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Module 01 

Introduction to the study of Consumer Behaviour 

 
Meaning and Definition of CB 

 
Consumer behaviour is a rapidly growing application-oriented discipline of study. The recent 

advancement in the technological and digital communication are also influencing consumer behaviour. 
 

This study is not just restricted to how a person buys a product but it is dynamic, complex and multi-
dimensional process and reflects the totality of consumers' decisions with respect to acquisition, 
consumption or use and disposal activities. 

 
           Consumer behaviour can be defined as "The behavior that consumers display in searching for, 

purchasing, using, evaluating, and disposing of products and services that they expect will satisfy their 

needs" (Leon G. Schiffman and Leslie Lazar Kanuk, "Consumer Behaviour" 2007) 

 
          Consumer behaviour focuses on how individuals make decisions to spend their available resources 
(time, money, effort) on consumption related items. That includes what they buy, why they buy it, where 
they buy it, how often they buy it, how often they use it, how they evaluate it after the purchase, the impact 
of such evaluations on future purchases and how they dispose of it. So in Consumer Behaviour we not only 
learn what is the behaviour of the consumer when he buys it but also before the consumption, during the 
consumption and after the consumption. 

 

 

Difference between Consumer and customer: 

 

             A consumer is anyone who typically engages in any one or all of the activities mentioned in the 
definition. Traditionally, consumers have been defined very strictly in terms of economic goods and services 
wherein a monetary exchange is involved. This concept, over a period of time, has been broadened. Some 
scholars also include goods and services where a monetary transaction is not involved and thus the users of 
the services of voluntary organizations are also thought of as consumers. This means that organizations such 
as UNICEF, CRY, or political groups can view their public as "consumers". 
 

The Marketing Concept 

In marketing concept the firms analyze the needs of their customers and then make decisions to 
satisfy those needs, better than the competition. 
 
               To better understand the marketing concept, it is worthwhile to put it in perspective by reviewing 
other concepts that once were predominant. While these alternative concepts prevailed during different 
historical time frames, they are not restricted to those periods and are still practiced by some firms today.
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The Production Concept: 
The term production concept was coined by Henry Ford who made the auto-mobile which was till then only 
affordable for the rich people for even a common man to purchase. 
 
*Assumes that consumers are interested primarily in product availability at low prices 
Marketing objectives: 
* Cheap, efficient production 
* Intensive distribution 
* Market expansion 
 
The production concept was the idea that a firm should focus on those products that it could produce most 
efficiently and that the creation of a supply of low-cost products would in and of itself create the demand for 
the products. 
 
Virtually everything that could be produced was sold easily by a sales team whose job it was simply to 
execute transactions at a price determined by the cost of production. The production concept prevailed into 
the late 1920's. 
 
The Product Concept: 
Assumes that consumers will buy the product that offers them the highest quality, the best performance, and 
the most features 
Marketing objectives: 
* Quality improvement 
* Addition of features 
Tendency toward Marketing Myopia 
 
The Sales Concept: 
Assumes that consumers are unlikely to buy a product unless they are aggressively persuaded to do so 
Marketing objectives: 
* Sell, sell, sell 
Lack of concern for customer needs and satisfaction 
 
By the early 1930's however, mass production had become commonplace, competition had increased, and 
there was little unfulfilled demand. Around this time, firms began to practice the sales concept (or selling 
concept), under which companies not only would produce the products, but also would try to convince 
customers to buy them through advertising and personal selling. Before producing a product, the key 
questions were: 
 
* Can we sell the product? 
* Can we charge enough for it? 
 
The sales concept paid little attention to whether the product actually was needed; the goal simply was to 
beat the competition to the sale with little regard to customer satisfaction. Marketing was a function that was 
performed after the product was developed and produced, and many people came to associate marketing 
with hard selling. Even today, many people use the word "marketing" when they really mean sales. 
 
The Marketing Concept: 
Assumes 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 
Marketing objectives: 
* Make what you can sell 
* Focus on buyer’s needs 
 
After World War II, the variety of products increased and hard selling no longer could be relied upon to 
generate sales. With increased discretionary income, customers could afford to be selective and buy only 
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those products that precisely met their changing needs, and these needs were not immediately obvious. The 
key questions became: 
 
* What do customers want? 
* Can we develop it while they still want it? 
* How can we keep our customers satisfied? 
 
In response to these discerning customers, firms began to adopt the marketing concept, which involves: 
* Focusing on customer needs before developing the product 
* Aligning all functions of the company to focus on those needs 
* Realizing a profit by successfully satisfying customer needs over the long-term 
 
When firms first began to adopt the marketing concept, they typically set up separate marketing departments 
whose objective it was to satisfy customer needs. Often these departments were sales departments with 
expanded responsibilities. While this expanded sales department structure can be found in some companies 
today, many firms have structured themselves into marketing organizations having a company-wide 
customer focus. Since the entire organization exists to satisfy customer needs, nobody can neglect a 
customer issue by declaring it a "marketing problem" - everybody must be concerned with customer 
satisfaction. 
 
The marketing concept relies upon marketing research to define market segments, their size, and their needs. 
To satisfy those needs, the marketing team makes decisions about the controllable parameters of 
the marketing mix. 
 

MARKET SEGMENTATION 

 

 Definition: - market segmentation is defined as dividing a market into distinct groups of buyers who 
might require separate products of marketing mix. A market segment is a buyer group having similar wants. 
 Market segmentation is dividing homogenous market into different heterogeneous market based on 
customer’s needs and wants. 
 
Bases for market segmentation 

• Geographic segmentation – dividing the market into different geographical units such as nations, 
states, regions, countries, and cities. The company can operates in one or a few areas, or operate in all 
but pay attention to local variations. 

• Demographic segmentation – the market is divided into groups on the basis of variables such as age, 
family size, family life cycle, gender, income, occupation, education, religion, race, generation, 
social class and nationality. The consumer needs, wants, and usage rates and product and brand 
preferences are often associated with demographic variables. 

• Psychographic segmentation – the market is divided into different groups on the basis of 
psychological/personality traits, lifestyle or values. The people within the same demographic group 
can exhibit very different psychographic profiles. 

• Behavioral segmentation – buyers are divided into groups on the basis of their knowledge of, 
attitude toward, use of, or response to a product. Behavioral variables are occasions, benefits, user 
status, usage rate, loyalty status, buyer readiness stage, and attitude. 

o Occasions – day, week, month and year. 
o User status – nonusers, ex-users, potential users, first time users and regular users. 
o Usage rate – light, medium, heavy product users 
o Buyer –readiness stage – unaware of the product, aware of the product, informed about the 

product, interested about the product, desire about the product, intended to buy the product. 
o Loyalty stage – hard-core loyal, split loyal, shifting loyal, switchers. 
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Market coverage alternatives: - market strategies options pass through following 3 stages 
 

 Mass marketing: - the seller mass producers, distributes and promotes one product to all the buyers. 
The idea is that it would lead to lowest costs and create largest potential market. 

 Product differentiated marketing: - in this stage seller produces more products that exhibit different 
features, styles, quality and sizes and so on to offer variety to buyers rather than appeal to different 
market segments. 

 Target marketing: - in this, seller distinguishes between segments, selects one or more of these 
segments and develops products and marketing mixes tailored to each segments. 

 

Criteria for successful market segmentation: - evolved by Prof. Martin L Bell 
 

 Identifiability and measurability: - the company should clearly define and group the buyers. The 
inputs for this purpose are demographic, social, cultural and other data about members. This is 
known as identification. As for measurement is concerned, the data should permit the measurement 
of size, potential benefits etc. 

  Scope for sizeable market potential: - the marketer should forecast and estimate the actual or 
potential need of the segment members. The factors considered are purchasing power, taste and 
preferences, ability to convert potential market into relatives, income, savings, credit plans etc. 

 Easy accessibility: -these should be a search for enough similarity among buyer for the purpose of 
availing cost-benefits. 

 Reaction of marketing strategy: - it should make differential response to the marketing efforts 
rendered. 

 Stability: - the segments must be large enough to permit a viable market efforts directed towards 
them. 

 Flexibility: - the market segmentation should not be static because as and when marketing 
environment changes the segment need to be altered. 

 Nature of demand: - the market should be segmented based on the nature of demand for a product. 
The demand for a product may be elastic or inelastic. 

 
MARKET TARGETING STRATEGIES 

 

 3 major target strategies are: - 
 

 Undifferentiated marketing: - this marketing strategy offers only one product to all type of buyers 
with one marketing programme, thereby ignoring the likes, dislikes, tastes and preferences. It treats 
market as an aggregate focusing on what is common in the needs of the people rather than on what is 
different. Ex- soft drinks, tooth paste, cigarettes, etc. 

 Differentiated marketing: - under this strategy, a firm decides to operate in several or all market 
segments but designs different marketing programs for each segment. Ex-jet airways differentiated 
services, Maruthi Suzuki differentiated products etc 

 Concentrated marketing: - it implies that the firm goes in for whole market. This alternative is 
necessary when the company’s resources are limited. Under this approach, the firm instead of going 
after a small share of a large market, the firm goes after a large share of one or few sub markets. It is 
also called as “niche marketing”. The demerit of concentrated marketing is that the company’s future 
growth depends on only one segment of the market. 

 
PRODUCT POSITIONING 

 

 The place the product occupies in consumers’ minds relative to competing products. The position of 
a product with consumers is fixed by consumers themselves with or without the assistance of marketers.  
Ex- medimix soaps has regarded as antiseptic soap. Amul is identified with dairy products etc. 
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Positioning strategies 

• Attributes positioning: - a product can be positioned on its specific features such as Maruthi Omni 
van as a family car. 

• Benefits as basis: - positioned on the benefits. Ex- Colgate reduces cavity, fair and lovely for 
fairness etc. 

• Usage occasions: - positioned according to usage. Ex – usha for cool summer. 

• Classes of users: - positioning for certain classes. Ex- Johnson & Johnson baby bath soaps. 

• Against competitors: - a product can be positioned directly against a competitor. Ex- Bajaj van is 
advertised by giving comparative performance of vehicle with other make. 

• Advertisement changes: - by making advertising claim, those made by its competitors. Ex- Bounvita 
advertisement claims it as a health and energy drink. While viva is claimed as double action drink. 

 
MARKETING MIX 

  
 It refers to the set of controllable tactical marketing tools- product, price, place and promotion that 
the firm blends to produce the response it wants in the target market. The marketing mix will have to be 
changed whenever marketing conditions like economical, technological, political, legal changes. 
 
Definition: -acc to “William J.stanton, marketing mix is the term used to describe the combination of the 
four inputs which constitute the core of a company’s marketing system. The product, the price structure, the 
promotional activities and the distribution system. 
 
Elements of marketing mix 

 Product: - product is the first P in marketing mix components. Product means the goods and services 
combination the company offers to the target market. Product must satisfy consumer needs. The 
management must first decide the product to be manufactured to the needs of the customers 
thereafter company decides upon variety, quality, design, features, brand name, packaging etc. 

 Price: - price is the amounts of many customers have to pay to obtain the product. The company 
decides on list price, discounts, allowances, terms of credit, payment period and so on. At last the 
price paid by the buyer must be worth or equal to the product attributes and utility. 

 Place: - place includes company activities that make the product available to target consumers. The 
place component addresses the factors such as channel choice, coverage, assortments, locations, 
inventory, transportation and logistics. Physical distribution is the delivery of products at the right 
time and at the right place and to right person. 

 Promotion: - it means activities that communicate merits/features of the product and persuade target 
customers to buy it. The company must undertake promotion activities such as advertising, personal 
selling, sales promotion, public relation and so on. 

    

4Ps 4Cs 

Product 
Price  
Place 
promotion 

Customer satisfaction 
Cost 
Convenience 
Communication  
 

Extended 3Ps in service marketing 
 Process: - it refers to the system by which the customer receives delivery of the services. 
 People: - persons rendering services play a vital role. Their attitude and behavior exercise a major 

influence on the customer’s perception of the service and the company. 
 Physical evidence: - tangible elements in a service play a significant role in influencing the image of 

the service in the minds of customers. Essential physical evidence can be used to build a strong 
image and to differentiate the services from those of the competitors. 
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The Nature and Characteristics of Indian consumers: 

 
         India has the youngest population profile among the numerically significant countries - there are a lot 
of young people, in different income segments and locations, who are influencing their parents' spending, or 
spending their own money. On the other hand, many farmers have unquestionably grown beyond “rural” in 
the broadly understood sense. Are we even comprehending, let alone capitalizing, on the power of the 
consumer of tomorrow as well as some consumers of today, who remains an after-thought for many 
marketers? 
 
 
      The Indian consumption patterns are slowly converging with the impact of globalization. The Indian 
consumer is now spending more on consumer durables, apparel, entertainment, vacations and lifestyle and 
other related activities. Entertainment, clothing and restaurant dining are categories that have been 
witnessing a maximum rise in consumer spending. The rate of growth of spending on discretionary items 
(unlike basic necessities like food) has been growing at an average of 9 per cent per year over the past five 
years. A nation of savers, India, has now altered into a nation of spenders 
 

MARKETING ETHICS AND SOCIAL RESPONSIBILITY 

 

Exploitive Targeting  

• Marketing to children:  
o Advertising to children is subject to self – regulation according to guidelines developed by 

the children’s advertising review unit (CARU).   
o The guidelines state that product presentations or claims must not mislead children about the 

product’s performance or benefits, exploit the child’s imagination or create unrealistic 
expectations that products must be shown in safe condition. 

•  Overaggressive promotion 

o Teenagers and college students are often provided with too much easy credit, which puts 
them into financial difficulties for years. 

o Aggressive marketing of credit cards to college students; college loan debt has been rising. 
Marketing of credit cards to college students has become far too aggressive and against 
society’s best interests. 

o Strict rules limiting the marketing of banks and credit card companies on college campuses, 
and some banks developed codes of conduct limiting the promotion of credit cards directed at 
students. 

• Selling pharmaceuticals directly to consumers 

o Direct to consumers pharmaceutical advertising, permitted since 1997, has increased the 
consumption of numerous categories of medications.  

o Consumers confirm that they obtain most of the information about these medications from 
TV commercials rather than from their physicians. 

o Recognising that direct to consumer advertising has become too aggressive. 
o The pharmaceutical industry has developed voluntary restrictions regarding their marketing. 

i.e.  Not to advertise new drugs to consumers during their first year on the market. 

• The perils of precision targeting 

o Consumers’ loss of privacy is an increasing problematic ethical issue as marketers identify 
and reach out to increasingly smaller audiences through innovative media and more 
sophisticated tracking. 

o Advertisers are increasingly adopting Narrowcasting – a technique that allows them to send 
precisely directed messages to very small audiences on an ongoing basis.  
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Manipulating consumers 

 Marketers can use the knowledge of perception and learning to manipulate consumers’ consumption 
behaviour. 
 

• Forced exposure to advertising 

o Marketers increasingly use techniques that make it difficult for consumers to clearly 
distinguish advertising from entertainment content. 

o Product placements are fairly common in big budget movies – Hrithik Roshan in Krrish 
showed a variety of brands prominently positioned. 

• Tinkering with consumers perceptions 

o Marketers manipulate consumer’s perception and behaviour by using the physical setting 
where consumption occurs. 

o Both children and adults consume more juice when the product is presented in short, wide 
glasses than in tall slender glasses. 

o Candies placed in clear jaws were eaten much quicker than those in opaque wraps. 
o The visibility and aroma of tempting foods generated greater consumptions. 
o The principle of stimulus generalisation can be used to confuse consumers and alter intended 

consumption behaviour. – Less expensive brands and placed next to expensive premium 
brands. 

• Covert marketing 

o it is also known as masked or stealth marketing 

o Consists of marketing messages and promotional materials that appear to come from 
independent parties although, in fact, they are sent by marketers.  

• Socially undesirable representations 

o Marketers may convey socially undesirable stereotypes and images in products and 
advertisements. 

• False or misleading advertising 

o The ethical issues related to advertising focus on the accuracy of the information provided 
and the potential misuse of promotional messages. 
 

 

Social responsibility  

• Advocating socially beneficial causes 
o The primary objective of many not-for-profit organisations is to promote socially desirable 

behaviours and discourage ones that produce negative outcomes. 
o Even government organisations try to induce public behaviour 

• Cause – related marketing 
o Where they contribute a portion of the revenues they receive from selling certain products to 

such causes as helping people inflicted with incurable diseases. 
o In India, as part of their corporate social responsibility programs, companies tie up with 

NGOs or government agencies either for specific projects or as a long term association. 

• Green marketing 
o Many companies presently promote their use of renewable, clean, and sustainable energy and 

recycled and non-polluting materials. 

• Consumer ethics 
o Measuring consumers’ views and perception of companies that tackles exploitation. 
o Is buyers’ dishonest behaviour in the market place. 
o Software piracy, abnormal return pattern for a refund 

 

MEANING OF CONSUMERISM 
As a consumer, you must be using goods and services from time to time. You may be having the 

experience of being exploited by some or the other suppliers. Sometimes they over-charge or supply inferior 
quality goods and services. It is difficult to stop such exploitation by an individual consumer. The intensity 
of such exploitation may be restricted if consumers become alert and collectively take a stand against such 
malpractices. Self-effort on the part of consumers for safe-guarding themselves is known as “consumerism”. 
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Consumerism” refers to a movement by consumers to ensure fair and honest (ethical) practices on the 
part of manufacturers, traders, dealers and services providers in relation to consumers. The movement may 
be regarded an attempt by individual consumer activists and consumer associations for creating consumer 
awareness about the malpractices in the market and finding ways and means to protect their interests. This 
movement will be successful if consumers are aware of their rights and responsibilities while using goods 
and services.  

 

Rights of Consumers 
You know that today consumers face various problems on account of competition in the market, 

misleading advertisements, availability of inferior quality of goods and services, etc. Hence protection of 
consumers’ interest has become a matter of serious concern for the Government as well as public bodies. It 
is to safeguard the interest of consumer’s government has recognized certain rights of consumers.  
 
Let us now discuss the various rights of consumers that are recognized by Government of India. 
 

• Right to safety: Consumers have a right to be protected against marketing of goods which are injurious 
to health and life. As a consumer if you are conscious of this right, you can take precautions to prevent 
the injury or if injury is caused in spite of precaution, you have a right to complain against the dealer 
and even claim compensation. For example, if you buy any medicine, the pharmacy selling it can be 
held responsible if the medicine proves harmful. Again if gas cylinder is used for cooking, you have to 
check that it does not leak when it is supplied to you. If it starts leaking afterwards, the supplier will be 
liable to pay compensation if the leakage of gas leads to fire and causes injury or death to anyone. 

• Right to be informed: Consumers also have the right to be informed about the quantity, quality, purity, 
standard or grade and price of the goods available so that they can make proper choice before buying 
any product or service. Also, where necessary, the consumer must be informed about the safety 
precautions to be taken while using the product to avoid loss or injury. Taking the example of gas 
cylinder again, the supplier must inform the user to stop the flow of gas with the help of the regulator 
when it is not in use. 

• Right to choose: Every consumer has the right to choose the goods needed from a wide variety of 
similar goods. Very often dealers and traders try to use pressure tactics to sell goods of poor quality. 
Sometimes, consumers are also carried away by advertisements on the TV. These possibilities can be 
avoided if consumers are conscious of this right. 

• Right to be heard: This right has three interpretations. Broadly speaking, this right means that 
consumers have a right to be consulted by Government and public bodies when decisions and policies 
are made affecting consumer interests. Also, consumers have a right to be heard by manufactures, 
dealers and advertisers about their opinion on production and marketing decisions. Thirdly, consumers 
have the right to be heard in legal proceedings in law courts dealing with consumer complaints. 

• Right to seek redress: If and when any consumer has a complaint or grievance due to unfair trade 
practices like charging higher price, selling of poor quality or unsafe products, lack of regularity in 
supply of services etc. or if he has suffered loss or injury due to defective or adulterated products, he has 
the right to seek remedies. He has a right to get the defective goods replaced or money refunded by the 
seller or dealer. He also has the right to seek legal remedies in the appropriate courts of law. Through 
this right the consumers are assured that their complaints will receive due attention. This right also 
provides for due compensation to consumers if they have suffered a loss or are put to inconvenience due 
to the fault of the supplier or manufacturer. 

• Right to consumer education: To prevent market malpractices and exploitation of consumers, 
consumer awareness and education are essentially required. For this purpose, consumer associations, 
educational institutions and Government policy makers are expected to enable consumers to be 
informed and educated about (a) the relevant laws which are aimed at preventing unfair trade practice; 
(b) the ways in which dishonest traders and producers may try to manipulate market practices to deceive 
consumers; (c) how consumers can protect their own interest; and (d) the procedure to be adopted by 
consumers while making complaints. 
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Responsibilities of Consumers 
There is a well known saying that ‘there cannot be rights without responsibilities’. Having examined 

the consumer rights and the purpose served by them, it is necessary to consider whether consumers should 
also be responsible enough to be entitled to exercise their rights.  

 

• Responsibility of self-help It is always desirable that a consumer should not depend on the seller for 
information and choice as far as possible. As a consumer, you are expected to act in a responsible 
manner to protect yourself from being deceived. An informed consumer can always take care of 
his/her interest more than any one else. Also, it is always better to be forewarned and forearmed rather 
than getting remedies after suffering a loss or injury. 

• Proof of Transactions: The second responsibility of every consumer is that the proof of purchase and 
documents relating to purchase of durable goods should be invariable obtained and preserved. For 
example, it is important to get a cash memo on purchase of goods You should remember that in case 
you have to make any complaint about defects in goods, the proof of purchase will enable you to 
establish your claim for repair or replacement of the goods. Similarly, durable consumer goods like 
TV, refrigerator, etc. carry warranty /guarantee cards issued by the dealers. The cards entitle you to get 
the service for repairs and replacement of parts free of cost during a certain period after purchase. 

• Proper claim: Another responsibility that consumers are expected to bear in mind is that while 
making complaints and claiming compensation for loss or injury, they should not make unreasonably 
large claims. Very often, consumers have to exercise their right to seek redressal in a court. There have 
been cases in which consumers claimed huge compensation for no apparent reason. This is regarded as 
an irresponsible act which should be avoided. 

• Proper use of Product/services: Some consumers, especially during the guarantee period, make 
rough use of the product, thinking that it will be replaced during the guarantee period. This is not fair 
on their part. They should always use the products properly. 

 
Besides the above responsibilities, consumers should be conscious of some other responsibilities.  

• They should stick to the agreement made with manufacturers, traders and service providers. 

• They should make timely payment in case of credit purchases.  

• They should not tamper with the media of services, like electric and water meters, bus and train 
seats, etc.  
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Module 02 

Role of Research in understanding consumer behaviour 
 
 
Consumer research paradigms 

Here in this topic of consumer research they are trying to identify reasons for purchasing a product, usually 
customers hesitates to reveal their reasons or motivational factor which made them to purchase a product or 
service at that time the consumer researchers use the two different types of research methodology to study 
consumer behavior: quantitative research and qualitative research. 
  
Quantitative research: 

It is descriptive in nature and this method is used to predict the consumer behavior. This method always 
consists of experiments, surveys techniques, and observations. The findings are empirical and if collected 
randomly this can be generalized to large populations and the data are quantitative, they lend to sophisticated 
statistical analysis  
 
Qualitative research:. 

This includes depth interviews, focus groups, metaphor analysis, and projective techniques. Here sample 
sizes are necessarily small so we cannot generalized to larger population they are used to obtain new ideas 
for promotional campaigns.  
 
Combining qualitative and quantitative research findings: 

By combining both research finding marketers can design more effective marketing strategies and always 
they use qualitative research findings to discover new ideas and quantitative to predict consumer reactions to 
various promotional inputs.  
 
The consumer research process: 
The important steps in the consumer research process are  

1.      Defining the objectives of the research  
2.      Collecting and evaluating secondary data 
3.      Designing a primary research study  
4.      Collecting primary data 
5.      Analyzing the data  
6.      Preparing the report on findings  
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Developing the research objectives: 
 
It is first and the most difficult step in research process hare the questions like is it to segment the market for 
plasma television sets? To find out consumer attitude about the experience with online shopping?. And it is 
always important for the marketing manager to agree at the out set on the purposes and the objectives of the 
study to ensure that  
 
 
 Collecting secondary data 
 
Secondary data includes both internal and external data it is collected or generated for some purpuss other 
than the present research objectives 
                Internal secondary data such information as data generated in house for earlier studies for earlier 
studies as well as analysis of customer files, such as past customer transactions etc.  
 
Designing primary research: 
 
It is basically designed on the basis of the purposes of the study. If the descriptive study is needed then the 
quantitative study is likely to be under taken. If the purpose is of the new ideas then we can go for the 
qualitative research.   
 
Quantitative research design  
 
A quantitative research study consists of research design, the data collection methods and instruments to be 
used, and the sample design. Three basic designs are used in quantitative research are : observation, 

experimentation, or survey.    
 
Observational research  
               Here in this method the people or customers are observed when they are purchasing the product or 
using the product  
    Mechanical observation  
             Uses a mechanical or electronic device to record customer behavior or responses to a particular 
marketing stimulus. 
    Experimentation 
it is possible to test the relative sales appeal of many types of variables, such as package designs, prices 
promotional offers, or copy themes through experiments designed to identify cause and effect.  
Surveys 
There are various survey methods are there they are,  

         personal interview survey 
         telephone survey 
         mail surveys 
         online surveys 

Quantitative research data collection instruments 
 The data collection instruments are developed to as part of a study’s total research design systematizing the 
collection of data and to ensure that all respondents are asked the same questions in the same order. 
Questionnaire 
For quantitative research the primary data collection instrument is questionnaire 
Attitude scales 
the instruments most frequently used to capture this evaluative data is called attitude scales the most 
frequently attitude scales are likert scales, semantic differential scale, behavior intension scale, and rank 

order scale.  
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Qualitative research design and data collection methods  
 

The important methods of data collection in this research design are depth interview, focus group, 

discussion guides, projective techniques and metaphor analysis. These techniques are regularly used the 
early stages of attitude research to pinpoint relevant product related beliefs and to develop an initial picture 
of consumer attitude.   
 
Depth interview:  
 This is a lengthy non structured interview between a respondent and highly trained interviewer, who 
minimizes his own participation in the discussion after establishing the general subject to be discussed 
 
Focus group: 
 this consist of 8 to 8 to10 respondents who meet with a moderator analyst for a group discussion “focused” 
on a particular product or product category.  
 
 Projective techniques: 
 This is designed to tap the underlying motives of individuals despite their unconscious rationalizations or 
efforts at conscious concealment.  
 
Metaphor analysis: in the 1990, a stream of consumer research emerged suggesting the most 
communication is non verbal and that people do not think in words but in images.  
 
Data analysis and reporting research findings 
In qualitative research, the moderator usually analyses the responses received. In quantitative research, the 
research supervises the analysis open ended questions are first coded and classified then all of the responses 
are tabulated and analyzed. using sophisticated analytical programs that correlate the data by selecting 
variables and cluster the data by selected demographic characteristics. 
 

A MODEL OF CONSUMER DECISION MAKING – INPUT-PROCESS-OUTPUT 
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Levels of Consumer Decision Making 

 

There are three levels of consumer decision making: 

Extensive problem solving, limited problem solving and routinised response behavior. 

 

Extensive problem solving 

When consumers have no established criteria for evaluating a product category or specific brands in that 

category or have not narrowed the number of brands they will consider to a small, manageable subset, their 

decision-making efforts can be classified as extensive problem solving. Here, the consumer needs a great 

deal of information to establish a set of criteria on which to judge specific brands and a correspondingly 

large amount of information concerning each of the brands to be considered. 

 

Limited problem solving 

Here, the consumers have already established the basic criteria for evaluating the product category and the 

various brands in the category. They have not fully established preferences concerning a select group of 

brands. The search for additional information is more like “fine-tuning”; they must gather additional brand 

information to discriminate among the various brands. 

 

Routinised response behavior 

Here, consumers have 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. In extensive problem solving 

customer seek for more information to make a choice, whereas in routinized response behavior customers 

need only little additional information. 

 

Views of consumer’s decision: four views of consumer decision making 

 

The term models of consumers refers to a general view or perspective as to how individuals behave as 

they do. The models of consumers are examined in the following four views: 

 

1. An economic view 

In the world of perfect competition, the consumer has often been characterized as making rational decisions. 

This model, called economic man theory, has been criticized by consumer researchers for a number of 

reasons. To behave rationally in the economic sense, a consumer would have to (a) be aware of all available 

product alternatives, (b) be capable of correctly ranking each alternative in terms of its benefits and 

disadvantages, and (c) be able to identify the one best alternative. Consumers rarely have all the information 

or sufficiently accurate information or even an adequate degree of involvement or motivation to make the 

so-called ‘perfect’ decision. 

 

2. A passive view 

Quite opposite to the economic view of consumers is the passive view that depicts the consumer as 

submissive to the self-serving interests and promotional efforts of marketers. Consumers are perceived as 

impulsive and irrational purchasers in passive view, ready to yield to aims and into the arms of marketers. 

The principal limitation of the passive model is that it fails to recognize that the consumers play an equal, if 

not dominant, role in many buying situations-sometimes by seeking information about product alternatives 

and selecting the product that appears to offer the greatest satisfaction and at other times by impulsively 

selecting a product that satisfies the mood or emotion of the moment 
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3. A cognitive view 

The cognitive model portrays the consumer as a thinking problem solver. Within this framework, consumers 

frequently are pictures as either receptive to or actively searching for products and services that fulfill their 

needs and enrich their lives. The cognitive model focuses on the processes by which consumers seek and 

evaluate information about selected brands and retail outlets. 

4. An emotional view 

The marketers frequently prefer to think of consumers in terms of either economic or passive models. In 

reality, each of us likely to associate deep feelings or emotions, such as joy, fear, love, hope, sexuality, 

fantasy, and even a little ‘magic’ with certain purchases or possessions. These feelings or emotions are likely 

to be highly involving. For example, a person who misplaces a favorite fountain pen might go to great 

lengths to look for it, despite the fact that he or she has six others at hand. 

Possessions also may serve to preserve a sense of past and act as familiar transitional objects when one is 

confronted with an uncertain future. For example, members of the armed forces invariably carry photographs 

of the girl back home, their families, and their lives in earlier times. These memories frequently serve as 

hopeful reminders that normal activities will someday resume. 
  

Factors Responsible For Influencing Consumer Behaviour 

 

 

Internal factors 

 

• Motivation 

• Personality 

• Perception 

• Learning 

• Attitude 

• Communications 

 

External factors 

 

• Social Class 

• Culture 

• Reference Groups 

• Family 

 

Situational influences 

The nature of situational influence  

 Situational influence as all those factors particular to a time and place that do not follow from 
knowledge of personal and stimulus (choice alternative) attributes and that have an effect on current 
behaviour. Consumers do not respond to stimuli such as advertisements and products presented by marketers 
in isolation; instead, they respond to marketing influences and the situation simultaneously.  
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The consumption process occurs within four broad categories: -  

• The communication situation 

o The situation in which consumers receive information has an impact on their behaviour. 
Whether one is alone or in a group, in a mood or bad. 

o Is it better to advertise on a happy or sad television program? 

o A marketer is able to deliver an effective message to consumers who are interested in the 
product and are in a receptive communications situation. 

• The purchase situation 

o Situations can also affect product selection in a purchase situation. 
o Mothers shopping with children are more apt to be influenced by the product preferences of 

their children than when shopping without them. 
o A short-age of time, the number of brands considered, and the price the shopper is willing to 

pay. 

• The usage situation 

o Marketers need to understand the usage situations for which their products are, or may 
become, appropriate. Using this knowledge, marketers can communicate how their products 
create consumer satisfaction in each relevant usage situations.  

• The disposition situation 

o Consumers must frequently dispose of products or product packages after or before product 
use. It can create significant opportunities for marketers. 

o Some consumers consider ease of disposition an important product attributes. These people 
may purchase only items that can be easily recycled. 

o Often disposition of an existing product must occur before or simultaneously with the 
acquisition of the new product. 

Situational characteristics and consumption behaviour 

 We will describe five key characteristics of situations that help determine the situation’s impact on 
behaviour. 

• Physical features 

o Physical surroundings 

o Physical surroundings include décor, sounds, aromas, lighting, weather and configurations of 
merchandise or other material surroundings the stimulus object 

o Physical surroundings are a widely used type of situational influence, particularly for retail 
applications. 
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o The sum of all the physical features of a retail environment is referred to as the store 

atmosphere. 

o a stores atmosphere influences the consumers’ judgments of the quality of the store and the 
store’s image. 

o Atmosphere is referred to as Servicescape. 

o Colors 

o The color red is effective at attracting consumers’ attention and interest. 
o Softer colors such as blue are less attention-attracting and arousing. They are perceived as 

calm, cool and positive. 
o Aromas 

o Odors can affect consumer shopping behaviour 
o Music 

o Music influences consumers’ moods 

o Slow music appears to have relaxed and slowed down the customers 

o It also increased their positive emotional response to the service environment and to the wait 
for service. 

o Crowding 

o It generally produces negative outcomes for both the retail outlet and the customers 

o Using external personnel, adding additional checkout lines, and similar measures can enhance 
the flow of consumers through a store during peak periods and reduce the crowding sensation. 

• Social surroundings  

o Are the other individuals present during the consumption process. People’s actions are 
frequently influenced by those around them. 

o Most people would change their apparel for at least some of the situations. 
o Social influence is significant force acting on our behaviour, since individuals tend to comply 

with group expectations, particularly when the behaviour is visible. 

• Temporal perspective  

o Are situational characteristics that deal with the effect of time on consumer behaviour. 
o The amount of time available for the purchase has a substantial impact on the consumer 

decision process. 
o The less time there is available, the shorter will be the information search, the less available 

information will be used, and the more suboptimal purchase will be made. 
o Limited purchase time can also result in a smaller number of product alternatives being 

considered. 

• Task definition 

o Is the reason the consumption activity is occurring. The major task dichotomy used by 
marketers is between purchases for self-use versus gift giving. 

o Consumers give gift for many reasons.  
o Gifts are also given to elicit return favors in the form of either gifts or actions. 
o The type of gift given and desired varies by occasion and gender.   

• Antecedent states 
o Features of the individual person that are not lasting characteristics, such as momentary 

moods or conditions, are called antecedent states. 
o Most people experience states of depression or excitement from time to time that are not 

normally part of their individual makeup. 
o Moods  
o Moods are transient feeling states. Moods both affect and are affected by the consumption 

process 
o Positive moods appear to be associated with increased browsing and impulse purchasing. 

Negative moods are associated with compulsive purchasing. 
o Momentary conditions 
o Reflect temporary states of being such as being tired, ill, etc. 
o Ex: - individuals feeling tired or sleepy during the day may drink a cup of coffee or a soft 

drink. 
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Module 03 

Internal Influence – Motivation, Personality, Perception 

A - Motivation 
 
Basics of Motivation:- 

People are motivated by many things, some positive others not.  Some motivating factors can move 
people only a short time, like hunger which will last only until you are fed.  Others can drive a person 
onward for years.   
 

• Motivation is the driving force within individuals that impels them to action. 

• This driving force is produced by a state of tension, which exists as the result of an unfulfilled need. 
Individual strive both consciously and subconsciously to reduce this tension through selection goals 
and subsequent behaviour that they anticipate will fulfill their needs. 

•  Motivation is the activation or energization of goal-oriented behavior.  

• Motivation may be intrinsic or extrinsic.  

• The term is generally used for humans but, theoretically, it can also be used to describe the causes for 
animal behavior as well. According to various theories, motivation may be rooted in the basic need to 
minimize physical pain and maximize pleasure, or it may include specific needs such as eating and 
resting, or a desired object, hobby, goal, state of being, ideal, or it may be attributed to less-apparent 
reasons such as altruism, morality, or avoiding mortality. 

 

Needs: 

• Needs are the essence of the marketing concept.  Marketers do not create needs but can make 
consumers aware of needs.  

• A need is something that is necessary for humans to live a healthy life. Needs are distinguished from 
wants because a deficiency would cause a clear negative outcome, such as dysfunction or death. 

Types of Needs 
         Innate Needs: Physiological (or biogenic) needs that are considered primary needs or motives. They 

include the needs for food, water, air, clothing, etc. 
         Acquired Needs: Learned in response to our culture or environment.  Are generally psychological and 

considered secondary needs. These may include needs for self-esteem, prestige, affection, power etc. 
 
Needs can be positive or negative direction. 

• Feel a driving force toward some object or condition 

• Driving force away from some object or condition 

• Ex: - A person may be impelled to start exercising in order to avoid health problems (negative outcome) 
or in order to look more attractive and dynamic (positive outcome).  

 
Goals: 

• A goal or objective is a projected state of affairs that a person or a system plans or intends to achieve. 

• A personal or organizational desired end-point in some sort of assumed development. It is the 
sought-after results of motivated behavior. 

Types of goals: 
         Generic goals: are general categories of goals that consumers see as a way to fulfill their needs  
         Product-specific goals: Are specifically branded products or services that consumers select as their 

goals. 
Ex: - A student tells his parents that he wants to become an entrepreneur, he has stated a generic goal. If he says 

he wants to get an MBA degree for the Harvard Business School, he has expressed a product - specific goal.  
 
Goals can be positive or negative. 

• A positive goal is one toward which behaviour is directed thus it is referred as approach object. 

• Persons with approach focus are interested in their growth and development. 

• A negative goal is one from which behaviour is directed away and is referred as avoidance object. 

• Persons with avoidance focus are interested in safety and security. 
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The Selection of Goals 

The goals selected by an individual depend on their: 
•         Personal experiences 
•         Physical capacity 
•         Prevailing cultural norms and values 
•         Goal’s accessibility in the physical and social environment 

 

Positive and negative motivation: 
 

• Positive motivation is a response which includes enjoyment and optimism about the tasks that you 
are involved in.  

• Positive motivation induces people to do work in the best possible manner and to improve their 
performance.  

• Better facilities and rewards are provided for their better performance. Such rewards and facilities 
may be financial and non-financial. 

 

• Negative motivation aims at controlling the negative efforts of the work and seeks to create a sense 
of fear for the worker, which he has to suffer for lack of good performance.  

• It is based on the concept that if a worker fails in achieving the desired results, he should be 
punished.  

• Negative motivation involves undertaking tasks because there will be undesirable outcomes, eg. 
Failing a subject, if tasks are not completed. 

 
Almost all students will experience positive and negative motivation, as well as loss of motivation, at 

different times during their life at University. Both positive and negative motivation aim at inspiring the will 
of the people to work but they differ in their approaches. Whereas one approaches the people to work in the 
best possible manner providing better monetary and non-monetary incentives, the other tries to induce the 
man by cutting their wages and other facilities and amenities on the belief that man works out of fear. 
 

Rational versus Emotional Motives 

• Rationality implies that consumers select goals based on totally objective criteria such as size, 
weight, price, or miles per gallon. 

•  A conscious, logical reason for a purchase.  A motive that can be defended by reasoning or logical 
argument 
 

• Emotional motives imply the selection of goals according to personal or subjective criteria.  

• A feeling experienced by a customer through association with a product. 
 
The Dynamic Nature of Motivation 

 Motivation is highly dynamic construct that is constantly changing in reaction to life experience. 
Needs and goals change and grow in response to an individual’s physical conditions, environment, 
interactions with others and experiences. 

• Needs are never fully satisfied 

Most human needs are never fully or permanently satisfied. In this instance, temporary goal 
achievement does not adequately satisfy the need for power, and the individual strives ever 
harder to more fully satisfy that need. 
Ex: - a person may partially satisfy a need for power by working as an administrative 
assistant to a local politician, but this vicarious taste of power may not sufficiently satisfy his 
needs; thus, he may strive to work for a state legislator or even to run for political office 
himself. 

• New needs emerge as old needs are satisfied 

Higher – order needs emerge as lower – order needs are fulfilled.  
Ex: - a man whose basic physiological needs are fairly well satisfied may turn his efforts to 
achieving acceptance among his neighbors by joining their political clubs and supporting 
their candidates. 
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• People who achieve their goals set new and higher goals for themselves 

Individuals who successfully achieve their goals usually set new and higher goals for 
themselves, that is, they raise their levels of aspiration. Those, who do not reach their goals 
sometimes, lower their levels of aspiration. Thus goal selection is often a function of success 
and failures. 

 

Model of the Motivation Process: 
The motivational process is the steps that you take to get motivated. It is a process, that when 

followed produces incredible results. It is amazing what you can do if you are properly motivated, and 
getting properly motivated is a matter of following the motivational process. Like any other process it takes 
a little work and foresight and planning on your part. However, the return on your investment of time is 
significant, and it is important when needing extra motivation that you apply the motivational process. 

 

 
 

                   In the initiation a person starts feeling lack nesses. There is an arousal of need so urgent, that the 
bearer has to venture in search to satisfy it. This leads to creation of tension, which urges the person to forget 
everything else and cater to the aroused need first. This tension also creates drives and attitudes regarding 
the type of satisfaction that is desired. This leads a person to venture into the search of information. This 
ultimately leads to evaluation of alternatives where the best alternative is chosen. After choosing the 
alternative, an action is taken. Because of the performance of the activity satisfaction is achieved which than 
relieves the tension in the individual. 
 

 

 

Arousal of Motives: 
The arousal of any particular set of needs at a specific moment in time may be caused by internal 

stimuli found in the individual’s physiological condition, by emotional or cognitive processes or by stimuli 
in outside environment.  

•         Physiological arousal 

•         Emotional arousal 

•         Cognitive arousal 

•         Environmental arousal 

1. Physiological Arousal Bodily needs at any one specific moment in time are based on the individual 
physiological condition at the moment. Ex..A drop in blood sugar level or stomach contractions will 
trigger awareness of a hunger need. Ex..A decrease in body temperature will induce shivering, which 
makes individual aware of the need for warmth this type of thing, they arouse related needs that 
cause uncomfortable tensions until they are satisfied. Ex..Medicine, low fat and diet 
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2. Emotional Arousal Sometime daydreaming results in the arousal (autistic thinking) or stimulation of 
latent needs. People who are board or who are frustrated in trying to achieve their goals or often 
engage in daydreaming, in which they imagine themselves in all sorts of desirable situations. Ex..A 
young woman who may spend her free time in internet single chat room. 

3. Cognitive arousal Sometime random thoughts can lead to a cognitive awareness of needs. An 
advertisement that provides reminders of home might trigger instant yearning to speak with ones 
parents. Advertisements are cues designed to arouse needs. Without these cues, the needs might 
remain dormant. Creative advertisements arouse needs and create a psychological imbalance in the 
consumer’s mind. 

4. Environment arousal The set of needs an individual experiences at particular time are often 
activated by specific cues in the environment. Without these cues the needs might remain dormant. 
Ex. The 8’o clock news, the sight or smell of bakery goods, fast food commercials on television, all 
these may arouse the need for food.  Ex...New cell phone model display in the store window. 

Motivation theories and marketing strategy:  
Abraham Maslow’s “Need Hierarchy Theory”: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

One of the most widely mentioned theories of motivation is the hierarchy of needs theory put forth 
by psychologist Abraham Maslow. Maslow saw human needs in the form of a hierarchy, ascending from the 
lowest to the highest, and he concluded that when one set of needs is satisfied, this kind of need ceases to be 
a motivator. 

 
As per his theory these needs are: 

(i) Physiological needs: These are important needs for sustaining the human life. Food, water, 
warmth, shelter, sleep, medicine and education are the basic physiological needs which fall in the 
primary list of need satisfaction. Maslow was of an opinion that until these needs were satisfied 
to a degree to maintain life, no other motivating factors can work. 
 

(ii) Security or Safety needs: These are the needs to be free of physical danger and of the fear of 
losing a job, property, food or shelter. It also includes protection against any emotional harm. 
 

(iii) Social needs: Since people are social beings, they need to belong and be accepted by others. 
People try to satisfy their need for affection, acceptance and friendship. 

 
(iv) Esteem needs: According to Maslow, once people begin to satisfy their need to belong, they tend 

to want to be held in esteem both by themselves and by others. This kind of need produces such 
satisfaction as power, prestige status and self-confidence. It includes both internal esteem factors 
like self-respect, autonomy and achievements and external esteem factors such as states, 
recognition and attention. 
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(v) Need for self-actualization: Maslow regards this as the highest need in his hierarchy. It is the 

drive to become what one is capable of becoming; it includes growth, achieving one’s potential 
and self-fulfillment. It is to maximize one’s potential and to accomplish something. 

 
As each of these needs are substantially satisfied, the next need becomes dominant. From the 

standpoint of motivation, the theory would say that although no need is ever fully gratified, a substantially 
satisfied need no longer motivates. So if you want to motivate someone, you need to understand what level 
of the hierarchy that person is on and focus on satisfying those needs or needs above that level. 
 

Maslow’s need theory has received wide recognition, particularly among practicing managers. This 
can be attributed to the theory’s intuitive logic and ease of understanding. However, research does not 
validate this theory. Maslow provided no empirical evidence and other several studies that sought to validate 
the theory found no support for it. 
 
 

An evaluation of the need hierarchy and its marketing applications 

 

 The hierarchy offers a highly useful framework for marketers trying to develop appropriate 
advertising appeals for their products. It is adaptable in two ways: -  

• It enables marketers to focus their advertising appeals on a need level that is likely to be shared by a 
large segment of the target audience. 

• It facilitates product positioning or repositioning. 
 
Segmentation and promotional applications 

 Maslow’s need hierarchy is readily adaptable to market segmentation and the development of 
advertising appeals. 

• Individuals buy health foods, medicines and low-fat products to satisfy physiological needs. 

• Buying insurance, preventive medical services and home security systems to satisfy security needs. 

• Almost all personal care and grooming products, as well as clothes are purchased to satisfy social 
needs. 

• High – tech products, big cars, expensive furniture’s are purchased to fulfill ego and esteem needs 

• Post graduate college education, hobby-related products, and exotic and physically challenging 
adventure trips are sold as ways of achieving self-fulfillment. 

 
Advertisements can also use the need hierarchy for positioning products – that is, deciding how the 

products should be perceived by prospective consumers. The key to positioning is to find a niche – an 
unsatisfied need – that is not occupied by a competing product or brand.  
 

 
McGuire’s Classification of Motives 

 Active 
(Proactive) 

Passive 
(Reactive) 

Cognitive 
(Thinking)  

Preservation 1. Consistency 2. Attribution 3. 

Categorization 
4. 

Objectification 

Growth 5. Autonomy 6. Stimulation 7. Matching 8. Utilitarian 

Affective 
(Feeling)  

Preservation 9. Tension Reduction 10. Self 

expression 
11. Ego 

Defence 
12. 

Reinforcement 

Growth 13. Assertion 14. Affiliation 15. 

Identification 
16. Modeling 

 

 

Mr.Srinivas.S, Asst Professor

21

CONSUMER BEHAVIOUR (14MBAMM301) 

Department of Management Studies, GCEM



 

McGuire’s Psychological Motives 

 
The classification of motives by McGuire is more specific and used more in marketing. 
 
 

Cognitive preservation motives 

 
1. Need for consistency: - People try to buy things which are consistent with their liking and taste. A 

sophisticated person will be consistent in his choice of colors of clothing, paintings on the wall, color 
of rooms. He would prefer sophisticated instead of flashy objects. 

2. Need to attribute causation: - We often attribute the cause of a favorable or unfavorable outcome to 
ourselves or, to some outside element. You can buy shoes by your choice and may not like them. It 
can be attributed to you. If you buy a dress by the advise of your friends and companions, and do not 
like it, the causes are attributed to other factors. 

3. Need to categories: - The objects are categorized in a number of ways. The most popular is the price. 
Cars can be classified around R's. 2 lakhs or above Rs. 5.5 lakhs. Many products are categorized at 
499.00to keep them under Rs. 500. This is practiced in shoes mainly by Bata and others. 

4. Need for cues (Objectification): - These are hints or symbols that affect our feelings, attitudes, 
impressions, etc. For instance, clothing can be a cue to adopt a desired lifestyle. The use of products 
can be enhanced by providing proper cues to the purchasers. 

 

Cognitive Growth Motives 

 
5. Need for Autonomy: - The need for independence and of self-government is a characteristic of the 

American culture. It is likely that all individuals have this need at some level. Americans are taught 
that it is proper and even essential to express and fulfill this need.  

6. Teleological Need:- This motive propels us to prefer mass media such a movies, television programs, 
and books with outcomes that match our view of how the world should work (the “good guys” win, 
the hero gets the heroine, and so forth). 

7. Need for novelty (Stimulation): - We sometimes want to be different in certain respects and want to 
be conspicuous. This is evident in impulse purchasing or unplanned purchasing. We go in for novelty 
products, novelty experiences. A different kind of travel with many novelties offered by a traveling 
agency. 

8. Utilitarian Need: These theories view the consumer as a problem solver who approaches situations 
as opportunities to acquire useful information or new skills. 

 
Affective preservation motives 

 
9. Need for tension reduction: - We encounter situations in our daily lives that create uncomfortable 

levels of stress.  In order to effectively manage tension and stress in our lives we are motivated to 
seek ways to reduce arousal.  

10. Need for self-expression: -We want to identify ourselves and go in for products that let others know 
about us. We may buy a suit not only for warmth but also for expressing our identity to others. 

11. Need for ego defense: - When our identity is threatened or when we need to project a proper image, 
we use products in our defense. Deodorants are used for ego defense. Mouthwash for fresh breath or, 
false teeth to protect our image. We use hair dye to look younger better, etc. We rely on well-known 
brands to give a correct social image of ourselves. 

12. Need for reinforcement: - When we buy a product which is appreciated by others, it reinforces our 
views, our behavior, our choice and we go in for repeat purchases. More products can be sold if their 
reinforce mentis greater by their purchases. 
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Affective Growth Motives 

 
13. Need for assertion: - These needs are fulfilled by engaging in those kind of activities that bring self-

esteem and esteem in the eyes of others. We can buy an expensive car which may be for esteem but, 
if it does not perform well, we tend to complain bitterly. Individuals with a strong need for self 
esteem tend to complain more with the dissatisfaction of the product. 

14. Need for affiliation: - We like to use product which are used by those whom we get affiliated to. If 
one’s friend appreciates and wears a certain brand then one also tries to use the same brands or 
objects for affiliation. It is the need to develop mutually helpful and satisfying relationships with 
others. Marketers use the affiliation themes in advertisements which arouse emotions and sentiments 
in the minds of the consumers for their children and families. 

15. Need for Identification: - These theories view the consumer as a role player. One gains pleasure 
from adding new, satisfying roles and by increasing the significance of roles already adopted. 

16. Need for modeling: - We try to copy our heroes and our parents and those we admire. We base our 
behavior on the behaviour of others. Marketer’s use these themes for selling their product, i.e., “Lux 
is used by heroines”. “Sportsmen rely on boost for their energy” and such captions are used regularly 
and repeatedly. 

 

Discovering purchase motives 

Consumers do not buy products. They buy motive satisfaction or problem solutions. A person does 
not buy a sofa set but he buys comfort. A person does not buy cosmetics but he buys hope for looking good. 
Marketeers therefore try to find the motives for buying, and build their products and marketing mixes around 
these motives. A person may buy a product for a number of motives. One of them could be rewarded for 
oneself or to self-indulge in them or for a gift. 
 
Multiple motives are involved in consumption. Therefore, a marketeer tries to find out: 
(a) The motive for buying, 
(b) How to formulate a strategy to fulfil these motives, and 
(c) How to reduce conflict between motives. 
 
How to Discover Motives 

This is found out by asking questions from the respondent. Some motives are disclosed by the 
respondent; others are not divulged or are hidden. 

 For instance, you ask a lady why she wears designer jeans. She can say that 
 (a) They are in style  
(b) They fit well  
(c) They are worn by her friends.  

These motives are disclosed. They are called as Manifest motives 
Latent motives may not be disclosed. These may be  
(d) They show that I have money  
(e) They make one look cute and desirable  
(f ) They show I am young 
(g) They project my slimness, etc. 
 
Buying motives determine two things:  

• what consumers want to do, and 
• How much they want to do it. 

 
To market successfully, purchase motives  

• First have to be directed towards your goods, not someone else's. 
• Second, the drive has to be strong enough so that people will act on it; they have to be willing to pay 

the price in terms of dollars, time, and effort. 
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Manifest and Latent Motives 

Another important method to find out the motives may be by “Motivational Research” where indirect 
questions are asked to elicit the information from the respondents. This is done by unstructured disguised 
interviews or questionnaires. Once the motives have been known, the marketing strategy is designed around 
the appropriate set of motives. While designing the strategy, the target market has to be decided and the 
communication has to be chosen for the said target market. Since there is more than one motive, more than 
one benefit should be communicated by advertising and other methods of promotion. 
 

Latent and Manifest Motives 

 
Marketing Strategies Based on Motivation Conflict  

 

With (he many motives consumers have and the many situations in which these motives are 
activated, (here are frequent conflicts between motives. The resolution of a motivational conflict often 
affects consumption patterns. In many instances, the marketer can analyze situations that are likely to result 
in a motivational conflict, provide a solution to the conflict, and attract the patronage of those consumers 
facing the motivational conflict.  

There are three types of motivational conflict of importance to marketing managers:  
         Approach-Approach Conflict 
         Approach-Avoidance Conflict 
         Avoidance-Avoidance Conflict 
 

Approach-Approach Motivational Conflict A consumer who must choose between two attractive al-
ternatives faces approach-approach conflict. The more equal this attraction, the greater the conflict. A con-
sumer who recently received a large cash gift for graduation (situational variable) might be ton) between a 
trip to Hawaii (perhaps powered by a need for stimulation) and a new mountain bike (perhaps driven by the 
need for assertion). This conflict could be resolved by a timely advertisement designed to encourage one or 
the other action. Or a price modification, such as "buy now, pay later." could result in a resolution whereby 
both alternatives are selected. 
 
Approach-Avoidance Motivational Conflict A consumer facing a purchase choice with both positive and 
negative consequences confronts approach-avoidance conflict. A person who is concerned about gaining 
weight yet likes snack foods faces this type of problem. He or she may want the taste and emotional sat-
isfaction associated with the snacks (approach) but docs not want lo gain weight (avoidance). The develop-
ment of lower-caloric snack foods reduces this conflict and allows the weight-sensitive consumer to enjoy 
snacks and also control calorie intake.  
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Avoidance-Avoidance Motivational Conflict A choice involving only undesirable outcomes produces 
avoidance-avoidance conflict. When a consumer's old washing machine fails, this conflict may occur. The 
person may not want to spend money on a new washing machine, or pay to have the old one repaired, or go 
without one. The availability of credit is one way of reducing this motivational conflict. Advertisements em-
phasizing the importance of regular maintenance for cars, such as oil tiller changes, also use this type of mo-
tive conflict: "Pay me now. or pay me (more) later." 
 
 
Frustration: 
 

Failure to achieve a goal often result in feeling of frustration (inability to attain goal-frustration 
comes) --Limited physical or Financial resources. --Obstacle in the physical or social environment such 
frustration people are likely to adopt a defense mechanism to protect their egos from feelings of inadequacy. 
 

Defense Mechanism: Methods by which people mentally redefine frustrating situations to protect their self-
images and their self-esteem 

1. Aggression may react with anger towards his/her boss for not getting enough money for one trip so 
frustrated consumers have boycotted manufacturers in an effort to improve product quality and have 
boycotted retailers in an effort to have price lowered. 

2. Rationalization (Convince themselves)They may decide that goal is not really worth (reasoning for 
being unable to attain their goals) 

3. Regression—People react to frustrating situations with childish or immature behavior 
4. Withdrawal—withdrawing from the situation. Ex..Person who has difficulty achieving officer status 

in an organization may simply quit the organization or he may decide he can use his time more 
constructively in other activities. 

5. Projection— an individual may project blame for his /her own failure and inabilities on other objects 
or persons. Ex...The driver who has an automobile accident may blame the other driver or the 
condition of the road ex...Cricket player blame the ground / climate. 

6. Autism or Autism thinking Day dream that enables the Individual to attain unfulfilled needs 
(dreaming / thinking emotionally / romantically). 

7. Identification Sometime people feel frustration by subconsciously identifying with other persons or 
situation that they consider relevant. Ex.. Mouth wash, shampoo, soap, to attract opposite sex 

8. Repression– Another way that individuals avoid the tension arising from frustration is by repressing 
the unsatisfied need. Ex...A couple who cannot have children may surround themselves with plants 
or pets  
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B - Personality 
Meaning of personality 

• Personality may be defined as those inner psychological characteristics that determine and reflect 

how a person responds to his or her environment.  

• Inner characteristics are those specific qualities and attributes traits, factors, mannerisms that 

distinguish one person from another.  

• Personality influences the individual’s product choices and brand choices.  

• It also responds to a firm’s promotional efforts and, when and how they consume particular products 

or, services.  

• Personality reflects individual differences. Therefore, we can categorise them into groups on the 

basis of few traits,  

• e.g., low sociability/high sociability, dull/bright, practical vs. imaginative etc.  

• Personality is consistent and enduring and is only one of the factors that affect consumer behaviour. 

Personality can change due to major life events. These could be birth, death, marriage. It can also be 

changed by a gradual process. 
 
Theories of personality: 
There are three major theories of personality they are (1) Freudian theory, (2) Neo-Freudian theory and 
(3) Trait theory. 
 

1.   Freudian theory (The Psychoanalytic Theory of Freud) 
Sigmund Freud’s theory of personality is a cornerstone of modern psychology. This theory is built on 

bases of unconscious needs. 
Freud proposed that every individual’s personality is the product of struggle among three interacting 

forces: These three are fully developed and are in a state of balance in a healthy person. If any individual is 
underdeveloped, then this balance is disturbed and there is dissatisfaction with the self and the world. 

Id, superego, and ego 

A Representation of the interrelationships Among the Id, Ego and superego, can be shown with the help of a 

diagram 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

The id was conceptualized as a “warehouse" of primitive and impulsive drives —basic physiological 

needs such as thirst, hunger —for which the individual seeks immediate satisfaction without concern for the 

specific means of satisfaction. 
In contrast to the id, the superego is conceptualized as the individual's internal expression of 

society's moral and ethical codes of conduct. The superego's role is to see that the individual satisfies needs 
in a socially acceptable fashion. Thus, the superego is a kind of "brake" that restrains or inhibits the 
impulsive forces of the id. 

Finally, the ego is the individual's conscious control. It functions as an internal monitor that attempts 
to balance the impulsive demands of the id and the socio-cultural constraints of the superego. 
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Explanation:-  

Id: It is a source of strong, basic and instinctive drives and urges which demand instant gratification 
even at the cost of violating the norms of society. It demands instant gratification— Pleasure Principle. 

Ego: It operates on a reality principle, and seeks to achieve the pleasurable demands of the id in as 
realistic a way as possible. It helps to develop cognition, and controls impulsive behaviour. 

Super Ego: It is the individual’s moral code and helps in striving for perfection. Its primary purpose 
is to restrain aggressive impulses of the id rather than seek to postpone them, as does the ego. 
 

According to this theory, these three systems are fully developed and are in a state of balance in a 
normal healthy person. But when one or more of these systems are underdeveloped, then the internal balance 
is disturbed, which leads to maladjustment and dissatisfaction. 
 

Applications 

Consumers have competing desires and want to satisfy their wants. Marketers, therefore, create 
fantasies about the product which is used as a basis for influencing consumers. Marketers use flights of 
fantasy to propel people to buy their products. Hedonism (high living) is an appeal to pleasure principle and 
this approach offers products for an affluent (rich) society. Psychoanalytical theory appeals to the buyer’s 
dreams, hopes and fears. It can also provide products which are rational and socially acceptable. 

 
Id: It is the strong urge or desire which is at the heart of a consumer’s motivation and personality. 

The function of the Id is to discharge tension which it does by demanding instant gratification, even at the 
cost of violating the norms of society. Id operates on the pleasure principle. Psychologically, id is the source 
of all desires and wishes that exist in the form of unconscious images and fantasies. Since all wishes are not 
satisfied, there is frustration and this may lead an individual to break norms and rules for his satisfaction. It 
does not deal with objective reality and is subjective. 
 

 

Ego: This comes into existence because of the limitation of id. Ego operates on the Reality Principle. 
It tries to achieve the demands of id in a realistic and possible way. The ego develops ways to postpone the 
wishes of id. If id wants a product the ego restrains it because of financial constraints. It controls impulsive 
behavior. Id engages in dreams and fantasies which exist as pleasurable imaginations. Ego can distinguish 
between dreams and reality. Ego is an individual’s social control. It acts as an internal monitor and attempts 
to balance the demand of id. 
 

Super ego: It strives for perfection. It is the individual’s moral code and helps in striving for 
perfection. It restrains the aggressive impulse of the id rather than postponing them, a does the ego. 

 
2.   Social-Psychological/Neo-Freudian Personality Theory 

There are some neo-Freudians who believed that social relationships are fundamental to the formation and 
development of personality. So, consumers have been classified into three personality groups: 
 

CAD Model 

• Compliant Individuals: Move towards others for the need of love, affection and approval; are 
conformists who prefer known brands. 

• Aggressive Individuals: Tend to move against others and are manipulative; feel a high need for 
achievement, power, and success; prefer specific brands, so that they can be noticed. 

• Detached Individuals: Move away from others: feel a need for self reliance, independence and 
freedom; are least aware of brands. 

 

Alfred Adler viewed human beings as seeking to attain various rational goals, which he called style 

of life. He also placed much emphasis on the individual's efforts to overcome feelings of inferiority 

Harry Stack Sullivan, another neo-Freudian, stressed that people continuously attempt to establish 

significant and rewarding relationships with others. He was particularly concerned with the individual's 

efforts to reduce tensions, such as anxiety. 

Karen Horney an neo-Freudian was also interested in anxiety. She focused on the impact of child-

parent relationships and the individual's desire to conquer feelings of anxiety.  
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Applications 

• Different personality types of individuals tend to use different products and brands. 
• Compliant types prefer known products and brands, while aggressive types prefer specific brands out of a 
desire to be noticed. 
• Detached types appear to have the least awareness of brands. 
• Emphasis on the social nature of consumption e.g., while advertising for personal care products, care is 
taken not to offend any particular group. Products be advertised which are used in social interactions or 
when in groups. 
 

3.   Trait Theory 

  It is defined as “any distinguishing, relatively enduring way in which one individual differs from 

another”. The trait which measures just one trait, such as self-confidence, the personality tests measure such 

traits as consumer innovativeness, consumer materialism and consumer ethnocentrism etc. 
Cattell believes that traits are acquired at an early age, or through learning, or are inherited. This 

theory is representative of multi-personality theories (more than one trait influences behaviour). 
Trait theory is based on certain assumptions, which are: -  
1. Traits are relatively stable characteristics 
2. A limited number of traits are common to most people 
3. The degree of traits possessed by an individual can be measured by using a rating questionnaire in a 
continuum, on a 1 to 10 scale. 
 
There are a number of traits given by Cattell and they are as follows: -  
Cognitive personality factors 

• Consumer innovativeness: The degree to which consumers are receptive to new products, new 
services, or new practices. 

• Dogmatism: A personality trait that reflects the degree of rigidity a person displays toward the 
unfamiliar and toward information that is contrary to his or her own established beliefs. 

• Social character: It has its origins in sociological research, which focuses on the identification and 
classification of individuals into distinct socio-cultural types. The personality trait ranges on a series 
from inner-directedness to other-directedness. 

• Need for uniqueness: Consumers who avoid appearing to conform to expectations or standards of 
others. 

• Optimum stimulation level: A personality trait that measures the level or amount of novelty or 
complexity that individuals seek in their personal experiences. 

• Visualizers versus verbalizers: People who are open to and prefer the written word as a way of 
obtaining information are visualizers, and the people who are more likely to respond to and prefer 
visual images or messages as source of information are verbalizers. 

 
Consumer materialism 

Materialism is a personality like trait which distinguishes between individuals who regard 
possessions as essential to their identities and their lives those for whom possessions are secondary. 
Researchers have found some characteristics of materialistic people, they are: -  

- They value acquire and showoff possessions. 

- They are self centered and selfish people 

- They seek lifestyle full of possession 

- They are not satisfied with their possessions. 
 
Consumer Ethnocentrism 

Consumers who are highly ethnocentric are likely to feel that it is inappropriate or wrong to purchase 
foreign made products because of resulting economic impact on the domestic economy. 

 
Although trait theories were well established by the 1960s, there was no consensus concerning the 

number or nature of the traits that make up personality. Replications of Cattell’s work in factor analysis 
often failed to find the original factor structure he described. Instead, a number of studies using Cattell’s 
variables came up with a simpler five factor structure  
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Five factor model of personality a model developed using factor analysis to try to determine the key 
traits in human personality 
 

Extraversion  Sociable (friendly) vs. retiring (shy) 
Fun-loving (joyful) vs. sober (serious) 
Affectionate (loving) vs. reserved (engaged) 
 

Agreeableness  Soft-hearted (kind) vs. ruthless (cruel) 
Trusting (unquestioning) vs. suspicious (doubtful) 
Helpful (cooperative) vs. uncooperative (unhelpful) 
 

Conscientiousness  Well organized (prepared) vs. disorganized (jumbled) 
Careful (cautious) vs. careless (casual) 
Self-disciplined (self-denying) vs. weak-willed (faint-hearted) 

 
Neuroticism   Worried (nervous) vs. calm (cool) 

Insecure (unconfident) vs. secure (Safe) 
Self-pitying (over sentimental) vs. self-satisfied (superior) 

 
Openness   Imaginative (creative) vs. down-to-earth (normal) 

Prefers variety (diversity) vs. prefers routine (regular) 
Independent (self-governing) vs. conforming (complaint) 

 

Brand personality 

Its defined as “Brand image or identity expressed in terms of human characteristics. Distinguishing 

and identifiable characteristics which offer consistent, enduring and predictable messages and perceptions. 

What people associate the brand with? Brand personality is a setoff human characteristic associated with a 

brand. 

 

A brand personality framework 

 That reflects extensive consumer research designed to pinpoint the structure and nature of a brand’s 

personality. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Brand personification 

 This tries to recast customers’ perception of the attributes of a product or service into a human-like 

character. For instance, in focus group research, well-known brands of dishwashing liquid have been likened 

to “demanding task masters” or “high energy people”. Many consumers express their inner feelings about 

products or brands in terms of their association with known personalities. 

BRAND PERSONALITY 

 

Sophistication 

Down to earth 

Honest 

Wholesome 

Cheerful  

Daring 

Spirited 

Imaginative 

Up – to – date 

 

Reliable 

Intelligent 

Successful  

Upper class 

Charming  

Outdoorsy 

Tough  

 

Competence 

 

Ruggedness 

 

Excitement 

 

Sincerity 
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Product Personality Issues 

-Gender 

A product personality or person frequently endows the product or brand with a gender. For instance, some 

product perceived as masculine (coffee and toothpaste) while others as feminine (bath soap and shampoo) 

  

-Geography 

Certain products in the minds of consumers possess a strong geographical association. Consequently, by 

employing geography in the product’s name, the product’s manufacturer creates a geographic personality for 

the product. Actual locations like Banaras saree and Arizona iced tea. Fictitious names also used such 

as Hidden Valley and Bear Creek. 

 

-Color 

Color combinations in packaging and products denote personality. For instance, coca-cola is associated with 

red, which connotes excitement, blue bottles are often used to sell wine because the color blue appeals 

particularly to female consumers, yellow is associated with novelty etc. 

 

Self and self-image 

Consumers have a variety of lasting image of themselves; these images are associated with 

personality in that individual’s consumption relates to self-image. This self-image are very closely 

associated with personality in that individuals tend to buy products and services. 

 

 One or multiple selves: A consumer who acts differently in different situations or with different people, for 

instance a person is likely to behave in different ways at home, at work or with friends. It’s normal that a 

person is likely to display different personality in different situations and social roles. 

 A variety of self image have been recognized: -  

• Actual self image: - how consumers in fact see themselves 

• Ideal self image: - how consumer would like to see themselves 

• Social self image: - how consumers feel others see them 

• Ideal social self image: - how consumers would like others to see them 

• Expected self image: - how consumers expect to see themselves at some specified future time 

• Ought – to self image: - consists of traits or characteristics that an individual believes it is his or her 

duty to posses. 

 

Extended self: It is an interrelationship between consumers self image and their possession(i.e. objects they 

call their own). A consumer’s possession may extend their self image in number of ways-  

• Actually – by allowing the person to do things that otherwise would be very difficult to accomplish  

• Symbolically  - by making the person feel better or bigger 

• Conferring status or rank – by identifying for his efforts or work 

• Bestowing feelings of immortality – by leaving valued possession to young family members 

• Endowing with magical powers – Ex – a pair of cuff links inherited from one’s grandfather might 

be perceived as magic amulets bestowing good luck when they are worn. 

 

Altering the self: The consumers who try to modify their appearances to become a different or improved 

self by using all kind of accessories, this is frequently done to express their individualism or uniqueness by 

creating a new self and maintaining the existing self. Closely related to both self-image and altering the self 

is the idea of personal vanity. Vanity is often associated with acting self-important, self-interested, or 

admiring one’s own appearance or achievements. 
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C- Perception 
BASICS OF PERCEPTION AND MARKETING IMPLICATIONS  

Individuals act and recent on the basis of their perceptions, not on the basis of objective reality. In 
reality is a totally personal phenomenon, based on that persons need, wants, values, and personal 
experiences. But for the marketer’s consumer perception is more than the knowledge. 

 
Meaning and definition of perception 

Perception is defined as the process by which an individual selects, organizes, and interprets 

stimuli into a meaningful and coherent picture of the world. It can be described as ‘how we see the world 
around us”. Two individuals may be exposed to the same stimuli under the same apparent conditions. But 
how each person recognizes, selects, organizes, and interprets these stimuli is a highly individual process 
based on each person’s own needs, values, and expectations. 
 

ELEMENTS OF PERCEPTION 
 

Sensation 

• Sensation is the immediate and direct response of the sensory organs to stimuli. A stimulus may 
be any unit of input to any of these senses.  

• Examples of stimuli include products, packages, brand names, advertisements and commercials. 

• Sensory receptors are the human organs that receive sensory inputs. Their sensory functions are 
to see, hear, smell, taste and feel. All of these functions are called into play, either singly or in 
combinations, in the evaluation and use of most consumer products. 

 

The absolute threshold 

• The lowest level at which an individual can experience a sensation is called the absolute threshold.  

• The point at which a person can detect a difference between “something” and “nothing” is that 
person’s absolute threshold for that stimulus. 

• For instance, the distance at which a driver can note a specific billboard on a highway is that 
individual’s absolute threshold. Two persons riding together may first spot the billboard at different 
distances. 

 

The differential threshold 

• The minimal difference that can be detected between two similar stimuli is called the differential 
threshold or the just noticeable difference. For instance, a Rs. 5 increase in the price of petrol would 
be noticed very quickly by consumers because it is a significant percentage of the initial cost of the 
product. 

Marketing application of the differential threshold 
Marketers determined the relevant differential threshold to their products for two very reasons: -  

o Negative changes – reduction in product size or quality, or increase in product price should 
remain below the differential threshold 

o Positive changes – improved or updated packaging, larger size, lower price should be above 
the differential threshold. 

 

Subliminal perception 

• People are motivated below their level of conscious awareness.  

• People are also stimulated below their level of conscious awareness; that is, they can perceive stimuli 
without being consciously aware that they are doing so.  

• Stimuli that are too weak or too brief to be consciously seen or heard may nevertheless be strong 
enough to be perceived by one or more receptor cells. This process is called subliminal perception 
because the stimulus is beneath the threshold, or “limen” of conscious awareness, though obviously 
not beneath the absolute threshold of the receptors involved. 
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DYNAMICS OF PERCEPTION 

Human beings are constantly bombarded with stimuli during every minute and every hour of every 
day. The sensory world is made up of an almost infinite number of discrete sensations that are constantly 
changing. According to the principles of sensation, intensive stimulation “bounces off” most individuals, 
who sub consciously block a heavy bombardment of stimuli. 

One type of input is physical stimuli from the outside environment; the other type of input is 
provided by individuals themselves in the form of certain predispositions based on previous experience. The 
combination of these two very different kinds of inputs produces for each of us a very private, very personal 
picture of the world. Because each person is a unique individual, with unique experiences, needs, wants and 
desires, and expectations, it follows that each individual’s perceptions are also unique. 
 

1. Perceptional Selection 
Consumers subconsciously exercise a great deal of selectivity as to which aspects of the environment 

they perceive. An individual may look at some things, ignore others, and turn away from still others. In 
actually, people receive only a small fraction of the stimuli to which they were exposed. 

Which stimuli get selected depends on two major factors in addition to the nature of the stimulus itself. 
 (1) Consumers previous experience as it affects their expectations.  
 (2) Their motives at the time. Ease of these factors can serve to increase or decrease the probability that 

a stimulus will be perceived. 
 

Nature of the stimulus 
Marketing stimuli include an enormous number of variables that affect the consumers perception, 

such as nature of the product, its physical attributes,  the package design, the brand name, the advertisements 
and commercials including copy claims, choice and sex of model, size of ad, topography, the position of 
print ad or a commercial, and the editorial environment. 
Expectations 

People usually see what they expect to see, and what they expect to see is usually based on 
familiarity, previous experience, or preconditioned set. In a marketing context, people tend to perceive 
products and product attributes according to their own expectations. 
Motives 

People tend to perceive the things they need or want; the stronger the need the greater the tendency to 
ignore unrelated stimuli in the environment. In general, there is heightened awareness of stimuli that are 
relevant to ones needs and interests and a decreased awareness of stimuli that are irrelevant to those needs.  
Selective perception 

The consumers “selection” of stimuli from the environment is based on the interactions of 
expectations and motives with the stimulus itself. These factors give rise to four important concepts 
concerning perception. 
Selective Exposure 

Consumers actively seek out messages that they find pleasant or with which they are sympathetic. 
And they actively avoid painful or threatening ones. They also selectively expose themselves to 
advertisements that reassure them of the wisdom of their purchase decisions. 
Selective attention 

Consumers exercise a great deal of selectivity in terms of the attention they give to commercial 
stimuli. They have a heightened awareness of stimuli that meet their needs or interests and minimal 
awareness of stimuli irrelevant to their needs. Thus, consumers are likely to note ads for products that would 
satisfy their needs and disregard those in which they have no interest. 
Perceptual Defense 

Consumers subconsciously screen out stimuli that they find psychologically threatening, even though 
exposure has already taken place. Thus, threatening or otherwise damaging stimuli are less likely to be 
consciously perceived than are neutral stimuli at the same level of exposure. 
Perceptual Blocking 

Consumers protect themselves from being bombarded with stimuli by simply “tuning out” – blocking 
such stimuli from conscious awareness. They do so out of self – protecting because of the visually 
overwhelming nature of the world in which we live. The popularity of such devices as TiVo and Replay TV, 
which enable viewers to skip over TV commercials with great ease, is, in part, a result of perceptual 
blocking. 
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2. Perceptual Organization 
People do not experience a numerous stimuli they select from the environment as separate and discrete 

sensations rather they tend to organize them into groups and perceive them as unified wholes. 
 

Figure and Grounds 
People have tendency to organize their perceptions into figure and ground relationship. How a figure- 

ground pattern is perceived can be influenced by prior pleasant or painful associations with one or the other 
element in isolation. 

The simplest visual illustration consists of a figure on a ground (i.e. background). 
Advertisers have to plan their advertisements carefully to make sure that the stimulus they want 

noted is seen as figure and not as ground. The musical background must not overwhelm the jingle, the 
background of an advertisement must not detract from the product etc. 

 
Grouping 

Individuals tend to group stimuli so that they form a unified picture or impression. The perception of 
stimuli as groups or chunks of information, rather than as discrete bits of information, facilitates their 
memory and recall. Grouping can be used advantageously by marketers to simply certain desired meanings 
in connection with their products. 

For instance, an advertisement for tea may show a young man and woman sipping tea in a beautifully 
appointed room before a blazing hearth. The overall mood implied by the grouping is stimuli lead the 
consumer to associate the drinking of tea with romance, fine living and winter warmth. 

 
Closure 

Individuals have a need for closure. They express this need by organizing their perceptions so that 
they form a complete picture. If the pattern of stimuli to which they are exposed is incomplete, they tend to 
perceive it, nevertheless, as complete; that is, they consciously or subconsciously fill in the missing pieces. 

Incomplete messages or tasks are better remembered than completed ones. Promotional messages in 
which viewers are required to “fill in” information beg for completion by consumers, and the very act of 
completion serves of completion serves to involve them more deeply in the message. 

 
 
 

3. Perceptual interpretation 
Stimuli are often highly ambiguous. Some stimuli are weak because of such factors as poor visibility, 

brief exposure, high noise level or constant fluctuations. Even the stimuli that are strong tend to fluctuate 
dramatically because of such factors as different angles of viewing, varying distances, and changing levels of 
illumination. 
  

Perceptual distortion 
Individuals are subject to a number of influences that tend to distort their perceptions, such as  
 

• Physical appearances – people tend to attribute the qualities they associate with certain types of 

people to others who resemble them, whether or not they consciously recognize the similarity. 

Attractive models are likely to be more persuasive and have a more positive influence on consumer 

attitudes and behaviour than average – looking models. The physical appearance of products often 

influences consumers’ judgments. 

• Stereotypes – individual tend to carry biased pictures in their minds of the meanings of various 

stimuli. Stereotypes are often reflected in verbal messages. 

• First impressions – first impression tend to be lasting, introducing a new product before it has 

been perfected prove fatal to its ultimate success. 

• Jumping to conclusions – person concludes the message without listening the message completely. 

• Halo effect – describe situations in which the evaluation of a single person on a multitude 

dimensions is based on the evaluation of just one or few dimensions. (Ex – a man is trustworthy, 

fine and noble because he looks you in the eye when he speaks). 
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Consumer Imagery 
Consumers have a number of enduring perceptions, or images, that are particularly relevant to the 

study of consumer behavior. Products and brands have symbolic value for individuals, who evaluate them on 
the basis of their consistency with their personal pictures of themselves. 
 

Product positioning 
The essence of successful marketing is the image that a product has in the mind of the consumer-that 

is positioning. Positioning is more important to the ultimate success of a product than are its actual 
characteristics, although products are poorly made will not succeed in the long run on the basis of image 
alone. 
 

Product repositioning 
Regardless of how well positioned a product appears to be, the marketers may be forced to reposition 

it in response to market events, such as competitor cutting into the brands market share or too many 
competitors stressing the same attribute. 
 

Positioning of services 
Compared with manufacturing firms, service marketers face several unique problems in positioning 

and promoting their offering. Because services are intangible, image becomes a key factor in differentiating 
a service from its competition. The marketing objective is to make the customer understand the how the 
service factor is related to the product. 
 

Perceived price 
It is important to know how the consumer perceives the price, as high, low or as fair. The consumer 

must be made to perceive the price which he is paying is fair. No one will be happy to know that they have 
paid twice the price.  
 

Reference price 
A reference can be external or internal; it can be any price that a consumer uses as a basis for 

comparison in judging another price. 
 

Perceived quality 
The consumer usually judges the quality of a product or services with the other attributes relating 

with it. Such related factors become important to understand in order to satisfy the customer. Consumers 
perceived quality of a product is based on a variety of informational cues that they associate with the 
products. Some of these cues are intrinsic to the product; others are extrinsic. 
 

Perceived quality of the product 
Cues that relate to the physical characteristics of the product like color, flavor, or aroma, size etc 

 

Perceived quality of the service 
The service is more difficult for the consumer to evaluate; it is intangible, variable and perishable. 

They are produced and consumed at the same time. 
 

 

Price quality relationship 
The studies have found out that consumers rely on price as an indicator of product quality, that consumers 
attribute different quintiles to identical products that carry different price tag, and that such consumer 
characteristics as age and income affect the perception of values.  
  
Retail store image 
Retail store have image of their own. The customer perceives the retail store according to their image and 
environment. The study proves that the customer determines by the availability of the products available in 
the stores, advertising, time availability and easy shopping. 
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Manufacturer’s Image  
The customer’s imaginary extends beyond the perceived price and store image. The manufacturer who 
enjoys the favorable image generally finds new customer in his store where new products are accepted more 
readily than those manufacturers who have a less favorable or neutral image. 
 

Perceived Risk 
 It is defined as the uncertainty that consumers face when they cannot foresee the consequences of 
their purchase decisions. The perceived risk varies depending on the person, the product, the situation and 
the culture. Some of the customers may perceive high degree of risk depending on the consumption 
situation. 
 

Types of Perceived Risk: 
Functional Risk: Is the risk that product will not perform as expected. 
Physical Risk: Is the risk to self and others that the product may pose. 
Financial Risk: Is the risk that the product will not be worth its cost. 
Social Risk: Is the risk that a product choice will bruise the consumer’s ego 
Time Risk: Is the risk that the time spent on in the product such may be wasted if the product does 
not perform as expected. 

 

 

How consumers handle risk 
Consumers develop a self defensive weapon in order to satisfy the unsatisfied needs. 
Consumers seeks information 
Consumers seek information through his friend family and other people. They spend more time thinking and 
getting information about the product when they associate a high degree of risk with the purchase. 
Consumers are brand loyal 
Consumers remain brand loyal in order to avoid the risk. 
Consumers select by brand image 
When consumers have no experience with the product they trust the brand name. The consumers often think 
about the well known brand, worth buying and go for the product. 
Consumers reply on store image 
If the consumers do not have any information about the product they trust the merchandise buyers of 
reputable stores and depend on them. 
Consumers buy the most expensive model 
When in doubt the consumers feel that the most expensive model is probably the best in terms of quality and 
price. 
Consumers seeking reassurance 
Consumers who are uncertain about the product choice seek for reassurance through money back guarantees 
and warranty’s or trial use etc 
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Module 04 

Internal influences – Learning, Attitude, Persuasive communication 

A - Learning 
 

Learning: - A relatively permanent change in knowledge or behavior that results from experience 

From a marketing perspective, the process by which individuals acquire the purchase and 
consumption knowledge and experience that they apply to future related behavior 

• Consumer learning is process 

• Result of newly acquired knowledge 

• Learning may be intentional v/s incidental 

• Both newly acquired knowledge and personal experience serve as feedback to the individual and 
provide the basis for future behaviour in similar situations. 

  
The term consumer learning encompasses the total range of learning from simple, almost reflexive 

responses to the learning of abstract concepts and complex problem solving. 
 
Marketers must teach consumers: 

Where to buy 
How to use 
How to maintain 
How to dispose of products 

 
 
Elements of Consumer Learning 

 
•    MOTIVATION: 

“It is the processes that lead people to behave as they do”. 
It occurs when a need arises that a consumer wishes to satisfy. Motivation is based on needs and 

goals. It acts as a spur of learning. Uncovering consumer motives is one of the prime tasks of marketers, who 
then try to teach motivated consumer segments why and how their products will fulfil the consumer’s needs. 
 

•    CUES: 
“It is a stimulus that suggests a specific way to satisfy a silent motive”. 

If motives serve to stimulate learning, cues are the stimuli that give direction to these motives. In the 
marketplace, price, styling, packaging, advertising and store displays all serve as cues to help consumers 
fulfill their needs in product-specific ways. Cues serve to direct consumer drives when they are consistent 
with consumer expectations. Marketers must be careful to provide cues that do not upset those expectations. 
 

•    RESPONSE: 
“Response means how individuals react to a drive or cue or how they behave”. 

Learning can occur even when responses are not overt. The automobile manufacturer that provides 
consistent cues to a consumer may not always succeed in stimulating a purchase. A response is not tied to a 
need in a one-to-one fashion. If the manufacturer succeeds in forming a favorable image of a particular 
automobile model in the consumer’s mind, when the consumer is ready to buy, it is likely that he or she will 
consider that make or model. 
 

•    REINFORCEMENT: 
“A positive or negative outcome that influences the likelihood that a specific behavior will be repeated 

in the future in response to a particular cue or stimulus”. 
It increases the likelihood that a specific response will occur in the future as the result of particular 

cues or stimuli. Through positive reinforcement, learning has taken place. 
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Learning Theories: -   two general categories of learning theory 

• Behavioral learning theory 

• Cognitive learning theory 
 

I) Behavioral Theories:  
 Behavioral learning is sometimes referred to as stimulus-response learning because it is based on 

the premise that observable responses to specific external stimuli signal that learning has taken 
place. 

 Behavioral learning is not so much concerned with the process of learning as it is with the inputs 
and outcomes of learning. 

 Two forms of behavioral learning with great relevance to marketing are  
1. Classical conditioning 

2. Instrumental or operant conditioning 

 

II) Cognitive Theories: Learning is based on mental information processing, it is also often in 
response to problem solving. Holds that the kind of learning most characteristic of human 

beings is problem solving, which enables individuals to gain some control over their 

environment. 
  
Other major learning theories are: -  

 
III) Observational theory 

IV) Involvement theory 

 
1. CLASSICAL CONDITIONING: -  

         “A behavioural learning theory according to which a stimulus is paired with another stimulus that 

elicits a known response that serves to produce the same response when used alone”. 
 

Early classical conditioning theorists regarded all organisms as relatively entities that could be taught 
certain behaviours through repetition or conditioning. The word conditioning mean a kind of “knee-jerk” or 
automatic response to a situation built up through repeated exposure. E.g., If you get a headache every time 
you think of visiting a doctor. Pavlov’s demonstration of conditioned learning in his studies with dogs is also 
a good example of it. 

An unconditioned stimulus might consists of a well-known brand symbol (such as Neutrogena name) 
that implies demonstration of dermatologists’ endorsement and pure. This previously acquired consumer 
perception of Neutrogena is the unconditioned response. 

Conditioned stimuli might consist of new products bearing the well-known symbol (such as the items 
depicted in new products bearing the well-known symbol and the conditioned response would be trying 
these products because of the belief that they embody the same attributes with which the Neutrogena name is 
associated. 
 
Ivan Pavlov’s Dogs Experiment: 

–        Unconditioned stimulus (UCS) – Naturally capable of causing a response. 
–        Conditioned stimulus (CS) – Does not initially cause a response 
–        Conditioned response (CR) – Response generated by repeated paired exposures to UCS and 

CS.  Eventually, through learned association and repetition, the CS will cause the CR. 
 Pavlov demonstrated what he meant by conditioned learning in his studies with dogs. 
 Genetically, dogs are always hungry and highly motivated to eat 
 In his experiment, Pavlov sounded a bell and then immediately applied a meat paste to the dog’s 

tongues, which caused them to salivate learning (conditioning) occurred when, after a sufficient 
number of repetitions of the bell sound followed almost immediately by the food, the bell sound 
alone caused the dogs to salivate. 

 The dogs associated the bell sound (conditioned stimulus) with the meat paste (unconditioned 
stimulus) and, after a number of pairings, gave the same unconditioned response (salivation) to the 
bell alone as they did to the meat paste. 

 The unconditioned response to the meat paste became the conditioned response to the bell. 
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Neo-pavlovian conditioning  

 Under neo-pavlovian theory, the consumer can be viewed as an information seeker who uses logical 
and perceptual relations among events, along with his or her own perceptions, to form a sophisticated 
representation of the world. 

 Optimal conditioning – the creation of a strong association between the conditioned stimulus (CS) 
and the unconditioned stimulus (US) is known as neo-pavlovian model. It requires 

o CS should precede the US 
o Repeated pairings of the CS and the US 
o CS and US that logically belong together 
o CS that is novel and unfamiliar 
o US that is symbolically salient 

 
Strategic applications of classical conditioning: 
The three basic concepts derive from classical conditioning are: 
 Repetition 
 Stimulus Generalization 
 Stimulus Discrimination 
 

A. Repetition: 
 “Repetition increases strength of associations and slows forgetting but over time may result 

in advertising wear out”.  
 Research suggests that there is a limit to the amount of repetition that will aid retention. Although some over 

learning (i.e., repetition beyond what is necessary for learning) aids retention, at some point, an individual 
can become satisfied with numerous exposures, and both attention and retention will decline. This effect is 
known as advertising wear out. 
 
Substantive Variations: 

 “These are changes in advertising content across different versions of an advertisement”. For Example, 
Stressing two different attributes of the same product. 
 
Three Hit Theory: 

•    Repetition is the basis for the idea that three exposures to an ad are necessary for the ad to be effective. 
•    Some marketers just focus on three exposures of advertisement. 1) Product Awareness 2) Showing of 

Relevance of the product 3) Remainder of products’ benefits. 
•    Other marketers focus on at least 11 to 12 repetitions to increase the likelihood that consumer will actually 

receive the three exposures basic to the so-called three hit theory. 
•    The effectiveness of repetition is somewhat dependent upon the amount of competitive advertising to 

which the consumer is exposed.  
 

B. Stimulus Generalization: 
 “It is the inability to perceive differences between slightly dissimilar stimuli”. 

 It is defined as making of same response with slightly different stimuli-not much learning takes place.  
 Stimulus generalization explains why some “me too” products succeed in the marketplace.  
 Consumer confuse them with the original product they have been advertised. It also explains why 

manufacturers of private-label brands try to make their packaging closely resemble the national brand 
leaders. 
 

   Product Line, Form, and Category Extensions: 
 Marketers to product line, form, and category extensions apply the principle of stimulus 

generalization. 
 In product line extensions, the marketer adds related products to an already established brand. 
 Marketers also offer product form extensions such as Colgate mouthwash to Colgate toothpaste etc. 
 Marketers also offer product category extensions that generally target new market segments.  
 If the image of the parent brand is one of quality and the new item is logically linked to the brand, 

consumers are more likely to bring positive associations to the new offerings introduced as product 
line, form, or category extensions. 

Mr.Srinivas.S, Asst Professor

38

CONSUMER BEHAVIOUR (14MBAMM301) 

Department of Management Studies, GCEM



 
   Family Branding: 

 The practice of a whole line of company products under the same brand name-is another strategy that 
capitalizes on the consumer’s ability to generalize favourable brand associations from one product to 
others. 

 
   Licensing: 

 Allowing a well-known brand name to be affixed to products of another manufacturer-is a marketing 
strategy that operates on the principle of stimulus generalization.  

 The names of designers, manufacturers, celebrities, corporations and even cartoon characters are 
attached for a fee (i.e., “rented”) to a variety of products, enabling the licensees to achieve instant 
recognition and implied quality for the licensed products. E.g. Calvin Kline or McDonalds. 

 
C. Stimulus Discrimination: 

 “The ability to select a specific stimulus from among similar stimuli because of perceived differences”. 
 Stimulus discrimination is the opposite of stimulus generalization and results in the selection of a specified 

stimulus from among similar stimuli. The consumer’s ability to discriminate among similar stimuli is the 
basis of positioning strategy that seeks to establish a unique image for a brand in the consumer’s mind. 
 
   Positioning: 

 The image or position that a product or service holds in the mind of the consumer is critical to its 
success.  

 When a product or service holds in the mind of the consumer is critical to its success. When a 
marketer targets consumers with a strong communication program that stresses the unique ways in 
which its product will satisfy the consumer’s needs, it wants the consumer to differentiate its product 
will satisfy the consumer’s needs, it wants the consumer to differentiate its product from among 
competitive products on the shelf. 

 
   Product Differentiation: 

 Most product differentiation strategies are designed to distinguish a product or brand from that of 
competitors based on an attribute that is relevant, meaningful, and valuable to consumers.  

 Many marketers successfully differentiate their brands on an attribute that may actually be irrelevant 
to creating the implied benefit, such as a non-contributing ingredient or a colour. It is often difficult 
for a marketer to unseat a brand once stimulus discrimination has occurred. 

 
2. INSTRUMENTAL (OPERANT) CONDITIONING: 

 
 “A behavioural theory of learning based on a trial-and-error process, with habits forced as the result of 

positive experiences (reinforcement) resulting from certain responses or behaviours”. 
 It requires a link between a stimulus and a response. 
  In Instrumental Conditioning, the stimulus that results in the most satisfactory response is the 

one that is learned.  
 In consumer behavior terms, it suggests that consumers learn by trial and error process in which 

some purchase behaviours results in more favourable outcomes (i.e., rewards) than other 
purchase behaviours. A favourable experience is “instrumental” in teaching the individual to 
repeat a specific behavior. 

 Occurs as the individual learns to perform behaviours that produce positive outcomes and avoid 
behaviours that yield negative outcomes. 

 This learning process is most closely associated with psychologist B.F. Skinner, who 
demonstrated the effects of instrumental conditioning by training pigeons to dance and play Ping-
Pong.   

 Operant conditioning is the process in which the frequency of occurrence of a behavior is 
modified by the consequences of the behavior.  That is, the consequences of a purchase will 
affect the probability of a re-purchase.   
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Reinforcement of behavior: 
Positive Reinforcement: 

“Positive outcomes that strengthen the likelihood of a specific response”. 
Negative Reinforcement: 

“Unpleasant or negative outcomes that serve to encourage a specific behavior”. 
 
 Skinner distinguished two types of reinforcement (or 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. E.g., using a shampoo that leaves your hairs, feeling silky and clean is 
likely to result in a repeated purchase of the shampoo.  

 Negative reinforcement is an unpleasant or negative outcome that also serves to encourage a specific 
behavior. E.g., buying of an antivirus software for you computer. Fear appeals in ad messages are 
examples of negative reinforcement such as life insurance commercials rely on negative reinforcement to 
encourage consumers to encourage the purchase. 

 Either positive or negative reinforcement can be used to elicit a desired response. 
 Negative enforcement should not be confused with punishment, which is designed to discourage 

behaviour. 
 Ex: - extra fees for rented DVDs returned late are not negative reinforcement; they are a form of 

punishment designed to discourage consumers from keeping the DVDs too long. 
 
 
   Forgetting and Extinction: 

 When a learned response is no longer reinforced, it diminishes to the point of extinction that is to 
the point at which the link between the stimulus and the expected reward is eliminated. 

 If a consumer is no longer is satisfied with the service a retail store provides, the link between the 
stimulus (store) and the response (expected satisfaction) is no longer reinforced, i.e. consumer 
will not return to the store. 

 There is a difference, however, between extinction and forgetting.  
 Forgetting is often related to the passage of time; this is known as the process of decay.  
 Marketers can overcome forgetting through repetition. 

 
 
Strategic/Marketing applications of instrumental conditioning: 

Marketers effectively utilize the concepts of consumer instrumental learning when they provide 
positive reinforcement by assuring customer instrumental learning when they provide positive reinforcement 
by assuring customer satisfaction with the product, the service, and the total buying experience. 
 
A. Customer Satisfaction (Reinforcement): - 

 The objective of all marketing efforts should be to maximize customer satisfaction.  
 Marketers must be certain to provide the best possible product for the money and to avoid raising 

consumer expectations for product (or services) performance beyond what the product can deliver.  
 Aside from the experience of using the product itself, consumers can receive reinforcement from 

other elements in the purchase situation, such as the environment in which the transaction or service 
takes place, the attention and service provided by employees, and the amenities provided.  

 E.g.: most frequent shopper programs are based on enhancing positive reinforcement and 
encouraging continued patronage. The more a consumer uses the service, the greater the rewards. 

 
B. Relationship Marketing: - 

 Relationship marketing develops a closed personalized relationship with customers-is another form 
of non product reinforcement.  

 Knowing that she will be advised of a forthcoming sale that selected merchandise will be advised of 
a forthcoming sale, or that selected merchandise will be set aside for her next visit cements the 
loyalty that a consumer may have for a retail store. 
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C. Reinforcement Schedules: - 

 Marketers have found that product quality must be consistently high and provide customer 
satisfaction with each use for desired consumer rewards do not have to be offered each time the 
transaction takes place; even an occasional reward provides reinforcement and encourages consumer 
patronage. 

  The promise of possibly receiving a reward provides positive reinforcement and encourages 
consumer patronage. 

  Marketers have identified three types of reinforcement schedules: 
  
1) Total or Continuous Reinforcement: 

An example of total or continuous reinforcement schedule is the free after-dinner drink or fruit plate 
always served to patrons at certain restaurants. The basic product or service rendered is expected to provide 
total satisfaction (reinforcement) each time it is used.  
 
2) Systematic (Fixed Ratio) Reinforcement:  

A fixed ratio reinforcement schedule provides reinforcement every nth time the product or service is 
purchased. (Say every third time). For example, a retailer may send a credit voucher to account holders 
every three months based on a percentage of the previous quarter’s purchases. 
 
3) Random or Variable Ratio Reinforcement: 

This schedule rewards consumers on a random basis or an average frequency basis (such as every 
third or tenth transaction). Variable ratios tend to engender high rates of desired behavior and are somewhat 
resistant to extinction-perhaps because, for many consumers, hope springs eternal. Other examples of 
variable ratio require certain consumer behaviours for eligibility.   
  
D. Shaping: - 
“It is the reinforcement for incremental steps toward the desired behavior.” 

 Reinforcement performed before the desired consumer behavior actually takes place is called 
shaping.  

 Shaping increases the probabilities, that certain desired consumer behavior will occur.  
 Many retailers provide some form of preliminary reinforcement (shaping) to encourage consumers to 

visit only their store.  
 For example, some retailers offer loss leaders-popular products at several discounted prices-to the 

first hundred or so customer to arrive, since those customers are likely to stay to do so much of their 
shopping.  

 Car dealers recognize that in order to sell new model cars, they must first encourage people to visit 
their showrooms and to test drive their cars. 

  
E. Massed versus Distributed Learning: - 

 Timing has an important influence on consumer learning. 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)?   

 The question is important for advertisers planning a media schedule, because massed advertising 
produces more initial learning, whereas a distributed schedule usually results in learning that persists 
longer.  

 When advertisers want an immediate impact (e.g., to introduce a new product or to counter a 
competitor’s blitz campaign), they generally use a massed schedule to hasten consumer learning. 
When the goal is long-term repeat buying on a regular basis, a distributed schedule is preferable. 

 
 

MODELING OR OBSERVATIONAL LEARNING: -  
 
 “It is a process by which individuals observe the behavior of others, and consequences of such 

behavior.  It is also known as modelling or vicarious learning”. 
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 Occurs when people watch the actions of others and note reinforcements received for their behaviours. 
Learning occurs as a result of vicarious, rather than direct, experience. 

 Learning theorists have noted that a considerable amount of learning takes place in the absence of direct 
reinforcement, either positive or negative, through a process called by psychologists modelling or 
observational learning (also called vicarious learning).  

 
Modelling: -  
 It is the process through which individuals learn behavior by observing the behavior of others and the 

consequences of such behavior. Their role models are usually people they admire because of such traits 
as appearance, accomplishments, skill, and even social class. 

 Consumer models with which the target audience can identify are shown achieving positive outcomes to 
common problem situations through the use of the advertised product. 
 
 
 
 
 
 
 
 
 
 
 
 

 For instance, children learn much of their social behaviour and consumer behaviour by observing their 
older siblings or their parents. 

 Sometimes ads depict negative consequences for certain types of behaviour. This is particularly true of 
public policy ads, which may show the negative consequences of smoking, driving too fast, taking drugs 
etc. 

 

 COGNITIVE LEARNING THEORY: 

 Holds that the kind of learning most characteristic of human beings is problem solving, which 

enables individuals to gain some control over their environment. 

 A considerable amount of learning takes place as a result of consumer thinking and problem solving. 
Sudden learning is also a reality. 

  When confronted with a problem, we sometimes see the solution instantly. We are likely to search for 
information on which to base decision possible for our purposes. Learning based on mental activity is 
called “cognitive learning”. It holds that the kind of learning most characteristics of human beings is 
problem solving, which enables individuals to gain some control over their environment.  

 Cognitive learning theory involves complex mental processing of information. 
 The coverage of cognitive learning begins with a discussion of the human memory – the key tool for 

information processing. 
Information Processing: 

 A cognitive theory of human learning patterned after computer information processing that 

focuses on how information is stored in human memory and how it is retrieved. 

 Information processing is related to both the consumer’s cognitive ability and the complexity of the 
information to be processed. Consumer processes product information by attributes, brands, comparisons 
between brands, or a combination of these factors.  

 Consumers also differ in terms of imagery-that is, in their ability to form mental images- and these 
differences influence their ability to recall information. Individual differences in imagery processing can 
be measured with tests of imagery vividness (the ability to evoke clear images), processing style 
(preference for and frequency of visual versus verbal processing), and daydream (fantasy) content and 
frequency. 
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How consumer store, retain, and retrieve information: 

 Of central importance to the processing of information is the human memory. A basic research concern 
of most cognitive scientists is discovering how information gets stored in memory, how it is retained, 
and how it is retrieved. 
 

Structure of Memory: 

 Because information processing is kept temporarily before further processing: a sensory store, a short 
term store, and a long-term store. 
 

• Sensory Stage: 

 All data come to us through our senses; however, the senses do not transmit whole images as a camera 
does. Instead, each sense receives a fragmented piece of information (such as the smell, color, shape, and 
feel of a flower) and transmits it to the brain in parallel, where the perceptions of a single instant are 
synchronized and perceived as a single image, in a single moment of time. The image of a sensory input 
lasts for a just a second or two in the mind’s sensory store. If it is not processed, it is lost immediately. 

• Sensory Memory  “It is a temporary storage of information from our senses”. 
 

• Short-Term Store: (Knowing Memory):  

 It is a temporary storage of info while being processed which holds about 7 (plus or minus 2) chunks of 
information at a time (Miller’s Law). It has a limited capacity that may lead to information overload. 

 It is the stage of real memory in which information is processed and held for just brief period. If 
information in the short-term store undergoes the process known as “Rehearsal” (i.e., the silent, mental 
repetition of information), it is then transferred to the long-term store. The transfer process takes from 2 
to 10 seconds. If information is not rehearsed and transferred, it is lost in about 30 seconds or less. The 
amount of information that can be held in short-term storage is limited to about four or five items. 
 

• Long-Term Store: 

 It can retain information for a long period of time and transfer from STM to LTM which is facilitated by 
chunking, rehearsal, recirculation, and elaboration. E.g., Pictures are more memorable than words. 

 The long-term store retains information for relatively extended periods of time. Although it is possible to 
forget something within a few minutes after the information has reached long-term storage to last for 
days, weeks, or even years.  

 

• Rehearsal and Encoding: 

 The amount of information available for delivery from short-term storage to log-term storage depends on 
the amount of rehearsal if it is given. Failure to rehearse an input, either by repeating it or by relating it to 
other data, can result in fading and eventual loss of the information. Information can also be lost because 
of competition for attention. 

  

• Encoding 
 It is the process by which we select a word or visual image to represent a perceived object. When 

consumers are presented with too much information (called information overload), they may encounter 
difficulty in encoding and storing it all. 

 

• Retention: 

 Information does not just sit in long-term storage waiting to be retrieved. Instead, information is 
constantly organized and reorganized as new links between chunks of information are forged. In fact, 
many information-processing theorists view the long-term store as a network consisting of nodes (i.e., 
concepts), with links between and among them.  

 As individuals gain more knowledge about a subject, they expand their network of relationships and 
sometimes their search for additional information. This process is called as activation, which involves 
relating new data to old to make the material more meaningful. The total package of associations brought 
to mind when a cue is activated is called a schema.  

 Consumers recode what they have already encoded to include larger amounts of information (chunking).  
 Information is stored in long-term memory in two ways: episodically (by the order in which it is 

acquired) and semantically (according to significant concepts).  
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• Retrieval: 

 “Retrieval is the process by which we recover information from long term storage”. In this process, the 
person accesses the desired information. Marketers maintain that consumers tend to remember the 
product’s benefits rather than its attributes, suggesting that advertising messages are most effective when 
they link the product’s attributes with the benefits that consumers seek from the product. 

 The greater the number of competitive ads in a product category, the lower the recall of brand claims in a 
specific ad. This is known as inference effect 
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INVOLVEMENT THEORY: 

 “It is a theory of consumer learning which postulates that consumers engage in a range of information 
processing activity from extensive to limited problem solving, depending on the relevance of the 
purchase”.  

 Involvement theory developed from a stream of research called hemispheral lateralization, or split-

brain theory.  

 Hemispheral lateralization or split brain originated in 1960s, according to this theory human brain is 
divided into two distinct cerebral hemispheres that operate together but specialize in the kinds of 
cognitions they process. 

o The left hemisphere is the central of human language, it is the linear side of the brain and 
primarily responsible for reading, speaking, and information processing. Put another way, the 
left side of the brain is rational, active, and realistic 

o The right hemisphere of the brain is the home spatial perception and nonverbal concepts, and 
the source of imagination and pleasure. Put another way, the right side is emotional, 
metaphoric (symbolic), impulsive (spontaneous) and intuitive (sensitive). 

 Consumer involvement is focused on the degree of personal relevance that the consumer holds for the 
product. For instance, high-involvement purchases are those that are very important to the consumer. 
Low involvement purchases are purchases that are not very important to the consumers. 

 

INVOLEMENT THEORY AND MEDIA STRATEGY: 

 Building on the notion of hemisphere lateralization, a pioneer consumer researcher theorized that 
individuals passively process and store right-brain (nonverbal, pictorial) information-that is, without 
active involvement. E.g., T.V is primarily holistic processing of images viewed on the screen), and TV 
itself was therefore considered a low-involvement medium. This research concluded that passive 
learning occurs through repeated exposures to TV commercial (i.e., low-involvement information 
processing) and produces changes in consumer behavior (e.g., product purchases) prior to changes in the 
consumer’s attitude towards the product. 

 The right-brain processing theory stresses the importance of the visual component of advertising, 
including the creative use of symbols. Under this theory, highly visual TV commercials; packaging, and 
in-store displays generated familiarity with the brand and induce purchase behavior. Pictorial cues are 
more effective at generating recall and familiarity with the product, whereas verbal cues (which trigger 
left-brain processing) generate cognitive activity that encourages consumers to evaluate the advantages 
and disadvantages of the product. Some individuals are integrated processors (they readily engage both 
hemispheres during information processing).  
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INVOLVEMENT THEORY AND CONSUMER RELEVANCE: 

 From the conceptualization of high and low involvement media, involvement theory next focused on the 
consumer’s involvement theory with products and purchases. It was briefly hypothesized that there are 
high and low involvement consumers; then, that there are high and low involvement purchases. These 
two approaches led to the notion 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 (e.g., in terms of perceived risk) and thus 
provoke extensive problem solving (information processing). Highly involved consumers find fewer 
brands acceptable (they are called narrow categorizers); uninvolved consumers find fewer brands be 
receptive to a greater number of advertising messages regarding the purchase and will consider more 
brands (they are broad categorize).  

 

The Elaboration Likelihood Model (ELM): 

 “It is a theory that suggests that a person’s level of involvement during message processing is a critical 
factor in determining which route to persuasion is likely to be effective”. 

 The elaboration likelihood model suggests that a person’s level of involvement during message 
processing is a critical factor in determining which route to persuasion is likely to be effective. For 
example, as the message becomes more personally relevant (i.e., as involvement increases), people are 
more willing to expand the cognitive effort required to process the message arguments. 

 
 

Central and Peripheral Routes to Persuasion: 

 “It is a theory that proposes that highly involved consumers are best reached through ads that focus on 
the specific attributes of the product (the central route) while uninvolved consumers can be attracted 
through peripheral advertising cues such as the model or the setting (the peripheral route)”. 

 For low-involvement purchases, the peripheral route to persuasion is likely to be more effective. In this 
instance, because the consumer is less motivated to exert cognitive effort, learning is more likely to 
occur through repetition, the passive processing of visual cues, and holistic perceptions. 

 

 

MEASURES OF INVOLVEMENT: 

 Involvement theory evolved from the notion of high and low involvement media, to high and low 
involvement consumers, to high and low involvement products and purchases to appropriate methods of 
persuasion in situations of high and low product relevance. There is a great variation in the 
conceptualization and measurement of involvement itself. Involvement can be defined and conceptualize 
in a variety of ways, including ego involvement, commitment, communication involvement, purchase 
importance, extent of information search, persons, products, situations, and purchase decisions. It makes 
more sense to develop an environmental profile rather than to measure a single involvement level. 

 
Marketing Applications of Involvement: 

 People process information extensively when the purchase is of high personal relevance and engage in 
limited information processing when the purchase is of low personal relevance. Uninvolved consumers 
appear to be susceptible to different kinds of persuasions than highly involved consumers. 

 
OUTCOMES AND MEASURES OF CONSUMER LEARNING: 

 
 Many marketers, the dual goals of consumer learning are increased market share and brand-loyal 

consumers. These goals are interdependent: Brand-loyal customers provide the basis for a stable and 
growing market share, and brands with larger market shares have proportionately larger groups of loyal 
buyers. Following are some measures of consumer learning:  

• Recognition and Recall Measures: 
 Recognition and recall tests are conducted to determine whether consumers remember seeing an ad, the 

extent to which they have read it or seen it and can recall their purchase intentions. Recognitions tests are 
based on aided recall, whereas recall tests use unaided recall. In recognition tests, the consumer is shown 
an ad and asked whether he or she remembers seeing it and can remember any of its salient points. 
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• Starch Readership Service: 
 It evaluates the effectiveness of magazine advertisements. After qualifying as having read a given issue 

of a magazine, respondents are presented with the magazine and asked to point out which ads they 
noticed (i.e. remember seeing), which they associated with the advertiser, which they read some (i.e., any 
part of the ad’s copy), and which they read most (i.e., more than half of the copy). 

 

• Starch Readership Service Sample:  

 This company measures reader awareness of magazine ads.  A reader eligible for the survey is one that 
has glanced through the magazine prior to the interview and who meets the demographic requirements 
set by the client.  Interviewers turn the pages of the magazine inquiring about the ads.  Do you remember 
seeing or reading any part of this ad?  If “yes,” then further questions follow.   
• Noted – is the % of people who remember having seen the ad in the magazine issue.   
• Associated – is the % of people who noted the ad and also read the brand or advertiser. 
• Read Some – is the % people who read any part of the ad’s copy.   
• Read Most – is the % of people who read half or more of the written material in the ad.   

 

• Cognitive Response to Advertising: 
 It is the degree to which consumers accurately comprehend the intended advertising message. To ensure 

a high level of comprehension, many marketers conduct copy testing either before the advertising is 
actually run in media (called protesting) or either it appears or after it appears (post testing). 

 

• Attitudinal and Behavioral Measures of Brand Loyalty: 

 Brand loyalty is the ultimate desired outcome of consumer learning. However, there is no single 
definition of this concept. Marketers agree that brand loyalty consists of both attitudes and actual 
behaviors toward a brand and that both must be measured. 

  Attitudinal measures are concerned with customers’ overall feelings (i.e., evaluation) about the 
product and the brand and their purchase intentions.  

 Behavioral measures are based on observable responses to promotional stimuli-repeat purchase 
behavior rather than attitude toward the product or brand. 

 Behavioral scientists who favor the theory of instrumental conditioning believe that brand loyalty 
results from an initial product trial that is reinforced through satisfaction, leading to repeat purchase.  

 Cognitive researchers, on the other hand, emphasize the role of mental processes in building brand 
loyalty. They believe that consumers engage in extensive problem-solving behavior involving brand and 
behavior. 
 

Phases of Brand Loyalty: 

• Cognitive, Affective, Conative and Action. 
 

• Brand Equity: 

 The term brand equity refers to the value inherent in a well-known brand name. This value stems from 
the consumer’s perception of the brand’s superiority and the social esteem that using it provides and the 
customer’s trust and identification with the brand. The most valuable assets are brand names. Well-
known brand names are often referred as mega brands.  
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B - Attitude 

 

Definition of Attitude 

An attitude is an enduring organization of motivational, emotional, perceptual, and cognitive process 
with respect to some aspect of our environment. It is a learned predisposition to respond in a consistently 
favorable or unfavorable manner with respect to a given object. Thus, an attitude is the way we think, feel, 
and act toward some aspect of our environment such as a retail store, television program, or product. 

In another words, an attitude is how positive or negative, favorable or unfavorable, or pro or con a 
person feels toward an object. This definition views attitude as a feeling or an evaluative reaction to object. 

Attitude may also be defined as “an enduring organization of motivational, emotional, perceptual, 
and cognitive process with respect to some aspect of the individual’s world. This views attitude as being 
made up of three components: the cognitive or knowledge component, the affective or emotional component 
and the cognitive or behavioral tendency component. 
 
 
Attitude Function 

Attitudes serve four key functions for individuals: -  
 

 Knowledge function: some attitudes serve primarily as a means of organizing beliefs about objects 
or activities such as brands and shopping. These attitudes may be accurate or inaccurate with respect 
to “objective” reality, but the attitude will often determine subsequent behaviours rather than 
“reality”. 

 Value-expressive function: Other attitudes are formed and serve to express an individual’s central 
values and self-concept. Thus, consumers who value nature and the environment are likely to 
develop attitudes about products and activities that are consistent with that value. These consumers 
are likely to express support for environment protection initiatives, to recycle, and to purchase and 
use “green products. 

 Utilitarian function: This function is based on operant conditioning. We tend to form favourable 
attitudes toward objects and activities that are rewarding and negative attitudes toward those that are 
not. Marketers frequently promise rewards in advertising and conduct extensive product testing to be 
sure the products are indeed rewarding. 

 Ego-defensive function: Attitudes are often formed and used to defend our egos and images against 
threats and shortcomings. Products promoted as very macho may be viewed favourably by men who 
are insecure in their masculinity. Or, individuals who feel threatened in social situations may form 
favorable attitudes toward products and brands that promise success or at least safety in such 
situations. 

Any given attitude can perform multiple functions, though one may predominate. Marketers need to be 
aware of the function that attitudes relevant to the purchase and use of their brands fulfil or could fulfil for 
their target markets. 
 

Characteristics of Attitude 

Attitudes have several important characteristics or properties; namely, they have an object; direction, 
intensity, and degree; have structure, and are learned. 
Attitudes Have an Object:  

 By definition, attitudes must have an object. That is, they must have a focal point whether it is an 
abstract concept, such as “ethical behavior”. Or a tangible item, such as a motorcycle.  

 The object can be a physical thing, such as a product, or it can be an action, such as buying a refuse 
bin. In addition, the object can be either one item, such as a person, or a collection of items such as a 
social group; it also can be either specific. 
 

Attitudes Have Direction, Degree and Intensity:  
 An attitude expresses how a person feels toward an object. It expresses direction-the person is either 

favourable or unfavourable toward, or for or against the object; degree- how much the person either 
likes or dislikes the object; and intensity-the level of sureness or confidence of expression about the 
object, or how strongly a person feels about his or her conviction.  
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 The direction, degree, and intensity of a person’s attitude toward a product have been said to provide 
marketers with an estimate of his or her readiness to act toward, or purchase, the product. However, a 
marketer must also understand how important the consumer’s attitude is viz -a-vis other attitudes, 
and the situational constraints, such as ability to pay, that might inhibit the consumer from making a 
purchase decision. 
 

Attitude Have Structure:  
 Attitudes display organization, which means that they have internal consistency and possess inter-

attitudinal centrality. They also tend to be stale, to have varying degrees of salience, and to be 
genralizable. The structure of human attitudes may be viewed as a complex set erected in a type of 
circular pattern. At the center of this structure are the individual’s important values and self-concept.  

 Attitudes close to the hub of this system are said to have a high degree of centrality. Other attitudes 
located farther out in the structure possess less centrality. Attitudes do not stand in isolation. They are 
associated with each other to form a complex whole. This implies that a certain degree of consistency 
must exist between them.  

 That is, because they are related, there must be some amount of “fit” between them, or conflict will 
result. Also, because the more central attitudes are related to a larger number of other attitudes, they 
must exhibit a greater degree of consistency than more peripheral attitudes do. Because attitudes 
cluster into a structure, they tend to show stability over time.  

 The length of time may not be infinite, but it is far from being temporary. Also, because attitudes are 
learned, they tend to become stronger, or at least more resistant to change, the longer they are held.  

 Thus, newly formed attitudes are easier to change and less stable than are older ones of equal 
strength. Attitudes tend to be genralizable. That is, a person’s attitude toward a specific object tends 
to generalize toward a class of objects. 

 
Attitude Are Learned:  

 They develop from our personal experiences with reality, as well as from information from friends, 
salespeople, and news media. They are also derived from both direct and indirect experiences in life.  

 Thus, it is important to recognize that learning precedes attitude formation and change, and that 
principles of learning can aid marketers in developing and changing consumer attitudes. 

 
Sources of Attitude Development 

 
All attitudes ultimately develop from human needs and the values people place upon objects that satisfy 

those perceived needs. 
 
 Personal Experience: People come into contact with objects in their everyday environment. Some 

are familiar, while others are new. We evaluate the new and re-evaluate the old, and this evaluation 
process assists in developing attitudes toward objects. Our direct experiences with sales 
representatives, products, services, and stores help to create and shape our attitudes toward those 
market objects. However, several factors influence how we will evaluate such direct contacts 

 Needs: Because needs differ and also vary over time, people can develop different attitudes toward 
the same object at different points in their life. 

 Selective perception: We have seen that people operate on their personal interpretation of reality. 
Therefore, the way people interpret information about products, stores, and so on, affects their 
attitudes toward them. 

 Personality: Personality is another factor influencing how people process their direct experiences 
with objects. How aggressive-passive, introverted-extroverted, and so on, that people are will affect 
the attitudes they form. 

 Group Associations: All people are influenced to one degree or another by other members in the 
groups to which they belong. Attitudes are one target for this influence. Our attitudes toward 
products, ethics, warfare, and a multitude of other subjects are influenced strongly by groups that we 
value and with which we do or wish to associate. Several groups, including family, work and peer 
groups, and cultural and sub cultural groups, are important in affecting a person’s attitude 
development 
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 Influential Others: A consumer’s attitude can be formed and changed through personal contact with 
influential persons such as respected friends, relatives, and experts. Opinion leaders are examples of 
people who are respected by their followers, who may strongly influence the attitudes and purchase 
behavior of followers. To capitalize on this type of influence, advertisers often use actors and 
actresses who look similar to or act similar to their intended audiences. People tend to like others 
who are similar to themselves, because they believe that they share the same problems, from the 
same judgments, and use the same criteria for the evaluating products. 

 
 

Structure of Attitudes Models 

The following section examines several important attitude models:  -  
 

 The tri-component attitude model 
 Multi-attribute attitude model 
 Trying – to – consume model 
 Attitude – toward – the – ad model 

 

 

TRICOMPONENT ATTITUDE MODEL 

 
According to the tri-component attitude model, attitudes consist of three major components: a 

cognitive component, an affective component, and a co-native component. 
 

 The Cognitive Component: The first part of the tri-component attitude model consists of a person’s 
cognitions that is, the knowledge of perceptions that are acquired by a combination of direct 
experience with the attitude object and related information from various sources. This knowledge and 
resulting perceptions commonly take the form of beliefs; that is, the consumer believers that the 
attitude object possesses various attributes and that specific behavior will lead to specific outcomes. 
 

 The Affective Component: A consumer’s emotions or feelings about a particular product or brand 
constitute the affective component of an attitude. These emotions and feelings are frequently treated 
by consumer researchers as primarily evaluative in nature; that is, they capture an individual’s direct 
or global assessment of the attitude object (i.e. the extent to which the individual’ rates the attitude 
object as “favourable” or “unfavourable,” “good” or “bad”). 

 
 The Co-native Component: Conation, the final component of the tricomponent attitude model, is 

concerned with the likelihood or tendency that an individual will undertake a specific action or 
behave in a particular way with regard to the attitude object. According to some interpretations, the 
co-native component may include the actual behavior itself. In marketing and consumer research, the 
co-native component is frequently treated as an expression of the consumer’s intension to buy. Buyer 
intention scales are used to assess the likelihood of a consumer purchasing a product or behaving in a 
certain way. 
 

 

MULTI-ATTRIBUTE ATTITUDE MODELS 

Multi-attribute attitude models portray consumer’s attitudes with regard to an attitude object (e.g. a 
product, a service, or a cause or an issue) as a function of consumers’ perception and assessment of the key 
attributes or beliefs held with regard to the particular attitude object. The components of this type of attitude 
model include: the attitude-toward object model, the attitude-toward-behavior model, and the theory-of 
reasoned-action model. 

 The Attitude toward object: According to this model, the consumer’s attitude toward a product or 
specific brands of a product is a function of the presence (or absence) and evaluation of certain 
product-specific beliefs and/or attributes. In other words, consumers generally have favorable 
attitudes toward those brands that they believe have an adequate level of attributes that they evaluate 
as positive, and they have unfavorable attitudes toward those brands they feel do not have an 
adequate level of desired attributes or have too many negative or undesired attributes. 
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 The Attitude-Toward-Behavior Model: The attitude-toward-behaviours model is the individual’s 
attitude toward acting with respect to an object rather than the attitude toward the object itself. The 
appeal of the attitude-toward-behavior model is that is seems to correspond somewhat more closely 
to actual behavior than does the attitude –toward object model. 

 Theory of Reasoned Action Model: The theory of reasoned action represents a comprehensive 
integration of attitude components into a structure that is designed to lead to both better explanation 
and better predictions of behavior. Like the basic tri-component attitude model, the theory-of-
reasoned –action model incorporates a cognitive component, an affective component, and a co-native 
component: however, there are arranged in a pattern different from that of the tri-component model. 

 
THEORY OF TRYING TO CONSUME MODEL 

 The theory is designed to account for the many cases in which the action or outcome is uncertain but 
instead reflects the consumer’s attempts to consume. In trying to consume, there are often personal 

impediments (a consumer is trying to find just the tie to go with a newly purchased suit for under Rs. 1000) 
or environmental impediments (only the first 50 in line will be able to purchase this Rs. 5000 colour ink jet 
printer for the special Saturday 9 am to 10 am price of Rs. 3500) that might prevent the desired action or 
outcome for occurring. The key point is that in this case of trying, the outcome is not and cannot be assumed 
to be certain. 
 
ATTITUDE TOWARD THE AD MODEL 

 As the model depicts, the consumer forms various feelings (affects) and judgements (cognition) as 
the result of exposure to an Ad. These feelings and judgements in turn affect the consumer’s attitude toward 
the ad and beliefs about the brand secured from exposure to the ad.  Finally, the consumer’s attitude toward 
the ad and beliefs about the brand influence his or her attitude toward the brand. The study found a positive 
relationship between attitudes toward the advertisement and purchase intention for each of the advertised 
products. 
 
ATTITUDE CHANGE STRATEGIES 

Attitude change based on the tri-component model 

1. Changing the cognitive components: - A common and effective approach to changing attitudes is 
to focus on the cognitive component. Four basic marketing strategies are used for altering the 
cognitive structure of a consumer’s attitude. 

• Change beliefs – this strategy involves shifting beliefs about the performance of the brand on 
one or more attributes. Thus, changing one belief about a brand may result in other beliefs 
changing to remain consistent with the changed belief. 

• Shift importance – marketers often try to convince consumers that those attributes on which 
their brands are relatively strong are the most important.  

• Add beliefs – another approach to changing the cognitive component of an attitude is to add 
new beliefs to the consumer’s belief structure. 

• Change ideal – the final component to change the cognitive component is to change the 
perception of the ideal brand or situation. In terms of minimal packaging, non-polluting 
manufacturing, extensive use of recycled materials etc. 

2. Changing the affective components: - it is increasingly common for a firm to attempt to influence 
consumers’ liking of its brand without directly influencing either beliefs or behaviour. Increased 
liking will tend to lead to increased positive beliefs, which could lead to purchase behaviour should a 
need for the product category arises. Marketers use 3 basic approaches: -  

• Classical conditioning – in this approach, a stimulus the audiences like such as music, is 
consistently paired with the brand name. Over time, some of the positive affect associated 
with the music will transfer to the brand. 

• Affect toward the Ad or website – liking the advertisement generally increases the tendency 
to like the product. Positive affect toward the ad or website may increase liking of the brand 
through classical conditioning, or it may high involvement. Ads that arouse negative affect or 
emotions such as fear, guilt or sorrow can also enhance attitude change.  

• Mere exposure – brand preference may also be increased by mere exposure. That is, simply 
presenting a brand to an individual on a large number of occasions might make the 
individual’s attitude toward the brand more positive. 
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3. Changing the behavioral components: - behaviour may precede the development of cognition and 
affect. Or it may occur in contrast to the cognitive and affective components. Ex: - a consumer may 
dislike the taste of diet soft drinks and believe that artificial sweeteners are unhealthy. However, 
rather than appear rude, the same consumer may accept a diet drink when offered by a friend. 

 

 

OTHER ATTITUDE CHANGE STRATEGIES 

 

 It is important to recognize that much of what has been said about attitude formation is also basically 
true of attitude change. I.e. attitude changes are learned, they are influenced by personal experience and 
other sources of information. The following are the attitude change strategies: -  

1. Changing the basic motivational function 

An effective strategy for changing consumer attitudes toward a product or brand is to make 
particular needs prominent. According to this approach, attitudes can be classified in terms of four 
functions: -  

• The utilitarian function – we hold certain brand attitudes partly because of a brand’s utility. 
When a product has been useful or helped us in the past, our attitude toward it tends to be 
favorable. For instance, high priced brands need to make consumers aware of the application 
of the product whenever possible. 

• The Ego-defensive function – most people want to protect their self-image from inner 
feelings of doubt – they want to replace their uncertainty with a sense of security and personal 
confidence. 

• The value – Expressive function – attitudes are an expression or reflection of the 
consumer’s general values, lifestyle, and outlook. If a consumer segment generally holds a 
positive attitude toward owning the latest designer jeans, then their attitudes toward new 
brands of designer jeans are likely to reflect that orientation. 

• The knowledge function – individuals generally have a strong need to know and understand 
the people and things they encounter. Communication should ensure that consumers are able 
to effectively comprehend product-related information and benefits. The knowledge function 
is very important for new – concept durables. 

2. Associating the product with a special group, event or cause 

Attitudes are related, at least in part, to certain groups, social events, or causes. It is possible 
to alter attitudes toward companies and their products, services and brands by pointing out 
their relationships to particular social groups, events or causes. 

3. Resolving two conflicting attitudes 

Attitude – change strategies can sometimes resolve actual or potential conflict between two 
attitudes, specifically, if consumers can be made to see that their negative attitude toward a 
product, specific brand, or its attributes. 

4. Altering components of the multi attribute model 

These models have implications for attitude – change strategies; specifically they provide us 
with additional insights as to how to bring about attitude change: -  

• Changing the relative evaluation of attributes – the overall market for many product 
categories is often set out so that different consumer segments are offered different 
brands with different features or benefits. In general, when a product category is 
naturally divided according to distinct product features or benefits that appeal to a 
particular segment of consumers, marketers usually have an opportunity to persuade 
consumers to “cross over”, that is, to persuade consumers who prefer one version of 
product to shift their favorable attitudes toward another version of the product. 

• Changing brand beliefs – strategy for changing attitudes concentrates on changing 
beliefs or perception about the brand itself. This is by far the most common form of 
advertising appeal. Advertising constantly are reminding us that their product has 
more or is better or best in terms of some important product attributes. 

• Adding an attribute – it consists of adding an attribute. This can be accomplished 
either by adding an attribute that previously has been ignored or one that represents an 
improvement or technological innovation. 
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• Changing the overall brand rating – attempting to alter consumer’s overall 
assessment of the brand directly, without attempting to improve or change their 
evaluation of any single brand attribute. Such a strategy frequently relies on some 
form of global statement that: -  

o This is the largest selling brand 
o The one all others try to imitate 
o The brand apart from all its competitors 

5. Changing beliefs about competitor’s brands 

It involves changing consumer beliefs about the attributes of competitive brands or product 
categories. For instance, an advertisement for Eclipse chewing gum makes a dramatic 
assertion of product superiority over other gums by claiming that “most other gums just make 
bad breadth”. Such comparative advertisement gives visibility to a competing brand and their 
claims. 

 

THE ELABORATION LIKELIHOOD MODEL (ELM) 

The elaboration likelihood model (ELM) of persuasion is a model of how attitudes are formed and 
changed that was developed by Richard E. Petty and John Cacioppo in the early 1980s. Central to this model 
is the "elaboration continuum", which ranges from low elaboration (low thought) to high elaboration (high 
thought).  

The Elaboration Likelihood Model states that there are two routes through which persuasive 
messages are processed: the central route, which provides complete information and is straightforward, and 
the peripheral route, which uses means like catchy tunes, colours, and celebrity endorsements. 
 

The Central Route 

Messages sent via the central route of persuasion must be straight-forward and complete. The central 
route consists of “thoughtful consideration of the arguments (ideas, content) in the message”. The receiver 
carefully scrutinizes the message and evaluates the subject matter of the idea. Messages sent through this 
route must possess a high level of receiver involvement, that is, the receiver must actually care about and be 
related to the subject. Because it is of importance to them, the message will be evaluated thoroughly. Central 
route messages must be strong. The message is going to be dissected and analyzed from every angle, so it 
had better have some substance to it. 

For example, a golf course superintendent is very concerned about the condition of the grass on his 
course. When a new product advertisement comes out for weed spray, he will pay close attention. He will 
analyze the content of the message and what it means for him and his green grass. On the other hand, a 
business woman living in a 14th floor apartment in New York City has no concern with her lawn; she doesn’t 
have a lawn! Therefore the weed spray advertisements are of no importance to her. 
 

The Peripheral Route 

The peripheral route of persuasion is successful for messages with low receiver involvement, low 
receiver motivation, and weak messages. Unlike the central route persuasion, messages sent via the 
peripheral route are not processed cognitively. Rather, the peripheral route states that if a person is unable to 
elaborate on a message extensively, then she may still be persuaded by factors that have nothing to do with 
the actual content of the message itself. Catchy tunes, bright colours, and celebrity endorsements are all 
ways of peripheral persuasion. Peripheral route messages focus on practically everything but the message 
itself. “The message will attempt to grab attention by making the receiver think about something that she is 
already familiar with and has positive thoughts about. However, peripheral persuasion is not as strong nor as 
long lasting as central persuasion. Although it can produce a positive change in behavior, “for it to become a 
more lasting change the message should be repeated over a period of time” 
Conclusion 

It is suggested that attitudes formed under high elaboration, the central route, are stronger than those 
formed under low elaboration. This means that this level of persuasion is stable over time and is less 
susceptible to decay or any type of counter-persuasion. Attitudes formed under low elaboration, the 
peripheral route, are more likely to cause a short term attitude change. 
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C- Persuasive Communication 

 

1. COMMUNICATION STRATEGY 

 

Basic communication model 

 

 

 

 

 

 

 

 

 

 

 

 

 

The source as the message initiator 

 

A company’s marketing communications are designed to make the consumer aware of the product or 
service, induce purchase or commitment, create a positive attitude toward the product etc. 
In marketing communications, informal and formal source. 

 Impersonal and interpersonal communications 

 Impersonal communications are organizations that develop and transmit appropriate messages through 
their marketing departments, advertising, and spokespersons. The targets specific audiences or several 
audiences that the organization is trying to inform influence or persuade. 

 The sender of interpersonal communications can be either informal or formal source. The key factor in 
communication is source credibility – the extent to which the receiver trusts and believes the sources 
sending the message. 

   
o Source credibility 

 Reference groups – are groups that serve as frames of reference for individuals in 
their consumption decision because they are perceived as credible sources. Reference 
groups influencing broadly defined values or behaviour are called normative 

reference group. Ex- child’s normative reference group is the immediate family. 
Referencing groups serving as benchmarks for specific or narrowly defined attitudes 
are called comparative reference group. Ex- they might be the upper level 
executives at one’s place of employment whose lifestyle, clothing are admired. 

 Opinion leadership – it is the process by which one person informally influences the 
actions or attitudes of others, who may be opinion seekers or receivers. 

 Word of mouth – informal two way interaction is termed as word of mouth. 
Although the term word of mouth implies personal, or face-to-face, consumers rely on 
word of mouth in selecting restaurants, travel destination, movies books etc. word of 

mouth occurs online in: -  

• Social networks 

• Brand communities 

• Consumer message boards and weblogs 

• Viral marketing etc 

 Formal sources – spokespersons and endorses 

The effect of time on source credibility – sleeper effect 

 When information is transferred from the short term memory to the long term 
memory, over time, it is separated from the context in which it was learned. Ex- although you 
know that the India’s capital is Delhi, you probably do not remember how you learned this 
piece of information. This concept is known as source amnesia or sleeper effect. 
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o Vendor credibility 

 the reputation of the retailer who sells the products has a major influence on message 
credibility 

 The consumer’s previous experience with the product or the vendor has a major 
impact on the credibility of the message. 

o Medium credibility 

 The reputation of the medium that carries the advertisement also enhances the 
credibility of the message. The reputation of the medium for honesty and objectivity 
also affects the believability of the advertisement. 

 One report said that, there is a drastic increase in the number of people who do not 
believe what is reported by mass media channels. 
 

 

2. TARGET AUDIENCE 

 

The receivers as the target audience 

 The initiator of the message first must decide to whom the message should be sent and what 
meaning it should convey. 

 The receiver of formal marketing communications is generally a targeted prospects or 
customers. 

 Intermediary and unintended audiences are also likely to receive marketer’s communications. 
 The sender must encode the message in such a way that its meaning is interpreted by the 

target audience in precisely the intended way. 
 The receivers decode the messages they receive on the basis of the following factors: -  

 
 Personal characteristics and motives 

o The receiver’s opportunity and ability to process the message, and the receiver’s motivation. 
o A person’s demographics and lifestyle determine how a message is interpreted. 

 

 Opinion leaders as thought leaders 

o Consumers get used to advertisements and obtain WOM opinion on brands and products 
categories from opinion leaders who may be from their circle of friends. A consumer 
associates a significant degree of credibility with a opinion leader when the former thinks of 
the latter as a consumer who has the knowledge and experience about a product category. 
 

 Involvement and congruency 

o A person’s level of involvement plays a key role in how much attention is paid to the message 
and how carefully it is decoded. Thus, involvement is an important consideration in the 
design and content of persuasive communications. 
 

 Mood 

o Mood plays a significant role in how a message is decoded, perceived, recalled, and acted 
upon. 

o Marketers of many image-centered products such as perfume, fashion, and liquor have found 
that appeals focused on emotions and feelings associated with these products are more 
effective than rational appeals depicting the products’ benefits. 

o Generally positive mood is likely to enhance the consumer’s reaction to any ads. 
 

 Barriers to communication 

o Selective exposure to messages - they read ads carefully for products they are interested in 
and tend to ignore advertisements that have no interest or relevance to them. 

o Psychological noise – in the form of competing advertising messages or distracting thoughts, 
can impact the reception of a promotional message. A viewer faced with the clutter of nine 
successive commercial messages during a program break may actually receive and retain 
almost nothing of what he has seen. 
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3. MEDIA STRATEGY 

 

The media as the channels for transmitting messages 

 The media or communications channel can be impersonal or interpersonal (formal or 

informal). Today there are two types of media: -  
o Mass media – print, broadcast 
o New media (alternative or nontraditional media) 

 Targeting consumers through mass media 

o Companies that have many diverse audiences sometimes develop a communications strategy 
that consists of an overall communications message to all their audiences, 

o In addition, to maintain positive communications with all of their publics, most large 
organizations use public relations to broadcast favorable information about the company. 

o The major limitations of traditional advertising media along the dimensions of targeting 
precision, the ability to construct and send a persuasive message, degree of psychological 
noise, feedback, and relative cost. 

 Targeting consumers through new (nontraditional) media 

o New media are more dynamic than traditional media. The message transmitted via new 
media are: -  

 Addressable – they can be customized and addressed to a particular receiver 
 Interactive – the receiver can interact with the sender during its transmission 

 Response measurable – a receiver’s response can be measured more precisely 

The different new media’s are as follows: -  

o Out-to-home and on-the –go media 

 It consists of new promotional tools as well as some older means that were 
significantly updated with new technology. 

 This media target mobile customers in more innovative, captivating, and interactive 
ways than mass media. The media group includes: -  

• Captive advertising screens placed in buildings (hotels, taxi, office building 
etc) 

• Digital billboards and displays etc. 

• Ambient advertising 

o Online and mobile media 

 This category is also called consumer-generated media and mobile advertising and it 
includes all ads reaching the consumer online and on any mobile communication 
devices such as personal digital assistances. 

o Interactive TV 

 Interactive TV combines TV programming and the interactivity of the web, in the 
form of two way communication between subscriber and provider of cable. Ex: - 
viewer of TOP CHEF Programme can vote on contestants, immediately see the results 
etc. 

 Media and message congruence 

Messages directed to individuals or mass depend on the media and also narrowcast or widercast 
messages depend on whether marketers adopt traditional or nontraditional media. The following 
are the two concepts can be understood about media and message congruence: -  
o Addressable advertising 

o Branded entertainment 

 

4. MESSAGE STRATEGIES 

Designing persuasive messages 

 A message can be verbal or nonverbal or combination of two.  
 The message is the thought, idea, attitude, image, or other information that the sender wishes 

to convey to the intended audiences. 
 The sponsor, who may an individual or organization 
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 The objective of a persuasive message include creating awareness of a service, promoting 
sales of a product, encouraging certain practices, attracting retailers, reducing post purchase 
dissonance, creating favorable image etc. 

 
 

 Behaviour theories and persuasive message 

o In an emerging market like India, a combination of behaviour theories is likely to be useful 
for marketers to create persuasive messages. 

o One such behavioral theory is the prospect theory deals with the pleasure based on changing 
conditions as compared to the existing conditions of consumers. 

o Several durables like cars, two wheelers get financed by banks that advertise on the prospect 
theory principle. 

o Even motivational theories are considered as behavioral theories studied in last module. 
 

5. MESSAGE STRUCTURE AND PRESENTATION 

Some of the decisions that marketer must make in designing a message include the use of: -  
 Resonance – is wordplay, often consisting of a humorous double meaning, and usually accompanied 

by a relevant picture. By using resonance in ads, marketers hope to increase the chances that 
consumer will notice their ads, remember them, and view them favorably. 

 Positive or negative Message framing – marketers usually adopt either the following message 
frames. Marketers stress the benefits to be gained by using a specific product (positive message 
framing) or the benefits to be lost by not using the product (negative message framing) 

 One-sided or two-sided messages – some marketers stress only positive factors about their products 
and pretend that competition does not exist, it is known as one sided messages. Some marketers 
express product features in relation to a competing brand or by not claiming that the product is a 
universal cure, it is known as two sided messages. 

 Order effects – communications researchers have found that the order in which a message is 
presented affects audience receptivity. Order is important in listing product benefits within an ad. If 
audience interest is low, the most important point should be made first to attract attention. However, 
if interest is high, it is not necessary to pique curiosity. 

 

Advertising appeals 

 Comparative advertising 

 Fear 

 Humor (Funniness) 

 Abrasive advertising (agony commercials) 

 Sex in advertising 

 Audience participation 

 Timely advertising 

 Celebrities 
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Module 05 

External influences on Consumer behaviour 

A – Social Class 

 
INTRODUCTION 

Social class can be thought of as a continuum which includes a range of social positions on which 
each member of society can be placed, divided into a small number of specific social classes or strata. 
 
 Social class is defined as the division of members of a society into a hierarchy of distinct status 
classes, so that members of each class have relatively the same status and members of all other classes have 
either more or less status. 
 
To appreciate more fully the nature and complexity of social class, now consider several underlying 
concepts pertinent to this definition: -  
 
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. 

• Socioeconomic variables such as family income, occupational status or prestige, and educational 
attainment, as expressions of status are used by marketing practitioners to measure social class. 

• Sometimes it is called social stratification – status is frequently thought of as the relative rankings 
of members of each social class in terms of specific status factors. 

• For instance, relative wealth (amount of economic assets), power (the degree of personal choice or 
influence over others), and prestige (the degree of recognition received from others) are three status 
factors frequently used when estimating social class. 

 
SOCIAL CLASS IS HIERARCHICAL AND A FORM OF SEGMENTATION 

• Social class categories usually are ranked in a hierarchy, ranging from low to high status. 

• Therefore, social class categories suggest that others are either equal to them (about the same social 
class), superior to them (higher social class), or inferior to them (lower social class). 

• Consumers may purchase certain products because these products are favoured by members of either 
their own or a higher social class, and many consumers may avoid other products because they 
perceive the products to be lower class products. Thus, the various social class strata provide a 
natural basis for market segmentation. 

• The classification of society’s members into a small number of social classes has also enabled 
researchers to note the existence of shared values, attitudes, and behaviour among members within 
each social class and different values, attitudes and behaviour among social classes. 

 

 

SOCIAL CLASS CHARACTERISTICS 

 

 Characteristics which determine  your social class 

  Money 

 

  investments, e.g. stock & bonds 
    allowances 

  public assistance of any type 
  coupons 
  other wealth/assets 
  did you get what you wanted or only what was needed 
  pawned goods 
  living pay check to pay check 
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Education 

 

 level attained of self, siblings, parents 
 literacy level 
 private/public 
 Tutors 
 financial aid, e.g. scholarships, grants, loans, bursaries 
 types of books and other reading material in the home 
 study in or out of state 

 

Employment 

 

 which parents worked 
 what type of work, i.e. occupation 
 hours of work, e.g. shift, part-time, full-time, overtime 
 self-employed or salaried 

    
 

Housing 

 

 rented or owned 
 size of home and surrounding land 
 number of floors of home 
 second homes 
 purpose, e.g. to live in or investment 
 safety of neighbourhood/crime rate 
 location, e.g. inner city, suburb, rural location 
 maintenance/repairs done by family or outside help 
 abandoned buildings nearby 

 

Food 

 

 ate only at home 
 ate with family together 
 ate at restaurants, what kind of restaurants, how often 
 prices on menu were or were not of concern 
   

Clothing 

 

 new or 2nd hand 
 name brand 
 need or want 

 

Shopping 

 

 name brands 
 no-name brands 
 paid in cash or credit card or check 
 coupons 

 

Parents 

 

 married 
 divorced 
 remarried 
 adoption 
 number of children 

 

Transportation 

 

 car, type, age, new or used, and how many 
 repair and insurance payment covered by whom 
 children got cars when turned a certain age 
 public 
 bicycle 
 walking 
 other forms of non-essential transportation, e.g. boats, snowmobiles 
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Health 

 

 types of doctors 
 Dentists 
 emergency room visits and/or family doctor 
 public or private health insurance, type of coverage 
 vision care 
 "alternative" health care options 

 

Sports 

 

 need for equipment or not 
 pool or basketball court at home 

 

Domestic duties 

 

 hired help 
 which parent doing what chores (Everyday jobs) 
 children doing chores (Everyday jobs) and receiving allowance or not 
 childcare, babysitting 

 

Church involvement 

 
 which congregation (worshippers) 

 

Furnishings 

 

 type in home, new or used, style 
 electronic goods, e.g. stereo, computers, appliances 
 Antiques 
 china or silverware, special occasion items 

 

Leisure activities 

 

 after school 
 Hobby 
 of parents and children 
 private lessons, e.g. piano or tennis 

 

Summer activities 

 

 stay at home 
 Vacations 
 Camps 

 

Vacation 

 

 places stayed e.g. tents or motels or hotels 
 where ate food, e.g. cooked own or ate out 
 transportation, e.g. cars or flying 
 visiting relatives or new places 
 outside the country or "exotic" places 

 

 
 
SOCIAL – CLASS CATEGORIES IN INDIA 

 

The upper-upper class – club establishment 

 Small number of well established families 

 Belong to best clubs and sponsor major charity events 

 Serve as trustees for local colleges and hospitals 

 Prominent physicians and lawyers 

 May be heads of major financial institutions, owners of major long-established firms 

 Accustomed to wealth, so do not spend money conspicuously 

The lower-upper class - new wealth 

 Not quite accepted by the upper crust of society 

 Represent “new money” 

 Successful business executives 

 Conspicuous users of their new wealth 
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The upper-middle class – achieving professionals 

 Have neither family status nor unusual wealth 
 Career oriented 
 Successful professionals, corporate managers, and business owners 
 Most are college graduates, many with advanced degrees 
 Active in professional, community and social activities 
 Have a keen interest in obtaining the “better things in life” 
 Their homes serve as symbols of their achievements 
 Consumption is often conspicuous 

The lower-middle class – faithful followers 

 Primarily non managerial white collar workers and highly paid blue collar workers 
 Want their children to be well behaved 
 Religious 
 Prefer a neat and clean appearance and tend to avoid faddish or highly styled clothing 
 Constitute a major market for do it yourself products 

The upper-lower class – security minded majority 

 Solidly blue collar 
 Strive for security 
 View work as a means to buy enjoyment 
 Want children to behave properly 
 High wage earners in this group may spend impulsively 
 Interested in items that enhance their leisure time 
 Mares are sports fans, heavy smokers, drinkers 

The lower-lower class – rock bottom 

 Poorly educated, unskilled labourers 
 Often out of work 
 Children are often poorly treated 
 Tend to live a day to day existence 

 
 

THE MEASUREMENT OF SOCIAL CLASS 

The measurement of social class as also the techniques to be used, have been a subject of debate. 
Researchers have not been able to agree on the methodology that needs to be used for measuring social class. 
This is because  

i) Varied classifications in form and numbers have been proposed;  
ii) There is lack of clarity with respect to the underlying dynamics and dimensions of social 

class.  
A wide variety of tools and techniques have been used to measure social class. Broadly speaking, the 

various techniques that are used are: -  
 

- Subjective Measures: 
 The subjective approach to measure social class requires a self-assessment on the part of the 

individual who is asked to specify the class to which he belongs. 
  In other words, the individual self-perceives his social class in response to a question like, “Which 

one of the following best describes your social class: the lower class, the middle class, or the upper 

class?” 
  Thus, the person is asked to estimate and specify his own social-class position. The person answers 

on the basis of his feeling of belongingness and identification with others, as well as class 
consciousness. 

  However, the problem with this approach is that it leads to a lot of responses that fall in the mid-
range (or the middle class).  

 People are often conscious or shy or may even refrain from giving the true response and have a safe 
say by opting for the middle class, when they should have been correctly classified as belonging to 
either the lower or upper class. 
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- Reputational Measures: 
 The reputational measure to measure social class requires independent informants from the society, 

to identify and make comments related to the social class membership of people in the community.  
 Sociological researchers as also market researchers select informants within the community, and ask 

them to assess and make judgment about the class membership of other people in the community.  
 Much remains to the discretion of the researcher who is left with the final task of assigning people in 

the community to the various class categories based on his knowledge, expertise and experience.  
 The methods lack reliability and has proved to be impractical, primarily in studies related to 

marketing and consumer behavior. Unlike, sociology, the consumption pattern and resultant behavior 
may not always be assessed correctly by observers. 
 
 

- Objective Measures: 
 Objective measures make use of demographic and particularly socioeconomic variables for assessing 

the social class of individuals.  
 The researchers use questionnaires that are administered to people in the community.  
 Such questionnaires directly or indirectly help in determining their social class. Questions relate to 

their address (so as to determine place of residence), and particularly to the more important variables 
like occupation, income and education.  

 Such demographic and socioeconomic indicators help determine the social-class membership.  
 The objective measures of social class may be divided into two categories, viz., single variable 

indexes and composite-variable indexes. 
 
 

a) Single-Variable Indexes:  
 As the term denotes, single variable indexes, are those that use one socioeconomic variable to 

assess social-class membership of a person.  
 For consumer behavior, the commonly used indexes are i) Education; ii) Occupation; and 

iii) Income.  
 Certain types of products and their usage is related to occupation and marketers define the 

target market on the basis of occupation,  
 for example publishers, professors and teachers via missionary selling act as viable targets. 

Education and occupation also determine the income level of a person.  
 In fact, all these three indexes are used to determine the social class standing of a person. 

Another variable that indirectly determines the social class membership is the address of 
residence and the neighbourhood that one is a part of. 

 
 

b) Composite-Variable Indexes:  
 The composite-variable indexes use a combination of demographic and socioeconomic 

factors to assess and measure the social class of an individual.  
 As indexes, they are more reliable for consumer researchers as they better reflect and assess 

the dynamics and complexity of social class than single-variable indexes.  
 For example, education, occupation and income are taken together to have reliable and valid 

findings with respect to the social class that one belongs to.  
 The three variables have an impact on the lifestyle of individuals, and thus when put together, 

are useful in assessment of social class. 
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SOCIAL CLASS MOBILITY 

 Social mobility is the movement of individuals or groups in social position over time. 
 

 It may refer to classes, ethnic groups, or entire nations, and may measure health status, literacy, 
or education — but more commonly it refers to individuals or families, and their change in income. 

  It also typically refers to vertical mobility—movement of individuals or groups up (or down) from 
one socio-economic level to another, often by changing jobs or marriage.  

 It can also refer to horizontal mobility—movement from one position to another within the same 
social level.  

 Social mobility can be the change in status between someone (or a group) and their parents/previous 
family generations ("inter-generational"); or over the change during one's lifetime ("intra-
generational").  

 It can be "absolute"—i.e. total amount of movement of people between classes, usually over one 
generation (such as when education and economic development raises the socio-economic level of a 
population); or "relative" -- an estimation of the chance of upward (or downward) social mobility of a 
member of one social class in comparison with a member from another class.  

 A higher level of intergenerational mobility is often considered praiseworthy, and the sign of greater 
fairness, or equality of opportunity, in a society. 

 
Mobility is enabled to a varying extent by economic capital, cultural capital (such as higher 

education), human's capital (such as competence and effort in labour), social capital (such as support from 
one's social network), physical capital (such as ownership of tools, or the 'means of production'), 
and symbolic capital (such as the worth of an official title, status class, celebrity, etc.) 
 

People in community can move from one strata to another. They can move either up or down the 
social class; this mobility gets exhibited in two forms. One, individuals can move either up or down in 
social-class standing across generations, i.e. while their parents may have belonged to one strata, they begin 
to belong to another, either upper or lower. Two, such a transition may also be seen through one’s life, i.e. as 
a person becomes independent and starts earning, he may belong to one class and as he progresses in life, he 
may begin to belong to another. 
 

Upward mobility is more common and is generally the trend these days. As mentioned above, the 
higher social classes often become aspirational and reference groups for people of lower social status. 
Marketers realize this and use symbols of higher-class status into their products, as also the advertisement, 
both in terms of content and context. It has also been seen that that products and services that were 
traditionally within the realm of one social class, are now getting into the realm of lower social classes. The 
influence of upper classes on lower, has also benefited the “me-too” marketers, who come up with 
counterfeiters 

 
GEO – DEMOGRAPHIC CLUSTERING 

• The objective of geo-demographic clustering is to understand the relationship between social class 
and geo-demographic clusters. 

• This is to say that families of similar socioeconomic backgrounds tend to reside in the same 
neighbourhoods or communities – i.e. they cluster together.  

• In India there are dispersed communities made up a similar people with similar geographic profiles.  

• Traditional social class measures have been enhanced by linking consumer related geographic and 
socioeconomic data to create comprehensive geographic clusters. 

 
 
SOCIAL STRATIFICATION7 

Social stratification is the hierarchical arrangement of social classes, castes, and divisions within a 
society. These hierarchies are not present in all societies, but are quite common in state-level societies (as 
distinguished from hunter-gatherer or other social arrangements).  

 
Stratification is a hierarchy of positions with regard to economic production which influences 

the social rewards to those in the positions. 
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According to Peter Saunders, in modern Western societies, stratification depends on social and 
economic classes comprising three main layers: UPPER CLASS, MIDDLE CLASS, AND LOWER 

CLASS. Each class is further subdivided into smaller classes related to occupation. The term stratification 

derives from the geological concept of strata, or rock layers created by natural processes. SOCIAL CLASS 
Factors responsible for social stratification: - 

In Today’s World, Three Main Systems of Stratification Remain: - 
 

1. SLAVERY:  
Slavery is a system under which people are treated as property to be bought and sold, and are forced to 
work. Slaves can be held against their will from the time of their capture, purchase or birth, and deprived of 
the right to leave, to refuse to work, or to demand compensation. Slavery still exists today. As many as 400 
million people live under conditions that qualify as slavery, despite laws prohibiting it. In Mauritania, the 
Sudan, Ghana, and Benin, slavery exists much as it did 800 years ago. In other parts of the world, including 
Bangladesh, India, and Nepal, and Pakistan, debt slavery is common. Sex slavery, the forcing of girls into 
prostitution, is prevalent in Asia. 

2.  CASTE SYSTEM:  
A caste system is a social system based on ascribed statuses, which are traits or characteristics that people 
possess as a result of their birth. Ascribed statuses can include race, gender, nationality, body type, and age. 
A caste system ranks people rigidly. No matter what a person does, he or she cannot change castes. People 
often try to compensate for ascribed statuses by changing their nationality, lying about their age, or 
undergoing plastic surgery to alter their body type. In some societies, this strategy works; in others, it does 
not. The Indian caste system has existed for about 3,000 years. There were four original castes and one caste 
so low that it was not even considered to be part of the caste system:  

 The Brahman caste usually consisted of priests or scholars and enjoyed a great deal of prestige and 
wealth. 

 The KSHATRIYA caste, or warrior caste, was composed of those who distinguished themselves in 
military service. 

 The VAISHVA caste comprised two sets of people—business-people and skilled craftspeople. 
 The SHUDRA caste consisted of those who made their living doing manual labour. 
 The HARIJAN, Dalit, or Untouchable caste was thought to comprise only inferior people who were 

so repulsive that an individual who accidentally touched one would have to engage in extensive ritual 
ablutions to rid him or herself of the contamination. 

3. CLASS SYSTEM:  
In a class system, an individual’s place in the social system is based on achieved statuses, which are 
statuses that we either earn or choose and that are not subject to where or to whom we were born. Those 
born within a class system can choose their educational level, careers, and spouses. Social mobility, or 
movement up or down the social hierarchy, is a major characteristic of the class system. 
 
 

 

THEORIES OF STRATIFICATION 

 

MAX WEBER: took issue with Marx’s seemingly simplistic view of stratification. Weber argued that 
owning property, such as factories or equipment, is only part of what determines a person’s social class. 
Social class for Weber included power and prestige, in addition to property or wealth. People who run 
corporations without owning them still benefit from increased production and greater profits. 

 Prestige and Property: Weber argued that property can bring prestige, since people tend to hold 
rich people in high regard. Prestige can also come from other sources, such as athletic or intellectual 
ability. In those instances, prestige can lead to property, if people are willing to pay for access to 
prestige. For Weber, wealth and prestige are intertwined. 

 Power and Wealth: Weber believed that social class is also a result of power, which is merely the 
ability of an individual to get his or her way, despite opposition. Wealthy people tend to be more 
powerful than poor people, and power can come from an individual’s prestige. 
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DAVIS AND MOORE: THE FUNCTIONALIST PERSPECTIVE: Sociologists Kingsley Davis and 
Wilbert Moore believed that stratification serves an important function in society. In any society, a number 
of tasks must be accomplished. Some tasks, such as cleaning streets or serving coffee in a restaurant, are 

relatively simple. Other tasks, such as performing brain surgery or designing skyscrapers, are complicated 
and require more intelligence and training than the simple tasks. Those who perform the difficult tasks are 
therefore entitled to more power, prestige, and money. Davis and Moore believed that an unequal 
distribution of society’s rewards is necessary to encourage people to take on the more complicated and 
important work that required many years of training. They believed that the rewards attached to a particular 
job reflect its importance to society. 
 
 

B- CULTURE AND SUBCULTURE 

 

 

CULTURE: -  

 For the purpose of studying consumer behaviour, culture can be defined as the sum total of learned 
beliefs, values and customs that serve to guide and direct the consumer behaviour of all members of 
that society. 

  Howard and Sheth have defined culture as “A selective, man made way of responding to experience, 
a set of behavioural pattern”. Thus, culture consists of traditional ideas and in particular the values, 
which are attached to these ideas.  

 It includes knowledge, belief, art, morale, law, customs and all other habits acquired by man as a 
member of society. 

  An accepted concept about culture is that includes a set of learned beliefs, values, attitudes, habits 
and forms of behaviour that are shared by a society and are transmitted from generation to generation 
within that society. 
 

Culture is learned through the following three ways:- 

 

1. Formal learning: parents and elders teach children the proper way to behave. For instance, you have 
been taught that you need to study to be successful and happy in life. This learning may influence your 
response both as a student and individual towards education. 
2. Informal learning: we learn by imitating the behaviour of our parents, friends, or by watching TV and 
film actors in action 
3. Technical learning: instructions are given about the specific method by which certain things to done such 
as painting, dancing, singing etc. 
 
CHARACTERISTICS OF CULTURE 

Although the definitions of culture presented earlier are excellent, they seek to characterize culture in 
only a few words. It is evident that the concept is difficult to convey clearly in any definition. However, 
despite the challenges involve in defining the concept, many social scientists agree that the following 
features are essential. 

1. Culture is invented 

Culture does not simply “exist” somewhere waiting to be discovered. People invent their culture. This 
invention consists of three interdependent elements: (1) an ideological component that consists of the ideas, 
beliefs, values and ways of reasoning that human beings learn to accept in defining what is desirable and 
undesirable; (2) a technological component that consists of the skills, crafts, and arts that enable humans to 
produce material goods derived from the natural environment; and (3) an organizational component (such as 
the family and social class) that makes it possible for humans to coordinate their behavior effectively with 
the actions of others. 

2. Culture is learned 

Culture is not instinctive, but is learned beginning early in life and is charged with a good deal of emotion. 
The great strength of this cultural stamp handed down from one generation to another is such that at an early 
age, children are firmly imbued with their culture’s ways of acting, thinking, and feeling. This obviously has 
important implications for the behavior of consumers because these preconditions of that behavior are 
moulded by their culture from birth. 
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3. Culture is Social Shared 

Culture is a group phenomenon, shared by human beings living in organized societies and kept relatively 
uniform by social pressure. The group that is involved in this sharing may range from a whole society to a 
smaller unit such as a family. 

4. Cultures are Similar but Different 

All cultures exhibit certain similarities. For example, each of the following elements is found in all societies: 
a calendar, cooking, courtship, dancing, education, family, gestures, government, housing, language, law, 
music, and religious ritual. There is, however, great variation from society to society in nature of each of 
these elements, which may result in important consumer-behavior differences around the world. 

5. Culture is Gratifying and Persistent 

Culture satisfies basic biological needs as well as learned needs. It consists of habits that will be maintained 
and reinforced as long as those who practice them are gratified. Because of this gratification, cultural 
elements are handed down from generation to generation. Thus, people are comfortable doing things in the 
customary way, such as traditional marriage found in Nigeria. Our thorough inculcation with culture causes 
it to persist even when we are exposed to other cultures. No matter where we go or what we do, we cannot 
escape our cultural heritage. 

6. Culture is Adaptive 

In spite of our resistance to change, cultures are gradually and continuously changing. Some societies are 
quite static, with a very slow rate of change, while others are more dynamic, with very rapid changes taking 
place. 

7. Culture is Organized and Integrated 

A culture “hangs together” that is, its parts fit together. Although every culture has some inconsistent 
elements, it tends to form a consistent and integrated whole. 

8. Culture is Prescriptive 

Culture involves ideal standards or patterns of behavior so that members of society have a common 
understanding of the right and proper way to think, feel, and act. Norms are society’s rules or guidelines 
specifying what behavior are appropriate or inappropriate in given situations. 
 

Culture also determines what is acceptable with product advertising. Culture determines what people 
wear, eat, reside and travel. Cultural values in India are good health, education, respect for age and seniority. 
But in our culture today, time scarcity is a growing problem, which implies a change in meals. 
 
SOME CHANGES IN OUR CULTURE: 

1. Convenience: as more and more women are joining the work force there is an increasing demand for 
products that help lighten and relieve the daily household chores, and make life more convenient. This is 
reflected in the soaring sale of Washing machines, microwaves, Pressure cookers, Mixer grinders, food 
processors, frozen food etc. 
2. Education: People in our society today wish to acquire relevant education and skills that would help 
improve their career prospects. This is evident from the fact that so many professional, career oriented 
educational centers are coming up, and still they cannot seem to meet the demand. As a specific instance 
count the number of institutions offering courses and training in computers that has opened in your city. 
3. Physical appearance: Today, physical fitness, good health and smart appearance are on premium today. 
Slimming centers and beauty parlours are mushrooming in all major cities of the country. Cosmetics for both 
women and men are being sold in increasing numbers. Even exclusive shops are retailing designer clothes. 
4. Materialism: There is a very definite shift in the people’s cultural value from spiritualism towards 
materialism. We are spending more money than ever before on acquiring products such as air-conditioners, 
cars CD players etc, which adds to our physical comfort as well as status. 
 

TYPES OF CULTURE 

1. National culture - The culture prevalent in a nation, common to everyone 
2. Popular culture - The culture of the masses with norms of mass appeal 
3.Subculture - The culture of a group within the larger society or Group identification based on nationality of 
origin, race, region, age, religion, gender, etc. 
4. Corporate culture - The Company’s values, rituals, customs, myths and heroes 
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HOFSTEDE’S FIVE DIMENSIONS OF CULTURE 

 Culture has a profound impact on the way consumers perceive themselves, products they buy and 
use, purchasing processes, and the organisations from which they purchase. 

 Marketers, however, are giving more attention, to understanding macro cultures and how they affect 
consumer behaviour.  

 Hofstede found five dimensions of culture that are common among 66 countries.  
 These dimensions serve as a foundation for characterizing, comparing and contrasting specific 

national cultures, and they are helpful in identifying environmentally sensitive segments of the 
market. 
 

1. Individualism versus collectivism (Pursuit of self- or group interest) 
Individualism describes the relationship between an individual and fellow individuals, or the 

collectivity that prevails in society. The below table depicts the attitudinal and behavioural differences 
associated with individualism and collectivism. 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
2. Power distance (Social inequality and submission to authority) 

 Distance reflects the degree to which a society accepts inequality in power at different levels in 
organisations and institutions. It can affect preferences for centralization of authority, acceptance of 
differential rewards, and the ways people of unequal status work together. 
3. Uncertainty avoidance (Tolerance/avoidance of ambiguity) 

Uncertainty avoidance concerns the different ways in which societies react to the uncertainties and 
ambiguities inherent in life. Some societies need well defined rules or rituals to guide behaviour, whereas 
others are tolerant of deviant ideas and behaviour. 
4. Masculinity/femininity (Segregation of male and female roles in society) 

This factor determines the extent to which societies hold values traditionally regarded as 
predominantly masculine or feminine. For instance, assertiveness, respect for achievement, and the 
acquisition of money and material possessions are identified with masculinity; and nurturing, concern for the 
environment and championing the underdog (loser) are associated with a culture’s femininity. 
5. Abstract versus associative thinking 

Creation of value in products based on cause/effect logic or association among events without a 
logical link 
 

 

CULTURAL INFLUENCES 

Culture is that complex whole which includes knowledge, belief, art, law, morals, customs and any 
other capabilities and habits acquired by humans as members of society. Culture influences the pattern of 
living, of consumption, of decision-making by individuals. Culture is acquired. It can be acquired from the 
family, from the region or from all that has been around us while we were growing up and learning the ways 
of the world. Culture forms a boundary within which an individual thinks and acts. When one thinks and acts 
beyond these boundaries, he is adopting a cross-cultural behaviour and there are cross-cultural influences as 
well. 
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The nature of cultural influences is such that we are seldom (rarely) aware of them. One feels, 
behaves, and thinks like the other members of the same culture. It is all pervasive and is present everywhere. 
Material culture influences technology and how it brings cultural changes like use of telephones, mobile 
phones, clothing styles and fashions, gives the marketers a chance to improve the product, packing, etc. to 
meet the needs of the customers. 
 

Norms are the boundaries that culture sets on the behaviour. Norms are derived from cultural values, 
which are widely told beliefs that specify what is desirable and what is not. Most individuals obey norms 
because it is natural to obey them. Culture outlines many business norms, family norms, behaviour norms, 
etc. How we greet people, how close one should stand to others while conducting business, the dress we 
wear and any other patterns of behaviour. 
 

Culture keeps changing slowly over time; and is not static. Changes take place due to rapid 
technologies. Marketers and managers must understand the existing culture as well as the changing culture 
and culture of the country where the goods are to be marketed. 
 

Major companies have adapted themselves to international culture and are accepted globally. Coca 
Cola is sold all over the world. Procter & Gamble and other companies give cross-cultural training to their 
employees. By making cross-cultural mistakes, many companies have difficulty in pushing their products for 
example,(i) Coca Cola had to withdraw its 2 litres bottle from Spain, because it did not fit in the local 
refrigerator; (ii) Many countries are very traditional and do not like women displayed on the products. This 
acts as a detriment to business in those countries. 
 
 
ROLE OF CUSTOMS, VALUES AND BELIEFS 

Variation in Cultural Values 

There are three broad forms of cultural values: -  
 

I. Other Oriented Values 

This shows the relationship between individuals and the society. The relationship influences 
marketing practices. If the society values collective activity, decisions will be taken in a group. It gives rise 
to following questions which affect consumer behaviour. 

• Individual/ collective: Whether individual initiation has more value than collective activity? 

• Romantic orientation: This depicts whether the communication is more effective which emphasises 
courtship or otherwise. In many countries a romantic theme is more successful. 

• Adult/ child theme: Is family life concentrated round children or adults? What role do children play 
in decision-making? 

• Masculine/ Feminine: Whether the society is male dominant or women dominant or balanced. 

• Competitive/ Cooperation: Whether competition leads to success. This is achieved by forming 
alliances with others. 

• Youth/ age: Are prestige roles assigned to younger or older members of the society. American 
society is youth oriented and Korean is age oriented. Decisions are taken by mature people in Korea. 
 

II. Environment Oriented Values 

• Cleanliness: If a culture lays too much stress on cleanliness. There is scope for the sale of beauty 
creams, soaps, deodorants, insecticides, washing powder, vacuum cleaner, etc. In western countries, 
a lot of emphasis is placed on this aspect and perfumes and deodorants are widely used. 

• Performance/ status: A status oriented society cares for higher standards of living, and chooses 
quality goods and established brand names and high prices items. This is true for the United States, 
Japan, Singapore, Malaysia, Indonesia, Thailand and most Arabic countries. In performance oriented 
societies, where rewards and prestige is based on an individual's performance, less importance is 
given to brand names. Products which function equally well and may not be big brand names are 
used. Germans do not give the same amount of emphasis to brand names. The marketers adopt 
strategies accordingly. 

• Tradition/ change: Traditional oriented societies stick to the old product and resist innovation or 
new techniques. In traditional societies, there is less scope for new products, and old traditional 
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products are in greater demand. In some societies which are upwardly mobile, consumers are looking 
for modern methods, new products, new models and new techniques. 

• Risk taking/ security: An individual who is in a secure position and takes a risk can be either 
considered venturesome or foolhardy. This depends on the culture of the society. For developing new 
entrepreneurs risk taking is a must. It leads to new product development, new advertising themes and 
new channels of distribution. Security oriented societies have little chances of development and 
innovation. 

• Problem solving/fatalist: A society can be optimistic and have a problem solving attitude or, be 
inactive and depend on fate. This has marketing implications on the registering of complaints when 
consumers are dissatisfied with the purchase of the products. Advertising plays an important part and 
gives guidance to the consumer, and removes these doubts to a great extent. 

• Nature: There are differences in attitude over nature and its preservation. Consumers stress on 
packing materials that are recyclable and environment friendly. Some countries give great 
importance to stop environmental pollution and to recycling of products. Companies like P&G, 
Colgate-Palmolive captured a great extent of the market by offering products which are less harmful 
to the environment. They also use ingredients in the products which are not harmful in any way. 
 
 
 

III. Self-Oriented Values 

• Active/passive: Whether a physically active approach to life is valued more highly than a less active 
orientation. An active approach leads to taking action all the time and not doing anything. In many 
countries, women are also taking an active part in all activities. This makes the society a highly 
active one, where everybody is involved in work. 

• Material/ non-material: In many societies money is given more importance, and a lot of emphasis is 
on being material minded. While in many societies things like comfort, leisure and relationships get 
precedence over being materialistic. Materialism can be of two types. 

o Instrumental materialism, which is the acquisition of things to enable one to do something or 
achieve something. Cars are used for transportation. People like to possess things of material 
value which would help them to bring efficiency. 

o Terminal materialism is the requisition of materialism for the sake of owing it rather than for 
use-Art is acquired for owing it. Cultural differences play art important role in this type of 
materialism. Instrumental materialism is common in the United States of America; where as 
Japanese advertisements are mostly dominating terminal materialism. 

• Hard work/leisure: This has marketing implications on labour saving products and instant foods. 
Some societies value hard work and consider it as a fuller life. Others adopt labour saving devices 
and instant foods to have more leisure time at their disposal. 

• Postponed gratification/ immediate gratification: Should one save for the rainy day or live for the 
day? Sacrifice the present for the future, or live only for the day? Some countries like The 
Netherlands and Germany consider buying against credit cards as living beyond one's means, 
whereas credit cards are very popular in America and other countries having a different cultural 
orientation, some prefer cash to debt. Some societies save for tomorrow; others enjoy the present and 
spend lavishly. 

• Humour/ serious: Should we take life lightly and laugh it off on certain issues or, take everything 
seriously? This is an- other aspect of culture. Advertising personnel selling techniques and promotion 
may revolve around these themes and the way the appeal for a product is to be made in various 
cultures. 
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Implications of Cultural Change for the Strategic Marketer 

 

As cultural changes mould new consumers in terms of their behaviour, they have significant 
implications for many aspects of marketing strategy. These include; product-planning, distribution, 
advertising, and market-segmentation decisions. 

 Product Planning: Assessing consumers’ present and emerging value orientations can help the 
marketer identify new product opportunities and achieve better product positioning among consumer 
segments. Some value segments contain many consumers, and this suggests that products can be 
positioned by designing them with attributes that are related to the global values distinguishing that 
particular market segment. Contemporary marketing offerings require periodic audits of product and 
service lines to determine how well they satisfy the complex needs and wants of changing 
consumers. 

 Distribution Channels: Changing consumer-value system may lead to different shopping patterns, 
and new outlets may be necessary to reach consumers. For instance, the “ego-involved”, self-
gratifying values of the marketplace offer many retailing challenges and opportunities. For time-
pressured consumers, retailers may offer in-home catalogue shopping or toll-free telephone ordering 
of merchandise. Stores may use discounts and special offers to shift unemployed consumers to off- 
peak hours in order to expedite shopping by the most time-impoverished consumers. 

 Promotion: New approaches in copy and artwork are called for in communicating memorably and 
persuasively with changing consumers. There are a number of ways that advertising is moving to 
appeal to the value of this new society: defiance of social taboos; more informative copy; more 

true-to-life vignettes ; more advertising that names and debates competitors; more advertising 

segmented toward the higher-educated, higher-income groups; more advertising that frankly 

acknowledges mounting public cynicism about adverting; greater stress on ecology; more 

advertising that realistically, not paternalistically, acknowledges women’s changing role in our 

society and more advertising that break with tradition. 
 Market Segmentation: Knowledge of consumer value orientations provides a measurable set of 

variables, related to needs, which gives the marketer insight beyond merely demographic and 
psychographic dimensions. The growing diversity of individual tastes, coupled with a hedonistic 
philosophy and increasing incomes are contributing to ever greater segmentation of the market. Thus, 
understanding such value shifts in society could be useful in predicting changing consumption 
patterns for products. Also, the marketer might be able to identify large market segments on the basis 
of value profiles and then develop programs that would emphasize those values important to each 
consumer segment 

 

 

 

 

MEASUREMENT OF CULTURE: -  

 
The study of culture and its estimation is known as measurement of culture. As discussed in an 

earlier context it can be done thro’ the measurement of attitude, motivation, perception & personality. There 
are some other methods too: -  
 

1. Content Analysis: This is an objective method of analysing the content of all available sources of verbal, 
written, pictorial messages & communication about a society. The marketers use the content analysis to 
understand the effects of cultural shifts on consumption pattern. 

2. Consumer Fieldwork: this involves the quantitative & qualitative techniques of consumer research to 
understand the influence of their culture on their behaviour and its subsequent effect on their consumption 
patterns. Researchers use various methods like observation (both participative & non-participative), focus 
groups; in-depth interviews to not only understand consumption in the cultural context, but also to identify 
emerging cultural shifts. 

3. Value Measurement Survey Instruments: In this researchers use data collection instruments called value 
instruments to ask people how they feel about such basic personal & social concept as freedom, comfort, 
national security, peace, etc. There are three popular methods : -  
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A. Rokeach Value Survey (RVS) –  

 The Rokeach Value Survey (RVS) is a classification system of values. Developed by social 
psychologist Milton Rokeach, the system consists of two sets of values, 18 individual value 
items in each. One set is called terminal values the other instrumental values. 

 This is a frequently used method in which two different lists of 18 values each are chosen.  
 The first list consists of the terminal value items which are designed to measure the relative 

importance of end states of existence (or personal goals), like freedom, equality, social 
recognition. 

  The second list consists of the instrumental value items which measure the basic approaches 
an individual might take to reach end state values, like ambition, responsibility, and intellect. 
Thus, the first half of measurement instrument deals with ends, and the second half consider 
means of achievement. 

 Terminal Values refer to desirable end-states of existence. These are the goals that a person 
would like to achieve during his or her lifetime. These values vary among different groups of 
people in different cultures. 

The terminal values in RVS are: 
1. True Friendship 
2. Mature Love 
3. Self-Respect 
4. Happiness 
5. Inner Harmony 
6. Equality 
7. Freedom 
8. Pleasure 
9. Social Recognition 
10. Wisdom 
11. Salvation 
12. Family Security 
13. National Security 
14. A Sense of Accomplishment 
15. A World of Beauty 
16. A World at Peace 
17. A Comfortable Life 
18. An Exciting Life 

 
 Instrumental Values refer to preferable modes of behavior. These are preferable modes of behavior, 

or means of achieving the terminal values. 
1. Cheerfulness 
2. Ambition 
3. Love 
4. Cleanliness 
5. Self-Control 
6. Capability 
7. Courage 
8. Politeness 
9. Honesty 
10. Imagination 
11. Independence 
12. Intellect 
13. Broad-Mindedness 
14. Logic 
15. Obedience 
16. Helpfulness 
17. Responsibility 
18. Forgiveness 
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The task for participants in the survey is to arrange the 18 terminal values, followed by the 18 

instrumental values, into an order "of importance to YOU, as guiding principles in YOUR life". The 
Rokeach Value Survey has been extensively used in empirical work by psychologists, sociologists and 
marketers. 

 
B. List of Values (LOV) – This method is quite similar to the Rokeach Value Survey, where the list of 

terminal values consists of only nine items and the respondent is asked to pick up only two most 
important items according to his priority. 
 

C. Values and Lifestyle System (VALS) – This system is based on the need hierarchy and the social 
character concept. It consists of 32-36 questions relating to the general & specific attitude of 
respondents and their demographic profile. The respondents are then classified into one of the eight 
Lifestyle groups as discussed earlier. 

 
The VALS framework was developed over the 1970s by the California based consulting firm, SRI 

International. It was in the year 1978 that it was finally proposed by Arnold Mitchell. Derived from the 
theoretical base in the works of Maslow, the framework has been modified and reworked for greater 
reliability and validity of findings. While the original psychographic inventory was known as VALS, the 
modified version of the 1990s was called VALS 2. While VALS spoke of the various types of consumer 
segments, the VALS 2 was specific to measurement of consumer buying patterns. 
 

According to the proponents, consumers could be of three kinds:-  
 Need-directed (these are consumers who make purchases based solely on their needs and wants) 
 Outer-directed (these are consumers who make purchases based on their perceptions of the 

manner in which others view them) 
 Inner-directed (these are consumers who make purchases out of an inner need or inner beliefs).  

The framework provides valuable inputs to marketers especially in areas of promotion strategy, viz., 
message content and context, as well as choice of media. The VALS framework illustrates a system for 
grouping of adult consumers into various categories according to psychological and sociological criterion so 
as to understand and predict their behavior in the purchase decision making process. Based on the responses 
of the population to a questionnaire that has been referred to as the VALS questionnaire (comprising 42 
statements of agreement), the framework classifies consumers into eight distinct types or segments or 
mindsets, using a specific set of psychological traits and key demographics that drive consumer behavior. 
The framework essentially provides for psychographic segmentation, and is illustrative of distinct consumer 
profiles or personas. It also helps design distinctive communication styles for each of the targets. 
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The VALS classifies individuals using two dimensions. There are two main dimensions and based on 
these dimensions, the groups of people are arranged in a rectangle. The two dimensions are primary 
motivation (the horizontal dimension) and resources (the vertical dimension). The combination of these 
dimensions determines how a person will express himself or herself in the marketplace as a consumer. 
 
i) The horizontal dimension is symbolic of the primary motivation in terms of self-orientation; it explains 
consumer attitudes and anticipates behavior. It includes three primary motivations, and accordingly classifies 
the consumer population into three distinct types. 

 Consumers are motivated by ideals; such people are actually driven by knowledge, beliefs and 
principles, rather than by feelings, emotions or desire to conform or seek approval of others. The 
principle oriented includes groups that are called Thinkers and Believers. 

 Consumers are also motivated by achievement; such people are driven by demonstrating success to 
others, and include groups that are called Achievers and Strivers. 

 There are consumers that are driven by self-expression; such people have a desire for social or 
physical activity, variety, and risk taking, and include groups known as Experiencers and Makers. 

 There are two other types of groups, one at the top of the rectangle, and another at the bottom of the 
rectangle. At the top of the rectangle exist what we refer to as Innovators, who have such high 
resources that they can have any of the three primary motivations. At the bottom of the rectangle are 
those who are referred to as the Survivors, who live self-satisfied and contented, well within their 
means without a strong primary motivation of the three types listed above. 

 
ii) The vertical dimension classifies the population on the basis of the extent or degree to which they are 
innovative and have resources like income, education, self-confidence, intelligence, leadership skills, and 
energy.  

 Apart from demographics like age, income, and education, consumer behavior is also impacted by 
psychological traits.  

 Psychological traits like energy, self-confidence, intellectualism, novelty seeking, innovativeness, 
impulsiveness, leadership, and vanity also play an important role in consumption behavior. Thus, 
demographic traits as well as psychological traits determine an individual's resources. 

  The various levels of resources would enhance or constrain a person's expression of his or her 
primary motivation. Thus, the vertical dimension reflects the ability of individuals to pursue their 
dominant self orientation.  

 Individuals are placed in any one of eight psychographic segments, viz: -  
 

 Innovators: Innovators are those consumers that are highest on resources and innovation. Because of 
this they can exhibit all three primary motivations in varying degrees. Located at the top of the 
rectangle, the innovators have the highest incomes, as also high self-esteem and creativity and can 
thus choose out of any one or all of the self-orientations. They are successful and sophisticated. 
Image is important to them as reflection of their taste, independence, personality and character. They 
are active consumers, who often form a niche as their choices are aimed towards the tastes for 
upscale "finer things in life." 
 

 Thinkers: Thinkers are those consumer groups that constitute a high-resource group that is motivated 
by ideals. They are principle oriented, mature and responsible, well informed professionals who are 
open to new ideas and change. They value order, knowledge, and responsibility, and actively seek 
out information in the decision-making process. They are consumers who have high incomes, and are 
practical and rational when it comes to purchase and consumption decision making. They look for 
functionality and value in the products that they buy. 
 

 Believers: Believers comprise those consumers who are also motivated by ideals but are low on 
resources. They are traditional, conservative and conventional people, who prefer not to experiment 
with anything. They have modest incomes and so prefer not to experiment with their money and 
consumption patterns. As consumers they are generally brand loyal and go in for purchases of 
established brands. 
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 Achievers: Achievers are those consumers who are a high resource group that is driven by 
achievement. They are successful work oriented people, with goal oriented lifestyles, who also like to 
exhibit and show-off their achievement to others. They remain commitment to both work and home. 
Achievers are conservative by nature; yet they are active in the marketplace. Image is important to 
them and they prefer established prestige brands, and/or products and services. They much purchases 
and also show-off their purchases of prestige brands to people around them. 
 

 Strivers: Strivers are also driven by achievement but they are a low-resource group. While they have 
values similar to achievers, they have fewer resources in terms of economic, social, and 
psychological resources. While they have less money, they give a lot of emphasis to it. Style is very 
important to them, and they prefer stylish products. They try to emulate the purchases of people with 
greater resources and material wealth as they strive to emulate people whom they admire. They are 
also concerned about the opinions and approvals of others. They are active consumers, and view 
shopping as an opportunity to show to others their ability to buy. Strivers are also fun loving and lack 
skills and focus on moving ahead in job and career. 
 

 Experiencers:  Experiencers are a high resource consumer group who are motivated by self 
expression. Age-wise, they are regarded as the youngest of all the consumer segments, who are 
energetic, enthusiastic and impulsive, something that rightly gets reflected in their activities, which 
range from physical exercise to social activities. Being high on resources they spend heavily on 
shopping of clothes, fast-foods, entertainment and hobbies. They like taking risks and quickly 
become excited about the purchase of new products and services. 
 

 Makers: These are consumer groups that are driven by self expression, but are low on resources. 
They remain confined to work and family, and have little interest outside. They value self-sufficiency 
and possess the skill and energy to work successfully. As consumers they are not impressed by 
articles of material possession. They are practical by nature and appreciate products that have 
practical or functional purpose. They are also sceptical of new products and services. 
 

 Survivors: Located at the bottom of the rectangle, survivors are consumer groups that fall lowest in 
terms of resources. They have too few resources to be included in any of the consumer self-
orientations and they are thus located below the rectangle. Age-wise they are oldest of all the 
segments. They believe that the world would change too rapidly, and thus they are highly 
conservative and narrow in focus. As they are low on resources, they are very cautious as consumers; 
they are comfortable with the familiar and prefer to remain brand-loyal. 

 
 
SUBCULTURES AND CONSUMER BEHAVIOUR 

Culture can be divided into subcultures. A subculture is an identifiable distinct, cultural group, 
which, while following the dominant cultural values of the overall society also has its own belief, values and 
customs that set them apart from other members of the same society. 
 

Sub-culture categories are: 

 Nationality: Indian, Sri Lanka, Pakistan 
 Religion: Hinduism, Islam 
 Race: Asian, black, white 
 Age: young, middle aged, elderly 
 Sex: Male, Female 
 Occupation: Farmer, teacher, business 
 Social class: upper, middle, lower 
 Geographic regions: South India, North-eastern India. 

 
 
 
 
 

Mr.Srinivas.S, Asst Professor

73

CONSUMER BEHAVIOUR (14MBAMM301) 

Department of Management Studies, GCEM



 
1. NATIONALITY SUBCULTURES 

Although most U.S. citizens, especially those in the United States, see themselves as American, they 
frequently retain a sense of identification and pride in the language and custom of their ancestors. When it 
comes to consumer behavior, this ancestral pride is manifested most strongly in the consumption of ethic 
food, in the purchase of numerous cultural artifacts (ethic clothing, art, music, foreign-language 
newspapers). Interest in these goods and services has expanded rapidly as younger Americans attempt to 
better understand Dominant Cultural Traits of United –States Citizens and more closely associate with their 
ethnic roots.  
 

2. RELIGIOUS SUBCULTURES 

The United States reportedly has more than 200 different organized religious groups. The members of all 
these religious groups at time are likely to make purchase decisions that are influenced by their religious 
identity. Consumer behavior is directly affected by religion in term of products that are symbolically and 
ritualistically associated with the celebration of various religious holidays. For example, Christmas has 
become the major gift –purchasing season of the year. 

In our earlier discussion of the family we indicate that husband and wife decision making also was 
related to religious orientation. It was reported that husbands in pro-religious and catholic families were the 
major influence in making specific purchase decisions, husband and wives shared equally in most decisions. 
Religious requirements or practices sometimes take on an expanded meaning beyond their original purpose. 
 
 

3. GEOGRAPHIC AND REGIONAL SUBCULTURES 

The United States is a large country, one that enjoys a wide range of climatic and geographic conditions. 
Given the country's size and physical diversity, it is only natural that many Americans have a sense of 
regional identification and use this identification as a way of describing others (such as "he is a true 
Southerner). These labels often assist us in developing a mental picture and supporting stereotype of the 
person in question. Anyone who has travelled across the United States has probably noted many regional 
differences in consumption behavior, especially when it comes to food and drink. For example, a mug of 
black coffee typifies the West, while a cup of coffee with milk and sugar is preferred in the East.  

 
There also are geographic differences in the consumption of a staple food such as bread. Specifically, in 

the South and Midwest, soft white bread is preferred, whereas on the East and West coasts firmer breads 
(rye, whole wheat, and French and Italian breads) are favoured. And regional differences also include brand 
preferences. Why do you suppose Skippy is the best-selling brand of peanut butter on both the East and West 
coasts, while Peter Pan sells best in the South and Jif sells best in the Midwest? For some food categories, 
there is even a difference between states in the same general region of the country. For example, what could 
explain the fact that 27 percent of Alabama residents consider pecan pie to be their favourite Thanksgiving 
dessert, whereas only 9 percent of Georgia residents and 10 percent of Tennessee residents feel similarly? 

 
4. RACIAL SUBCULTURES 

The major racial subcultures in the United States are Caucasian, African-American, Asian- American, 
and American Indian. Although differences in lifestyles and consumer spending patterns exist among these 
groups, the vast majority of racially oriented consume research has focused on consumer differences 
between African-Americans and Caucasians. Only recently has particular research attention been given to 
Asian-American consumers. 

Asian-American Consumers 

The Asian-American population is currently more than seven million in size and is the fastest growing 
American minority. For example, between 1980 and 1990, the white, African- American, and Hispanic 
populations in the United States grew 6, 13 and 53%, respectively; during this same time period, the Asian 
population grew by 108%. Asian- Americans are largely family-oriented, highly industrious and strongly 
driven to achieve a middle-class lifestyle, they are an attractive market for increasing numbers of marketers. 
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Where Are the Asian-American? 

Asian-Americans are largely urban people, who are presently concentrated in a small number of large 
American cities. Most Chinese, as well as most Asian-Americans, do not live in downtown urban areas; they 
live in the suburbs. 

Understanding the Asian-American Consumer 

Local newspapers and weekly newsmagazines frequently portray the accomplishments of Asian-
Americans, who have shown they to be hardworking, very family-oriented and strivers for excellence in 
educational pursuits. Asian-American children have consistently won a substantial share of academic awards 
and scholarships. 
 

5. AGE AS SUBCULTURES:- 

Each major age sub grouping of the population might be thought of as a separate subculture, because 
important shifts occur in the demand for specific types of product and services. Age subculture has three 
additional groups: Generation X, baby boomers and the mature and elderly. 

The Generation X Market: 

This age grouping often referred to as Xers, busters or slackers and twenty something consists of 
approximately 46 million 18 to 29 years old who spend about $125 billion yearly. For Generation X 
consumers, job satisfaction is typically much more important than salary. Xers reject the values of older co-
workers who may neglect their families while striving to secure higher salaries and career advancement. 
 

Appealing to Generation X:- 

Members of generation X often pride themselves on their sophistication. Although they are not 
necessarily materialistic, they do purchase good brand name e.g. Sony but not necessarily designer labels. 
Xers are not against the advertising but only opposed to insincerity. 

The baby boomer Market: 

Marketers have found baby boomers a particularly desirable target audience because 
1.) They are the single largest distinctive age category alive today 
2.) They frequently make important consumers purchase decision; and 
3.) They contain a small sub segment of trend setting consumers who have influence on the consumer taste 
of other age segment of society. 

 Baby boomers age, the nature of the products and services they most need or desire changes. For 
example, because of the aging of this market segment, Levi Strauss is featuring “relaxed fit” jeans, sales of 
“lineless” bifocal glasses to new customers are up substantially, and sales of walking shoes have grown 
rapidly. 

Mature and elderly Consumer:- 

Baby boomers are starting to hit 50, there are plenty of pre boomers (i.e. those 45 to 65 years), and 
the no. of elderly consumers is growing twice as fast as the overall United States population. 
 

6. GENDER AS A SUBCULTURE:- 

Consumer products and sex roles 

Within every society, it is quite common to find products that are either exclusively or strongly 
associated with the members of one sex. In the United States, for example, shaving equipment, cigars, pants, 
ties, and work clothing were historically male products; bracelets, hair spray, etc generally were considered 
feminine products. 

Despite the fact the line between “male only” and 1”female only” products has become blurred in 
recent years, consumers tend to impute a sex, or gender, to products. For this reason, advertising executives 
should consider not only the sex of their target market but also the perceived sex of the product category in 
the development of their advertising campaigns. 
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CROSS CULTURAL CONSUMER BEHAVIOUR 

Cross-cultural marketing is defined as “the effort to determine to what extent the consumers of two 
or more nations are similar or different. This will facilitate marketers to understand the psychological, social 
and cultural aspects of foreign consumers they wish to target, so as to design effective marketing strategies 
for each of the specific national markets involved.” 
 
A company can enter a foreign market as a 
1. Domestic exporter 
2. Foreign importer 
3. Foreign government-solicit the firm to sell abroad 
 
The firm’s objectives could be:- 

1. To determine how consumers in two or more societies are similar/different and devise suitable, 
appropriate strategies 
2. Devise individualized marketing strategy if cultural beliefs, values and customs of a specific country are 
different 
 

Characteristic features of a firm going global: 

1. High market share in the domestic market 
2. Advantageous economies of scale 
3. Access to marketing/manufacturing bases across global borders 
4. Availability of resources and capability to absorb huge losses 
5. Product/technology clout 
6. Cost and differentiation advantages 
 

Problems in Cross Cultural marketing 

1. Problems related to product selection: The marketer going for cross cultural marketing has to select the 
customers/ market not on the basis of the superficial similarities of age or income, but by using the real 
motivating factors that prompt them to accept or reject products. 
2. Problems related to promotion/marketing communication: e.g. Ariel in the Middle East and also Pepsi 
3. Problems related to pricing: the marketer has to adjust his pricing policies according to the local 
economic conditions and customs. 
4. Problems related to selection of distribution channels: in Japan, P & G used this to sell soap 
 

Cross-Cultural Consumer Analysis 

To determine whether and how to enter a foreign market, we 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 or different. Such analysis can provide 
marketers with an understanding of the psychological, social, and cultural characteristics of the foreign 
consumers they wish to target, so that they can design effective marketing strategies for the specific national 
markets involved. 
 

 

ACCULTURATION IS A NEEDED MARKETING VIEWPOINT 

Definition 

Acculturation is a process in which members of one cultural group adopt the beliefs and behaviours 
of another group. Although acculturation is usually in the direction of a minority group adopting habits and 
language patterns of the dominant group, acculturation can be reciprocal--that is, the dominant group also 
adopts patterns typical of the minority group. Assimilation of one cultural group into another may be 
evidenced by changes in language preference, adoption of common attitudes and values, member’s hip in 
common social groups and institutions, and loss of separate political or ethnic identification. 
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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. 
 
 

Japanese Culture 

Traits 
American Culture 

traits 

 Japanese language 
 Homogenous 
 Harmony to be valid and preserved 
 Group, not individual, important 
 Ambiguous 
 General 
 Unspoken agreement 
 Hold back emotions in public 
 Process oriented 
 Fun-oriented 
 Make a long story short 
 Nonverbal communication important 
 Interested in who is speaking 

 English language 
 Diverse 
 Fight for one’s beliefs/positions 
 Individualistic 
 Clear-cut 
 Specific 
 Get the facts straight 
 Display emotions in public 
 Result oriented 
 Humour oriented 
 Make a short story long 
 Verbal communication important 
 Interested in what is spoken 

 
 

THE GROWING GLOBAL MIDDLE CLASS 

 

Middle class purchasing power set to triple by 2030 world-wide due to rapid growth in 

emerging markets 

• Middle class to reach 5 billion by 2030 with increase mainly driven by Asian and other rapid-growth 
markets 

• Demand from the new global middle class to grow from US$21 trillion to US$56 trillion by 2030 
• 40% of spending by global middle class in Asia, by 2030 compared to 10% today 

 
 In February 2009, The Economist announced that over half the world's population now belongs to the 

middle class, as a result of rapid growth in emerging countries.  
 It characterized the middle class as having a reasonable amount of discretionary income, so that they 

do not live from hand to mouth as the poor do, and defined it as beginning at the point where people 
have roughly a third of their income left for discretionary spending after paying for basic food and 
shelter.  

 This allows people to buy consumer goods, improve their health care, and provide for their children's 
education. Most of the emerging middle class consists of people who are middle-class by the 
standards of the developing world but not the rich one, since their money incomes do not match 
developed country levels, but the percentage of it which is discretionary does.  

 By this definition, the number of middle-class people in Asia exceeded that in the West sometime 
around 2007 or 2008. 

 The Economist's article pointed out that in many emerging countries the middle class has not grown 
incrementally, but explosively. The rapid growth results from the fact that the majority of the people 
fall into the middle of a right-skewed bell-shaped curve, and when the peak of the population curve 
crosses the threshold into the middle class, the number of people in the middle class grows 
enormously. 

 In addition, when the curve crosses the threshold, economic forces cause the bulge to become taller 
as incomes at that level grow faster than incomes in other ranges. The point at which the poor start 
entering the middle class by the millions is the time when poor countries get the maximum benefit 
from cheap labour through international trade, before they price themselves out of world markets for 
cheap goods.  
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 It is also a period of rapid urbanization, when subsistence farmers abandon marginal farms to work in 
factories, resulting in a several-fold increase in their economic productivity before their wages catch 
up to international levels. That stage was reached in China some time between 1990 and 2005, when 
the middle class grew from 15% to 62% of the population, and is just being reached in India now. 

 The Economist predicted that surge across the poverty line should continue for a couple of decades 
and the global middle class will grow enormously between now and 2030. 

 As the American middle class is estimated at approximately 45% of the population. The Economist's 
article would put the size of the American middle class below the world average. This difference is 
due to the extreme difference in definitions between The Economist's and many other models. In 
2010, a working paper by the OECD estimated that 1.8 billion people were now members of the 
global middle class. 

 

 

GLOBAL MARKETING STRATEGIES: -  

1. Favouring a World Brand: A lot of companies have created world brand products that are 
manufactured, packaged, and positioned in exactly the same way regardless of the country in which 
they are sold. For instance, Sony sells its Walkman in this fashion. 

2. Adaptive Global Marketing: In contrast to the above, some other organisations imbibe a strategy 
that adapts their advertising messages to the specific values of particular cultures. A very good 
example here would be that of McDonald’s, which tries to localize its advertising to consumers in 
each of the cross-cultural markets in which it operates. 
 

Tangible Benefits of Global Brand Building 

 Global brand building drastically reduces marketing investments. A strong brand needs lower and 
lower levels of incremental investment to sustain itself over time. A new and unknown player will 
have to spend two to four times more than the market leader to achieve the same share of mind. 
Given the huge difference in business volumes, the pressure of the bottom-line is much higher for an 
unestablished player. 

 Strong global brands always account for more stable businesses. Global brand building commands a 
premium. As long as there is a distinct value attached to your offering, the consumer will always be 
willing to pay more for it. That is the only reason why an unknown brand called Titan could 
command a substantial premium over HMT. That is the same reason why a brand such as BPL at a 
higher cost beat the stuffing out of companies such as Akai, Sony and Philips in the CTV wars. 

 Global brand building builds entry barriers. Human beings as a species love status quo. Therefore, a 
brand which is entrenched in the consumer’s mind is very difficult to dislodge. 

  Global brand building increases cash flow efficiency: Global brand building also increases value of 
the business due to the international presence. Phillip Morris bought Kraft from General Foods in 
1991 for $13 billion, more than three times its book value. Coca-Cola paid $60 million to acquire 
Thumbs-Up from Parle. Neither buyer had any lacunae in manufacturing, finance or human 
resources. They merely bought business with very powerful brand equities and therefore paid more 
than the net worth of the businesses. 

 

Strategic Implications 

There is an assumption that the world is becoming homogenised; yet national and subregional 
cultures do exist. This makes global branding a tough challenge and one that is handled differently from 
organisation to organisation. Some companies pursue strategies based upon the identification of common 
elements among countries, whilst others find it more profitable to adapt and adjust according to specific 
conditions in various markets. 

There are five basic propositions that a global brand manager has to take note of while developing 
strategy at the global level. Many marketers operate in global markets with a strategy still rooted in the 
domestic market. The strategy needs to embrace the opportunities and the costs of working in multiple 
countries. The marketer has to look for his competitive advantage outside the country of origin. What will 
allow one to compete and win in a strange country? Are the product and the brand in particular needed in 
another culture? Only careful consideration of these questions will create the right platform for a global 
branding strategy.  
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Symbols and Colours 

Different countries attach different meanings to symbols, numbers and colours. Symbols can be 
flowers, triangles, pictures and animals, etc. Some numbers are considered lucky, and others not so lucky, or 
even unlucky, like 13, 4, etc. 

Colours have different interpretations. Pink is associated with a female, and blue with the male in the 
US, whereas it is just the opposite in Holland. A list of colours and their interpretations is given below: 
White: Symbol of mourning or death in the Far East, happiness, purity and peace in the United States. 
Purple: Associated with death in many Latin American countries. 
Blue: Symbolises femineity in Holland and masculinity in the United States, Sweden, India, etc. 
Red: Colour for brides and children in India. Sign of masculinity in the UK and France, negative in Nigeria, 
Germany and positive in Denmark, Rumania and Argentina. 
Yellow: Sign of death in Mexico, infidelity in France, celebrations in many countries including India. 
White lilies: Suggestion of death in England. 
 

Symbol of Numbers 

7: Lucky in India, USA, Morocco, Nicaragua and Czechoslovakia. 
13: Unlucky in many countries including India. 
4: Symbol of death in Japan. Packing in 4s is avoided. 
Triangle: Negative in Hong Kong and Taiwan, positive in Columbia. 
Owl: Wisdom in the United States, bad luck in India. 
Deer: Speed, grace in the United States; Homosexuality in Brazil. 
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Module 06 

External influence on consumer behavior 
 

 

Groups 
Groups exist in every formal and informal type of organisations. Such groups are created by the 

members for its satisfaction. Very often groups get formed automatically because of the operation of various 
socio psychological factors. Such groups affect the behaviour of its members.  

Group dynamics is related to determining the interactions and forces between group members in a 
social situation. The term dynamics originated from the Greek word meaning force. Thus if this term can be 
extended to group dynamics, it refers to the study of forces operating within a group.  

Here it would be proper to mention the difference between aggregates and groups. Aggregation of 
individuals refers to where individuals are not aware of each other, or if aware, do not interact with each 
other in a meaningful way.  

A group will comprise of: 
1. Two or more people who are interdependent on each other, with group members and  
2. The group share a set of beliefs, valves and norms, which regulates their mutual conduct.    
 
Meaning of Group:  

Marvin E. Shaw has defined groups as “two or more persons who are interacting with one another in 
a such a manner that each person influences and influenced by each other”  

• People generally tend to define a group differently, mainly because it is difficult to define a group 
independent of some specific reference or purpose.  

• As per the above definition when two or more people interact together such that each member is 
influence as well as be influenced by other group members, it is referred to as a group   

Clouis R. Shepherd defined groups as “A group may be defined as the aggregation of small number of 
persons who work for common goals, develop a shared attitude and are aware that they are part of a group 
and perceive themselves as such”. 
 
Characteristics of Groups:   

1.     Two or more persons:  To form a group there should be at least two persons, because a single individual 
cannot interact. Though no maximum limits have been set, the size of the group should be such so as to 
allow meaningful interaction among the members of group. 

2.     Collective identity: Each member of the group must believe that he is member of the group and also be 
aware of his participation in the group activity. For instance a group of boys are room-mates staying together 
in the hostel. Though they may not be studying in the same class but because of their identity of room-mates 
they would prefer to go out together for shopping.  

3.     Interaction: Members of the group will interact with each other. Though it is not necessary for all members 
of the group to interact simultaneously but each member must at least occasionally interact with the 
members of the group. 

4.     Shared goal interest: Members of the group should concur to the attainment of objectives each one must at 
least share one of the groups concerns 
 
Reasons for formation of groups: 
 The reasons for the formation of groups are as follows  

1.     Solution for mindedness: Though the group members bring with them expertise in the form of knowledge 
and experience sometimes due to want of time the group members may pressurise all concerned with the 
group to arrive at solution to the problem quickly. In such cases the decisions arrived at may be improper/ 
hasty/ premature one and need not be the correct one. 

2.     Compromised results: In case of problems the group members though interactions and discussions will 
understand the problem hold discussions and try to arrive at a consensus. However sometimes when 
consensus is arrived at, the group may perceive group harmony as more important than any given task 
decision. This results in a compromise on the solution arrived at. Under the circumstances this may not be 
the best solution but rather a compromised one. 
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3.     Untimely decisions: One of the characteristic features of a group is that decisions can be taken very fast. 
But at a times leader of the group will as a rule of the thumb take a decision and then communicate it group. 
In such cases the very purpose for formation of a group is defeated. By following the thumb rule the group 
leader will be taking a unilateral decisions and not the united one. Moreover since the decision taken is 
single handedly and also arrived at quickly it may be an untimely decision.    

4.     Conflicts: Since the informal group exist to meet and satisfy the social needs of its members, there are 
chances of occurrences of role conflict. This problem arises when the individual group member becomes 
more committed to his/her own goal and seem to undermine their group members problems. In case of 
imbalance between the two and if the group as such is not constituted properly conflict may arise. 

5.     Dominance: Groups are useful for transmitting and sharing information. In case of a problem all members 
can discuss it together and decisions can be arrived at with opportunities for clarification. However there is 
always a fear of a single person a dominant personality assuming unofficial authority.  
 
Types of Groups: 

To simplify our discussion, we will consider four different types of group classification: -  
1. Primary versus Secondary Groups 

If a person interacts on a regular basis with other individuals (with members of his or her family, 
with neighbours, or with co-workers whose opinions are valued), then these individuals can be considered as 
a primary group for that person. On the other hand, if a person interacts only occasionally with such others, 
or does not consider their opinions to be important, then these others constitute a secondary group for that 
person. From this definition, it can be seen that the critical distinctions between primary and secondary 
groups are the frequency with which the individual interacts with them and the importance of the groups to 
the individual. 

 
2. Formal versus Informal Groups 

Another useful way to classify groups is by the extent of their formality; that is, the extent to which 
the group structure, the members' roles, and the group's purpose are clearly defined. If a group has a highly 
defined structure (e.g., a formal membership list), specific roles and authority levels (a president, treasurer, 
and secretary), and specific goals (to support a political candidate, improve their children's education, 
increase the knowledge or skills of members), then it would be classified as a formal group. The local 
chapter of the American Red Cross, with elected officers and members who meet regularly to discuss topics 
of civic interest, would be classified as a formal group. On the other hand, if a group is more loosely defined, 
if it consists, say, of four women who were in the same college union and who meet for dinner once a 
month, or three co-workers who, with their spouses, see each other frequently then it is considered an 
informal group. 
 
3. Large versus Small Groups 

It is often desirable to distinguish between groups in terms of their size or complexity. A large group 
might be thought of as one in which a single member is not likely to know more than a few of the group's 
members personally, or be fully aware of the specific roles or activities of more than a limited number of 
other group members. Examples of large groups include such complex organizations as General Motors, 
with its numerous subordinate divisions, and the American Bar Association, with its many state, county, and 
city chapters. In contrast, members of a small group are likely to know every member personally and to be 
aware of every member's specific role or activities in the group. For example, each staff member of a college 
newspaper is likely to know all the other members and be aware of their duties and interests within the 
group. In the realm of consumer behavior, we are principally concerned with the study of small groups, since 
such groups are more likely to influence the consumption behavior of group members. 

 
4. Membership versus Symbolic Groups 

Another useful way to classify groups is by membership versus symbolic groups. A membership 
group is a group to which a person either belongs or would qualify for membership. For example, the group 
of women with whom a young homemaker plays golf weekly or with whom she hopes to play golf when an 
opening occurs would be considered, for her, a membership group. In contrast, 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, is considered a symbolic group. Clearly, actual membership groups offer a more 
direct, and thus a more compelling, influence on consumer behavior. 
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Family 
 The changing structure of family 
  Three other basic functions provided by the family are particularly relevant to a discussion of 
consumer behavior. These include: -  

        Economic well being  
        Emotional support  
        Suitable family lifestyles 

 
Emotional well-being 

Although families in the affluent nations of North America, Europe and Asia are no longer formed 
primarily for economic security, providing financial means to its dependents unquestionably a basic family 
function. How the family divides its responsibilities for providing economic well-being has changed 
considerably during past 30 years. No longer are traditional husband as economic provider and wife as home 
maker and child-rearer still valid. For instance, it is very common for married women with children in the 
United States and other industrial countries to be employed outside the home for their husbands to share 
household responsibilities. 
The economic role of children also has changed. Today, despite the fact that many teenage children work, 
they rarely assist the family financially. Instead, many teenagers are expected to pay for their own 
amusements. 
Emotional support  

The provision of emotional nourishment (including love, affection, and intimacy) to its members is an 
important core function of the contemporary family. In fulfilling this function, the family provides support 
and encouragement and assists its members in coping with decision making and with personal or social 
problems. To make it easier for working parents to show their love, affection, and support to their children, 
greeting card companies have been increasingly creating cards for parents to give to their children (vice 
versa) 
Suitable family lifestyle 

Another important family function in terms of consumer behavior is the establishment of a suitable 
lifestyle for the family. Upbringing, experience, and the personal and jointly held goals of the spouses 
determine the importance placed on education or career, on reading, on television viewing, on the learning of 
computer skills, on the frequency quality of dining out, and on the selection of other entertainment and 
recreational activities. Family lifestyle commitments, including the allocation of time, are generally 
influencing consumption patterns.  
 
Family life cycle stages  

The concept of household or family life cycle is important for marketers in segmenting the market. In 
1966, William wells and George Gubar proposed eight stages to describe the family life cycle. 
The following life cycle stages are typical of families: 

1.     The bachelor stage: young, single person under age of 35 years. Incomes     are generally low since they 
have started careers, but they may have few financial burdens and sufficient discretionary income. 

2.     Newly married: young couples, no children. If both spores are employed, they will have high level of 
discretionary income. 

3.     Full nest 1: young married couples with youngest child less than 6 years of age. There would be greater 
squeezes on income because of increased on childcare. However, if they are members of a joint family, the 
level of discretionary income is likely to be high. 

4.     Full nest 2: young married couples with children from 6 years to 12 years of age. Better financial position 
because income of both parents rising. Children spend more hours outside their parents influence. 

5.     Full nest 3: older married couples with dependent teenage children living at home. Financial position of 
family continues to improve. There are increasing costs of college education for children. 

6.     Empty nest 1: older married couples with no children living with them, parents still employed. Reduced 
expenses result in greater savings and highest discretionary income. 

7.     Empty nest 2: older married couples with no children living with them and parents retired. Drop in income 
and couple relies on savings and fixed income from retirement benefits. 

8.     Solitary survivor 1: older single persons with low income and increasing medical needs.  
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Family decision making and consumption-related roles  
 
         When two or more family members are directly or indirectly involved in the decision making process, 
it is called family decision making. Such family decisions differs from individuals decisions in many ways. 
For example, if we consider the purchase of a bicycle for a child, some of the relevant aspects to think about 
can be: who recognizes the need for bicycle? How a brand is selected? What role the concerned child plays? 
         Joint decisions are more likely to operate in the early stages of family life cycle when both spouses are 
relatively less experienced. After gaining experience, they usually delegate responsibilities concerning 
buying decisions to each other. 
 

Key family consumption roles 
For a family to function as a cohesive unit, tasks such as doing the laundry, preparing meals, setting 

the dinner table, taking out the garbage, and walking the dog must be carried out by one or more family 
members. In a dynamic society, family related duties are constantly changing however, we can identify 
either distinct roles in the family decision making process. 
         For example, a family member may be walking down the cookie aisle at a local supermarket when she 
picks out an interesting new fat-free cookie. Her selection does not directly involve the influence of other 
family members. She is the decider, the buyer and, in a sense, the gatekeeper, however, she may not be the 
sole consumer. Products may be consumed by a single family member, consumed or used directly by two or 
more family members, or consumed indirectly by the entire family. 
 

Dynamics of husband-wife decision making 
Marketers are interested in the relative amount of influence that a husband and a wife have when it 

comes to family consumption choices. The relative influence of husbands and wives can be classified as: 
husband dominated, wife dominated, joint, and autonomic. 
         The relative influence of a husband and wife on a particular consumer decisions depends in part on the 
product and service category. For instance, during 1950s, the purchase of a new automobile was strongly 
husband dominated, whereas food and financial banking decisions more often were wife dominated. Fifty 
years later, the purchase of the family’s principal automobile is still often husbands dominated in many 
households. However, in other contexts or situations, female car buyers are a segment to which many car 
manufacturers are currently receiving a great deal of marketing attention. Also, in the case of financial 
decision making, there has been a general trend over the past decade to have the female head of household 
make financial decisions. 
         Husband wife decision making also appears to be related to cultural influence. Research comparing 
husband wife decision making patterns in the people’s republic of china and in the United States revels that 
among Chinese there were substantially fewer “joint” decisions and more “husband dominated” decisions 
for many household purchases. However, when limiting the comparison to urban and rural Chinese 
households, the research showed that in a large city such as Beijing, married couples were more likely than 
rural couples to share equally in purchase decisions. Still further, because of china’s “one child” policy and 
the ensuring custom of treating a single child as a “little emperor”, many of the parents purchase decisions 
are influenced by the input of their child. 

In another recent cross-culture study, husband-wife decision making was studied among three 
groups: Asian Indians living in India, Asian Indians living in the United States, and American nationals.  

Results show a decrease in husband decisions and an increase in wife dominated decisions, going 
from Asian Indians in India, to Asian Indians in the United States, to American nationals. This pattern seems 
to indicate the impact of assimilation on decision making.     
 
The expanding role of children in family decision making 

Over the past several decades, there has been a trend toward children playing a more active role in what the 
family buys, as well as in the family decision making process. This shift in influence has occurred as a result 
of families having fewer children, more dual income couples who can afford to permit their children to make 
greater number of the choices. Also the single parent households often push their children toward household 
participation and self reliance. For example kids in supermarkets with a parent make an average of 15 
requests, of which about half are typically granted. The table shows some of the tactics employed by 
children to influence their parents. 
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Tactics used by children to influence their parents 

• Pressure tactics                 
The child makes demand uses threats, or intimidation to persuade you to comply with his /her request  

• Upward appeal 
The child seeks to persuade you, saying that the request was approved or supported by an older member of 
the family, a teacher, or a family friend 

• Exchange tactics 
The child makes an explicit or implicit promise to give you some sort of service such as washing the car in 
return for the favour 

• Coalition tactics 
The child seeks the aid of others to persuade you to comply with his /her request or uses the support of 
others as an argument for you to agree with him/her 

• Ingratiating tactics 
The child seeks to get you in a good mood or think favourably of him or her before asking you to comply 
with a request. 

• Rational persuasion 
The child uses logical arguments and factual evidence to persuade you to agree with his/her request 

• Inspirational appeals 
The child makes an emotional appeal or proposal that arouses enthusiasm by appealing to your values and 
ideas 

• Consultation tactics 
The chid seeks your involvement in making a decision 
There is also research evidence supporting the notion that the extent to which children influence a family’s 
purchases is related to family communication patterns. Teenagers who spend considerable time on the 
internet and know how to search for and find information and respond to requests from others to provide 
information. It has been shown that teen internet mavens contribute significantly to the family’s decision 
making. 
 

The family life cycle 
Sociologists and consumer researchers have long been attracted to the concept of the family life cycle (FLC) 
as a means of depicting what was once a rather steady and predictable series of stages through which most 
families progressed. However, with the advent of many diverse family and lifestyle arrangements, what was 
the rule has been on the decline. This decline in the percentage of families that progress through a traditional 
FLC seems to be caused by a host of societal factors, including a increasing divorce rate, the explosive 
number of out of wedlock births, and the 35 year decline in the number of extended families that transpired 
as many young families moved to advance their job and career opportunities. 
FLC analysis enables marketers to segment families in terms of a series of stages spanning the life course of 
a family unit. The FLC is a composite variable created by systematically combining such commonly used 
demographic variables as marital status, size of family, age of family members and employment status of the 
head of household. The ages of the parents and the relative amount of disposable income usually are inferred 
from the stage in the family life cycle. 
FLC concept is divided into two sections. The first section considers the traditional FLC schema. This model 
is increasingly being challenged because it fails to account for various important family living arrangements. 
To rectify these limitations, the second section focuses on alternative FLC stages, including increasingly 
important non-traditional family structures. 
 

Traditional Family Lifecycle 
The traditional family life cycle is a progression of stages through which many families pass, starting 

with bachelorhood, moving on to marriage, then to family growth, to family contraction, and ending with the 
dissolution of the basic unit. The traditional FLC models proposed over the years can be synthesized into 
just five basic stages, as follows. 
Stage I: Bachelorhood – young singles adult living apart from parents 
Stage II: Honeymooners – young married couple 
Stage III: Parenthood – married couple with at least one child living at home 
Stage IV: Post parenthood- an older married couple with no children living at home 
Stage V:  Dissolution – one surviving spouse 
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Stage I: bachelorhood 
The first FLC stage consists of young single men and women who have established households apart from 
their parents. Although most members of this FLC stage are employed, many are college or graduate 
students who have left their parents’ home. Young single adults are apt to spend their incomes on rent, basic 
home furnishings, the purchase and maintenance of automobiles etc. They have sufficient disposable 
income. Marketers target singles for a wide variety of products and services. In cities there are travel agents, 
housing development, health clubs sport clubs, and other service and product marketers that find this FLC 
stage lucrative target niche. 
Stage II: honeymooners  
The honeymoon stage starts immediately after the marriage vows are taken and generally continues until the 
arrival of the couple’s first child. This FLC stage serves as a period of adjustment to married life. Because 
many young husbands and wives both work , these couples have available a combined income that often 
permits a lifestyle that provides them with the opportunities of more indulgent purchasing of possessions or 
allows them to save or invest heir extra income. Honeymooners have considerable start up expenses in 
establishing a new home.  
Stage III: parenthood  
When a couple has it first child, the honeymoon is considered over. The parenthood stage usually extends 
over more than a 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. Throughout 
these parenthood phases, the interrelationships of family members and the structure of the family gradually 
change. Furthermore, the financial resource of the family change significantly, as one parents progress in a 
career and as child rearing and educational responsibilities gradually increase and finally decreases as 
children become self supporting. 
Stage IV: post parenthood 
Because parenthood extends over many years it is only natural to find that post parenthood when all the 
children have left home, is traumatic for some parents and liberating for others. This so called empty nest 
stage signifies for many parents almost a rebirth, a time for doing all the things they could not do while the 
children were at home and they had to worry about soaring educational expenses. 
It is during this stage that married couples tend to be most comfortable financially. Today’s empty nester has 
more leisure time. They travel more frequently, take extended vacations, and are likely to purchase a second 
home in a warmer climate. They have higher disposable incomes because of savings and investments and 
they have fewer expenses. 
Stage V: dissolution 
Dissolution of the family unit occurs with the death of one spouse. When the surviving spouse is in good 
health, is working or has adequate savings, and has supportive family and friends, the adjustment is easier. 
The surviving spouse often tends to follow a more economical lifestyle. Many surviving spouses seek each 
other out for companionship; others enter into second marriages. 
 
Marketing and the traditional FLC 
Traditional family life cycle concept indicated the types of products and services that a household or family 
might be most interested in at each stage; it is also possible to trace how the FLC concept impacts a single 
product or service over time.  
 
Modifications –the non-traditional FLC 
The traditional FLC model has lost its ability to fully represent the progression of stages through which 
current family and lifestyle arrangements move. To compensate for these limitations, consumer researchers 
have been attempting to search out expanded FLC models that better reflect diversity of family and lifestyle 
arrangements. Figure presents an FLC model that depicts along the main horizontal row the stages of the 
traditional FLC and above and below the main horizontal row are selected alternative FLC stages that 
account for some important non-traditional family households that marketers are increasingly targeting. The 
underlying socio demographic forces that drive this expanded FLC model include divorce and later 
marriages, with and without the presence of children. Greater reality is provided by this modified FLC 
model, it only recognizes families that started in marriage, ignoring such single-parent households as unwed 
mothers and families formed because a single person or single persons adopt a child. 
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Non traditional FLC stages 
The table presents an extensive categorization of non-traditional FLC stages that are derived from the 
dynamic socio demographic forces operating during the past 30 years or so. These non traditional stages 
include not only family households but also nonfamily households: those consisting of a single individual 
and those consisting of two or more unrelated individuals. At one time, nonfamily households were so 
uncommon that it was not really important whether they considered or not. 
 

Noteworthy Non traditional FLC stage 
Alternative family stages and definition 
Childless couples  
It is increasingly acceptable for married couples to elect not to have children. Contributing forces are more 
career oriented married women and delayed marriages 
Couples who marry later in life (in their late 30s or later) 
More career oriented men and women and greater occurrence of couples living together. Likely to have 
fewer or even non children 
Couples who have first child later in life (in their late 30s or later) 
Likely to have fewer children. Stress quality lifestyle: ‘only the best is good enough’. 
Single parent I  
High divorce rates (about 50 percent) contribute to a portion of single parent households 
Single parent II 
Young man or woman who has one or more children out of wedlock 
Single parent III 
A single person who adopts one or more children 
 

Extended family  
Young single adult children who return home to avoid the expenses of living alone while establishing their 
careers. Divorced daughter or son and grandchild return home to parents. Frail elderly parents who move in 
with children. Newlyweds living with in-laws. 
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Non Family Households 
Unmarried couples 
Increased acceptance heterosexual and homosexual couples 
Divorced persons (no children) 
High divorce rate contributes to dissolution of households before children are born. 
Single persons (most are young) 
Primarily a result of delaying first marriage; also, men and women who never marry. 
Widowed persons (most are elderly) 
Longer life expectancy, especially for women, means more over 75 single person households. 
 
Consumption in non traditional families 
When households undergo status changes (divorce, temporary retirement, a new person moving into the 
households, or the death of a spouse), they often undergo spontaneous changes in consumption related 
preference s and thus become attractive targets for many marketers. For example, divorce often requires that 
one (or both) former spouses find a new residence, get new telephones, buy new furniture, and perhaps find 
a job.  
In another sphere, the substantial increase in dual income households has also tended to muddy the lifestyle 
assumptions implicit in the traditional FLC. Most dual income families have children. The most affluent dual 
income segment is not surprisingly, the crowded nesters. This dual income couple with an adult child living 
at home has the advantage of an additional potential source of income to contribute to the general well being 
of the household. 
 
REFERENCE GROUPS 

Reference groups are groups that serve as a frame of reference for individuals in their purchase 
decisions. This basic concept provides a valuable perspective for understanding the impact of other people 
on an individual's consumption beliefs, attitudes, and behavior. It also provides some insight into methods 
that Groups can be used to effect desired changes in consumer behavior. 
 

What is a Reference Group? 

A reference group is any person or group that serves as a point of companion (or reference) for an 
individual in the formation of either general or specific values, attitudes, or behavior. The usefulness of this 
concept is enhanced by the fact that it places no restrictions on group size or membership, nor does it require 
that consumers identify with a tangible group (i.e., the group can be symbolic: prosperous business people, 
rock stars, and sports heroes). 

Reference groups that influence general values or behavior are called normative reference groups. An 
example of a child's normative reference group is the immediate family, which is likely to play an important 
role in moulding the child's general consumer values and behavior (e.g., which foods to select for good 
nutrition, appropriate ways to dress for specific occasions, how and where to shop, what constitutes "good" 
value). 

Reference groups that serve as benchmarks for specific or narrowly defined attitudes or behavior are 
called comparative reference groups. A comparative reference group might be a neighbouring family whose 
lifestyle appears to be admirable and worthy of imitation (the way they maintain their home, their choice of 
home furnishings and cars, the number and types of vacations they take). 

Both normative and comparative reference groups are important. Normative reference groups 
influence the development of a basic code of behavior; comparative reference groups influence the 
expression of specific consumer attitudes and behavior. It is likely that the specific influences of 
comparative reference groups are to some measure dependent upon the basic values and behavior patterns 
established early in a person's development by normative reference groups. 
 

Broadening the Reference Group Concept 

Like many other concepts borrowed from the behavioural sciences, the meaning of reference group 
has changed over the years. As originally employed, reference groups were narrowly defined to include only 
those groups with which a person interacted on a direct basis (e.g., family and close friends). However, the 
concept has gradually broadened to include both direct and indirect individual or group influences. Indirect 
reference groups consist of those individuals or groups with whom a person does not have direct face-to-face 
contact, such as movie stars, sports heroes, political leaders, or TV personalities. Referents that a person 
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might use in evaluating his or her own general or specific attitudes or behavior vary from an individual to 
several family members to a broader kinship, from a voluntary association to a social class, a profession, an 
ethnic group, a community, or even a nation. 
 

TYPES OF REFERENCE GROUPS 

Reference groups can be classified in terms of a person's membership or degree of involvement with 
the group and in terms of the positive or negative influences they have on his or her values, attitudes, and 
behavior. Four types of reference groups that emerge from a cross-classification of these factors: -  

 
1. A contactual group is a group in which a person holds membership or has regular face-to-face contact 
and of whose values, attitudes, and standards he or she approves. Thus a contactual group has a positive 
influence on an individual's attitudes or behavior. 
2. An aspirational group is a group in which a person does not hold membership and does not have face-to-
face contact, but wants to be a member. Thus it serves as a positive influence on that person's attitudes or 
behavior. 
3. A disclaimant group is a group in which a person holds membership or has face-to-face contact but 
disapproves of the group's values, attitudes, and behavior. Thus the person tends to adopt attitudes and 
behavior that are in opposition to the norms of the group. 
4. An avoidance group is a group in which a person does not hold membership and does not have face-to-
face contact and disapproves of the group's values, attitudes, and behavior. Thus 'the person tends to adopt 
attitudes and behavior that are in opposition to those of the group. 

 
Consider Ram, a senior majoring in advertising at the state university in the south western United 

States. The school's Advertising Club, of which he is vice president, serves as one of Ram's contractual 
groups. Ram believes that continuing his education to obtain an MBA will enhance his career opportunities. 
It is clear that individuals who hold the MBA degree serve as an aspirational group for him. Still further, 
although he enjoys his position as a reporter on the university's newspaper, the recent editorials (endorsed by 
most of the staff) urging students to adopt a more conservative political philosophy run counter to his own 
views. Thus the newspaper staff is currently a disclaimant group. Finally, Ram personally knows a number 
of students who have quit college during their final year; these former students serve as an avoidance group. 

 
Factors that Affect Reference Group Influence 

The degree of influence that a reference group exerts on an individual's behavior usually depends on 
the nature of the individual and the product and on specific social factors. 

 
1. Information and Experience 

An individual who has firsthand experience with a product or service, or can easily obtain full 
information about it, is less likely to be influenced by the ad vice or example of others. On the other hand, a 
person who has little or no firsthand experience with a product or service, and does not expect to have access 
to objective information about it (e.g., a person who believes that relevant, advertising may be misleading or 
deceptive), is more likely to seek out the advice or example of others. Research on imitative behaviours 
provides some interesting insights on how insufficient experience or information concerning a product 
makes consumers more susceptible to the influence either positive or negative, of others. For example, if a 
medical school student wants to impress his new girl-friend, he may take her to a restaurant that he knows 
from experience to be good or to one that has been highly recommended by the local newspaper's Dining-
Out Guide. If he has neither personal experience nor information he regards as valid, he may seek the advice 
of friends or imitate the behavior of others by taking her to a restaurant he knows is frequented by physicians 
whom he admires. 
 
2. Credibility, Attractiveness, and Power of the Reference Group 

A reference group that is perceived as credible, attractive, or powerful can induce consumer attitude 
and behavior change. For example, when consumers are concerned with obtaining accurate information 
about the performance or quality of a product or service, they are likely to be persuaded by those they 
consider to be trustworthy and knowledgeable. That is, they are more likely to be persuaded by sources with 
high credibility. When consumers are primarily concerned with the acceptance or approval of others they 
like, with whom they identify, or who offer them status or other benefits, they are likely to adopt their 
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product, brand, or other behavioral characteristics. When consumers are primarily concerned with the power 
that a person or group can exert over them, they might choose products or services that conform to the norms 
of that person or group in order to avoid ridicule or punishment. However, unlike other reference groups that 
consumers follow either because they are credible or because they are attractive, power groups are not likely 
to cause attitude change. Individuals may conform to the behavior of a powerful person or group but are not 
likely to experience a change in their own attitudes. Different reference groups may influence the beliefs, 
attitudes, and behavior of an individual at different points in time or under different circum- stances. 
For example, the dress habits of a young female attorney may vary, depending on her place and role. She 
may conform to the dress code of her office by wearing conservative business suits by day and drastically 
alter her mode of dress after work by wearing more conspicuous, flamboyant styles. 
 
3. Conspicuousness of the Product 

The potential influence of a reference group varies according to how visually or verbally conspicuous 
a product is to others. A visually conspicuous product is one that can be seen and identified by others, and 
that will stand out and be noticed (e.g., a luxury item or novelty product). Even if a product is not visually 
conspicuous, it may be verbally conspicuous it may be highly interesting or it may be easily described to 
others. Products that are especially conspicuous and status-revealing (a new automobile, fashion clothing, 
home furniture) are most likely to be purchased with an eye to the reactions of relevant others. Products that 
are less conspicuous (canned fruits, laundry soaps) are less likely to be purchased with a reference group in 
mind. The success of a brand of status running shoes like Reebok is aided by the fact that it is relatively easy 
to spot a person wearing them-given the distinctive flag symbol on the side of each shoe. 
 

Important Reference groups 

1. Friendship groups: 

 An individuals for his/her protection self awareness and enhancement needs others around him/her 
Leon Festinger in his ‘ A theory of social comparison processes’ has claimed that there exists in the human 
organisms a drive to evaluate his opinions and abilities. If objective non social means are not available of 
others. In other words human beings prefer the company of other and these people’s opinion also matters to 
them. Consumers also enjoy the company of their friends when purchasing certain types of goods. Such 
friendship group influence the consumer especially products like clothing, fine jewellery, cosmetics and 
personal care items, food items etc.  

The influence of the friends is also seen in buyers choice of food habits and drinks. Marketers have 
realised the important role played by the friends in influencing the consumption pattern of individuals in 
certain category of products and also involved in designing suitable marketing communication programmes. 
To mention a few advertisements- coca-cola,(all soft drinks) close up, colgate etc (tooth paste) rin bar , life 
bouy, life bouy plus,(soaps and detergents) Hero tribe ranger (cycle) Four square, Gold Flake etc. 
(cigarettes) and so on are based on themes of evolved around friendship. 

 
 
2. Formal social clubs: 

Human beings are generally considered to be sociable in nature, spend much of his/her time in group 
situations. They like to be associated with formal social clubs like the Rotary Club, Lions Club etc. The 
reason for their getting associated with such social groups may be to achieve a specific goal like making new 
friends, career advancement or pursuing a special interest or promoting a specific cause. Such formal social 
systems generally comprises of three elements   
 
                                                  Activities  
 
 
 
 
                  
                                     

 
                                       
                        Interaction                          Sentiments  
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     Activities are the tasks that people perform. Interactions are the behaviour that occurs between people in 
performing the tasks. And the sentiments are the attitudes that develop between individuals within the group. 
George C. Homans argues that these concepts through separate and closely related. A change in any of these 
three elements will produce some change in the other two.  

In a formal organisation setup, job (activities) has to be done that require people to work together 
(interactions). These jobs must be sufficiently satisfying (sentiments) for people to continue doing them. 
With more and more positive interaction with each other, more and more positive sentiments will be 
developed by the people towards each other. As, this process continues there is tendency for the group 
members to become more alike in their activities and their sentiments.                                     

Markets releasing the role played by the formal groups on their individual members can work out a 
suitable sales promotion and communication programme and deliver the same to its target segment. 
3. Shopping friends/groups: 

  According to psychology ‘group’ refers to the number of people who interact with one another are 
psychologically aware of one another and perceive themselves to be a group. In the same way, shopping 
groups can be assumed to exists because the friends or the group members need to relate to each other 
mainly because of the physical location of the people same perception of things matching personality, styles 
,outlooks etc. These factors are responsible for the increase in the frequency of the interactions between the 
members of a shopping group. 
So depending on the product category and target market segment the marketer should develop a marketing 
programme keeping in mind the shopping group who are likely to be involved in the decision making 
process and who will are also likely to influence the individual buyer. 
 
4. Work Group: 

  This group can comprises of formal work group and informal work group. The formal work groups 
are those which are deliberately created by companies in order to fulfil specific tasks or functions clearly 
related to the total organisational goals and objectives. Based on their duration, the formal work groups can 
be of two types.  
a).Permanent formal work group: are parts of the top management team, work units in various departments 
of the organisation staff groups proving specialised services to the line people in the organisation, permanent 
committees and so on. 
b) Temporary formal work groups: are committees or tasks forces created for a particular purpose/mission. 
They may be created to study and review the salary policies to suggest measures to improve the relationship 
between the union and management or to think of new products and services and so on. These temporary 
formal groups may exist till the tasks assigned to them have been completed. Very often the committee 
/temporary work group will comprise of members, who are already on the permanent payroll of the 
company. However till the completion of work assigned to the committee there will be close interactions 
between the members. 

Markets must realise that the work group also plays a very important role in promoting their products 
and work out marketing programmes to communicate information about their product and its usage to the 
work groups.  
 
5. Consumer Action groups: 

A particular kind of consumer group-a consumer action group- has emerged in response to the 
consumerist movement. This type of consumer group has become increasingly visible since the 1960s and 
has been able to influence product design and marketing practices of both manufacturers and retailers. 
Consumer action groups can be divided into two broad categories: those that organize to correct a specific 
consumer abuse and then disband, and those that organize to address broader, more pervasive, problem areas 
and operate over an extended or indefinite period of time. A group of tenants who band together to dramatize 
their dissatisfaction with the quality of service provided by their landlord, or a group of irate community 
members who unite to block the entrance of a fast-food outlet into their middle-class neighbourhood, are 
examples of temporary, cause-specific consumer action groups. 
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Reference Group Impact on Product and Brand Choice 

In some cases, and for some products, reference groups may influence both a person's product 
category and brand (or type) choices. Such products are called product-plus, brand-plus items. In other 
cases, reference groups influence only the product category decision. Such products are called product-plus, 

brand minus items. In still other cases, reference groups influence the brand (or type) decision. These 
products are called product-minus, brand-Plus items. Finally, in some cases, reference groups influence 
neither the product category nor the brand decision; these products are called product-minus, brand-minus 

items. The idea of classifying products and brands into four groups in terms of the suitability of a reference 
group appeal was first suggested in the mid- 1950s, along with an initial classification of a small number of 
product categories. 
 

 

Reference Groups and Consumer Conformity 

Marketers are particularly interested in the ability of reference groups to change consumer attitudes 
and behavior (i.e., to encourage conformity). To be capable of such influence, a reference group must 
1. Inform or make the individual aware of a specific product or brand 
2. Provide the individual with the opportunity to compare his or her own thinking with the attitudes and 
behavior of the group 
3. Influence the individual to adopt attitudes and behavior that are consistent with the norms of the group; 
4. Legitimize an individual's decision to use the same products as the group. The ability of reference groups 
to influence consumer conformity is demonstrated by the results of a classic experiment designed to compare 
the effects. 
 

Benefits of the Reference Group Appeal 

Reference group appeals have two principal benefits for the advertiser: they increase brand 
awareness and they serve to reduce perceived risk. 

 
1. Increased Brand Awareness 

Reference group appeals provide the advertiser with the opportunity to gain and retain the attention 
of prospective consumers with greater ease and effectiveness than is possible with many other types of 
promotional campaigns. This is particularly true of the celebrity form of reference group appeal, where the 
personality employed is generally well known to the relevant target segment. Celebrities tend to draw 
attention to the product through their own popularity. This gives the advertiser a competitive advantage in 
gaining audience attention, particularly on television where there are so many brief and similar commercial 
announcements. 

 
2. Reduced Perceived Risk 

The use of one or more reference group appeals may also serve to lower the consumer's perceived 
risk in purchasing a specific product. The example set by the endorser or testimonial-giver may demonstrate 
to the consumer that uncertainty about the product purchase is unwarranted: Following are examples of how 
reference group appeals serve to lower the consumer's perceived risk. 
a) Celebrity. Consumers who admire a particular celebrity often have the following reactions to the 
celebrity's endorsement or testimonial. For eg. "She wouldn't do a commercial for that product if she didn't 
believe it was really good." 
b) Expert. When consumers are concerned about the technical aspects of a product, they welcome the 
comments of an acknowledged or apparent expert. For eg. "If he says it works, then it really must work." 
c) Common Man. When consumers are worried about how a product will affect them personally, they are 
likely to be influenced by a common man endorsement or testimonial. For eg. "People just like me are using 
that product," 
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MODULE 07 

CONSUMER INFLUENCE AND DIFFUSION OF INNOVATIONS 

 

 

OPINION LEADERSHIP 

 The opinion leader is the agent who is an active media user and who interprets the meaning of media 
messages or content for lower-end media users. Typically the opinion leader is held in high esteem by those 
who accept his or her opinions. 
 

DYNAMICS OF OPINION LEADERSHIP PROCESS 

The Opinion Leadership process is highly dynamic in nature. Opinion Leaders communicate 
informally about product and service offerings and/or brands. They offer product information and advice, 
and narrate experiences. They are not generic in nature; they are specific to a product category, and an expert 
in one product category would not be an expert for another product category. Thus, a person may be an 
Opinion Leader for a product category and an Opinion Receiver for another. The dynamic nature of Opinion 
Leadership is discussed as follows:  
 

Opinion Leaders provide product information, advice and narrate experiences:  

Opinion Leaders communicate informally about product and service offerings and/or brands; they 
give product news and advice to consumers (current and potential) and also narrate their personal experience 
to others. As such they act as authority figures, trend setters and local opinion leaders.  

 
Opinion Leaders provide both positive and negative information:  

Opinion Leaders provide both favourable and unfavourable information about product and service 
offerings and/or brands, and this adds to their credibility. Compared to positive and neutral information 
and/or evaluation, the impact of negative information and/or evaluation is much greater and has a bigger 
impact on Opinion Receivers/Seekers. Thus, they would avoid such product and service offerings and/or 
brands that are spoken negatively by Opinion Leaders.  

 
Opinion Leaders are influential and persuasive:  

Opinion Leaders are highly influential and very effective at persuading people around them. They are 
credible informal sources of product knowledge, information and advice. People look up to them for advice 
and they are good at influencing the former because of the following: - 

 They are regarded as subject experts, i.e. it is believed that opinion leaders are knowledgeable and 
experienced about a product or service category.  

 Since they receive no monetary compensation, their information, advice, opinion and experiences 
about a product or service category, are perceived as genuine, objective and unbiased.  

 They are thought to have no selfish, ulterior or hidden motives, and this adds to their credibility 
(unlike a marketer who wants to make a sale).  

 Because they have no self-interest, their advice is regarded as being in the best interests of others 
(potential and actual consumers).  
 

Opinion Leaders are not generic in nature:  
They are specific to a product or service category, and possess expertise and specialization in it. 

Because of the in depth knowledge they have about the product category, people approach them for 
information and advice for that product or service category.  

 
It is important to distinguish between Opinion Leaders and Market Mavens. There are some people 

who seem to know about everything and offer their advice about anything and everything. Such people are 
called market mavens. They are different from Opinion Leaders in the sense that actually they do not 
provide information about a product or service category. They provide information, advice and narrate 
experiences of general buying and consumption behavior. They also seem to know less intensive about a 
product or service category, and more extensively about many products and services. They know more about 
what should be bought, how should it be used, when it should be bought, where it would be available (retail 
outlets) etc. In a nutshell, they possess more of general knowledge or market expertise.  
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Opinion Leaders could also become Opinion Receivers/Seekers:  

As explained above, Opinion Leaders are category specific. They are experts in one product/service 
category, and act as Opinion Leaders. However, when it comes to another product/service category, they 
may become Opinion Receivers/Seekers. They may even seek information from people to whom they had 
given information earlier about another product category. Thus, the roles may get reversed from Opinion 
Leaders to Opinion Receivers/Seekers in the context of other product/service categories.  

Sometimes a person may become an Opinion Receiver/Seeker for the same product also. This is 
when he is in a product-related conversation/discussion with a Opinion Receiver/Seeker who is more 
informed, enlightened and updated with information product knowledge. This information then adds to the 
Opinion Leaders’ knowledge database in his memory (adds to his associated network). 
 
 
MOTIVATION BEHIND OPINION LEADERS 

Both Opinion Leaders and Opinion Receivers/seekers have their own reasons for providing 
information and receiving/seeking product information and advice. Opinion Leaders give product related 
information and advice sometimes voluntarily on their own and sometimes when are approached and asked 
for. Similarly Opinion Receivers/Seekers request for information or listen with listen with patience to all that 
the Opinion Leader has to say. There are various reasons as to why such communication exchange takes 
place between Opinion Leaders and Opinion Receivers/Seekers, be they relatives, friends, acquaintances or 
even strangers. Some of the reasons why Opinion Leaders provide information and why Opinion 
Receivers/Seekers receive or seek information and advice are discussed below. These explain the motives 
behind the Opinion Leadership process. 

  
i) Why do Opinion Leaders provide information?  
- Opinion Leaders like to give product news, provide expert advice and also love to share their experiences 
with others. This is because they are involved and interested in a product or service category, and love to talk 
about it (product involvement).  
- WOM communication gives them an opportunity to talk about their interests to others. Further they may 
feel so positively and favourably or negatively and unfavourably about a product and/or brand that they feel 
like telling about it to others (product involvement, self involvement and social involvement)  
- As they possess knowledge, expertise and experience with a product category, they feel important and 
powerful when people approach them for information and advice. It confers upon them a sense of superiority 
or special status over others. They take pride in providing information and advice (self gratification, power 
and pride). They also feel that others to whom they have given information and advice on new products or 
services have bought them because of them.  
- They may be genuinely be benevolent and generous, and out of altruistic concerns may like to help others, 
especially family, friends, relatives and neighbours (selfless motive: social involvement).  
- Opinion Leaders may be also trying to reduce their own level of post-purchase cognitive dissonance (self-
interest).  
- Interestingly true, many provide information as a) they may be wanting to try out a new product or service 
offering after someone else buys and uses it first; or b); or c) they may themselves be trying to reassure 
themselves of their own purchase decision by recommending it to others; and d) they may be dissatisfied 
with a purchase and like to complain about the purchase of the product and service and/or brand and/or 
company and/store from where it has been purchased  
 
ii) Why do Opinion Receiver/Seekers request for information?  
- Opinion Receivers/Seekers gather information so that they can make the right purchase decision, with 
respect to the right product and service offering, the right brand, at the right price, from the right store and at 
the right time. Especially in cases of high involvement products, a person may be less knowledgeable and 
less involved and can take advice from someone who is more experienced and knowledgeable for that 
product category.  
- They obtain information about new-product or new-usage.  
- It reduces the physical and cognitive effort that the Opinion Receivers/Seekers has to take to gather 
information, evaluate alternatives and take the right decision. They also save on time required to gain 
information about product and the varying brands.  
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- Product knowledge and advice reduces the level of uncertainty associated with a purchase. It helps them 
reduce the perceived risk as they are able to gain product and/or brand knowledge from experts, who are also 
many a times innovators and first-time users of the product (Opinion Leaders are innovative by nature and 
this has been discussed in the previous lesson).  
- They prefer word-of-mouth communication over other marketing communication as they believe that while 
the latter have an ulterior interest in making sales, the former is more credible with no ulterior motives. 
- People also turn to Opinion Leaders so as to confirm their purchase decisions. This is particularly true for 
high involvement products, as also for products that need social approval and/or match social class and 
social status. 
 

THE NEEDS OF OPINION LEADERS AND OPINION RECEIVERS 

One of those people, who indulge in informal product related communication, usually provides 
information about a product or product category, whether it would useful to buy, how it would be used etc. 
He would also offer advice as to which of several brands is the best and from where it should be bought. 
This person is known as the Opinion Leader and the process is known as Opinion Leadership.  

In some cases, the Opinion Leader just likes to talk and discuss about a product or service category. 
He voluntarily provides information about the product and product category and/or about brands. The people 
who form the audience and listen to him are called Opinion Receivers.  

In other cases, prior to a purchase, people could approach an Opinion Leader and request him for 
information and advice about the product category and/or about brands. That is, the Opinion Leader would 
provide information only when asked for. In such cases, the persons (audience/or the receiver of 
information) are known as Opinion Seekers. Individuals who on their own seek information and advice 
about products and brands are called Opinion Seekers.  
There is a two-way exchange of information, and both opinion leaders and opinion receivers/seekers interact 
with each other. Opinion leaders provide the receivers/seekers with product information, advice, and relate 
to them their experiences. In return for this, they gather more information, personal opinion and personal 
experiences from the receivers/seekers.  
Opinion Leaders are not generic in nature; they are specific to a product category and the Opinion Leader for 
a product category would become an Opinion Receiver/Seeker for another product category. 
 

Purchase pals 

 Purchase pal is a person who accompanies another on a shopping trip primarily to aid in the purchase 
process. Two types of aid are generally provided: -  

• Symbolic/social 

• Functional/technical 
Buyers seeking symbolic or social support (does this look good on me? Should I really buy this?) tend to 
request help from close personal sources such as family members or close friends. The purchase pal must 
know and understand the buyer’s personal needs and use situations. Buyers seeking functional or 
technical support (is this a good price? Is this superior quality?) tend to seek help from experts who are 
colleagues or acquaintances. 

 

SURROGATE BUYERS’ VS OPINION LEADERS 

Key Differences between Opinion Leaders and Surrogate Buyers 
OPINION LEADER 
 
1. Informal relationship with end users  
2. Information exchange occurs in the context of a casual interaction  
3. Homophilous (to a certain extent) to end users  
4. Does not get paid for advice  
5. Usually socially more active than end users  
6. Accountability limited regarding the outcome of advice  
7. As accountability limited, rigor in search and screening of alternatives low  
8. Likely to have used the product personally  
9. More than one can be consulted before making a final decision  
10. Same person can be an opinion leader for a variety of related product categories 
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SURROGATE BUYER 
1. Formal relationship; occupation-related status  
2. Information exchange in the form of formal instructions/advice  
3. Heterophilus to end users (that is, is the source of power)  
4. Usually hired, therefore gets paid  
5. Not necessarily socially more active than end-users  
6. High level of accountability  
7. Search and screening of alternatives more rigorous  
8. May not have used the product for personal consumption  
9. Second opinion taken on rare occasions  
10. Usually specializes for a specific product/service category 

 

MEASUREMENT OF OPINION LEADERSHIP 

As Opinion Leaders act as a vital link between marketers and consumers, the marketers are always 
concerned with i) the identification of such people in a social structure who are Opinion Leaders; ii) the 
identification of people who have the potential to become Opinion Leaders; and iii) the measurement of 
Opinion Leadership.  

In order to measure Opinion Leadership, it is essential that Opinion Leaders with respect to the 
product/service category are identified. It is also important that people who have the potential to become 
Opinion Leaders are also identified. There are three ways in which Opinion Leaders can be identified; these 
are listed as follows:  
a) Marketers directly ask the consumers whether they are Opinion Leaders.  
b) They ask a subject expert to identify who the Opinion Leaders are.  
c) They study the communication patterns and flows among consumers, interpret the dynamics and identify 
the leaders  

These methods, in particular the third one help marketers to identify the traits and characteristics that 
make up an Opinion Leader for a type of product or service category. It also helps the marketer understand 
the behavior of Opinion Leaders and the dynamics underlying the Opinion Leadership process. Marketers 
are interested in identifying, measuring and analysing the impact of the opinion leadership process on 
consumption patterns and consumption behavior.  

An understanding of the traits and characteristics of Opinion Leaders, their behavior and the very 
dynamics of the Opinion Leadership process is helpful to the marketer. Once the marketers have identified 
the general traits and characteristics of Opinion Leaders, they can target their marketing efforts, particularly 
the communication programme at all such consumers who possess such traits and characteristics. Marketers 
would provide them with information about the product and product category, about the brand, about the 
usage, its benefit and utility etc. They would also tell them about the various attributes and features, the price 
and the availability. Once such people (Opinion Leaders or those who have the potential to become Opinion 
Leaders) are exposed with such a message, they would in turn talk about it to others in their social group. 
This would make the job easier for a marketer.  

All this would ultimately lead to an informal spread of product news, advice and experiences. As has 
been discussed earlier, WOM communication has a greater impact on consumption behavior as it is regarded 
as being credible, without any hidden/ulterior motives.  

As far as measurement of Opinion Leadership is concerned, researchers make use of various 
methods. According to Rogers, there are four basic techniques for measuring Opinion Leadership, Each of 
these is explained and critically assessed as follows: -  

 
The self-designating method:  

A marketing survey is conducted and people are asked a series of questions to determine the degree to 
which they behave as Opinion Leaders. Questions pertain to:-  

a) The extent to which they have given information and advice about a product/service category and/or 
brands to others in the social system  
b) How often they have been able to influence the purchase decisions about others.  
c) How often they have been approached by others for information and advice about that particular 
product/service category.   

Advantages: It is easy to include and apply in market research questionnaires. It helps measure an 
individual’s perception and assessment about his/her actual Opinion Leadership and related capacities.  
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Disadvantages: As the technique is based on self assessment and evaluation, it could be to lead to 
over-estimation of self and thus, suffer from bias. People could portray themselves as being “knowledgeable 
and important advisors” to others when it comes to making purchase decisions. It is also difficult to assess 
the outcome of the informal communication in terms of knowledge and advice. While a person may report 
that he provides information and advice, and helps people make purchase decisions, it may not be essential 
that the receivers may be actually using this information and advice. Thus, success of the technique would 
depend on the objectivity with which a respondent can identify, assess and report his personal influence. The 
final assessment needs to be made by the marketer. The marketer must understand the degree of relevance 
the Opinion Receivers/Seekers attach to the information and advice that they receive from the various so 
called Opinion Leaders. This assessment would help the marketer identify who among the many are Opinion 
Leaders and who are not.  

 
The socio metric method:  

The socio metric method of measuring Opinion Leadership basis itself on the study of the social 
system, and particularly the communication patterns and flows to identify those to give information and 
advice as act as Opinion Leaders. Researchers examine complete patterns of informal information flows 
among consumers of a particular product/service category, and identify those who provide information to 
others as Opinion Leaders.  

While the technique makes use of the analysis of the communication flow, it also uses questionnaires 
that are administered to people in a social system. People in a social system are asked to identify:  

a) Those people to whom they have given information and advice about a product/service category. In 
case the respondent identifies one or many people to whom he has provided information and advice, 
he is regarded as an Opinion Leader. Researchers could cross-examine by contacting and questioning 
the Receiver/Seekers of information and confirming from them. 

b) Those people to whom they have gone for information and advice about a product or service 
category and/or brand. Her again, researchers could cross-examine by contacting and questioning the 
Opinion Leaders and confirming from them.  

Advantages: The technique can meet tests of validity and reliability. Chances of misconception and bias are 
less.  
Disadvantages: It is a costly in terms of both money and time. In order to obtain results that are valid and 
reliable, it requires intensive and extensive data, i.e. a large amount of information from a large sample of 
respondents. This could be expensive and time consuming. The analysis could also be complex and would 
require experts in the area.  
 
The key informant method:  

Based on careful observation and analysis of social communication, key informants in a social 
system are identified. These key informants are asked to identify and/or designate individuals in the social 
group who are Opinion Leaders or who are most likely to be Opinion Leaders.  

The key informants are those who are aware about the communication patterns in a social 
environment and able to provide a fair and impartial assessment of these patterns. They may or may not be a 
member of such group(s); they may be active participants or passive observers. In this way (where an expert 
is asked to identify Opinion Leaders), the technique is better than the self-designating method (where a 
person is asked to assess himself as an Opinion Leader).  
Advantages: This is relatively less expensive and time consuming, as compared to the socio metric method. 
The study is based on a chosen few rather than large samples in the self-designating and socio metric 
methods.  
Disadvantages: If informants are not carefully chosen, they may provide wrong information.  
 
The objective method:  

The objective method is based on simulation. It identifies and measures Opinion Leadership by 
placing people in controlled environments (just as controlled experiments). People are chosen, given 
information about new products and service categories, and the asked to act out as Opinion Leaders. The 
resulting “web” and “patterns” of informal interpersonal communication regarding the relevant product or 
service category are traced and analysed. The technique thus measures the results of their efforts and 
assesses how successful their impact is on consumption behavior.  
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Advantages: It measures people’s abilities to provide news and advice and influence purchase decisions in 
controlled environments.  
Disadvantages: It is time consuming as it requires setting up of experimental designs. It is a complex 
process and requires subject experts and trained psychologists. 
 
 

MARKET MAVENS 

Definition  

A slang term used to describe an investor who is "in-the-know." The term "market maven" usually 
refers to an individual who is a market participant with a great deal of knowledge and connections, thus 
having a trusted opinion on market events or speculation. Historical success in the market is typically the 
driving force behind those who are considered mavens and those who are not. 

In general, the term is used to describe consumers who have up-to-date information about products, 
places to shop and different markets. This definition makes sense when talking in the context of the stock 
market, as the nature of the market itself is highly speculative and based upon opinions in most cases. The 
media looks to market mavens for opinions and strategies for retail investors and onlookers to follow.  
 

OPINION LEADERSHIP & MARKETING STRATEGY 

The study of informal interpersonal communication, particularly through Opinion Leadership holds 
relevance for a marketer. The Opinion Leader provides product news, advice and experience to Opinion 
Receivers/Seekers (potential consumers). This reduces the latter’s physical and cognitive effort associated 
with the purchase decision making process. It also reduces their level of perceived risk. Marketers realize 
that Opinion Leaders are regarded as credible sources of WOM communication. They also successfully exert 
tremendous amount of influence on consumers' choice and preferences as also the actual purchase activity. 
Thus, the study of Opinion Leadership holds relevance for a marketer.  

As Opinion Leaders act as a vital link between marketers and consumers, the marketers should 
concern themselves with the identification of Opinion Leaders, as also the identification of those who have 
the potential to become Opinion Leaders. For this they need to have an understanding of the traits and 
characteristics that make up an Opinion Leader for a type of product or service category. Once they have 
identified the general traits and characteristics of Opinion Leaders, they can target their marketing efforts, 
particularly the communication programme at all such consumers. Marketers would provide them with 
information about the product and product category, about the brand, about the usage, its benefit and utility 
etc. They would also tell them about the various attributes and features, the price and the availability. Once 
such people (Opinion Leaders or those who have the potential to become Opinion Leaders) are exposed with 
such a message, they would "carry around the word" to the masses, by talking about it to others in their 
social group. This would make the job easier for a marketer.  
 
Marketers often attempt to encourage Opinion Leadership through their marketing strategies: 
- through schemes like “share you experiences”, “tell others that you like our brand”, etc., marketers 
encourage consumers to discuss their experiences with others (eg. Electronic goods etc).  
- through showing advertisements that portray product/service informal discussions about products/services 
amongst people (eg. health drinks, skin and hair care products etc.).  
 

It needs to be mentioned here that WOM communication is difficult to manage and control. When a 
person is satisfied with the purchase of a product and/or brand, he would speak in favour of it. On the other 
hand, when he is dissatisfied with the purchase and the usage, he would speak unfavourably about it to 
others. Similarly, Opinion Leaders provide information that could be both favourable and unfavourable to a 
product or service category and/or brand. Negative remarks could also arise in the form of rumours, 
especially with new product categories. Needless to say, quite logical that the unfavourable or negative 
information has a deeper and profound effect. To counter this, marketers are desirous of handling customer 
relations in a better manner, and have introduced help lines and toll free numbers.  
Marketers should also measuring and analyse the impact of the Opinion Leadership process on consumption 
patterns and consumption behavior. This would help him understand those amongst Opinion Leaders who 
are genuine and powerful and those who are fake and superficial. This is because they can then focus more 
on the former than on the latter.  
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All this would ultimately lead to an informal spread of product news, advice and experiences. As has 
been discussed earlier, WOM communication has a greater impact on consumption behavior as it is regarded 
as being credible, without any hidden/ulterior motives. 
 
 

CREATION OF OPINION LEADERS 

 Role played by opinion leaders 

Opinion leaders play a key role and act as a vital role between the marketer and the consumer. He 
communicates informally about product and service offerings and/or brands; he gives product news and 
advice to consumers (current and potential) and also narrates his personal experience to others. The major 
roles played by opinion leaders are, i) authority figure; ii) trend setter; and iii) local opinion leader. These 
roles are discussed as follows: -  
 
i) Authority figure: The role that is played by an Opinion Leader when he gives product news and advice, 
and also narrates his personal experiences to consumers, is known as the authority figure role. By providing 
product news and advice, as also narrating his personal experiences, he helps current and potential 
consumers satisfy their needs and wants.   

Opinion leaders are highly involved with a product category. They gather information about new, 
technically complex and risky products by reading about them in newspapers, journals and magazines (also 
special interest magazines). They attend product launch parties, trade fairs and trade shows, conferences and 
symposiums etc. They also enter into conversations and discussions with subject experts, researchers, 
scientists, and even innovators. Innovators provide them with accounts of their first hand experience. It is 
noteworthy that sometimes even Opinion Leaders act as innovators and are the first to try out a new product 
offering in the product category of their interest.  

Opinion Leaders are said to be performing the authority figure role as they act as experts and 
authorities for a particular product category. They have knowledge, expertise and experience with the 
product category. They are aware of the various evaluative criteria on which the product and service 
offerings should be assessed and they are also aware of the decision rules that need to be applied to make a 
final purchase decision. Opinion Leaders are also aware of the various brands that are available, and the 
value associated with each. So they are in the best position to provide information and advice to consumer as 
to i) whether to make a purchase? ii) If yes, which brand to buy? Because of this role that they perform as 
experts, consumers prefer approaching them for information and advice. This helps the consumers i) reduce 
the level of physical and cognitive effort associated with a purchase; ii) reduce the level of risk associated 
with the purchase.  
Opinion Leaders enjoy playing this role because of the prestige and pride associated with it. As mentioned 
above, they may voluntarily play this role and enjoy talking about a product category, or they may be 
approached and requested for it by the consumers. In any case, they derive pleasure and pride in acting out 
the expert’s role.  
Opinion Leaders are specific to a product or service category. It is very rare that an Opinion Leader is an 
expert or authority for more than one product category. This is because of the fact that it would involve a lot 
of effort and would difficult for a person to be well informed and educated about any and every product 
category. Further, the expertise would be maintained only if it is an ongoing effort of information gathering, 
storage and retention. It would involve a huge amount of effort to develop and maintain expertise in more 
than one or few areas. Thus, as an expert, Opinion Leaders specialize in one product category. However, 
Opinion Leadership could tend to overlap across certain combinations of interest areas, i.e., Opinion leaders 
in one product category can often be Opinion Leaders in related areas, like kitchen ware and household 
goods, fashion apparel and cosmetics, computers and mobiles, tourism and travel.  
 
ii) Trend setter: Opinion Leaders act as trend setters. They are inner oriented and do not bother about what 
others in the society say or do. They are also innovative and often go in for purchase of new product and 
service offerings (of their interest category) and through the purchase and usage, they set the trend.  

Opinion Leaders play the trend setter role when they narrate accounts of their personal experiences to 
others to copy and emulate. In other words, if they purchase a new innovative product of their interest, they 
speak of their experience as acts of behavior that the audience (opinion receivers/opinion seekers) should 
emulate.  
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Unlike the authority role (of providing news and advice), they emphasize more on narrating their 
personal experiences. Rather than knowledge and expertise being the source of credibility, it is the personal 
experience that provides credibility.  
Once a trend is set by trend setters, people begin to copy them. In fact they act as a reference group for 
others who want to use the same product and service offerings that are used by former. As trend setters, 
Opinion Leaders could belong to membership or non-membership reference groups.  
 
iii) Local Opinion Leader: People like to behave like others in their reference groups. They desire social 
approval from contactual (membership) and aspirational (non-membership) groups. People from such groups 
directly or indirectly provide information and advice that helps consumers to make purchase decisions, and 
buy such goods and services and/or brands that the contactual and aspirational groups approve off.  
Opinion Leaders are said to act a local opinion leaders when a) they constitute a person’s positive reference 
group; and b) they provide information about such product and service offerings and/or brands that help 
satisfy their needs and wants of the consumer group in a manner that is consistent with group values and 
norms. As local opinion leaders, they provide knowledge and advice, and narrate personal experiences about 
product and service offerings. Their credibility lies in the fact that as they belong to the same group as others 
who approach them, they are able to advise on the “good” or “bad”, and thereby guarantee social approval 
and appreciation. 
 

 

DIFFUSION OF INNOVATION 

Diffusion process (innovation, communication channels, social system, time)  

Diffusion is the process by which an innovation is communicated through certain channels over 
time among the members of a social system. Diffusion is a special type of communication concerned with 
the spread of messages that are perceived as new ideas. 

An innovation, simply put, is “an idea perceived as new by the individual.” An innovation is an idea, 
practice, or object that is perceived as new by an individual or other unit of adoption. The characteristics of 
an innovation, as perceived by the members of a social system, determine its rate of adoption. 
 
The four main elements in the diffusion of new ideas are: 
(1) The innovation 

(2) Communication channels 

(3) Time 

(4) The social system (context) 

 

1. The innovation 

Why do certain innovations spread more quickly than others? The innovation, to spread and be 
adopted should show: The characteristics which determine an innovation's rate of adoption are: -  

 Relative advantage is the degree to which an innovation is perceived as better than the idea it 
supersedes. The degree of relative advantage may be measured in economic terms, but social 
prestige, convenience, and satisfaction are also important factors. It does not matter so much if an 
innovation has a great deal of objective advantage. What does matter is whether an individual 
perceives the innovation as advantageous. The greater the perceived relative advantage of an 
innovation, the more rapid its rate of adoption will be. 

  Compatibility is the degree to which an innovation is perceived as being consistent with the 
existing values, past experiences, and needs of potential adopters. An idea that is incompatible with 
the values and norms of a social system will not be adopted as rapidly as an innovation that is 
compatible. The adoption of an incompatible innovation often requires the prior adoption of a new 
value system, which is a relatively slow process. 

  Complexity is the degree to which an innovation is perceived as difficult to understand and use. 
Some innovations are readily understood by most members of a social system; others are more 
complicated and will be adopted more slowly. New ideas that are simpler to understand are adopted 
more rapidly than innovations that require the adopter to develop new skills and understandings. 

 Trial ability is the degree to which an innovation may be experimented with on a limited basis. New 
ideas that can be tried on the instalment plan will generally be adopted more quickly than innovations 
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that are not divisible. An innovation that is trial able represents less uncertainty to the individual who 
is considering it for adoption, who can learn by doing. 

  Observability is the degree to which the results of an innovation are visible to others. The easier it 
is for individuals to see the results of an innovation, the more likely they are to adopt it. Such 
visibility stimulates peer discussion of a new idea, as friends and neighbours of an adopter often 
request innovation-evaluation information about it. 

 
2. Communication 

Communication is the process by which participants create and share information with one another in 
order to reach a mutual understanding. A communication channel is the means by which messages get from 
one individual to another. Mass media channels are more effective in creating knowledge of innovations, 
whereas interpersonal channels are more effective in forming and changing attitudes toward a new idea, and 
thus in influencing the decision to adopt or reject a new idea. Most individuals evaluate an innovation, not 
on the basis of scientific research by experts, but through the subjective evaluations of near-peers who have 
adopted the innovation. 
 
3. Time 

The time dimension is involved in diffusion in three ways. 
3.1 - First, time is involved in the innovation-decision process. The innovation decision process is 

the mental process through which an individual (or other decision making unit) passes from first knowledge 
of an innovation to forming an attitude toward the innovation, to a decision to adopt or reject, to 
implementation of the new idea, and to confirmation of this decision. An individual seeks information at 
various stages in the innovation-decision process in order to decrease uncertainty about an innovation's 

expected consequences. 
 
5-Step Process: -  

(1) Knowledge – person becomes aware of an innovation and has some idea of how it functions 
(2) Persuasion – person forms a favourable or unfavourable attitude toward the innovation 
(3) Decision – person engages in activities that lead to a choice to adopt or reject the innovation 
(4) Implementation – person puts an innovation into use 
(5) Confirmation – person evaluates the results of an innovation-decision already made 
 

3.2 - The second way in which time is involved in diffusion is in the innovativeness of an individual 
or other unit of adoption. Innovativeness is the degree to which an individual or other unit of adoption is 
relatively earlier in adopting new ideas than other members of a social system.  

There are five adopter categories, or classifications of the members of a social system on the basis on 
their innovativeness: -  

 
  Innovators are the first 2.5 percent of the individuals in a system to adopt an innovation. 

Venturesomeness is almost an obsession with innovators. This interest in new ideas leads them out of a 
local circle of peer networks and into more cosmopolite social relationships. Communication patterns and 
friendships among a clique of innovators are common, even though the geographical distance between the 
innovators may be considerable. Being an innovator has several prerequisites. Control of substantial 
financial resources is helpful to absorb the possible loss from an unprofitable innovation. The ability to 
understand and apply complex technical knowledge is also needed. The innovator must be able to cope 
with a high degree of uncertainty about an innovation at the time of adoption. While an innovator may not 
be respected by the other members of a social system, the innovator plays an important role in the diffusion 
process: That of launching the new idea in the system by importing the innovation from outside of the 
system's boundaries. Thus, the innovator plays a gate keeping role in the flow of new ideas into a system. 

 
  Early adopters are the next 13.5 percent of the individuals in a system to adopt an innovation. Early 

adopters are a more integrated part of the local system than are innovators. Whereas innovators are 
cosmopolites, early adopters are localities. This adopter category, more than any other, has the greatest 
degree of opinion leadership in most systems. Potential adopters look to early adopters for advice and 
information about the innovation. This adopter category is generally sought by change agents as a local 
missionary for speeding the diffusion process. Because early adopters are not too far ahead of the average 

Mr.Srinivas.S, Asst Professor

100

CONSUMER BEHAVIOUR (14MBAMM301) 

Department of Management Studies, GCEM



individual in innovativeness, they serve as a role-model for many other members of a social system. The 
early adopter is respected by his or her peers, and is the embodiment of successful, discrete use of new 
ideas. The early adopter knows that to continue to earn this esteem of colleagues and to maintain a central 
position in the communication networks of the system; he or she must make judicious innovation-
decisions. The early adopter decreases uncertainty about a new idea by adopting it, and then conveying a 
subjective evaluation of the innovation to near-peers through interpersonal networks. 

 
  Early majority is the next 34 percent of the individuals in a system to adopt an innovation. The early 

majority adopt new ideas just before the average member of a system. The early majority interact frequently 
with their peers, but seldom hold positions of opinion leadership in a system. The early majority's unique 
position between the very early and the relatively late to adopt makes them an important link in the diffusion 
process. They provide interconnectedness in the system's interpersonal networks. The early majority are one 
of the two most numerous adopter categories, making up one third of the members of a system. The early 
majority may deliberate for some time before completely adopting a new idea. "Be not the first by which the 
new is tried, nor the last to lay the old aside," fits the thinking of the early majority. They follow with 
deliberate willingness in adopting innovations, but seldom lead. 

 

 Late majority is the next 34 percent of the individuals in a system to adopt an innovation. The late majority 
adopt new ideas just after the average member of a system. Like the early majority, the late majority make 
up one-third of the members of a system. Adoption may be the result of increasing network pressures from 
peers. Innovations are approached with a sceptical and cautious air, and the late majority do not adopt until 
most others in their system have done so. The weight of system norms must definitely favour an innovation 
before the late majority are convinced. The pressure of peers is necessary to motivate adoption. Their 
relatively scarce resources mean that most of the uncertainty about a new idea must be removed before the 
late majority feel that it is safe to adopt. 

 

 Laggards are the last 16 percent of the individuals in a system to adopt an innovation. They possess almost 
no opinion leadership. Laggards are the most locality in their outlook of all adopter categories; many are 
near isolates in the social networks of their system. The point of reference for the laggard is the past. 
Decisions are often made in terms of what has been done previously. Laggards tend to be suspicious of 
innovations and change agents. Resistance to innovations on the part of laggards may be entirely rational 
from the laggard's viewpoint, as their resources are limited and they must be certain that a new idea will not 
fail before they can adopt. 
 

3.3 - The third way in which time is involved in diffusion is in rate of adoption. The rate of adoption 
is the relative speed with which an innovation is adopted by members of a social system. The rate of 
adoption is usually measured as the number of members of the system that adopt the innovation in a given 
time period. As shown previously, an innovation's rate of adoption is influenced by the five perceived 
attributes of an innovation. --- (Time/Infected Population) 

 
4. The social system 

The fourth main element in the diffusion of new ideas is the social system. A social system is defined 
as a set of interrelated units that are engaged in joint problem-solving to accomplish a common goal. The 
members or units of a social system may be individuals, informal groups, organizations, and/or subsystems. 
The social system constitutes a boundary within which an innovation diffuses. How the system's social 
structure affects diffusion has been studied. A second area of research involved how norms affect diffusion. 
Norms are the established behavior patterns for the members of a social system. A third area of research has 
had to do with opinion leadership, the degree to which an individual is able to influence informally other 
individuals' attitudes or overt behavior in a desired way with relative frequency. A change agent is an 
individual who attempts to influence clients' innovation-decisions in a direction that is deemed desirable by a 
change agency. 
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ADOPTION PROCESS 

Stages 

The acceptance and continued use of a product or brand by an individual is referred to as “adoption,” 
although there are differing views about when this happens. Adoption model consists of the following 
stages: -  

 Awareness: At this stage the potential adopter finds out about the existence of a product but has very 
little information and no well-formed attitudes about it. 

 Comprehension: This stage represents the consumer’s having knowledge and understanding of what 
the product is and can do. 

 Attitude: Here, the consumer develops favourable or unfavourable behavioural predispositions 
toward the product. Termination of the adoption process is likely at this stage if attitudes are not 
favourable toward the product. 

 Legitimating: Here, the consumer becomes convinced that the product should be adopted. This stage 
is predicated upon favourable attitudes toward the innovation, and the consumer may use information 
already gathered as well as additional information in order to reach a decision. 

 Trial: If possible, the consumer tests or tries the product to determine its utility. Trial may take place 
cognitively, that is, whereby the individual vicariously uses the product in a hypothetical situation or 
it may be actually used in a limited or total way, depending on the innovation’s nature. 

 Adoption: At this stage, the consumer determines whether or not to use the product in a full-scale 
way. Continued purchase and/or use of the item fulfil the adoption process. 

 
Thus, adoption is seen to be a sequence of events through which individual consumers pass over a period 

of time. Some consumers pass through these stages early in a product life while others may do so much later. 
In addition, the adoption process describes consumers who are actively involved in thinking about and 
considering a product. 

The significance of the adoption process to marketers is in two fold.  
First, not all consumers pass through the adoption process with the same speed. Some move swiftly, 

while others proceed more slowly.  
Second, the marketer’s communication forms vary in their effectiveness over the different stages in 

the adoption process.  
These points can be important in assisting the marketer to develop an effective promotional program. 

It has been found, for example, that for early stages of the adoption process, the mass media appear to be 
most effective in creating awareness; thus, the marketer would design awareness-and interest generating 
messages to be transmitted by such impersonal sources. At later stages in the adoption process, however, 
personal sources of information appear to become more important so the marketer would desire to have 
effective personal selling and word-of-mouth communications at these points. This indicates then, that as 
consumers move through the adoption process, the amount of mass-media advertising might be decreased 
while the amount of personal selling is increased. 
 

Categories of adopters 

Innovators: Innovators are venturesome risk takers. They are capable of absorbing the financial and 
social costs of adopting an unsuccessful product. They are cosmopolitan in outlook and use other innovators 
rather than local peers as a reference group. They tend to be younger, better educated, and more socially 
mobile than their peers. Innovators make extensive use of commercial media, sales personnel, and 
professional sources in learning of new products. 
 

Early adopters: Early adopters tend to be opinion leaders in local reference groups. They are 
successful, well educated, and somewhat younger than their peers. They are willing to take a calculated risk 
on an innovation but are concerned with failure. Early adopters also use commercial, professional, and 
interpersonal information sources, and they provide information to others. 
 

Early majority: Early majority consumers tend to be caution with respect to innovations. They 
adopt sooner than most of their social group but also after the innovation that has proven successful with 
others. They are socially active but seldom leaders. They tend to be somewhat older, less well educated, and 
less socially mobile than the early adopters. The early majority relies heavily on interpersonal sources of 
information. 
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Late majority: Late majority members are sceptical about innovations. They often adopt more in 
response to social pressures or a decreased availability of the previous product than because of a positive 
evaluation of the innovation. They tend to be older and have less social status and mobility than those who 
adopt earlier. 

Laggards are locally oriented and engage in limited social interaction. They tend to be relatively 
dogmatic and oriented toward the past. Innovations are adopted only with reluctance. 
 

 

POST PURCHASE PROCESSES 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CUSTOMER SATISFACTION  

• The purchase evaluation process is potentially influenced by post-purchase dissonance, product 
usage, and product disposition. 

• Satisfaction generally occurs when the use of the product fulfills the expectations of meeting 
instrumental and symbolic needs. 

• When these needs are not met, dissatisfaction occurs.  
 
POST PURCHASE DISSONANCE 

Some purchases are followed by a phenomenon called ‘post-purchase dissonance’ or ‘cognitive 

dissonance’. This occurs when a consumer doubts the wisdom of purchase he or she has made occurs at 
Point of Sale…. 

 
This is a common consumer reaction after making a difficult, relatively permanent decision. Doubt or 

Anxiety referred as post-purchase dissonance. 
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The probability of a consumer experiencing post-purchase dissonance, as well as the magnitude of 
such dissonance, is a function of: -  

   Degree of commitment/irrevocability of the decision – the easier it is to alter the decision, the less 
likely the consumer is to experience dissonance. 

   Importance of decision to customer – the more important the decision, the more likely dissonance 
will result. 

   Difficulty of choosing among the alternatives – the more difficult it is to select from among the 
alternatives, the more likely the experience and magnitude of dissonance. 

   Individual’s tendency to experience anxiety (nervousness) – the higher the tendency to experience 
anxiety, the more likely the individual will experience post purchase dissonance.  

 

Causes of Cognitive Dissonance: 

–  Perceived Risk 
–  Performance risk 
–  Physical risk (wear-out)  
–  High financial commitment 
–  High involvement level 
–  High social visibility 
–  High load of  information 
– Insufficient time to evaluate 

 
Reducing dissonance 

 

• Marketers’ attempts 

– Match product to needs of consumer 
– Focus on benefits, product, packaging, promotion, warranties, return policies, credit, 

installations, service etc. 
– Provide post decision positive information.  

Consumers’ attempts 

– Ways to reinforce desirability of choice 
• Research, pay attention to advt. 
• Show purchase to friends to get good response. 
• Trivializing purchase.  

–   Increase the desirability of the brand purchased. 
–   Decrease the desirability of the brand rejected. 
–   Decrease the importance of the purchase decision. 

  Reverse the purchase decision (return the product before use). 
 

PRODUCT USE AND NON USE 

Product use: -  

 

 Marketers need to understand how consumers use their products for a variety of reason. 
Understanding both the functional and symbolic ways in which a product is used can lead to more 
effective product design. 

 Many firms attempt to obtain relevant information on product usage via surveys using standard 
questionnaires. 

 Stringent product liability laws and aggressive civil suits also are forcing marketing managers to 
examine how consumers use their products. These laws have made firms responsible for harm caused 
by products not only when the product is used as specified by the manufacturer but in any reasonably 
foreseeable use of the product. Thus, the manufacturer must design products with both the primary 
purpose and other potential uses in mind. 

Product non use: -  

 Other purchases are followed by nonuse. The consumer keeps or returns the product without using 
it.’  

 It occurs when a consumer actively acquires a product that is not used or used only sparingly relative 
to its potential use.’  
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 Consumers frequently discontinue using or use improperly, products that require consistent daily 
behaviours over long periods of time or that are otherwise difficult to use correctly. Firms that are 
able to redesign such products in a manner that makes them easier to use can gain a competitive 
advantage. 

 In such cases, the consumer has wasted money and the marketer is unlikely to get repeat sales or 
positive referrals. 

 
DISPOSITION 

 Product use often requires the disposition of the product package or the product itself.  
 Disposition of the product or the products’ container may occur before, during, or after product use. 

No disposition involved, in case product is completely consumed (ice cream).  
 
PRODUCT DISPOSITION AND MARKETING STRATEGY 

 The following fig illustrates the various alternatives for disposing of a product or package: -  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

There are five major ways in which disposition decisions can affect a firm’s marketing strategy: -  

 First, for most durable goods consumers are reluctant to purchase a new item until they have “gotten 
their money’s worth” from the old one. These consumers mentally depreciate the value of a durable 
item over time. 

 Second, disposition sometimes must occur before acquiring of a replacement because of space or 
financial limitations. For example, because of a lack of storage space, a family living in an apartment 
may find it necessary to dispose of an existing bedroom set before acquiring a new one. 

 Third, frequent decisions by consumers to sell, trade, or give away used products may result in a 
large used-product market that can reduce the market for a new product. 

 Fourth reason for concern with product disposition is that the many countries are not completely a 
throw away society. For example, a new vacuum cleaner if they were confident that the old one 
would be rebuilt and resold. However, they might be reluctant to throw their old vacuums away or to 
go to the effort of reselling the machines themselves. Thus, manufacturers and retailers could take 
steps to ensure that products are reused. 

 The fifth reason is that environmentally sound disposition decisions benefit society as a whole and 
thus the firms that are part of that society. Firms’ owners and employees live and work in the same 
society and environment as many of their consumers. Thus, it is in their best interest to develop 
products, packages and programs that encourage proper disposition decisions. 

 

PURCHASE EVALUATION AND CUSTOMER SATISFACTION 
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 During, and after use, the purchase process and the product are evaluated by the customer.  
 

The evaluation process 

 Unsatisfactory evaluations may produce complaints by those consumers. Appropriate responses by 
the firm may reverse the initial dissatisfaction among those who complained 

 The result of all these responses by the firm level of satisfaction, which in turn in a loyal, committed 
customer, one who is willing to repurchase, or a customer who switches brands or discontinues using 
the product category.  

 A particular alternative such as a product, brand or retail outlet is selected because it is thought to be 
a better overall choice than other alternatives considered in the purchase process. 

 While and after using the product, service or outlet the consumer will perceive some level of 
performance. This perceived performance level could be noticeably above the expected level, 
noticeably below the expected level, or at the expected level. 

 
Determinants of satisfaction and dissatisfaction 

 Core service failure 

 Service encounter failure 

 Pricing 

 Response to service failures 

 Attraction by competitors 

 Ethical problems 

 Involuntary switching 

 

There are three dimensions to performance 

 Instrumental performance – relates to the physical functioning of the product 
 Symbolic performance – relates to aesthetic or image – enhancement performance 

 Affective performance – is the emotional response that owing or using the product or outlet. 
 

DISSATISFACTION RESPONSES 

 The following fig illustrates the major options available to a dissatisfied consumer. 
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MARKETING STRATEGIES AND DISSATISFIED CUSTOMERS 

 

Firms need to satisfy consumer expectations by: -  

 Creating reasonable expectations through promotional efforts 

 Maintaining consistent quality so the reasonable expectations are fulfilled. 

 

 When a consumer is dissatisfied, the most favourable consequence is for the person to 
communicate this dissatisfaction to the firm but to no one else. This alerts the firm to problems, 
enables it to make amends where necessary, and minimize negative word of mouth 
communications. 

 Many firms have discovered that customers whose complaints are resolved to their satisfaction 
are sometimes even more satisfied than are those who did not experience a problem in the first 
place. 

 Unfortunately, many individuals do not communicate their dissatisfaction to the firm involved. 
Those who do complain tend to have more education, income, self-confidence and independence 
and are more confident in the business system than those who do not complain.  

 Complaints about products frequently go to retailers and are not passed on to manufacturers. 
Many firms attempt to overcome this by establishing and promoting consumer hot lines – toll free 
numbers that consumers can use to contact a representative of the firm when they have a 
complaint. 

 Consumers increasingly expect to be able to express complaints via e-mail 
 Anticipating dissatisfaction and removing the potential cause before it occurs can pay substantial 

benefits to a firm. 
 Unfortunately, many corporations are not organised to effectively resolve and learn from 

consumer complaints. This area represents a major opportunity for many businesses. 
 In fact, for many firms, retaining customers by encouraging and responding effectively to 

complaints is more economical than attracting new customers through advertisement or other 
promotional activities. 

 

 

 

 

CUSTOMER SATISFACTION, REPEAT PURCHASES AND CUSTOMER COMMITMENT 

 

Creating committed customers in increasingly the focus of marketing strategy 
 

The following fig illustrates the composition of the buyers of a particular brand at any point of time. 
Of the total buyers, some percentage will be satisfied with the purchase. Satisfied customers are much more 
likely to become or remain repeat purchasers, repeat purchasers continue to buy the same brand though they 
do not have an emotional attachment to it. Repeat customers are desirable, but mere repeat purchasers are 
vulnerable to competitor’s actions. That is they are buying the brand out of habits or because it is readily 
available where they shop, or because it has the lowest price, or for similar superficial reasons. These 
customers have no commitment to the brand. They are not brand loyal. Thus, a customer loyal to a brand or 
a committed customer has an emotional attachment to the brand. The customers like the brand in a manner 
somewhat similar to friendship. 
 

 Committed customers are unlikely to consider additional information when making a purchase. 
 They are also resistant to competitor’s marketing efforts. 
 Committed customers are more receptive to line extensions and other new products offered by the 

same firm. 
 Committed customers are likely to be a source of positive word of mouth communications. 
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REPEAT PURCHASES, COMMITTED CUSTOMERS AND PROFITS 

 Reducing churn is a major objective of many firms today. Churn is a term used to refer to turnover in 
a firm’s customer base. It typically costs more to obtain new customers than to retain an existing one, and 
new customers generally are not as profitable as longer-term customers. Acquisition of new customers 
include such expenses as advertising, establishing accounts, mailing the card etc. in addition new customers 
initial usage rate is low and they don’t use all the features. Lower cost occurs for existing customers because 
both the firm and the customers learn how to interact more effectively over time. Committed customers are 
most valuable to a firm, reducing churn can have a major impact on profit. 
 

REPEAT PURCHSES, COMMITTED CUSTOMERS AND MARKETING STRATEGY 

 

An important step in developing a marketing strategy for a particular segment is to specify the objectives 
being pursued. Several distinct possibilities exist: -  

 Attract new users to the product category 
 Capture competitors current customers 
 Encourage current customers to use more 
 Encourage current customers to become repeat purchasers 
 Encourage current customers to become committed customers 

 
 

The first two objectives require the marketer to convince potential customers that the marketer’s 
brand will provide superior value to not using the product or to using another brand – (Offensive marketing 
Strategy). 
 The last three objectives focus on marketing to the firm’s current customers. Marketing efforts 
focused on a firm’s current customers are generally termed as relationship marketing – (defensive marketing 
strategy) 
 
Relationship marketing has five key elements 

 Developing a core service or product around which to build a customer relationship 
 Customizing the relationship to the individual customer 
 Augmenting the core service or product with extra benefits 
 Pricing in a manner to encourage loyalty 
 Marketing to employees so that they will perform well for customers. 
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MODULE 08 

CRM & Online Decision Making 

 

 

A) CUSTOMER RELATIONSHIP MANAGEMENT 

 

Meaning & significance of CRM 

Customer Relationship Management (CRM) is a process by which a company maximizes customer 
information in an effort to increase loyalty and retain customers’ business over their lifetimes. 

As a business strategy "CRM is a customer-focused business strategy that aims to increase customer 
satisfaction and customer loyalty by offering a more responsive and customized services to each customer" 
 
The primary goals of CRM are to 

Ø Build long term and profitable relationships with chosen customers 
Ø Get closer to those customers at every point of contact 
Ø Maximize your company’s share of the customer’s wallet 
 
Importance of CRM 

 

C RM in consumer marketing: Focus on customer relationship:- 

 

There have been a number of studies in the recent times on how customer retention can contribute 
significantly to profitability. In the times of Internet, it is worthwhile to analyse how this low-cost reach can 
lead to profitability. Some companies like Siebel. Oracle and Broad vision have created useful CRM 
products, which can track a number of dimensions of consumer behaviour. There is a basic need on the part 
of any organisation to have a good internal coordination before a CRM package can be used effectively. The 
impact of consumer behaviour dimensions on CRM is equally important to firms conducting business on the 
Net. A study indicated that though the acquisition costs of consumers can be high on the Net, they spend 
more over a period of time if they develop loyalty towards an online store. Even so, McKinsey study in 1999 
proved that among customer attraction, customer conversion and customer retention, the greatest 
profitability comes from the investments made in customer retention rather than customer attraction or 
conversion. 
 

Peter Drucker said, “The purpose of a business is to create customers.” Implied in his words and his 
work is the importance of keeping those same customers and of growing the depth of their relationship with 
you. Initially, new customers cost you money-money spent on advertising and marketing and money spent 
learning what they want and teaching them how best to do business with you. CRM can be the single 
strongest weapon you have as a manager to ensure that customers become and remain loyal. 

 
CRM is a comprehensive approach for creating, maintaining and expanding customer relationships. 

The relationship marketing approach has great significance from the organisations’ point of view due to the 
following: -  

 
 Reduction in customer recruitment cost 
 Generation of more and more loyal customers 
 Expansion of customer base 
 Reduction in advertisement and other sales promotion expenses 
 benefiting customer selectivity approach 
 Increase in the number of profitable customers 
 Easy introduction of new products 
 Easy business expansion possibilities 
 Increase in customer partnering. Etc. 
 
 

 

 

Mr.Srinivas.S, Asst Professor

109

CONSUMER BEHAVIOUR (14MBAMM301) 

Department of Management Studies, GCEM



CRM PROCESS 

 

Step 1: Acquisition: It is a vital stage in building customer relationship. The acquisition process constitutes 
the following stages. 
 Enquiry 
 Interaction 
 Exchange 
 Co-ordination 
 Adoption 

 
Each one of the above stages assumes a significant role in the acquisition process. In the enquiry 

stage, the prospective buyer undertakes a detailed enquiry with regard to several aspects pertaining to the 
organisation, product, nature of transaction and all other related aspects. Having stored the information he 
passes on to the interaction stage, where the customer interacts with the organisation and obtains additional 
information clarifies and ensures already collected information. Terms of exchange, mode of delivery and 
other things related to exchange, are settled at the exchange stage. Further coordinated effort on either side 
would lead the customers moving to adoption of the product or service concerned, and that completes the 
acquisition process. 
 
Step 2: Customer Interaction Management (CIM): Interaction plays a lead role in building customer 
relationships. CIM constitutes the customer relationship technologies with additions of technology-based 
interactive solutions. The interactive channels that are currently available enable very effective customer 
interactive communications, which leads to CIM, which further leads to relationship building. 

 
In view of technology growth, the interaction management is facilitated by communication in terms 

of media, message, speed, accuracy, distance, content, reach, repetition etc. The customer interaction 
management stands for intensive interaction between customers and the organisation, which is supported by 
technology-enabled mechanisms such as Internet. 
CIM can assume the following routes: 
 Online routes- e-mails, web communities, chat rooms. 
 Offline routes- telephone, fax, mails, interactive television network. 
 Outsourcing 
 
Step 3: Customer Retention: The focus of the organisations is more on customer retention than simply on 
customer acquisition. Customer retention is the process of keeping customers in the customer inventory for 
an unending period by meeting the needs and exceeding the expectations of those customers. It is the 
approach of converting a casual customer into a committed loyal customer. 

 
CRM is a complete system with a number of inter-linkages- beginning with what type of consumers 

should be targeted to finally obtaining efficiency in it. Unless an organisation has a holistic view of CRM, it 
may begin to concentrate on those aspects of CRM may not have critical linkages with the other important 
dimensions of marketing. Online processing or customer call-centres alone cannot lead to a successful CRM.  

 
A CRM has to start with a good database of consumers and it should have a historical perspective on 

them. For example, it should be possible for a CRM programme to have specific strategies for prospects, 
first-time buyers, repeat buyers and advocates. CRM strategies have to take into consideration these 
differences to qualify consumers for a CRM programme. This is important because a CRM programme has 
to be beneficial both to the company and its consumers and holds true in the case of both consumer and 
industrial products. 
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CRM PROCESS FOR MARKETING ORGANISATION 

CRM Business Cycle 

As shown in the diagram below, any organization starts with the acquisition of customers. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Acquisition and Retaining 

Acquisition is a vital stage in building customer relationship. For purpose of customer acquisition an 
organization is likely to focus its attention the suspects, enquiries, lapsed customers, former customers, 
competitor’s customers’ referrals, and the existing buyers. From these the organizations need to acquire 
customers and prospective customers and retain valuable customers. 
 

Understand and Differentiate 

Organizations cannot have a relationship with customers unless they understand them...what they 
value, what types of service are important to them, how and when they like to interact and what they want to 
buy. True understanding is based on a combination of detailed analysis and interaction. Several activities are 
important: 

 Profiling to understand demographics, purchase patterns and channel preference 
 Segmentation to identify logical unique groups of customers that tend to look alike and behave in a 

similar fashion. While the promise of one-one marketing sounds good, we have not seen many 
organizations that have mastered the art of treating each customer uniquely. Identification of 
actionable segments is a practical place to start. 

 Primary research to capture needs and attitudes. 
 Customer valuation to understand profitability, as well as lifetime value or long term potential. Value 

may also be based on the customer’s ability or inclination to refer other profitable customers. 
 

Customers need to see that the company is tailoring service and communications based on what they 
have learned independently and on what the customers have told them. 
 
Develop and Customize 

In the product world of yesterday, companies developed products and services and expected 
customers to buy them. In a customer – focused world, product and channel development has to follow the 
customer’s lead. Organizations are increasingly developing products and services, and even new channels 
based on customer needs and service expectations. 

 
Interact and Deliver 

Interaction is also a critical component of a successful CRM initiative. It is important to remember 
that interaction doesn’t just occur through marketing and sales channels and media; customers interact in 
many different ways with many different areas of the organization, including distribution and shipping, 
customer service and online. With access to information and appropriate training, organizations 
 

 

ACQUIRE & RETAIN 
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Types of CRM (operational, collaborative, analytical) 

 

A) Operational CRM 

• Operational CRM is the aspect of CRM dealing with the automation of customer-facing, or “front office,” 
processes. These processes include sales, marketing and customer service. Since operational CRM involves 
the automation of customer-facing processes, it relies heavily on the use of computer technology to achieve 
its goals. 

 Sales Force Automation 

• Sales force automation uses software applications to automate sales activities. The activities automated 
include: lead management, sales forecasting, contact management, and quotation and proposal generation. 
Lead management software allows businesses to qualify and assign sales leads, or opportunities. Sales 
forecasting software uses historical sales data to forecast future sales. Contact management software enables 
companies to manage customer communications from many sources, including websites, emails and faxes. 
Quotation generation software generates sales quotes from input data, and proposal generation software 
automates the process of producing sales proposals. 

 Marketing Automation 

• Marketing automation refers to the use of software applications to automate marketing campaign 
management and event-based marketing. Campaign management applications enable targeted 
communications and offers through the use of customer-related data. Event-based marketing uses events, 
such as a purchase, to trigger communications and offers to customers. 

 Service Automation 

• Service automation enables companies to manage customer service interactions through the use of 
technology. Customer service automation includes: issue management; inbound call management; queuing 
and routing; and service level management. 
Issue management software enables companies to manage customers' problems by storing information about 
a problem, routing it to the appropriate personnel for resolution and tracking its progress during resolution. 
Inbound call management software identifies incoming calls and retrieves historical information related to 
the call. Queuing and routing software manages customer service calls by ensuring that they are routed to 
appropriate personnel in the order received. Service level management software enables a company to 
monitor and manage the quality of service of its key performance indicators. 
 

B) Collaborative CRM 

Collaborative CRM entangles various departments of organization like sales, marketing, finance and 
service and shares the customer information among them to highlight better understanding of customers. For 
example, the information of preferred products could be shared with marketing department so that analysis 
can be performed in this aspect to provide preferred products to customers. 

 The information regarding varied cost or price of a particular product in market defined by customers 
can be delivered to finance department so that strategies could be created to match the product cost with 
similar products in market and after analysis bring an affordable and efficient product in market. The 
information regarding a specific service which is not installed in the company’s environment and intimated 
by the customers can be transferred to service 
 

C) Analytical CRM 

Analytical CRM supports organizational back-office operations and analysis. It deals with all the 
operations and processes that do not directly deal with customers. Hence, there is a key difference between 
operational CRM and Analytical CRM. Unlike from operational CRM, where automation of marketing, 
sales-force and services are done by direct interaction with customers and determining customer’s needs, 

Analytical CRM is designed to analyse deeply the customer’s information and data and unwrap or 

disclose the essential convention and intension of behavior of customers on which capitalization can be 

done by the organization. 
Primary goal of analytical CRM is to develop, support and enhance the work and decision making 

capability of an organization by determining strong patterns and predictions in customer data and 
information which are gathered from different operational CRM systems. 
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STRATEGIES FOR BUILDING RELATIONSHIP MARKETING 

• Monitoring/Bonding Strategies: 

– Financial Bonds 

– Social & Psychological Bonds 

– Structural Bonds 

– Customization Bonds 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

• Retaining customers when things go wrong 

• Track and anticipate recovery opportunities 

• Take care of customer problems on the front line 

• Solve problems quickly 

• Empower the front line to solve problems 

 

CRM vs. Customer Retention 

 

Customer Retention Basics 

 Both relationship marketing and CRM are grounded in the long-held belief that customer-retention 
and building customer loyalty over time is the key to long-term business success. Each concept 
relates to implementation of business rules that attempt to turn one-time business transactions into 
ongoing customer relationships. 

Relationship Marketing 

 Relationship marketing emerged in the 1980s and into the 1990s as businesses moved away from 
transaction-centered operations. It centered on the idea of taking new customers and positioning them 
into individual customer groups, or market segments, and then marketing to groups based on their 
place in the customer life cycle. Key points are customized marketing for consumer groups and 
interactive communications. 

Customer Relationship Management 

 Customer relationship management, believed to have been coined in 1999, initially emerged as a 
technology-driven business process leveraging database marketing capabilities. While the main 
emphasis of CRM is still building and maintaining strong customer relationships, it is a much more 
complex and more universally referenced component of general marketing activities for most 
companies. CRM attempts to go one step further than relationship marketing by customizing 
marketing and business solutions to each individual customer, relying on infinite data storage and 
retrieval capabilities. 
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CRM process – benefits 

1. Provide Better Customer Service: By increasing the customer convenience and satisfaction you will 
develop a loyal base of customers who will not be swayed over easily to your competition. That is why by 
maximizing the value to your own customers you can actually benefit your business. 
2. Increase Customer Revenues: Repeat sales to the same customers will generate additional revenue. This 
will also increase your service profitability without incurring much expenditure. The ease of doing business 
with the same people can help build lasting human relationships as well. 
3. Discover New Customers: When you get responses to your CRM projects you will be able to discover 
some untapped base of new customers as well. You can use data on demographics to learn more about just 
who your end customer is. This will help you boost revenue through targeted selling. 
4. Cross Sell/Up Sell Products More Effectively: You can use the same customer data base to sell partner 
channel products. If these are mutually dependent you will have an almost captive audience of people who 
really need to buy whatever it is that you are trying to cross sell to them. Upgrades to existing products may 
also work well with these customers. 
5. Help Sales Staff Close Deals Faster: Knowing your product well increases your credibility with the 
customers. Knowing your customers well increased your productivity with your customers. Knowledge of 
both products and customers is essential to help train the sales staff to close deals faster. Of course CRM 
also helps to develop a personal relationship of the company employee with the particular customer which in 
itself makes the deal go much faster. There is already enough background and trust between the two parties 
here. 
6. Make Call Centers More Efficient: Data collected via CRM measures on shipping and fulfilment dates, 
sales and purchase information, service and support records can all be used to make call centers handling 
Customer Care Relations more efficient. Customer support is a service which is almost as important as the 
main product that you sell. 
7. Simplify Marketing and Sales Processes: By managing the customer interaction life cycle well you can 
simplify your marketing strategies and help boost the sales process. By driving the customer demand into 
actual sales you can increase the returns on investment for CRM. 
 

 

 

E-CRM  

 The eCRM or electronic customer relationship marketing concept is derived from e-commerce. It 
also uses net environment i.e., intranet, extranet and internet. Electronic CRM concerns all forms of 
managing relationships with customers making use of information technology. E-CRM is enterprises using 
IT to integrate internal organization resources and external marketing strategies to understand and fulfil their 
customer’s needs. Comparing with traditional CRM, the integrated information for eCRM intra 
organizational collaboration can be more efficient to communicate with customers. 

E-CRM takes conventional CRM to new heights. Combining the technologies of conventional and 
Web CRM opens Customer Relationship Management to all participants in the process, inside and outside 
the enterprise. Users can access the CRM system via PCs or Laptops using Windows or via the Web using a 
Browser.  
Evolution of E-CRM 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CRM Evolution

BPR ERP SFA CRM eCRM

Cost Reduction Strategy Growth Strategy

IT LedBusiness Led Marketing Led
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Levels of E-CRM: 

The Internet can enable your CRM strategy in four levels: 
 

Level 1: Getting information out to customer: The Internet can provide an avenue for getting information 
about your business and your products and services to your current and potential customers. At its most 
basic level, this means letting them know you are there and how to reach you in the “real world”. It can be as 
simple as a Web-based brochure that describes your products and services and tells customers where you are 
located and how to reach you by phone. 
 
Level 2: Getting information back from customers: The next level of sophistication means you not only 
provide information to your customers, but also learn more about them and from them. The Internet allows 
you to collect all sorts of useful- and sometimes not so useful- data about your customers. Sometimes this 
means customers respond to questions and provide you useful information. In other cases you may be able to 
collect information that’s very useful to your business without interfering at all with the customer 
experience. 
 

Level 3: E-commerce sales: At its highest level, you can use the Internet to deliver products and services to 
your customers. You can have mutually rewarding relationships with customers you never see, meet, or 
speak with! Your entire relationship can successfully exist in cyberspace. With the technology available 
today, you can sell your products over the Internet, respond to customer questions. Offer additional products 
and services based on previous purchases, and evaluate customers’ satisfaction with your offerings- all 
without ever dealing with them in person. Leveraging the Internet can free up resources to deliver higher 
levels of value to customers in new ways. 
 
Level 4: Getting Information out to Customers: With half of American households wired to the internet, 
and the numbers growing throughout the United States and the world, you should expect your customers to 
search the Web for information about you and your products and services. From a CRM standpoint, it’s 
helpful to think about this level of Internet activity in two ways, passive and active. 
 
Importance of E-CRM 

5 E’s of eCRM 

The “e” in eCRM not only stands for “electronic” but also can be perceived to have many other 
connotations. Though the core of eCRM remains to be cross channel integration and organization; the six “e: 
in eCRM can be used to frame alternative decisions of eCRM based upon the channels which eCRM utilizes, 
the issues which it impacts and other factors; the six ‘e’s of eCRM are briefly explained as follows: 

1. Electronic channels: New electronic channels such as the web and personalized e-messaging have 
become the medium for fast, interactive and economic communication, challenging companies to 
keep pace with this increased velocity. eCRM thrives on these electronic channels. 

2. Enterprise: Through eCRM a company gains the means to touch and shape a customers experience 
through sales, services and corner offices-whose occupants need to understand and assess customer 
behaviours. 

3. Empowerment: eCRM strategies must be structured to accommodate consumers who now have the 
power to decide when and how to communicate with the company through which channel, at what 
frequency. An eCRM solution must be structured to deliver timely pertinent, valuable information 
that a consumer accepts in exchange for his or her attention. 

4. Economics: An eCRM strategy ideally should concentrate on customer economics, which delivers 
smart asset-allocation decisions, directing efforts at individuals likely to provide the greatest return 
on customer –communication initiatives. 

5. Evaluation: Understanding customer economics relies on a company’s ability to attribute customer 
behavior to market programs, evaluate customer interactions along various customer touch point 
channels, and compare anticipated ROI against actual returns through customer analytic reporting. 
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CRM and E-CRM: The Difference: 

Major differences between CRM and eCRM are: -   
Customer contacts 
 CRM – Contact with customer made through the retail store, phone, and fax. 
 E-CRM – All of the traditional methods are used in addition to Internet, email, wireless, and PDA 

technologies. 
System interface 
 CRM – Implements the use of ERP systems, emphasis is on the back-end. 
 E-CRM – Geared more toward front end, which interacts with the back-end through use of ERP systems, 

data warehouses, and data marts. 
System overhead (client computers) 
 CRM – The client must download various applications to view the web-enabled applications. They 

would have to be rewritten for different platform. 
 E-CRM – Does not have these requirements because the client uses the browser. 
Customization and personalization of information 
 CRM – Views differ based on the audience, and personalized views are not available. Individual 

personalization requires program changes. 
 E-CRM – Personalized individual views based on purchase history and preferences. Individual has 

ability to customize view. 
System focus 
 CRM – System (created for internal use) designed based on job function and products. Web applications 

designed for a single department or business unit. 
 E-CRM – System (created for external use) designed based on customer needs. Web application 

designed for enterprise-wide use. 
System maintenance and modification 
 CRM – More time involved in implementation and maintenance is more expensive because the system 

exists at different locations and on various servers. 
 E-CRM – Reduction in time and cost. Implementation and maintenance can take place at one location 

and on one server. 
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BRAND SWITCHING BEHAVIOUR 

 

Brand Switching is the consumer’s decision to purchase a product of a brand different from that 
previously or usually purchased. Brand switching is when a consumer or group of consumers switches their 
allegiance from one brand of a certain type of product to another. This brand switching may be temporary, or 
it may be long lasting. Sometimes known as brand jumping, brand switching is the process of choosing to 
switch from routine use of one product or brand to steady usage of a different but similar product.  

 
Brand switching is the most common with products that have no great perceived variation in quality 

across brands such as bottled water, dairy products, or paper towels etc. Brand switching takes place most 
commonly by price promotions, in-store displays, superior availability, perceived improvements or 
innovations in competitive brands, desire for novelty, number of available brands, perceived risk, frequency 
of purchase, changes in quality, or level of satisfaction with the most recent purchase. 
 

When a consumer using a product of a brand switches to product of another brand, brand switching 
occurs. Higher the degree of competiveness among the brands available to the consumers, higher would be 
the intensity of brand switching. 
 

Factors that influence Brand Switching 

 Advertising 
 Price 
 Quality 
 Brand loyalty 
 Resistant to change 

 

 

Reasons for Brand Switching 

Whilst consumers switch between brands for any number of individual reasons, they are grouped into 
three major areas: 
1. Stochastic reasons, 
2. Expectation disconfirmation reasons 
3. Utility maximisation reasons. 

Each group of reasons has different implications for a brand switch. 
 

Stochastic Reasons 

If a brand switch occurs for primarily stochastic reasons then the switch is beyond the control of the 
service provider. For example, the switch may have occurred because the switcher has shifted location and 
their current financial service provider does not have branches in that area. Like stochastic models where the 
probability of a consumer making a specific purchase are fixed over a given time period, switching for 
stochastic reasons will result in no change in the purchase probabilities of the previous brand. Not only will 
the brand remain in the consumer’s consideration set, the purchase probabilities will be the same as before 
the switch occurred. 
 

Expectation Disconfirmation Reasons 

Expectation disconfirmation has been proffered as a substantial cause of brand switching. In this 
paradigm, consumers evaluate consumption experiences and make satisfaction decisions by comparing 
perceived performance with some consumption standard. For example, if the levels of service provided by 
their bank branch do not meet their expectations, then a brand switch may take place. A brand switch 
occurring for reasons of expectation disconfirmation will greatly reduce the probability of the brand 
switched from being repurchased, and that brand is likely to be removed from the consideration set. 
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Utility Maximisation Reasons 

The probability of a brand being included in a consideration set is a trade-off between costs and 
benefits. Utility maximisation presumes that consumers are consistently searching for a better utility, and 
when they succeed they will switch brands. For example, if another financial service provider is offering 
lower fees and charges than their current service provider then a switch may take place. If the reason for the 
brand switch is utility maximisation then the brand that has been switched from will.  
 

 

B) ON-LINE DECISION MAKING 

 

Meaning & steps 

Making the choice to buy something online involves a variety of different factors. In this article, 
we’ll consider a relatively simple model of the online decision making process that covers the basic stages, 
and offers a brief explanation for them. 
1 – Identifying the Need. 

The first stage in the process is the “identification of a need”. Quite simply, this is the point at which the 
potential customer realises that they need to purchase a product, or make use of a service. 
2 – Information Search 

Once the need has been identified by the consumer, the next stage is to conduct an “information search” to 
find out how the need can be satisfied. 
In this digital age, that kind of research is more and more frequently being carried out online, thanks to the 
ease and convenience of the medium. However, at this stage, 17% of people drop out of the process, 9% 
because they can’t find or identify the required information, and 8% because of lack of purchase 
information. 
3 – Evaluation Stage 

Once the research has been carried out, the evaluation stage begins, with the consumer evaluating the 
available alternatives to determine which suits them best. This stage of the process can include requesting 
quotes for comparison, and often involves additional research into the credibility of the Business Providers 
whose offers are being considered. 
However, this is also the stage that sees the greatest lead attrition. Only 25% of the shoppers who began 
searching for information in the previous stage, reach the end of the evaluation phase. 
4 – Purchase Decision 

Once the evaluation of alternatives has been carried out, the next step is the “purchase decision,” which sees 
another 12% loss, as some people decide not to make the purchase. 
5 – Purchase Evaluation 

The final stage of the decision making process occurs after the actual purchase, and that is the “purchase 
evaluation” stage. In this stage, the customer assesses whether or not the product or service has met their 
expectations. This process not only affects whether they will become repeat customers, but also whether they 
will offer positive or negative advice to other potential customers 
 

 

 

 

 

 

 

 

Mr.Srinivas.S, Asst Professor

118

CONSUMER BEHAVIOUR (14MBAMM301) 

Department of Management Studies, GCEM

http://www.netage.co.za/resources/33-why-implement-an-online-marketing-strategy


 

CONSUMER BEHAVIOUR (14MBAMM301) 

Department of Management Studies, GCEM


