persistence of an individual’s behavior are often influenced by expectation of success or failure in reaching certain goals. Those expectations, in turn, are often based on past experience.

These effects of success and failure on goal selection have strategy implications for marketers i.e., goals should be reasonably attainable or else they would result in the following.

Substitute Goals

When an individual cannot attain a specific goal or type of goal that he or she anticipates will satisfy certain needs, behavior may be directed to a substitute goal. 

Although the substitute goal may not be as satisfactory as the primary goal, it may be sufficient to dispel uncomfortable tension. Continued deprivation of a primary goal may result in the substitute goal-assuming primary – goal status.

Frustration 

Failure to achieve a goal often results in feelings of frustration. At one time or another, every one has experienced the frustration that comes from the in ability to attain a goal. The barrier that prevents attainment of a goal may be personal to the individual (e.g. limited physical or financial resources), or it can be an obstacle in the physical or social environment. Regardless of the causes, individuals react differently to frustrating situations. Some people are adaptive and manage to cope by finding their way around the obstacle or, if that fails, by selecting a substitute goal. Others are less adaptive and may regard their inability to achieve a goal as a personal failure and experience feelings of anxiety.

10.5 Multiplicity of needs 

Human needs are many in number. A consumer’s behavior often fulfills more than one need. In fact, it is more likely that specific goals are selected because they fulfill several needs. However, just one of the reasons may serve as the triggering mechanism that would be the proponent need.

10.5.1 Needs and Goals Vary Among Individuals
One accurately infers motives form behavior. People with different needs may seek fulfillment through selection of the same goals, while people with the same needs may seek fulfillment through different goals. 

Arousal motives 

Most of an individual’s specific needs are dormant much of the time. The arousal of any particular set of needs at a specific point in time may be caused by internal stimuli found in the individual’s physiological condition, emotional or cognitive processes, or by stimuli in the outside environment. 

Physiological arousal

Bodily needs at any one specific moment are rooted in an individual’s physiological condition at that moment. Most of these physiological conditioning are involuntary; however, they arouse related needs that cause uncomfortable tensions until they are satisfied. 

Emotional arousal 

Sometimes day dreaming results in the arousal or stimulation of latent needs. People who are bored or frustrated in attempts to achieve their goals often engage in day dreaming, in which they imagine themselves in all sorts of desirable situation. These thoughts tend to arouse dormant needs, which may produce uncomfortable tensions that “push” them into goal-oriented behavior. 

Cognitive Arousal 

Sometimes, random thoughts or personal achievements can lead to a cognitive awareness of needs. A telephone cord advertisement that provides reminders of home might trigger instant desire to speak with one’s parents. 

Environmental Arousal 

The set of needs activated at a particular time are often determined by specific cues in the environment. Without these cues, the needs might remain dormant. 

When people live in a complex and highly varied environment, they experience many opportunities for need arousal. Conversely, when their environment is poor or deprived, fewer needs are activated. 

There are two opposing philosophies concerned with the arousal of human motives. The behaviorist school considers the response to a stimulus, and elements of conscious thought are ignored. According to this theory, the consumer’s cognitive control is limited; he or she does not act, but reacts to stimuli in the market place. The cognitive school believes that all behavior is directed at goal achievement. Needs and past experiences are reasoned, categorized, and transformed into attitudes and beliefs that act as predispositions to behavior. These predispositions are aimed at helping the individual satisfy needs, and they determine the direction that he or she takes to achieve this satisfaction.  Therefore, marketers need to identify this consumer behavior so that they could manipulate marketing mixes and strategies.

10.5.2 Hierarchy of Needs
Dr. Abraham Maslow, a clinical psychologist, formulated a widely accepted theory of human motivation based on the notion of a universal hierarchy of human needs. Maslow’s theory postulates five basic levels of human needs, which rank in order of importance from lower-level (biogenic) needs to higher-level (psychogenic) needs. It suggests that individuals seek to satisfy lower-level needs before higher-level needs emerge. The lowest level of chronically unsatisfied need that an individual experiences serves to motivate his or her behavior. If that need is well satisfied, it stops to motivate. When this need is satisfied, a new (and still higher) need emerges, and so on. Of course, if a lower-level need experiences some renewed deprivation, it may temporarily become dominant again. 

For clarity, each level is depicted as mutually exclusive unit. According to the theory, however, there is some over lap between each level, as no need is ever completely satisfied. For this reason, although all levels of needs below the dominant level continue to motivate behavior to some extent, the prime motivator – (the major driving force within the individual) is the lowest level of need that remains largely unsatisfied. 







Let us give a close look at each one of the above levels.

Physiological needs

In the hierarchy-of-needs, the first and most basic level of needs is physiological. These needs, which are required to sustain biological life, include food, water, air, shelter, clothing, sex that is all the biogenic needs, that were listed as primary needs earlier. 

According to Maslow, physiological needs are dominant when they are chronically unsatisfied: “ For the man who is extremely and dangerously hungry, no other interest exists but food. He dreams food, he remembers food, he thinks about food, he emotes only about food, he perceives only food, and he wants only food.” For many citizens of Ethiopia, the biogenic needs are not fully satisfied. 

Safety Needs

After the first level of needs is satisfied, safety and security needs become the driving force behind an individual’s behavior. These needs demand much more than physical safety. They include order, stability, routine, familiarity, control over one’s life and environment, and certainly, health is also a safety concern.

Savings accounts, insurance policies, education, and vocational training are all means by which individuals satisfy the need for security.

Social Needs

The third level of Maslow’s hierarchy includes such needs as love, affection, belonging, and acceptance. People seek warm and satisfying human relationships with other people and are motivated by love for their families. Because of the importance of social motives in our society, advertisers of personal care products often emphasize this appeal in their advertisements. 

Egoistic Needs

When social needs are more or less satisfied, the fourth level of Maslow’s hierarchy becomes operative. This level is concerned with Egoistic needs. These needs can take either inward or an outward orientation, or both. Inwardly – directed ego needs reflect an individual’s need for self-acceptance, for self-esteem, for success, for independence, for personal satisfaction with a job well done. Outwardly – directed ego needs include the needs for prestige, reputation, for status, recognition from others. 

Need for self-actualization 

According to Maslow, most people do not satisfy their ego needs, the need for self- actualization (self fulfillment). This need refers to an individual’s desire to fulfill his or her potential-to become everything he or she is capable of becoming. In Maslow’s words, “what a man can be, he must be.” This need is expressed in different ways by different people. Maslow noted that the self-actualization need is not necessarily a creative urge, rather it is a capacity for creativity. For instance advertisements for art lessons, for banking services and even for military recruitment often try to appeal to self-actualization need such as “Be all you can be” is the call made to  recruits in U.S.A for becoming Navy. 
In summary, the hierarchy – of – needs theory postulates a five-level hierarchy of human needs. Higher-order needs become the driving force behind human behavior as lower level needs are satisfied. The theory says, in effect, that dissatisfaction, not satisfaction, motivates behavior.

Can you now write the five levels of need and explain each one of them?

An evaluation of the need hierarchy 

The need hierarchy has 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 enough 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 need one must be before the next higher need becomes operative. Despite these criticisms, Maslow’s hierarchy is a useful tool for understanding consumer motivations and is readily adaptable to marketing strategy, primarily because consumer goods often serve to satisfy each of the need level. 

· Individuals buy houses, food, and clothing ( satisfies physiological needs.

· Insurance and radical tires and vocational training ( safety and security needs,

· Personal care products ( social needs

· Luxury products (furs, jewels, big cars) ( Ego needs

· College training and financial services ( Self – fulfillment 

Maslow’s need hierarchy has been called an “emotional trigger” that enables marketers to communicate with their target audiences on a personal, meaningful   level that goes beyond product benefits. The hierarchy offers a useful, comprehensive framework for marketers trying to develop appropriate advertising appeals for their products. It is adaptable in two ways: first, it enables marketers to focus their advertising appeals on a need level that is likely to be shared by a large segment of the prospective audience; second, it facilitates product positioning or repositioning.

Segmentation Applications 

The need hierarchy is often used as the basis for market segmentation, with specific advertising appeals directed to individuals on one or more need levels. E.g. Soft drink ( social acceptance (group of young people) 

Positioning Applications 

Another way to use the need hierarchy is for positioning products that is, deciding how the product should be perceived by prospective consumers. The key to positioning is to find a niche that is not occupied by a competing product or brand. This application of the need hierarchy relies on the notion that no need is ever fully satisfied, that it always continue to be somewhat motivating.

Of Status appeal ( “Impress your friends” 

Self-actualizing appeals, ( “You deserve the very best” 

Social appeals, ( “The whole family can be accommodated” 

Check Your Progress Exercise
Answer the following questions on your notebook.

1. What are need, want, tension and desire?

2. When is a need satisfied?

10.7 Summary

Motivation is the driving force within individuals that impels them in to action.  This driving force is produced by a state of uncomfortable tension, which exists as the result of an unsatisfied need.  All individuals have needs, wants and desires.

10.8 Answer to Check Your Progress Exercise

1. Need is a general drive or a state of deprivation, want is a specific need, tension is non-gratification of a certain need, desire is the inner will to do something.

2. Need is a never satisfied desire, that has different sates of tension as one need is satisfied over another need (e.g. Masllow’s need theory)

Unit 11: Learning 
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11.0 Aims and Objectives

Aims

· This unit aim at evaluating the different learning theories and teaches the impact of learning, brand loyalty and communication on customers behavior. 
Specific Objectives

At the end of this part you will be able to

· define learning

· understand the process in learning

· know different theories of learning

· know the relation between learning and communication

· understand the application of learning in brand awareness

11.1 Introduction

How individuals learn is a matter of great interest and importance to academicians, psychologists, consumer researchers and marketers.

The reason that marketers are so concerned with how individuals learn is that they are vitally interested in teaching consumers about products, product attributes, product benefits; where to buy the products, how to use the products, how to maintain the products and even how to dispose the products. 

Marketers strategies are based on communicating with the consumer directly through advertisements, and indirectly through product appearance, packaging, price and distribution channels. Marketers want their communication to be noted, believed, remembered, and recalled. For these reasons, they are interested in every aspect of the learning process.

Definition. Consumer learning is the process by which individuals acquire the purchase and consumption knowledge and experience that they apply to future related behavior.

1. Consumer learning is a process (it continually evolves and changes as a result of newly acquired knowledge) which may be gained from reading discussion, observation, thinking; or from actual experience.

2. Learning can be intentional though careful search for information or incidental, acquired knowledge by accident or without much effort.

3. Learning includes all range of learning from simple which are reflexive responses to learning of abstract concepts and complex problem solving. 

11.2 Learning and consumer involvement

The common phenomenon that we tend to over look its very occurrence is “learning”. Learning is a prerequisite for behavior. Every aspect of human behavior is responsive to learning experiences. That is why learning is defined as a relatively permanent change in behavior that occurs as a result of experience or reinforced practice.

This definition contain the following points

· Learning involves a change which can be bad or good in behavior

· Change must be relatively permanent

· Some form of experience is necessary for learning to occur. 

· The practice of learning must be reinforced in order that learning occurs.

Therefore, learning is acquisition of knowledge, skills and expertise etc. and reinforcement strengths and intensifies certain aspects of ensuring behavior.

11.3 LEARNING process 

Most human behavior is acquired through learning. Rewarded behaviors are learned and repeated, and un-rewarded behaviors are discontinued. Individuals tend to retain a behavior or practice for which they are given reinforcement. Reinforcement is the process by which external reinforce or reward produced and maintains a behavior. Reinforcement increases the strength of response and tends to induce repetitions of the behavior that precedes the reinforcement. 

11.4 Condition for learning 

The following conditions are important for learning to occure,

1. Motivation 

The concept of motivation is a spur/basis for learning, which on the basis of needs and goals. Consumers are exposed to their expectation and desire. 

2. Cues

If motives serve to stimulate learning, cues are the stimuli that give direction to these motives. Cues can be price, styling, packaging, advertising, and store display that helps to give direction of motives. 

3. Response 

This is a way how individuals react to a drive or cue. In short response is behavior they show to a certain stimuli. The response could be obvert or introvert. 

4. Reinforcement 

Reinforcement increases the likelihood that a specific response will occur in the future as the result of particular cues or stimuli.

11.5 Learning theories 

Learning is all pervasive in our lives. There is no single, universal theory of how people learn. Instead there are two major schools of thought concerning the learning process: behavioral and cognitive theories.

11.5.1 Behavioral Learning Theories
It is called stimulus – response theories because it is based on the premise that observable responses to specific stimuli signal that learning has taken place. When an individual response in predictable way to a known stimulus, he/she is said to be learned. The theories do not focus on process of learning rather on inputs and outcomes of learning.

 A.   Classical Conditioning

It believes that all animals and humans are relatively passive entities that they can learn certain behavior through repetition. Ivan Pavlov, a Russian physiologist, first to described conditioning and proposes a model as to how learning occurs. According to Pavlov's theory conditioned learning results when a stimulus is paired with another stimulus that can stimulate (initiate known response serve to produce the same response when used alone. His experiments showed that, if an un conditioned stimulus (UCS or USD) results in an unconditioned response (UR), then the conditioned stimulus (CS) will result in conditioned response (CR) after repatriated pairing of conditioned stimulus with unconditioned stimulus.  

Three basic concepts derived from classical conditioning are:

Repetition

Repetition helps in associating and slowing the process of forgetting.  Repetition is the point of the study but there is a limit to the amount of repetition that will help retention. After certain limit, there comes saturation, and attention and retention will decline to be evaluated and understood. 

This effect known as advertising wear out, can be avoided by varying advertising message through cosmetics change and substantive change. Cosmetic change involves using different backgrounds, print types, and advertising spokesperson without changing the message content. Substantive change involves changing the content of adverting message with no change in cosmetic features. 

How many times should advertising be repeated? There is no accurate answer for this question.

Some researchers maintain that the optimum level of advertisement exposure is just three: 

1) To make consumer aware of the product

2) To show consumers the relevance of the product (persuasive) 

3) To remind consumers about the product benefits

Three – hit theory, states that all other advertisement which is beyond three is wasted effort. On the other hand researchers suggest that to have the above three purposes, the average frequency of advertisement has to be within the range of eleven to twelve exposures. 

Stimulus generalization 

According to classical conditioning theorists, learning not only depend on repetition, but also the ability of individuals to generalize. Pavlov found that a dog could learn to salivate not only to the sound of a bell but also to similar sounds. 

If we are not capable of over coming stimulus generalization, that is making the same response to slightly different stimulus, not much learning would takes place. 

One of the marketing strategy that works on the principles of stimulus generalization is product line which means it is the practice of adding related products to an already established brand. These are some of the application areas in terms of minimizing stimulus generalization.

I. Product mix

It is a set of all products that a supplier can offer to consumers (product lines). 

E.g. Kodak information products, hard ware and software of computers 

Image products – cameral, films 

Product line can have certain product width, length and depth.

· Product width refers to the number of product line that the company offers.

· Product depth refers to the number of variety of products under each product line

· Product length is the total number of product items in the company product mix. (the summation of all product dept)

II. Family branding 

It is one of the marketing practices, which involves giving the same name for the whole company products. Example: Nivia 

III. Licensing – allowing well-known brand name to be used to another manufacturer products. 

IV. Works on the principles of stimulus generalization 

Such as names of designers, manufactures, celebrities, films, municipal and state governments usually use for marketing purposes.

Stimulus discrimination 

It is the opposite of stimulus generalization and results in the selection of a specific stimulus from among similar stimuli. The consumer’s ability to discriminate among similar stimuli is the basis of positioning strategy, which seeks to establish a unique image for a brand in the consumer’s mind.

Imitators (counter fit items) want consumers to generalize consumer's perceptions, but market leaders want to retain the top spot by convincing consumers to discrimination. 

 B. Instrumental Conditioning 

According to B.F. Skinner, most individual learning occurs in a controlled environment in which individuals are “rewarded” for choosing an appropriate behavior. In consumer behavior terms, instrumental conditioning suggests that consumers learn by means of trial-and-error result in more favorable outcomes (i.e. rewards) than other purchase behavior. A favorable experience is instrumental in teaching the individual to repeat a specific behavior. Like Pavlov, skinner developed his box by working with animals, such as rats and pigeons. If rats made appropriate behavior, they received food (positive reinforcement). Skinner was able to teach pigeons to play ping-pong, dance. 

In a marketing context, the consumer who tries several brands before finding the right brand which fits for his choice has engaged in instrumental learning. Presumably, the brand that fits best is the one he will continue to buy. 

· Positive and Negative reinforcement 

Skinner distinguished two types of reinforcement/reward that influence the likelihood that a response will be repeated. 

The first type, positive reinforcement, consists of events that strengthen the likelihood of a specific response. Negative reinforcement is an unpleasant or negative outcome that also serves to encourage a specific behavior. Negative reinforcement should not be confused with punishment, which is designed to discourage behavior. Parking tickets are punishment. Fearful advertisement messages are examples of negative reinforcement, which is usually used for insurance commercials in order to encourage the purchase of life insurance. 

Both positive and negative reinforcement can both be used for stimulation of a desired behavior. But if the learned response is not longly reinforced, the response diminishes to the point of extinction. 

Massed or distributed learning 

Another important factor that influence on consumer learning is timing. Should a learning schedule be spread out over a period of time (distributed learning), or should it be “bunched up” all at once (massed learning)? 

Massed learning (advertising) is used to have an immediate impact visa vise competitors. General 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 behaviors. 

But a considerable amount of learning takes place in the absence of direct reinforcement through modeling (observational learning). For instance in vicarious learning consumers observer the behavior of others, remember it and imitate it. 

11.5.2 Cognitive Learning Theory

Not all learning takes place as the results of repeated trials. A considerable amount of learning takes place as the result of consumer thinking and problem solving. Incidental learning is also a reality. When confronted with a problem, we sometimes see the solution instantly. More often, however, we are likely to search for information on which to base a decision. We evaluate what we learn carefully in order to make the best decision possible for our purposes. Leaching based on mental activity is called cognitive learning.

Cognitive learning theory holds that the kind of learning most characters of human beings is problem solving. It enables individuals to gain some control over their environment. Unlike behavioral learning theory, cognitive theory holds that learning involves complex mental processing of information. Rather than focusing on the importance of repetition or association of rewards with specific response, cognitive theorists emphasize the role of motivation and mental process in producing a desired response.

Information processing 

Just as a computer process information received as input, so too the human mind process the information it receives as input. Information processing is related to both consumers’ cognitive ability and the complexity of the information to be processed.

Consumers process product information by attributes of brands, comparisons between brands, or combination of these variables. If consumers have higher cognitive ability, they acquire more product information and capable of integrating information on several product attributes. 

Consumers also differ in their ability to recall information. The more experience a consumer has with a product category the greater his/her cognitive ability and learning will be.

The next part will try to understand how consumers store, retain and retrieve information  (memory). 

Structure of memory

Since information processing occurs in stages, it is generally believed that there are separate “Store houses” in memory where information is kept before further processing.

1. Sensory store – all data come to us through our sense organs transmits to the brain. The manager of a sensory input lasts for just a second or two in the mind’s sensory store. If it is not proceed, it will be lost immediately. For a marketer, it is relatively simple to get information into the consumer’s sensory store, but difficult to make a lasting impression. 

2. Short term-memory (working memory) is the stage of real memory in which information is processed and held for just a brief period. If the information in the short-term memory undergoes the process known as rehearsal, it is then transferred to the long-term store.

Rehearsal is the silent, mental repetition of information. Transfer process takes from two to ten seconds. But if information is not rehearsed and transferred, it is lost within 30 seconds or less. The amount of information that can be held in short term storage is limited to about four or five items. 

3. Long-term store – it retains information for relatively extended periods of time that lasts a day, weeks, or even years.

Rehearsal and encoding 

The amount of information available for delivery from short-term storage to the long-term store depends on the amount of rehearsal an individual gives to it. Failure to reherse an input by repeating or relating to their data, can cause fading and eventually loss of information. Competition of attention can result in loss of information. 

The purpose of rehearsal is to hold information in short-term storage long enough for encoding to take place. Encoding is the process by which we select a word or visual image to represent a perceived object. “Learning” a picture takes less time than learning verbal information, but both types of information are important in producing an over all mental image.

Presenting TV advertisment with dramatic selling can be more effective in increasing consumer image than casual conversation. 

When consumers are presented with too much information (called information overload), they may encounter difficulty in encoding and storing it all, which result in confusion (poor purchase decisions).

Retention. Information does not just stay in long term memory. Rather, information is constantly organized and reorganized as new links between chunks of information are formed.

This process of relating new data with old to make the material more meaningful is called activation. Consumers recode what they have already encoded to include larger amounts of information.

Information is stored in long-term memory in two ways: episodically (by the order in which it is acquired) and semantically (by their significant concept).

Retrieval it is the process by which we recover information from long-term storage. Most people have had the experience of being unable to remember something with which they are quite familiar. Information processing theorists look on such forgetting as a failure of the retrieval system.

Study shows that consumers tend to remember the product’s benefits than its attribute and this suggests that advertising messages can be effective when they link product attributes with their benefits. 

Limited and extensive information processing 

For long time, consumer researchers believed that all consumers passed through a complex series of mental and behavioral stages in arriving at a purchase decision. These stages ranged from awareness (exposure) to information evaluation (preference, attitude formation), to behavior (purchase) and final evaluation (adoption, rejection).

However, on the basis of their own subjective experiences as consumers, some theorists began to realize that there were some purchases situations that simply did call for extensive information processing and evaluation. Sometimes consumers simply go out for a whole lot information search and mental evaluation. Such purchases were considered of minimal personal relevance, as opposed to highly relevant, search-oriented purchases. Purchases of minimal personal importances were called low involvement purchases, and complex, search – oriented purchases were considered high involvement purchases.

11.5.3 Involvement theory 

Developed from hemisphere lateralization split brain theory. The basic premise of split-brain theory is that the right and left hemispheres of the brain “specialize” in the kinds of information they process.

· Left hemisphere is primarily responsible for cognitive activities such as reading speaking and attribution information processing. 

· Right hemisphere is concerned with non-verbal, timeless, pictorial and holistic information. In short left side concerned about rational, active, realistic and the right side is emotional, metaphoric, impulsive, and intuitive.

1. High and low involvement media 

Individuals' passively process and store information in the right side of the brain – that is, without active involvement.

Since TV is pictorial medium, TV viewing was considered a right brain activity (passive and holistic processing of images viewed on the screen) and TV itself was therefore a low involvement medium.

Passive learning was thought to occur through reacted exposures to a TV advertisement (low involvement information processing).

To extend this line of reasoning, cognitive (verbal) information is processed by the left side of the brain; thus, print media (newspapers and magazine) are highly involvement media. Since print advertising involves a complex sequence of cognitive processes. 

The right brain, passive processing theory is consistent with classical conditioning. Through repetition, the product is paired with a visual image to produce the desired response ( purchase of advertised brand. Television commercials are most effective when they are short duration repeated frequently. This will result in brand familiarity and good attitude for products. 

2. Relevance of involvement theory on consumers

We have tried to see the difference between high and low involvement media. Involvement theory next focuses on the consumer involvement with products and purchase. There are high and low involvement consumers, then, there are high and low involvement purchases.

These two approaches led to that a consumer’s level of involvement depends on the degree of personal relevance that the product holds for that consumer. Under this definition, high involvement purchases are those that are very important to the consumer (perceived risk) and thus provoke extensive problem solving. The process works like this,

Low involvement ( little relevance and little perceived risk ( limited problem solving. 

3. Central and peripheral routes to persuasion

When a product has high relevance to a consumer, the evaluates the product by its merit and weakness through extensive information search, which has to follow the central routes to persuasion by producing quality messages argument. 

Conversely consumers will engage in very limited information search and evaluation, when there is little relevance and importance. Hence, peripheral route to persuasion, which heavily depend on spokespersons, background music, methods or presentation, symbolic adv, etc would work effectively. 

11.5.4  Social Judgment Theory

The central assumption of this theory is individual’s information processing about an issue depend on his involvement on the issue.

Those who are highly involved with an issue, they will accept very few alternative opinions (they have a narrow latitude acceptance and a wide latitude of rejection). Two behavioral theories are classical conditioning and instrumental (operant) conditioning.

For instance, social judgment theory suggests that highly involved consumers find fewer brands acceptable and are likely to interpret advertisement visa vise their previous experience and opinion about the product. Low involved consumers are highly receptive to a greater number of messages about the product and will consider more brands. 

11.6 BRAND loyalty 

Brand loyal consumer provides the basis for a stable and growing market share and major intangible asset for company.

Should we define brand loyalty interims of consumer behavior or attitudes? Cognitive learning theorists define brand loyalty that is intentionally faithful; ( attitude behavioral learning theorists define from frequency of purchase ( behavior.

Generally brand loyalty is the relationship between an individual’s relative attitude toward a product among alternatives and patronage behavior. Satisfaction is a base for brand loyalty.

Development of brand loyalty

Behavioral scientists believe that brand loyalty results from an initially product treat that is reinforced through satisfaction, leading to repeated purchase. On the other hand longitude researchers emphasize the role of mental process in building brand loyalty. 

Brand equity

Brand equity is the value of well-known brand name.

It is the added value bestowed on the product by the brand name. Brand equity facilitates the acceptance of new products and the allocation of preferred shelf space, and enhances perceived value, perceived quality, and premium pricing options.

For most companies their most valuable assets are their brand names, so that they can rent (license) for other companies. And this is the heart of the learning process, developing band equity through repeated exposure.

They believe that consumers engage in extensive problem solving behavior involving brand and attribute comparisons leading to a strong brand preferences and repeated purchase behavior. Brand loyal consumers are older, have higher incomes and experience greater perceived risk. 

Declining brand loyalty (brand switching)

Reasons for decline brand loyalty can be 

· dissatisfaction with a product

· constant availability of new product offerings 

   -    increased concern with price

11.7 Communication and persuasion

Communication is the unique tool that marketers use to persuade consumers to act in a desired way. That is to say, to select to make a purchase, to make donation, etc. Communication takes many forms: it can be verbal (either written or spoken), it can be visual (an illustration, a picture, demonstration, etc.) or a combination of the two. It can also be symbolic – represented, say, by a high price, or premium packaging, or a memorable log and covey special meaning that the marketer wants to impart. Communication can evoke emotions that put consumers in a more receptive frame of mind, and it can encourage purchases to solve problems or to avoid negative outcomes. In short, communication is the bridge between marketers and consumers, and between consumers and their socio cultural environments. 

Generally, communication is the transmission of a message from a sender to a receiver via communication channels. The other essential component of communication is feed back, which alerts the sender as to whether the intended messages was, in fact received. 

11.7.1 Components of Communication
The sender, as the initiator of the communication can be formal or informal source. A formal source is likely to represent either commercial or non profit organization where an informal source can be a parent or a friend who gives product information or advice. Consumers often rely on informal communication as credible source of information to make purchase decisions. Because, unlike formal sources the sender apparently has nothing to gain from the receiver’s subsequent actions. For that reason, informal world of mouth communication tends to be highly persuasive. 

The receiver of formal communication is likely to be a targeted prospect or customer. There are also many intermediary audiences and even unintended audiences for marketing communication.

E.g. Intermediary audiences are wholesalers, distributors, and retailers, who sent trade advertising designed to persuade them to order and stock merchandize, and relevant professionals (physicians, engineers, architects, etc), who sent professional advertising in the hopes that they will specify or prescribe the marketer’s products.

Unintended audiences include everyone who is exposed to the message, though not specifically targeted by the source and shareholders, creditors, suppliers, employees, bankers, and the local community. 

The medium, or communication channels, can be an informal conversation (face to face, telephone, mail, e-mail, or online computer) between two or more friends, or it can be a formal conversation between a sales person and a customer. This is interpersonal communication.
Alternatively, the medium can be impersonal a mass medium such as a newspaper, radio, TV, or Internet web site. Mass media are generally classified as print (newspapers, magazines, bulletins, bill boards) and broadcast (radio, TV), although electronic media are becoming more important daily (fax, computers). 

The message can be verbal or nonverbal, or a combination of the two. A verbal message, whether it is spoken or written, can usually contain more specific product information than a non-verbal message.

Non-verbal information often takes in the form of symbolic communication. The study of semiotics is the study of the meanings implied by signs and symbols. Marketers often try to develop logos or symbols that are associated exclusively with their products. 

Non-verbal communication takes place in both interpersonal and impersonal channels. E.g., a good sales person usually is alert to non verbal feedback provided by consumer prospects. Such feedback may take the form of facial expressions (a smile, a frown, a look of total boredom, an expression of disbelief) or bodily movements (finger tapping, head nodding, head shaking, or clenched hands). Because senders often can “read” meaning into such bodily reactions, these non-verbal actions sometimes are referred to as “body language”

Feedback is an essential component of both interpersonal and impersonal communication. Prompt feed back permits the sender to reinforce, to change, or to modify the message to ensure that it is easier to obtain feed back in interpersonal situations, but it is even more important for sponsors of impersonal communications to obtain feedback as promptly as possible. 

Audience participation 

It notes that the sender selects an appropriate channel through which to send it. The receiver decodes (interprets) the message and then responds or does not respond, depending on the accuracy of interpretation and the persuasiveness of the message. The receiver’s response constitutes feedback to the sender.

11.7.2 The Communication Process 
Communication of marketing is usually designed to motivate purchase, creation of positive attitude toward product, to give symbolic meaning to a product, or to show that it can solve the consumer’s problems than a competitive product can. 

The message initiator (the source) 

The sponsor of the message first must deiced what the message should convey and to whom it should be sent and then must encode the message in such away that its meaning is interpreted by the targeted audience in precisely the intended way. The sources of impersonal communication usually are organizations that develop and transmit appropriate messages through special departments. (Adv or PR departments.) Or spokes persons. The destinations, or receivers of such messages usually are a specific audience or several audiences that the organization is trying to inform, influence, persuade or remind.

The senders can use words, pictures, symbols, spokespersons and special channels. They can buy space or time in carefully selected media to advertise or broadcast their message, or they can try to have their message published (broad cast) in space or time. 

Thus, for high involvement products, marketers should follow the central route to persuasion; that is, they present advertisements with strong, well-documented, issue-relevant arguments that encourage cognitive processing. When involvement is low, marketers should follow the peripheral route to persuasion by emphasizing such non-content message elements as background scenery, music, or celebrity spokes persons. 

Message framing has an impact on persuasion. Positively – framed messages (specifying the benefits of the products) are more persuasive than negatively framed messages (specifying the side effects of the product)

Credibility of the source. The credibility of the source affects the decoding of the message. The source of the communication – his/her perceived honesty and objectivity – has an enormous influence on how communication is accepted by the receiver. Credibility is built on a number of factors, the most important being the perceived intentions of the source.

Credibility of informal sources – one of the major reasons that informal sources such as friends, neighbors and relatives have such a strong influence on a receiver’s behavior is simply that are perceived as having nothing to gain from product transaction that they recommend.

Interestingly enough, informal communication sources, called opinion leaders often do make psychological profit – through providing product information to other. (Ego satisfaction)

Sometimes individuals who have experience in post purchase dissonance often try to alleviate their uncertainty by convincing others to make a similar purchase. (To be wise purchases).

Credibility of formal sources 

When the intentions of a source are clearly profit making; then reputation, expertise and knowledge become important. Company reputation also depends upon past performance, the kind and the quality of service they are known to render, the quality and image of other product they provide, the type of outlets through which they sell and their position in the community (social responsibility), benefits lost by not using a product).

The target audience (the receiver) 

Receivers decode the messages they receive on the basis of their personal experience and personal characteristics.

Comprehension the amount of meaning accurately derived from the message is a function of the message characteristics, the receiver’s opportunity and ability to process the message and their receiver’s motivation. Once psychological making, demographic, socio-cultural memberships and life style are all key determinants in how a message is interpreted. Mood. Mood, affects or plays a significant role in how a message is decoded. Mood means once state of condition. On what mood the message is presented. 

Psychological Noise – competition of attention during the message reception will have its own influence in decoding.

Feed back – the receiver’s response

Since marketing communications are usually designed to persuade a target audience to act in a desired way, the ultimate test of marketing communication is the receiver’s response. For this reason, it is essential for the sender to obtain feedback as promptly and as accurately as possible. Only through feedback can the sender determine whether and how well the message has been received.

An important advantage of interpersonal communication is the ability to obtain immediate feedback through verbal as well as non-verbal cues. Unlike interpersonal communication, mass communication feedback is rarely direct, instead it is usually inferred the actions of the receivers.

Designing Persuasive Communications
In order to create persuasive communications, the sponsor might be an individual, a for-profit making company, or not-for-profit organization must first establish the objectives of the communication. He should then select the appropriate audience for the message and the appropriate media through which to reach them. Finally he should then design (encode) the message in a manner that is appropriate to the medium and to the audience. The communication strategy should also include a prior control plan that provides for prompt feedback, to enable the sponsor to make modifications and adjustments to the media and the message as required. 

11.7.4 Communications Strategy
In developing his communications strategy the sponsor must establish the primary communication objectives. It might consists of: 

· creating awareness about the product

· promoting sales of a product

· encouraging (discouraging) certain practices

· reducing post purchase dissonance 

An essential component of a communication strategy is selecting the appropriate audience which is made up of individuals – in many cases, great numbers of individuals. Because each individual has his or her own traits, characteristics, interests, needs, experience and knowledge, it is essential for the sender to the segment the audience into groups that are homogenous in terms of some relevant characteristics. 

Media strategy 

Media strategy is an essential component of a communication plan. It calls for the placement of advertisement in the specific media read, viewed, or heard by selected target markets. To accomplish this, advertisers develop, a consumer profile of their target customers that include the specific media they read or watch. Media also research their own audiences in order to develop descriptive audience profiles. A cost – effective media choice is one that closely matches the advertiser’s consumer profile to medium’s audience profile. Selecting certain category of media highly depend on the product nature, the market segment and advertising objectives. 

Message Strategies 

The message is the thought, idea, attitude, image, or other information that the sender wishes to convey to the intended audience.

During encoding of idea, the sender must consider: 

· its objectives 

· audience profile in terms of education, interests, needs and experience 

Method of presentation 

The manner in which a message is presented strongly influences its per suaveness. 

Word of mouth is better than print advertisement. 

Researchers study not only the semantics of advertising message but also the syntax (sentence structure).

Involvement theory and message presentation 

The central-and-peripheral-routes-to persuasion theory suggests that individuals are more likely to devote active cognitive effort to evaluating the pros and cons of a product in a high-involvement purchase situation and more likely to focus on peripheral message cues in a low involvement situation. The consumer’s own experience with the product or the retailer has an affects on the credibility of the message.

One sided versus two-sides messages 

If the audience is friendly (if it uses the advertiser’s products), if it initially favors the communicator’s position, or if it is not likely to hear an opposing argument, them a one-sides (supportive) message that stresses only favorable information is most effective. However, if the audience is critical or unfriendly, if it is well educated, or if it is likely to hear opposing claims, then a two-sided (refutation) message is likely to be more effective. 

Two-sided advertising messages are more credible than one-sided advertising messages because they acknowledge that the advertised brand has shortcoming. 

Comparative advertising comparative advertising, a marketing strategy used by increasing number of marketers, can be defined as advertising that claims product superiority over one or more explicitly named or implicitly identified competitors, either on an overall basis or on selected product attributes.

Communications researchers have found that the order in which a message is presented affects audience receptivity. 

Materials presented first, produces a greater effect (the primacy effects), while others have found that the material presented last is more effective (the regency effect). 

Advertising appeals 

Some times objective, factual appeals are more effective in persuading a target audience; sometimes-emotional appeals are more effective. Objective or emotional appeal depend on the kind of audience to be reached and their degree of involvement in the product category.

Logical reason – why appeals ( educated audiences 

Emotional appeals ( less educated audiences. 

Some of emotional appeals 

· Fear appeals

· Humor in advertising

· Agony advertising – diagrammatical suffering 

· Abrasive advertising – unpleasant or annoying advertisement 

· Sex in advertising 

 Check Your Progress Exercise
1. What is the difference between reinforcement and punishment?

2. Give an example of conditions and unconditional stimuli?

3. What are the basic differences between classical and instrumental conditioning?

4. What is the difference between encoding and decoding?

11.8 Summary

Consumer learning is the process by which an individual acquires the purchase and consumption knowledge and experience he applies to future related behavior.  Although same learning is intentional much learning is incidental.  Basic element that contribute to an understanding of learning are motivation, cues, response and reinforcement.

Communication is defined as the transmission of a message from a sender to a receiver through a channel or medium of some sort. There are five basic component of communication the sender, the receiver, the medium, the message and some form of feedback.

11.9 Answer to Check Your Progress Exercise

1. Reinforcement is a positive motivator that strengthens a certain behavior. Punishment is a negative motivator that tries to weakens a certain behavior.

2. Conditional stimuli – getting scold when hearing a Siren unconditioned – thrust
3. Clerical conditions focuses on stimuli  when an instrumental conditioning focuses on  stimuli and response. 

4. Encoding is designing a message by a sender where as decoding is interpreting a certain message.
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Ex. Provision of safety lock, security firm etc 





Physiological Needs


(Food, water, air, shelter, sex)





Safety and Security Needs


Protection, order, stability





Ego Needs


(Prestige, status, self interest





Self-actualization


(Self-fulfillment)





Drive 





Tension





Unfulfilled needs, wants and desires





Behavior





Goal or need achievement
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Tension reduction 
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Influence more basic values/behavior 


Moral, religious principles 


Interpersonal skills


Dress/grooming standards


Manners and speech 


Educational motivation 


Occupational/career goals 


Consumer behavior norms 





Influence more expressive 


Attitudes and behavior 


Style


Fashion


Fads


In/out


Acceptable consumer behavior 





Other family members
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Ex. Cafeteria 





Social Needs


(Affection, Friendship, Belonging
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