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0-1- Define Consumer Behaviour.

Ans-1-

Consumer Behaviour refers to "the mental and etonal processes and the physical
activities of peoplewho purchase and use goods and services to satisfy particular needs and
wants 0

"The bdaviour that consumers display in searching for, purchasing, using, evaluating and
disposing of products andrseesthat they expect will satisfiheir needs 0

Consumer behaviour refers to "the mental and emotional processes and the observable
behaviour of consumers during searching, purchasing and post consumption of a product or
service 0

Q-2- Discuss aboutiCONSUMER AND CUSTOMERO

Ans-1- A_consumer is anyone who typically engages in any one or all of the activities
mentioned in the definitiarTraditionally, consumers have been defined very strictly in terms

of economic goods and services wherein a monetary exchange is involved. This,arerept

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
organisations are also thought of as consumers. This means that digasisach as
UNICEF, CRY, or political groups can view their publics as "consumers."

The term consumer is used for both personal consumers and organisational consumers and
represents two different kinds of consuming entities. The personal consumer bdgsagd
services for her or his personal use (such as cigarettes), or for household consumption (such as
sugar, furniture), or fojust one member of the family (such as a pair of shoes for the son), or

a birthday present for a friend (such as a pen Begll these instances, the goods are bought

for final use, referred as "end users' or "ultimate consumers."

The other category of consumer is the organisational consumer, which includes profit and
notfor-profit organisations. Government agencies arstititions (such as local or state
government, schools, hospitals etc.)

buy products, equipment and services required for running these organisations.
Manufacturing firms buy raw materials to produce and sell their own goods. They buy
advertising serviceso communicate with their customers. Similarly, advertising service
companies buy equipment to provide services they sell. Government agencies buy office
products needed for everyday operations. The focus of this book is on studying behaviours of

individual consumers, groups and organisations who buy products, services, ideas, or
experiences etc. for personal, household, or organisational use to satisfy their needs.

Anyone who regularly makes purchases from a store or a company is termed as "customer" of
that store or the company. Thus a customer is typically defined in terms of specific store or
company.
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0-3-Di scuss t h e BUYERD ANDWBERST i

Ans-3- The person who buys a particular product may not necessarily be the user, or the only user
of this product. Likewise, it is also true that the person who purchases the product may not be the
decisionmaker. For example, the father buys a bicycle for his school going son (the son is the
user), or he buys a pack of toothpaste (used by the entirg)aori the mother is the decision

maker when she buys a dress for her tiyesold daughter. The husband and wife together may

buy a car (both share the decision). It is clear that in all cases buyers are not necessarily the users
of products they buylhey also may not be the persons who make the product selection decisions.

The question faced by marketersdiswhom should they target for their promotional messages,

the buyer or the user? Some marketers believe that the buyer of the product is lihee maispect

while others believe that the user of the product is the cigbite, still others believe that it is safe

to direct their promotional messages to both buyers as well as users. These approaches are visible
when ads for toys and games appeaird) TV programmes meant for children, same products are
promoted in magazines meant for parents, or there are dual campaigns designed to reach parent:
and children both (such as Discovery Channel programmes).

Whenever consumer behaviour occurs indbetext of a multperson household, several different

tasks or roles as mentioned in the table below may be performed in acquiring and consuming a
product or service.

0-4- Discuss aboutConsumer Behaviour & Marketing Strategy

Ans-4- Consumer behavioyrinciples are applied imany areas of marketing as discussed below

1) Analysing markeConsumerbehaviour study helps in identifying the unfulfiled needs

and wants of consumers. This requires examining the trends and conditions operating in the
marketplace, consumers' lifestyles, income levels and emerging influences. This may reveal
unsatisfied neds and wants. The trend towards increasing number of dual income households and
greater emphasis on convenience and leisure have led to emerging needs for household gadgets
such aswashing machine, mixer grinder, vacuum cleaner and childcare centrddosiquito
repellents have been marketed in response to a gesmuinegnfulfilled consumer need.

2) Selecting targetnarket A review of market opportunities often helps in identifying
distinct consumer segments with very distinct and unique wants and nededsfying these

groups, learning how they behave and how they make purchase decisions enables the marketer to
design and market products or services particularly suited to their wants and needs. For example,
consumer studies revealed that maxysting and potential shampoo users did not want to buy
shampoo packs priced at Rs 60 or more and would rather prefer a low priced sachet containing
enough quantity for one or two washes

3) Marketing mix decisions: Once unsatisfied needs and wants are identifiechattketer

has to determine the right mix of product, price, distribution and promotion. Here too, consumer
behaviour study is very helpful in finding answers to many perplexing questions.

4) Product: The marketer designs the product to that satisfy unfulfiitsels or wants.
Furtherdeisions regarding thproduct concern to size. shape and features. The mahHestealso

to decide about packagingmportant aspects @ervice, warranties & accessorads.
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5) Price:The secod important component of markegjmix is price.Marketers must decide
what price to charge for product or servicEsesedecisionswill influencethe flow of revenueto
thecompany. 6) Distribution The nextdecisionrelates to thelistribution channel, that where and
how to offerprodicts andservices for saleShould the poducts sold through all the @t outlets
or only through selected ones? Should the marketer use onéxistimg outlet which also sdls
competing brands@r should new exclusevoutets selling only the marketés brands createds
the locationof retail outlets impdantfrom consumers' point of view? Should tt@mpany think
of direct marketing

7) Promotion It is concerned with marketing communication with costus. The more important
methods arei advertising, personal selling, sales promotion public& direct markeiing.
marketer has to decide which method would be most suitable to effectively reach the consumers.
The company has to know target consumers, their location, what media they acedss&hamat

are their media preferences

Q-5- What do you mean by Purchas&ituation?

Ans-5- Situations may affect c@umer decisioabout product selection. Three factors palady
influencethe markéng strategy with regard to purchase situation:

1) In-store purchase situation,
2) Whetheror not the purchase situation relates to gift giving,
3) Whether or not the purchase situation is anticipated or unanticipated.

0-6- What is Gift -giving Situation?

Ans-6- Whethe the product is being purchased forgmral consumption or for giving a gétso
influences purchases. Marketerseofawide range of produdbr gift giving occasions.

Consumers arc likely to beare involved while purchasinggift than purchasing the same item
for personal consumipin.. Gift giving morethan st giving a physical product. Gifts arovgn as

an expraeson of love and caring; gifts are also given to ga&turn favours and some socaid
ritualised situationsuch as birthdays, are oftemdep&dent of the givers actuaksires. Research
showsthat wedding gifts tend to be utilitarian such as durable, udsdskd omewlywedsneed

and often high perfmmance: while birthday gifts are often epgable, unique, durable and tetad

be fun. Thus, both gift givingnd gift givihg occasion influence consumers' purchase behaviour.
Also. the relationship between the giver and the recipient too influences purchase behaviour.

Finding and selecting an appropriate gift often takes more time and consumer's involvement tends
to be more een when the product type is less involving. To avoid any risk in product choice,
consumers are likely to restrict their choice to a few ‘kmetiwn brands in a particular product
category and also shop in stores with higltality image.

0-7- What is Unanticipated Purchase Situation8

Ans-7- Sometimes purchase situations occurich are not anticipated. A conam situation is
when unexpecteduests arxie and consumers have to rush for special shopping. A product failure
or going owtof -stock are importantitsiations and precipitate the needr fmakng purchase
decision. For exapile, the cooler fan suddenly stopsosking on a hot summer day, or the
consumer finds food item out of stock and may have taka a purchase trip immediatef' the
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item is reallyimportant. It frequently happens in India that consumers learn about sudden hike in
the prices bfuel and rush to petrol pups to get their auto tankdliéid before the new prices
becone applicable.

0-8- What is Usage or Consumption Situation®

Ans-8- The consumptionsituation refersto the occasion of consumers' product ¥8een guests
arrive the type ath number of items served during meals change than wigaherally consumed

in the family. People use different dresses to wear at home & work . Aimmengmay use a
particular brand of perfume for a special occasion & another one for daily use. Consumption
situation may also influence choice of services . For example in healthcare 3 situations-aag seen
whether the health problem is major or mingrnthether the health problem affects the consumer

or the family member & c) whether the health problem occurs in the home or away from home.

Q-9- What do you mean byNominal Decision Makng?

Ans-9- At one end of choice continuum is nominal decision making, also referred to as nominal
problem solving, habitual decisiamaking, or routine problem solving. Recognition of need is

likely to lead directly to an intention to buy. Information processingiyg imited or norexistent.

There is generally lovinvolvement with most lowpriced and frequently purchased products,
which are consumed on amgoingbasis and involve nominal decision making. A problem is
recognised, consumer's internal search frorg-lenm memory

Comesup with a single preferred solution, the preferred brand is purchased and no brand
evaluation occurs unless the brand fails to perform as expected. Some of these decisions are so
nominal that the consumer does not even think of puirfpas alternative brand.

For example, a consumer notices that she/he is nearly out of Aquafresh toothpaste. When at the
store, he consuner sinply picks it up from the shelf or asks for it without any consideration
alternative brands, ifrice orother relevant factors.

Nominal decision making is generally the outcome of continued satisfaction with avianaid

was initially chosen after an extended decision making process, or the consumer does not attach
much importancdo the praluct categor or purchase. The consumer buys Aquafresh toothpaste
without further consideration because it meets her/his overall needs, even though using the best
available tothpaste is important to her/him. In the second situation, consumers may not attach
much impotance to salt or sugar they buy for household consumption. Having tried Tata Salt and
found it satisfactory, they now repeat purchase it without any thought when needed. In this
category sales promotions can lead to considerable brand switching.
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Q-10- Draw the chart showing continuum of consumer decision making

Ans-10-
Nominal Limited decision Extended
decision making decision
making > making
Low-cost More
products > ex '
pensive

Frequent —» products
purchases > Infrequent

Low - purchases
involvement High-

> involvement
Familiar Unfamiliar
roduct/brand

product/brand P

_ Extended
Little thought, search
thought, and time given
search or time to purchase
given to
purchase

0-11- What is Limited Decision Making ?

Ans-11- Limited decision making is usually more straightforward and simple. It involves internal
(longterm memory) and limited external search, consideration of just few alternatives, simple
decision rules on a few attributes and little post purchase evaludioyers are not as motivated

to search for information, or evaluate each attribute enthusiastically, but actually use cognitive
shortcuts. According to Wayne D Hoyer, when the level of consumer involvement is lowest,
limited decision making may not be mudtferent thannominal decisiomrmaking. For example,

while in a store, the consumer notices a poipurchase display of Nescafe and picks up one
pack based on her/his memory that its aroma and taste is good. If the consumer's decision rule is to
buy the cheapest brand of instant coffee available, she/he looks at different brands of coffee for
prices and buys the least priced brand. Sometimes emotional factors may influence limited
decision making. For instance, a consumer may buy Colgate Total toethpststad of her/his
regular brand just because she/he desires a change and not béchssa#isbaction with earlier

brand. Such a decision may involve just reading of whatitten on the cdon and noticinghat it

has some different flavour tharetbrand she/ he had been using.
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0-12- Discuss thenature of Information Search

Ans-12- The process of information search refers to what the consumer surveys in her/his
environment for appropriate information to make a reasonable purchase deciSiemerally,

when a consumer recognises a problem (such as low level of fuel in the car tank), in a reflexive
manner, she/he first thinks or remembers how she/he usually solves this typeobfem. This

might produce a satisfactory solution by rememberihgttjust aheacon the same road there is

a petrol pump, stops there and gets the petrol. If the consumer happens to be unfamiliar with the
city and not sure about the location of thearest pump, ten. to collect additional infor@tion,

she/he stops at aoadside soft drink vendor, buys a Cola and asks the pet son foc

After problemrecognition the first stage is recalling and rewing relevant information stodein
thelong-term memory to deterime if asatisfactory solution iknown, what are the chaateristics

of alternativesolutions and how to compare the suitability of' each solution etc. The recall may be
immediate or may occur slowly as a result of conscious effort to brine the information to mind.
This process is known as internal search. Ise¢he interml search fails to come up with an
appropriate solution, the consumer focuses his attention on the external search process and
attempts to collect information from a variety of sources to solve the problem.

Previously stored information in éhconsumers' lonterm memory resolves many problems. For
example, to get relief from headache, the consumer recalls a brand of headache remedy, Dispirin,
which she/he views as a satisfactory solution based on earlier experience. No further information
seach for a solution or evaluation is likely to occur. The consumer purchases the recalled brand.
This type of purchase decision is referred to as nominal decision making.
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UNIT -2

Q-13- Discuss about choice based on Attitude versus Attributes

Ans-13- Consumers are likely to use any of the two approaches. S P Mantell and F R Kardes found
that attitude based choice involved the use of general attitudes, impressions, beliefs, intuition, or
heuristics. Consumers do not make attridueattribute ©omparisons at the time of purchase.
Instead they may base their decision on a combination of these. A common approach would be to
form overall preferences based on attitbdsed processing about brands. The final choice is
reached by undertaking a brabgtbrand comparison based on price. For example, when
consumers objected to the withdrawiafjoriginal Coke, their objections were not based on an
analysis of specific attributes but on an overall feelingiabwe brand.

Attribute-based choice requirdéise knowlede of Pecific attributes at the time of makiagchoice

and comprison of each brand alternative on specific attributes. This involves much effort and the
process is time consuming compared to attio@eed choice process but is likelyrésult in an
almost optimal choice. What choice process the individual consumer would use in a specific
situation would be determined by the interaction between her/his motivation, availability of
information and individual and situational factors. Gergréhe importance of making an optimal
decision is related to the value of the product under consideration and the consequences associatec
with a nonoptimal decision. Thus, higher the value of the item the more need for optimal decision
making. For exanlp, a consumer is more likely to make the attriduased choice for lap top
computer or laser printer than for an inexpensive watch or a gas lighter.

Mita Sujan found that attributeased choice is more likely when consumer involvement with the
brand is gh;

also, Douglas M Stayman, Dana L Alden and Karen H Smith noie that attbaseéel choice is

likely when consumers are more knowledgeable about Consumers are more likely to use-attribute
based choice when they possess more attrimaged informatiomn their memory and can easily
access relevant information about all brands under consideration.

It is important to appreciate that even for important products, consumers make many decisions
which appear to be attitudmsed choices without collecting muaformation

from external sources. However, many others do undertake extended information search in similar
purchase situations. For most products and services including expensive and important ones,
marketers' approach can be to provide attritnatgsedcomparisons in their advertising, packages

and displays etc. in an easy to process format and making their particular brand the focal point of
comparison by listing the brand first, perhaps in coloured or bold type. Marketers' messages must
focus on prowling information and experiences (using spokesperson) that produce a strong
attitudebased position. Marketers must also provide performance levels and supporting
information to help develop preference among consumers who make attraseie choices.

Q-14- What is affective choice (feelingbased choice)?

Ans-14- The purchase decision of certain products is primarily based on affective choice or what
we call feelingbased purchases. For example, a young gir$ goa readyto-wear clothing store

to buy a dress she would wear for the annual college dinner. She exasupes dresses, tries a

few and finally decides that in one particular dress she looks téthgtive. She looks forward to
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making a great impression he party and buys that deeSuch choices do néit well with either
attitudebased or attributbasedcriteria and tend to be mohmlistic in nature. The brands are not
divided into distinct components and each of them is evaluated separately frovhdiee The
evaluation is simply based on how the product makes the consumer feel while he/she is using the
product or service. Probably most of us can recall certain purchases we made based on our overall
feelings associated with product usage.

Q-15- Discussthe nature of evaluative criteria.

Ans-15 Consumers' evaluative criteria refer to various dimensions; features, characteristics and
benefits that a consumer desires to solve a certain problem. For example, a consumer's evaluative
criteria for alaptop computer may include processor speed, operating system, memory, graphics,
sound, display, software included, cost and warranty etc. However, for another consumer the set of
evaluative criteria may be entirely different for the same prodAaly product feature or
characteristic has meaning for a consumer only to the extent that it can provide a desired benefit.
Consumers who want to avoid dental cavities would use the toothpaste that contains fluoride in its
formulation. For this particular consumigmioride content would probably be the most important
evaluative criterion; Fluoride feature is important because it provides a desired benefit, otherwise it
has no value. What is more important for marketers is to stress and convince consumers about the
benefit that garticular feature provides rather than mentioning the feature only

0-16- What do you mean by Needs?

Ans-16- Everyperson has needs. Some of these needs are basic to sgditgrand are born with
individuals. These basic needs are also called physiological needs or biogenic needs and include
the needs for air, water, food, shelter, clothing and sex. Physiological axeedgmay needs or

motives because they are essentiadurvival.Acquired needs are learnt needs that we acquire as a
result of being brought up in a culture and society. For example, needs festeelin, prestige,
affection, power and achievement are all considered as learned needs. Acquired needs are
generally psychological, resulting from an individual's subjective psychological make up and
relationship with others and are considered as secondary needs or motives.

Needs may also be classified even more basically; utilitarian or hedonic. A consuri@rsnati
needs focus on some practical benefits and are identified with product attributes that define
product performance such as economy or durability etc.

Hedonic needs relate to achieving pleasure from the consumption of a product or serviee and ar
often associated with emotions or fantasies. Hedonic needsaeeexperiential as they are

closely identified with the consumption process. For example, a hedonic need might be the desire
to be attractive to the opposite sex. The evaluative critartarémds are usually emotional rather

than rational (utilitarian).

0-1771 What do you mean by Goal?

Ans-17- Human behaviour is goal oriented. Marketers @aeticularly interested it o n s u me r 0 ¢
goaloriented behaviour that concerns product, service ordbcapnice. They want consumers to
view their products or brands as those that would best satisfy their needs and waatssfy any
specific needthere are a number of solutions or goals. For example, toyshatisfe any type of
food isgood enoufg but the individual consumer's goal may be a chicken roast. The goal selection
depends on an individual's personal experiencessigadycajpcity and prevailing cultural norms
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and values and whether theal obgct is accessible. Another important factor is theissdige the
individual holds about herself/ himself. A person acquires or would like to acquire products
perceived as closely reflecting the sifage the individual holds about self. Specific goakoty

are often chosen not only becauseytbatisly specific needs but also because they are perceived as
symbolically reflecting the individual'selfimage Without needs there are mpals. Needs and
goals are interdependent and neither can exist withewther.

0-18- Discuss about accuracy of consumer judgement of evaluative criteria.

Ans-18 If a consumer decides to buy a laptop computer, she/he is likely to make direct
comparisons of brand attributes such as price, processor, mantbdysplay clarity etc. However,

these comparative judgements that the consumer makes might not be completely accurate. For
example, a Pentium processor and a G4 processor are not the same. A Pentium 1.5 GHz processo
does not mean that it is faster tHas power processor 800 MHz. The consumer may not be able

to make direct comparisons of quality. Instead, he might rely on price or brand name to indicate
quality. Even though the average consumer is unlikely to be adequately trained to make
comparative ealuations of brands based on complex evaluative criteria, yet most consumers
frequently make such judgements.

Sensory discrimination refers to ann d i v ialdlity foldiétieguish between apparently similar
stimuli. The minimum amount of difference that becomes noticeable between two stimuli is called
just noticeale differencethis would mean that one brand could be perceived as different from
another ony if the differenceequals.This ability of sensory discrimination is not well developed

in most individuals and they, typically, do not notice relatively small amounts of differences
between brands or changes in brand attributes (such as taste, sourfdreragifin display clarity

etc.). For example, certain brands of flat panel TV monitors claim to be using superior technology.
However, it is difficult for most consumers to notice any important differences in clarity and
colour rendition. Besides producomplexity, some aspects of performance can only be judged
after prolonged use to make brand comparisons. P M Parker found that the inability of consumers
to accurately evaluate many modern products could result in buying a lower quality product at
higherprice than necessary.

To simplify decisions, consumers often use heuristics or mental shortcuts that allow them to use
some dimensions as substitutes for others (also called surrogate indicators). For example, many
consumers use price as an indicator dadligy for certain products. In these instances one attribute
(price) is used to stand for another attribute (quality). Reliance of one indicator as a substitute for
another is a function of its predictive value and confidence value. Predictive valuetoeéers

i ndi v ipetcepdidn @hat one attribute is an accurate indicator of the other. Confidence value
denotes the individual's ability to distinguish between brands on the substitute

Indicator For example, a consumer might firmly believe that thigadients mentioned on the

pack of a food product accurately indicate its nutritional value (high predictive value) but not use
them as indicators because of an inability to make complex comparisons between brands (low
confidence value).
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Q-1971 Discuss &classifyMOTIVES

Ans-19- Several schemes of classifying motives have been suggested which group motives on the
basis of one unige characteristic of interestn® such scheme distinguishes physiological versus
psychogenic motives. Physiologiamotivesare concerned with satisfying biological neefishe
individual such as hurg, thirst and safety etc. and psychogenic motives focus onysajisf
psychologicalneeds such as achievement, affection, or statu®©ete.important characteristaf
psychologcal motives is thathey are éarred. These acquired or secondary motives exert very
powerful influence omeople

According to another scheme, motives are classified as conscious versus unconscious. Conscious
motives are those of whigbeople arejuite avare such as hunger, while for unconscious motives
people are often not aware, such as consumgrexmensive clothes for their "good fit" and gna

not be aware that they are satisfying nieed for status.

Motives have also been classified as positiveusrgegative. Positive motives attract consumers
towards desired goalsshile negitive motives direct them to avoidnpleasant consequencé®r
exampe, fear can influence consumers intciog waterpurifiers.

Q-20Di scuss the st&bamenhbrib Ngedmsmi &0

Ans20- The nature of needs and goals is not static; they keep on recurring, changing and growing
as a result of an individual's changing physical condition, environment, experiences, learning and
social interactions. Once existingai® are attained, new ones are formédfor any reason, the

goals are not attained, the individuals either continue striving for them, or may develop substitute
goals. Some important reasons why motivated behaviour never comes to an end include the
following:

1) Needs are nevecompletely satisfied or permanently: At nearly regular intervals we
become hungry and need food to satisfy this recurring need. Simiteostpeople experience the

social need and regularly seek company of others, their affestdapproval. Even in the case of
more complex and abstract psychological needs such as need for power, no one ever seems to be
completely and permanently satisfied with whatever one has and keeps on striving for more.

2) New needs emerge: At any given timeeeed may be predominantly active but as soon as

it is satisfied another need emerges. According to Maslow, a hierarchy of needs exists. As lower
order needs are fulfilled, new high@rder needs become active.

3) Success and failure influence goals: Resedrah shown that individuals who are
successful in achievintheir goals usuall aspire to achieve higr goals. This probably happens
because success gives them more confidence inabidity. On the other had, those wh meet

with failure, sometimes loer their levels of

4) Substitutegoals are formed: When someone is unable to achispecd#ic goal to satis§

certain needs. It may, however, not be as satisfactory as the original goal Whbe/gufficient to

just satisfy and relieve tension.

Q-21 Whati sFRWSTRATION AND DEFENCE MECHANISMS 0

Ans-21- Failure to achieve a goal often gives rise to feelings of frustration. Probably there is
nobody who has not experienced frustration that comes from the inability to achieve some goal.
Individuals react differently to frustration. Some are adaptive anddimdy to circumvent the
barrier while some others choose a substitute goal if modified efforts fail. Still others may take it
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as a personal failure and become a victim of anxiety. Some more common forms of Individual
reaction to frustration can be of tfalowing type:

E Aggression:As a result of experiencing frustration, some individuals exhibit aggressive
behaviour in an attempt to keep their ssdfeem intact. Frustrated consumers write letters to
editors, or take the help of consumer forums.

E Rationdisation: A person who rationalises is not really telling lies because the individual
is not consciously aware of the cognitive distortion as a result of experiencing frustration. The
individual convinces herself/himself that the goal is not really wartheffort. Another defensive
approach adopted by individuals is to redefine a frustrating situation by coming up with
explanations as to why they could not attain their goals.

E Regression: In reaction to frustration people sometimes exhibit immature diikehil
behaviour by throwinghe merchandise or fighting with shopkeeper rather than settling the matter
amicably.

E Withdrawal: People often resolve their frustration by withdrawing from the situation. For
example, a person who fea#ficulty in driving a car may stop doing so and may decide that it is
cheaper and convenient to use a tiweeler auto or a taxi.

E Projection: Sometimes an individual redefines a frustrating situation by blaotiieg
persons or objects as the reason for her/his failitrescommon to see auto driversabiing the

other person after amccident. After failing in amxamination, students often blame the prevailing
conditions in the institution.

E Autism: The thinking, which is almost completely dominated by needs and esotio
(daydreaming) without relating to reality, is called autism. This is a way to achieve imaginary
fulfilment of one's needs. For example, some consumers may daydream that by using a certain
product they would become very attractive.

E Identification: Sometnes subconsciously people identify with other persorsstoations

to resolve their feelings of frustration. From the marketers' point of view this is an important
defence mechanism that consumers use. We often see commercials and ads usfjfslice
format in which an individual experiences a frustrating situation and then overcomes the problem
by using the advertised product or service. If the consumer identifies with the frustrating situation,
it is likely that she/he would adopt the suggestedtswitand purchase the advertised product or
service. A number of commercials are semrery dayfor antidandruff shampoos, skincare
products, deodorants, mosquito repellents, detergent and so on.

E Repression: Some people resolve frustration by forcing the need out of their mind. The
needs sometimes emerge in an indirect mannere¥ample a couple not having children may
have many pets to fulfil their nee8ocially acceptabldorm of repressed @viour is termed as
sublimation.

0-22- What do you mean by motive arousal?

Ans-22- The concept of motive arousal concerns what actually energises consumers' behaviour.
Many of the needs of an individual remain dormant for long periods. The arousal pdiréioylar

set of needs at any given pointt time gets triggered by an individual's Physiological condition,
emotional or thinking processes or due to situational stimuli.

E Physiological Arousal: Deprivation of any bodily need such as food, wateothed life
sustaining necessities activates the need. Most of the physiological cues are involuntary and often
arouse some related needs. For eplajmaperson may heat up water to take a bath and may also
make a note to buy a geyser.
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E Emotional Arousal: Smetimes latent needs are stimulated because a person gets
involved in thinking or daydreaming about them. This occurs when consumers are desperate about
unfulfilled needs. For example, a young man who wants to become a cricket player may identif
with Sactin Tendulkar and uggroducts endorsedythim commercially.

E Cognitive Arousal: Sometimes just random thoughts may stimulate arousal of needs. An
ad "home away from home" may remind a person of home and he may suddenly become aware of
his need to call his ie or children.

E Situatonal Arousal: A cedin situation confronting a consumer may also trigger arousal.
This can occumwhenthe situation attrastattention to arexisting bodily condition. For example.
Seeingan ad of Coc&ola or adisplay suddenly mikes oneaware of being thirstyThe need

would have beepresent but wasot strong enough ttsigger arousalSimilarly seeing a kitchen
activate the need to bilgat gadget

0-23 What do you mean by System of Needs?

Ans-23- For manyy e aps)lilogistand others have att@ted to develog comprehensive list

of motives. Most authoritiesgree about specific physiological needs but there is marked
disagreementbout specific psychogenic or secondary neétkye i t ithgortant to read &
understand Maslovs Hi er archy of needs

Maslow's Hierarchy of Needs

In a hierarchy of motives, the most influential motive is seen as enjoying the most dominant
position and so on through the entire list. The hierarchy of needs proposed by Abraham H Maslow
is perhaps the dst known. Maslow classified needs into five groupings, ranking in order of
importance from lowevel (biogenic) needs to hightavel (psychogenic) needs and suggested the
degree to which each would influence human behaviour. According to this schemieluald

strive to fulfil lowerlevel needs first, before, hightavel needs become active. The lowest level
unfulfilled need of an individual serves to motivate her/his behaviour. When this need is fairly
satisfied, a new highesrder need becomes actigad motivates the individual. If a lowerder

need again becomes active due to renewed deprivatiomyittemporarily become more ai

again
Self-actuahisation
(self-fultilment)
Ego needs
(success, prestige, self-respect)
Social needs
(friendship, affection, belonging)
Safety and security needs
(protection, order, stability, certainty)

Physiological needs
(air, water, food, shelter, clothing, sex)
®

B Physological Need: According to Maslowthe first and rost basic level of needs is
physiological. These needsare essential to st#n biological Ife and include & water, food,
shelter,& clothing- all the primarybiogenic needs. Physiological needs are very potent when they
are chronical}l unfuffilled.

2 Safety Needs: After physiological needsfesa and security needs acquire the driving

force and influence an individual's behaviour. These needs are concerned with much more than
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only the physical safety and include routine, familiarity, security certainty and stability etc. For
example, the labawnions in India provide members the security of employment.

2 Social Needs The third level, social needs, include love, affection, acceptance,
belonging, friendship etc. People need warm & satisfying human relationship with others. People

have strong attinment with their familie& are motivated by love & affection.

K Ego Needs The fourth level is concerned with ego needs. These needs include
reputation, prestigestatus, selesteemsuccess & independence etc.
2 Self-Actualization Maslow believed that nsd people are unable to satisfy their ego

needs sufficiently & as a result of this are unable to move to the fifth & last |8edl.
actualizatonr ef er s t o a persond6s desire to achieve
express this need in differeways. The only common thing is that they all seem to be striving for
excellencen whatever they are doin@hey work singlé mindedly foryears to achieve what they

want.

0-24- Discuss about Motivation Research.

Ans-24- The term motivational researatefers to qualitative research employed to uncover
subconscious motivations of consumers. The methods used involve disguised and indirect
techniques to probe consumer's feelings, attitudes and emotions concerning a product, or service,
without triggeringdefence mechanisms which can lead to misleading results.

Marketers soon realised that motivation research had some shortcomings. Sample sizes of
consumers were small and hardly representative of the total market and the findings were based on
subjectiveanalysis. Based on the same data. two different analysts could produce different reports
offering subjective explanation for consumer behaviour under consideration.

Motivation research is mainly used in the development of promotional themes that can reach
beyond consumers' conscious awareness and appeal to unrecognised needs. It is also used t
explore consumer reactions to new product ideas and advertising copy at an eartp stagd

any costly mistakes.

Q-25- Discuss the concepdf SENSATION (EXPOSURE TO STIMULI)

Ans-25- Sensation is the immediate and direct response of sense organs to simple stimuli such as
an advertisement, a brand name, or a package etc. Sensitivity to stimuli varies among individuals
and depends on the quality of sensory receptéos.example, some people have more acute
hearing or sharper eyesight.

Sensation for a stimulus depends on differentiation of input. A relatively static and unchanging
environment providebttle or no sensation even thou h the sensor in ut is stromgexample, a

person living near a busy railway station would probably receive no sensation from car or train
horns or other traffic noises. Increase or decrease of one or two honking horns would never be
noticed. When the quantum of sensory inputs is high senses fail to detect small differences in
sensory inputs.

0-26cWh a t i s AAttentiono ? Discuss

Ans-26- Attention occurs when the stimulus activates one or more sensory receptor nerves and the
resulting sensations reach the brain for processing. Human beings are constantly exposed to
numerous stimuli every minute of the day. This heavy intensity of stimnlad which we are
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exposed should serve to confuse us totally but it does not. The reason is that perception is not a
function of sensory input alone. An important principle of perception is that ‘raw sensory input
alone does not elicit or explain the codv@ picture of the world that most adults possess.'
Perception is the outcome of interaction of physical stimuli from external environment and an
individual's expectations, motives and learning based on earlier experiences. The interaction of
these two tpes of very different stimuli creates, for an individual, a very private and personal
picture of the world. Since every individual is unique because of needs, wants, desires,
expectations and experiences, no two people perceive the world precisely tiveagame

0-27- What is Interpretation of Stimuli?

Ans-27- A number of factors influence individuals that may distort their perception suth as
physical appearances, stereotyping stimuli. Irrelevant stimuli, first impression, jumping to
conclusions & hale@ffect etc.

E Peoplemay or may not consciously recognise that they tend to attribute the qualities,
which in their opinion are associated to certain individuals, to others who may resemble those
persons.

E Stereotyping .StimuliPeopletend toform picturesin their minds of the meanings of
different types of stimuli. This stereotyping the stimuli helps them to devedogctations about

how specific eventspeople will turn out to be. For example many people ydhe picture of
politician or police behaviar in their minds.

E Irrelevant .Stimuli: Incertain situations consumers are faced with difficult peusdpt
judgement. In such circumstances they often respond to somewhat irrelevant stimuli. For instance
they may consider the colour of washing machin@aking final purchase.

E First Impression: Firsimpressions areften lasting even when the perceiver not
exposed to sufficient relevant or predictivéormation. For instanc@ist a years agthe word '
'imported was enough for a large number @insimers to formfavourable impressie about
many products such as wiivatches, shoe€lothesand many other differeqroducts.

E Jumping to ConclusionsSome gople sem to have a strong tendency to draw
conclusion bagkoninsufficient nformation. They seem to be impatient about examining all the
relevant evidencayhich may be necessato draw a balancedonclusion. Tis is often the reason

that strong arguments about a product or seatiegesented first in ads.

E Halo Effect: This refers to a tetency to evaluate one attribute aspect of timulus to
distort reactiongo its other attributes @roperties. This is frequently seen in case of brand or line
extensions where the marketakesadvantage of a brand's reputationr Egample, Dettol soap,

Lux shampoo and Ponds saatp.

0-28 Why images are important to consumers?

Ans-28 An image is a total perception of something that individuals formprbgesing all the
information they are exposed to over tinkesearch indicates that consmdevelop enduring
perceptions or images abdarands, pricesStoresand conpanies. Thesaferences are consumers'
beliefs about products or servic&sonsumeramay aseciate an Omega or Rolex watch with
guality becausefdheir advertising or wor@f-mouth communications from friends.

Individuds develop a selimage of therselves and certain brandarry a syrolic valuefor them.
Some products seem to match thig-selage of an Individual whiletbers do not. Acaaling to
Russell W Belk'.Consumersattempt to enhance or preserve their-galges by purchasing
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products that they believe correspond to or agree with theimsadfes and avoid buying products
that do not fit their seimages.

Q-29- What is REINFORCEMENT ?

Ans-29- Reinforcement is anything that increases the strength of response and tends to induce
repetitions of the behaviour that preceded it. Reinforcement or repeated positive outcome
influences the likelihood that a response will beesdpd. Reinforcement can be of two types:
positive reinforcement and negative reinforcement. Positive reinforcement consists of events that
strengthen and increase the likelihood of specific behaviour by the presentation of a desirable
consequence. For ax@le, using a cold remedy that relieves the painful symptoms is likely to
result in repeat purchase in future, if there is need. The negative reinforcement is an undesirable or
unpleasant outcome that strengthens and encauthgdikelihood of a sific behaviou by the
termination or withdrawal of an undesirable consequence. ekample Colgatetoothpaste
commercial shows the consequence of bad breatheandurages consumers to buy Colgate
toothpaste. Punishment and negative reinforcement are noaiie $unishment is applied to
discourage behaviour. For example, fines for driving under the effect of alcohol are a form of
punishment to discourage motorists from driving after consuming l‘quor.

Advertisers of toothpastes, amirinkle creams, headachand cold remedies, mouthwash,
deodorants, burglar alarms, life insurance and many other products and servicesenakéear
appeals relying on negative reinforcement

Q-30- Discuss about COGNITIVE LEARNING THEORY

Ans-30- Where choices are madieliberately, such as consumers' purchase of a product or
service, the consequences could result in positive or negative reinforcement. Rewarding
experiences will cause positive reinforcement of a particular behaviour (in this case, purchase of
the produdtand increase the likelihood of repurchase of the same product. Negative reinforcement
would result from bad experiences with the product and the consumer would most likely avoid
purchasing the same product. Premiums, discounts and showing satisfiedecssice attempts to
reinforce consumers' purchase behaviour of particular products.

Behavioural learning theories have been criticised for adopting a mechanistic view of consumers,
putting too much emphasis on external stimuli and ignoring importaetnad psychological
processes. Cognitive learning approach has dominated the field of consumer behaviour in recent
years. Learning that takes place as a result of mental activiggmsed as 'cognitive learning'.
Cognitive theorists do not endorse thewithat learning is based on repetitive trials leading to the
development of links between stimuli and responses because consumer behaviour typically
involves choices and decisionaking. According to their view, learning is an intellectual activity
basedon complex mental Processes involving motivation, perception, formation of brand beliefs,
attitude development and change, problem solving and insight. Even sudden learning may also
result when someone is faced with a problem. Typically, though, we atelikebg to look for
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reliable information, indulge in analysis, evaluate what we learn and try to make a balanced
decision. As we acquire more experience and familiarity with different products and services, our
cognitive ability and learning increasesctumpare arious product attributes improves.

Q-31-What i s AMemoryo?Discuss

Ans-31- Memory represents the information that an individual retains and stores and that she/he
can recall for future use. Experience has shown that whatever material conleamersften they

are unable to retrieve it readily. Memory processes are extremgdytant to the understanding of
consumers. Cognitive theorists are particularly concerned in learning how the information gets
stored in memory, how it is retained anoMhconsumers retrieve the stored information during
brand evaluationThere are several views regarding the structure of memory and how it operates.
According to one concept called activation model, consumers have a large memory store. At any
given point n time only a portion of that memory can be activated for use and the remaining
inactive portions of memory are not available to recall information storetemory.A general

belief is that there are three separate 'storehouses' for sélesooyy, shortterm memory and
long-term memory. However, each of these shouldoediaken as separate physical entity but as a
distinct process of memory functioning having separate characteristics.

0-32- What is Involvement Theory?

Ans-32- According to Harold HKasserjian, consumer behaviour and advertising researchers have
extensively studied the concept of involvement. Consumer involvement is considesedn
important variable that can help explain how consumers process information and how this
information mght influence their purchase or consumption related behaviour. Judith L
Zaichkowsky has noted that there is no agreement about how to define involvement and measure
the degree of involvement. However, there is wide agreentieait the degree of involvemehas

a very significant effect on consumer behaviour. Zaichkowsky has done extensive review of
involved problems in conceptualising and measuring involvement. She has observed that although
there is no single precise definition of involvement, therenisuaderlying theme focusing on
personal relevance. She has developed an involvement construct that includes three antecedents:

1) Traits of person, such as needs, importance, interest, values and unique experiences.
2) The characteristics of the stimulus, sucts alifferentiation of alternatives,
communications media and message content.

3) Situational factors, such as purchase or use occasion for a particular product.

These antecedents can influence the consumer's degree of involvement depending on how she/he
respomls to the advertising, the advertised product and the actual purchase decision.
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High-involvement purchases are those which are considered very important to corsuchess
complex, expensive, risky, or egaensive products and require extensiiermation processing.
Conversely, lowinvolvement purchases are not really important to consumers, have little
relevance and evoke very limited information processing. Marketers like to think that consumers
are involved with their products. This is derstandable because they themselves are highly
involved with their products. They realise that involved consumers have greater likelihood to pay
attention to their advertising and evaluate their brands carefully and to becomelolyednd
consumers. Whereonsumers appear to be uninvolved, marketers attempt to induce involvement
by incorporating new involving attributes to products or by associating products to involving
situations and issues. For example, Milkmaid had the attributes all the time to bdéoused
preparing sweets and desserts. It is fairly later in its life cycle that the company (riofootiis

usage. Tea has always been promoted as a refreshing beverage. Buf onétenitpromoted for
lowering the risk of heart stroke and cancer.

Q-33-What are the dimensions of involvement ?
Ans-33- The concept of involvement seems to have a number of important facets:

1) Involvement Variables

A number of variables are believed to precede involvement and influence its nature and extent.
These variableare believed to be the sources that interact with each other to precipitate the level
of consumers' involvement at any particular time and situation.

The variables related to person refer to personal needs, values, interests and experiences etc. Fo
instarce, a person who is deeply interested in computers is very likely to have personal interest in
computer related magazines, such as Digit, PC Quest and Computers @ Home etc. to learn about
new developments in processors, hard drives and other related tpretioaulus/object variable

refers to products or stimuli that consunpegrceves to be closely related to her/his values,
experiences and interests etc. and will stimulate higher degree of involvement. For example, in
case of computers, one should ngbeot the same level of involvement for all consumers. Pradeep

K Korgaonkar and George P Mochis found that the degree to which consumer perceives
differences in various product alternatives can also influence the level of involvement. The extent
to which bands can be substituted, number of brands available in a product category and
performance features all influence a consumer's perceived differentiation and affect the resulting
degree of involvement experienced.

The extent of risk perception the consumas ith purchase decision can also influence the level

of involvement. The perceived risk is the outcome of consumer's perception of the chances of
potential degree of resulting unfavourable consequences from making a purchase decision, such as
financial loss, physical or psychological harm. As already discussed, research have suggested that

the level of involvement may also be influenced by promotional messages and the media used.

Different situations that consumers face can also affect the degree ofeimenit they will
experience in making purchase decisions. For example, consumers buy candles for emergency use
without much involvement at all but if the candles are needed for being placed on wife's birthday
cake, the consumer may become more involvatierpurchase. Consumers buy pens for everyday
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use without much involvement but if the pen is to be presented as a gift, then the level of
involvement might increase significantly.

2) Moderating Factors

Many conditions may be present to limit the influeméanvolvement variables. For example, a
consumer is contemplating the purchase of a cellular phone and the commercial she/he is watching
would be quite interesting to her/him. Suddenly somebody noisily knocks on the door and this
distracts her/his atteatn from the advertisement, or the consumer may not possess much
knowledge about a particular product and fail to understand some of the information contained in
ads. This would limit the evaluation of alternative brands in a satisfactory manner. Sutbtbnsitua

may limit the opportunity and the ability to process the information and influence the level of
involvement.

3) Involvement Properties

A consumer's involvement represents an internal state and may be viewed to have three main
characteristics, as showmfigure 8.7.

Moderating factors

- Opportunity to process.
- Ability to process.

Involvement Involvement Response
variables properties factors
- Person - Intensity - Search
- Stimulus/object ——vb - Direction —5p | - Information processing
- Situational - Persistence - Decision/persuasion

(Source: Based on J. Craig Andrews, Srinivas Durvasula and Syed H.

Akhtar, " A Framework for Conceptualising al¢furing the Involvement

Construct in Advertising Research," Journal of Advertising 19 (1990).
Major Dimensions of Involvement

0-34- Discuss about Consumer Attitudes.

Ans-34- Martin Fishbein has reported that there are more than 100 different definitions of attitude.
More than five decades ago, Gordon W pdirt presenteda frequentiged definition of attitudes.

He said, "Attitudes are learned predispesitions—to—+espond-te—an object or class of objects in a
consistently favourable or unfavourable waycognitively oriented definition given by D Krech

and R Crutchfield says, "An attitude an enduring organisation of motivational, emotional,
perceptual and cognitive processegh respect to some aspect of our environment." This
definition views attitudes as being composed of cognitive (knowle@dfertive (emotional) and
condive . (behavioural) components. The word object 'used in this definition' is broad in its
meanings and include specific consumption or marketing related things (e.g. product category
product. brand. service. possessiossyes, people, ads, price, or retailer etc.).
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There is general agreement that attitudes are learnt. In a consumer behaviour context this would
mean that our attitudes are formed as a result of what we learn from our personal experiences with
reality, prodat usage, the exposure to advertising, or wafrchouth information from relatives,
friends and acquaintances etc.

Attitudes are relatively consistent and are reflected in an individual's behaviour buobtare
necessarily unchangeablattitude consistency is more observable when all the conditions are
favourable. For example, an Indian consumer may have a highly favourable attitude towards
German cars but the matter of affordability may intervene and she/he finds Maruti Esteem as a
more realistic choice.

Q-35- Discuss the functions of attitude

Ans-35 Understanding functions of attitudes helps in learning how they serve consumers.
According toDaniel Kartz, attitudes perform four important functions

Utilitarian function
Value-expressive function
Ego-defensive function
Knowledge function

e e e

Utilitarian Function
This attitude function serves consumers in achieving desired benefits. We hold beatain
attitudes partly because of a brang#ity. If a product has beeunseful in the past, our attitude

towards it is likely to be favourable. For example, a consumer who considers quick relief as the
most important criteria in selecting an acwid remedy willbe directd to the brand that offers

this benefit. On thetherhand, attitudes wiltliscourage the consumer away fromnas that are
unlikely to fulfil the "quick relief" criteria.

Value-expressive Function

Attitudes reflect the consumer's seifage, values and outlook, particularly in a higtolvement
product. If a consumer segment holds positive attitudes toward being "in fashion," then their
attitudes are likely to be reflected in this viewpoint. For example, thensatfe of a young man
buying a motorcycle may be of a macho, domineering pendanlikes to @in an upper hand.
Advertisers often appeal to the valepressive nature of attitudes by implying that purchase or
use of a certain product will lead to desired achievement,es¢itincement, or independence.

Ego-defensive Function

Attitudes formed toprotect the ego, or seilnage, from anxietiesand threats hpl fulfil this

function. Ads for many personal care products such as mouthwashes, toothpastes, deodecrants, anti
pimple creams and cosmetics, etc. serve as a good example. Advesdigitagjiseson the fear of

social embarrassment and rejection and greater social acceptance through use of certain products
This encourages consumers in developing a positive attitude towards brands associated with social
acceptance, confidence, appreciation, ordpattractive and desirable to the opposite sex.
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Knowledge Function

Individuals generally have a stgmeed for knowledge and seek consistency, stabdity
understanding. @ fulfil this need attitudes help organise the cdesable amount ahformationto

which they are exposed every day. They ignore irrelevant information and store what is
meaningfulto them. The kawledge function also reduces uncertainty aadfusion. Advertising

is a means of acquiring information about products and serGoesparative advertising attempts

to change consumers' attitudes towdtds advertised brand by emphasising its advantages over
the competing brand.

0-361 What are the factors inhibiting the relationship between beliefs, feelings and
behaviour?

Ans-36-

1) Lack of consumer involvement: A favourable attitude requires a need or motive before it
can be translated into action. Also, attitudes are less likely to reflect behaviour for low
involvement products.

2) Lack of purchase feasibility: According to 8ahni, consumers may haveery positve

attitude towards a particular brand but may not have the ability. For example, a consumer may
evaluate an Omega watch very positively but the watch is not atieaiternative due to
insufficient funds. Thus, atudes are not always related to behaviour.

3) Lack of personaéxperience witlihe prodet: Ida E Berger and Andrew A Mitchell have
reported that when consumers have personal experience with the product, their attitudes are more
likely to be related to sasequent purchases. Lack of pragiexperience may cause weakly held
attitudes that are not related to behaviour.

4) Lack of relation between consumer's values and beliefs: If consumers' brand beliefs are
not closely linked to consumers' values, attitudes unlikely to be linked to behaviour. For
example, many consumers believe that Personal Point's weight loss programme is very effective
but this belief is not going to predict their behaviour if consumers have no interest in losing
weight.

5) Effect of marke conditions: A steep increase in the price of a favoured brand may
influence consumers to switch to other cheaper alternative, with no change in attitudes. Sales
promotions may influence consumers to buy a less preferred brand, or unavailability of the
preferred brand may causensumers to bulesspreferred brand, with no change in attitudes.

6) Purchase situation: Researchers generally measure brand attitudes independent of
interveningfactors purchase situation). J A Cote, J McCullough and M Reilly alesdrat many

items are purchased for, or in, specific situations.

7) Poor attitude accessibility from memory: Consumers store brand belidtgierm

memory as a cluster of beliefs. Russell H Fazio and Martha C Powell have reported that lack of a
relatiorship between attitudes and behaviour may be because some attitudes are so weakly held
that they are not accessible.
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0-37- What do you understandby ATTITUDE CHANGE STRATEGIES ? Discuss

Ans-37- An important strategy consideration for most marketers &féxt alteration of consumer
attitudes and reinforcing the existing positive attitudes about their brands to ward off any
competitive attacks. In fact, reinforcing attitudes is comparatively easier than changing attitudes.
Most advertising for welknown brands attempts to maintain and reinforce positive attitudes.
"Taste of India," "Hamara Bajaj,” "Believe in the best," and "Just Do It;" are some of the long
running campaigns attempting to reinforce consumer attitudes.

In attempting to change consumeitsitades, one very basic or fundamental consideration should

be the degree of consumers' involvement with the product or service.

=> |t is easier to change beliefs than desired benefits. Marketers could attempt ethandge
brand beliefs ochange théenefitsc 0 n s u desire lIsy@hanging thelue of attributes.

=> |t is easier to change brand beliefs than brand attitudes.

=> Changing attitude is more relevant vehicle than beliefs for hedonic products.
=> |t is easier to change attitudes for lmwolvement products.

=> |t is easier to change weak attitudes than strong ones.

=> |t is easier to change attitudes of consumers who have less confidence in their brand evaluation.

Q-38 What is MULTI -ATTRIBUTE MODELS AND ATTITUDE ?

Ans-38 On the basis of Fishbein's mudtitribute model, four strategies can be considered to
change attitudes:

1) By changing the values consumers place on product attributes

2) By changing consumers' brand beliefs

3) By changng brand evaluations

4) By changing behaviagal intentions

2 Changing Values Placed on Product Attributes: Most consumers consider some product

attribute to be more important than others. Marketers often try to convince consumers about the
superiority orimportance of those attributes on which thaiands are relatively strong. This
requires attempting to convince consumers to reassess the value associated with a certain attribute
For example, Apple computers do not have a floppy drive and convince consumers that floppies
are not reliable for storghdata. Epson attempts to convince consumers that its inkjet printers need
no change of printing head every time the ink cartridge is changed. A marketer may convince
consumers that bad taste is good quality in a mouthwash.

b Changing Consumers' Beliel&:common and effective approach adopted by most marketers to
changing attitudes is to focus on the cognitive component. The strategy of changing beliefs focuses
on shifting beliefs about the performance of brand on one or more attributes. Alternatively,
marketers attempt to shift the importance consumers place on certain attributes to those attributes
on which their brand is stronger. This can be done by introducing new attributes in the brands and
emphasising the importance of existing ones.
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}Changing Brand Evaluations: This strategy focuses on influencing consumers' overall brand
attitudeswithout an reference to epific attributes. This can be accomplished by associating a
positive feeling with product usage. Nescafe Conumér'ho shurbar din aise" is one such
attempt. "When you care enough to send the very best" ads of Hallmark cards is another example

of assaciating feelings with the brand Some brands make a claim that it is the largest selling

brand, or the others are trgito imitate.

2 Changing behaviour: Consumers' purchase or use behaviour may precede the

development of cognition and affect. According to D S Kempf, behaviour can lead directly to
affect, to cognitions, or to both at the same time. Consumers frequently try inexpensiveands
in the absence of sprior knowledge or affect.

Q-39 Discus the KATZ FUNCTIONAL THEORY AND ATTITUDE CHANGE

Ans-39- Daniel Katz pointed out four functions performed by attitudes. As already disciinesssl
functions include utilitaan funcion, valueexpressive function, egdefensive function and
knowledge function.

> Changing Attitudes Through Utilitarian Function: One veryeedife approachto
changing brand attitudes is to show how the product can solve a problem not considered earlier.
Teflon has found multiple uses;-Bleal is used for sealing leakages, however auto repair shops
andgarages use it for levellinminor dents and deep scratches (this second utilitarian function has
not been promoted by the manufacturers). Nestle succgssuVinced casumers that Milkraid

is very suitable for preparing desserts and sweets. New uses of a product rateecipfig in
inducing favourable change in consumers' attitudes towards the brand bbegusatisfy a set of
utilitarian functions.

X Changing Attitude Through the Valuexpressive Function: Attitudes reflect our general
values, lifestyles and outlook. It is difficult to change vedupressive function because these
relate to personal values and are very important to pedjole examplecommitted vegetarian
consumers would not use products that condaiimal fats. Anchor White toothpaste is trying to
convince this group of consumers that it is 100 per cent vegetarian and approved by Vegetarian
Society of London. A large segmenttbE younger generation in our country has pasiteelings

toward wearing latest fashion clothes and most @ideady to wear garments are capitalising on

this valueexpression function.

2 Changing Attitude Through Egdefensive Function: Very strongheld attitudes often

serve the egdefensive function and are least likely to accept outside influedcesgarette
smoker or tobacco elwer is quite likely to ignore any informationl@ut the dangers associated

with smoking or tobacco chewing. This an egodefensive function and regsilin an attempt to
deliberately avoid paind information. A positive advertising approach would be to suggest the
steps thatthey can take to minimise or reduce the usage of towards. Such an approach may prove
to be hépful in influencing attitudes.

2 Changing Attitudesthrough the Knowledge Function: This approach of dliag
attitudes is based on consumers' cognitive neédswledge function facilt*sthe information
processing task. Most marketetsempt to create clearand unambiguougositioning for their

brands to develop favourable consumer wds. Apple computers havereated a definite
positioningand communicatedetailednformation to convice consumers about the superiority of

its differentmodels.Apple's customers have developed strong attitudes and would not ¢bange

anyother brand of compars
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Q-40- What is POST-PURCHASE ATTITUDE CHANGE ? Discuss.

Ans-40-. Two theories are more relevant to ppatchase attitude change:

1) Cognitive dissonance ¢ory
2) Attribution theory

Cognitive Dissonance Theor

Leon Festinger suggested that consumers experience a feeling of doulntfalisoo anxietyafter

making a relatively highinvolvementpurchase decision. These feelirfysve been referred to as
cognitive dissonance. Purchase decisions, particularly of expensive items, require some amount of
compromise and due to this reason feelings of dissonance are quite normal; nevertheless, they are
likely to cause uneasiness about the choice made.

The prolability that consumers will experience dissonance and the intensity of this dissonance,
depends on:

X The degree of commitment. If it is easier to alter the decision, the consumer is less likely

to experience dissonance.

2 The importance of the decision. If the purchase decision is more importantpibie

likely that the consumer will experience dissonance.

2 The difficulty of choosing among alternatives. Decision difficulty depends on the number

of alternativescorsidered, the number of relevant attributes linked with each alternative and the
extent to which each alternative possesses the attributes not resent in the other alternatives. If it is
difficult to choose from among the alternatives, it is more likely that dhewmer will experience
dissonance.

2 The individual's personality characteristics. Some individuals have a greater tendency of
experiencing anxiety than others. If the individual happens to hergbus type, it is more likely

that he / sh&vould experience dissonance

Kenneth B Runyon suggested five strategies to reduce dissonance favourably influence consumer
attitudes towards the products

1) Provide additional product information and suggestions for product care and maintenance
through brochures @dvertising.

2) Provide warranties and guarantees to reduceoshase doubt.

3) Ensure good service and immediate foHopr on complaints to provide pestirchase
support.

4) Advertise reliable product quality and performaroereassure recent phasers of
product satisfaction.

5) Follow up after the purchase with direct contacts to make sureuttaner understands

how to use the product and to ensure satisfaction.

Attribution Theory

According to attribution theory (D J Bem), consumers seek tordete causes (attributions) for
events, often after the fact. The thesnggests that consumer attitude formation and change is the
result of consumers' looking at their own behaviour and making judgements about it. For example,
if a consumer regularly es Colgate toothpaste, looking at own behaviour she/he may conclude
that she/he likes the toothpaste (she/he has a positive attitude towards the brand). Consumers are
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also likely to take all the credit themselves for any success (internal attributiorgttabdte
failures to others or external causes (external attribution).

To influence attitudes favourably, marketers should give consumers positive reasons for their
purchases after the act. This requires that marketers offerghajhty products andallow
consumers to perceive themselves as the reason for choosing the right brand ("I am capable of
selecting the right product.”) For example, a consumer purchases a brand of toothpaste at a
discount of 30 per cent. Subsequently she/he attributes thbhager¢o large discount. This is
unlikely to favourably influence consumer's atthtalvards the brand of toothpaste (the consumer
tells herself/himself, "I bought this brhbecause it was cheap."). Marketers must communicate
important norprice reason¥repeat purchase the same brand.

Q-41- Discuss the concept Actual Self

Ans-41- There is in fact no one actual self because consumers have different role identities. A
consumer can be a husband, father, employee and a member of some club or \adsataagion.

In specific situations, one of thesdes will be dominant and influence the individual's behaviour.
The actual self is the outcome of the combination of d i v diffeterat foléss Consumers' actual
selfinfluencestheir purchases in acaance with the images they have of themselves and thereby
attain selconsistencyResearch studies confirm that consumers' purchases are influenced by their
self-concept.

An owner's seHmage is reflected in her/his car and also thisise#fge is simar to her/his image

of others who own the same car. Robert E Burnkrant and Thomas J Page have reported that self
concept and brand image relationship is somewhat complicated as consumers change-their self
concept in different situations. For instance,imdividual may have one setbncept during a
business negotiation and another one on the occasion of friend's marriage.

Q-42- What is Actual Self?

Ans-42- The concept of ideal self is closely related toiam d i v isalfesteend She gap
between actual self and ideaklfdeterminesthe degree of one's salfteem. Greater the
difference between the two, lower the sedteem. Marsha L Richnis has reported that ad themes
and images often produce greatkscrepancy between consumers' actual self and ideal self.
Glamour advertising that depicts attractive models and luxurious lifestyles creates a world that is
unreachable for most consumers. As a consequence, consumers feel a sense of inadequacy base
on acomparison of their actual self with the portrayed idealised images. Advertising tends to pull
down consumers' sedfsteem when it attempts at increasing the disparity between actual self and
ideal self.

The desire for both selfonsistency and sedfsteen could be conflicting. Consumers making
purchases in accordance with their actual self may be attainirgossistency but may be falling

short of enhancing their sedsteem. Consumers usually purchase products or services in
accordance with their acduself. However, if there is greater discrepancy between actual self and
ideal self, resulting in lower sedisteem, they are more likely to purchase products on what they
would like to be (ideal self) rather than what they are (actual self). Such cassamaenore likely

to be influenced by appeals to their fantasy, such as a product use attracting opposite sex, or
products with macho image etc.

The role of seHconcept is expressed in the following sentences:
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1) An individual has seftoncept, which is faned through interaction with parents, peers,
teachers and influential others.

2) The selfconcept is of significant value to the individual.

3) Since the seltoncept is valued, individuals strive to enhance or maintain it.

4) Certain products serve as so@gmbols and communicate a social meaning about those
who own or use them.

5) Products used as symbols communicate meaning to oneself and others, creating an
impact on the individual's setfoncept.

6) Individuals often purchase or consume produ@sjises, meid to enhance or m@iaina

desired self concept

Q-43 What is PSYCHOANALYTIC THEORY?

Ans-43- Freud'S psychoanalytic theory proposes that evemyd i v pedsanality @sghe result of
childhood conflicts. These conflicts are derived from three fundamental components of
personality: Id, Ego and Superego. According to the theory, the id (or libido) is the source of an
individual's strong basic drives and wsgguch as hunger, sex, aggression sglfipreservation

The id operates on what is called the 'pleasure principle’, that is, to seek immediate pleasure and
avoid pain. The id is entirely unconscious and not fully capable of dealing with objective reality.
Many of its impulses are not acceptable to the values of organised society. A newborn baby's
behaviour, for example, is governed totally by the id.

The egoisthé n d i v cotseiauk dostrol. It comes into being because of the limitations of the

id in dealing with the real world by developing individual's capabilities of realistic thinking and
ability to deal suitably with her/his environment. Ego operates on what is called the 'reality
principle'. It is capable of postponing the gratification untik tivae when it will be suitably and
effectively directed at attaining the goals of the id isozially acceptable manner. For example,
rather than manifest the need for aggression in an antisocial manner, a consumer can partially
satisfy this need by pahasing a powerful motorcycle. The ego is the individual'scsgltept.

The superego constitutes the moral part of an individual's personality. It represents the ideal rather
than the real, defines what is right and good and it influences the individstaivie for perfection.

It operates in the unconscious and often represses certain behaviour that would otherwise occur
based on the id, which could disrupt the social system.

According to Freud, the ego manages the conflicting demands of the id andpbéreg®. This

usually results in realistic compromises between very basic strivings and socially acceptable
behaviour. These compromises are believed to be occurring at an unconscious level. Freudian
psychology says that quite a sizeable part of humanvimhas unconsciouslymotivated. The

way the child manages these conflicts, especially the sexual

Conflicts, determines the adult personality. Unresolved conflicts in childhood result in 'defence
mechanisms', which are said to be unconsciously deterrtemstnrreducing strategies used by

ego.

Q-44-What is SOCIAL/CULTURAL (NEO -FREUDIAN) THEORY ?

Ans-44- Freud's understanding of personality focused mainly on observations of emotionally
disturbed people. A number of Freud's foremost disciples, particularly Carl Jung and Alfred Adler,
disagreed from his view of personality. They believed that social andaulariables, rather than
biological drives, are more important in the development of an individual's personality. They also
believed that insights into personality development should also be based on normal persons'
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functioning in their environment andot by focusing on observation of emotionally disturbed
people alone. These social theorists, also referrédeas-reudianschool, viewed individuals as
striving to win over the feelings of inferiority and searching for ways to gain love, security and
relationships. They emphasised that childhood experiences in relating to others produce feeling of
inferiority, insecurity and lack of love. Such feelings motivate people to make themselves perfect
and device methods to cope with anxieties resulting frormfgsebf inferiority.

Carl Jung believed that ann d i v icultureactedtesd an accumulation of shared memories from
the past such as caring and nurturing female, heroes and old wise men. He called these shared
memories as 'archetypes'. It is not unusaoade such archetypes in advertisements that strive to
take advantage of positive shared meanings in a particular culture. For instance, a large number of
ads show caring mother, devoted housewife, heroes with macho image, rishis and wise
grandmother etc.

Jung identified a number of personality types, such as setisimigng, sensingeeling, intuiting-

thinking and intuitivefeeling etc.

2 Sensingthinking Personality: Individuals with this personality type make rational,
objective decisions. They are logl and empiricaln their approach, are inclined to be highly
involved, extensive problem solving orientation, weigh economic considerations, are price
sensitive and avoid any risks. They identify themselves with material objects or "things" and have
shot-term perspectiven making decisions.

2 Sensingfeeling Personality: They are moved by persorales rathethan logicand

believe in personal experience. They follow a "subjective" orientation in making decisions, are
inclined to consider others when kirag a decision and share risks. They are status conscious and
have shorterm perspective in decisianaking.

X Intuiting-thinking Personality: Such individuals take a broad view of their own situation
and the world. Though they heavily rely on imaginatma consider avider range of options, yet

use logic in making decisions. Such individuals are ansrse to takig risks while making
decisions and their perspective is lelegm.

X Intuiting-feeling Personality: Their view of personal situationsmorld is broad. They

use imagination in considering a wide range of options in making a decision, are quite likely to
consider others' views and show least sensitivity toward prices. They are also inclined to seek

novelty, take risks and time horizon is indefnit making decisions.

0-45 What is Emotion ? Discuss with the help of a chart

Ans-45 R P Bagozzi, M Gopinath and R U Nyepote that emotions are strong, relatively
uncontrolled feelings that affect our behaviour. All of us experience a wide variety of emotions

Specific

feelings

Environmental .
event s Affect
Interpreted as -

Physiological

Y

che it emotion based
changes

on situation
Mental Behaviours
imagery
‘ thoughts !

e ~Ficure 8.1: Nature of Emotions
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which are generally evoked by events in the external environment. However, it is possible to
generate emotions bytarnal processes, such as imagery.

Emotional experiences tend to have some elements in common, such as physiolagigals,
cognitive thought, associated behaviours and subjective feelings.

Arousal of emotions ifllowed by physiological changes sucpid breathing, dilatioof pupil,
increasegerspiration, increasqulise rate and often raised blood pressure blood sugar levels.

Q-46- Discuss about Psychographic Segmentation.

Ans-46- The concept of market segmentation emerged as an extensi@nétketing concept in

the latter part ©1950s. It is based on the silapobservation that all the exisgirand potential
consumers are not alike, there are significant differences in their needs, wants tastes, background,
income, education and experienete. and these characteristics change over time with lifestyle
changes.

When marketers provide a range of product or service options to serve diverse consumer
preferences, they are more satisfied and happy. Market segmentation is a positive force for both
marketers and consumers alike.

When segmentation is based on personalithfestyle characteristics, it is called psychographic
segmentatiol

Consumer lifestyles can have important implications for market segmentation, communication and
new productideas. For exaple, day care centres, household cleaning services, foods ready for

microwave oven, tiffin services or fast foods will obviously appeal more to consumers whose
lifestyle demands convenience and saving time, agatualcareer couples and wang women.

PSYCHOGRAPHICS SEGMENTATION

When segmentation isagd on personality or lifestyle characteristics, it is called psychographic
segmentation. Consumers have a cesalhimage and this describes thepersonaliy. There are

peope who areambiious, confident, aggressive, impive, conservative, modern, gregarious,
loners, extrovert, or introvert etc. Some motokoymnufacturers segment the marketios basis

of personality variables such as rhaémage _indepexdent and impulsive. Somgroducers of
liquor, cigarettes and apparel etc. segiithe market on the basis oérponality and selfimage.
Marketers, often araot concerned about measuring how many people have the characteristics as
they assume that substantial number of consumetse market either have the characteristics or
want to have it.

Q47-What i s ALIFESTTYLEO?

Ans-47- It is an indicator of hovpeople live and s end their time anmbney.What people do in

their spardime is often a good indicatof their lifestyle. Fo example, John L Lastovicka, John P
Murray, Erich A Joachimsthaler, Gaurav Bhalla and Jim Sheurich in their study identified two
lifestyle segments that were most likely to drink and drive: good timers and problem kids. Good
timers are partygoers, machadahigh on sensation seeking. Problem Kids frequently display
troublesome behaviours. According to Morris B Holbrook, peapl® have an affinity for
nostalgia, or the desire for old things, also represent a lifestyle segment and can be a key market
for old movies, antiques and books. Surfing on the Internet has also created a new type of lifestyle.
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Consumers in different countries and cultures may have characteristic lifestylesxanople,
Indian women are home focused, less liklyisit restaurantanore pricesensitive, spend time
preparing meals at home and fond of movies.

Consumer lifestyles can have important implications for market segmentation, communication and
new product ideas. For example, day care centres, household cleaning serviceseddgdor
microwave oveniffin services or fast foods will obviously appeal more to consumers whose
lifestyle demands convenience and saving time, such asdtedr couples and working women.

Lifestyle analysis provides a broad view of consumers ussc@ segments the markets on the
basis of their activities (how they spend their time), interests (the importance of thitigsrin
surroundings) and their opinions (their beliefs on broad issues and themselves).

Lifestyle segmentation is particularlyseful in case of product categories whereubers' sel
image is considered as an important factor, such as perfumes, beer, jewellery and ether ego
intensive products.

UNIT -4

0-48- When do groups exert influence

Ans-48 Research shows that adapting to group norms, individuals not only subscribe to the
values established by family, peer group, or organisation, but they also use group norms to define
themselves. The fact is that individuals develop theiramitept on how they think otherses

them. This means that reference groups provide the points of comparison by which individuals
evaluate their own attitudes and behaviour.

The group influence on an individual's buying behaviour depends on three factors:

1) Attitude toward the group

2) Thenature of the group

3) The nature of the product.

1) Attitude towardsthe Group: According to William O Bearden and Richard L Rose, an

individual's susceptibility to group influence varies widely. The buying behaviour of a consumer is
more likely to be influened by the group if the individual

=> views the reference group as a credible source of information about the product or service.

=> values the views and reactions of group members with regard to buying decisions.

=> accepts the rewards and sancti@otted out by the group for proper amproper be
behavour.

2) Nature of the Group: James H Leigh and Terrance G Gabel note that reference groups are more
likely to influence a group member's behaviour if they are:

=> Cohesivethat is having similar vaes and norms.

=> Frequentlyinteracting and thus creating more opportunities to influence members.

=> Distinctiveand exclusive, that is, the membership in the group is highly regarded.
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3) Nature of the Product: The nature of the product also deterthmaekegree of influence a group
has on an individual. Groups ar®re likely to be influential for products which are:

(a) Visible such as clothing and
(b) Exclusivethat might speak of status such as a Mercedes.

0-49- What are the different types of rekrence groups®iscuss

Ans-49- Reference groups furnish points of comparison by which one can evaluate attitudes and
behaviour. An individual can be a member of a reference group such as the family and would be
said to be part of a mdrarshipgroup. Thissame individual may aspire to betpto a cricket club

and would be said to b& part of an agiration group. A disclaimant group is one to which an
individual may belong to or join and then reject the group's values. An individual may also regard
the memlrship in a specific grquas somethingndesirable and to be avoided. Such a group is a
dissociative group.

Membership groups and aspiration groups are viewed positively; disclaimant and dissociative
groups are viewed negatively. Marketers advertise pea@o the desire to be part of a group and
very rarely appeal to the desire to avoid or disclaim a group. Bteppeals used to encourage
nonrconformity are made on a positive note to beldifterentfrom everyone else. Marketers tend

to focus @ membership and aspiration ggs

a) Membership GroupsPositive reference group are important & are classified as primary

or secondary and formal or informal. If a person maintains regular contacts with family members,
friends & business associates, all thosgividuals constitute a primary groupeoplewho meet

less frequentlysuch as thosewho mest during morning walk or cb members, constituta
personds secondary gPRomtofview, priffarygroupstaresore maarténe t e r '
because they n f | u e n c e praducthdiafsiastegndpreferences have a more direct effect

on buying behavioumRResearch supports theew that members ofrgnary groups are more likely

to buy the same brands.

Groups can also be divided on the basis whdtieyr have a fomal structure such as a presite
executive and secretary etc. in a hierarchical order with specific roles. The structure of an informal
group is loosely defined. For exampWhenthree individualdbecome friends while pursuing a
course on computer applications and on every last Satofdzgch month meet for dinner, then it
would be considered an informal group.
E Primary Informal Groups: The family and peer groups are primary infagroaps. They
are by far the mst important because of the closeness and contact frequency between the
individual andother group members. Thprovides for a more conducive enviroem for the
exchange of informa&n and influence about consption-relatal topics. As a result of this,
advertisers frguently showconsunption among friends and family.
E Primary FormalGroups: Primary Formal Groups are those thave a morgormal
strudure and with which the consumer cesnin contact less frequentiigan primary informal
groups. Business grouplat cometogether to work on a daily basis are examples of ggim
formal groups Advertisersuse such group settingsa mens ofwinning product approval.
E Secondary Informal Groups: Such groups have no formal structure and meet once in a
while. Examples aravomen's Kitty parties, or sports groups that get togeatifezquently.When
an individual goes shopping in a group of three or more consumers there is moredikea
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she/he will purchase more than originally planned because such groups oftey diflethce
purchases

E Secondary Formal Groups: Secondary formal groups are not really important
marketerdoecause they are structdreneet onlyinfrequently and are not cohesive. The examples
are teachers associations, or retailers association.

b) Aspiraion Groups

Non-membership grouwvith a positive attraction, are called aspiration groups and exert a strong
influence. Two types of such groups arei@patory aspiration groups and symbolicpaation
groups. Individuals frequently purchase products tih@y believe are used by a desired group in
order to achieve actual or symbolic membershifne goup.

E Anticipatay Aspiration Grops: These are groughat an individual anticipates to join at
some future time. The individual, generally, has somectdicentact with suckg r o u.ppod s
instance the individual mawish to join a group higher in the organisational hierarchy. The
individual's aspiration is more likely to be an outcome of anticipated rewards that go ghi¢h hi
position in an orgnisationsuch as power, status, prestige, money and other perks. Marketers
appeal to the desire of individuals to increase their position by moving to a higher aspiration group
and frequentlyadvertise clothing, autos, liquors and other products within the carftéxisiness

success and prestige.

A good example of a direct appeal to aspiration group norms within the organisation is the ad for
Johnnie Walker. The ad appeal focuses on anticipation of ultimately reaching the top in the
business organisation.

E SymbolicAspiration Groups: The individual admirdgese groups but is unlikely join

them despiteacceptancef the group's beliefs and attitudes. In a study and Linda L Price found
that individuals establish a vicariow®nnetion with such a group by purabing a product
associated to the aspiration gpouror example, a tennis fanagn buy a Nike sports jacket and
shoes because manyites stars wear these. It isportant for such an influence that the product is
visually obvious. Marketers use certain celesi to advertise the product and thereby appeal to

the symbolic aspirations of consumers.

0-50 Discusghe nature of reference groups

Ans-50- Reference groups establish certain norms, roles, status, socialisation and power. These
characteristics exetteir influence on consumers.

-

E '‘Norms' are generally defined rules and standards of behaviours that the group
establishesGroup members are expected to conform to these norms which may be with regard to
the appropriateness of clothes, shoes, eating habitbrands of cosmetics etc. For informal
groups, norms are generally unwritten but are, nevertheless, usually quite well understood.
Behaviour deviation from the norms can result in sanctions.
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E 'Values' are shared beliefs among group members regarding behatviours are
appropriate or inappropriate. Cultures and subcultures largely define the values, however, they do
vary significarly by family and peer groupspf example, one family might place more value on
material possessions and another on persmiiévements independent of material possessions.

E 'Roles’ refer to functions that an individual assumes or that the group assigns to her/him
to accomplish group objectives. For example, in a group buying behaviour such as a family,
marketers can identifypgcific roles thatindividuals assume. The roles might be of initiator,
influencer, deider, buyer and user. In casé an organisation, the role ojatekeeper is very
important because this individual has the most control tireeflow of information.

E i Btus' is the achieved or ascribpdsition that the individual occupies within the
group's hierarchy. As one may expect, greater power and influence goes with higher status. For
instance, the executive vice president in an organisation has a highetrestattee sales manager.

The vice president will most likely have a large, walinished office symbolising her/his status.

In a typical Indian family, the head of the family has more status than an on€ahsaimer
purchases of products or services simes demonstrate status to match the wealth and implied
swperiority. Elegant dresses, expsive watches anchrs etc. are considered symbols of status in
man cultures.

E 'Socialisation' refers to the process by which new members learn the group's &fystem
values, norms and expected behaviour patterns. When an individual leaves one job and joins
another organisation, she/he must learn the informal rules and expectations from the work groups,
besides the formal rules and expectations.

E A group's influenceon its members' behaviour is closely related to its '‘power'. There are
various sources of power but four seem to be particularly relevant in the context of consumer
behaviour.

'Reward power' refers to the group's ability to reward the individual. The gtierof reward

power increases with the size of the rewards as perceived by the individual. The family can reward
the child with approval and praise; business organisation can reward its employees with
promotion, money and status. The purchase of clotheshoes etc. by an individual can be
rewarded by compliments from a relevant group member and can reinforce the consumer's choice.

‘Coercive power' relates to thgower of thegroup to use disapproval, withholding rewards, or
even punishing the individualhe greaterhte imprtance of the group, the greater is its power:
Parents can punish the child; organisations have the power to terminate the services of an
individual and social groups can exclude individuals for seriously deviant behaviour.

'‘Expert power' influences the results from the experience, expertise and knowledge of the
individual or rou . Consumers regularly accept influence from friends they perceive as being more
knowledgeable and experienced and make purchases on their recommendatidesp&yssm

may also be viewed as an expert source on the company's product.

'Referent power' flows from the feeling of identification that the individual has with the members
of the group. The greater the similarity of beliefs and attitudes between theididil and the
group members, the greater the referent power of the group.

0-51- What are the reference group influences on consumers? Discuss

Ans-51- Reference groups have been found to exert influence on a wide range of consumption
behaviour. Researdhdicates that groups exert informational influence, comparatfiteence and
normative influence.
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a) Informational InfluenceReferenceyroups and other influence sources can exert informational
influence b offerig information to help make decisions. Fotample, chagroups on the Internet

often provide Informationon subgcts such as Internet travel sites. This type of influence occurs
when a consumer accepts information as crediibfa a referencgroup member and believebat

the information will enanceabout product choice. Informational influence is important because. it
can affect how much time and effort consumers devote to information search and decision making.
Consumers who can get reliable informatioom others may easily be reluctant tmage in time
intensive information search whanaking purchase decisions. Although informational influence
can reduce time devoted to information search, it is sometimes important for marketers to increase
the likelihood that consumers engage in infororatsearch. If groduct or service is new and
suwperior, few consumers are likely to know about its benefits. Thus, ad campaigns that enhance
product awareness and encourage consumers to compare products may be necessary.

Informational influence is based @ither the similarity of the group's members to itigividual

or the expertise of the influencing group member. For instance, an individual may notice several
members of a given group usingparticular brand of sports shoes. She/he may then take it as
evidence that it. is a good brand and decide to buy it. Orjranedecide to buy a particular brand

and model of inkjet printer because a friend who is very knowledgeable about printers owns or
recommends it. In these instances, ¢haformity is the restilof information shared by the group
members.

Consumers are more inclined to seek expert advice from personal sources such as friends or
neighbours rather than market controlled sources such as advertising or sales personnel because
they believe personalburces are more trustworthy. Consumers may view advertising claims with
suspicion because the ads convey markaiatrolled information about the product.

b) Comparative Influence Consumers tend to constantly compare their attitudes with
reference toltose of memérsof important groups. They serve as a benchmark and the individual's
urge is toseek supportto her/his attitudes and behaviour. To accomplish this, individuals are
inclined to associate witg r o umghdwahich they agree and stay away frgmoups with which

they disagree. As a result of this, the process of comparing oneself to other members of the group
and evaluating whether the group would be supportive becomes the basis for comparative
influence.

C) Normative Influence- There is a fine residential educational institution for women in
Rajasthan, Banasthali Vidyapith, having the status of deemed university. Teachers, students and
other staff members are required to wear only Khadi andineregetarian. Although many
studerts or teachers may love neegetarian dishes and prefer wearing dresses not made from
Khadi, they have to conform to expected code of conduct on the campus.

Robert J Fisher and D Ackerman note that normative influence, also called utilitarian influence,
refers to social pressure designed to encourage conformity to the expectations of others to gain

a direct reward or to avoid any sanctions. Consider, for example, the type of clothes, music, or
shoes etc. you buy, or for that matter hairstyle you adoptamgare with your friends. Chances
are you and your friends have made similar choices.

Normative influence can also affect conformity which is the tendency for an individual to behave
as the group behaves. Research shows that conformity anddbraind sem to be related, though
brandchoice congruence may not be the only way to express conformity. An individual may also
conform by performing the activities that the group wants the member to perform. For instance, the
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individual's actions at a party migbe influenced by whether the companions are parents or
her/his friends. In each case, the individual is conforming to a different set of expectations
regarding appropriate behaviour. Interestingly, conformity varies by culture. For example, Indian
as wellas other Eastern cultures seem to be more group oriented and individuals are more likely to
go with group desires.

0-52- Discuss therelative importance of Informational, C omparative and Normative
influence

Ans-52-  All three components influence consumeehaviour, however, the importance of
influence may be a function of the type of product that is being evallRrediict Characteristies
Consumers tend to be susceptible to informational influence when products are technologically
camplex such as computers and peripherals_autos, air conditioners and washing machine etc., or
products that require objective evaluation for selection such as insurance policies, or tax saving
schemes which are more likely to be subject to informationfdiences. Susceptibility to
informational influence is also high when product service purchase is perceived as risky, or
when brands are very different from one another. Products that are viewed as a means of self
expression and identity, or consed in public such as paintings, music, jewellery, clothing,
watches etc. are most likely h candidates for comparative as well as normative influence.

Researchers have hypothesised that reference groups can influence two types of decisions

(1) Whetherwe bwy a product within a given product category and (2) what brancdwye The
influence would also depend on whether the product is typically consumed in private or public and
whether it is a necessity or luxury.

One prediction can be thbecause we must buy items of necessity, reference groups are likely to
have little influence on what we buy. They might, however, exert some influence in case of luxury
items. For example, the group will probably not influence whether a member buyseColgat
toothpaste oAqua fresh But the group might influence the purchase of products such as a brand
of latest mobile phone, or watch. The reason is that luxury products communicate status that may
be valued by group members. Besides, luxury items may aleonanicate our special interests

and values and thus who we are and with whom we associate.

Another prediction is that products consumed in public give others the opportunity to observe
which brand we have bought. On the other hand, few people see whiatisbwe buy and
consume in private. Different brand images communicate different meanings to people and
because of this, reference groups are likely to exert considerable influence on the brand we buy
when the product is consumed in public but not whes [irivately consumed. Another aspect is

that it would be difficult for groups to develop norms and use sanctions for violating them when
the product is consumed in privatgut a publicly cemsumed product provides opportunities for
sanctions. The conclusi one may draw is that reference groups influence product category choice
for luxuries but not necessities and influence brand choice for products consumed in public but not
those consumed private

a) Consumer CharacteristiecsSome consumer personalitiaee such that they make them
readily susceptible to influence by others. Several consumer researchers have developed the scale
of "susceptibility to interpersonal influence." Those susceptible to interpersonal influence seek to
enhance their selfnage bypossessing products that they believe others will approve of. These are
the individuals who are also willing to conform to expectations of others regarding which products
and brands to purchase.

+C AISECT UNIVERSITY



»( AISECT UNIVERSITY

HAZARIBAGH (Jharkhand)

A personality characteristic referred to as "attention tia@omparison information” (ATSCI) is

also related to normative influence. Those individuals who are high on this personality trait are
likely to pay a great deal of attention to what others do and use this information as a guide to their
own behaviour.

Strong ties between individuals also affect the degree of influence. As a consequence of strong
ties, individuals, presumably, want to maintain their relationship with group members and are
inclined to accept group norms.

Research findings suggest thatgeneral, informational influence produces more shifts in beliefs
than does normative influence.

Q-53i Discussabout applications of reference group influences
Ans-53- Marketers employ informational, comparative and normative group influenclevétop
marketing communication strategies.

Advertising often makes use of informational influence through expert spokespersons who
communicate information about product features and performance. One approach employed is to
use a character posing as anagxpsuch as a doctor for commonly used remedies, or the engineer
for technical products. Another approach is to use a real celebrity who has expertise in the product
area, such as Andre Agassi in Nike tennis apparel. Consumers are likely to believaamitst

from Agassi for the product category as credible.

Research findings suggest that advertisers should place more emphasis on the group as a source C
information and ads should picture typical consumers mentioning their experiences and furnishing
information about important product attributes. This type of approach changes the emphasis from
conformity to information. A significant point is that consumers are more likely to idemitify

"typical" consumers than models used to depict group influerccet sends to decrease the
counterarguments about advertising claims.

Marketers frequently use normative influence approach by showing group approval in ads for a
particular brand. Commercials of Orient PSPO, Coca Cola, Pepsi, Taj Mahal teks, dfrgaints,
clothing and personal care products etc. are examples of advertising's simulation of social
approval. Typically, the ad shows an individual who is important to the consumer such as spouse,
friend, neighbour, or business associate etc. andess@s approval or praise of the consumer's
choice.

Normative influence is also exerted through fear appeals that attempt to show the potential results
of not using the product. Colgate's Suraksha Chakra ad, advertisements of pimple remedies, anti
dandruffshampoos, deodorants and several other products use this approach. Such ads emphasise
that the use of product changes disapproval to approval or may even enhance the user's

attractiveness.

Celebrities are best used as experts when consumers view thenovaledgeable about the
product category and conveying legitimacy in their message. Consumers seankiggth tennis
stars as effective spokespersons for different brands of tennis rackets. Celebrities are used as
referents when they are likeable and ativacand with whom™any consumers would like to
identify. The product has to be one that can be identiiddthe celebrity as a referent.
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When advertisers disregard these principles that experts must communicate knowledge and
legitimacy and must be likdble and attractive, they get into trouble. Sometimes referent
spokespersons lose their appeal because their involvement in some kind of Scandal becomes
widely known as happened with some cricket stars found guilty of match fixing.

Q-54- Discuss about diferent types of innovations

Ans-54- A continuous innovation is one that has a limited influence on consumption behaviour of
consumers. Consumers would use a product representing continuous innovation in much the same
way they used products that came befar@roduct alteration is on a continuous basis. Adoption

of such products requires minor changes in behaviour that are unimportant to consumers. Most of
the new products that are introduced in the market represent continuous innovations such as newer
models of computers and autos etc.

A dynamically continuous innovation is one that affects consumers' consumption behaviour in a
pronounced way. Adoption requires a moderate change in an important behaviour or a major
change in an area of behaviour that is of low or moderate importané¢e timdividual. The
examples include Internet shopping, digital camera, notebook commlgetsc cars and cordless
phones. Real Jukebox is a dynamicalbntinuousinnovation because it requires changes in the

way we acquire, use and dispose of musdt rmay utilise other technologies such as CD and DVD
writers.

A discontinuous innovation represents a product so new that consumers have never known
anything like it before. According to Peter Waldman ("Gidat.If It Flies," Wall Street Journal,

June 241999), a former aeronautics professor has introduced a product called "skycar," which is a
machine that flies through the air in the same manner as cars do in cartoon shows on TV. The
"skycar" uses the principle of VTL (vertickeoff and landing) ands capable of flying at speeds

of up to 300 miles per hour. Products such as electric bulbs, aeroplanes, computers, television,
photocopying machines, inkjet and laser printers, heart transplant and MRI scanning etc. were all,
at one time, discontinuousinovations. Such innovations herald radical changes in an area of
consumer behaviour which has significant impode to the individual consumer.

Innovations can also be categorised by the benefits that products or services offer. Some services,
attribuies, or ideas are functional innovation because they provide functional performance benefits
to consumers over existing alternatives. For example computer notebooks offer portability over
stationary computers. Functional innovations often take advantageewftechnology. For
example technological advances have offered consumers the advantage of downloading images
from the Internet and conducting video conferencing via their cellular phones.

0-55- Discuss about the breadth of innovation

Ans Breadth of innovaon describes the new and different uses to which a product is put. For
example, baking soda has been uasd baking ingredient, a togblolisher, a carpet deodoriser

and a refrigerator deodoriser. Teflon is a product which was originally desigpeeventthings

from sticking to cookware. Subsequently its thin tapes have been ugddmbing to preent
leakagefrom joints. Teflonisal s o used i n me n Opsittoseveratliferentbised on
such as producing clothing, ding suits,balloons,parachutes, ropes, fishing lines. maatglmany

others.
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0-56- Discuss abouthe DIFFUSION PROCESS

Ans-_The diffusion process is the manner in which innovations spread over time to other
conaimers through communication across a market. Diffusggearch traces the penetration and
acceptance of an innovation across its life cycle. A new product's phases of life cycle start from
introduction and progress up to its decline in a typical case. With this progression, there are
associated categoriesadopters by the time of adoption.

The diffusion process identifies innovators in the introductory phase of life cycle; there are early
adopters dung growth period, the early majty and late majority adopts the product in its
maturity period and laggasd (late adopters) are the last to adopt the product. These life cycle
phases are important because they are linked teréift marketing strategies during the product

life cycle. During the introductory phase, the marketer's objectives are related libsleisig
distribution, building brand awareness among members of the target market and encouraging trial
to begin the diffusion process. As the product gains some acceptance, the marketer can define its
early adopters. It now tries to strengthen its folathn the market by shifting &m the objective of
creating brand awareness to one of broadening product appeals and increasing product availability
by increasing its distribution.

As the brand matures, competition intensity gradually increases and eglegdlevelof f A The
marketer starts emphasising price appeals, si@es promotions and ay consider modifying the
produd to gain competitive advantage. Majority the adoptershe market athis stagelargely
because of the influence of early atp. The that has alreadjone through the process of
product adoption does not retyuch oin mass media anymore for information

0-57- Discuss about the Time Factor & Diffusion Process

Ans-57- Time is animportant componerdf diffusion theory anadoncerns the time of adaph of
an innovation by consumers considering whether consuraersarlia or lateradopters and the
rate of diffusion thatis, the speedand strength wih which individuals and groupadopt the
innovation.

Time of Adoption: Everett M Rogers examinedame than500 studies on diffusion and concluded
that here are five dagoriesof adopters classified by tinod adoption:

1) Innovators

2) Early adopters

3) The early majority

4) The late majority

5) Laggards

1. Innovators constitute, on average the first 2.5 per cent of all those consumers who

adopt the new product and are technology enthusiasts. They seem to haageamess
bordering almost an obsession to try nemturesome and risk takers and willing to live with bugs
and deficiacies. Innovators tend to be younger, better educated, have higher incomes, are
cosmopolitan and active outside of their community tharinoavators. They also tend to be less
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reliant on group norms, use other innovators rather than local peers ases solearning of new
productsreference group, are more setinfident and make more extensive use

of commercial media sales personnel and professional

2. Early adopters tend to be opinion leaders in local reference groups and represent, on an
average, lte next 13.5 per cent who adopt the new product. They admire a technologically new
product not so much for its features as for its abilities to create a revolutionary breakthrough in the
way things are normally accomplished. Though they are not amongatheskeindividuals to

adopt the product, yet they adopt the product in the early stage of its life cycle. They are
successfulyell-educatecandsomewhat younger than their peéraey tend to be more reliant on
group norms and values than innovators arelalso more oriented to the local community rather
than having a cosmopolitan look. 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. Since they tend to be opinion leaders, they are likely to transmibfword
mouth influence and, due to this reason, they are probably the most important group in determining
the success or otherwise of the new product.

3. The early majority tend tde deliberate and cautious with respect to innovations and
represent 34.0 per cent. They look for innovations that offer incremeptafjictable
improvements of an existing technology. They adopt innovations earlier than most of their social
group but only after the innovation isiewed successfulith others. They tend to collect more
information and evaluate more brands thathe case with earlgdopters & therefore the process
adoption takes longer. They are socially active & somewhat older, lesseaalbted & less
socially mobile than early adopters & are seldom leadEngy rely heavily on interpersonal
sources of information & are important link in the process of diffusing new ideas because of their
position between earlier & later adopters.

4The late majority (34.0 per cent) are somewhat sceptical about innevafidrey are
conservative, waryfoprogress, rely on tradition and geneyadldopt innovations in responsea

group norms and social pressure, or due to decreased availability @fetheus product rather

than positive evaluation of the innovation. They tend to be older, with below average income and
education and have less social status and mobility than those who adopt earlier. In many
developing coumtes, consumers who are justw learning to use the Internet are late majority
consumers. They tend to place high value on bundled products that include everything they need to
connect to the Internet.

5 Laggards represent the last 16.0 per cent of adopters. Like innovators they laasttinclined

to rely onnorindh bagagly gestraditien boundtend to bedogmatic and make
decisions in terms of the past. By the time they adopt an innovation, it is old and has been
superseded by something el3&eytend to be suspious of new products and alienated from a
technologically progressing society and adopt innovations with reluctance.

+C AISECT UNIVERSITY



»( AISECT UNIVERSITY

HAZARIBAGH (Jharkhand)

Q-58 Discuss about theCULTURAL CONTEXT AND DIFFUSION OF INNOVATION

Ans-58 Culture may have an important influence on the diffusiomdvation. Two concepts are
worth considering in this regard: cultural context and cultural homogeneity.

Low-context cultures are those that rely primarily on verbal and written communication in
transmitting meaning. They place more value on individugibinie and rely more on mass media

for communication. The concept of heterophilous groups can be applied -ttmoihdext cultures

which are more disparate with wider differences among groups. United States and Western Europe
would be described as legontect/heterophilous cultures.

High-context cultures rely primarily on narerbal communication, with little difference in norms,
values and socteconomic status among groups. The emphasis orvertral communication
means that such cultures will place maatue on interpersonal contacts and associations. IA high
context cultures more value is placed on group than on the individual and the emphasis is on
subscribing to the norms and leetanding rituals of society. Most of the Far Eastern countries
would qualify as highcontext/homophilous cultures.

One would expect the rate of diffusion to be rapid in fdghtext/homophilous cultures because of
their uniformity, leading to relative ease of transmitting information from one dissimilar group to
another. Another important aspect is that the credibility of information on new products, services,
or ideas is higher because the source is more likely to be friends or relatives rather than
commercial mass media.

Hirokazu Takada and Dipak Jain conducted a stadympare the rate of diffusion of calculators,
washing machines and air conditioners in Japan, South Korea and Taiwan (considered as high
context cultures) and United States (considereddomiext culture). They reported that in most
cases the rate of agtion was faster in all the three higbntext cultures than it was in the United
States.

is the case with early adopters and, thereforeptbeess of addjn takes longer. They tend to be
price sensitive and like to see competitors enter the markel are socially active, somewhat
older, less well educatexhd less socially mobile thaarly adopters and are seldom leaders. They
rely heavily on interpersonal sources of information and are an important link in the process of
diffusing new ideas becae of their position betaen earlier and later adopters.

Q-59- What is WORD-OF-MOUTH COMMUNICATIONS ? Discuss

Ans-59- Word-of-mouth is interpersonal communication that takes place between two or more
individuals such as members of a family or reference group. All of these people exert an influence
on the consumers' purchase behaviour through such communications. The "sagatisfied
customer is your best sales person” shows the importance of favourablefwaodth to the
marketer, because satisfied customers influence relatives and friends to buy the product. Paul M
Herr, Frank R Kardes and John Kim have reporteditiei¢iduals sharing information with other
individuals are a critical influence on consumer decisions and business success. Most commonly,
consumers seek information or advioe high involvement products or services. Consumers learn
about new productsrcservice and retail outlets etc., from famityembers, friends and other
reference groups in two ways:

1. By observing or participating with them as they consume a product or service.
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2. By asking for information or advice about a product or service from them.

Cultural values determine the importance of wofeémouth. In cultures that put more value on
group cohesion and adherence of group norms, communications from group members will have
more influence. In many Eastern cultures such as India, China, Japathens] adherence to
group norms is ingrained from early childhood. As a result of this,sBbrdouth is an even more
important influence in these countries than it is in some Western countries.

Conditions for Worebf-mouth Communication

Research studyybHerr, Kardes and Kim has shown that wofeémouth is not the dominant
influence in each situation. For example, they found that wtrdouth is not important in the
evaluation of an automobile if (1) consumers already have strong impression of thet pratiar

(2) negative information about the product is available. This shows that if consumers have strong
brand loyalties, worgf-mouth communication is unlikely to change their attitudes and (3)-word
of-mouth is unlikely to change consumers' attitusdsen they have doubts about a product
because of credible negative information.

Word-of-mouth is more important when:
=>The product is visible and, thus, purchase behaviour becomes obvious.
=> The product is distinctive and reflects a particular stylktetand other personal norms.

=>The product is new and consumers have not established impressions and attitudes about it.

=> The product conforms to important group norms and belief system such as reactions to a new
soft drink, or teenagers' reactiongtap and rock music.

=> |t is a highinvolvement purchase decision and wofdmouth is likely to influence others.

=> Consumers perceive the purchase of the product as risky and, due to this reason, are more
likely to discuss about it and seek informaterd advice from friends and relatives.

Q-60- What is Opinion Leadership?Discuss

Ans - Opinion leaders are those people who, in a given situation, are able to exert personal
influence. They are the ones most likely to influence others through -aferduth
communication because others saditice and information from them.

Opinion leaders can informally influentige behaviour of consumers towards products or services,
either positively or negatively. If they are satisfied with a product and like it, woed-of-mouth
communication can be helpful in ensuring its success; their dissatisfaction and dislike can exert
more influence in its failure.

In a marketing context, opinion leadershg important and is found at all levels in society.
Consumers tend tioe influenced by those with whom they identify. Opinion leaders are present at
each status level and in evagsoup.However, personal influence seems to be more functional at
higher income and status levels.
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Characteristics of Opinion Leaders

Much research has been conducted to identify traits of opinion leaders but so far the research is
inconclusive. Despite difficulties in identifying opinion leaders, some general traits have been
identified.

) The most salient characteristicaginion leaders is their greater leteym involvement with

the product category compared to fapinion leaders in the group. This trait is referred to as

enduring involvement and according to G M Rose, L R Kahle and A Shoham, it leads to enhanced
knowledye about the product and experience with the product category or activity. This enhanced
knowledge and experience makes opinion leadership possible. Thus, opinion leadership tends to be
product or service specific.

° Opinion leadership functions prarily through interpersonal communications and
observations. These activities occur most frequently among individuals with roughly the same
socialclass position as neeaders but opinion leaders are likely to be viewed as having higher
status in their soal-class. It is important to note the significant role family members play in
opinion leadership. D F Duhan, S D Johnson, J B Wilcox and G D Harrell found that family
members and close friends are particularly important sources of information regagdisigrs

for which the consumer has limited prior knowledge.

° Opinion leaders tend to be more gregarious and are willing to act differefitifyieattracts
the attention of peers. Their exposure to mass media, relevaheitonterest, is great. For
example, opinion leaders to ladies fashions could be céeghéo have greater exposure to
magazines such as Femina, Vogue and Wonkga's&c. Exposure tanterest relevant mass media
helps enhance their potentasd opinion leader

UNIT -5

Q-61- Discuss abouthe FAMILY LIFE CYCLE STAGES

Ans-61-The concept of household or family life cycle is important for marketers in segmenting the
market. In 1966, William Wells and George Gupewposed eight stages to describe the family life
cycle ("Life Cycle Concept in Marketing Research," Journal of marketing Research, November
1966). The following life cycle stages are typical of families:

1) Bachelorstage: Young, single persons under the afy35 years. Incomes are generally
low since they have started careers, but they may have few findnoidéns and sufficient
discretionary income.

2) Newly married: Young couples, no children. If both spouses are employed, they will have
highlevels ofdiscretionary income.
3) Full nest I: Young married couples with youngest child under 6 years ofTagee

would be greater squeeze artome because of increased expenses on childcare. However, if they
are members of a joint family, the leveld$cretionary income is likely to be high.

4) Full nest Il: Young married couples with children from 6 years to 12 years oBager
financial position because income of both parents is rising. Children sperel hours outside

their parents' influence.
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5) Ful nest Ill: Older married couples with dependent teenage children livirigrae.
Financial position of the family continues to improve. There are increassts of college
educatiorfor children.

6) Empty nest I: Older married couples with no childrennlivwith them, parents still
employed. Reduced expenses result in greater savings and highest discretionary Income.

7) Empty nest Il:Older marred couples with no children living with them and parents
retired. Drop in income and couple relies on savingsfiaed income from retirement benefits.

8) Solitary survivor I: Older single persons with low income and increasing medical needs
(widow or widower).

0-62- Discussthe nature of household or family purchases

Ans-62- Much depends ommcome limitations coupled with family responsibilities. These two
factors influence many of the buying decisions of families. As already pointed out, young
bachelors as well as newly married young couples (assuming that both are employed) are quite
likely to have significant discretionary income. Young bachelors are more likely to spend money
on clothes and entertainment etc., while newly married couples will spend more on furnishings,
time-saving home appliances, TV and music system etc. as they ardishstgbtheir new
household. The pattern of purchases will change when they are blessed with children, wife may
leave her job and their level of discretionamgome will fall. During the next two stages (Full

Nest Il and Full Nest Ill), the household fir@al position improves because husband draws a
higher salary and wife returns to work, the children and teens are in school and consumption
patterns are heavily influenced by the requirements of children. The family replaces many
household items and alboys new appliances.

During the stage of Empty Nest, the discretionary income of parents increases and they can afford
to spend money on themselves such as luxury items and travel etc. In the later stages of Empty
Nest and Solitary Survivor, parents argined resulting in decreased income and increasing
expenditures on medical billgy case of nosiraditional family lifecycle sequences, single parents

are more likely to be females. In general, divorced women face significant decrease in their
financialresources and this influences their buying patterns. Single parents are compelled to spend
much less time with children and are likely to spend more money eoadlayservices for children

and toys.

Q-63- Discuss the nature of family decision making

Ans-63- 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 differ from individual
decisions in many ways. For example, if we consider the purchaseayicéeldor a child, some of

the relevant aspects to think about can be: who recognises the need for bicycle? How a brand is
selected? What role the concerned child plays?

Some family purchases are inherently emotional and affect the relationships béawelgn
members. The decision to buy a new dress, a toy, or a bicycle for the child is more than simply a
routine purchase. It often might be an expression of love and commitment to the child. The
decision to buy a new stereo system or television set hatios@ meaning to others in the
family. The root cause of many marital discords is often related to spending the money.
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0-64- What is Husband-wife influences?

Ans-64- Gender role preferences reflect culturally determined attitudes toward the role afidiusb
wife and father/mother in the household. The relative influence of husband/wife or father/ mother
is likely to vary according to (l) the nature of product (2) nature of purchase influence and (3)
family characteristics.

Nature of Product

Traditionally, among different societies throughout the world, husbands are regarded as providers
of material support and déership authority within the iisily and wife is more likely to provide
affection and moral support. Husbands dssved as dominant decisionakers for products such

as financial services and automobiles etc., while wives are regarded as decision makers for foods,
toiletries and small appliances etc. However, these roles have merged as an increasing number of
wives have started going into emyhoent and changes in family norms, particularly in urban
areas.

Harry L Davis and Benny P Rigaux undertook a detailed study of husband/wife influences by
product category and classified products into four categories:

1. Products for which the influence ofi$band tends to dominate the decision making. Such
products include hardware, sports equipment, financial services and men's shaving products etc.

2. Products for which the influence of wife tends to dominate the decision making.
Examples of such products anomen's clothing, toiletries, groceries, kitchenware and
child clothing etc.

3. Products for which decisions are made by either the husband or the wife (autonomous
decisions). These products may include women's jewellery, toys and games, cameras and men's
casual clothing etc.

4, Products for which husband and wife make joint decisions. Examples of such products
are refrigerators, furniture, TV sets, carpets, financial planning and family car etc. Eartles,
decisions about these products were viewed as relatively more hushaimatéd; however, joint
decision making now reflects a greater influen€®orking wives.

These findings have several important implications for marketers. If a product is husband or wife
dominant, or falls in a category where joint decision making isenfikely, or the product is in
autonomous category, then the ad messages and media selection have to be tailored accordingly.
The differences may require separate ad campaigns to appeab#md, wife, or both. Trying to
develop just a single campaigndppeal to both spouses may not prove to be as effective.

Nature of Purchase Influence

The differentiatiorof roles is believed to result from small group interaction. Leaclesemerge

c it3erinstremental roles or expressive rolesaders taking upnstrumental rolesre concerned

with tasks that help the group take decisions abolsagsc purpose or goal (also called functional

or task leaders). For example, decisions on budgets, timing and product specifications would be
taskoriented. Leaders wh expressive roles facilitate expression of group norms and provide the
group with social and emotional support in order to maintain-groap cohesion such as design,
colour and style, reflect group norms.

Historically, the instrumental role within tHamily has typically been associated with husband

and expressive role with wife. Thus, men tend to be-taiskted leaders while women lead in
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sociatemotional behaviour. Husbands tend to be more concerned with functional product
attributes and are incled to exert more influence on the purchase decision. The wife is more

concerned with the adwdtic aspects of products andygasting the purchase.

Family Characteristics

The third reason for variation in relative influence of husband/wife relatasity characteristics.
Though husband and wife tend to dominate decisions for certain product categories, the degree of
their dominance may vary within different families. In case of patriarchal families (father is
considered the dominant member), husbauaminates decisions irrespective of the product
category under purchase consideration. In matriarchal families (mother is the dominant member),
wife plays the dominant role and tends to make most of the decisions.

Research shows that the influence of lamgbwill generally be more in making purchase decisions
than wife when:

1. Husband's level of education is higher than his wife

2 Husband's income and occupational status are higher than wife's
3 His wife is not employed

4. The couple is young and at an eartitage of family life cycle

5 If the couple has a greater than average number of children.

In case these conditions favour the wife, that is, she is more educated, is employed with higher
income and status etc., then the opposite would be true. The hwddsamant family profile
indicates a typical conservative family with traditional values and attitudes toward the roles of
father and mother. In families where women are less educated and unemployed and husband has
higher income giving him financial power, rggrally tf family would be conservative and more
traditional values prevail.

Increasing levels of education among women, emphasis on equal opportunitiesnard eore

and more women in jobs is having an impact on shifts in husband/wife Ryeductsand
services, which were mostly considered the exclusive domamatg#family heads are now being
advertised for house ladies. Marketers are increasingly targeting wives for their instrumental roles
in family decision making. The current trendkift in husband/wife roles in family decision
making will becomevidespread in times tmme.

0-65- What is Parent- Child influences?

Ans- 65- Children are playing an increasingly important pan in family decision making. Norsoone
do theypossesghe basic commmication skills needed to interact with parents and other family
members, they start their "I want this campaign.” In the context of consumer behaviour, parent
child relationship is viewed as a situation of influence and yield. Children strive to influence
parents to buy something and parents yield to their demand.

Older children wth greater media exposure are more likely to directly influence decisions
concerning purchase of food items, personal care and beauty products, TV, stearem guier
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etc. Duakincome households foster greater selfance among children. As a result of this, they
are likely to influence decisions for products that the whole family consumes.

It is generally believed that children rely more on parents for norms and vallees) @&s they are
younger and, subsequently, on their peer group as they grow older.

Consumer Socialisation of Children

The family provides the basic framework in which consumer socialisation takes place. Television
may also be instrumental in exerting persuasive influence on what children see and how they react
to certain brands. Scott Ward has defined consiocialisaas the proess by which young people
acquire skills, knowledge and attitudes relevant to their functioning as consumers in the
marketplace. Learning is a lifelong process and includes acquisition of consuneteieal
knowledge as well. The quantity and nature bktvchildren learn before they are about 18 years

of age is important.

Consumer learning can be usefully categorised as directly relevant and indirectly relevant. Directly
relevant learning refers to those aspects that lead to actual purchase and esamipte, a child

has to learn certain skills such as how to shop, compare brands and budget the available money etc
Examples of directly relevant consumer learning content are: knowledge and attitude about
shops or stores, products, brands, advertisalgspeople and various sales promotions etc.

Indirectly relevant consumer learning content includes everything that motivates people to want
certain products or services and influence buying and use behaviour. For instance, they may have
learned that Nikes a valued brand name and may respond favourably to products that carry this
brand name. This information alone about Nike is not necessary for precipitating directly relevant
behaviour (actual buying) but it is certainly important in influencing indirgelevant behaviour
(deciding to purchasand what to purchase

Methods of Socialisation

Parents teach their children, deliberately as well as casually, both directly relevant and indirectly
relevant consumption behaviour as they phssugh various stages of consumer socialisation.

According to B J Wadsworth, after studying children's socialisation process for many years,
Professor James U McNeal and his colleagues developedstdiye process.

@®Stage l.observing(average agé 6 mamths): Parents begin taking children with them to stores.

In this stage children make sensory contact with the market place and construct mental images of
marketplace objects and symbols. In early months, children process only sights and sounds, but in
later months most children can begin to understand that stores have good things.

@Stage 11. Making requests (average age years): Children have learned quite a few things,

TV commercials also serve as meaningful stimulus and they begin to make requestsiréat

things that they see in stores. They use pointing and gesturing or some even may make statements
to indicate that they want some item. Such requests are voiced only in the presence of objects in
retail stores, as they are unable to carry mentagesaf products in their minds.

@®Stage lll. Malkng selections (average afe 3'2 years): Children begin developing memory for
retail store locations for certain products and are able to locate and pick satisfying products by
themselves. At its simplest level, an item it & i Imdnédgate presence triggers her/his desire
and this iten is selected. Children bé&gicting like this almost as soon as they can walk.

+C AISECT UNIVERSITY



»( AISECT UNIVERSITY

HAZARIBAGH (Jharkhand)

@®Stage V. Making assisted purchases (averagedad&? years): Children seekdm parents to

get objects in stores and spend money given bgnpgr Most children learn by airwing that

money needs to be given to stores people to get things. This help them to learn the value of money
given to them as a means to acuire things from a store

0-66- Discussabout Market Structure and Pattern of Demand

Ans-66- Businesgo-businessnarketers should appreciate several distinguishing features related
to market structure and demand of organisational buyers.
E Geographical Concentration

Compared to individual consumers, organisational buyers are generally more concentrated in
certaingeographic locations. For example, most IT related companies are located in southern states
of India. Similarly, there is generally concentration of specific industries in different industrial
areas specified by almost all the states.

E Fewer but Larger Buyers

The number of organisational buyers is very small unlike individual consumers who are numerous.
Organisations place purchase orders for raw materials and supplies etc. that involve substantial
amounts of money. There are just a few manufacturereiauto industry but they buy tyres that
involve huge amounts of money. In the consumer market these companies face millions of vehicles
needing tire replacements. Branded computer manufacturers are relatively few and buy Intel or
AMD processors in large mbers. Independent assemblers of computers are numerous and buy
few processors at a time.

E Derived Demand

Organisational demand is derived demand because organisations purchase prooeaised

directly or indirectly in the production of goods and sessi to satisfy consumers' demand.
Consequently, the demand for products is derived from the demand for consumer products. For
example, branded computer manufacturers have demand for processors and other hardware anc
software to produce home computers beseailere is demand for computers by consumers. If for

any reason, consumer demand for computers takessedive, the demand for processors and

other components from computer manufacturers is also likely to take -@linese

-

E Demand is Inelastic

The demad for many organisational products is inelastic. This means that an increase or decrease
in the price of a product will not significantly influence demand fe product. Total industry
demandfor goods and supplies that they usenainsrelatively unaffected by changes ipricein

the short run unlike consume demand that shows markable elastity to price changes. For
exanple. if the price for comuter hard disks decreases, their demand is unlikely to increase.
However, when car manufactuneduce theprice of their models, theis a spurt in sales and as

the prices are raised, demand decreases,

E Joint Demand

In certain instance®rganisationaproducts can be used only in conjunction with other products.
There would be joint demand when the sale of one product is dependent on the sale of another. For
example. companies producing petroleum require additive products like octane and boron. If the
company cannot obtain any one of the two products, it does not need others.
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E Fluctuating Demand

Compared to consumer demand, organisational demand fluctuates widely. The demand by
organisational buyers is closely related to the economic cycle. In casenaingc slowdownor

reverses, organisational buyers use up the existing inventories and postpone purchases. When the
economy is buoyant, organisational buyers may build large inventories of raw material and spares,
buy office equipment and other items.

Q-67- What is ORGANISATIONAL BUYER CHARACTERISTICS ? Discuss

Ans- 67- Organisational buyer characteristics differ from final consumers in several important
aspects.

E Groupbasel Decision Makin: Many organisational purchases are often costly and
complex and may involve a group of personnel fmmgineeringproduction, finance, purchasing

and even top management in making a purchase decision.

E Techncal Knowledye: Professional buyers, called puasimg agents in industrial,
governmental and institutional organisations, make purchases and are highly knowledgeable about
products or services. In case of resellers such as supermarkets, these individual experts are referrec
to as buyers and make purcka®n their behalf.

E Rational Motives Domiate: Organisational buyers are generally strongly directed by
rational motivations because of the technical nature of purchases involved. Such factors are usually
economically based and can be translated into raoné¢rms to carefully weigh the costs and
benefits. For example, factors such as quality specifications and consistency, assurance of prompt
delivery, price, terms of credit, warranty and psale service etc. are all rather objective criteria

that influence buyers in their selection of vendor.

0-68 Discuss about Decision Approach & Purchase Patterns.

Ans-68 Organizational approach tamaking purchaseand their buying patterns are different
compared finat 0 n s u Mayways.

E Formality: Since manywrganisational purchases are likely to be complex and technical
and financial risks are considerably high, buying behaviour is much more complicated as
compared to final consumers. Due to these reasons, there is greater formality in -dexgkiog

and ofen proposals, quotation requests and purchase contracts are involved.

E Negotiations: In most cases of organisational buying, there are extensive negotiations
between buyers and suppliers over a longer period of time. Some of the important reasons for
lenghy negotiations include (1) the product complexity requires that specifications must be
carefully spelled and agreed upon (2) the order size tends to be large and purchase price is
important and (3) usually many people are involved in reaching a findlgseaecision..

E Less Frequent Purchases: Organisations generally make purchases less frequently than do
final consumers. Firms might buy capital equipment that will be used directly in the production
process for a number of years. Similarly, computersiquopying machines, printers etc., are
infrequently purchased. Even office supplies consumed everyday are purchased at intervals of a
month or more. Raw materials and component parts are used continuously in production and
replaced frequently but contradts the sale and supply of these items are likely to be-ferg
agreements that are negotiated every few years.

E Reciprocity: Sometimes organisational buying transactions involve an arrangement in
which two organisations agree to buy from each other. iksiance, a computer software
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manufacturer might agree to buy computer hardware from a company that is buying its software
and computer supplies.

E Service: In many instances argsational products must be tammised for a specific
organisational buyer. Bduct support activities, such as service, installation, technical assistance
and spare parts are critical.

0-69- What are the factors influencing Organisational Buyer Behaviour? Discuss

The broad categories of factors that influence organisational balewiour include:

Organisational culture
External influences on culture
Internal influences on culture
Purchase situation

[T e e e

Organisational Culture

Members of an organisation have certain belief$ attitudes regarding the orgaati®n and how

it operatesR Deshpande and F E Webster, Jr. note that organisational culture (also referred to as
corporate culture) is much like lifestyle in that organisations vary dramatically in how they make
decisions and how they handle risky problems, innovation and ch@nganisational needs and
desires are shaped and reflected in its culture and these, in turn, influence how organisations
approach decision making.

External Influences on Culture

As gender, age, education and income refer to consumer demographics, thientegnaphics
refers to size, activities, objectives, location and industry category Of an

Internal Influences on Culture

There are certain factors internal to organisattbas influence organisational ¢ute and hclude
values, perception, learningotives and emaobins.

Organisational values differ among organisations though they operate in the same thésgstry
values have a substantial Inflwenon the concerned organisasarulture. Some organisations are
more formal and some others may be mmwen and informal. For example, it is said that IBM is
formal and takegself seriously while Apple isess formal. creative and encourages@e open
corporate culture. The differences influence the buying behaviour and supplier firms must
understandhese differences toelt serve the concernedr g a n i fieedsi Somed mMmMon
business values on which organisatidiffer are:

Risk taking is admired and rewarded.
Competition is magimportantthan cooperation.
Hard work first.Leisurecomes second.
Individual efforts take qpority over efforts.

Any problem can be solved.

Active decisioamaking is essential.

Change s positive and activg sought
Performane is more important than rank status.

Innovative organisations arenore likely to have thesevalue as they reward individual
contributions, 1ew problems aspporunity and welcome change. Thesaluesoften underlie

I i i s i i
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many organisationsuch as Apple computers, but are unimagle in governmental organisations

in any countryincluding India. A bugaucratic set up Is more ligeto be comfortable in
maintainingstatusquo and move at its own pace in all respects. Organisation and individuals
within the orgaisationboth have valueS.he more consistent the value systemsnofividuals and

the orgaisation the more smooth isedision making and implementatiohdegsions

0-70- What is Organisational Buyer Decision Process? Discuss

Ans-70- Organisational buying can be traced to a single rieedolving a problemd and
involves decisiormaking units(also called buying centres). These are composed of individuals
within an organisation who interact during making a given purchase decision. The size of decision
making unit may vary according to how new, complex and important the purchase decisidn is; an
how centralised, structured and specialised the organisation is. Large and relatively more formal
organisations usually involve more individuals in a purchase decision than smaller and less formal
organisations. For nemoutine decisions, such buyingntees are often formed on an ad hoc basis

but for routine decisions these centres are relatively permanent. H Brown and R Brucker note that
in case of more important organisational purchases, individuals from various functional areas and
organisational lesis take part in decision making than in case of less important purchase
decisions.

The decision making unit can be divided on the basis of functional responsibility and type of
influence. Functional responsibility can include specific functions such asufatduring,
engineering, research and development, purchasing and general management. Each function
evaluates the organisational needs differently anddifesent evaluative criteria.

0-71- What Problem Recognition? Discuss

Ans-71- The first stage of organisational buying decision involves recognising a need or problem.
Just like the consumer decistamaking process, one or more people in the organispgoteive a
difference of sufficient magnitude between the desired state aratthal state of affairs. Problem
recognition may occur under a variety of internal or external circumstances such as a breakdown of
an old packaging machine, modifications to a currently manufactured product or the development
of a new product which nesdlifferent packaging equipment. The organisation may also learn
about the new packaging equipment from external sources through a visit to trade fair, an
advertisement seen in an industrial magazine, or a sales person's call from a supplier.

0-72- What is Nicosia Model(Conflict Model)? Discuss

Ans-72- Francesco Nicosia was one of the first to develop consumer behaviour model in early
1960 sand shift focus from the act of purchase itself to the more complex decision process that
consumers engage in ab@uoducts and services.

Nicosia presented his model in flow chdormat, resembling the steps in a computer programme.
Also, all variables are viewed as interactive, with none being inherently independent or dependent.
Thus, the model describes a circullaw of influences where each component provides input to

the next. The model is viewed as representing a situation where a firm is designing
communications (products, ads etc.) to be delivered to consumers and in turn consumers' responses
influence subsguent actions of the firm. The model contains four major fields or components:
(FIELD - 1) the firm's attributes and outputs or communications and the consumer's psychological
attributes, (FIELD- Il) the consumer's search for and evaluation and of thesfoutputs and other
available alternatives, (FIELPIIl) the ¢ 0 n s u maivai@d act of purchase, and (FIELDV)
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the consumer's storage or use of the product. Nicosia assumes that the consumer is seeking to fulfil
specific goals and that initially ¢éne is no history between the consumer and the firm, so no
positive or negative predispositions towards the firm exist in the consumer'sThamdonsumer

will probably become motivated to gain information at this point, and search activity is likely to
occur. Some search activity will involve searching internal memory for relevant information about
the communication (product, service, company etc.). External search may also occur, where the
consumer visits stores or reads reports etc. This is likelyatb tie evaluation. If the consumer
processes relevant information and begins to favour the firm's brand, she/he will be motivated,
leading to FIELD111, and if nothing intervenes, this information is likely to precipitate shopping
activity and purchase ohé brand. At this point, a number of outcomes can occur. One outcome

is that the firm receives feedback (FIELW) and another is that the consumer's attitude towards
the brand may change because she/he gains experience with the product during stanage and
This experience is feedback to the consumer'sligpositions.

Q-73 What is Nicosia Model(Conflict Model)? Discuss

Ansd 73- HowardSheth Model represents a major revision of an earlier systematic effort to
develop a comprehensive theory of buyecisienrmaking. This model depicts and creates a
distinction among three stages of decismaking.

E Extensive Problem Solving: This occurs when a consumer has little or no prior
knowledge, and any beliefs about the brand do not exist and she/she has ifio Is@ed

preference. The consumer seeks information actively about several alternative brands in the
category.
E Limited Problem Solving: In this situation the consumer has some limited knowledge and
beliefs about the available brands. Because of limitemiMedge, she/he is not in a position to
evaluate brand differences to establish a preference. The consumer seeks some comparative bran
information, although the decision criteria are quite likely to be fairly established.
E Routinised Response Behaviouhid refers to a situation when the consumer has well
established knowledge and beliefs about the brand and other alternatives in the category and is
predisposed to purchase a sfiedrand

The model hasour major sets of variables:

E Inputs

E Perceptuahnd Learning Constructs e Outputs
E External Variables (not shown in the figure)
Inputs

These variables include three distinct types of information sources (stimuli) present in the
consumer's environment. Significative stimuli represent the brand's phdicdlutes, the
marketer provides the symbolic stimuli in the form of brand information and could be visual or
verbal, and the third kind of information is furnished by consumer's social environment such as
family, reference groups, and social class. thkkse three types of stimuli furnish information
inputs to the potential consumer concerning the product category or the brand.

Perceptual and Learning Constructs

The central element in the HowaBiheth Model includes psychological variables tra assumed
to operate when the consumer is involved in decisi@king process. These psychological
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variables are treated as simply ideas, and are not defined operationally or evaluated directly. Some
of these variables are perceptual in nature andsfoaunow the consumer receives and processes
information gained form input and other parts of the model. For instance, stimulus ambiguity
occurs when the consumer is not sure about the meaning of information gained from the
environment. Perceptual bias acg in case the consumer distorts the received information so that

it suits the consumers' established needs, wants, or experiences.

Learning constructs perform the function of consumer's concept formation and include her/his
goals, information about therdnds in the evoked set, criteria for evaluating alternatives, and
intentions to buy. The proposed interaction (shown solid and dotted lines) between various
perceptual and learning variables and the variables in other segments of the model give Howard
Sheh Model

Outputs
The model shows a series of outputs that are similar in name to some and learning construct

variables that include attention, brand intentions, and finally the act of purchase.

External Variables

These variables have not been shown irFigare. These variables are not directly involved in the
decisionmaking process. The relevant external variables include importance of the purchase,
consumer's personality traits, time pressure, and availability of funds.

Q-74- Discuss abouthe ENGEL, BLACKWELL, MINIARD MODEL _ (FORMERLY EKB
MODEL/OPEN SYSTEM)

Ansd 74- The EKB model of consumer behaviour was originally developed in 1968 to serve as a
framework for organising the fagtowing body of knowledge concerning consumer behaviour.
Over theyears it has been revised a number of times at improving its descriptive ability and
clarifying basic relationships between components and subcomponents.

The model consist®f four sections: (1) Information input, (2) Information processing, (3)
Decision pocess stages, and (4) Variables influencing the decision process. The start is the
decision process stage when the consumer recognises an unfulfilled or partially fulfilled need.

Decision Process Stage

The starting point of any purchase decision is comsumeed (or problem). This occurs when a
consumer perceives a difference between her/his ideal desired state and actual state of affairs.
Consumers buy products or services when they believe the product or service would be able to
solve the problem. Markets often attempt to make customers aware of unperceived needs and
problems through marketing communications. Further steps in the detiaking include
information search, alternatives evaluation, purchase, consumption, andopsgmption
evaluation.

Information Input

Information from marketing and nemarketing sources feeds into the information processing
section of the model. After passing through consumer's memory, which serves as a filter, the
information has initial influence at the problem reaitign stage of the decisiemaking process.

If the available information is insufficient, there may be more deliberate search for information.
Information Processing
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The information processing section of the model consists of consumer's exposure, attention,
comprehension, acceptance, and retention of marketer controliesnonarketinginformation.

Before a message can be used, the consumer must first be exposedlléaate information
processing capacity to it, interpret the stimulus, be persuaded by it, and retain the message in the
long-term memory. In order to be retained in the ltgrgn memory as information and experience,

the message must pass through stesrh memory, where message is analysed for meaning.

Variables Influencing the Decision Process

The last section of the model consists of individual and environmental influences that affect all the
five stages in the decision process. Individd#ferences include motives, values, lifestyle,
personality, and attitudes; the environmental influences are culture, social class, family, and
reference groups. Situational influences, such as consumer's financial condition etc. also influence
the decisio process.

kkkkkkkkkkkkkkkk
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