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Advanced marketing

Consumer behavior
How to influence it? .

f What is Consumer Behavior?

Consumer behavior: the
study of the processes
involved when -
indlviduals or groups
select, purchase, use, or
dispose of products,
services, ideas, or
experiences to satisfy
needs and desires.

Prantice-Hal, o 2003
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Consumers’ Impact on Marketing

Understanding consumer behavior is gbod business

+ Understanding people/organizations to satisfy
consumers’ needs

+ Knowledge and data about customers:
+ Help to define the market
« {dentify threats/opportunities to a brand
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Consumers as Problem Solvers

+ Consumer purchase = response to problem

« After realization that we want to makea
purchase, we go through a series of steps in
order to make it

« Can seem automatic or like a full-time job
+ Complicated by consumer hyperchoice

» Decision-making process
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Continuum of Buying Decision Behavior
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Types of Consumer Decisions

« Extended problem solving:
+ Initiated by a motive that is central to self-concept
+ Consumer feels that eventual decision carries a
fair degree of risk K (258
» Limited problem solving:

+ Buyers not as motivated to search for information
or to evaluate rigorously

+ Buyers use simple decision rules to choose

» Habitual decision making:
s Choices made with little to no conscious effort

Prentice-Hall, ar 2009
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Consumer Involvement

= Consumer Invoivement: perceived relevance of an
object based on one’s needs, values, and interests

» Product involvement: consumer’s level of interest in
a product

+ Many sales promotions attempt to increase
product involvement

« Purchase situation involvement: differences that
occur when buying the same object for different
contexis

* Wedding gift for boss: purchase expensive vase to show
that you want to impress boss '

» Wedding gift for cousin you don’t like: purchase

inexpensive vase to show you're Indifferent
Prentica-Hal, or 2003
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Conceptualizing Involvement

ANTECEDERTS OF IRVOLVEMENT

IHVOLVEMENT = 1 {Bersen, SRuation, Object}

The feved of Imvolvernent may be Infiueaced by one or mare of these three faciors, 1ateractons ameng
pertons, shuation, and vbledt Tactors are Rkely 10 octus.
Prentice-Hall, o 2009
Figuie 4.3 28
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Measuring Involvement: Involvement
Scale

me (object to be judged) is: -

1, lpanait RN unimportant
2, boring I interesting
3, relevant vt irrelevant
4, exciting I T T unexciting
5. means nothing st means a lot
§. appealing I unappeallng
7., fascinating I mundane
8, worthless T valuable
g, Involving - - uninvoiving
10. not needed T needed
Prentice-Hak, cr 2069
Table 4.1 9.9
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Consumer Behavior is a “Process

MARXETER'S PERSPECTIVE
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Decision-Making Process Jeur AS 4l

Prentice-Hall, or 2009
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Stage_ 1: Problem Recognition —2 o

No need
recognition

Prentice-Ha®l, or 2003
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Stage 1: Problem Recoﬁggition

urrent)state anc al'state

ou Jek fpocter

Prentice-Hal, o 2009

Occurs when consumer.sees difference between

- NESI
= Need recognition: actuges?ate moves downward
» Qpportunity recognition: ideal state moves upwar

d
mm fd,M .

Ideal States

Problem Recognition: Shifts in Actual or

Ideat

ideal

l

Ideat State I
Actual State Actual
- NG PROBLEM _ OPPORTUNITY
¢ RECOGNTION

Prentice-Hag, ar 2009
Flgure 8.3
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Stage 1: Problem Recognition

Occurs when consumer sees difference between
current state and ideal state

« Need recognition: actual state moves downward
+ Opportunity recognition: ideal state moves upward

Marketers can create:

« Primary demand: encourage consumers to use 7
product category

e
et

+ Secondary demand: persuade consumers to use N LSy
-gpecific brand

Prentice-Hall, a 2003
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How to Influence Problem Recognition

behave (CHawer |l idead /H’/ZM iz
Ig

* Change the desired st[tes to motivate people to

+ Develop and prompfe lej s, and Cﬁ
fabrics
+ Develop product innovations /VA €Y
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How to Influence Problem Flecoﬁ@ition

+ Change the dreéli“rea‘gtates: develop and promote
new styles, designs, and fabrics ; develop product
innovations

» Influence how consumers perceive their éétuai_jState
by using advertising g

% |
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How to Influence Problem Recognition

« Change the desired states: develop and promote
new styles, designs, and fabrics ; develop product
innovations

« Influence how consumers perceive their actual state
by using advertising

« Remind consumers of a need may be sufficient to

pd e e e pligpaut

Three Types of Motivational Conﬂicts

« Fulfilling one need often comes at the expense of
another need ' :

« Tradeoffs cause motivational conflicts

Prentice-Hall, o 2009
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Three Types of Motivational Conflicts |

+ Two desirable alternatives
» Cognitlve dissonance

» Positive & negative aspect
of desired product
- Guilt of desire occurs /]

e ou fdebnorl eu Lack

e

» Facing a cholce with two
undesirable alternatives

Prentice-Hal, or 2009

Figura 4.1 925
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Levels of Needs in the Maslow Hierarchy

UPPER-LEVEL HEEDS

Retevant Products Example

Huobbles, ravel, education U.3, Armiy--"He all yeus tan be”

©ars, furniturs, cradit ¢ards,

Royst Sakte Scotth—"What Lha
storas, cosntey clubs, Rquoers Aeh

gva the wealtty”

Liothing, greoming products,

Pepsi="You'rs In tha
<hubs, ddnks

Pepsl generztion”

 Aflstals Insurance—"You'm
good hands with Atistale

Quakes Qat Bran—"ft's

Modicines, staple }&
) the right thiag to do®

Hemy, generles
LOWER-LEVEL NEEDS
Prentice-Haff, or 2009

Flgure 4.2 g7

Motivating consumers

Motivating with Money
+ Price cuts, and coupons motivate purchase

» Resulting sales may increase, but profits
may not ‘

 Attracts consumers less likely to repeat

 Price reductions may increase price
sens:tl\nt

. R’S{ 0{{ a —H le s de papaos, ou

| ?Lﬂ 12U /mww fispre O 7

Qo femy
'Motlvatlng h other mg’ﬁtwepéd it 7 des

Prentice-Hall, < 2009

r

17,







o U ¢ :  "

i OF st st cotebramiany.

cominr, Badey Banki % Biblle Fiae frelen b ULER IS A RIREAE

£ card bor your Valeoring's Dy
Seard tacns ofour s

S100 GIFT CARD

. hearus fo

Zourtesy of Bailey Banks & HiG

EFISODE 11

Ll i3 b J
R Narwawhos PEPSLCOLS NORTH AMERICA

15






B

Motivating consumers

U}JQSA

Motivating by en ecwﬁancmg perceived risks \ 08t o o&f )
« Greater perceived risk increases search (,Elut% .
!

» Educating consumers about risks may
motivate them to make more informed

choices that reduce exposure to risk

Motivating by arousing curiosity [TEAS& n

ANKGTINT |

s Curiosity often leads to an enhanced need |, Bk T/Lams

for information

“Advéftise a benefit that is not normally o1

T 3000 -

i YEAR 500,600 WOMEN DIEFROM A
 BISEASE FAOST BON'TEVE SEE AS A SERIQUS THREAY,

Prentice-Hall, cr 2009
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Prentice-Hall, o 2009
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Stage 2: Information Search

« Information search: process by which consumer surveys the
environment for appropriate data to make reasonable decision

a\/S{E J/\QUU[}(

Ongoing Search .

Involvement with preduct

H Involvement with

Making better purchase | Bullding a bank of
decisions Information for future use

Better purchase Increased impulse buying

Prentice-Hall, o 2009
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internal versus External Search

+ Internal search DJ
« Scanning memory to assemble productj wa ¥
alternative information
+ External search

+ Obtaining information from ads, retailers,
catalogs, friends, family, people-watching, Web
sites

Prentce-Hall, cor 2009
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Deliberate versus “Accidental” Search

.+ Diredfed)tearning: existing product knowledge
obtained from previous information search or
experience of alternatives o

» Incidental learning: mere exposure over.time to
conditioned stimuli and observations of others

Prentce-Hatl, o 2009

937

Amount of Information Search and
Product Knowledge

’ - pRODYCT KNOWLEDGE - @fﬂfﬁ/&i
Prentice-Hay, o 2009
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Do Consumers Always Search Rationally?

+ Some consumers avoid external search, especially

with minimal time to do so and with durable goods
(e.g. autos) : L@l@ww s wn ~
+ Symbolic items require more external search X

o de 297)"
« We select familiar brands when decision situation IS
ambiguous ( Dgu(_ {qadw., oul” mu VAU > Ol fg,u(f—

» Variety seeking: desire to choose new alternatives LOVE e 4
over more familiar ones
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Perceived Risk

» Perceived risk: belief that
product has negative
consequences

+ Expensive, complex, hard-to-
understand products

» Product choice is visible to
others (risk of embarrassment
for wrong choice)

- Risks can be objective (physical
danger) and subjective (social
embarrassment)
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Five Types of Perceived Risk

BUYERS MOXT PURCHASES MOST
EENSITIVE TO RISK SUBJECQT TO HISK

Risk caplial conalats of money
o Thoza with

Mo ititle tncome and weelth Are
wuinetabls, R
copitn 2
moans o
FUNDTIONAL 1. (s function or masting the i
g ctical consitmara
ukth :
51-1- =gbu‘e‘|lt‘-:nn;1m agpr_}%g cal
or, hew . BIH v ORS
PHYSICAL e fdarty, fenll, or in )
3 most vulnerabie

“ Rlsk capital conista of neif-nsteam
SOCAL : and self-confidence. Those who al

4 "Inascur shd uncertain ora most
RISK sansitive.
* Risk caplal dons ¥ mftillabio:
PSYCHO. - and status. Those lacking -
LOOICAL - ct ar att;
RISK

Prentice-Hall, ar 2009
Figura 9.6 -4

Identifying Alternatives

{ Tolal Sot s Awererléss Set ~» Consideration Sot —> Cholce Sot ————> Dagislon

Prentice-Hal, o 2009
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Identifying Alternatives (cont.)

- Awareness set versus consideration set

« We usually don’t seriously consider every brand
we know about.

» In fact, we often include only a surprisingly small
number of alternatives in our awareness set.
+ Marketers must focus on getting their brands in
.consumers’ awareness set.

| » We often do not give rejected brands a second
,» chance.

Prentce-Hall, or 2009
9-43

Categorizing Products

« We evaluate prodﬁcts in terms of what we already
know about a (similar) product.

« When faced with a new product, we refer to existing
product category knowledge to form new knowledge.

Marketers want to ensure that their products are
correctly grouped in knowledge structures.

Prentice-Hal, o 2009
944
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Levels of Catggorization

SUPERORDINATELEVEL

BASIC LEVEL

Prentice-HaF, o 2009

Flgure 8.7 946

Strategic Implications of Product |
Categorization o hE srale |

. 3 e
Product(positioning' G OOF § f){ﬂf& !

- Convincing consumers that product should be .~
considered within a given category

« ldentifying competitors

+ Products/services different on the surface can
actually compete on superordinate level for
consumer dollars

: . Vo dut’ )
Salternative. Pre el Tf/l f ¢
o 7 e de oilnon oMW

Al feina Wi o
/L;'fe = ([?8/7 M{}Eﬁ///c’//‘

fa/( Loulie 4/%%(0[\2 quec e de

Prentice-Halk, o 2009

— ﬂ@mﬁt‘/\ G)VL et fao doffire }?m/\ le
b/t de
The C) @ e COMUAMMGULL & AO%({AJA{IW (;0w7o
N A e vile
,, (gﬁff; Cam, ) J w

p.-an.z\ A s - )nl-_;-/?

s /R.ﬂﬂ ﬁ/7/






Strategic Implications of Product
Categorization (cont.)

* Exemplar products

. Brands strongly associated with a category “call
the shots” by defining evaluative criteria
* But “moderately unusual® products stimulate

more information processing and positive
evaluations

* Locating products

* Products that do not fit clearly into categories
--confuse consumers (e.g., frozen dog food)
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Stage 3: Evaluation of alternatives

» Selecting among alternatives

+ Once we assemble and evaluate relevant options
*from a category, we must choose among them

+.Decision rules for product choice can be very
simple or very complicated

* Prior experience with {similar) product - ¢
* Present information at time of purchase ( ek - e deaves @)
» Beliefs about brands (from advertising) e It -~

Faa Tty e (DM” M{% .

Prentice-Hal, o 2009

9-49

Evaluative Criteria

» Evaluative criteria: dimensions used to-judge merits
.of competing options -

* Determinant attributes: features we use to
differentiate among our choices

* Criteria on which products differ carry more

weight . .

» Marketers educate consumers about (or even — Cx - )iv Aee "/' < e
invent) determinant attributes de, /’1 le; (on e

* Pepsi’s freshness date stamps on cans o s },,g/, VAR,

Prentice-Hal, & 2009
950
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Heuristics: Mental Shortcutis

« Heuristics: mental rules-of-thumb that lead to a
speedy decision

» Examples: higher price = higher quality, buying
the same brand your mother bought

» Can lead to bad decisions due to flawed
assumptions

Prentice-Had, a 2009

9-51

Relying on a Product Signal L Csrne

*« Product signal: ghservable product attributes that ) Z ’&‘ [,e.%w\ﬂ B
communicate underlying qualities AN L& -6&6’ ek

» Clean and shiny car = good mechanical condition HAL ENTRETER Ve
« Covariation: perceived associations among events
* Product type/quality and country of origin

+ Consumers are poor estimators of covariation
(self-fulfilling prophecy: we see what we are
looking for)

‘. e fmscr élgeino 7
= &m%{,r it 0;/1 leune 41 N{)

Prentice-Hatl, er 2009
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Stage 3: Evaluation of alternatives

» Selecting among alternatives
+ Once we assemble and evaluate relevant options
from a category, we must choose among them
+ Decision rules for product choice can be very
simple or very complicated
* Prior experience with (similar) product
« Present information at time of purchase

’ Behefs about brands (from advertising) ﬁ w W

,h\','i'!-' 1"{\; ?a a{ (Da/'?l&

P
ERN

EFG BN
;gfi-"‘a' 6‘{_‘} -l

Prentice-Hall, o 2009

Evaluative Criteria

« Evaluative criteria: dimensions used to judge merits
of competing options
* Determinant attributes: features we use to
differentiate among our choices
e Criteria on which products ditter carry more
weight
» Marketers educate consumers about (or even
invent) determinant attributes

* Pepsl’s freshness date stamps on cans

Prentice-Hall, or 2009
9-50
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Heuristics: Mental Shortcuts

+ Heuristics: mental rules-of-thumb that lead to a
speedy decision

» Examples: higher price = higher quality, buying
the same brand your mother bought

* Can lead to bad decisions due to flawed
assumptions

Prantice-Hall, er 2009

Relying on a Product Signal

* Product signal: observable product aitributes that )
communicate undetlying qualities

+ Clean and shiny car = good mechanical condition

* Covariation: perceived associations among events
* Product type/quality and country of origin

* Consumers are poor estimators of covariation
(self-fulfilling prophecy: we see what we are

locking for)
Lw Caoie b&m '(IML(/) fflt
- €A /A/n'e We (t l

Prentice-Hall, ar 2003
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Market Beliefs

* Consumer assumptions about companies, products,
and stores that become shorlcuts for decisions

* Price-quality relationship: we tend to get what we
pay for
= Other common marketing beliefs
+ All brands are basically the same

* Larger stores offer better prices than smaller
stores :

* Items tied to “giveaways” are not a good value

Prentce-Hal, or 2003
8-53

Country-of-Origin

¥
* We rate our own country’s CREATIVE THINGS
products more favorably than HAPPEN

1N THE
\ X

do people who live eisewhere

* Industrialized countries make
better products than
developing countries

* Attachment to own versus

_‘_..—4". FE
other cultures W

\l

e i

* Nationalists
* Internationalists
« Disengaged

Prentice-Hail, r 2009
254

@






Choosing Familiar Brand Names

* Tendency to prefer a number one brand to the
competition
* Brands that dominate the market are sometimes
50% more profitable than their nearest
competitors '

* Consumer inertia: the tendency to buy a brand 6utv of
habit merely because It requires less effort

* Brand onélty: repeat purchasing behavior that
- reflects a consclous decision to continue buying the
same brand '

Prentice-Hall, &r 2009
8-55

Hypothetical Alternatives for a TV Set

Kamashila

Excellant Excellent Excellent

2 Poor Excellent

3 Excellent Exesllent Poor

4 Excellent Poor Poor

5 Good Good Good
_______ 6 Excallent Poor good
Prentice-Ha¥, cr 2009
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Decision Rules

+ Noncompensatory decision rules when we feel thata
product with a low standing on one attribute can’t
compensate for this flaw by doing better on another
attribute

« Types of noncompensatory declsion rules:

». Lexicographic rule, consumers select the brand
that Is the best on the most important attribute

»*Elimination-by-aspects rule: the buyer also
evaluates brands on the most important attribute
but the buyer Imposes cutofts

» Conjunctive rule: entalls processing by brand,
necessary to meet the cutoffs for all the attributes

Prentica—Hab, ¢ 2009
37

Decision Rules (cont.)

» Compensatory decision rules: give a product a
chance to make up for its shortcomings

* Types of compensatory decision rules:

» Simple additive rule: the consumer merely
chooses the alternative that has the largest
number of positive attributes

*-Weighted additive rule: the consumer also takes
into account the relative importance of positively
rated attributes, essentially multiplying brand
ratings by importance weights

Prentice-Hall, o 2009
858
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Marketing implications (cont.)

* Compensatory
* Reinforce strong points of the product
* Delete weak points

* Conjonctive

* Reinforce acceptability of the product on ali
choice criteria

* Lexicographic
* Correctly position the product on the most

e _ important choice criteria

Prentice-Hal, & 2009
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Stage 4: Product choice

* A consumer’s choices are affected by many
personal factors...and the sale doesn’t end at the
time of purchase

e, odaint( oty Shp ) ..
CAlancol poV3
JEStHMmyee:

Prentica-Hall, cr 2009
Figure 10.1 9-83

Situational Effects on Consumer
Behavior

Consumption situation

HARTMARX
THe Business or Prasing

*  We tailor purchases to
specific occasions (° Kho av fa

* The way we feelata
particular time affects what
we buy or do

+ Situational self-image (“Who
am I right now?”)

Prentice-Hall, cr 2009
e84
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Social and Physical Surroundings

Affect a consumer’s motives for product usage and
product evaluation '

* Décor, odors, temperature

y le 9o
* Co-consumers as product atiribute @—;AWOM v gc, /b de Je S

* Large numbers of people = arouial Solde, / Favle Conead - /
. xetkahon L
+ Interpretation of arousal: éensnty versus

crowding :
* Type of consumer patrons

Prentite-Hal, or 2009
988

Temporal Factors

Economic time

S . Time style: consumers try to
maximize satisfaction by
dividing time among tasks

’ + Time poverty Aab fovk ~ ﬁﬁl

. glns?;;k;ird of people feel Hewe Me ,
: 3 wrlled
+ Marketing Innovations > q M
allow us to save time lam th G paele
* Polychronic kA Ba f? [
activity/multitasking e

Prentice-Hall, ¢ 2009

9-88
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Temporal Factors (cont.)

* Queuing theory: mathematical study of waiting
lines Abteudhe & |mon pova t9/>/: b
* Waiting for product = good quality v - /77 )
wlﬂ ”.) « Too much waiting = negative feelings 3 ( 7
+ Marketers use “tricks” to minimize psychological
waiting time ( flinerns ds  Ascerra ) -

O : Inhtaine el c{ows‘,-\-

Prantce-Hall, o 2009

The Shopping Environment

Antecedent states: mood/physiological condition
influences what we buy and how we evaluate
product

+ Pleasure and arocusal

» Mood = combination of pleasure and arousal

* Happiness = high in pleasantness and moderate
in arousal

+ Mood biases judgments of products/services

+ Moods are affected by store design, music, TV
programs

Prentice-Hall, o 2009
2-68
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Reasons for Shopping

Reasons for shopping:

* Vary by product category,
store type, and cuiture
» Hedonic reasons include:
*+ Social experiences
* Sharing of common 5
interests L &7
* Interpersonal attraction ‘
* Instant status

5,_.:‘:' ,
+ The thrill of the hunt (%&@) :

Prentce-Hall, or 2003

9-69

Retailingl as Theater

» Competition for customers is becoming intense as
nonstore alternatives multiply

* Malls gairf[oyalty by appealing to social motives

Prentice-Hall, or 2009

706
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Store Image

Store image: personality of the store /{Qfm Vel

* Location + merchandise suitability + V"‘-‘%f e 9
knowledge/congeniality of sales staff
* Some factors in overall evaluation of a store: 7
* Interior design
* Types of patrons (/L‘cut 'J"'( r‘;)
* Return policles
* Credit availability

Prentice-Hall, or 2009
871

7/@W€ : C?Vf’ﬂ(’,
7»@5 i v

/) A

(z
FedEx Makeover // F Tequne -

BEFORE - AFTER

Prentca-Hah, or 2009
972
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FedEx Brand Image: Brand Position

Prentica-Hal, ar 2003

¢73

Atmospherics

Atmospherics: consclous designing of space and
dimensions to evoke certain effects

* Colors/lighting, scents', and sounds/music affect time
spent in store and spending

* Activity stores

+ Build-A-Bear Workshop / (u ¢ i ra /ol
. Biwelano it pot //Jﬁ’/tw (%
| ou Qﬁu 4 ﬁaubla Pl

— 4 n{ﬂ%ue

Prentice-Hail, cr 2003
974
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In-Store Decision Making

* Spontaneous shopping consisis of:
* Unplanned buying: reminded to buy something
* impulse buying: sudden, irresistible urge to buy

* Point-of-purchase (POP) stimuli: prod ct display or ej ;
demonstration that draws attention ﬂm’[ € p*)

* Salesperson create exchange process

* Commercial friendships dewf’f Couer | CiLzs C’

LG )|

Prentice-Hal, o 2009
876

Image of an Impulse Buyer :

3 1. Thimk abovt your imags of what .
H ™ taod of pasoes an bmgese tumee _‘ ?‘
_— I, I the £p a0y paridnd below,
I &alpl@\ndwwm;ad ¥n R% e 3/ _‘

B typead imvpolas dayer
Mbmuu&m}u
prrthobe. B croathe vd
ﬁoq\mmywmﬁc
Skl W yoa feul thal samd
featurys of poor drndey s
wcindr, 6onY Ml (b Hantly
them with & writlan label,

252, Afver yors kave completed your
drawdng, bagios whak bs fing
thengh your
characters mind
sheorahdis
wbdd to naka b of bor bxpube
purtiase, Thed wits dowm your
shopper’s Lhowghts I 8 sptech
Baflaon [ yoa migtseaing
tardotn siip} Eaat coondels B
your tharacters buad,

Prendca-Hal, ¢ 2009
Figure 10.4 76
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Impulse Buying

~*» A rapid buying does not mean an

impulsive buying

* A sudden and spontaneous desire to
act accompanied by urgency

* A state of psychological -
disequilibrium in which a person can
feel temporarily out of control

+ The onset of conflict and struggle
that is resolved by an immediate
mm:»uaza@iion

,/‘Hoac;bc'fzrn oufi;fm c59 (a/{;uf@)

wonerdt oo |’

Stage 4: Product choice

*+ The consumption of the product purchased Is also
subject to marketing analysis

*» The point at which consumers use the product

= Can occur immediately or be delayed or even
never appear

+ How consumers use products also affects how
satisfied they are with the purchases and how likely
they are to buy that particular product or brand in
the future

Prentica-Hall, o 2009
Flgure 10,1 978
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Consumption behaviors

l 1 I

Proximity o Situation A Usagel Heavy users
purchase Situation B Usage2 Moderate users
Time of day Light users

Frentice-Hall, o 3009
79

Converting non-users

> If the segment of non users is still important

2,5%
Innovators

S

Time of adoptlon of Innovations

Prentice-Hall, a 2009

/laa‘zwff"%

urce: Kotler and Keller (2006)
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Converting non-users

> 0K if the growth potential is relatively important; if not, too costly
sirategy

Seov bi'dols ;
_ : peAle, -1
-]
L
&
Launching Growth Maturlty Decline
Prentice-Hall, or 2009
urce: Kotter (2006) Time Ll

Ca@zm/ 2 /,;/ z:/a,wwv de. ces Wﬁﬂﬁ

About users: when?

Iy
" polls de Cons

N i
vl

Prentce-HaH, ¢r 2009
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About users: when?

* Proximity to purchase

* [n many cases, purchgse and consumption go hand
in hand (ex.: buying tockets for a concert, eating at
a restaurant)

* At other times, purchase are made without knowing
precisely when consumption will occur (ex.: food
items sit on a shelf or in the refrigerator until you

decide to consume them) trotaea e 4 %f //ﬁ

=¥ encouraging consumption rather than focusing
exclusively on encouraging purchase

Prentice-Had, o 2009

L a CCdn'ot

About users: when?

* Time of the day

* A product can be consumed at a specific moment or
at any time of the day

Le biton de Berger,

y'a pas d’heure pour en menger |

2 Segment the market according to the time of the
day at which usage occurs

Prentice-Hal, ¢r 2009
-84
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About users: when?

About users: where?

« Inside or outside home (ex.: beers) 4

» Which influence does the place of usage
have on consumer behavior ?

* Failure to understand where consumption

Prentce-Hall, o 2009
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About users: how?

» A change in « how the product is consumed »
lead to a change in « what is purchased »

Prentice-Haif, o 2009
8-87

About users: how?

» Understanding how the product is used may lead
to uncovering new business opportunities

Prentice-Hall, or 2009

988
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About users: how?

2 Company can encourage consumers to use the
product in different ways N

For example:

« Crunching Balls with ham and
chease with Kellogg' S Corn Flakes

«Pan of cheddar, broccoll and corn
with the cereals Rice Krisples

«Squares with apricots and the grapes
with the cersals Rice Krisples

-etc;

+ Some products are perceived as smaller or
bigger than there are in reality Brais ﬁ% . (/{6 l’l /p/{ )

Prantice-Hak, o 2009

ks Ettupoewens Jout-ob c weitlen Ly ﬁ
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About users: how much?

* The less it remains of product the !ess
consumer uses it

Hﬂ}()lq-i o
"Hﬂuﬁm
i

o Rt i

Prentica-Hall, ar 2009

About users: how much?

+ A wrong estimation of consumption frequency could
be very expensive for consumers

Prentica-Hall, o 2009
992
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About users: how much?

» Segmenting the market according to usage
volume segmentation:
» Heavy users: exhibiting the highest levels of
product consumption (primary target market)
* Moderate users
+ Light users: who consume rather small
amounts of the product

* Changing the amount of consumption Is often
an important business objectives

Prentce-Hall, or 2009

893

About users: how much?

53

il Got o

T MRS € R DL ORI IR S €T

Prentca-Hal, o 2009
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About users: how much?

2

@%’ﬂr[z’u
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About users: how much?

» Action 2 : Increase quantity consumed by use
24 =

Tide detergent

B ¥ B %
N

far coubd e, Cpue bl

* ruem (mu, dajcwy

210 Clorox basch

Volume used per wash load {in miliiters)

.

aﬂﬂ_"ﬂu‘

;" N
Small package Large package
RelaZve packagse siza a7

Freatee-Hall, o 2009

Consumption experiences

« Today's customers take functional features and
benefits, product quality and a positive brand image
as a given. What they wants is products,
communications and marketing campaign that dazzle
their senses, touch their hearts and stimulate their
minds. They want products, communications and
marketing campaigns to deliver an experience »

(Schmitt, 1999)

Prentdcae-Halt, or 2069

9-98
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Consumption experiences

Consumption experiences

* Companies may find it beneficial to position their
products based on the feelings experienced during
consumption

* Focus on positive feelings that consumption
provides .

* Focus on negative feelings that are avoided or
reduced by consumption

Prenti¢e-Hall, ¢r 2009
2100
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Prentce-Hall, o 2009
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Frentoa-Hall, o 2009

4-105

Measurement of feelings

How often, if at all, do you experience the following
feelings as a result of eating chocolate?

Happy Never_ & 3 : 3 : @ Veryoiten
Excited Never_ : : 3 : : : Veryoiten
Dellghted Never & : 3 : : @ Veryoften
Joyous Never_: : : : 1 @ Veryoften.
Satisfied Never__: : 3 = @ : \Veryoiten
Proud Never__ : : : : : : Veryoften
Annoyed Never_: : 3 : @ : Veryoften
Depressed Never__: : : : : : Veryoften
Guilty Never_ i : : : =@ : Veryotien
Regretful Never__: : : : : : Veryolen

Prentice-Had, o 2009

9-108
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Decision-Makihg Process
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Stage 5: Outcomes

* Product/ Brand Attitude

* Postpurchase satisfaction or dissatisfaction
- * Influence on Product / Brand loyalty
* Influence on Complalning behaviors

Prentice-Hall, ¢ 2009

*113

The Power of Attitudes

Attitude: a lasting, general evaluation of people,
objects, advertisements, or issues

* Attitude object (A,)

* Help to determine a number of preferences and
actions

Prentice-HaY, o 2009

8114
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ABC Model of Attitudes

. Attitude has three components:

'e way a consumer feels about an attitude
object.

““Behavior: person’s intentions to do something with

an attitude object.

. fognition: beliefs a consumer has about an
i ject. _

Prentice-Hall, ar 2009
9415

Hierarchies of Effects

» Impactimportance of attitude components depends
on consumer's motivation toward attitude object

Prentice-Hak, o 2009

Flgure 7.1 #1186
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Multi-Attribute Attitude Models

* Multi-attribute models: consumer’s attitudes toward
an attitude object depends on beliets she has about
several or many attributes of the cbject

* Three elements

* Attributes of A, (e.g., college)
* Example: scholarly reputation
* Beliets about A,

« Example: Universitly of North Carolina is strong
academically :

* Importance weights
* Example: stresses research over athletics

PFrentice-Hall, or 2009
$-117

Fishbein Model

Measures three componenfs of attitudes:

¢ A= EBpdy

* Overall Attitude Score = (consumer’s rating of each
attribute for all brands) x (importance rating for that
attribute)

Prentice-Hall, cr 2009
$-118
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Saundra’s College Decision

Beliefs ()

Atribute Import (1) Smith Princeton  Rutgers Northland
Academlc reputation 6 8 8 6 3
Al women 7 9 3 3 3
Cost 4 2 2 ;] ]
ProxImity to home 3 2 2 6 9
Athletlcs 1 1 2 5 1
Party atmosphere 2 1 3 7 9
Library facilities 5 7 8 7 2
Attitude Score 163 142 153 131
Prentice-Hall, o 2009

Table 7.1 9118

Marketing Applications of Multi-Attribute
Model

Capitalize on relative advantage: convince

consumers that particufar product attributes are
important in brand choice ( Exc v @yfw&u/t /b,/ i’?)
Strengthen perceived product/attribute linkages: it
consumers don’t associate certain attributes with

the brand, make the relationship stronger

Add a new attribute: focus on unique positive
attribute that consumer has not considered

influence competitors’ ratings: decrease the
attributes of competitors

Guidance for attitude change strategles / product

mnug.?a\{glzgp ment

9-120
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Attribute Our performance | Competitor's Simultaneous
importance performance resuft
Poor Neglected
opportunity
Poor Good Competitive
disadvantage
High g
Poor Competitive
advantage
Good ‘Good Head-to-head
competition
Poor Null opporiunity
Poor
Good False alarm
Low Poor False advantage
Good
Good False
competition

Lo 4

Prentice-Hah, er 2003

Big Benefits. 1
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Attitude change strategies: importance

Bhig"scozn ADSL. On s mmme wle

ne plus cla\.mra\!tendre :

Prentce-Hal, or 2009
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Exiended Fishbein Model

Theory of reasoned action: considers other elements

of predicting behavior

* Intentions versus behavior: measure behavioral
intentions, not just intentions

* Social pressure: acknowledge the power of other
people in purchasing decision

* Attitude toward buying: measure attitude toward
the act of buying, not just the product

Autaldos ole WW{W/@U

do. Aitvde, + oo

Prentice-Hall, o 2009
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Theory of Trying

* Theory of trying: measures the reasoned action
consumers take to reach a goal

flimsisedon

({’B—U ff Figure 3.:% 8 f?/ﬁo g-127

Jﬁo’(/{ tepuells QU T delny”
ol

Theory of Trying: Example of Consumer
Trying to Lose Weight

* Past frequency: How many times did he try to lose
weight?

* Recency: Did he try in the past week?
* Beliefs: Did he belief it would be healthier?

* Evaluation of consequences: Will his girifriend be
happier if he succeeded in losing weight?

* Process: Would the diet make him feel depressed?

* Expectations of success and failure: Did he believe it
likely that he would succeed?

* Subjective norms toward trying: Would loved ones
approve of his efforts to lose weight?

Prentice-Hal, or 2069
8-128
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