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Learning Objectives:

Know how consumer characteristics influence
ouying behavior
Know what major psychological processes

Influence consumer responses to the
marketing program

Know how consumers make purchasing
decisions

Know how marketers analyze consumer
decision making

Copyright © 2009 Pearson Education South Asia Pte Ltd
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What Influences
Consumer Behavior?

Cultural Factors

Social Factors

Personal Factors

»Research provide clues to reach & serve consumers more effectively

Copyright © 2009 Pearson Education South Asia Pte Ltd
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Cultural Forces

Culture is the fundamental determinant of a
persons’ wants and behaviors.

Each culture consists of smaller subcultures
that provide more specific identification and

socialization for their members.

o Subcultures include nationalities, religions, racial
groups, and geographic regions.

o Multicultural marketing grew out of careful
marketing research that revealed that different ethic

and demographic niches did not always respond
favorable to mass-market advertising.
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Cosmetics companies like Garnier ride on
Asian women’s desire to have fair skin
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Cultural Factors

Main determinant of wants & behavior
o E.g. Asian child exposed to filial piety, hard
work
SUBCULTURE

Subset of each culture - more specific
iIdentity for members
o E.g. religions, nationalities

Copyright © 2009 Pearson Education South Asia Pte Ltd
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Subcultures

( Nationalities )
( Religions )
- l ( Racial groups )
( Geographic regions )
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Multi- cultural Marketing ]

Multicultural marketing

= Ethnic & demographic niches

= Don’t respond favorably to mass
marketing

= Where applied?
o Regional and international marketing

o Marketers must recognize and respond to
differences in cultural norms and values
and adapt products and promotions
accordingly
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Example of Cultural Beliefs

2-10

The Disneyland Hotel in Hong Kong does not have a 4th floor as
*4" sounds like "death” in Cantonese.



Social Class

o Virtually all human societies exhibit social
stratification. Social stratification sometimes takes
the form of a caste system where members of
different castes are reared for certain roles and
cannot change their caste membership.

o More frequently, it takes the form of social classes,
relatively homogeneous and enduring divisions in
a society that are hierarchically ordered and
whose members share similar values, interests,
and behavior.
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Characteristics of Social Class

Those within a class tend to behave more alike than
persons from two different social classes

Persons are perceived as occupying inferior or
superior positions according to social class.

Social class Is indicated by a cluster of variables
(occupation, income, etc.) rather than by any single
variable.

Individuals can move up or down the social-class
ladder.

o Soclal classes show distinct product and brand
preferences in many areas.

o Social classes differ in media preferences.

o There are language differences among the social
classes.
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Socilal classes In Asia

olive-shaped structure is evolving. the Pacific Place in Hong Kong attract higher social closs consumers who have the
disposable income to buy highicket iterns.
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Socilal Factors

Reference
groups

Social
roles

Copyright © 2009 Pearson Education South Asia Pte Ltd

Family

Statuses
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Reference Groups

( Membership groups )
( Primary groups )
( Secondary groups )
( Aspirational groups )
( Dissociative groups )
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Impact of Groups

o Groups having a direct influence on a
person are called membership groups.

Some memberships groups are primary
groups such as family, friends,
neighbors, and co-workers with whom
the person interacts fairly continuously
and informally.

Some membership groups are secondary
groups such as religious, professional
groups that tend to be more formal.
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Reference Groups

o Reference groups expose an individual to new
behaviors and lifestyles, influencing attitudes and
self-concept.

o They create pressures for conformity that may
affect actual product and brand choices.

o People are also influenced by groups to which they
do no belong:
Aspiration groups are those a person hopes to join.

Dissoclative groups are those whose values or behavior
an individual rejects. The buyer evaluates these elements
together with the monetary cost to form a total customer
Ccost.
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Marketing applications of reference
groups:

Manufacturers of products and brands where group
influence Is strong must determine how to reach and
Influence opinion leaders in these reference groups.

An IS the person in informal, product-
related communications who offers advice or
Information about a specific product or product
category.
Marketers try to reach opinion leaders by
Identifying demographlc and psychographlc
characteristics associated with opinion
leadership, identifying the media read by opinion
leaders, and directing messages at opinion
leaders.
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Social Factors- Family

The family is the most important consumer-buying
organization in society, and family members constitute
the most influential primary reference group.

We can distinguish between two families in the buyer’s
life.

The family of orientation consists of parents
and siblings.

A more direct influence on everyday buying
behavior is the family of procreation —namely,
one’s spouse and children.

Copyright © 2009 Pearson Education South Asia Pte Ltd

6-19



iIn Marketing

Marketers are interested in the roles and relative
Influence of family members in the purchase of a
large variety of products and services.

With expensive products and services, the vast
majority of husbands and wives engage in more joint
decision-making.

Men and women may respond differently to marketing
messages.

Another shift in buying patterns is an increase in the
amount of dollars spent and the direct and indirect
Influence wielded by children and teens.
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Women as decision makers

Korean car makers—Korean car makers are taking women more seriously as
they represent 30 percent of domestic sales. Hyundai has introduced the Sonata
Elegance Special, a female-oriented version of its flagship mid-sized sedan. To
provide a more femining touch to its cars, Kia Motors focuses on fashionable
appearances. For its sports-utility vehicle, it offers a variety of unique colors such
as Hawaiian Blue and Coffee Brown, with primary colors for the interior. Daewoo's
Lacetti model features a telescopic steering column which enables drivers to adjust
the column length for comfart. This feature is particularly useful to women as they
are generally shorter than men.®
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Mm China’s Young Consumers

Trends that have contributed to the cultural
transformation of China’s youth:

1) Therise of individuality

2) New media habits

3) Brand & status consciousness.
4) Capitalism & credit cards

5) Consumer power



Roles and Status

o A person participates in many groups
and a person’s position in each group
can be defined in terms of role and
status.

o Each role carries a status.

o Marketers must be aware of the status

symbol potential of products and
brands
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Roles and Status- Marketing
Application

People choose products that reflect and
communicate their role and actual or
desired status In society.

Company presidents often drive

drink XO cognac.

Marketers must be aware of the status
symbol potential of products and brands.
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Understanding roles and status in Asia:
Face saving and the Chinese consumer

confidence of the society on an individual’s moral character, while
mianzi is the prestige accorded through success and ostentation.
Saving one’s face is important to traditional Chinese. This has
implications on consumer behavior:

© Influence of referent others — To accord respect to others and
give them their mianzi, Chinese consumers heed the advice
given by others, particularly opinion leaders. Complying
with the social norm also preserves the consumer’s lian as
such behavior demonstrates one’s willingness to be with the
majority.

@ Ostentatious living — The mianzi factor also suggests that
Chinese are sensitive to their hierarchical position in social
structures. To enhance and protect ones social standing,
Chinese engage in ostentatious activities such as driving
Mercedes-Benzes, throwing lavish banquets, and donning
brand-name items.

Copyright © 2009 Pearson Education South Asia Pte Ltd

to complain when dissatished with a purchase. To complain is
to make the other party lose his lian because he sold a poor
product. The complainant also loses his lian because he is
admitting that he had been taken in. Instead, harmony is
strived for.

Comparative advertising — Chinese are uncomfortable with
comparative ads because they are shameless with bravado

and put down the other brand. This is considered an insult
to the moral character of the advertised brand. The brand
therefore does not deserve honor (meiyou mianzi or "has no

face”).

Negotiation — Chinese are also likely to cover up mistakes
made. Thus during negotiations, it would be impolite to
identify mistakes made by a Chinese counterpart. Also, as
a face-saving strategy, Chinese businesses usually use a
mediator during negotiations to protect their prestige.
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Personal Factors

Age
Self- Life cycle
concept stage
Lifestyle Occupation
Values Wealth

Personality

Copyright © 2009 Pearson Education South Asia Pte Ltd 6-26



Age and

Life Cycle Stages

Taste In food, things & recreation - age

related

Consumption shaped by family life-cycle

& number,

householo
Asia - trac

age & gender of people in

itional family- smaller % of

householo
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Age and Life Cycle Stages

Psychological life-cycle stages matter

Critical life events/transitions:
o Marriage
o Relocation etc

Give rise to new needs

Alert service providers — ways they can
help
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Occupation and Economic
Circumstances

= Identify occupational groups with above-average
Interest in products

= Tailor products for some of them
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Occupation and Economic
Circumstances

Product choice affected by economic
circumstances: income, savings

Asia - buying discretionary items on
credit has risen

During recession, re-price products or
emphasize discount brands

Copyright © 2009 Pearson Education South Asia Pte Ltd
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Personality and Self-Concept

= Each person has personality characteristics
that influence his or her buying behavior.

= Personality: A set of distinguishing human
psychological traits that lead to relatively
consistent and enduring responses to
environmental stimuli.

o Theideais that brands have personalities and
consumers are likely to choose brands whose

personalities match their own.

Copyright © 2009 Pearson Education South Asia Pte Ltd
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O

Copyright © 2009 Pearson

Brand Personality ]

Brand personality is defined as the specific
mix of human traits that may be attributed
to a particular brand.

Consumers also choose and use brand
that have a brand personality consistent
with their own actual self—concept (how

r\mnr\ \lf\l'\

one VICVVD LIICIIIDCIVCD}

Although in some cases, the match may be
based on the consumer’s ideal self-concept
(how we would like to view ourselves).
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Jennifer Aaker conducted research into brand
personalities and identified the following

1. Sincerity (down-to-earth, honest, wholesome, and
cheerful) — For example, Hello Kitty

2. Excitement (daring, spirited, imaginative, and up-to-
date) — For example, MTV

3. Competence (reliable, intelligent, and successful) —
For example, Sony

4. Sophistication (upper-class and charming) — For
example, Shiseido

5. Ruggedness (outdoorsy and tough) — For example,
Timberland

6. Passion (emotional intensity, spirituality, and
mysticism) — For example, Zara

7. Peacefulness (harmony, balance, and natural) — For
example, Yamaha
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Lifestyle and Values

People from the same subculture, social class,
and occupation may lead quite different
Ifestyles.

A lifestyle Is a person’s pattern of living in the
world as expressed in activities, interests, and
opinions.

Lifestyle portrays the “whole person”
Interacting with his or her environment.

o Marketers search for relationships between their
products and lifestyle groups.

o Lifestyle is a person’s pattern of living in the world
as expressed in activities, interests, and opinions.
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Lifestyle and Values ]

= Lifestyles shaped partly by being:
= Money-constrained - lower cost products

= Time-constrained - multitasking,
convenient products
o Multitasking trend - wireless revolution

o Japan - ‘convenient’ virtual pet
Tamagotchi
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Core Values

Consumer decisions - core values
Core values - choices In long-term
Values:

o Appeal to iInner selves

o Influence outer selves

o Lead to purchase behavior
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A Model of Consumer Behavior
(Figure 6.1)

Personal
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Key Psychological Processes

Motivation Perception

Learning Memory
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Motivation: Freud, Maslow, Herzberg

A person has many needs at any given
time. Some needs are:

o Biogenic (arise from physiological states of
tension such as hunger).

o Others are psychogenic and arise from a
need for recognition, esteem, or belonging.

o A motive is a need that is sufficiently
pressing to drive the person to act.
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Maslow'’s
Freud’s Hierarchy
Theory of Needs
Behavior Behavior
IS guided by IS driven by
subconscious lowest,
motivations unmet need

Copyright © 2009 Pearson Education South Asia Pte Ltd

Herzberg’'s
Two-Factor
Theory

Behavior Is
guided by
motivating
and hygiene
factors
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—

Freud’'s Theory

Psychological forces shape behavior

Laddering - trace motivations from
Instrumental to terminal ones

Decide message & appeal
“In-depth interviews” - deeper motives

Use projective technigues
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Maslow’s Theory

Human needs — arranged In a hierarchy
according to importance

o Physiological, safety, social, esteem & self-
actualization

How products fit in plans & lives

f aonlf A~ Ali= A~
If self-actualization apply to Asians

Social needs important for Asians:
o Affiliation, Admiration, Status
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Maslow’s Hierarchy of Needs
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Herzberg’s Theory ]

= 2-factor theory - dissatisfiers &
satisfiers

= Absence of dissatisfiers not enough

= Satisfiers required to motivate purchase

o Eg computer without warranty —
dissatisfier

o Warranty not a satisfier of purchase
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Marketing implications of Herzberg'’s
model of motivation

Herzberg's theory has

Sellers should do their best to avoid
dissatisfiers

Sellers should identify the major satisfiers or
motivators of purchase in the market and
supply them. These satisfiers will make the
major difference as to which brand the
customer buys
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Perception

How the motivated person actually acts is
Influenced by his or her view or perception of the
situation.

Perception is the process by which an individual
selects, organizes, and interprets information
Inputs to create a meaningful picture of the world.

Perception depends not only on the physical
stimuli, but also on the stimuli’s relation to the
surrounding field and on conditions within the
individual.

The key point is that perceptions vary widely
among individuals exposed to the same reality.
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Key point to note:

In marketing, perceptions are more
Important than the reality, as it Is
perceptions will affect consumers’
actual behavior.
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Perception: Made In

)

Made-in-China image—Chinese brands such as Haier and Lenovo are making
inroads in the international arena. While as late as 1998, brands from China were
not clearly positioned against any specific characteristic, one survey showed that
Chinese-made products were perceived to be associated with three characteristics:
“for Chinese,” “practical,” and “value for money.” However, the product recalls
involving Chinese-made products in 2007 has dealt a serious blow to the “Made-
in-China” name. Nonetheless, brand consulting company Interbrand says that
consumers still perceive Chinese brands as “a good value,” though few labeled
them as “safe,” “high quality,” “prestigious,” or “luxurious.”®
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Aspects of Perception

Selective Attention

Selective Retention

Selective Distortion

Subliminal Perception
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Selective Attention

It has been estimated that a person is
exposed to over 1,500 ads or brand
communications a day.

Because a person cannot possibly attend
to all of these, most stimuli will be
screened out - a process called selective
attention.
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Selective Attention

o Selective attention means that marketers
have to work hard to attract consumers’
notice.

O People are more likely to notice stimuli
that relates to a current need.

O People are more likely to notice stimuli
that they anticipate.

O People are more likely to notice stimuli

whose deviations are large in relation to
the normal size of the stimuli.
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Gaining customer attention through
product design and presentation

LETILWL 1D WIS W LIS SRR S T L DSy S TR AU DD, T WAL LIRS PG W Wi il L AT IR L s
design was also used on its notebook PC. Sponsorship of such o mega event enhances consumer attention to the
brand.
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Selective Distortion

= Selective distortion is the tendency to interpret
Information in a way that will fit our preconceptions.
Consumers will often distort information to be
consistent with prior brands and product beliefs.

o Examples of branded differences can be found with
virtually every type of product.

O Selective distortion can work to the
advantage of marketers with strong
brands when consumers distort neutral or
ambiguous brand information to make it
more positive.

Copyright © 2009 Pearson Education South Asia Pte Ltd
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Selective Distortion

E.g.: “Blind” taste tests
Only 1 group knows brand
Opinions different but same product

Earlier brand beliefs changed product
perceptions
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Selective Retention

People will fail to register much information to
which they are exposed in memory, but will
tend to retain information that supports their
attitudes and beliefs.

Because of selective retention, we are likely to
remember good points about a product we like

and forget good points about competing
products.
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~N

ubliminal Perception

Covert, subliminal messages in ads or
packages

Unconscious of them but affect behavior

NoO evidence consumers can be
controlled at that level
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Learning

Learning - behavior change with
experience

Drive - strong internal stimulus impel
action

Cues - minor stimuli- when, where, how
person responds

Discrimination - recognize differences
In similar stimull & adjust responses
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Application of Learning Theory

Learning theory - build demand - strong

drives, motivating cues & positive

reinforcement

New company:

o Same drives as competitors - transfer loyalty
to similar brands (generalization)

o Different drives & offer strong cue
Inducements to switch (discrimination)
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viemory

Memory

o Information & experiences Iin life

Short-term memory (STM)

o Temporary repository of information

Long-term memory (LTM)

o More permanent repository

Copyright © 2009 Pearson Education South Asia Pte Ltd
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Memory
Assoclative network memory model
o LTM consists of nodes & links

Nodes
o Stored information connected by links

o Node activated - external information

encoded or internal information taken
from LTM

Copyright © 2009 Pearson Education South Asia Pte Ltd
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Memory

Brand knowledge

o Linked associations determine
Information recalled on brand

Brand associations

o Brand-related thoughts, feelings,
perceptions linked to brand node

Right product experience - right brand
data created & maintained in memory
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Brand association

Sangaria Oxygen Water—In Japan, bottled water with an extra shot of oxygen
is the rage especially among women. With the trend towards healthier lifestyle,
women associate oxygen water as an energy booster and a natural way to
obtain extra oxygen molecules. To fortify such brand associations, Sangaria’s
bottle comes in white and has O, written boldly on it.

URYYRI |\, ) vieunty wiilen

on the bottzle.
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Convenient

Refrigerator

China

Figure 6.3 Hypothetical Haier Mental Map
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Memory

MEMORY PROCESSES: ENCODING
How & where information enters memory

Determinant of strength of association
Quantity & quality of processing
Organization & strength in memory
Its nature: simple, vivid, concrete

Repeat exposures - stronger associations
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Memory

MEMORY PROCESSES: RETRIEVAL
How information gets out of memory
Brand association strength - easy access, recall

Successful brand information recall, 3 factors:
Other information in memory - interference
Time since exposure affects strength
Information “available” but not “accessible”

Copyright © 2009 Pearson Education South Asia Pte Ltd
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Pepsi—nder a new branding strateqy, Pepsi is introducing a new can and bottle designs
every few weeks with plans to sell 20 or more new different ones annually in every market.
Pepsi has already started selling the new packages in China, Australia, and the LS. This
departure from marketing convention comes as Pepsi believes that consumer attention
span is getting shorter and consumers are faced with a proliferation of brands competing
for their time. Pepsi intends such cans and bottles as advertising vehicles to remind
consumers of the brand, and not just containers for its drinks.*®
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The Buying Decision-Process:

Basic psychological processes -
Important - how consumers make buying
decisions

“Stage model” of buying decision process
— 5 stages

Buying process starts long before actual
purchase and consequences long after

May skip or reverse stages

Copyright © 2009 Pearson Education South Asia Pte Ltd
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‘ Table 6.1 Understanding Consumer Behavior ‘

Who buys our product or service?

Who makes the decision to buy the product?

Who influences the decision to buy the product?

How is the purchase decision made? Who assumes what role?
What does the customer buy? What needs must be satisfied?
Why do customers buy a particular brand?

Where do they go or look to buy the product or service?
When do they buy? Any seasonality factors?

How is our product perceived by customers?

What are customers’attitudes toward our product?

What social factors might influence the purchase decision?
Do customers’ lifestyle influence their decisions?

How do personal or demographic factors influence the purchase decision?



Figure 6.4
Five-Stage Model
of the Consumer

Buying Process
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The Buying Decision-Process:
The Five-Stage Model — Problem
Recognition

Buying starts - recognize problem/need

Need triggered by stimuli

o Internal stimulus: normal needs, hunger

o External stimulus: love new car- triggers buying one

|dentify situation that trigger need
Develop strategies that trigger interest

Important with discretionary purchase
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The Buying Decision-Process:
The Five-Stage Model — Information
Search

Information Search

» Aroused consumer search
for more

= Heightened attention:
receptive to it

= Active information search:
find ways to learn about

product

Copyright © 2009 Pearson Education South Asia Pte Ltd 5-71



The Buying Decision-Process:

The Five-Stage Model — Information
Search

Total brands available total set

Know only subset of total awareness set
Meet initial criteria consideration set
More information, few remain choice set

Makes final choice from this set
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Figure 6.5 Successive Sets Involved in Consumer
Decision Making

Total Set = Awareness Set == Consideration Set=——+ Choice Set—————s Decision

IBM

Apple

Dell
Heawlett-Packard
Toshiba
Compaq

Lenovo

Benqg

IEM

Apple

Dell
Hawlett-Packard
Toshiba

Compagq

IBM
Apple
Dell
Toshiba

IEM

Apple
Dell

?
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The Buying Decision-Process:

The Five-Stage Model — Information
Search

Marketers

Consumer’s other brands in choice set -
competition

ldentify sources & importance

Prepare effective communications for target
market

Copyright © 2009 Pearson Education South Asia Pte Ltd
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The Buying Decision-Process: The Five-
Stage Model — Evaluation of Alternatives

Evaluation of Alternatives
Value judgment process - conscious & rational

Consumer evaluation process:
Try to satisfy a need
Look for certain benefits in solution

Each with attributes, benefits sought

Attributes of interest to buyers vary
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Brand evaluation:

|. Cameras— Picture sharpness, camera speed, camera size, price,
2. Hotels— Location, cleanliness, atmosphere, price.
3. Tires— Safety, tread life, ride quality, price.

Chinese brand evaluation—Middle-income Chingse cite three critical factors in
brand evaluation—trust in its quality, a positive impact on health, and customer
care. They are bacoming more sophisticated and less concerned with price. When
asked whether they would buy a local or foreign brand, preferences diverged
based on product. Chinese consumers prefer local brands for food, toiletries,
and household items. International brands rate higher for consumer electronics
and home-improvement items. For clothing, Eurcpean brands are seen as more
fashionable than Chinese or American brands.™
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The Buying Decision-Process: The Five-
Stage Model — Evaluation of Alternatives

BELIEFS & ATTITUDES

Influence buying behavior
Beliel - descriptive thought on something

Altitude — enduring evaluation, feeling &
action tendencies toward something

To fit product into existing attitudes

Copyright © 2009 Pearson Education South Asia Pte Ltd
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A “Got Milk” ad
from the very successful

campaign features China

star Ziyi Zhang

from film

“Crouching Tiger,

Hidden Dragon”
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Expectancy-Value Model

Consumer evaluates product
Combine brand beliefs - importance
Weights attached to each attribute

Total perceived value
= (weights x beliefs) of all attributes

Copyright © 2009 Pearson Education South Asia Pte Ltd



Table 6.2 A Consumer’s Brand Beliefs about Computers
Computer Attribute

Memory Capacity Graphics Capacity  Size and Weight Price

A 10 8 b 4
B 8 9 8 3
C B a 10 5
D 4 3 7 g

Note: Each attribute is rated from O to 10, where 10 reprasents the highest level on that attribute. Price, howaver, is indexad in
o reverse manner, with a 10 representing the lowest price, because a consumer prafers a low price to a high price.

Computer A= 0.4(10) + 0.3(8) + 0.2(6) + 0.1(4) =8.0
Computer B=0.4(8) + 0.3(9) + 0.2(8) + 0.1(3)=7.8
Computer C =0.4(6) + 0.3(8) + 0.2(10) + 0.1(5)=7.3
Computer D=0.4(4) + 0.3{3) + 0.2(7) + 0.1{8) =4.7
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What should you do if you were Brand
B?

# Redesign the computer. This technique is called real repositioning.
# Alter beliefs about the brand. This technique is called psychological repositioning,

# Alter beliefs about competitors' brands, This strategy, called competitive deposition-

ing, makes sense when buvers mistakenly believe a competitor’s brand has more qual-
ity than it actually has.

# Alter the importance weights, The marketer could try to persuade buyers to attach
more importance to the attributes In which the brand excels.

# Call attention to neglected attributes, The marketer could draw buyers’ attention to
neglected attributes, such as styling or processing speed.

¢ Shift the buyer's ideals. The marketer could try to persuade buyers to change their
ideal levels for one or more attributes.®

Copyright © 2009 Pearson Education South Asia Pte Ltd 6-81



Purchase Decisions:

= In the evaluation stage, the consumer forms
preferences among the brands in the choice set. The
consumer may also form an intention to buy the most
preferred brand. In executing a purchase intention, the
consumer may make up to five sub-decisions:

= Brand

m Dealer

s Quantity

= Timing

= Payment-method
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Purchase Decisions:

NON- COMPENSATORY MODELS OF CONSUMER
CHOICE

Positive & negative attributes may not
net out

Attributes evaluated In i1solation

o Easler decision but choice may be
different if deliberated
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Purchase Decisions: ]

3 choice heuristics

1. Conjunctive heuristic: minimum for each
attribute - choose 1st meets minimum for all

2. Lexicographic heuristic: best brand on
perceived most important attribute

3. Elimination-by-aspects heuristic: compare
brands on attribute — remove those < minimum
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Purchase Decisions:

If & how heuristics used depends on:

Characteristics of person
Purchase decision & setting

Social context

May adopt > 1 decision rules
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Intervening Factors ]

Between purchase intention & decision

1. Attitudes of others:

Intensity of other’s attitude

Motivation to comply with other’s wishes

2. Unanticipated situational factors
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Figure 6.6
Steps Between
Evaluation of
Alternatives & a
Purchase

Decision
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Perceived RiIsks:

Functional risk — not up to expectations
Physical risk — threat to well-being/health
Financial risk — not worth price

Social risk — embarrassment from others
Psychological risk — mental well-being

Time risk — opportunity cost to find another
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Post-purchase Behavior ]

= After the purchase, the consumer might
experience dissonance about their purchase
and be alert to information that supports their
decision. Marketing communications should
supply beliefs and evaluations that reinforce
the consumer’s choice and help him or her feel
good about the brand.

o Marketers must monitor post-purchase
satisfaction, post-purchase actions, and
post-purchase uses.
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Post-purchase Satisfaction

POSTPURCHASE SATISFACTION

Satisfaction = performance - expectations

(—) disappointed (0) satisfied (+) delighted

Expectations - from sellers, friends etc
Larger gap - greater dissatisfaction

Product claims must truthfully represent
likely performance
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Post-purchase Actions

Abandon/return product
1. Seek to confirm high value
2. Public action - complain, go to lawyer

3. Private actions - stop buying or warn
friends

Post-purchase communications - fewer
product returns & cancellations
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Post-purchase Use and Disposal

Marketers should also monitor how buyers use
and dispose of the product. A key driver of
sales frequency Is product consumption rate.

One potential opportunity to increase
frequency of product use is when consumers’
perceptions of their usage differ from reality.

Marketers must also need to know how the
consumer disposes of the product once it is
used.
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Figure 6.7
How Customers Use & Dispose of Products
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Other Theories of Consumer Decision
Making — Level of Consumer Involvement

ELABORATION LIKELIHOOD MODEL

Evaluate in low & high-involvement
circumstances

Central route - much thought & diligent,
rational consideration of important points

o Used If sufficient motivation, ability & opportunity

Peripheral route — less thought
o Used if any 3 factors is lacking
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Other Theories of Consumer Decision
Making — Level of Consumer Involvement

LOW-INVOLVEMENT MARKETING STRATEGIES
Convert low to high involvement:

Link to Involving issue

Link to personal situation

Advertise - trigger emotion — values/ego
Add important feature

Peripheral route - positive cues to justify
brand choice
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Other Theories of Consumer Decision Making —
Level of Consumer Involvement

VARIETY-SEEKING BUYING BEHAVIOR
Brand switch - variety not dissatisfaction

Market leader - habitual buys - fill shelf
different versions, avoid being out-of-
stock & advertise

Challenger firms - variety seeking - lower
prices, deals, coupons, free samples
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Other Theories of Consumer Decision
Making — Decision Heuristics & Biases

Heuristics

Mental short cuts in decision
Forecast future outcomes

Availability heuristic
o Quickness & ease outcome comes to mind

Danr Nntativonocc allr fr\
NCPYI ntativeness neuristic

o How similar outcome iIs to others

Anchoring & adjustment heuristic
o Initial judgment adjusted with information
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conclusions without taking a few minutes to think about

the crux of the issue you're facing or to think through how
you believe decisions like this one should be made.

Frame blindness — Setting out to solve the wrong problem
because you've created a mental framework for your
decision, with little thought, that causes you to overlook
the best options or lose sight of important objectives.

Lack of frame control — Failing to consciously define the
problem in more ways than one or being unduly influenced
by the frames of others.

Overconfidence in your judgment — Failing to collect
key factual information because you are too sure of your
assumptions and opinions.

Shortsighted shortcuts — Relying inappropriately on
“rules of thumb” such as implicitly trusting the most

readily available information or anchoring too much on
convenient facts.

T

9'

10.

procedure when making the final choice.

Group failure — Assuming that with many smart people
involved, good choices will follow automatically, and
therefore failing to manage the group decision making
process.

Fooling yourself about feedback — Failing to interpret the
evidence from past outcomes for what it really says, either

because you are protecting your ego or because you are
tricked by hindsight effects.

Not keeping track — Assuming that experience will make
its lessons available automatically, and therefore failing
to keep systematic records to track the results of your

decisions and failing to analyze these results in ways that
reveal their key lessons.

Failure to audit your decision process — Failing to create
an organized approach to understanding your own decision
making, so you remain constantly exposed to all the other
nine decision traps.

Sources: ). Edward Russo and Paul . H. Schosmaker, Decision Traps: Ten Barriers to Briliont Decision Making and How to Cvercome Them, [Mew York: Double-
day, 1990). See also J. Edward Russo and PaulJ. H. Schosmaker, Winning Decisions: Getting [t Right the First Time, (Mew York: Doubleday, 2001).
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Other Theories of Consumer
Decision Making —

Mental accounting
Categorize funds/valued items - no logical basis

Core principles:
1. Segregate gains
2. Integrate losses
3. Integrate smaller losses with larger gains
4. Segregate small gains from large losses

- alternatives - gains & losses
based on value function
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Profiling the Customer Buying
Decision Process ]

How to learn stages in buying process?
1. Introspective - How they would act
2. Retrospective - Interview recent purchasers

3. Prospective - Locate those who plan to buy

4.  Prescriptive - Ask them ideal way to buy

= Understand behavior - consumption system,
customer activity cycle or customer scenario
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Marketing Debate — Is Target Marketing Ever Bad?

As marketers increasingly develop marketing programs tailored to
certain target market segments in Asia, some critics have denounced
these efforts as exploitative. Examples include marketing cigarettes
and alcohol to less-educated Asians, and employing Asian women as
clichéd stereotypes and depicting them inappropriately in ads. Others
counter that targeting and positioning is critical to marketing in Asia

and that these marketinga nroarams are attempts to be relevant to a
3 rll leulll\.} Al MLL\IIIIPL\J LW Nw 1 wivV UATIL LV A

TIGAI INGW LIT I

specific consumer group.

Take a position: Target marketing in Asia is exploitative versus
Target marketing in Asia is a sound business practice.
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